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Abstract 
This report summarizes the major findings of a 1978 nationwide 

camping market survey, and compares them with those of similar 
surveys conducted in 1971 and 1973. It documents recent trends in 
camping and in the composition of the camping market, and corn- 
pares camping demand with the available supply of developed 
campsites. The active camping market in 1978 included 17.5 million 
households, up from 14.3 million in 1973. However, the number of 
former campers exceeded the number of active camping households 
for the first time in 1978. The average growth of the active camp- 
ing market continues to be about twice that of new households in 
the United States, though that growth is down sharply from the 
late 1960's and early 1970's. Currently active campers use about 60 
percent of the available campsites. 



Foreword 

O N E  OF THE DIFFICULTIES in meeting 
the demand of Americans for camping and 
other foms  of outdoor recreation is that data 
on participation trends have been collected by 
different survey methods. As a result, planners 
often have been unable to  make sound policy 
decisions on the basis of comparisons of these 
trends. By contrast, identical survey methods 
were used in each of three nationwide surveys 
of the camping market that have been con- 
ducted in this decade. This report is a sum- 
mary of the most recent suwey. 

The three sumeys were conducted in 1971, 
1973, and 1978, by the Opinion Research Cor- 
poration, Princeton, N.J., under contract with 

the USDA Forest Service. Together, they pre- 
sent a changing picture of one of the most im- 
portant and most complex outdoor recreation 
markets. For each survey, approximately 2,000 
personal interviews were conducted during No- 
vernber and December. Although several ques- 
tions have been added or deleted between sur- 
veys, the questions asked have been nearly 
identical, Future surveys of the camping mar- 
ket will be conducted a t  5-year intervals, the 
next being in 1983. 

Over the years, this research has been sup- 
ported in part by Cooperative Regional Re- 
search Projects NEM-42 and NE-100, and the 
camping industry. 



THE CAMPING MARKET: 
1960-1 978 

Camping population 
The camping market is unquestionably our 

most studied outdoor recreation market. As a 
result of low-cost, reliable techniques for con- 
ducting national sample surveys of the general 
population, we are considerably more knowl- 
edgeable about who camps than where they 
camp. 

The landmark work of the Outdoor Recre- 
ation Resources Review Commission f Ferriss 
et al. 1962) showed there were 3 to 4 million 
active camping households in the United States 
in 1960. By 1965, there were about 6 million 
(Bureau of Outdoor Recreation 1972). In 
1971, the first of three in-depth studies of the 
camping market by the Forest Service identi- 
fied 12.4 million active camping households 
(LaPage 1973). The second Forest Service 
survey 2 years later identified 14.3 million 
households (Kottke e t  al. 1975) ; and the third 
survey in 1978 identified 17.5 million active 
camping households (Table I ) .  Table 2 shows 
the size of the American camping market in 
1971, 1973, and 1978, as a percentage of total 
households. 

From an average annual growth rate of 20 
percent in the 19609s, camping declined in the 
early 1970's to less than 10 percent, and to 
less than 5 percent in the late 1970's. In terms 
of the number of people who camp, the growth 
rate is even lower as the average household de- 
clined from 3.33 persons in 1960 to 2.81 in. 
1978 (Bureau of the Census 1978,1979). 

The annual growth of the inactive camping 
market (former campers) is almost twice that 
of the active market. In 1971, one-third of all 
households contained a t  least one adult who 
had camped. By 1978, one-half of the hoz~se- 
holds included an adult who had camped, 
However, from 1971 to 1978 there was little 
increase in the percentage of households with 
currently active campers (19 to 23 percent). 

Potential campers 
An increase in the number of people who 

have camped can occur only with a decline in 
the number of "potential campers;" that  is, 
those in both high and medium potential cate- 
gories, or those who have thought about camp- 
ing and would like to try it. Beginning with 
the 1971 Forest Service study, we have moni- 
tored this decl inefrom 12 percent of all 
households to 6 percent in 1978. As the high 
and moderate potential categories feed new 
households into the active camping market, 
they absorb replacements from the low and 
zero potential groups, or those who previously 
had never considered camping. Iluring the past 
5 years, this reserve from the lower potential 
categories seems to have dried up. And the 
supply of high potentials is diminishing rapidly 
due to the growth of the active camping mar- 
ket. The average annual growth of the active 
market continues to be nearly twice that of 
new households in the United States (Bureau 
of the Census 1978) (Table 3). 

PARTICIPATION TRENDS 

Equipment 
Trends in the types of camping equipment 

in use during the 1970's generally are incon- 
clusive on the basis of the three Forest Service 
surveys (Table 4) and do not strongly refleet 
the market for new recreational vehicles dur- 
ing the past decade (Bevins et al. 1979) 
(Table 5). The incidence of renting or borrow- 
ing equipment for the most recent camping 
trip has declined sharply as more campers 
have acquired their own. And the incidence of 
having just bought the equipment has con- 
tinued to decline since 1971, a possible indica- 
tion of approaching market saturation (Table 
6). Unlike the sales data reflected in Table 5, 
these purchases include sales of second-hand 
equipment. 

However, among the two classes of inactive 



c a q e r s  (temporarily inactive and perma- median partidpation by active eampers in 
nently inactive), .there was little change in the 1978 was only two weekend tpjips of 3 days 
rate of dispwal of their camping equipment. each, average participation was 3.4 trips of 4.7 
In  1973, the m a j o ~ t y  of inactive campers days each (Table 11). 
never o m e d  their own camping equipment 
and consequently never had Lo dispose of it. 
The increase in equipment ownership in 1978 
resulted in more equipment &sp.osals by tem- 
porafily inactive campers; but one-f ourpth of 
the temporariliy inactive and one-fifth af the 
pemanently inactive campers still owned their 
equipment (Table 7). The extent to which this 
equipment continues to be used by others m s  

During the past 5 years, the private sector's 
share of the camping mallket has apparently 
increased while the public" decreased (Table 
8). This shift in market shares is probably due 
to the increased need by campers for utility 
connections and the higher level of personal 
service afforded by most private campgrounds. 

Experience 
The active camping market in 1978 was 

considerably more experienced than in 197 1 
when only one-foudh of all active campers 
had been camping for more than 3 years; 
by 1978, nearly three-f ourths of the currently 
active campers had more than 3 years of camp- 
ing experience (Table 9).  

Unfortunately, prior to the latest survey 
(1978), no estimates of actual camping fre- 
quency (days per year) were collected. Camp- 
ers were asked, however, if their participation 
had been "increasing or decreasing in the past 
few years." Since 1973, significantly more ac- 
tive campers report an increase in participa- 
tion (Table 10). All regions and all age groups 
(head-of-household's age) showed increases, 
but increasing participation was most common 
arnong the 40- to 50-year-olds and in the 
Nartheastekn States. 

The heavy-half phenomenon, where one-half 
of all campers are responsible for more than 
three-fourths of the reported camping days, 
was noted in 1969 and I971 (Lapage 1969; 
hPage  and Ragain 1971), and is again evi- 
dent in the 1978 national survey data. In 1978, 
one-half of the active campers accounted for 
18 percent of all earnping tfips and 77 percent 
of the total reported camping days. And while 

MARKET COMPOSITION 

Demographics 
Because of the camping markel" size and 

broad appeal to a cross section of society, its 
characteristics tend to reflect those of the pub- 
lic in general and its trends tend to reAect na- 
tional trends. For example, in 1973, the income 
distribution of active, inactive, and potential 
campers closely paralleled that of a11 AmePi- 
can households in that year. By 1978, the 
incomes of potential campers and inactive 
campers continued to reflect the national dis- 
tribution, while those of active campers re- 
vealed a distinct upper income bias (Table 12). 

In 1973, the age distribution of all three 
major camping market classes was strongly 
skewed in favor of younger heads-of-house- 
holds. In 1978, the age distribution was more 
representative for both active and potential 
campers, The large increase in inactivity 
among young heads of households in 1978 is 
probably the result of new people in this age 
group who formerly camped with their parents 
and now have households of their own (Table 
13). 

