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1 Executive Summary 

The RV market has been largely neglected by tourism bureaus in their marketing efforts and 
also remains under-researched.  With more and more baby boomers retiring, RVing is 
expected to boom. Increasing sales figures for RVs in North America despite rocketing gas 
prices suggest that the RV market is growing. Destinations, attractions and campgrounds 
that would like to cater to this ever greater number of RVers will need to understand how to 
serve this particular type of traveler.  
 
To this end, a research study was conducted by Dr. Anne Hardy at the University of 
Northern British Columbia and Dr. Ulrike Gretzel at Texas A&M University with the 
support of the BC Real Estate Foundation, the Elkhart County Convention & Visitors 
Bureau, Tourism British Columbia, the Northern British Columbia Tourism Association, the 
Northern Rockies Alaska Highway Tourism Association, Tourism Dawson Creek and the 
Texas Association of Campground Owners.  The goal of the study was to elicit motivations 
and expectations from RVers and to gain insights into their specific travel and trip planning 
behaviors.  
 
A research methodology including quantitative and qualitative methods was developed to 
reach the study goal.  Dawson Creek, BC was selected as the study site as it represents an 
important RV destination.  Two focus groups with 12 participants each were conducted at 
the Dawson Creek visitor center in early June 2006.  A total of 50 in-depth interviews with 
RVers were conducted at various sites in Dawson Creek from mid-June to the end of July. A 
total of 860 self-completed surveys were collected from RVers in the area from early June to 
late August 2006.  
 
All three study components led to very similar findings: 
 

• It is important to RVers that destinations cater to their needs and they will actively 
avoid those places which don’t. RV friendliness means welcoming residents and 
businesses, high quality campgrounds with amenities that add to the convenience 
sought by RVers, and good RV-specific information and signage suitable for older 
RVers with large vehicles. Accessibility, safe roads and RV parking are essential. RV 
friendly are also those places which cater to the cultural and historic interests and 
support outdoor activities as well as destinations which allow RVers to enjoy scenic 
views and feelings of relaxation and freedom.  

 
• RVing is not just a form of accommodation or transportation. It is a lifestyle chosen 

to experience freedom, flexibility and fellowship while enjoying the conveniences of 
home. It is not about money; thus RVers are less influenced by gas prices, especially 
when they RV for extensive periods of time during the year. New experiences, 
meeting new people and self-actualization are aspects which make this lifestyle so 
appealing.  

 
• A majority of RVers engages in often extensive planning long before a trip. Word of 

mouth, Internet, brochures such as the Milepost guide, and RV-related sources are 
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main information sources for them. A lot of information search also occurs during 
the trip as most often only the general route is planned and things like where to stay 
and what to do are left open. Thus, wireless Internet, visitor information centers and 
signage are essential for them. They often have primary destinations or routes 
selected but take time to explore places on the way. Thus it is important to them to 
have a variety of campground facilities or boondocking areas available should they 
choose to stay somewhere on the spur of the moment.  

 
• RVers seem to differ in terms of the degree of social interactions they seek, their 

commitment to RVing, as well as the degree to which they plan their trips.   
 

• Rallies seem to attract more committed and more social RVers. Location and area 
attractions are important factors which influence rally participation decisions. Rallies 
influence destination image in that they add to the perceived RV friendliness of the 
destination. RV Clubs are the most important source to find out about rallies.  

 
• RVing seems to be a natural progression from tent camping and backpacking as one 

becomes older and needs more convenience. Most were already looking at RVs while 
tent camping.  

 
• Technology provides RVers with important travel information and means to 

communicate with family, friends and other RVers. Technology also constitutes a 
way to manage one’s life. Cell phones, digital cameras, laptops, Internet, navigation 
systems and wireless connections are widely used by RVers despite their older age. 
RVers are very technology savvy and want to be able to use their technologies 
wherever they go. They also want destinations and businesses to communicate with 
them through these technological means.  

 
• RVers think that other travelers and even their families often don’t understand why 

they engage in this particular lifestyle and at the same time are envious of their 
experiences.  They think that local communities see them as trailer trash and many 
do not understand how to cater to them. In addition, they believe to be under-
recognized by the tourism industry, including tourism bureaus, campgrounds and 
other tourism businesses. 

 
• RVers travel in caravans for social purposes but also for some trips to increase the 

feeling of safety, convenience and likelihood to see everything worth seeing. Even 
those who travel independently regularly form ad hoc groups to travel to a specific 
destination. Trip lengths differ considerably among RVers. Some travel exclusively in 
their RVs while others also engage in other forms of travel.  

 
The findings illustrate that RVers are not only a growing but also a very attractive market 
which is currently not effectively catered to. In order to attract RVers, destination marketing 
organizations need to closely cooperate with various stakeholders, especially campgrounds, 
to develop a truly RV friendly community. Rallies can also help portray RV friendliness. 
Communication with this market has to be tailored to the needs and appeal to the 
preferences of the different RVer groups.  
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2 Introduction 

According to the Recreation Vehicle Industry Association, ownership of  recreational 
vehicles (RVs) has reached record levels in 2005 with nearly one in twelve U.S. vehicle-
owning households now owning an RV and the annual retail value of RV shipments 
reaching US$14 billion.  The number of RV enthusiasts and RV buyers is likely to grow 
extensively in the US as well as Canada as the enormous baby boomer generation retires.  
However, a recent study conducted by the University of Michigan also shows that younger 
generations have become increasingly interested in RV related travel.  The study found that 
Generation Xers exhibit interests in outdoor activities that are highly compatible with RVing.  
IBISWorld released a report in 2007 predicting increasing demand for new forms of 
purpose-built, long-stay and comfortable, but not expensive, accommodations, as well as 
new RV parks in tourism areas.  
 
The drive tourism industry, including recreational vehicles, is increasing rapidly in Canada. 
The most recent figures for the province of  British Columbia (BC) reported by Statistics 
Canada were collected in 1996 and suggested that more than one million non residents took 
a holiday in their own or hired motor vehicle. Go RVing states that per capita, Canada has a 
higher level of RV ownership than the USA, with 13% of the population owning an RV, 
compared to 10% in the USA.  These figures, which have most likely increased, suggest that 
a summer influx of self drive travelers in regional and remote areas of Canada can 
dramatically change the nature of a town.  These trends have the potential to significantly 
impact businesses and communities catering to RV travelers.  However, apart from 
estimations of their numbers and demographic profiles, little research exists which explores 
RVers’ motivations and belief systems.   
 

2.1 Research Aim 

The aim of this research was to develop insights into the RV market and particularly whether 
differences exist between various groups of RVers. It sought to capture RVers’ motivations, 
expectations and perceptions as well as information search and decision-making behaviors.  
 

2.2 Collaborating Stakeholders 

The stakeholders who have contributed financially towards this collaborative project are: 
• Dr Anne Hardy and the University of Northern British Columbia  
• Dr Ulrike Gretzel and  Texas A&M University 
• British Columbia Real Estate Foundation  
• Elkhart County Convention & Visitors Bureau 
• Northern British Columbia Tourism Association 
• Northern Rockies Alaska Highway Tourism Association 
• Tourism British Columbia 
• Tourism Dawson Creek 
• Texas Association of Campground Owners 
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2.3 Objectives 

Two research objectives were defined for the study: 
 

1) To provide the contributing stakeholders with in-depth insights into the RV 
market. This includes information on RV users’ behavior, whether sub groups of 
RVers exist; and key marketing information pertaining to RVers’ motivations and 
decision making processes.  

 
2) To test a new technique for understanding consumer behavior. Specifically, a 

research tool was designed which combined qualitative and quantitative 
methodologies to elicit a variety of responses from RVers.  

 

3 Research Methodology 

A four-stage process was employed to ensure that the research objectives were met and valid 
and reliable research instruments were developed: 
 
Stage One: Collection of Relevant Background Literature, Research Data and 
Research Goals 
 
At this stage, data and literature relevant to the topic and geographical area of study were 
collected to inform the subsequent processes.  
 
