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1. EXECUTIVE SUMMARY

The National Park Service (“Service” or “NPS”) engaged CHM Government Services (“CHMGS”) to
undertake a Campground Industry Analysis report, “to assist in understanding current and developing
future expectations for camping services.” The NPS requested CHMGS “develop a report that

documents key concepts, factors, and variables for the NPS to consider during strategy development.”

CHMGS developed a campground analysis framework to identify and review supply and demand
indicators that would gauge the favorability of camping development /redevelopment. CHMGS
reviewed the Scope of Services, federal and state camping supply inventory data and the
campground industry research to establish the camping definition for this report. Camping as
defined in this report includes tent, recreational vehicles, cabins and other types of alternative
temporary accommodations including glamping (e.g. safari tents, yurts, etc.).

CHMGS'’s research identifies 31 indicators related to the campground industry that support findings
of camping as a growth industry (see Appendix 1). CHMGS is of the opinion that camping as a
recreational asset class remains an important part of the overnight accommodations and leisure
industry in both the public and private sectors. Therefore, CHMGS concludes that the market
opportunity for enhancing camping at NPS units is favorable. Based upon these findings, CHMGS
provides the following fifteen recommendations for the NPS’s consideration.

CAMPGROUND FACILITY DEVELOPMENT

1. Camping preferences vary within the population and changing age and ethnicity /race
demographics will influence the nature of campground facilities and services desired. The
NPS should maintain a portion of its campsites as tent sites, reconfigure RV sites to meet
current product offerings, evaluate the opportunities for adding /or replacing existing sites
with alternative camping options such as cabins and glamping, and re-evaluate group
campsite design. The NPS should make this determination on a case by case basis as supply
and demand factors represent themselves in each respective campground market
surrounding a national park unit.

2. Population growth rates are increasing to varying degrees in regions of the country. For
those regions that are experiencing population growth and have a high propensity of
camping, the NPS should evaluate the role that NPS campgrounds can provide in meeting
camping demand. This determination should be made on a case by case basis as supply
and demand factors represent themselves in each respective campground market
surrounding national parks.

3. The NPS provides a critical inventory of campsites to the recreation market. The NPS should
not reduce its current campground /campsite supply, since it represents an important
component of the overall federal campsite inventory and the nation’s campground supply.

4. The NPS should maintain a share of its camping supply as tent sites. There remains a
preference for these types of sites among campers.

5. RV and Park Model shipments are increasing at double digit growth rates and indicates a
market preference for this type of accommodation as part of a diverse camping
experience. As part of the pilot projects as well as future design charettes, the NPS should
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evaluate how the current size and configuration (e.g., full NPS and pull thru sites) of RV
pads meet the needs of today’s and the future RV towable and motorhome market.

Private sector campgrounds provide over 53 percent of the campground supply in the U.S.
The private sector provides a different camping experience and can expand and diversify
its campground supply at a rate faster than the public sector due to access to capital and
different planning processes. However, in markets surrounding national park units, situations
may exist where the private sector has not capitalized on market trends, and /or the
camping demand exceeds the campsite supply available. In these markets, the NPS should
consider addressing camper needs through changes in the NPS’s campground supply
offerings, and /or additions to supply. This should occur on a case by case basis as supply
and demand factors represent themselves in each respective campground market
surrounding a national park unit.

The NPS should ensure that campground restrooms are clean and well maintained since this
is the most important factor for campers when staying or returning to a campground. This
may mean that restroom improvements are needed at campground locations depending
upon their current age and condition.

The NPS should not prioritize Wi-Fi improvements at the expense of facility (e.g. restrooms)
and site (e.g. tent, RV, other) improvements. Wi-Fi connectively is a low priority for
campground visitors to national parks.

CAMPGROUND PROGRAM MANAGEMENT

9.

The NPS should capture annual data related to changes in the NPS campground supply
inventory to document changes in the campsite supply over the next decade. The ability to
illustrate supply changes over time, is important for an NPS campground strategy since it
provides the basis for determining if supply growth is necessary to accommodate increases
in demand.

10. The NPS’s percentage of its campsite supply available on Rec.Gov is not reflective of other

11

12.

federal and public agencies, (e.g., state, and counties) nor best practices in visitor services.
The NPS should increase the percentage of its campsite supply on Rec.Gov from the present
level of 14 percent to up to 75 percent.

. The NPS does not have a common data standard for campsites. The NPS should consider

working with other federal agencies to create a common data standard for campsites for
use in agency internal supply and demand analysis as well as on public facing websites.

The NPS should engage in a practice of identifying and collecting camping demand trends
nationally and regionally on an annual basis. It should begin to collect and centralize both
available and occupied campsite data by type from NPS campgrounds in order to estimate
and identify occupancy trends. For NPS campsites that are not on the reservation system,
the NPS should consider a strategy for collecting and aggregating this data. For NPS
campsites that are on Rec.Gov, the NPS can extract this data from the reservation system.
Therefore, the NPS should extract available data annually and centralize it for use in
evaluating occupancy trends. Occupancy data is necessary for the development of a
national and regional campground strategy. This data provides insight into the number of
campgrounds and types of campsites experiencing occupancies that would result in
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consideration of the need to either reduce or potentially expand supply to meet camping
demand occurring within NPS units.

13.The NPS has a viable public/private partnership agreement model for private sector
campground investment in its concession authority. The key issue is to ensure that the contract
term provided in the concession contract is adequate to address market expected returns on
private enterprise invested capital. More significant capital investments may require longer
contract terms (i.e., 15 and 20 years).

14. A “partial private sector” development model may be a strategy that would allow for the
creation of alternative camping accommodations that add value to the NPS’s existing
camping portfolio. By offering up sections of campgrounds (e.g., a campground loop) for
alternative development and management, the NPS can leverage the private sector’s
capital, expertise and management capacity to meet the desires of a changing market
demographic. This “particle private sector” development strategy should occur in those
cases where campground market analysis (i.e., supply and demand analysis) indicates the
need for such changes. The NPS should consider this model in its overall campground
strategy.

15.NPS DO22A provides an overarching policy for recreation fees; however, it does not
include a specific NPS campground fee strategy. Resultingly, the NPS should commit to
leveraging Tasks 2 and Task 3 of CHMGS’s Scope of Service to test the development of
pricing strategies that can inform an NPS campground pricing strategy.

COVID-19 IMPACTS UPDATE ON RECOMMENDATIONS
COVID-19 Impacts:

1. Disposable Income Trends: The impact of COVID-19 on disposable income in the U.S. over
the next year is not known, due in part to uncertainty over additional federal stimulus.
However, when evaluating tourism spending as a component of disposable income, a late
summer report from McKinsey & Company estimated that, “tourism spending is not likely to
return to precrisis levels until 2024”'. Camping remains a low-cost leisure offering within the
tourism industry. As the summer and fall campground demand data indicates, camping is a
leisure option that remains attractive to a large percentage of the U.S. public. Therefore,
CHMGS is of the opinion that leisure spending on camping will remain stable or increase.

2. Increase in Camping Equipment Sales: Continued increases in camping equipment sales
throughout the COVID-19 period indicate that tent camping remains attractive as a low-cost
leisure offering.

3. Increase in RV Shipments and Rentals: The increase in the number of RV’s being shipped
and sold, plus the significant increase in RV Rentals on the peer to peer market, indicate that
RV camping as a camping type will remain in high demand. This demand merits evaluating
improvements (e.g. improvement to site quality and configuration) to the existing NPS
inventory of RV sites. The latter should occur on a case by case basis as supply and demand

! McKinsey & Company, “Reimagining the $9 Trillion Tourism Economy — What will it Take” August 5™, Accessed
October 16, 2020, https://www.mckinsey.com/industries /travel-logistics-and-transport-infrastructure /our-
insights /reimagining-the-9-trillion-tourism-economy-what-will-it-take
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factors represent themselves in each respective campground market surrounding a national
park unit.

4. Domestic Campground Demand: Following campground closures in the public and private
sector from March to early May, camping demand from late April to early September of
2020 exceeded 2019 levels. Campgrounds as an asset type within the leisure industry has
been least impacted by COVID-19.

5. Continued Expansion of Off Park Supply: COVID-19 has resulted in an increased interest
in “outdoor hospitality” by investors. The pace of new development is in part limited by loan
availability as well as other development due diligence. However, the asset class is likely to
remain attractive for investment due to the lack of other viable investment alternatives. As
such, the potential for increases in investments in private campgrounds is likely to continue.

6. Rec.Gov: COVID-19 has heightened interest in “contact-less” check in and the reduction in
cash transactions. Strategies for removing iron rangers and paper reservation boards should
be accelerated. Additionally, expanding the inventory of reservable sites should remain a
high priority. Finally, ensuring methods to improve and amplify details about the parking
space sizes for reservable campgrounds should occur to better meet the needs of the RV
camper.

These summary factors as well as the detailed findings within each respective report
section should provide confidence to the NPS that campground modernization and
improvements should remain a valid Agency priority.
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2. ENGAGEMENT PURPOSE AND SCOPE

The NPS requested a Campground Industry Analysis report to “detail considerations and
recommendations for the NPS to take into account during the development of a Service-wide
campground strategy.” The NPS requested that the report address the following issues:

Identify national and regional camping market trends;
Identify the current state of campgrounds across the NPS;

Survey how other public land management agencies contract with private companies
to operate campgrounds; and,
Provide recommendations and conclusions.

3. CAMPGROUND INDUSTRY ANALYSIS FRAMEWORK

Understanding market opportunities for an asset class requires identifying factors impacting the
supply of and demand for the asset. To understand the camping and campground market, CHMGS
assembled data that support supply and demand analysis. The exhibit below outlines the data
categories that CHMGS collected for this analysis. Following the exhibit is a discussion of why these
factors are important to the objectives of the study.