Occupation, education, sex, home ownership, 
and size of home town or city a11 show rela- 
tively little change from 1973 to 1978 for the 
major camping market groups (Table 14). 
However, three other demographic descfiptors 
(region, marital status, and race) were dis- 
tinctly diAFerent in 1978 (Table 14, 15). 

m i l e  camping is still predominantty a fam- 
ily activity, there was a distinct increase in 
single campers and a decrease in married 
campers between 1973 and 1978 (Table 15). 
The change is most pronounced among t e m p -  
rarily inactive campers and probably refieets 
the large increase in temporary. inackiGly 
arnong people 18 to 20 years d d  (Table f 4). 

Although the change in the percentage of 
nonwhites in the active camping market was 
insignificant during the past 5 years, there is a 
strong muftiracial interest in camping arnong 



both inactive and potential campers (Table 
14). I n  fact, m r e  than one of every four po- 
tential campem is nonwhite. This group repre- 
sents a major opportunity for market expan- 
sion t h a t  apparently is being ignored or, a t  
best, no% effectively pursued. 

Regional trends 
Gains and losses in the number of campers, 

by region, are not evenly distribu*ted and do 
not reflect patterns of population growth for 
any of t h e  four major regions (Table 1). More 
than half  of the Nation" 3.2 million new 
campers (from 1973 to 1978) live in the North 
Central States. Further, the North Centra15s 
gains in. active campers were accompanied by 
almost no losses in potential campers or in- 
creases i n  the numbers of temporarily inactive 
campers. At the same time, the Northeast 
gained 1 million campers while losing nearly 
that many to temporarily inactive status, The 
pattern in the West was similar to the North- 
east's, and the Southern States actually ex- 
perienced a net loss in numbers of campers. 

Despite substantial shrinkage in the num- 
bers of ptential  campers (26 percent), the 
South continues to have the largest supply of 
prospective campers. However, if the trend 
from 1973 to 1978 means anything, that po- 
tential does not produce large numbers of ac- 
tive campers in the South. Possibly, by moving 
from the  South, these potential campers later 
contribute to the active camping market in 
other regions, particularly the North Central 
and the  West. Similarly, the largest reservoir 
of temporagly inactive campers is in the South- 
ern States, In 1978, for the first time since the 
camping market has been studied in detail, the 
combined total of pemanent dropouts and 
temporarily inactive campers exceeded the size 
of the active camping market. In the late 
1960% and early 1970's there were two active 
campers for every inactive camper. By 1974, 
the two groups were about equal in size. To- 
day, the households wi-t;h former campers out- 
number those with actives by more than 2 
million. 

THE CAMPING EXPERIENCE 
Perceptions 

Despite enormous changes in the quantity 
and quality of available earnping opportunities 
and in the nature of the demand for them, the 
ways in which Americans perceive camping as 
an outdoor activity seem surprisingly resistant 
to change. Camping may no longer be ""rough- 
ing it," h t  i t  is more popular today than ever. 
In assessing the camping market's grodfi  po- 
tential, live exanlined camping" popular image 
in both the 1973 and 1978 national surveys, 
Perceptions about camping were detemined 
by the use of a series of word pairs. Each pair 
of adjectives included a 5-point scale ranging 
from very favorable to very unfavorable. For 
example, respndents decide whether camping 
is pleasant or unpleasant, and to what degree. 
From the responses emerged a composite image 
of camping that is substantially more favorable 
than unfavorable among the general public 
(Table 16). And there are few significant 
changes in these images within the major 
camping market categories over the past 5 
years (Tables 17, 18). 

Perceptions of camping are particularly inn- 
portant if they act as barriers to  participation. 
For example, if most people who would like to 
try camping see i t  as ""difficult" or " c~mplex~ '~  
that perceived ""dEcuZty" becomes a real bar- 
rier to participation. In 1973, 50 percent of all 
prospective campem saw camping as being 
""easy.'"y 1978, only $1 percent of the pro- 
spective campers held that view of camping 
(Table 17). Similarly, "comfortable" dropped 
from 54 to 39 percent for this same group; and 
"fun" hopped from 57 to 42 percent. Percep- 
tions of "crowding" inineased from 35 t o  43 
percent among potential campers (Table 18). 

Among temporarily inactive campers, the 
same kinds of perceptual barfiers reduce the 
Iikelibood that they wi1I return to the active 
market, Perhaps most importantly, increas- 
ingly favorable perceptions among active camp- 
ers could reflect improved conditions and 
reduced intentions of dropping out of the mar- 
ket. Of the 12 image factors studied, 8 showed 
higher positive images and 4 had higher nega- 
tive images in 1978 than in 1973 (Tables 17, 
18). For example, active campers in 1978 



seemed to feel that camping was less crowded, 
more convenient, more interesting, easier, and 
more comfortable than in 1973. However, ac- 
tive campers were less likely to see camping as 
safe and fun, Table 19 includes image indexes 
for selected demographic and camping market 
groups. An image index is the number of per- 
sons who have a generally favorable perception 
of camping for each persoin who has a gener- 
ally unfavorable perception. 

Satisfaction 
Like camping's image, a camper's satisfac- 

tion with his last camping trip is remarkably 
resistant to change (Table 20). Both image 
and satisfaction are potentially useful indica- 
tors for monitoring how %.ell the campground 
industry is providing quality camping experi- 
ences. In view of the rapid growth in the num- 
ber of inactive campers, our data on images 
and satisfactions suggest that the accelerated 
dropout rate appamntly is not due to a decline 
in the quality of camping. The one possible ex- 
ception is that the availability of utility hook- 
ups may not be keeping pace with the demand 
for more self-contained camping (Table 20). 

Also, a rninor decline was noted in the 1978 
level of satisfaction with camping fees. Mow- 
ever, temporarily inactive campers actually 
were more favorable toward camping fees on 
their last trip than they were in 1973. The 
average camping fee ($6.76) "apparently has 
not yet reached the point where i t  seriously 
affects participation. 

Costs 
Camping's "cost image" apparently is chang- 

ing; camping seems as good a bargain-or 
bdter-than i t  was 5 years ago for a11 market 
sements  except potential campers (Table 21 ) . 
Among temporarily inactive campers, the be- 
lief that camping is a more economical way of 
traveling and vacationing was much more 
prevalent in 1978 than in 1973. The discrep- 
ancy in attitudes about camping" cost advan- 
Lag- between ptential  campers and people 
who have camped may indicate that an indus- 

Wews release on campground fees, June 1, 1979, 
Wheelers Guides, Print Media Services, Park Ridge, 
111. 

try-spmsored campaign on cmparative costs 
could stimulate market grmth. 

Public attitudes about fees also were as- 
sessed in 1973 and 1978 by asking people if 
they believed that camping fees a t  State and 
national campgrounds should be high enough 
to cover all or most of the cost of operating 
them, or kept low and subsidized by taxes. No 
significant change in attitude was found among 
people who have camped; however, there was a 
strong increase in support of subsidized camp- 
ing among those who expressed a high inter- 
est in becoming a camper (Table 22 ). 

Other activities 
The camping experience for most people in- 

volves more than temporary living in tents, 
trailers, or motor homes. Not surprisingly, 
participation in other major outdoor recreation 
activities by both active and inactive campers 
greatly exceeds the average participation rate 
for these activities (Table 23). Campers par- 
ticipate in boating at  twice the national rate. 
The same is true for hiking, off-road vehicle 
use, hunting, snow skiing, and canoeing. Par- 
ticipation by campers in selected activities 
seems a sensitive indicator of general trends 
in those activities. In monitoring PO outdoor 
activities for both the 1973 and 1978 National 
Camping Market Surveys, i t  was found that 
participation trends of campers often paral- 
leled those of the general public. 