Stage Two: Development of Draft Research Instruments and Ethics Applica ion 
submitted to UNBC 

t

 
Following the development of the parameters for the research instrument, a research tool 
was developed.  The tool consisted of: 

a) a qualitative focus group protocol; 
b) an in-depth interview protocol; 
c) and a quantitative self-administered survey questionnaire.  

 
The draft research instrument was disseminated to key stakeholders and following several 
iterations of feedback, the final questions for the focus groups, in-depth interviews and the 
survey were developed. 
 
During this time, the UNBC Human Research Ethics Committee granted their approval for 
the project. 
 
Stage Three: Application of the Research Instruments 
 
During this stage, the research instruments were administered by trained research assistants 
from the University of Northern British Columbia. 
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Firstly, focus groups were conducted (Table 1). The purpose of the focus groups was to 
explore the differences between RVers who travel in clubs (“caravaners”) and those who 
travel independently (“independents”).  The two focus groups were comprised of 12 
individuals in each group and participants were chosen specifically to represent any 
heterogeneity within the caravaner and independent traveler segments. For example, both 
focus groups consisted of travelers from Canada and the USA and included male and female 
participants. The focus groups were facilitated by Kathleen O’Neill , a professional facilitator 
and participants were paid $20 for their time.  The focus group questions explored travelers’ 
decision making processes, their motivations to travel, and what they perceived as RV 
friendly destinations.   
 
As this research was the first of its kind to be conducted, the focus groups played an integral 
role in guiding the development of questions for the in-depth interviews. Consequently, the 
role of the in-depth interviews was to explore the differences between caravaners and 
independent RV travelers in further detail, in order to develop generalized findings.  The 
interviews were purposive in nature, so that any heterogeneity in the two groups (caravaners 
and independent travelers) was explored. Interviews continued until saturation was reached- 
that is no new information emerged.  This point was reached when 50 RVers had been 
interviewed, including 25 independents and 25 caravaners (Table 1). 
 
Questions in the in-depth interviews focused on issues such as RV traveler motivations, 
decision making processes, how they collected and shared information, how they decided 
where to travel and when, their perception of caravan travel vs independent travel and the 
role that social networks played in their travel.  
 
Finally, 860 self-administered, paper-based surveys were conducted.  The goals of the 
self completed survey were two-fold:  

a) to collect quantitative data which would strengthen our understanding of the 
differences between various segments of RVers; and  
b) to address the specific concerns of the stakeholders who contributed financially to 
this project.  

 
The survey explored: 

• Differences between clubbers and individual travelers; 
• Differences between Canadian and US RVers; 
• Differences based on length of trip; 
• RVers’ experiences in the Dawson Creek region; 
• Barriers and attractants for RVing within Canada; 
• RVers’ perceptions of the top 5 RVing destinations in North America; 
• What makes an attractive and unattractive RVing destination; 
• RVers’ overall trip planning behaviors; 
• RVers’ history of RVing, identification with this style of travel, and specific RV-

related characteristics and behaviors. 
 

The surveys were conducted between early June 2006 and late August 2006. A copy of the 
survey is included in Appendix A.  
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Table 1: Application of the Three Research Instruments 

 
Research Instrument Timing of Application N = 

Focus Groups Early June 24 

In-depth Interviews Mid June- July 50 

Self completed surveys Early June- late August 860 
 
 
Stage Four: Data Entry, Analysis of the Data and Preparation of the Final Report. 
 
Following the collection of data, the data was entered and analyzed at Texas A&M 
University and the University of Northern British Columbia.  The final report presents a 
summary of the findings of the two qualitative studies and the quantitative survey.  
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4 Focus Groups 

The focus groups were the first phase of research to be conducted.  The goal of this phase 
was to gain insights into whether differences exist between caravan group RVers and 
independent RVers in terms of their:  
 

♦ motivations; 
♦ behavior whilst RVing; 
♦ perception of experiences; 
♦ identification with RV lifestyle and perceptions of other travelers; 
♦ decision making processes (how they make decisions and plan trips); 
♦ understanding of what makes a good RV’ing destination. 

 
 
Two focus groups were held on June 7th and 9th  at the Dawson Creek Visitor Centre, 
comprising of caravaners and independents respectively.  The groups were comprised of 12 
individuals in each group.  Independent travelers were recruited by trained research 
assistants from the University of Northern British Columbia and caravaners were recruited 
with the assistance of Tourism Dawson Creek and the caravan leader from the Good Sam 
Club. Participants were offered a $20 incentive for their time as well an information package 
on Dawson Creek and the surrounding area. Food and drinks were also provided. 
 
The focus groups were recorded on video as well as on an audio recorder.  A research 
assistant took notes during the group and the sessions were facilitated by Kathleen O’Neil, a 
professional facilitator. 
 
Following the focus groups, the discussions were transcribed and analyzed thematically. 
 

4.1 Caravaners 

Caravaners’ Motivations 
When asked to describe why they chose to travel in an RV, and to describe its advantages, 
caravaners agreed that a significant advantage was having their own bed at night.  Being able 
to travel with pets was also discussed.  The familiar surroundings of their own RV was 
another attractant, particularly if the surroundings are unfamiliar: 
 

“I like to sleep in my own bed at night, and I like to know that the linens are clean.” 
 

“To me it’s like sitting in your living room and floating down the highway and letting the world roll 
by.” 

 
“RVing allows you to bring your life with you and your comfort with you while experiencing 
something different” 

 

 10



The social aspect of RVing was also discussed by this group of travelers as being an 
advantage.  To them, RVing was seen as a means to travel with people with common bonds, 
and a means by which they could meet new people and experience fellowship.   
 
RVing was also described by most participants as being an attractive form of travel because 
it allows spontaneity and flexibility and requires no fixed itineraries typically associated with 
other forms of travel such as with airplanes, or timeshare.  Additionally it was described as a 
sedate form of travel by one participant. 
 
Other Forms of Travel by Caravaners: 
Many of the caravaners interviewed in the focus groups began their ‘travel careers’ camping, 
then went into campers and eventually to motor homes.  Buying a big motor home was seen 
as a way to convince their partners to join them on the road. To some, RVs were not their 
sole form of travel- they would take other holidays such as flying overseas or fly to time 
share accommodation, or may drive and stay in hotels if their time was limited .  However, 
to others, RVing did not combine well with other forms of travel:   

 
“you have to choose one type of travel in the end…” 

 
Perceptions of RVers 
Caravaners were asked to describe how they thought they were perceived by other people. 
Many stated that they were strongly aware that they were gazed upon by other travelers.  
Envy and intimidation were common responses to this question. Several participants 
discussed how they felt they were envied by other people because they were able to travel 
frequently and long distances, or were even thought of as being rich. 
 
Two caravaners talked about a sense of obligation that they felt to talk to other RVers and 
campers, as they were experienced travelers.  This suggests that they felt they were senior, or 
at a higher level in the traveling “hierarchy”.  They explained that when they were young 
campers, they used to stare at motor home users and wonder who they were, and now they 
were the motor home users, they felt that they should encourage interaction between the 
two types of travelers. 
 
When asked to describe what their family thought of their decision to RV, caravaners 
recounted mixed feelings.  Most said their families were happy; although some had family 
who felt it was a selfish decision and did not like not being able to contact their parents/ 
grandparents (who are RVing) whenever they wanted.   
 
Emergent Theme amongst Caravaners- technology 
When discussing their decision to RV, participants described technology as being a great 
enabler- all participants were wired to the internet and kept in regular contact with their 
family. Technology was seen as something that allowed them to continue to live the RVing 
lifestyle.   
 
The participants  in this focus groups were very technologically savvy people- using GPS, 
computer programs and the internet as planning tools.  They were aware of the latest 
technology and used GPS systems not just to navigate, but also to locate facilities, 
attractions, and places to stay, such as Walmarts. They talked of the need for communities to 
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have websites which provide RVers with more information- such as amenities, where they 
can park, where they can stay, what they can do. 
 