Exhibit 1. - Campground Industry Analysis Framework

Source: CHMGS

e Camping demand is a function of economic and demographic factors. The camping industry
monitors these macro factors to determine the market opportunity for developing camping
as both a product and a service (e.g., campsite is a product, and services could include
providing R.V. rental on site). Disposable income and leisure time impact the ability for
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individuals to undertake recreation and leisure time activities. Leisure time impacts travel
and tourism trends, and camping is an option within the travel and tourism industry.
Demographic profiles, including age, gender, and ethnicity also play a role in individuals’
selection of camping choices and locations.

e As the camping industry looks at economic and demographic trends, it develops products
and offerings that will meet and continue to drive demand for these services. Additionally,
the availability of capital affects the ability of industry to continue to produce its products
and offer them to the public. Once industry identifies that it has the product and the market
for its offerings, it invests in sales and marketing activities to promote its offerings. The level
and effectiveness of the industry’s sales and marketing efforts has a direct impact on
camping product sales and participation rates.

e Camping participation rates are in part impacted by the geography of a setting,
seasonality, and supply offerings in relation to consumer recreational preferences and
demand for services. Usage /Utilization rates are impacted by the supply/inventory (e.g.
settings, locations, offerings, and ownership) in relation to the demand for the product.

e Management of campgrounds includes the operating agreements that govern the business
as well as fee/pricing positioning and operational staffing.

The analysis framework provided in the prior exhibit is the organizing principle for this report.

4. ECONOMIC AND DEMOGRAPHIC TRENDS
DiSPOSABLE INCOME TRENDS

Disposable personal income is a key demand driver for the leisure industry. Personal income is the
sum of all income generated. Disposable personal income per capita will increase when the growth
in disposable income is greater than the growth in the population. Revenue in the leisure industry
increases when real disposable personal income per capita increases. For the most recent five-year
period (2014 to 2018), disposable personal income per capita has increased at a Compounded
Annual Growth Rate (“CAGR”) of 4.0 percent. Over the last ten years, following the recession in
2008, disposable personal income per capita increased overall by 18 percent.

Exhibit 2. - Trends in Per Capita Real Disposable Personal Income (2010 to 2018)

Source: U.S. Bureau of Economic Analysis, Federal Reserve Bank of St. Louis, Economic
Research
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Economic Consumption Patterns by Age Cohort

For report purposes, CHMGS organizes U.S. Census data to align with industry “marketing” terms
for age cohorts. CHMGS has used this approach since most research references “marketing terms”
not census age brackets. In all future discussions in this report, CHMGS will use the “marketing” age
cohort terms vs. the Census age ranges to reference various age demographics. The following are
CHMGS'’s crosswalks between U.S. Census age range data and the “marketing” terms. CHMGS
recognizes that the Gen X marketing age represents a ten year vs. twenty-year age grouping but
to remain consistent with marketing terms, CHMGS uses the ten-year age range.

Exhibit 3. - U.S. Census Age Cohorts and Marketing Age Range Cohorts Alignment

Marketing Age  Census Age

Generations Range Range
Gen Z 0-23 0-20
Millennials 24-42 21-40
Gen X 43-54 41-50
Baby Boomers 55-73 51-70
Traditionalists 73+ 70+

Source: U.S. Census Bureau, CHMGS

Age and per capita real disposable income impact demand for leisure time activities. As individuals
age, their propensity for spending increases, with an individual’s peak earnings, spending, and
investing occurring between the ages 43 to 54 which currently represents Gen X age cohort. A key
factor to evaluate for future travel and leisure expenditures is whether the Gen Z and Millennials
will have similar spending patterns to the Gen X and Baby Boomers. The later generations
historically drove the demand for camping.

The economic conditions for the Gen Z and Millennials are different than that of Gen X and the
Baby Boomers. Gen Z and Millennials are experiencing higher education debt, housing costs, and
are forming households later. CHMGS’ review of various research indicates that the impact of
higher education debt is causing the Gen Z and Millennial age cohorts to use their disposable
income differently than the Gen X and Baby Boomers. This includes reducing expenditures on travel
equipment for travel as well as taking less frequent trips and saving for a larger trip. These factors
shape how the camping sector is designing and delivering it products and services.

Fuel Costs as an Economic Component

Travel is a component of entertainment consumption. Recognizing this, CHGMS sought to identify
research regarding the impact of gasoline prices on future travel participation and trade-off
decisions regarding the type of camping experiences individuals select.

A camping experience can range from a relatively low-cost tent site, to usage of an RV, to a
cabin/glamping experience. For consumers with lower levels of disposable income, price increases
in one area of travel may negatively affect demand for another portion of travel. Specifically,
many national parks are in remote locations and fuel costs are a consideration in travel decisions.
Research exists evaluating the impact of fuel prices on national park visitation. A 2014 article in the
Journal of Leisure Research focused on 58 “nature based” parks as the “crown jewel” parks. The
research completed by Thomas H. Stevens, Thomas A. More, & Marla Markowski-Lindsay, entitled,
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“Declining National Park Visitation,” identified a “statistically significant negative relationship
between visitation to major nature-based national parks and fuel costs”.

In an effort to illustrate the value of RV vacations, the RVIA annually conducts research comparing
the cost of RV vacations to other forms of travel. The most recent RV Vacation Cost Comparable
study completed in 2018, identified that RV vacations cost less than several other types of vacation
travel, even when factoring in fuel prices and the cost of RV ownership. The study identifies nine
vacation types varying by mode of transportation (e.g., personal car, light duty SUV, motorhome,
airplane); type of accommodations (e.g., towable camper, travel trailer, motorhome, hotel /motel,
rental house /accommodation) and meal plan used (e.g., campground meals, motorhome meals,
restaurant meals, self-prep meals in rental unit). This study does not include a vacation in a private
car and tent camping as an option.

The RVIA funded study also included an analysis of how fuel prices could affect the economic
advantages of RV travel. Researchers found that, “for a four-person travel party it would take a
rise in fuel prices to nearly $13 per gallon for a Type C motorhome vacation to be more expensive
than the least expensive non-RV vacation. Research by Go RVing and the RV Industry Association
shows that, “when fuel prices are higher, RV’ers save on fuel costs by driving fewer miles, taking
trips closer to home, and staying longer in one destination.” Additionally, data from RVIA identified
no direct correlation between gas prices and RV shipments. This may be in part due to how RV
owners evaluate the overall cost of gasoline in relation to the investment in an RV as a vacation
lifestyle.

EXPERIENCE ECONOMY

One driver of demand for outdoor experiences such as camping is the shift towards the
“experience economy.” The “experience economy” concept is not new; it is simply an evolution (e.g.
agrarian, industrial, service then experience) within the U.S. economy. The businesses within an
experience economy focus on creating memories for customers: in essence, the memory of the
experience becomes the product. In a December 2017 article, McKinsey & Company consulting
identified that, from 2014 to 2016, “personal consumption expenditures on experience-related
services such as eating at restaurants, attending events and visiting amusement parks grew at a
faster rate than overall personal consumption spending and four times that of expenditures on
goods.” In the same article, McKinsey identifies that Millennials are fueling this shift by outspending
the average Gen X and Baby Boomer on entertainment and fitness-related memberships. A
separate study by the Harris group found that 78 percent of Millennials would rather open their
wallet based upon experiences than for material items.

An RVIA study conducted by Crewest Studios regarding Millennials asked respondents the following
question, “When it comes to your disposable income, which statements do you agree with most2”
Overwhelmingly, experiences outweighed things (e.g. 51% Experiences & Things; 33% Experiences;
and 16% Things). The movement to an experience economy should benefit the demand for camping
experiences if the camping product meets demand expectations.

POPULATION

The campground industry tracks demographic trends as indicators for the opportunity to invest in
and develop new product offerings. The U.S. Census Bureau provides population forecasts and
CHMGS has provided data for the period 2016 to 2040. The U.S. Census Bureau estimated
Compound Annual Growth Rate (“CAGR”) of the U.S. population from 2016 to 2019 is 0.7 percent.
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Over the next twenty years, the U.S. Census Bureau anticipates the population CAGR to slow to 0.6
percent.

Exhibit 4. - Trends in U.S. Population Growth (2016 to 2040)

Projected Population

380 0.8%

370 - 0.7%

360 0.6% &
g 350 o.5%;§L
T 340 0'4%%

330 0.3% o

320 02% &

oL

300 0.0%

2016 2020 2024 2028 2032 2036 2040
B Population === CAGR

Source: U.S. Census Bureau, CHMGS
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Age Cohort Population Trends

Camping research identifies that camping habits change as individuals age. Additionally, to sustain
demand for the campground industry, there needs to be a population of younger individuals
desiring to camp to offset older generation’s eventual decrease in camping. Therefore, changes in
the age of the U.S. population over the next two decades has material relevance.

The following exhibit outlines the size of each age cohort in comparison to each other. CHMGS
groups census data to the closet category of marketing age cohorts (e.g., Gen Z is 0-23 and Census
is 0-20). The data illustrate the current and future importance of Gen Z and Millennials in relation to
the Baby Boomers. In both 2020 and 2040, Gen Z (i.e., 0-20) and Millennials (i.e., 21-40) are
larger population cohorts than the Baby Boomers. This means that if these younger population
cohorts are interested in camping, there will be an adequate population size to replace that of the
Baby Boomers.