Camping, like any recreational activity, in- 
volves both anticipation (planning) and recol- 
lection. To monitor trends in these ""off-site" 
aspects of the activity, we collected informa- 
tion on the frequency of visits to camping and 
outdoor equipment shows, and on campers and 
noncampers who have friends and relatives 
who camp. Both =of these measures also pro- 
vide an indicator of intentions to reLurn to 
camping by temporarily inactive campers, as 
well as a means of estimating the intensity of 
interest in camping by potential earnpen. 
Attendance a t  camping shows was higher for 
temporarily inactive campers in 1978 than in 
1973; but attendance, as well as the incidence 
of having friends who camp, was down for the 
potential campers (Table 24). The potential 
campers of 1978, in many respects, don't teem 



to have as strong an interest in camping as must be made for this as well. Since most de- 
they h a d  in 1973. 

A question added to the 1978 survey was 
intended to monitor the extent to which camp- 
ing plans are altered by factors such as energy 
availability and cost. Preliminary findings sug- 
gest t h a t  upwards of one-third of the active 
campers cancelled or shortened trips in 19'78 
(Table 25) .  The reasons ~ v e n  most often were 
"family or personal," "weather," and "lack of 
time." Cost did not seem a significant factor 
in 1978, nor was the availability of gasoline. 
The fat* that only 8 percent of the pema-  
nently inactive campers had plans to camp in 
1978 tends to support the classification scheme 
that identified them as market dropouts. 

SUPPLY AND DEMANlD 
COMPARISONS 

Assumptions 
Any attempt to  relate the camping partici- 

pation data from this survey to the available 
supply of campsites in the Nation necessitates 
accepting a number of assumptions. For exam- 
ple, many of the available camping spaces in 
this country are used by citizens of Canada 
and other nations not included in the survey. 
We have assumed that an equal amount of the 
camping reported to us by Americans is done 
outside of the United States. This may be a 
dangerous assumption if the United States is 
a net importer of campers, but we have no 
basis to  adjust the assumption a t  this time. 

An equally difficult problem is that of assess- 
ing how many of the total estimated camper 
days are  spent a t  developed campsites as op- 
posed t o  wilderness, roadside, and open-field 
camping. Further difficulty arises with the re- 
alization that a great many campers doubleup, 
or camp with another party, on one site. We 
have assumed that camping with another party 
on one site is characteristic of a t  least 5 per- 

veloped sites, public and private, have an asso- 
ciated fee we have reduced by 20 percent the 
total estimated camping participation to ac- 
count for those campers who do not pay fees 
(Table 20). 

Using the total of 17.5 million households 
that contain people who camped in 1978, this 
combined reduction (25 percent) results in a 
total of 13.1 million households that have 
campers who apparently use the available sup- 
ply of developed campsites. 

Campsite occupancy 
One-half of the households (6.55 million) 

included campers who reportedly camped less 
than the median of 6 days. The average par- 
ticipation for this group appears to be about 
two weekends or 4 days. Their impact on the 
available supply is, therefore, 26.2 million oc- 
cupied site-days. Campers from the other half 
of the market camp an average of about 20 
days, producing a total of 131 million occu- 
pied site-days. 

T o  assess the impact of the total of 157 rnil- 
lion occupied site-days on the available supply 
of campsites (percent occupancy), we need a 
reliable estimate of that supply. Most major 
campground directories list just over 1 million 
campsites. However, directories tend to list 
only those campsites that meet the publisher's 
minimum standards. The only available total 
is provided by the 1974 National Association's 
of Conservation Districts' 1974 inventory of 
recreation sites (NACD 1977). According to 
that inventory, there are an estimated 1,724,- 
712 campsites nationally, but that figure does 
not include sites in the State of Texas. Wood- 
all's 1978 campground statistics (Woodall Pub- 
lishing Co. 1978) includes an estimate of 
48,114 campsites in Texas. Therefore, our best 
estimate is 1.77 million campsites in the 
United States. Of these sites, an estimated 
one-tenth are open year round, providing 65 

cent of the camping days? Camping on unde- million available site-days; the others are open 
veloped sites has no impact on the supply of on an average, 120 days each year, providing 
available developed sites, so some adjustment another 191 million available site-days. By di- 

viding the total occupied site-days (157 mil- 

'Unnublished data from a long-term studv of lion) by total Capacity (266 million site-days) 
campground use in New ~iampshi&, on file ai the we arrive a t  an occupancy rate of 61 percent. 
Northeastern Forest Experiment Station, Durham: 
~-4 .~3.  By way of an independent comparison, in 



1978, a small-scale national susvey of sccu- the best ones for encouraging new campers to 
pancy by the National Campground Owners enter the market, Younger heads-of-house- 
Association revealed an occupancy rake of 58 
percent." 

CONCLUSIONS 
The 19"? National Cawing Market Survey 

documents a turning point in the market. For 
the first time the number of inactive campers 
exceeds the actives, People from 27 percent of 
all households have dried earnping and dropped 
it, temporarjily or permanently! And the po- 
tential camping market has been reduced do 
half its size at  the turn of the decade, Not only 
are potential campers fewer in number, they 
have decidedly less ""ptential" in terms of 
their images of camping, attendance a t  camp- 
ing equipment shows, and number of f ~ e n d s  
vvho camp. 

The major implication of this turning point 
is that the indust~y must look in new direc- 
tions for continued market growth. Over the 
past two decades, that growth has resulted 
from attracting new (potential) campers. 
Much of that reserve has now dried up; and 
TNhat remains includes those who apparently 
are, more resistant to conventional marketing 
techniqum, 

The best prospects for sustained growth at  
this time seem do be in two &stinel areas : (1) 
the 9 million temporafily inactive camping 
households; and (2) the ""ligEzt half 'bf  the 
active camping market-people from another 
8 ~ l l i o n  households who camp less than 6 
days each year, The greatest improvement in 
favorable imagm toward camping between 
1973 and 1978 occurred among: Northeastern 
adults, beads-of-househofds in the $10,000 to 
$15,000 annual income range, and people 30 Lo 
50 years old, 

The camping market is elearly changing de- 
spite its enormous size and broad appeal, Corn- 
padsons with the 1911. and 1973 sumTeys indi- 
cate a number of areas that-if present trends 

gkrt provide useful marketing 
clues, The North Central States seem to be 

'Lapage. W. F., and M. I. Bevim 1978. The na- 
tionwide camping indicators prsgrm-1978. Report 
to the board of directors of the National Camp- 
ground Owners Asaoeiation. 

holds (particularly fomer campers), non- 
whites (particularly potential campers), and 
nonnnar~eds elearly have favorable attitudes 
hward cawing and have histoAcally been 
underrepre~ented in the market. 

Finally, the I978 suwey contains no hint of 
hocv. Itfne market may react to the tvorsening 
energy situation, in the United States, Con- 
tinuation of all of the trends identified in this 
report is Lotally dependent on the availability 
and pfiee of gasoline. It is a fact of American 
geography that there are few camping oppor- 
tunities near major urban areas. I d  seems 
likely that a continuing energy scapcily could 
result in a minor campground constmetion 
b o w  near urban areas, despite the apparent 
adequate numbem of currently available camp- 
sites, And the current trend toward a greater 
propoTtion of available campsita being rented 
on a season-long basis probably will be aced- 
erated. 
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APPENDIX 

Sampling Procedures 

The essential characte~stic of probability 
sampling is that, for each person in the popu- 
lation under study, the probability that he 
will be included in the sample can be specified. 
This means that the degree of reliability of 
any finding from a study based on a probabil- 
ity sample can be estimated mathematically. 

Opinion Research Corporation's s h e r  sam- 
ple design is a major improvement over stand- 
ard area probability designs now in common 
use, The sampling method eliminates the im- 
portant problems of traditional probability 
sampling by using current address directo~es 
as the basis of a system for defining intewiew- 
ing starting points-a system that includes in 
the sample those households which are not in 
the directory, The method is both statistically 
and administratively as eaeient as possible, 
providing tho most retiable data for any given 
expenditure. 