"One of the most important things in living this life style, and being able to live this life style is 
technology.  E-mail is absolutely critical, you know, to our whole life in a motor home, because that’s 
the only way we can keep track of our bank account, pay our bills, and talk to our kids, and so on.  
So, technology is actually a very important part…" 

 
Emergent Theme amongst Caravaners - It  is all about Us! 
When discussing the advantages of RVing and how RVers are perceived, a theme of self 
actualization emerged.  Caravaners tended to be retired and saw the RV lifestyle as being “all 
about them”- it is their time to travel, enjoy life, and spend their hard earned money.  They 
spent their whole life doing things for their kids and now want to do things for themselves.  
RVing for them is a form of reward. They talked about the desire to have enjoyment from 
their lifestyle and to achieve their life goals outside of those related to work.  
 

“I mean we work.  So, we typically do that for 20-30 years.  We don’t move much.  Some of us 
have been lucky enough to go to different countries and see different societies, and different peoples.  
And one of my motivating factors is see, and reading and hearing about all these things in the world 
and the United States.  I want to get out and see that stuff.  I want to experience the people and I 
want to experience the life outside of my comfort zone if you will and everything I have there.” 

 
Caravaners’ perspectives on RV Friendly Destinations 
Caravaners were asked to describe what an RV Friendly destination would be made up of.  
They listed aspects such as good signage, parking, RV parks close to town, activities, 
shopping in close proximity and information about the location on the internet. Accurate 
advertising of facilities so that they can pre –plan was also a popular response. Information 
on the destination Web site should be RV specific.  
 
Scenery and historic sites were also mentioned as being important attractants. Branson, MO 
was mentioned as an RV friendly place with lots to see and do (especially shows).  
Accessibility is critical as navigating a huge motor home can be challenging. In addition, RV 
friendly campgrounds seem to be central to call a destination RV friendly. Caravaners 
mentioned wanting grass, trees, pull throughs, and walking trails.  
 
The participants also elaborated that other RV Friendly criteria included friendly welcoming 
locals, and RV Friendly signage which points out free camping or even that the town is “RV 
Friendly”. They all agreed that word of mouth is a very significant means of spreading 
information about RV Friendly destinations. 
 
Many participants in this group said that they recognized that some towns are less RV 
friendly than others- they were aware of the Walmart issue in Prince George and that it had 
implications which affected RV Park owners, as well as boondockers.   
 
Finally, the participants said they look for physical evidence of towns being RV Friendly- 
such as signs which explicitly state they are “RV Friendly” 
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Caravaners’  experiences of Dawson Creek 
Caravaners perceived Dawson Creek to be an RV friendly town with friendly locals. 
 

“Mile 0 has a really great potential because it’s really a nice setting.  It’s got some grass, it’s got 
some trees.  Our only problem is that the sites are a bit too small.” 

 
“It’s really good for RVs.  First of all as you come in, the road is quite wide.  You have a service 
station, easily accessible service station along the road, Canadian Tire, shops, grocery stores, stuff 
like that, big parking lots all adjacent to the road are all good RV friendly things.” 

 
“I like the fact that RV sites, both of them, are quite close to downtown.  You don’t need to drive 
downtown.  I don’t like when you are parked 2 or 3 miles out of town.” 

 
However there was discussion of the RV Parks in Dawson Creek and the RV camp sites, 
which were considered to be outdated because of their small size as well as not level enough 
to easily park an RV.  The participants in this group commented that size is a re-occurring 
problem as RVs have become larger in recent years.  
 

“I think the people here are very friendly.  Friendlier than most towns we’ve been through. RV 
facilities are a bit rustic and don’t really handle our needs well.  We are really stuffed in here at 
Mile 0.” 

 
 Some participants also commented that they felt some of the roads around Dawson Creek 
were of poor quality. 
 
Emergent Theme amongst Caravaners’- RVing is an under-recognized industry 
There were several comments within this focus group that towns don’t recognize the 
importance of RVing to their economy and don’t provide enough services, or internet 
information for planning.  Many participants also discussed the need for RV parks to keep 
up with the increasing size of RVs by widening and lengthening their sites. One of the 
participants mentioned that businesses would attract a lot of RVers if they had signs 
indicating that one could park there.  
 
Caravaners Travel Habits 
Participants were asked how they planned their trips and their responses revealed two 
distinct styles of travelers. The first group (and interestingly, these people were full timers) 
consisted of those who did not plan very much.  
 

“People would say, where are you going on vacation? That way.  What do you mean that way?  We 
are going that way.  I know how many days I have and I know how many days it’s going to take me 
to get back from some point.  So, when I get to that point, I’ll turn around and come back.  But I 
don’t stop from going here and there.” 

 
The second group of participants loved to plan and got enjoyment out of it. Moreover, they 
commented that they feared missing out on accommodation if they did not plan: 
 

“I’m the opposite.  I like to plan.  It frustrates the heck out of her.  She would rather, she would 
rather say lets just go.  But, I plan everything.  No matter where we are going.  If we are taking a 
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plane or anything like that.  I book the airplane tickets and all that kind of stuff.  But I kind of do 
the same with the RV trip.  Now, this trip is well planned.” 

 
As well as describing what type of planners they were, participants also described how they 
plan their RV trips.  Word of mouth was very important here, as well as The Milepost and 
internet sources. One participant referred to the Discovery Channel as a source for 
inspiration.  
 
Caravaners stressed that they traveled the back-roads. Also, they sometimes plan their trips 
around visiting people.  
 
Caravaners’ thoughts on Rallies 
All participants appeared to be interested in attending rallies. They stated that hosting a rally 
is an indication for them that the destination is RV Friendly.  
 
How often do you travel in caravan groups and why? 
The members of this group were all traveling in the Good Sam Club caravan and were 
asked why they chose to do so. A common response was that the Alaska Highway appeared 
to be a daunting journey and the caravan provided a "safety net", especially as the wagon 
masters are experienced RVers.   
 

“Because, one of the things that’s a bit scary is when you are thinking of driving to Alaska or across 
the Alaska highway, and all those stories you’ve been told, all those myths, the rocks are this big.  
It’s a little intimidating.  But a caravan is an excellent way, because you’ve got experienced leaders 
and they can share those experiences from the last time they were here and what that was like.”   

 
“Safety in numbers.” 

 
Other attractions of the caravan included that all the organizing was arranged and that the 
caravan leaders had great expertise, ensuring that one would see the most exciting places. 
Another significant attractant was the social aspect of this style of travel. 
 

“Fellowship.  And getting to know each other.  And we all travelled.  Most of us have travelled all 
over the world.  It’s just fun to compare notes.”   

 
“Even though I love my husband it’s nice to speak to someone else once in a while.” 

 
 

4.2 Independents 

Independents’ Motivation 
Independent travelers’ motivation appeared be mostly the same as caravaners- they liked 
RVing because of its convenience, such as allowing them to stay in their own beds at night 
and using the bathroom whenever they wanted to.  They also saw an advantage of RVing as 
being able to meet and travel with people with common bonds. Like caravaners, they 
recognized the fellowship they experienced whilst in their RV.   
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“I think the biggest thing I like is, when you pull into a Walmart, or any campground and you 
stay, you meet people and you all have the same likes.  So, everybody is friends. Automatically you 
have friends.”   

 
Like caravaners, they also saw flexibility as an advantage of RVing as they were not required 
to have fixed itineraries. Compared to other forms of travel such as time-shares and cabins, 
RV-ing was also seen as providing change and new experiences.  
 
Independents’ thoughts on RVers VS other Travelers 
When asked to describe RVers and compare them with other travelers, independents also 
had similar responses to caravaners- they perceived RVers as being more social and more 
flexible than other travelers. However they did recognize differences between RVers and 
other travelers- several participants described RVers as having specific needs because of their 
large vehicle size. 
 