Exhibit 5. - Trends in U.S. Population Growth by Marketing Age Cohort 2020 vs. 2040

0-20 21-40 41-50 51-70 71+
86,831,913 90,328,821 40,466,512 80,201,856 34,810,000
2020
90,458,798 93,880,042 48,972,446 81,513,084 58,703,603
2040
CAGR 0.2% 0.2% 1.0% 0.1% 2.6%

Source: U.S. Census Bureau, CHMGS
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Racial/Ethnic Cohort Population Trends

The KOA North American Camping research has consistently identified variations in use of camping
accommodations based upon racial /ethnic groups. Therefore, understanding national population
trends regarding origin and race/ethnicity is relevant to evaluate. The U.S. Census has created two
categories of origin (e.g. Not Hispanic and Hispanic) and six categories of classification of race.
These classifications of race include: White; Black /African American; Asian; American Indian/Alaska
Native (AIAN); Native Hawaiian and Other Pacific Islander (NHPI) and Two Races or More. The
following chart illustrates the changes in the population by origin and by race.

Exhibit 6. - U.S. Population Composition by Origin 2020 and 2040

100%
90%
80%
70%
60%
50% 2020 2040
= Hispanic 62,312,770 87,615,960
B Not Hispanic 270,326,332 285,912,013
B Not Hispanic B Hispanic

Source: U.S. Census Bureau, CHMGS
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Data from the U.S. Census regarding origin indicate that, by 2040, the CAGR of the population of
Hispanic origin will be six times that of the Non-Hispanic population (e.g. 1.7% vs. 0.3%). This trend
indicates that an understanding of the Hispanic population’s camping preferences will be an
important element for consideration in planning for campgrounds.

Exhibit 7. - U.S. Population Composition by Race 2020 and 2040

OO — I
90%
70%
60%
509
& 2020 2040
B Two or More 9,569,688 16,276,052
H NHPI 813,468 999,360
Asian 20,009,001 28,717,590
AIAN 4,232,241 5,038,439
m Black 44,734,497 52,918,964
B White 253,280,207 269,577,568

Source: U.S. Census Bureau, CHMGS

Data from the U.S. Census regarding race indicate that while the white population will remain the
largest population cohort in 2040, by 2045 the white population will be the minority. As the exhibit
above illustrates, a diversity of races will continue to comprise the U.S. population. The largest
CAGR will occur in the category of two or more races at 2.7 percent followed by the Asian race at
1.8 percent. Recognizing the changing ethnicity of the U.S. population and its potential impact on
camping preferences of all races will be an important element for planning consideration.

In the last 10 years, U.S. population growth has been concentrated several geographic regions of
the U.S. The U.S. Census estimates this growth pattern to continue over the next ten years. The
Pacific North and Southwest as well as Florida and the Southeast are areas that have shown the
greatest growth in the last eight years. Areas that are increasing in population and have individuals
who have a high propensity to camp, are regions that will likely experience increased demand for
camping.
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DOMESTIC AND INTERNATIONAL TOURISM TRENDS

Domestic Travel Trends

Camping is a component of the overall travel and tourism industry in the United States. As
individuals increase their domestic travel, the opportunities for camping travel experiences also
increase. Longwoods International develops the “U.S. Travel Market and Trends Report’ on an annual
basis. According to this report, “Americans are traveling more and are spending a record amount
on trips.” As the exhibit below indicates, overall trip volume has grown at a CAGR of 1.9 percent
between 2014 and 2018. This report also demonstrates that visitor spending has increased at a
CAGR of 2.3 percent over the same period, while per trip spending is also increasing at a CAGR of
2.6 percent. These are favorable national tourism trends that support potential increases in demand
for camping experiences.

Exhibit 8. - U.S. Travel Trends 2014 to 2018

2014 2015 2016 2017 2018  CAGR
Trips by Americans (Billions) 1.53 1.57 1.59 1.62 1.65 1.9%
Spending by Americans On Travel
(Billions) $425.6 | $446.4 | $444.9 | $451.6 | $466 2.3%
% of Ameri.coms T.qking at Least 55% 529 54% 56% 60% 2.29%
One Overnight Trip
Average Per Person Spend Per Trip | $292 $313 $308 $310 | $324 2.6%

Source: Longwoods International

International Tourism and National Parks

Foreign travel is an important component of overall tourism in the United States. According to the
National Travel and Tourism Office (“NTTQO”), international tourism to the U.S. increased at a CAGR
of 1.5 percent since 2014. The International Trade Administration and the NTTO estimate that the
number of international visitors will increase at a CAGR of 2.7 percent for the years 2019 to 2023
due in part to increasing disposable income of foreign visitors.

The NTTO also gathers data on the market profile of overseas travelers to the U.S. and defines the
top destination regions for foreign travelers as the South Atlantic, Middle Atlantic and Pacific. The
NTTO estimates international travelers represent approximately four percent of overall visitation to
national parks. (i.e. 14.3 M travelers of 318M NPS recreational visits). In addition, the NTTO
estimates that, at some of the most iconic national park units, (e.g. Yellowstone, Grand Canyon),
international visitors represent between 14 and 17 percent. The NTTO identifies that European and
Asian travelers constitute approximately two thirds of all international travelers. The exhibit on the
following page outlines the growth and profile of international travel to the U.S. over the last five
years.

Understanding the camping preferences of these two race cohorts (i.e., White and Asian) is
important since camping experiences in national parks can meet the needs of both domestic and
international visitors.
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Exhibit 9.: Total International Arrivals to the United States 2014 to 2018

2014 2015 2016 2017 2018 CAGR
Total Arrivals (millions) | 75.4 77.8 76.4 77.2 79.9 1.5%
Regions of Visit
Atlantic Islands 0.3% 0.3% 0.3% 0.3% 0.3% -1.7%
East North Central 6.3% 6.9% 6.6% 6.5% 6.6% 1.41%
East South Central 1.5% 1.7% 1.7% 1.7% 1.6% 2.1%
Middle Atlantic 31.8% 29.7% 29.2% 29.1% 29.8% -1.6%
Mountain 11.8% 12.0% 12.0% 10.7% 11.2% -1.15%
New England 5.5% 5.7% 5.5% 5.7% 5.7% 0.9%
Pacific 22.5% 23.2% 23.6% 23.0% 23.2% 0.8%
Pacific Islands 12.8% 11.8% 12.6% 12.9% 12.0% -1.5%
South Atlantic 33.5% 34.1% 33.7% 33.0% 31.7% -1.4%
West North Central 1.9% 2.1% 1.9% 1.8% 2.0% 0.3%
West South Central 5.7% 6.0% 5.9% 5.6% 6.1% 1.9%
Residence of Travelers
Africa 1.5% 1.4% 1.4% 1.5% 1.5% 0.0%
Asia 27.7% 27.9% 29.9% 30.9% 29.5% 1.6%
Caribbean 3.9% 3.8% 4.0% 4.2% 4.4% 3.1%
Central America 2.8% 2.9% 3.2% 3.1% 3.3% 4.2%
Europe 39.8% 41.0% 39.2% 38.6% 38.8% -0.6%
South America 16.5% 15.1% 14.4% 14.5% 15.4% -1.7%

Source: National Travel and Tourism Office — International Arrivals Trend Chart & Market
Profile of Overseas Visitors (2018)

The NTTO also queries visitors as to the main purpose of the trip and activities in which they
participated. Visiting National Parks/Monuments and Camping/Hiking are surveyed activities. The
survey indicates consistent representation of Visiting National Parks/Monuments as a popular

activity (e.g. 34%) with Camping/Hiking as a less popular activity (4%). Both categories have
experienced slight decreases in annual growth over the last five years.

Exhibit 10.: Market Profile of Overseas Visitors

2014 12015 | 2016 2017 2018 CAGR
Activities Participated
(Multiple Choices)
Sightseeing 76.8% 77 .4% 781% | 79.1% 78.4% | -3.8%
National Parks/Monuments | 34.2% 35.4% 35.4% | 35.0% 34.1% | -0.7%
Camping /Hiking 4.9% 5.1% 4.7% 5.2% 4.2% | -0.1%

Source: National Travel and Tourism Office — Market Profile of Overseas Visitors (2018)
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ECONOMIC AND DEMOGRAPHIC TREND CONCLUSIONS AND RECOMMENDATIONS

The following are key conclusions that will impact camping demand in the United States.

e Historical growth in per capita disposable income is a positive indicator supporting future
growth in leisure time activities, such as camping.

O COVID-19 Impacts/Disposable Income. The Committee for a Responsible Federal
Budget (CRFB) undertook analysis of how COVID-19 and the federal stimulus
impacted disposable income during the first five months of COVID-9. CFRB estimates
that the federal fiscal stimulus resulting from the Payroll Protection Plan (“PPP”),
CARES Act and Economic Impact Payments, provided an additional short-term
increase to disposable income? of “5.4 percent between February and May. In other
words, income grew as much over three months of deep economic contraction as the
preceding 15 months of uninterrupted economic growth”. The Bureau of Economic
Analysis’s (BEA) 3indicated that in August of 2020, “Personal income decreased
$543.5 billion (2.7 percent), disposable personal income (DPI) decreased (3.2
percent) and personal consumption expenditures (PCE) increased (1.0 percent). The
increase in real PCE in August reflected an increase of $87.9 billion in spending for
Services”. BEA includes campgrounds under Services. However, the subcategory is
Amusement Parks, Campgrounds, and other Recreational Services. As such, it is not
possible to isolate campgrounds expenditures.

e COVID-19 Impacts/Employment: The Bureau of Labor Statistics categories employment in
the domestic campground industry under NAICS code 721211. CHMGS compared
campground employment between January to August 2019 and 2020. Overall
employment in this sector decreased by six (6%) percent during this period of evaluation.
This decrease is due to many private sector campgrounds being required to close in the
early months of COVID-19. Information received from campground webinars and news
articles regarding private sector campgrounds indicate that as demand increased in the late
summer and early fall, employment increased. This is seen in the August 2020 vs. 2019
data which show a smaller decrease, four percent (4%), than the spring and summer periods
of 2019. CHMGS does not have insight on the use of J1 visa within the campground
industry. However, CHMGS notes that an Executive Order was signed on June 22, 2020,
suspending the issuance of J1 visas including the category for summer work. As such, this
employment source likely was not available for the campground industry.