The master sample consists of 360 counties 
in the contiguous United States, six subsam- 
ples of 60 counties each. Each of these sub- 
samples is itself a national probability sample, 

To, constmet the sample, all 3,070 counties 

in the United Skates were grouped into areas 
designated by the U.S. Ofice of Business Eco- 
nomies. These 171 area poupings were then 
arranged in geographical order from north and 
east to south and west. Within these geograph- 
ical orders, counties were arranged b y  descend- 
ing population, Three hundred sixty counties 
were then chosen a t  random by systematic 
sampling to fit the above criteria. 

The next step was to select an area from 
each of the 360 counties in the master sample, 
Again, a probability sampling method was 
used to select, within each county, a minor 
civil division (MCD) as defined by the Bureau 
of the Census, A minor civil dlivision may be a 
town, tovvnship, city, or part of a city. The 
probability that any particular minor ciG"if di- 
vision was selected in a county was prspor- 
dional do the populat-ion of that minor civil 
division, The minor civil division, then, is the 
primary sampling unit, 

The next step is the delemining those 
households where interviewing is Lo take place. 
Because they are the m s d  up-to-date and the 
most eon~plete listing of addresses available, 
telephone books are the sources of locations 
adjacent to interviewing starting points when 



general public surveys are being done. From 
this list of households one or more addresses is 
chosen a t  random. Each address defines the 
place that the intewiewer begins following the 
interview site selection process. An interview 
in a. cluster or ""neighborhood" does not begin 
a t  the household selected from the list, but a t  
the adjacent household, which may or may not 
be on the original list. Thus, the list does not 
define the universe of households in an MCD, 
but rather the list of households adjacent to 
possible starting points. Depending on the 
number of households contaded from each 
starting point, the number of starting points 
chosen, and the criteria for being included on 
the original list, every household in the MCD 
has a known, or knowable, probability of being 
included in the sample. 

The specific persons to be interviewed are 
selected as follows: 

(1) A certain number of starting points are 
selected from the telephone books covering the 
minor civil divisions, or communities, selected. 
The starting points are chosen in a manner 
that each household, within the minor civil 
division, listed in the phone book has an equal 
chance of being selected. 

(2) Each starting poirrt selected deternines 
a group of households, called a "cluster," in 
which interviews are conducted. This cluster 
of households includes households both with 
and without listed telephones. The first house- 
hold in which an interview is conducted is the 
household immediately to the left of the house- 
hold selected from the telephone book as the 
starting point, Thus, the first household can be 
one either with or without a telephone. 

(3) The interviewer conducts an interview 
in the first household and then (following a 
prescribed rule) works through the group of 
households. For example, intemiews might be 
conducted in every third household. The in- 
terviewer continues working through the clus- 
ter until interviews have been completed in a 
preassigned number of households. 

(4) A respondent-selection procedure de- 
termines which person to interview in any 
given household. Every eligible respondent in 
the household has the same chance to be in- 
terviewed as any other eligible respondent. 
The interviewer is not allowed to make any 
substitutions. 

Once all interviews have been completed, 
weighting procedures are employed to ensure 
that the sample properly represents the popu- 
lation from which i t  was drawn. 

Statistical Interpretation 

Reliability of survey percentages 
Results of any sample are subject to  Sam- 

pling variation. The magnitude of the variation 
is measurable and is affected by the number of 
interviews and the level of the percentages ex- 
pressing the results. 

The table below shows the possible sample 
variation that applies to percentage results re- 
ported from the Opinion Research Corporation 
sample. The chances are 95 in 100 that a sur- 
vey result does not vary, plus or minus, by 
more than the indicated number of percentage 
points from the result that would be obtained 
if interviews had been conducted with all per- 
sons in the universe represented by the sample. 

Size of sample 
on which sulevey 
result is based 

Approximate sampling tolerances 
applicable to percentages 

a t  or near these levels 

2,000 interviews 
1,OQO interviews 
500 i"nemiews 
250 intewiews 
100 intewiew 



Sarnpl i ng tolerances when 
comparing two samples 

Tolerances are also involved in comparing 
results from different parts of any one sample 
and in comparing results between two different 
samples. A difference, in other words, must be 
of a t  feast a certan size to be considered sta- 
tistically significant. The table below is a 
guide t o  the sampling tolerances applicable to 
such comparisons. 

Differences required for 
Size of samples significance a t  or near 

compared these percentage levelsa 

10 or 90 30 or 70 50 

2,000 and 2,000 
2,000 and 1,000 
1,000 and 1,000 
1,000 and 500 
500 and 500 
500 and 200 
200 and 200 
200 and 100 
100 and 100 
"Based on 95 chances in 100. 

Sample characteristics, 
November 1978, Caravan 

The data in the table below compare the 
characteristics of weighteda Caravan sample 
with those of the total population, 18 years of 
age or over. The table shows that the distribu- 
tion of the total sample parallels that of the 
population under study. 

Total 

Populationb Caravan 
sample 

Age 
18 - 29 years 
30 - 39 
40 - 49 
50 - 59 
60 years and over 

Race 
White 
Nonwhite 

Metro size 
Nonmetro 
Metro 

Geographic region 
Northeast 
North Central 
South 
West 

"Weights were introduced into the tabulations to 
ensure proper representation of the interviews in the 
sample. 

bSource: 1979 data from the U.S. Bureau of the 
Census, regular and interim reports. 



Interviewing Materials 

ASK E\YERYOfiE -.-- SoJ.. 5 

The folloi.i~ng se t  of qlrestions concerns your interest  I n  family camptng and yo~ t*  
exfjerience with any of the typzs of equi~mcnt shown on this  card- 

SHON EYYIRIT C - 1  - 
C1.  Within the past two years, have you 1 YES 

visited a ca~~ping show or recreational 
P 

2 Fro 
vehicle show where any of these types 3 00N'T KfiON 
of equipment were displayed? 

C.2- Do any of your friends om or use any 1 YES 
2 PI0 of  the types on th i s  card? 

7 

3 30M ' T  KNOtf 

C3. Considering the total cost of canplng, 1 !!ORE ECONOMICAL 
including taxes on equiprrrent, campsite 2 tESSECl)i\iO!lICAL 8 
fees, extra t o l l s  and insurance, and 3 ABOUT THE SA!IE 
equ i  prnent eos t s  , do you feel that  4 OON ' T  KNObj 
camping i s  nore econo~ical  or less 
economical o r  about the same as other 
ways af traveling and taking a vacation? 

SriCIb! EEXIBIT 6-4 ------. 
C?. This exhibit cootsins descriptive words that can be used to describe camping. As 

I read the l e t t e r  before the descriptive word, olease choose a point on the sczle 
~;hich i s  closes: t o  how i t  would describe your irnpre;sion o f  camoing. 

F'3r" Stlstance, f f you will look above the l i s t  of wcrds, there i s  z n  e x a ~ p l e ,  If 
you were describing the vieather and you f e f  t i t  was "a ccld day," you woul (l place 
i t  on the scale toward 5 5 ,  

The colder i t  was, the closer to #5 you would place i t .  O n  the other ?%rid, i f   yo^ 
f e l t  i t  was a hot day, you wctrld place it, on the scale toxard ? I ,  The h n t t w  .yob 
thozght i t  was, the closer you wculd place i t  to $ 7 ,  I f  jou fe1 t I C  was n e i  thzr 
very cold nor very hot, yoii would place :t toward the middle of the l ine ,  

Firs t ,  I ez ' s  s t a r t  with Description 4. Mat point on the scale i s  closest to how 
Ilescription A best describes campin? to you. (IP!TERVIEWER: C I R C L E  t FOR DE- 
SCRfPTION it_ Ai43 REPEAT FOR EACH DESCRIPTION,) 

ho Answer 

A 1 2 3 4 5 r) 9 



SHOH EXHIBIT C-1 AGAIN 
CS. Have you ever gone on an overnight 1 YES-SKIP TO Q. C? 

t r i p  w i t h  your family, o r  with 
MOW 2 2 friends, and used any of the types 

of equipment shown on t h i s  card? Do 
not include any camping t r i p s  you may 
have taken w i t h  scouting groups or  
m i  1 i tary experience. 