"I don’t think our ideas are great deal different than any other type of traveler.  The only difference 
is how we get there. We like the same things, natural beauty, lakes, streams, mountains, events…  
But we need to know that we are welcome, we need to know that we can get there, we need to know 
that facilities, the services that we need are there…" 

 
Unlike caravaners, independent did not mention any feelings of a “sense of obligation” to 
mingle with other types of travelers. 
 
Emergent Theme amongst Independents- it is all about us! 
Like caravaners, independents tended to be retired and saw the RV lifestyle as being “all 
about them”- their time to travel, enjoy life, and spend their hard earned money.  Both 
groups emphasized a desire for enjoyment from their lifestyle. 
 
Perceptions of RVers by others 
Independent participants also had similar responses when asked how they thought RVers 
were perceived by other people. They described how some of their family couldn’t 
understand going away for so long, whilst others were envious of them.   
 
Emergent Theme amongst Independents - technology 
Like caravaners, independent travelers in this group were obviously very technology savvy 
people- using GPS, and the internet as planning tools.  They too recognized the importance 
of technology to keep in touch with family. They talked about keeping journals documenting 
their experiences and sharing those via email lists with friends and family. To do so, they 
need wireless internet connections. 
 
Car navigation systems were an important theme in their discussion. They suggested that 
tourism bureaus should partner with the technology providers to make destination content 
accessible through these systems. Cell phones are used not only to stay in touch but also to 
plan, ask for information and make reservations ahead of time.  
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Independents’ Travel Behavior 
Independent travelers in this group mentioned that although they do not travel in a caravan, 
they still often travel in groups. Also, many of the participants agreed that they traveled in 
other ways as well. They see RVing as confined to the North American continent and use 
other forms of travel to go overseas, although many do this only every couple of years.  
 
While their travel is flexible, they do plan ahead and have schedules. However, they do not 
mind changing those plans if they come across an opportunity. Their travel seems to be 
about "connecting the dots", meaning they have a general plan of where they want to go but 
add places in between.  
 

"What he was saying I think is that we can go from point A to D and then back to B or C.  And 
then back to A if we want to.  We don’t have to go from A to B as the truck driver does and as 
fast as you can go." 

 
Independents’ Travel Planning Habits 
Like caravan respondents, independent travelers used information that could be accessed via 
the internet or GPS.  They also placed as much emphasis in their comments on word of 
mouth as an important planning tool.  They mentioned wanting a 1-800 number they could 
call to get specific RV-related information, not realizing that the tourism bureau 1-800 
number would be a source for this kind of information. RV newsletters and 
freecampground.com were mentioned as important sources of information. Coupon books 
and brochures handed out at RV shows were also cited as sources. Importantly, several 
participants mentioned visitor information centers as important stops and sources of 
information, even if the destination had been visited before. 
 
Independents’ perspectives on RV Friendly Destinations 
Again, like caravaners, independent participants in this group described an RV Friendly 
destination as one which has facilities, services and attractions including farmers markets in 
the township, easy parking for large rigs within the township and clearly marked diesel 
pumps at the gas stations.  Several comments focused on the importance of easily accessible 
and well-advertised RV dump and water stations at destinations. They added that an RV 
Friendly destination is one in which they are made to feel welcome.   
 

“There is a little town here called Beaver Lodge, with really nice friendly people saying hello.  They 
had a gas station and a grocery store.” 

 
Specifically, they mentioned that they would like to be represented in tourism brochures and 
would appreciate RV Friendly information on tourism Web sites. They would like to have 
lists of provincial and state parks available as well as campgrounds, not just hotels. Free or 
cheap overnight parking would definitely attract them. They also mentioned signs indicating 
"Overnight RVers welcome" as a feature of RV Friendly destinations. 
 
As with the caravaners, signage was mentioned throughout the focus group. RVers are older 
and need big signs. The independent travelers also commented on how important it is to 
have the signs far in advance and indicating which lane they should be in as switching lanes 
with a large motor home can be a problem. They mentioned the initiative of some states to 
put RV Friendly signs on highways and commented very positively on these efforts.  
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"And you come into International Falls, and the shopping centre, the big shopping centre has a huge 
sign about that big and … long that says 'Overnight Rvers welcome'. Before you turn, they point 
you down the road 3 miles away.  The sign points you down the road.  That’s an RV friendly 
destination. 

 
As far as campgrounds are concerned, they see them as RV Friendly if they have laundry 
facilities, a hot tub rather than a pool, nice showers with space to keep clothing dry, wi-fi, a 
social hour, trimmed trees and enough room to turn around.  
 
Emergent Theme amongst Independents - RVing is an under-recognized industry 
Independents also expressed an opinion that that towns don’t recognize the importance of 
RVing to their economy and don’t provide enough services, or internet information for 
RVers in the planning stages of their journey.  They also discussed the need for RV parks to 
keep up with the increasing sizes of rigs. 
 
Independents also discussed the Walmart issue as being an example of the RV industry being 
misunderstood and thought of as a market segment of people who do not contribute to the 
economy.  One participant argued that even boondockers contribute by spending within the 
community, but that their importance as a market segment is not yet recognized. 
 
Independents’ thoughts on Rallies 
Not all independent participants  were attracted to rallies, appearing  less interested than 
caravaners.   
 

“Some people do love to go to the rallies, because we have friends that we travelled with before.  …..  
So, there are RV destination people that value rallies.  Me, I would feel like I am in a maze with 
all the other rigs.”   

 
Emergent Theme amongst Independents - Cost of RVing 
The independent RVers in this group discussed gas prices and talked about loyalty cards for 
gas stations. They also mentioned Web sites such as gasbuddy.com to find out about cheap 
gas stations. However, they made clear that RVing is not about money and that they stay at a 
place for a while if they run out of money and continue to RV again, when they receive their 
pay the beginning of the month. 
 

"It's got nothing to do with money. It's a lifestyle." 
 
 

4.3 Summary of Results of the Focus Groups 

The goal of this phase of research was to develop a valid reflection of participants’ thoughts 
and feelings on RVing. Moreover it sought to understand whether differences occur between 
caravaners and independent travelers.  The results are not designed to be generalized as they 
sought in-depth insights into the minds of selected participants. Rather, these focus groups 
sought to be transferable, whereby the reviewers of this research are able to apply the results 
to their particular situation (Krueger, 1889). Finally, this phase of research also sought to 
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provide insights which could be generalized later through the subsequent phases of research 
- in-depth interviews and surveys (Krueger, 1889).  
  
The focus groups revealed that both caravaners and independents tended to be retired and 
saw the RV lifestyle as an opportunity for them to self actualize and realize their goals. 
RVing for them is about convenience, flexibility and fellowship. They were also similar 
because the decision to RV was an exclusive one for some RVers while others engage in a 
variety of ways to travel.  
 
Both groups were also similar in their heavy use of technology, and their need for internet 
based information to plan their trips, GPS to find their way, and email and cell phones to 
communicate with family and friends but also with tourism-related businesses. Both groups 
described RV Friendly destinations as those which are easy to drive through in a large rig, 
contain RV parks with large sites, have facilities, services and amenities provided for RVers 
and contained friendly locals.  Signage and parking emerged in both groups as important 
themes and critical for RV Friendly destinations.  
 
The focus groups suggested that differences may occur between the two groups of RVers. 
Caravaners appeared to be more social.  As a consequence they appeared to be more likely 
to attend rallies than independent travelers.  They also appeared to be more aware of their 
presence on the road and of other travelers “gazing” at them in their rigs. 
 
 

5 In-depth Interviews 

The results of the focus groups informed the development of questions for the in-depth 
interviews.  This phase sought to develop generalized findings regarding RVer motivations, 
expectations and behaviors.  Incorporated into this aim was the objective to provide the 
stakeholders of this research project with important marketing information.  
 
Interview questions were formulated in an iterative manner whereby emergent issues from 
the focus groups formed the basis for many of the questions.  These included questions 
which addressed RVers’ perceptions of themselves and the RVing experience. Additional 
questions which addressed the specific marketing needs of the collaborating stakeholders 
were also incorporated into the in-depth interviews. These included questions on what 
RVers perceived RV friendly destination to be, and how RVers planned their trips. 
 