2 Committee for a Responsible Federal Budget, “Income Has Risen Through the COVID Recession But That May Soon
Change”, July 20, 2020, accessed October 14, 2020, http://www.crfb.org/blogs/income-has-risen-through-covid-
recession-may-soon-change

3 Bureau of Economic Analysis, “Personal Income and Outlays, August 2020”, October 1, 2020, Accessed October 14,
2020, https://www.bea.gov/news/2020/personal-income-and-outlays-august-2020

16


http://www.crfb.org/blogs/income-has-risen-through-covid-recession-may-soon-change
http://www.crfb.org/blogs/income-has-risen-through-covid-recession-may-soon-change
https://www.bea.gov/news/2020/personal-income-and-outlays-august-2020

National Park Service: Campground Industry Analysis
Task Order #140P2119F0211

e Education and housing costs impact the Millennial cohort to a greater extent than the Baby
Boomer generation. This has resulted in Millennials having different disposable income
spending patterns than Baby Boomers, including use of disposable income for leisure
services. Camping products and services will need to adapt to meet the shift if spending
patterns change.

e The emergence of the Experience economy — demonstrated by a greater focus on
purchasing services rather than goods — is a positive indicator for leisure services, such as
camping.

e The overall rate of population growth will slow but the size of the Millennial population is
greater than that of the Baby Boomer generation. The opportunity to capture this
population for camping as a leisure time activity is favorable. Additionally, the increasing
life span of Baby Boomers means that population has the potential to camp for a longer
time period. These are both favorable indicators supporting future camping demand.

e The population of Hispanic origin continues to grow and the population of two or more races
will grow at a faster rate than that of other races. For camping demand to continue to grow,
understanding the preferences of this population is important.

e Population growth is expanding in the northern, southwestern, and southeastern United
States. In the regions where the population has an incidence of camping, there are likely
opportunities to evaluate a correlated expansion of camping demand.

e Both domestic and international travel to the United States have grown over the last five
years. Where there is travel, the need for overnight accommodations exists. Portions of both
the domestic and international market identify camping as a preferred method of overnight
accommodations. This is a positive indicator for camping demand.

O COVID-19 Impacts: Likely due to international travel restrictions during COVID-19,
U.S. travelers chose domestic over international travel during 2020 vs. 2019.
Despite this shift, Tourism Economics (“TE”) forecasts that domestic leisure trips will
drop from 1,858,000 in 2019 to 1,332,000 in 2020 equating to a 28 percent
decrease. TE is not forecasting a recovery to 2019 domestic leisure trips levels until
2023. Insight to the nature of domestic leisure travel can be found in a June 2020
McKinsey report 4 which stated that, “we expect that travel to visit friends and
relatives will return first, likely by car. Travel restrictions combined with economic
uncertainty will likely translate into a higher share of domestic and close-to-home
travel.” Data from the U.S. Bureau of Transportation Statistics 5 confirms the increase
in travel distances for road trips. Data indicates that the number of road trips of
between 100 and 500 miles are higher in 2020 than those taken in 2019.

O As of the end of 2019, international visitors to the U.S. increased by 1.3% from
201 8. International visitors identified an increased interest in camping as an activity

4 Mckinsey & Company, Vik Krishnan, Ryan Mann, Nathan Seitzman, and Nina Wittkamp, June 2020, “Hospitality and
COVID-19: How long until ‘no vacancy’ for US hotels?”, page 7, Accessed, October 16, 2020.
https://www.mckinsey.com/~ /media/McKinsey /Industries/Travel%20Transport%20and%20Logistics/Our%20Insights /
Hospitality%20and%20COVID%2019%20How%20long%20until%20no0%20vacancy %20for%20US%20hotels /Hospi

tality-and-COVID-19-How-long-until-no-vacancy-for-US-hotels-vF.pdf

> Bureau of Transportation  Statistics, “Trips by Distance Band”, Accessed on October 16, 2020,

“https:/ /www.bts.gov/content /trips-distance-groupings-national-or-state
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from 4.2 percent to 4.8 percent during the period 2018 to 2019. International
visitation has decreased because of COVID-19. Tourism Economics (“TE”) tracks
international inbound air travel as well as overnight visitors to the United States.
Airline transit data comes from the Department of Homeland Security Advanced
Passenger Information Systems (“APIS”) and tracks non-citizen passengers on flights
inbound to the United States. The APIS data available for January through June of
2020 indicates that international inbound travel volume is down 97 percent as
compared to January to June of 2019. TE also tracks Overnight Visitors to the US
through evaluating the National Travel and Tourism Office (“NTTO”) data,
StatsCanada and data from Banco de Mexico. This data is available for January
through July of 2020 and indicates overnight visitors are down by 72.4 percent
from January to July of 2019.

According to the U.S. State Department website, the U.S. Government has restricted
the entry to the United States for all foreign nationals who have passed through or
have been in Ching, Iran, European Schengen Areaq, the UK, Ireland and Brazil in the
previous 14 days. As of October 15™, the Canadian government has closed the
Canadian border to non-essential travel until November 215t The U.S. Department
of Homeland Security has instituted the same border closure status for Mexico.
Border closures have impacted campgrounds in the U.S. According to news articles,
while many Canadians were still in the U.S. when COVID-19 arrived in March, most
were able to return home for the late spring. Canadians are an important
campground demand source in the winter for the Southwest states of Arizona and
Florida and in the spring and summer for the New England states of Vermont and
Maine, and Pacific Northwest states of Oregon and Washington.

0 COVID-19 Impacts: CHMGS has tracked the Destination Analysts (“DA”) Travel
Sentiment Index survey for the last 33 weeks beginning on March 15, 2020 and
continuing through October 27" survey period. DA maintains a longitudinal index
called the Travel Sentiment Index to identify (1) the segments of the traveling
population that appears receptive to travel marketing; and (2) when those people
are ready to travel. The following represents DA’s formula for its Travel Sentiment
Index: (Concern for Personal Health + Concern for Personal Finances) X (Openness
to Messaging + Excitement to Travel Now). Historically, the percentage of U.S.
travelers ready to travel would represent 60 percent. In the first DA survey, the
percentage ready to travel was eight percent and remained at that level as of the
October 27 survey. This data further supports overall reluctance of some segments
of the market to undertake travel in the fourth quarter of 2020.

DA has tracked interest in traveling to public lands (e.g., on any of your fall trips will
you visit any of the following types of public lands?). In the summer surveys, 25.2
percent ranked National Parks as their second choice to State, County and Regional
Parks (33%). However, for the fall, the highest response was for National Parks
(25.7%) followed by State, County and Regional Parks (25.2%). This indicates that
local and close to home travel remains a viable vacation and leisure option.
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Based upon these economic and demographic trend conclusions, CHMGS recommends the following
for consideration by the NPS.

e The NPS recognizes that population growth in the U.S. includes a shift in ethnicity and race.
As this changing population profile visit national parks, the NPS needs to consider the
camping preferences of this visitor population when developing future campground
strategies.

e The NPS recognizes that population growth rates are increasing in certain regions of the
country. For those regions that are experiencing population growth and have a high
propensity of camping, the NPS should evaluate the role that its campgrounds can provide
in meeting camping demand.

e The NPS recognizes that as the generation of Baby Boomers ages out of camping, the
younger generations’ disposable income and spending preferences are different. The NPS
should develop future campground strategies that consider the camping preferences and
desires of the Gen X, Millennial, and Gen Z marketing cohorts.

e COVID-19 Impacts:

0 Camping as a Leisure Travel Activity: Disposable income trends have not been
forecasted for the next year due to the uncertainty of any additional federal
stimulus. However, camping is considered a low-cost leisure option and is likely to
continue to hold its position as a low-cost option over the next several years.

0 Role of International Travel: International travel has decreased significantly. The
impact of the border closure has reduced campground demand from the Canadian
market. For both public and private campgrounds, it appears that international
demand has been replaced by domestic travel (e.g., as seen in Section 9 of this
report).
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5. CAMPGROUND INDUSTRY OVERVIEW
INDUSTRY SIZE AND COMPOSITION

In 2018, the campground and RV parks industry generated $6.5 billion in revenue and over the
last five years (i.e., 2013 to 2018) experienced a CAGR in revenue of one percent. This industry
category includes operation of Campgrounds; RV Parks; Overnight Recreational Camps; Travel
Trailer and Caravan Campsites; and Wilderness Camps. In the future, the Campground and RV
Parks industry revenue should grow at a CAGR of one percent from 2018 to 2023 to equate to a
$6.8 billion industry.

The RV parks industry has three product and service categories: Campground membership, tuition,
and long-term fees; RV and Tent Sites for travelers and others; and Other Unit accommodations
and service fees. The primary focus of the NPS campground industry analysis is the product
segment of RV and Tent Sites for Travelers, and other unity accommodations. Collectively these
categories represent 56 percent of industry revenue.