( I F  "YES" ON Q, C6, SHOW EXHIBIT C-7 AND ASK): 
C7. Did you decide not t o  camp a t  that time for any of these 

reasons? Just read me the numbers tha t  apply, please. 
I (Check as many as apply.) 

2 3 

SKIP TO Q. C8 

2 4 
1 2 3 4 5 6 OTHER(Specify): 

7 HONE OF THESE 
8 NO OPINION 

SHOW EXHIBIT C-8 
C8. Which of the statements on t h i s  card best describes your household's present a t t i tude  

toward camping? Jus t  read me the number, please. 

1 IIEXT YEAR 3 IINLIKELY TO GO 
2 HOPE TO GO IN FUTURE ' k .  4 5 NOT DON INTERESTED ' f  KNOGf SEP TO Q. C22 



' lhTERV!E\$ER. CWECi: BACK TO Q. G5- I t  "YES" Oti Q C5, kSK Q, C?; L - - - - - - -  --- 
; OTpiERitJISE SI(.TP T O Q  C22) : 
; C9 I n   hat year* d l d  ycu last go cainolng? ----*- 1 1978 ---+SKIP TO Q, C 1 2  
! 

f (Check one) 1977 2c 
___--- ' i - 3 ,  1976 

I 
\, 4 1975 OR EARLIER 

( I F  "1977 OR EARLIER"  O L Q -  Cli, ASK) :  
C1O Can you reca l l  why you stopp& 

i has kept you from going camprny 

I 

camping? (PROBE 
agai n s ince  tha 

What 
t l a s t  t 

speci 
r~ p?)  

cal l y  

X HAVE NOT STOPPED --+SKIP TO 0. C12 

1 . Have you sol  d your t e n t ,  1 SOLD I T  (or  i s  s e l l i n s  i t )  
t r a i l e r ,  o r  o ther  camping 2 GIVEN AWAY 3 0  
she1 t e r ,  have you given i t  3 S T I L L  HAVE I T  
away, o r  do you s t i l l  have 4 D I D  NOT OWN ( rented o r  borrowed) 
i t ?  5 DON'T KNOW 

C12. In what year  did you f i r s t  90 1 1978 ---+ S K I P  TO Q. C14 
camping a s  an adul t ?  2 1 9 7 7  

\ 3 1976 

/ 6 DON'T 
1975 
RECALL 

( I F  "1977 OR EARLIER"  ON Q C12, ASK) : 
C 1 3 *  Was your par t i c ipa t ion  in  camping 1 ABOUT THE SAFlE 32 

been increasing o r  decreasing in  2 INCREASED LATELY 
the  pas t  few years?  (Check one) 3 DECREASED LATELY 

4 DON'T KNOW 

I 

C14a. During the  pas t  yea r ,  did you cancel any \ 1 T R I P  CANCELLATIONS 
of your camping t r i p s ,  c u t  them sho r t e r  i'i 2 SHORTENED T R I P S  

33  

than you planned, o r  postpone t he  pur- , 3 POSTPONE PllRCHASES 
chase of a major item of camping equipment? I 4 !:ONE OF THE ABOVE 
kihich o f  these happened? (Check a s  many as  1 

( I F  "1 ,I1 "2," O R - " 3 "  CIRCLED 014 Q. C14a, SHOid E X H I B I T  C-148 AND ASK) :  
r ~ 1 4 h .  ~ i r t h l s  happen For any of these reasons? J u s t  read me the  
i number(s) t h a t  apply. 

; lU 
1 2 3 4 5 6 OTHER (Specify) : 

7 N3NE OF THESE 
! 8 P!O OPINION 



sH0l-J E X H I B l T  G-1  AGAIH 
m n  jour l a s t  camping t r r p ,  vthich of these types of ca~p-ing eqriipment d i d  you 

use? Just read me the number, please (INTERvIE~~ER: CIRCLE APPROPRIATE NUMBERS 
BELOR ARD ASK Q GI6 F3R EACH TYPE USED IN Q. GI5 j 

35- 7 ,  TENT 

2 CAflPING TRAILER (Fol ding) 

C16be For t h i s  t r i p  did you 
1 .  Rent 
2 .  Rorrow 
3,  Purchase 
4 *  Or already own t h i s  equipment? 
5, DON'T KNOW 

3.  TRAVEL TRAILER (Any kind, 
any s i ze )  

4 .  TRUCK CAMPER 

5 - PICK-UP COVER 

- 
C16c. For t h i s  t r i p  did you 

1 . Rent 
2. Borrow 
3 ,  Purchase 
4. Or already own t h i s  equipment? 

2. Rorrow 3 9 
3.  Purchase 
4. or already own t h i s  equipment? 
5. DON'T KNOW ! 

I 5. DON'T WOW I 

-- 
C16e. For t h i s  t r i p  did you I 

C16f, For t h i s  t r i p  did you 
1 .  Rent 
2, Borrow 
3, Purchase 
4. Or already own th i s  equipment? 
5, DON'T KNOW 

1 .  Rent 
2. Borrow 
3, Purchase 
4. Or a1 ready own th i s  equipment? 

4 0 

- -- 

C16g. For t h i s  t r i p  did you 
1 .  Rent 
2. Borrow 
3, Purchase 

2 

i 4, Or already own t h i s  equ~pment? 
5. DOPI'T H O W  

C16h. For t h i s  t r i p  did you 
i I .  Rent 

I 

X .  OTHER (PI ease spec? f y )  : I 
i 2 Borrow 

i 
3. Purchase 
4, Or 61 ready ovjn t h i s  equipment? 

, 5, DOM'T KMOW 
Y.  DON'T KNOM 

- 



C17. On your l a s t  camping t r i p  were you generally s a t i s f i ed  or generally d i s sa t i s f i ed  
with: (INTERVIEbjER: REA9 EACH STATEIlENT BELOW AN!) CIRCLE RESPONDENT'S AIJS1JER.) 

DOES NOT APPLY 
GENERALLY GENERALLY DON" TO YY STYLE OF 
SATISFIED DISSATISFIED KNOW CAMPIPJG - 

A. i n e  ava i l ab i l i t y  of t e n t s i t e s  
and  t r a i l e r s i  t e s  1 2 3 4 ii.4 

B. The avail abil i t y  of recreational 
f a c i l i t i e s  a t  the canipground 1 2 3 4 i i s  

C .  The clean1 iness and condition 
of campgrounds 1 2 3 4 4 6  

D. The ava i l ab i l i t y  o f  hock-ups 1 2 3 4 47  

E. The level of camping fees 1 2 3 4 48 

F. The t r i p  as a whole 1 2 3 4 49 

C18. On your l a s t  t r i p  did you camp a t  privately- 1 PRIVATELY -OWNED 
owned campgrounds, publicly-owned camp- 2 PUBLICLY-OWNED 50 
grounds, such as federal o r  s t a t e  parks, o r  3 BOTH 
both public and private? 4 DON'T KNOW 

C19. On your l a s t  camping t r i p ,  can you recal l  DAYS 
how many days you were away from home? 

C20. Thinking back to  the year t ha t  you l a s t  
went camping, approximatelj how many 
camping t r i p s  did you go on during tha t  
year? 

C21, And, about how many days did each t r i p  
1 as t on the average? 

X DON ' T  KNOW 

TRIPS 

X DONUT KNOW 

DAYS 

X D O N ' T  KNOW 

INTERVIE!IIER: ALL RESPONDENTS A R E  ASKED THE FOLLOWING QUESTIONS, 
SWOid EXHIBIT C-22 
P.. 