The in-depth interviews were conducted between early June 2007 and late July 2007 by two 
trained graduate students from UNBC.  The interviews were conducted at three private RV 
parks and the Walmart car park in Dawson Creek.  As the interviews were qualitative and 
purposive in nature, interviewing ceased when saturation was reached.  Consequently, 50 
interviews were conducted:  

♦ 25 Independents (including 21 part timers and 4 full timers); and  
♦ 25 Caravaners (including 23 part timers and 2 full timers).   
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The questions were designed to be open ended questions and included several elicitation 
questions (Zaltman, 2003) whereby respondents were required to complete sentences in their 
own words, thus encouraging them to feel in control of the interview and to express their 
own feelings more freely. 
 

5.1 Results of the In-depth Interviews 

 

RVers’ Behavior prior to RVing 
RVing appears to be result of a “natural progression” which occurs amongst many of the 
travelers interviewed.  Amongst caravaners and independents who answered this question, 
many (8 independents and 14 caravaners) said that prior to RVing they had either camped or 
used a tent trailer and that RVing represented a natural progression, or something that they 
had deserved as they had grown older. 
 

“We always liked camping and RVing as a natural progression.” 
 
“My husband and I used to backpack, and one day we just got tired of bugs and heat and wanted 
more comfort.” 
 
“Everyone else seems to have trailers, so we decided to join the group." 

 
These findings were consistent with participants’ comments in the focus groups. 
 
Why RV? It is all about Us! 
The above comments also relate to respondents’ decision to use RVs as means of travel.  
The overriding response amongst all groups of travelers was that RVing provides a means by 
which they can travel and see their country in comfort, with their own convenient facilities. 
In other words, they can have their own bed and bathroom without having to share. The 
following comment alludes to an overriding theme throughout the interviews that RVers are 
baby boomers who are seeking to self-fulfill and live out their dreams. 

 
“We’ve paid our dues. It’s our turn now.” 

 
The second most common response from both caravaners and independents, when asked 
why RVs were their choice of travel, was the opportunity to meet people, followed by the 
opportunity to travel in freedom and on their own schedule. 
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Feelings that RVing brings 
Respondents were asked to complete the sentence “when I am in my RV I feel…..”   
Freedom, relaxation and contentment was the overriding response amongst all RVers within 
both groups.  They elaborated that RVing gave them a sense that they could do what they 
wanted, when they wanted and released them from day to day responsibilities of home life.   

 
“When I travel in my RV I feel free spirited, alive and excited.” 
 
“Freedom, it is my turf. I can go where I want and when I want.” 
 
“I am on the open road. I am a free spirit.” 

 
Self sufficiency also emerged as a feeling elicited from RVing.  In particular 5 independents 
and 5 caravaners specifically expressed these feelings, whilst others (see quote directly above) 
inferred these feelings.  
 

“We are self sufficient, we sleep in the same bed every night. We eat the kind of food that we like. 
There is no schedule.” 
 
“It is a home away from home.” 

 
Amongst a small number of independents (3/25 only), safety also emerged as a feeling that 
was brought about by RVing. 
 

“When I travel in my RV I feel relaxed, at home, comfortable, safe.” 
 
Amongst some part time caravaners (5/25), a feeling of community was also listed as feeling 
evoked through RVing: 

 
“When we travel it is strictly for pleasure, meeting new people, seeing new places.” 

  
Advantages of RVing 
To both independents  (15/25 responses), and caravaners (17/25) the most dominant theme 
was being able to travel with their “home” and  their comforts around them such as their 
own bed.   
 
Following this, the second most significant advantage to independents (13/25) and 
caravaners (9/25) was freedom and independence.  
 
Other less predominant themes which were raised far less frequently by both groups, 
included being able to experience nature, being able to stay in places where there are no 
hotels, meeting people and the cost efficiency.  
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Disadvantages of RVing 
Amongst both groups, the cost of gas was seen as the major disadvantage of RVing- 23 out 
of a total of 50 respondents brought up this issue. Both groups were also similar in their 
perception of the second and third major disadvantages of RVing: These were the 
maintenance involved in keeping an RV, and the difficulties involved in maneuvering large 
vehicles.  
 
Interactions with other RVers 
To both independents and caravaners, interaction with other visitors formed an equally 
significant part of the travel experience and both groups appeared to be equally social. It 
appeared that the majority of interactions occur at RV parks, line-ups and rest stops.  It also 
appeared that much of the conversation shared by RVers is at a casual level whereby travel 
hints and stories are exchanged. However, despite this casual level of conversation, many of 
those interviewed commented that interaction with other RVers is an important part of the 
experience: 

 
“That’s one of the most fun things about RVing. We meet people in the campgrounds and parks.” 
 
“It is kind of like a cult when you travel. Everybody is so friendly. You get together at the drop of a 
hat.” 
 
“It is an important part of traveling. We share experiences. In these campgrounds people are very 
friendly. There is a lot of camaraderie. You don’t have that in a five star hotel.” 

 
Not only did the respondents talk of the camaraderie that exists in RV parks, gas stations 
and rest stops, but it was inferred that a form of RV etiquette exists where one is almost 
expected to introduce themselves to their “neighbors” in RV parks.   

 
“A lot of times you meet people just hooking up next door.” 

 
Some RVers in both groups (particularly full timers) used deliberate techniques for meeting 
people: 
 

“First thing I ask them is where they are from or look at their license plate.” 
 

“We walk around the campground and people start conversation. We look at their license plate and 
ask them how is it there.” 

 
Interestingly, caravaners seemed to be equally as pro-active in meeting people and many 
talked about meeting new people in the campgrounds,  despite traveling in a pre-formed 
group. 
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Amongst both groups, casual conversation seemed to be more frequent than interactions 
which lead to last friendships. 
 
Why Travel in a Caravan Group? 
Caravaners were asked why they chose to travel in a caravan group. Consistent with the 
focus groups, the most common response was that the caravan group did all the planning 
for the route, RV sites and reservations; therefore it was seen as a convenient way to travel 
(14/25).  The second most common response was that the group would show them all the 
best sites (10/25), followed by the opportunity to meet people (8/25).  Five part timers also 
mentioned that the caravan group gave them a sense of security and safety because they were 
traveling to Alaska.  This infers that Alaska is seen as a “hard core” and remote location.   
 

“We were going to Alaska so we wanted things organized.” 
 

“This is our first time to Alaska. We weren’t sure about it so if you have a problem there are other 
people around.” 

 
Why Not Travel in a Caravan Group? 
Independent RVers were asked why they chose to travel independently and not in a caravan 
group.  Two groups clearly emerged: 1) those who may have, or intended to travel in a 
group, and 2) those who had no desire to travel in a caravan group. Interestingly, all full time 
independent travelers expressed no desire to travel in a caravan group, as did 10/20 part 
time independents. The reasons given for this were primarily because they did not want to 
be tied to a schedule. 
 

“I don’t like schedules. I was on a schedule all my life working. We don’t even make reservations.” 
 
Of the remaining 10 part time independents, 5 had been on a caravan tour before, stating 
that they had done it because of the security involved with traveling in a group, the planning 
was all done for them and it also provided as social aspect.   Five other independents had 
not previously traveled on a caravan group, but expressed a desire to go on one in the future.   
 

“It would be fun to go with a bunch of people because in the evening you sit together and hang out.” 
 
RV Rallies 
Independent RVers and Caravaners seemed equally interested in attending rallies to meet 
people, attend seminars and learn about RVing. Of independents, 6/20 had attended rallies, 
as had 5/22 caravaners.  Of independents, 7/20 respondents had not been but expressed a 
desire to attend.  Of caravaners, 9/22 expressed a desire to attend in the future. 
 
Like the focus groups, the interviews revealed a difference between the groups. Independent 
RVers who had no interest in rallies (7/20) seemed to have no interest because they were 
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fiercely independent and avoided any form of structure in their RV experience. Several 
likened rallies to caravan tours: 
  

“It would be the same as taking a tour. You have to be up at 7 in the morning.” 
 