BUSINESS LOCATIONS

Three factors typically influence the concentration of campgrounds and RV park locations:
population density, climate, and proximity to a place of interest. The private sector campground
industry supply tends to flourish in highly populated areas. Based upon the North American Industry
Classification System Code of 72121 (i.e., RV Parks and Recreational Camps) estimates indicate
that there are approximately 13,900 privately-operated campgrounds and RV parks in the United
States. Campgrounds, regardless of whether they are private or public, that locate in warmer
climates benefit from year-round visitation, while campgrounds in colder locations operate
seasonally. Attributes that contribute favorably to a campground’s ability to capture demand
include geographic location, including proximity to national parks, landmarks, lakes, or forests.
California (8.0%), Texas (6.7%) and New York (5.6%) have the highest concentration of
campground establishments. As a region, the Southeast (18.8%) has the highest concentration of RV
parks and campgrounds.
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TYPES OF CAMPING EXPERIENCES AND MARKET TRENDS

The campground industry has developed an array of product and service offerings to meet the
needs of the camping public. CHMGS has categorized the type of camping experiences based
upon available industry research data. The 2019 KOA North American Camping Report (“NACR”)
breaks down camping into four major categories: (1) Tents, (2) RV’s, (3) Cabins and (4) Other. As
the following exhibit illustrates, in the most recent year, the primary accommodations used are Tents
followed by RV’s.

Exhibit 11. - Primary Camping Accommodation for 2018

24%

RV

16%

Cabin

e 1%
Other

59%

Tent

Source: KOA,2019 North American Camping Report

CHMGS will use these four categories as an organizing framework for this discussion.
Tent Camping: Defined and Sales/Unit Trends

Tent camping is the most popular form of camping and can take place in a variety of settings. It can
occur in the front and back country, including developed and primitive settings. Over the last
decade, technology and new design developments have made camping much more comfortable
than in the past. Manufacturers are working on developing new and innovative products to fulfill the
changing needs and demands of consumers by incorporating and developing advanced
technologies. Equipment supplies are introducing new types of equipment that ensure higher levels
of safety and comfort due to changes in size, weight, and quality of the material.

CHMGS identified data regarding the growth in camping equipment wholesale sales over the last
ten years. Camping equipment wholesale sales include eight categories. The fourth largest category
is tents/shelters, representing 13 percent of total sales. This category has grown at a CAGR of 2.6
percent over the period 2007 to 2018.
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Exhibit 12. - Wholesale Camping Equipment Sales in the United States 2007 to 2018

Source: Sports Fitness Industry Association
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Tent Camping: Product and Service Trends
A) Camping Equipment Rental

While wholesale camping equipment purchases continues to grow, there are emerging trends
occurring in the rental camping gear market. According to an April 9, 2019, article in Forbes, REI
expanded its rental and used gear sales programs and trade-in options. Additionally, REI has
doubled its rental program to 85 locations and has plans to roll out the rental service to 115 of its
154 stores. Interviews with REl leadership identified that the decision to make rentals was a way to
“give customers a more affordable option to buy outdoor gear and allow those with growing
children or little storage space to trade in or trade up”. The article identified that the “critical driver
behind these initiatives are Millennial shoppers, who make up a third of the company’s rental
customers.”

Several companies exist to provide rental camping equipment and other gear. These companies
have developed various methods to secure consumers and deliver rental camping gear to guests. An
example of this is the company Arrive, which advertises itself as an “outdoor experience company”
that rents gear, with delivery to anywhere in the U.S. This summer, Arrive partnered with
ReserveAmericq, to insert the option of gear rental into the reservation process. Arrive sends gear
to an individual’s home, hotel, or a FEDEX location near the travel destination between one and
three days before the first rental day. Following use, an individual adheres a shipping label and
can return ship the rental gear a day after the last rental day and drop it off at a FEDEX location.

B) Learn to Camp and Camping Programs

Many state park and county park systems have established “Learn to Camp” programs that
provide use of rental camping gear, as well as assistance in setting up campsites and learning to
use other camping equipment. Minnesota State Parks offers an example of a “Learn to Camp”
program. This program includes hands-on instruction for setting up camp, starting a campfire, camp
cooking, use of a tent, air mattress, cook stove and other gear at the rate of $60.00 for a family of
five for one night. The “Let’s Camp America” program coordinated and promoted by America State
Parks, the nonprofit arm of the National Association of State Park Directors (NASPD), promotes
camping across all 50 states. In 2019, America State Parks established two Let’'s Camp America
dates where the learn to camp programs occurred. In addition, entities such as REl offer beginning
camping classes as part of their overall array of both day and weeklong camping adventures.

Recreational Vehicle: Defined and Sale/Unit Trends

According to RVIA, in 2018, RV ownership has reached record levels with more than nine million
households owning an RV. The term Recreational Vehicle /RV refers to a wide variety of vehicle
types, which the RVIA divides info two categories:

o Motorhome: A Motorhome is a recreation vehicle build on a self-propelled motor vehicle
chassis.

e Towable: A Towable RV is a recreation vehicle mounted on wheels and designed for towing
by a motorized vehicle, or a portable unit designed for placement in the bed of a pickup
truck.

Additional information on the subcategories under each of these types can be found at
http:/ /rvcampingresearch.com/rv-purchase /different-rv-types.
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RVIA compiles data regarding RV shipment trends overall and by type. For the last 40 years, the
RV industry has seen steady increases in overall RV shipments, except for during the most recent
recession period (2008 to 2010). This period of growth has followed the aging of the Baby
Boomers with the oldest Baby Boomers (e.g. 75) who were 45 years old in 1990. According to
RVIA, this overall trend line is evidence of a “deeply-held aspirational preference consumers have
for RV travel and camping.”

Exhibit 13. - RV Wholesale Shipment Trends 1980 to 2018

Source: Recreational Vehicle Industry Association, Industry Profile 2018,

RVIA tracks wholesale to retail shipments by type of RV. In aggregate, the CAGR of all RV
shipments from 2009 to 2018 was 12.6 percent. The CAGR of motorhomes were greater than
towables (17.8 % vs. 12.9%). Typically, towables represent 88 percent of all shipments (e.g., in
2018 426,000 vs. 63,000). In 2018, within the towable market, the largest category of retail sales
was conventional towables (i.e., 327,000 units), which range in size from 10 to 35 feet and are
towed behind a vehicle. The largest category of sales in 2018 for motorhomes were Type C (i.e.,
34,000) and these range in size from 21 to 31 feet. CHMGS provides details on shipment by type
in Appendix 3.

RVIA evaluates future industry trends for RV purchases through evaluation of retail registrations by
age cohort. RVIA data indicate that younger RV buyers are part of the market. The 2018 RVIA
industry report stated that, “from 2015 to 2018, the share of RV ownership by age range
increased in the younger age brackets, while rates remained level or decreased somewhat in the
older ranges”. Specifically, the RVIA research identified that retail registrations by age cohort
showed increases, “retail registrations for the 25 to 34 age (e.g., Millennial) cohort increased from
five to eight percent and the 35-44 (e.g. Millennial) age cohort increased from 18 to 21 percent
for the period 2015 to 2018”. RVIA states in its 2018 Industry Profile, “The RV market has
historically been cyclical in nature, but with a sizeable, potent mix of consumers spanning several
generations who have an intense interest and preference for RV travel and camping, the industry is
poised to rise to even higher levels in the very near term.” CHMGS is of the opinion that the data
indicates that RV unit sales have continued to increase at favorable growth rates across multiple
marketing age cohorts. This means that the need for camping supply to accommodate this camping
type will continue.
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Recreational Vehicle: Marketing Trends

Growth in RV unit sales is in part supported by a comprehensive advertising and marketing
campaign. This “all industry” (e.g., manufacturers and dealers) campaign, entitled, “Go RVing”
focuses on the joys of RVing. It crosses all digital media platforms as well as television, radio, print,
and direct mail. The Go RVing marketing effort has worked with Nielsen to develop psychographic
profiles of RV Consumers to provide insight into the likelihood of different user groups tendencies to
purchase an RV to support an RV and camping lifestyle. Nielsen developed three core categories:

e Active Family Adventurers: Likely to have rented a camper/trailer or cabin in past two
years. Active families where children have influence on trip destinations.

e Kid Free Adult Adventurers: Seek out learning opportunities, couples get away, visiting
family while spending time in nature.

e Nature Lovers: High likelihood to have gone tent camping or rented a cabin in the past two
years. Would consider an RV Rental within a campground and appreciate natural beauty in
lesser known destinations.

While RVIA and Nielsen developed these marketing segments to target potential or repeat RV
purchasers, it is important to note that most RV purchases come from individuals who have camping
experiences outside of an RV experience. The campground industry is aware of this and as such,
provides an array of camping types (e.g. tent, RV, cabins) so individuals can move through a
lifecycle of camping experiences.

Recreational Vehicle: Product and Service Trends
1. RV Rental Market

An important component part of the RV industry is the RV rental market, which includes commercial
rental or leasing of RV and camper vans as well as RV’s consigned on behalf of private owners
(e.g., peer to peer). The RV rental industry is important to understand since it supports overall
camping demand in need of accommodation.

According to the 2018 KOA-NACR, 44.0 percent of individuals who go RVing do not own an RV.
While most of this group borrows RVs from friends or family, over 25.0 percent turn to traditional
retail companies and nearly 13.0 percent report using peer-to-peer platforms. In a survey of non-
RV owners, 56.0 percent said they were very likely or somewhat likely to rent an RV from a peer-
lending service. These figures were even higher among Millennial and Generation X responders.

The historical growth in this industry is in part due to both the use of RV rentals by the international
as well as domestic market. The three major players in this industry (e.g. Cruise America, Road Bear
RV and Tourism Holdings Ltd.) generate anywhere from 50 to 80 percent of their rentals from
international travelers. Rental companies have the advantage of building relationships with travel
agents and tour companies, enabling them to promote their rental fleets to these companies’ clients.
This segment of the market also saw an increase in the use of rental fleets by the Millennial market.