G22, Gsring the next y t a r ,  which of the follctv~ing types of equipment do you expect 
t e  p,urchase? Jus t  read me the numbers, please (Circle  each item i n s ~ e r e d  ) 

11 1 2  13 14 1 5  16 OTHER (PI ease specify)  : 57 
17 NONE OF THESE 
18 CION'T KNOW 



SHOH EXHIBIT C-23 
C23, Many campsrsunds are  provided on pubf~e 

lands  such as State and Natronal barks. 
Here are two opposite ideas abotrt fees 
f o r  camping a t  these pub1 i c parks, 
\$hich of these statements do you most 
agree  with? 

1 FEES COVER ALL COSTS 
2 FEES KEPT LOW 

3 NO OPIfafON 58 

SHOW EXHIBIT C-24 
C23, During the past 1 2  months have 7 BOATING (motor boats) 

you, personal ly, participated' 2 CANOEING 
i n  any of the following types 3 FISHING 59 
o f  1 eisrrre time ac t iv i t i e s?  4 HIKING 
J u s t  read me the numbers, pf ease, 5 SKIING (on snow) 

6 PICNICKING ( a ~ a y  from home) 
7 SWIMlING (away from home) 
8 TRAIL BIKE RIDING OR SNOW!lOBILIMG 

9 HUNTING (any type, any place) 
10 BACK PACKING 

X NONE OF THE ABOVE 
Y DON'T RECALL 



E X H I B I T  C-1 

1 TENT (Any kind, any s i z e )  

2 CAMPING , T R A I L E R  (Folding) 

3 TRAVEL T R A I L E R  (Any kind, any s i z e )  

4 TRUCK CW,PER 

5 PICK-UP COVER 

6 MOTOR HOME 

7 VAN O R  BUS CONVERSION 



[ Example: I 

A warm day 1 2 3 4 5 A c o l d d a y  

EXHIBIT C-4 

I t h i n k  ctmping would be: 

. . . . .  A. I n t e r e s t i n g  

B. . .  Un f r i end l y  people 

. . . . . . . .  C. Clean 

. . . . . . .  D. Dangerous 

. . . . .  E. . R e f r ~ s h i n g  

F. . . . . . . .  Crowded 

. . . . . .  G. Expensive 

H. . . . . . .  D i f f i c u l t  

. . . . . . .  I .  Pl easant 

J .  . . . . . . . .  .Work 

. . . . .  K. .Convenient 

. . . . .  L. Complicated 

. . . .  M. Uncomfortable 

Bor ing 

F r i end l y  people 

D i r t y  

Ssf e 

T i r i n g  

IJnc rowded 

Not expensi ve 

Easy 

Unpleasant 

Fun 

Not convenient 

Easy 

Comfortable 



EXHIBIT C-7 

Reasons f o r  decidfng not  t o  camp -- 

1 The expected costs o f  camping 

2 We lacked information about camping 
equ i pmen t 

3 We lacked information about places 
t o  camp 

4 We were uncet-tain about whether we 
would en$oy associa t ing wi th  campers 

5 We could not  f ind enough time 

6 Other reasons (please s p e c i f y ]  



EXHIBIT C-8 

1 We expect to go camping nexc year 

2 We hope t o  go camping a t  some time in 
the future, b u t  probably not next year 

3 We are unlikely t o  go camping i n  the 
foreseeabt e future 

4 We are definitely not interested i n  
carnpi ng 



i Becauss o f  p~rsonal sr famzily reasons 

2 increased cos t s  of camping 

3 Unfatjorab?e weaxher* conditions 

4 Loss o f  interest in camping 

5 t z c k  o f  t h e  

6 Otl!er. roesors (p7e-s~ specify) 



EXHIBIT C-22 

Next year I expect t o  buy: 

FISHING EQUIPMENT 

SNOWMOBILE 

CANOE 

SKI ING EQUIPMENT 

MOTOR BOAT 

HUNTING EQUIPMENT 

TRAIL BIKE -- OR OFF-ROAD RECREATIONAL VEHICLE 
HIKING EQUIPMENT 

BACK PACK 

SLEEPING GAGS 

CAMP STOVE 

TRAILER OR TENT HEATER 

LIGHT WEIGHT, FZOUNTANEERING TENT 

COOLER CHEST OR REFRIGEMTOR 

GAS OR PROPANE LANTERN 

OTHER (please speci fy)  



EXHIBIT C-23 

? Camping fees should be set high enough 
to  cover a l l  -- or most -- o f  the costs 
o f  operating a public campground 

2 Camping fees on pub1 i c  lands should be 
kept low and most of the costs o f  oper- 
ating campgrounds should be paid out of 
our taxes 



EXHIBIT C-24 

BOATING (MOTOR BOATS) 

CANOEING 

FISHING 

H I  KING 

SKIING (ON SNOW) 

PICNICKING (AWAY FROM HOME) 

SWIHWIING (AWAY FRO!! HOME AND OUTDOORS) 

TVLIL BIKE RIDING OR SNOWMOBILING 

HUNTING (ANY TYPE, ANY PLACE) 

BACK PACKING 
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Table 1.-Distribution of active, tefinporariliy inactive, and potential camping 
households, by region, 1973-1 978," in millions 

- 

Region Total 
households 

1973 1978 

Camping market households 

Active Temporarily 
inactiveb Potentialc 

Northeast 16.4 17.3 2.3 3.3 1.0 1.8 2.1 1.1 
North Central 18.4 20.1 3.2 4.9 2.1 2.2 1.2 1.1 
South 21.2 24.2 4.8 4.6 2.0 3.0 2.2 1.9 
West 12.3 14.4 4.0 4.7 1.2 2.1 0.6 0.4 
United States" 68.3 76.0 14.3 17.5 6.1 9.1 6.1 4.5 
*Tor a n  approximate estimate of total persons (campers), multiply 1973 households by 3.01 persons per 

household, and 1978 households by 2.81. 
Temporarily inactive campers have not camped for 3 years or longer. If longer, they said that they had 

not quit. In 1973 there were an additional 7.5 million permanently inactive households which had increased 
to 11.4 by 1978. 

T h i s  includes "high" and "moderate" potential for camping; that is, those who plan to camp or who have 
a distinct interest in trying it. In  1973 there were an additional 34 million households with little or no in- 
terest in camping-by 1978 this figure had not changed significantly. 

"Northeast: Maine, New Hampshire, Vermont, Massachusetts, Rhode Island, Connecticut, New York, New 
Jersey, Pennsylvania 
North Central: Ohio, Indiana, Illinois, Michigan, Wisconsin gfinnesota, Iowa, Missouri, North Dakota, 
South Dakota, Nebraska, Kansas 
South: Delaware, Maryland, District of Columbia, Virginia, West Virginia, North Carolina, South Carolina, 
Georgia, Florida, Kentucky, Tennessee, Alabama, Mississippi, Arkansas, Louisiana, Oklahoma, Texas 
West: Montana, Idaho, Wyoming, Colorado, New Mexico, Arizona, Utah, Nevada, Washington, Oregon, 
California 

Gablle 2.-Size of the American camping 
market in 6976, 1973, and 1978, as a percent- 
age of total households 

Market class 1971 1973 1978 
Camper : 

Active 19 21 23 
Temporarily inactive 5 9 12 
Permanently inactive 9 11 15 

Noncamper : 
High potential 3 1 1 
Medium potential 9 8 5 
Low potential 4 17 18 
Zero wotential 5 1 33 26 

Table 3.-Average annual growth in the num- 
bers of active, inactive, and potential camp- 
ers, and new households in the United States, 
during the periods 1971 -1973 and 1973-1978, 
in percent 

Average annual growth 
Market class 1971- 1973 1973-1978 

Camper: 
Active 
Temporarily inactive 
Pemanently inactive 

All campers 
Noncamper : 

High and medium 
potential 

Low and zero 
potential 

A11 noncampers 
New households in 
United States 

Table &-Type of shelter used by active 
campers on last camping trip, 1971,1973, and 
1978, in percent 

Shelter" 1971 1973 1978 
Tent 50 4 1 42 
Camping trailer 13 11 11 
Travel trailer 17 17 19 
Truck camper 15 15 12 
Motor home 3 7 9 
Van or converted bus 6 10 10 
Pickup cover 6 5 11 
Other - 5 4 
Unknown - 1 1 
"Totals exceed 100 percent because some campers 

use more than one type of shelter on a camping 
trip. 