“We are too independent.  It’s too crowded. It’s too rigid.” 

 
Conversely, caravaners who had no desire to attend rallies (8/22) were not as fiercely 
independent.  The structure involved in rallies, which was off-putting to independents, was 
not evident in caravaners’ responses. Rather, caravaners who avoided rallies did so because 
they had their own friends to travel with, or they were put off by the selling involved at 
rallies.    
 
Planning 
It appeared that independent RVers spent less time planning than caravaners: when asked 
how long they planned for, 7/23 caravaners planned for one or more years, compared with 
2/ 24 independents.  Similarly 8/24 independents planned for one month or less (including 
2 who said they planned a few days ahead and 2 who said they planned as they went along).  
Conversely only 2 caravaners said that they planned for less than one month- indeed both of 
these were full timers who stated that they did not plan at all. 
 
When asked whether they had a written itinerary, the most common response rates amongst 
independents was “no” (13/24 independents) whereas the most common response rate 
amongst caravaners was that they had a written, but flexible itinerary (15/23 responses).  6 
caravan respondents stated they had no written itinerary. 
 
Use of Technology 
Like the focus groups, an emergent theme (which became particularly apparent in this 
section of the in-depth interviews) was the use of technologies such as the internet, GPS and 
Wi-Fi technology.The following table illustrates the number of respondents who mentioned 
that they used this technology. 
 

Table 2: Emergent discussion of the use of technology during in-depth interviews 

 
 Wi-Fi Internet/Web GPS 

Independent Part Time (n=21) 3 13 1 

Independent Full Time (n=4) 1 4 1 

Caravaners Part Time (n=23) 2 15 4 

Caravaners Full Time (n=2) 0 1 0 

 
This table illustrates that the use of the web is particularly important to RVers. 
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Deciding Where to Go 
For both caravaners and independents, the most important factor when deciding where to 
travel was described as nature and scenery.  Following this, other important factors for  
independents included, in order of popularity, fishing, new places, remoteness and services.  
Other important foactors for caravaners included services, length of available time and the 
weather/season.   
 
Amongst independents 3 respondents stated that remoteness and lack of commercial 
attractions were important factors they looked for, whereas this was not mentioned by any 
caravaners. This desire to be self sufficient, independent and anti-establishment appears to 
be “sub group” of independent travelers. 
 
Deciding Where to Stop 
RVers were asked to describe how they decided to stop while traveling. Differences between 
independent and caravan travelers became apparent here.  Whilst both groups commonly 
mentioned that they stopped when they needed rest, and stopped near attractions, more 
caravaners (5/24) said that they planned their stops around member campgrounds, 
compared to only 2/25 independent travelers.  Amongst both groups, mileage was an 
important factor (6 independents and 5 caravaners).  
 

“We like to set up the mileage thing. We like to travel 300-400 miles a day.” 
 
Campgrounds with amenities was also a popular response amongst independents (6 
independents) but was mentioned by only one caravan RVer. 
 
What is an RV Friendly Community? 
When asked what a community needs to provide in order to be “RV Friendly”, independents 
responded, in order of popularity,  that it needs services for  RV’s, such as gas and shops, 
followed by good RV parks (with facilities such as pull through sites, large level sites, trees, 
water and electricity), internet access, friendly people, sani dumps and RV accessible road 
systems. 
 
Caravaners had similar responses. The most popular response was good RV parks, followed 
by services, friendly people and information on communities’ history. 
 
Family and Friends thoughts on the decision to RV 
Similar to the findings in the focus groups, independents (15/25) and caravaners (16/25) 
stated that their family and friends supported their decision to RV and both groups stated 
that many of their family and friends envied their lifestyle.  However 4 independents and 4 
caravaners stated that their decision to RV was not always met with support, with some 
feeling they were looked down upon by some of their relatives for living an itinerant lower 
class lifestyle, or “doing it easy” because they are not really camping.. 
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“Some people look down on us. They think we are lower class people.” 

 
“They probably think we are gypsies. They cant actually believe you can live in it, until you get into 
one of these.” 

 
Thoughts on the typical RVer 
The notion of being looked down upon was also evident when RVers were asked to describe 
how other people would view RVers.  Commonly, responses were negative. The most 
common responses amongst both groups were that RVers are viewed as taking up too much 
of the road by driving slowly in large vehicles.  Independents then most commonly described 
RVers as being: 

• Trailer trash; 
• Wealthy; 

Following their description of RVers being seen as people who drive too slowly, caravaners 
described RVers as being thought of as: 

• Fortunate; 
• Old and retired; 
• Trailer trash. 

These responses all suggested that both groups felt RVers are a misunderstood group of 
travelers, which was an emergent theme in the focus groups. 
 
The Tourism Industries’ Treatment of the Market 
Respondents from both groups predominantly felt that the RVing market is well catered for 
by the tourism industry and has improved as the RV market’s potential has been realized. 
This was a far more positive perspective than in the focus groups, where an emergent theme 
was of the tourism industries’ lack of attention towards the RV market. 
 
When asked what improvements were needed, no common thoughts emerged from either 
group.  Rather, many different responses emerged and these included improving and 
increasing the number of RV rest stops, adding more RV information to town’s websites, 
increasing the size of RV sites at campgrounds, increasing the amount of parking in cities for 
RVs, improving signage for attractions and RV parks, increasing the number of RV parks 
and providing coupons for RVers in communities.  
 
The Emergent Theme of Security / Safety 
Throughout the in-depth interviews, the desire for safe RVing emerged as an important issue 
to both independents (13/25) and caravaners (8/25).  When considering where to travel and 
where to stop, safety and security emerged as a significant factor.  In addition, safety 
emerged as a feeling evoked by RVing, so respondents suggested that they felt safe and 
secure when traveling in their RV and when associating with fellow RVers: 
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“We have stuff in our RV, I leave the key in the ignition.  In most RV parks I don’t lock the 
motor home……We belong to Thousand Trails, which is a private park with security.  You can 
leave everything open.  Nothing is going to disappear.  Safety is a great thing.” 

 
Similar to the findings in the focus groups, safety was also a motivating factor for many 
RVers to travel in a caravan group:  
 

“We are so far from home and we had some difficulties in the past with our RV.  Instead of going 
by ourselves, this caravan gives us a chance to have a lot more security.” 

 

5.2 Summary of the Findings from the In-depth Interviews 

Overall, both independents and caravaners had many similarities. Both groups sought to self 
fulfill and live out their dreams of travel through RVing. They believe it gave them a sense of 
freedom, self sufficiency and allowed them to have the time which they have deserved 
through their working and family lives.   
 
Social interaction forms a significant part of the RV experience to many RVers, as does the 
use of technology and the desire to travel safely.  Many see themselves as traveling with 
kindred spirits and feel they are often misunderstood as old slow driving retirees, or trailer 
trash.   
 
Despite this, independents and caravaners seemed very satisfied with their decision to RV 
and with the tourism industries support of the RVing market, despite the rapid changes it 
has undergone in recent  years.   
 
Overall, caravan and independents travelers appeared to seek the same experience and value 
RVing in similar ways, but subtle differences did appear in their behavior.  The in-depth 
interviews suggested that caravaners felt more secure traveling in a group and were more 
cautious travelers.  They planned their trips for longer periods of time, despite being more 
time constrained when deciding on their travel.  Caravaners also appeared to be more loyal 
members of RV clubs, seeking out their club’s member campgrounds and arranging their 
stops around them.  They also appeared to be more likely to have a written itinerary and to 
be more social travelers by seeking out rallies. 
 
Independent RVers also differed to caravaners as they appeared to be made up of two sub 
groups.  One of these included fiercely independent RVers.  This sub group of travelers, 
who appeared to be a minority within independent RVers, delighted in avoiding any form of 
constraint.  Freedom was the ultimate goal to these travelers and the notion of organized RV 
events and established tourism attractions were off-putting to these travelers.    
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6 Surveys 

The objective of the survey was to obtain quantitative results to describe characteristics of 
RVers and to test whether significant differences exist between various groups of RVers.  
 