Like AirBnB and other entities operating in the “sharing economy” the peer-to-peer market provides
the average RV owner an opportunity to rent out their RV when not in use. This has resulted in
competitor to the traditional retail rental entities. According to data from the RVIA, the average RY
owner uses their RV for approximately three weeks out of the year. In the last five years, several
companies have emerged (e.g. Mighway, Outdoorsy, and RV Share) to meet the peer-to-peer RV
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rental market demand. These entities create the online networks for sharing, marketing, and liability
coverage and the owner creates the listing and maintains the RV condition.

Although industry forecasts the number of units rented from traditional rental entities will slow, the
growth in the peer to peer market indicates that the demand for use of RV’s for camping has not
diminished. As such, the need for camping locations for RV rentals will continue to grow.

2. On-Site RV Rental Market

Another component of the RV rental market is campgrounds that own RVs and provide them fully
equipped at a campsite for rental. The industry considers this option an alternative to camping in a
cabin or tent camping. Interviews with several concession operators on state and federal land
indicate that on-site RV rental is an increasing request from potential campers. This option allows a
camper who wants to experience the RV lifestyle to “try” it before investing in an RV. The
expansion of this alternative indicates that there is a market for RV camping experiences in both
public and private campgrounds.

Cabin Camping: Define and Sales/Unit Trends

Camping in a cabin remains a popular option for both first time and longtime campers. The 2019
KOA-NACR indicates that 16 percent of campers chose cabins as their primary type of camping
accommodation. Additionally, this report identifies that over the last five years, first-time campers
are choosing cabins at an increasing rate (e.g. 31 percent 2015 vs. 34 percent 2018). This increase
in use of cabins as well as RVs has come at the expense of tent camping. While there are a wide
variety of cabins that are available for rental, two general categories are “camper cabins” and
“park models.” There are variations on where a cabin can be located. The industry also considers a
tree house product subset of the overall cabin market. Provided below are photos of types of
cabins followed by a description of their characteristics and growth trends, where available.

KOA Camper California Tree House Camping Pods Park Model
Cabin State Park Cabins
“Wedge”

Camper Cabins: Kampgrounds of America (KOA) was one of the early champions of a camper
cabin that would meet the needs of families that do not desire to tent camp or do not own an RV.
This one-bedroom cabin continues to be a popular option in both private and state park
campgrounds and in several national parks. Variations of these types of camper cabins include
“camper pods,” a type of unit that is popular within the United Kingdom and Canada. Another
variation is the actual design of the cabin. California State Parks experimented with a simple
camper cabin concept when the agency worked with California State Polytechnic University,
Pomona, architecture students to design a contemporary cabin. The students developed, the
“Wedge,” constructed from western red cedar and measures approximately 170 square feet in
size. They have no electricity or water but include an assortment of built-in bunk beds and double
beds, with campers supplying their own bedding. Another example of camper cabin hybrid is the
tree house cabin, which are purpose-built and located in a variety of settings.
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Park Models (PMRV): The RVIA defines PMRVs as “a unique trailer-type RV that is designed to
provide temporary accommodation for recreation, camping, or seasonal use.” Manufactured on a
single chassis mounted on wheels, park models are no larger than 400 square feet (e.g. 12ft. wide
and 36ft long). Manufacturers build park models in compliance with ANSI housing standards. RV
campgrounds or other private entities typically purchase park model units and park them at a
campground for use as a long-term rental. Park models are not typically affixed to the property
outside of connections to water, sewer, and electric infrastructure. Park models’ configurations vary
in many ways, but typically include a minimum of two bedrooms and come equipped with
bathrooms, kitchens, and living areas.

RVIA tracks the sales of PMRVs; however, in discussions with RVIA, representatives noted that it is
difficult to track private sales of PMRV units because there is not accurate information that
differentiates between wholesale shipments in the consumer marketplace and wholesale shipments
to commercial entities, like campgrounds. RVIA believes that the majority are going to
public/private campgrounds. The data provided for PMRV wholesale shipments represent only
those sold within the United States, including Florida HUD units. Overall, PMRV units have
experienced a CAGR of 2.8 percent from 2010 to 2018.

Exhibit 14. - PMRV Shipments 2010 to 2018
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Source: Recreational Vehicle Industry Association

Woodall's Campground Magazine September 2019 cover article entitled, “PMRV Manufacturers
Continue to See Growth as Owners and Developers Add More Units to Parks,” describes this trend
of increasing demand for park models.

Glamping Hub, a centralized reservation platform for private glamping rentals, lists approximately
12,500 locations with log cabins, cabins, tree houses.

B) Glamping Camping: Define and Sales/Unit Trends

The 2019 KOA-National Glamping Report, defined glamping as, “a form of camping involving
accommodations and facilities more luxurious than those associated with traditional camping. This
could include unique type of accommodations such as “safari tents” with comfortable beds, tree
houses, or even accommodations with full bathrooms and kitchens and other services and amenities
that enhance the outdoor experience.” Merriam Webster defines glamping as, “outdoor camping
with amenities and comforts (such as beds, electricity, and access to indoor plumbing) not usually
used when camping. The rising popularity of modern amenities and resort style services while being
in a natural surrounding continues to drive the interest in glamping.
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A February 2019 report produced by Arizton projected the U.S. glamping market will generate $1
billion by the year 2024, representing a CAGR of over 15 percent from 2018 to 2024. This report
identified glamping as one of the fastest growing segments in alternative and experiential travel.
Glamping’s combination of “adventure, nature and convenience” has fueled this growth.

The glamping term has come to include all types of unique accommodations. The following are
illustrations of the various types of units that considered part of this category.

Safari Tents Yurts Tipis Conestoga
Wagons

Safari Tents are tents set upon a platform structure. The NPS has several examples of
accommodations like safari tens such as the canvas tents located at Yosemite National Park within
Curry Village, Tuolumne Meadows Lodge and High Sierra Camps. The facilities at Curry Village
include electric lighting but no outlets. For these facilities, the concessioner provides visitors with
sheets, wool blankets, pillows, and towels during their stay. Visitors use a central bathhouse. Under
the Canvas, a company that has set up glamping resorts outside many national parks, offers a more
expansive version of safari tents. The services provided at these sites include beds with full luxury
linen service, lounge area with leather queen sofa bed, outdoor deck furniture, private bathroom
including shower, sink and flushing toilet, USB battery packs for electricity as well as daily
housekeeping. All guests also can participate in the nightly campfire and complimentary camp
activities. Additionally, each location leverages a daily fee for additional activities. The operator
offers for purchase a simple food service for all meal periods. Tentrr, a startup, has focused on
developing a “glamping” in a box experience for private owners of land. The product includes a
10x12 safari canvas wall tent on a raised platform, additional big dome tent if needed, queen size
or bunk beds, inflatable camp cot, Tentrr Loo (e.g. small toilet), water carrier, sun shower, wood
stove, picnic table, outdoor fire pit, and two Adirondack chairs. Glamping Hub lists approximately
1,000 locations with Safari Tents/Canvas tents.

Yurts are rounded canvas tents available in various sizes (e.g. 16, 27, and 30 ft.). The canvas
structure is connected to lattice walls and includes a door and windows. The roofing is set upon a set
of rafters tied to a tension cable with a roofing unit. The whole Yurt unit is placed upon a wooden
platform. Similar to the Safari Tents, operators provide yurts as simple structures with no additional
amenities, or with amenities such as camp stoves, bed units, and bedding. Glamping Hub lists
approximately 500 locations with yurts.

Tipis are canvas tents placed over a lattice structure, connected to poles that support the lattice,
and placed on a platform or other surface. Modern day tipis are meant to harken back to the days
of the Native American settlements. Glamping Hub lists approximately 200 locations with tipis.

Conestoga Wagons are replica wagon structure that includes a canvas covering over a wagon
frame. The inside of these wagons can include basic sleeping areas, or similar to the yurts and
canvas tents a full glamping experience with full-service linen. Restroom facilities are either
communal or private. Glamping Hub lists approximately ten locations with this property type.
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C) Other Camping Options and Services

Bicycling Camping references campsites specifically designed to meet the needs of bicycle
campers. Most tent camping sites can be adapted to meet the needs of bicycle campers. Key
bicycling amenities include bike racks, which provide for two points of securing a bike, bike repair
stations, small lockers for storing food and valuables, minimal shelters, electrical infrastructure, and
showers. In addition to amenities, establishing a “no turn away” policy is key for this type of
camping since cyclists are not able to change locations if there is no availability. Key factors in
considering bicycling camping are proximity to state or national cycling routes. Typically,
campgrounds within five miles of a route is ideal.

Group Camping sites are areas designed to accommodate large groups such as Boy and Girl
Scouts. Traditionally designed for larger groups, the industry is beginning to re-design group areas
to accommodate smaller groups (e.g. 10 plus), including family reunions or friend groups. Private
campground operators identify that Millennials are camping in groups but that not all desire the
same type of camping experience. In response, private campground owners are designing their
campgrounds so that loops can include either a mix of sites and/or similar sites. This allows groups
to rent an entire loop.

Membership-Based Camping refers to private campground and/or RV park open only to
members. Typically, there is a one-time membership fee and annual dues. This provides the member
use of a specific site, as well as network of campgrounds. The largest entity in this industry is
Thousand Trails, with other companies including Coast to Coast Resorts and Resort Parks
International.

CAMPGROUND INDUSTRY OVERVIEW CONCLUSION AND RECOMMENDATIONS

The following are key conclusions that will impact camping demand in the United States.

e Historical and future forecasted growth rates for national campground and RV park
revenues are positive indicators of increases in camping demand.