Table 5.-Recreational vehicle shipments, 1970-1 978 

Year Camping Truck Motor Travel 
trailer c a m p r  home trailer 

Table 6.-Percentage of active campers who 
rented, borrowed, bought, or already owned 
camping equipment, 1971, 11973, and 1978 

Source 1971 1973 1978 
Rent 8 7 2 
Borrow 32 28 25 
BUY 10 5 4 
Already own 50 60 69 

Table 7.-Disposition of camping equipment 
by inactive campers in 1973 and 1978, in 
percent 

Disposition 

Sold it 

Inae tivi t y class 
Temporary Pemanent 
I973 1978 1973 1978 

Gave i t  away 2 4 7 7  
Still have it 28 27 18 18 
Never owned any" 40 34 53 58 
Don't know 3 6 6 5  

Total asked 8 0 9 2 I b  100 100 
"Equipment used when camper was active either 

rented or borrowed. 
'The remaining respondents did not consider them- 

selves as inactive. 

Table 8. --- Percentage of campers who 
camped at privately awned or publicly owned 
campgrounds, or both, on their last camping 
trip 

Carnxtrrround 19'33 1978 
Active 

Private 26 34 
Public 51 44 
Both 18 f 6 

Temporarily inactive 
Private 32 28 
Public 52 50 
Both 13 19 

Total 
shipment 

Thousands 
380 
45 1 
583 
529 
296 
340 
441 
414 
390 

Ghange from 
preceding 

year 
Percent 
- 5.2 + 18.7 
3- 29.3 
- 9.3 
- 44.1 
f 14.9 + 29.7 
- 6.1 
- 5.8 

Table 9.-Percentage of campers who en- 
tered the camping market within each of the 
past 4 years. 

Year began Survey year 
camping 197 1 1913 1978 

This year 8 6 4 
Last year 9 7 4 
2 years ago 25 8 6 
3 years ago 2 1 8 6 
Over 3 years ago 26 58 7 1 
Don't recall 11 13 9 



Table %@.-Recent trends in camping participation by campers who began 
camping before each survey year (1973,1978), in percent 

About the Increased Decreased 
G w p e r  group 

A11 campers 
Carnpers without children 
Cmpcsrs with children 
Currently active campers 
Head of household under 30 
Eead of household 30-39 
Head of household 40-49 
Head of household 50-59 
Head of household 60 or older 
Northeast 
North Central 
South 
West 

s m e  each year 
1973 1978 
20 17 
20 13 
20 19 
3 1 25 
19 15 
21 19 

lately 
1973 1978 
16 22 

Table I 1  .-frequency of camping participa- 
tion by active campers, in 1978, and by inac- 
tive campers before 1978 

Inactive 
Category Active Tempo- Perrna- 

rarva nentb 

lately 
1973 1978 
50 54 
5 1 59 
48 50 
26 24 
45 54 
45 43 
53 46 
56 61 
60 70 
53 42 
54 50 
43 6 1 
50 56 

Average length of 
last camping trip (days) 5.6 5.3 5.6 

Average number of trips 
in last camping year 3.4 2.2 1.7 

Average number of days 
camped per trip last 
camping year 4.7 4.9 5.2 

Average number of days 
camped in last camping 
year 16 11 9 
"In general, their last camping trip would have 

been sometime during the period 1975-1977. 
"Have not camped for a t  least 3 years. 

lncome distribution far active, inactive, and potential campers 
in 19"1 and 1978, in percent 

W ousehold United Statesa Active Inactiveb Potential 
income 1973 1978 1973 1978 1973 1978 1973 19'78 

Under $7,000 30 26 22 15 25 2 1 28 26 
$7,000 to $10,000 19 1 1 19 13 22 I1 18 10 
$10,000 to $15,000 26 18 29 24 30 18 29 21 
$15,000 to $25,000 20 26 26 31 19 27 21 28 
Over $25,000 6 15 5 15 4 19 4 15 
"Based on total sample distribution in the 1978 camper survey, 2,013 households. 
bIncludes temporarily inactive campers only (12 percent of households). 
'21ncludes both high and medium potential cmpers,  totaling 6 percent of all households. 



Table 13.-Age distribution for active, temporarily inactive, and 
potential campers in 1973 and 1978, in percent 

Head-of - United Stat- Active Inactive Potential 
household's age 1973 1978 1973 1978 1973 1978 1973 1978 

18-29 27 30 44 41 38 55 42 39 
30-39 19 19 25 28 23 15 26 22 
40-49 15 14 12 14 15 14 17 20 
50-59 15 14 10 9 15 8 8 14 
60 or alder 24 23 9 8 9 8 7 5 

Table 14.-Demographics of the camping market in 1978, in percent 

U.S. Camping household Characteristic publica - ~ c t i v e  Inactiveb Potential" 

Acre of head of household: 
18-29 years 30 41 55 
30-39 18 28 15 
40-49 14 14 14 
50-59 14 9 8 
60 23 8 8 

Education: 
Less than high school 33 26 23 
High school 38 42 4 1 
Some college I7 20 23 

Occupation : 
Executive, professional, manager 15 17 17 
White collar 23 26 26 
Skilled 19 27 22 
Semiskilled 20 19 22 
Retired 19 8 10 

Place of residence: 
Rural 17 17 17 
Urban (nometro) 16 19 11 
Metro (50,000-999,999) 33 35 38 
Metro (1,000,000 or over) 34 29 34 

Region : 
Northeast 23 19 19 
North Central 27 27 23 
South 32 26 34 
?Ves t 18 27 23 

Income: 
Under $7,000 26 15 21 
$1,000 - $9,999 11 13 11 
$10,000 - $14,999 18 24 18 
$15,000 - $24,999 26 31 27 
$25,000 or over 15 15 19 

Race : 
White 88 97 93 
Nonwhite 12 3 7 

Family composition : 
No children in household 43 34 34 
'IVith children under 18 52 63 63 

Home omfnership: 
Own fi8 68 54 
Rent 30 32 42 

"Based on a sample of 2,013 households surveyed in December, 1978. 
"Temporarily inactive only. 
"High and medium potential only. 



Table 15.-Marital status, family composition, and race of active, inactive, 
and potential campers 18 years old and older, 1973-1 978, in percent 

Marital status 

a u L 1 p G L  g'vup - --*. 
Married divorced, IY eve1 

1 T 

separated 

Farnil y c ~ - ~ ~ , .  ..,=,%I,11 Widowed, ~nmposition - Race 
children White Nonwhite 

Active 
1973 80 8 12 40 98 2 
1978 75 8 16 34 97 3 

Temporarily inactive 
1973 83 8 9 40 97 3 
1978 62 11 26 34 93 7 

Permanently inactive 
1973 79 12 9 57 96 5 
1978 70 16 13 49 92 8 

Potential 
1973 86 6 8 23 83 17 
1978 79 11 9 19 72 28 

Low and zero potential 
1973 74 20 6 59 88 12 
1978 70 18 11 55 83 17 

Total U.S. 
1973 78 14 8 50 89 11 
1978 71 14 14 43 88 12 

Table 16.-Percentage of selected camping groups with a favorable or unfavorable image 
of camping's environment, conditions, and attractions, 1973 and 1978 

Total U.S. Active Temporarily 
inactive Potential 

Image - 
1973 1978 1973 1978 1973 1978 1973 1978 

Environment : 
Favorable" 52 55 80 8 1 72 75 72 68 
Unfavorableb 18 16 9 8 14 10 10 12 

Conditions : 
Favorablec 35 35 49 50 42 40 42 41 
Unfavorabled 22 22 18 18 20 23 23 25 