Intercept surveys were conducted at different locations in Dawson Creek, BC. The locations 
included four different campgrounds in the area, the visitor information center and the 
Walmart parking lot. The survey was also handed out to caravan travelers during 
informational sessions with Tourism Dawson Creek.  This ensured that a variety of RV 
travelers was included in the sample.  
 
The surveys involved self-administered, paper-based questionnaires, including a total of 41 
questions (see Appendix A). These questions asked RVers about their travel behaviors, their 
trip planning, their perceptions of RV destinations, club membership and rally participation, 
technology use and personal characteristics.  
 
A total of 860 completed surveys were obtained.  
 
 

6.1 Overall Survey Results 

This section presents the overall results from the intercept surveys. The respective charts are 
presented in Appendix B. 
 

6.1.1 RV-Rela ed Behaviors and Characteristics t
The most frequently used RV type among the RVers surveyed was a Class A Motorhome 
(42.9%), followed by a fifth wheel trailer (24.5%). Almost all RVers (97.3%) owned this 
vehicle. 
 
A large majority (95%) of the RVers who responded to the study traveled for 5 weeks or 
longer in their RVs in 2006. Almost 23% (22.9%) traveled for 5-11 weeks, 28.1% for 3-4 
months, 25.2% for 5-7 months and 18.9% for 8-12 months. Only 17.4% of the respondents 
considered themselves as full timers, with their RV being their primary residence.  
 
The majority (60.9%) of the RVers surveyed traveled independently. Of those who traveled 
in a caravan (39.1%), the most frequently mentioned caravans were Adventure, Fantasy 
Tours, Tracks, Good Sam, and WBCCI.  
 
When staying overnight, most RVers park at a private park (88.1%), but many (49.6%) also 
parked at a public park. Commercial parking lots (28%) and membership/resort parks 
(22.5%) are also frequently used. Driveways of friends and other boondocking areas are only 
used by about 15% of the respondents.  
 
Over three quarters of the survey respondents (78%) are members of an RV-related club. Of 
those who are members, a majority (59.7%) belongs to more than one club. The Top 10 
mentioned RV clubs are: Good Sam, FMCA, Passport America, Escapees, WBCCI, KOA, 
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WIT, Coast to Coast, beaver Ambassador and Thousand Trails. The average length of 
membership is close to 7 years.  
 
A large percentage (40.2%) of RVers who responded to the survey had been RV-ing for 20 
or more years. Only 4.3% indicated they were on their first RV trip; yet combined with the 
20% who started RVing less than 4 years ago, about one quarter of RVers are new RVers, 
suggesting that there is considerable influx to the market. A majority of RVers (63.1%) tent 
camped or backpacked before they started RVing.  
 
Cell phones (94.2%), digital cameras (85.7%), laptop computers (68.7%) and Internet 
(67.2%) are essential technologies while RV-ing for a majority of the respondents. 
Navigation systems/GPS (41.2%), wireless Internet (37.3%), portable DVD players (24.2%) 
and satellite radio (22.9%) are also technologies which RVers frequently use.  
 

6.1.2 Trip Behavior 
The RV trip which led them to/through Dawson Creek, BC took on average 80 days, with 
the median length being 70 days. Only 11.2% stated that their trip was 1-30 days long and a 
third (33.6%) indicated it was 31-60 days long. The majority (55.2%) reported a trip length of 
61 days or more. On average, RVers spent 24% of this time in British Columbia. Almost 
70% (68.5%) of the time spent in British Columbia was spent in Northern British Columbia. 
RVers spent on average 15.5 days in British Columbia and on average 9.5 days in Northern 
British Columbia. They stayed in Dawson Creek, BC on average for 3 days; however, the 
median length of stay was 2 days.  Average lengths of visits to other Northern BC 
destinations were also very short. 
 
Alaska was the primary destination for most (86.9%) RVers who participated in the survey. 
Northern BC was the primary destination for 4% and other parts of BC for 0.8% of the 
respondents. Only 1.1% indicated they had no specific destination.  
 
As far as activities are concerned, a majority of the respondents indicated that they either had 
or planned to participate in the following activities on their trip to/through Dawson Creek, 
BC: visit a museum, heritage or historic site (81.1%), visit provincial, state or national parks 
(74.9%), walking, hiking or cycling (65.7%), shopping (64.9%), and take a cruise or boat trip 
(64.9%).  
 
Travel parties on this trip consisted on average of 3.2 adults and 0.08 children, however 
most often of 2 adults and no children. 
 
A majority of the RVers (98.8%) indicated that they had not changed their trip because of 
the BC Inside passage ferry incident. Also, about a third said gas prices had absolutely no 
influence on their trip. Only 15.2% indicated that gas prices had influenced their travel 
behavior much or very much.  
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6.1.3 Trip Planning 
A majority (52.2%) of the RVers surveyed indicated that they had started planning their trip 
more than 6 months in advance. Another 24.2% started planning 4-6 months before the trip. 
Only 2.6% did not plan their trip in advance. 
 
Despite the advance planning, RVers consider their trips to be flexible. The greatest 
flexibility occurs for activities followed by return date and then route. About 54% consider 
their trip to be very flexible in terms of activities, 50.3% see their trip as very flexible in 
terms of the return date, and only 32% indicated great flexibility in terms of the trip route.  
 
The most frequently used information sources for trip planning are: Milepost guide (65.6%), 
Word of mouth by friends/relatives (39.4%), Word of mouth by other RVers (38.4%), 
Visitor information center (36.4%), RV magazine (35.9%), RV related Website (30.6%), RV 
Club (23.5%), Own past experience (22.5%), Province travel guide/brochure (22.4%), 
Local/regional travel guide/brochure (21.8%), Local/regional tourism bureau website 
(21.2%), Travel magazine (19.9%), Province tourism bureau website (17.9%) and Other 
websites (14.7%).  
 

6.1.4 Perceptions of RV Destinations 
Respondents were asked to list 3 aspects of a great RV destination, and 3 aspects of a terrible 
RV destination.  Most responses referring to great RV destinations involved comments 
about scenery, activities and specific campground amenities. The most frequently mentioned 
aspects of a terrible RV destination were poor selection and quality of RV parks, poor 
accessibility and no campground amenities.  
 
Specifically, respondents mentioned natural beauty of the area, views and scenic drives as 
important features.  In terms of activities, most respondents stated that they wanted lots to 
see and do at the destination and opportunities for general sightseeing. In addition, outdoor 
activities, especially hiking, wildlife viewing and fishing were frequently listed. They also 
listed the availability of high quality RV parks and amenities such as full hook ups, 50 amp 
electricity, grassy, shady & level sites, large and pull through sites as well as wireless internet 
as important. Local food, culture, events and historic sites also seem to attract them. 
Moreover, courteous fellow campground users and good/safe roads are attractive features of 
a destination.  Cleanliness was a theme which also frequently emerged from the comments as 
was welcoming locals and RV friendly businesses. Available information and signage were 
also frequently mentioned as contributing to a great RV destination, as were good prices and 
parking. Offering interesting geography, openness which supports feelings of liberty, as well 
as providing new experiences, were additional destination aspects mentioned by the 
respondents.  
 
The list of aspects of terrible destinations was even more focused on campground 
availability, quality and overall management.  Poor accessibility of campgrounds, destinations 
and attractions were also important factors mentioned by the RVers in the sample. Bad 
weather and unfriendly people at the destination are definite "turn-offs". Boring and 
expensive destinations, as well as destinations which are too developed and too commercial 
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will be avoided by RVers.  Poor or no information and poor security are also concerns 
reported by the survey respondents.  
 
Most RVers in the sample consider BC as an RVing destination to be the same as Alaska, 
Yukon, Alberta and Atlantic Canada. Importantly, only very few consider it to be worse.  
 