0 COVID-19 Impacts: CHMGS analyzed U.S. Census Bureau Quarterly Services data
on RV Park and Recreational Camps operations revenue /sales. Revenue /sales
typically peak in the second and third quarter of the year corresponding to Spring
and Summer. Data for the second quarter 2020 indicates sales were down 40
percent compared to the same period in 2019.

e The largest private campground supply is in the western, southwestern, and northeastern
regions of the U.S. These locations are close to large populations centers and have
populations with a high propensity to camp. Other contributing factors to areas with larger
campground supply are locations with year-round operating seasons and proximity to a
place of interest.

e Tent camping remains the most popular type of camping accommodation. However, the
2019 KOA-NACR indicates increases in camper preferences for RV and cabin
accommodations.
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0 COVID-19 Impacts: KOA conducted special COVID-19 North American Camping
Special Reports. One was conducted in May (“NACRS20”) and the other in
September (“NACRF20”). In the Fall survey, KOA queried respondents regarding
interest in type of camping for 2021. Below are the findings regarding each type of
camping interest as well as comparison between the Fall and the Spring survey.

=  Glamping Experience:

e Existing Camper: 38% Fall (“F’) and 38% Spring (“S”)

e Prospective Camper: 28% F and 28% S
= RV Experience

e Existing Camper: 31% F and 29% S

e Prospective Camper: 21% F and 21% S
= Backcountry Experience

e Existing Camper: 33% F and 37% S

e Prospective Camper: 14% Fand 11% S
= Stay at Public Campground

e Existing Camper: 30% F and 34% S

e Prospective Camper: 21% F and 17% S
=  Stay at Private Campground

e Existing Camper: 27% F and 33% S

e Prospective Camper: 20% F and 17% S

The survey identifies that existing campers stated a decrease in staying at public
campgrounds between the summer and fall but prospective campers stated an increased
interest. This trend was repeated for private campgrounds with existing campers
indicating a decrease in interest and prospective campers expressing an increase in
interest. Camping equipment (e.g., tents/shelters) sales volume has increased at single
digit rates over the last decade, indicating a continued interest in tent camping.

0 COVID-19 Impacts: Camping equipment sales increased by approximately nine
percent between 2018 and 2019. According to the NPD Group ¢, camping
equipment sales through June of 2020 were 31 percent higher than the same period
in 2019. NPD Group identified that sales of recreational tents grew as twice as fast
as the sales of backpacking tents.

® RV unit shipments have grown at double digit rates over the last decade. The growth rate
for motorhomes is higher than towables, but towables represent over 85 percent of the
market. RV rentals through both dealers and peer to peer rental networks remain an

¢ NPD Group, Blog, “America Outdoors: Consumers are Flocking to these Five Activities”, August 2020, Accessed,
October 16, 2020, https: //www.npd.com/wps/portal /npd /us /news/thought-leadership /2020 /consumers-are-
flocking-to-these-5-activities /
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important subcomponent of the RV industry. This data indicates that continued need for RY
campsite supply.

e COVID-19 Impacts: RVIA monthly industry reports indicate that total RV Shipments
decreased between 2018 and 2019 by 16 percent. However, in early 2020 the months of
January of February had RV shipments up YTD by 13 percent. In early March, RV
manufacturers had to stop manufacturing for two months. Beginning in June and through
August, RV shipments were up by 25 percent. However, due to the COVID-19 shutdowns,
overall shipments are down seven percent through August. The RV Dealers Association
reported in its June RV Executive Today 7 issue that many dealers are experiencing low lot
inventories, which has created a backlog of orders.

RV Trader® a site for new and used RV sales, indicated that as of June 2020, it was on
track to shatter records with triple digit increases in leads coming in through all social media
channels. All types of units experienced large surges in interest.

In addition to new RV shipments and trades/sales, the RV peer to peer rental network has
experienced significant increases in demand during COVID-19. CHMGS reviewed press
releases and news articles regarding the RV rental market. A Business Wire? press release
from June 5 indicated that RVshare saw a 1,000% increase in bookings from early April to
May 19. A RVshare September 1, 2020, press release stated, “we have seen a doubling of
our seven-year booking total in a short 13 months. Bookings for fall 2020 have already
increased 123% year-over-year and growing”. A Property Portal'® Watch article from
August 28" stated, “Outdoorsy, a peer to peer RV rental company, indicated that peer to
peer rentals jumped 4,500% between March and June of this year. In preparation for
Labor Day weekend, sales have already increased by 227% year-over-year.”

The KOA NACRF20'! report reported the results of queried respondents regarding their
interest in buying, borrowing, or renting an RV. The evolution of peer to peer lending has
resulted in a high percentage of people indicating they are interested in buying RVing as
well as renting one. The NACRF20 report indicated that 33 percent of prospective campers
would consider renting an RV with over 33 percent of them contemplating using a peer to
peer listing service (e.g., RVShare, Outdoorsy) vs. traditional RV rental companies such as
Cruise America.

O Supporting and potentially influencing the RV industry boom, is the new GO-RVing
Campaign adapted for COVID-19 12, This campaign is funded by the RV industry
through a fiscal portion of each RV sold. The advertising theme is “Go on a Real
Vacation”. Ads have been tailored to address consumer thoughts in response to

7 RV Executive Today, June/July 2020, “Were Back and How”, page 12

8 |bid

9 Business Insider, “RV Rental Companies say they saw a more than 1000% percent spiking in May as more states come
out of lockdown, Brittany Change, June 5, 2020, Accessed October 16, 2020, https://www.businessinsider.com/rv-
rental-companies-spike-bookings-states-lifting-stay-home-orders-2020-6

10 Property Portal Watch, “RV Rental Platform Reports Huge Surge in Sales, Victoria Haviland, August 28, 2020,
Accessed October 16, 2020, https://www.onlinemarketplaces.com/articles/32834-rv-rental-platform-reports-huge-

surge-in-sales

11 KOA North American Camping Special Report — Fall, page 5, Accessed, October 16, 2020
http:/ /koa.uberflip.com/i/1293697-koa-nacr-specialreport-fall-2020
12 RV Executive Today, June/July 2020, “Go RVing Tells Americans “You Need a Real Vacation” page 30
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COVID-19 such as: #roamoutside; Afterffstayinsidecomes#roamoutside; You can’t
control your destiny, but you can control your destination.

Park model shipments have grown at single digit rates over the last decade. Visitors use
park models for cabin camping. This shipment trend is an indicator of the camping public’s
interest in alternative camping accommodations.

O COVID-19 Impacts: RVIA monthly industry reports indicate that park model
shipments in the months of January of February of 2020 were up YTD by five
percent. Shipments from June to July are down 10 percent and YTD through August
are down 15 percent. Shipment decreases YTD are due in part due to the
manufacturing plant closures for two months. Remaining decreases in shipments are
likely due to decreases in demand.

Glamping revenue has grown at double digit rates in the last five years and industry
estimates glamping revenue will continue to grow at a fast rate. This alternative form of
camping appeals to Millennials and Gen X cohorts. This demand is an indicator of the
camping public’s interest in alternative camping accommodations.

0 COVID-19 Impacts: Data was not available on the U.S. glamping market but
information from June 19 Press Release from BusinessWire!3 indicated that, “global
camping and caravanning market is expected to decline from $50 billion in 2019 to
$49 billion in 2020 at a compound annual growth rate (CAGR) of -1.9%. The
decline is mainly due to economic slowdown across countries owing to the COVID-19
outbreak and the measures to contain it. The market is then expected to recover and
grow at a CAGR of 8% from 2021 and reach $59.6 billion in 2023”.

Based upon these camping industry trend conclusions, CHMGS recommends the following for
consideration by the NPS.

The NPS recognizes that tent campsites should remain a component of campsite inventory
within National Parks as part of its campground strategy.

The NPS recognizes that the double-digit growth rates in RV and Park Model shipments and
Glamping revenue growth are all indicators of a market preferences for a diverse camping
experience. The NPS should consider diversifying its campsite offerings as part of its
campground strategy.

COVID-19 Impacts:

0 Camping Product Profile: Interest in a variety of camping experiences remains high
based upon the KOA NACRF20. Tent sales in 2020 are up over 2019. RV shipments
rebounded and the most recent period is up over 2019 levels. RV rentals are
experiencing unprecedented growth levels. Cabin and glamping remain camping

13 Business Wire, Global Camping and Caravanning Market 2020-2030: Covid Impact and Recovery Assessment-
Research and Market.com, June 19,2020, Accessed October 16, 2020,
https: / /www.businesswire.com/news/home /20200619005248 /en/Global-Camping-and-Caravanning-Market-2020-

2030-COVID-192-Impact-and-Recovery-Assessment---ResearchAndMarkets.com
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types that campers are interested in exploring. All these factors are positive
indicators for the continuation of camping industry growth.

6. PROFILE OF CAMPERS

Understanding trends in the camping population provides insight regarding potential strategies
regarding product development. CHMGS research identified that the KOA-sponsored North
America Camping Report as the most comprehensive, statistically valid resource for analysis. KOA
has conducted this study annually for over five years; thus, it provides trendline data. The survey
methodology stratifies U.S. sample of respondents by Census Region, and statistics for U.S. residents
are associated with a margin of error of +/- 4.4 percent. Additionally, the methodology indicates
the “sample of households from which the surveys were completed was statistically balanced to
ensure the results are in-line with overall population figures by age, gender and ethnicity.”

CHMGS worked with Cairn Consulting to cross tabulate data from the 2019 KOA-NACR survey to
further identify camping trends related to the location of camping (e.g. national park, state park or
private campground). This supplemental analysis supports a deeper understanding of the 2019
KOA-NACR data.