Attraction: 
Favorable" 35 36 58 60 50 44 49 40 
Unfavorablef 28 26 15 15 22 21 20 23 

"Composite of interesting, friendly, refreshing, pleasant. 
'Composite of boring, unfriendly, tiring, unpleasant. 
"Composite of clean, safe, uncrowded, inexpensive. 
dComposite of dirty, dangerous, crowded, expensive. 
"Composite of easy, fun, convenient, comfortable. 
'Composite of difficult, work, inconvenient, uncomfortable. 
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Table 19.---Image indexesa for selected demographic and 
camping market classes, 1973-1 978 

Item 1973 1978 
Number Image index Number Image index 

Total U.S. 2,207 1.69 2,013 1.97 
Sex : 

Male 1,067 1.99 995 2.29 
Female 1,116 1.44 1,018 1.67 

Age : 
18-29 years 590 2.56 569 2.50 
30-39 418 1.61 41 1 1.94 
40-49 327 1.52 287 1.89 
50-59 331 1.46 265 1.72 
60 or older 529 1.25 481 1.50 

Education : 
Less than high school 758 1.73 561 2.13 
High school 757 1.77 689 1.84 
Some college 676 1.57 42 1 2.04 

Place of residence: 
Rural 310 1.68 194 2.26 
Urban (nonme tro) 307 1.98 209 1.83 
50,000-999,999 65 1 1.77 656 2.21 
1,000,000 or more 939 1.57 954 1.70 

Region : 
Northeast 516 1.35 485 1.94 
North Central 620 1.62 561 1.61 
South 724 1.80 602 2.02 
West 347 2.23 365 2.47 

Income : 
Under $7,000 656 1.96 363 1.90 
$7,000-$9 999 413 1.87 262 2.04 
$10,000-$14,999 560 1.63 343 2.44 
$15,000 or more 548 1.41 974 1.76 

Race : 
White 1,979 1.67 1,775 2.00 
Nonwhite 188 1.97 236 1.88 

Family size: 
No children 1,102 1.61 972 1.87 
Children under 18 1,105 1.77 907 2.02 

Home ownership: 
Own 1,514 1.53 1,364 1.80 
Rent 664 2.13 620 2.37 

Camping group: 
Active 450 4.27 423 4.61 
Temporarily inactive 213 2.94 238 2.94 
Permanently inactive 295 1.85 318 1.79 
High and medium potential 181 2.62 109 2.54 
Low and zero potential 1,053 0.84 908 0.99 

"The image index is the number of persons in each group who have a generally 
favorable image of camping for each person who has a generally unfavorable image. 



Table 20.-Camper satisfaction or dissatisfaction with last camping trip, 
1973 and 1978, in percent 

Active Temporarily Pemanently 
Degree of satisfaction" inactive inactive 

1973 1978 1973 1978 1973 1978 

Overall trip: 
General1 y satisfied 
Genesall y dissatisfied 
Does not apply to my camping style 

Campsite availability: 
Generally satisfied 
Generally dissatisfied 
Does not apply to my camping style 

Hookup availability : 
Generally satisfied 
Generally dissatisfied 
Does not apply to my camping style 

Recreation facilities: 
Generally satisfied 
Generally dissatisfied 
Does not apply to my camping style 

Cleanliness and condition of campground: 
Generally satisfied 
Generally dissatisfied 
Does not apply to my camping style 

Level of camping fees: 
Generally satisfied 
Generally dissatisfied 
Does not apply to my camping style 

'Totals do  not equal 100 percent in most cases because of nonresponses. 

Table 21.-Attitude toward the total costa of camping compared with other 
ways of traveling and taking a vacation, 1973 and 1978, in percentb 

More Less 
economical economical 

1973 1978 1973 1978 
Camping group 

U.S. public 43 4Gb 14 14b 
Active 66 67 13 13 
Temporarily inactive 5 1 72 18 9 
Permanently inactive 45 49 18 19 
High-potential households 51 40 15 5 
Medim-potential households 53 47 9 13 
Low-potential households 36 32 16 15 
Zero-potential households 27 24 11 16 
"Respondents were asked to visualize the total cost of camping as including taxes on 

equipment, campsite fees, extra tolls, insurance, and other equipment costs. 
bTotals for each year do not equal 100 percent due to many respondents reporting 

"no opinion." 

"Table 22.-Opinion of respondents concerning public campground fees, 
1973 and 19m8, in percent 

Fees should cover Fees should be 
all costs kept low No opinion Camping group 

1973 1978 1973 1978 1973 1978 
Active 43 43 51 52 6 5 
Temporarily inactive 56 57 37 32 7 10 
Pemanen tl y inactive 49 48 34 38 17 1 3 
High potential 52 20 42 69 6 11 
&%edium potential 48 52 45 26 7 22 
Low potential 36 37 30 30 34 32 
Zero potential 31 3 1 20 20 49 49 

Total 40 42 34 34 26 24 



Table 23.----Percentage of active and temporarily inaetive campers and the 
adult public participating in selected recreation activities, 1973 and 1978 

Active Temporarily Total 
Recreation activity inactive EJS. adults" 

1973 1978 -- 1973 1978 1973 1978 
Picknieking away from 

home 90 73 62 76 48 49 
Swimming away from 

home 63 74 60 62 43 45 
Fishing 65 63 55 49 37 35 
Motorboating 49 48 37 4 1 25 24 
Hiking 45 44 30 28 18 19 
Hunting 34 26 3 1 2 1 15 13 
Trail bike use/ 

snowmobiling 22 17 14 19 9 9 
Canoeing 12 18 13 13 5 8 
Snow skiing 11 14 7 15 5 7 
Backpacking 14 13 8 5 4 5 
None of the above 3 3 8 7 2 3 28 
"From the 1973 and 1978 National Camping Market Surveys-asked of all respond- 

ents, campers and noncampers. 

Table 24.-Percentage of respondents who visited a camping or recrea- 
tional vehicle show within the past 2 years, and who have friends who own 
camping equipment, 1973 and 1978 

Visited camping show Market group Camping friends 
1973 1978 1973 1978 

Camper 
Active 51 44 
Temporarily inactive 34 39 
Permanently inactive 22 23 

Noncamper 
Potential 26 23 
Low and zero potential 9 6 

Total households 23 22 

Table 25.-Incidence of and reasons for trip cancellations by active, 
temporarily inactive, and permanently inactive campers in 1978, in percent 

Category 

Cancelled or shortened a trip, 
or postponed purchase of 
camping equipment" 

Reason : 
Personal or farnilv 
Cost 
Weather 
Lost interest 
Lack of time 
0 ther 

Active Temporarily Pemanently inactive inactive 

"A similar question about the specific effects of the 1973 gas shortage was asked in 
the 1973 survey, and result& in answers of 11 percent for active campers, 6 percent 
for temporarily inactives, and 4 percent for permanently inactives. 

Totals exceed the percent listed above due to multiple reasons given. 
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Headquarters of the Northeastern Forest Experiment Station are in 
Broomall, Pa. Field laboratories and research units are maintained at: 

Amherst, Massachusetts, in cooperation with the University of 
Massachusetts. 
Beltsviile, Maryland. 
Berea, Kentucky, in cooperation with Berea College. 
Burlington, Vermont, in cooperation with the University of 
Vermont. 
Delaware, Ohio. 
Durham, New Hampshire, in cooperation with the University of 
New Hampshire. 
Hamden, Connecticut, in cooperation with Yale University. 

* Kingston, Pennsylvania. 
Morgantown, West Virginia, in cooperation with West Virginia 
University, Msrgarmtown. 

* Orono, Maine, in cooperation with the University of Maine, 
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Parsons, West Virginia. 
Princeton, West Virginia. 
Syracuse, New York, in cooperation with the State University of 
New York College of Environmental Sciences and Forestry at 
Syracuse University, Syracuse. 
University Park, Pennsylvania, in cooperation with the 
Pennsylvania State University. 

* Warren, Pennsylvania. 