Where applicable and available, CHMGS has supplemented this data with information received
from ESRI Business Analyst Online. GfK MRI conducts an annual survey of U.S. households, and
provides ESRI data based on this survey. These data leverage national propensities to utilize
various products and services, applied to a local demographic composition. For this analysis,
CHMGS uses the output of the two GfK MRI questions, “Have you participated in camping or have
you visited a national park at least once in the last twelve months2”

CHMGS'’ profile of campers is based upon the definition of camping as outlined in the 2019 KOA-
NACR survey. The glossary defines “camping” as “any occasion when you spent at least one night
outside of your primary residence and stayed in accommodations such as a tent, trailer, RV, vehicle
or cabin/cottage at a campground.” CHMGS notes that the 2019 KOA-NACR survey uses the term
“Mature” to refer to the 73+ age cohort. CHMGS used the term “Traditionalist” in the earlier
demographic analysis. The following section will evaluate unique attributes regarding campers from
a variety of research sources.

DEMOGRAPHIC

The 2019 KOA-NACR study identified campers by age cohort as well as by whether they were
new to camping. The research then compares these profiles against the U.S. Census to understand if
the camper profile exceeds the distribution of the U.S. Census. If it does, then the user group would
be likely to have a higher propensity for camping. The exhibit below provides a five-year trend
line identifying marketing age cohorts that camp. The five-year trend line indicates that Millennials
and Gen X’s campers represent a larger percentage than they represent in the general population.
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The rate of new campers in the Millennial age cohort is increasing. This means that a new
generation of campers exists to replace that of the Baby Boomer marketing age cohort.

Exhibit 15. - Marketing Age Cohort of Campers, 2014 to 2018 Compared to U.S. Census

Census 27%

2015

2016

2017

2018

New Campers
in 2017

New Campers
in 2018

I Millennials Il Gen Xers [ Baby Boomers Il Mature

Source: KOA,2019 North American Camping Report

CHMGS worked with Cairn Consulting to identify camping destination (e.g. National Park, State
Park or Private Campground) usage by marketing age cohort. The cross tab of marketing age
cohort to location for camping identifies that Gen X, and Millennials identified that they have
camped at national parks at a greater percentage than they camped at state or private parks. The
reader should review the following exhibit vertically. For example, when KOA asked respondents
about the location of their camping and they responded, “National Park”, the percentage of
individuals by marketing age cohort was 4 % Mature, 15% Baby Boomer, 41% Gen X and 40%
Millennial representing 100 percent of the responses to that category. This is an important finding,
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since it identifies that younger generations (e.g. Millennials) and those with families (Gen X) are
seeking out public locations, including the national parks, for their camping experience.

Exhibit 16. - Marketing Age Cohort, and Camping Location, 2018
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Note: National, Private and State means National Park Campground, Private Campground and State Park

Campground

Source: KOA, 2019 North American Camping Report, Cairn Consulting
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INCOME DISTRIBUTION OF CAMPERS

2019 KOA-NACR also stratifies campers by their household income and has been doing this since
the survey started in 2012. By comparing usage rates against the U.S. Census, these data indicate
an over-representation of campers in the three middle categories of income. This identifies that
there are opportunities to develop camping product offerings that are attractive to different
income levels.

Exhibit 17. - Active Camper Household, Income, 2012 & 2014 to 2018

< $25,000
Census 25% 18% ]]% 21%
- N $25,000t0
$49,999
2012 23% 19% 13% 24%
Il $50,000t0
$74,999
2014 17% 32% 22% 15% 15%
I 575,000 to
$99,999
2015 15% 29% 21% 16% 19%
Il $100,000+

2016 16% 29% 21% 17% 17%

2017 17% 27% 24% 15% 17%

2018 19% 28% 21% 14% 18%

Source: KOA,2019 North American Camping Report
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A cross tab of data by age cohort against income illustrates how this income distribution plays out.
Both the Millennials and Baby Boomers have 51 percent of household incomes above $50K. Gen X
have 55 percent and Mature have the highest at 57 percent. While this figure represents household
income, it does not represent disposable income. As presented earlier in Exhibit 3, the expenditure
needs of current Millennials and Baby Boomers are different, and as such, expenses such as student
debt and housing costs may impact the Millennials future disposable income levels. The data
indicates that the campers within these two marketing cohorts (i.e., Millennials and Baby Boomers)
have similar distributions of household income. This could mean that Millennial campers view
camping as a desirable leisure activity for which they are interested in spending their disposable
income.

Exhibit 18. - Active Camper Household, Income by Market Age Cohort, 2018
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M Less than $25K 21% 18% 20% 14%
m $25K-$50K 28% 27% 29% 28%
B $50K-$75K 23% 19% 21% 26%
$75K-$100K 13% 14% 14% 17%
= $100K+ 15% 22% 16% 14%

Source: KOA,2019 North American Camping Report, Cairn Consulting
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CHMGS also evaluated camper profiles by household income and ethnicity to identify the
purchasing potential of campers. The Asian/Pacific Islander Ethnic group of campers represents the
largest share of Household Income above $50K, at 67 percent followed by White at 53 percent,
Hispanic at 51 percent and African American/Black at 50 percent and Native/Indigenous at 43
percent. This data illustrates that as the U.S. population shifts in ethnicity, the camping population by
ethnicity represents diverse household income positions. This means that both the public and private
sector can tailor camping experiences to meet varying price points.

Exhibit 19. - Active Camper Household, Income by Ethnicity, 2018

Other

Native /Indig.
Asian/Pacific Islander
Hispanic

African American/Blk.

White
0% 20% 40% 60% 80% 100%
African Asian/Pacific
White  American/Blk  Hispanic lslander Native /Indig. Other
B Less than $25K 19% 21% 21% 14% 23% 44%
m $25K-$50K 28% 29% 28% 19% 35% 16%
m $50K-$75K 21% 23% 26% 24% 23% 20%
$75K-$100K 14% 10% 12% 14% 9% 8%
m $100K+ 18% 17% 13% 29% 11% 12%

Source: KOA,2019 North American Camping Report, Cairn Consulting
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CHMGS also evaluated the Household Income profile of campers by where they camped in the last
year. These data indicate that individuals with incomes over $100K camped more frequently in
national parks versus state parks or private campgrounds. However, those with incomes between
$25K and $50K also had high usage rates of national park campgrounds. This data indicates that
campers within national parks represent a diverse income profile. This means that the NPS can
consider diversifying and stratifying the camping experience in parks to take advantage of this

market.

Exhibit 20. - Income Grouping and Camping Location, 2018

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
National Private State
B Less than $25K 16% 24% 16%
m $25K-$50K 29% 24% 31%
B $50K-$75K 20% 22% 22%
$75K-$100K 13% 14% 15%
= $100K+ 21% 17% 16%

Note: National, Private and State means National Park Campground, Private Campground and State Park
Campground

Source: KOA,2019 North American Camping Report
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ETHNIC DISTRIBUTION OF CAMPERS

The 2019 KOA-NACR queries campers to understand their ethnicity. By comparing usage rates
against the U.S. Census, the percentage of the Caucasian/White population percent who camp is
greater than their percentage of the U.S. population. However, as the U.S. population continues to
change, the shift in other ethnic groups experiencing camping has increased. The 2019 KOA-NACR
identifies a trend of new campers coming into the market at rates exceeding their population
distribution. (e.g., Asian/Pacific Islander 14% vs. 5% of population; Hispanic 22% vs. 16% of the
population; African American/Black 14% vs. 12% and White at 49% vs. 64%)

Exhibit 21. - Active Camper Household, Ethnicity, 2012 & 2014 to 2018 Compared to U.S.
Census

Census 2012* 2014 2015 2016 2017 2018
mm Caucasian/White  mmm African American/Black o0 Hispanic/latine  ml Asian/Pacific lskander 18 All other

Source: KOA,2019 North American Camping Report
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CHMGS evaluates data regarding where various ethnic groups currently chose to camp based upon
the options available since it provides insight as to opportunities for the NPS to leverage
opportunities as it develops strategies to address a changing demographic in the nation over the
next two decades. CHMGS cross tabbed national park campground selection among ethnic groups.
The data indicates that the national parks received a more diverse population (e.g. 65% White
and 35% Other Ethnic Groups) than both private and state campgrounds. The data identifies that
the White /Caucasian selected state parks African American/Black selected private parks, Hispanic
selected private parks, Asian/Pacific Islanders selected national parks at a rate almost triple the
other two park types and the Native /Indigenous selected national parks.

Exhibit 22. - Ethnic Grouping Camping and Camping Location, 2018
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B White 65% 72% 79%
African American/Black 9% 10% 6%
B Hispanic 8% 10% 8%
B Asian/Pacific Islander 15% 5% 6%
B Native /Indigenous 2% 1% 1%
u Other 1% 1% 1%

Note: National, Private and State means National Park Campground, Private Campground and State Park

Campground

Source: KOA,2019 North American Camping Report, Cairn Consulting.
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GEOGRAPHIC DISTRIBUTION OF CAMPERS

Understanding where the individuals who participate in camping live provides insight into the
opportunity to capture these populations for visits to national parks. The 2019 KOA-NACR provides
a map illustrating the percentage of the population that camps occasionally. Basically, this is a
propensity vs. actual use question. The 2019 KOA-NACR data indicate that the West has the
highest population propensity to camp at 67 percent.

To better understand locations of campers, CHMGS evaluated ESRI Business Analyst and layered
geocoded data of individuals (i.e., blue dots) who have gone camping in the last 12-months and the
location of national parks (i.e. green sites). The map illustrates a density of campers along the east
coast, and within the state of California. The states within the Midwest and Texas, Colorado,
Arizona and Washington also have high propensity of campers.

Several of the iconic national parks such as Yellowstone and Grand Teton National Park, are not
located in proximity to large populations in general and more specifically camping populations.
However, there are many icon