When asked about the RV capital of the world, most associate this term with Quartzsite, AZ 
(34.8%), followed by Elkhart, IN (25.2%), and Dawson Creek, BC (11.8%). Of those who 
mentioned other destinations, most referred to various destinations in the US, with a 
majority being located in Florida. 
 

6.1.5 RV Rally Participation 
A majority (62.5%) of the survey respondents participated in an RV rally in 2006. Of those 
who participated in a rally, most (64%) participated in 1 or 2 rallies. RV Clubs are the most 
important source for finding out about rallies (82.5%), followed by print advertising (38.8%) 
and other RVers (38.1%). Location (mentioned by 76.7%) and area attractions (27.2%) are 
the most important factors influencing the rally participation decision. Only 18.7% indicated 
that they had heard of or seen advertising for the Midwest RV Supershow and Rally 2006 in 
Elkhart, IN.  
 

6.1.6 RVer Profile 
Most RVers in the sample (54.6%) were not familiar with the America's Scenic Byways 
Program. Of those who were, 62.4% had traveled on a scenic byway route in 2006.  
 
A large majority (82%) of the survey respondents have a passport. 
 
Somewhat more males (56%) participated in the intercept surveys. A large majority (89.5%) 
of the respondents was 55 years or older. Most survey respondents (84.7%) were retired and 
most (51.6%) have university degrees or technical diplomas. Almost half of the respondents 
have incomes in the mid-ranges. A considerable portion (33.6%) has incomes of CAN$ 
80,000 or higher.  
 
A majority of the respondents (79.7%) was from the US, with Florida being the most 
frequently mentioned state. About 15% of the respondents were from Canada, most of them 
(36%) from British Columbia as well as Alberta (25%) and Ontario (23%). Only 0.8% were 
from other countries.  
 

6.2 Differences between Groups of RVers 

Differences were tested using Chi-Square tests and ANOVA for three categories of RV 
travelers:  
 

1) Caravan vs. Independent RV Travelers 
2) US vs. Canadian RV Travelers 
3) RV Travelers with different trip lengths (1-30 days; 31-60 days; 61 days or longer) 
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6.2.1 Characteristics of Caravan & Independent RV Travelers 
Multivariate statistics were used to test whether differences exist among respondents who 
travel as part of a caravan tour and those RVers who travel independently. Only significant 
differences (p < 0.05) are reported.  

 
Travel Behavior  
Caravan travelers clearly travel with a Class A Motorhome more than other types of 
motorhomes, trailers or campers. Over 60% of caravan travelers said they traveled with a 
Class A Motorhome.  This percentage is significantly higher than for independent travelers.  
Independent RV travelers also travel in Class A Motorhomes (31.7%), but are almost equally 
likely to travel with a fifth-wheel trailer (30.2%).  
 
Caravan travelers clearly spend more time traveling in an RV. Almost 90% of caravan 
travelers planned to travel for more than 3 months in 2006, compared to only over 60% of 
independent travelers.  

 
Caravan travelers are less likely to park their RVs in public parks but more likely to park in 
membership/resort parks than independent RV travelers.  
 
Caravan travelers are more likely to travel to Alaska as their primary destination. The 
absolute majority of caravan travelers (98.2%) reported that their primary destination is 
Alaska.  In contrast, only about 80% of independent travelers reported that their primary 
destination is Alaska. 

 
Not surprisingly, caravan travelers are less likely to be flexible compared to independent 
travelers. However, almost half of caravan travelers agreed that their trip is very flexible in 
terms of return date, and moderately flexible in terms of route. In addition, more than 70% 
caravan travelers reported that their trip activities are moderately flexible.  

 
In comparison, more than half of independent travelers are very flexible in terms of their 
return date, a large majority (77.1%) is very flexible in terms of activities and almost half 
(46%) are very flexible in terms of their route. The greater flexibility of independent travelers 
can be expected, especially in terms of the route. Nevertheless, their route plans are less 
flexible than expected.  

 
Trip Planning Behavior  
Caravan travelers are more likely to plan their trips earlier. More than 60% of caravan 
travelers plan their trips at least 7 months in advance.  
 
Due to their greater planning needs, independent travelers seem to use a greater variety of 
information sources more extensively.  Specifically, independent RV travelers are more likely 
to use local/regional and provincial tourism bureau as well as other Web sites, the milepost 
guide, visitor information centers, word of mouth from friends/relatives, past experience, 
local/regional and provincial travel guides, local/regional 1-800 numbers, travel magazines 
and RV-related magazines.  Caravan travelers are more likely to use RV clubs as information 
sources as well as other sources. 

 

 31



Caravan travelers are more likely to visit aboriginal attractions/events, art galleries, 
museums/heritage sites, industrial attractions, are more likely to go shopping, take a day 
cruise and go flight-seeing and participate in guided outdoor activities.  

 
The price of gas had no influence on vacation plans for over 37% of Caravan travelers 
compared to 28% of Independent travelers. 
 
Perceptions of RV Destinations  
Caravan travelers are a lot more likely to indicate they do not know how BC compares to 
Alaska and to the Yukon Territory. The percentages actually rating BC are much closer for 
Alberta and Atlantic Canada and in those cases, the independent travelers rate BC higher 
than the caravan travelers. 
 
Caravan travelers are more likely to recognize Quartzsite, AZ, Elkhart, IN and Livingston, 
TX as RV capitals while independent RV travelers are more likely to indicate that Dawson 
Creek or other destinations are RV capitals. 
 
RV Rallies  
Over 70% of Caravan travelers plan to attend RV rallies in 2006.  Over 85% of independent 
travelers do not plan to attend RV rallies in 2006.  Caravan travelers are somewhat more 
likely to find out about RV rallies from an RV Club. Area attractions have an influence on 
the rally decision for over 30% of Caravan travelers compared to only 15% of Independent 
travelers. Organized entertainment at the rally is a more influential decision factor for 
caravan travelers.  
 
Profile of RV Travelers  
Only about 8% of caravan travelers are not RV club members while almost a third of 
independent travelers have no club membership. Of those who are club members, caravan 
travelers are more likely to belong to more than one club. 

 
Independent travelers are more likely to indicate that their trip to/through Dawson Creek, 
BC was their first RV trip. Caravan travelers are more likely to use technology while RVing.  

 
Over 90% of Caravan travelers have a valid passport while only about three quarters of 
independent RV travelers have a valid passport. 

 
Independent travelers have more diversity in age, employment status and origin.  Over 90% 
of caravan travelers are between the ages of 55-74, retired, and from the US.  More than 
80% of caravan travelers have an education greater than high school.  
 
Mean comparisons  
Caravan travelers are more likely to spend time in Prince George and in Steward/Hyder. 
Independent travelers spend somewhat more time in BC and NBC.  
 
As expected, caravan travelers have greater travel parties. Independent travelers are most 
likely to travel in pairs. Independent travelers are also more likely to have children in their 
RV.  
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6.2.2 Characteristics of US & Canadian RV Travelers 
Multivariate statistics were used to test whether differences exist among respondents who 
live in the US and those who live in Canada. Only significant differences (p < 0.05) are 
reported.  

 
Travel Behavior  
Almost 50% of US travelers stayed in Class A motorhomes while almost 60% of Canadian 
travelers stayed in fifth-wheel or travel trailers. US RV travelers are somewhat more likely to 
own/lease their RV. 

 
Over 70% of US travelers traveled in their RV for over 3 months in 2006.  More than 60% 
of Canadian travelers traveled 11 weeks or less in their RV in 2006. Canadian RV travelers 
were most likely to travel between 5 and 11 weeks.  
 
Canadian travelers are more likely to travel as independent travelers (87%) while US travelers 
are more equally split between caravan (45%) and independent (55%) travelers. US travelers 
are more likely full time RVers.  
 
Canadian travelers are more likely to park their RVs at public parks while US travelers are 
more likely to park at commercial parking lots, boondocking areas, private RV parks and 
membership resorts. 

 
An absolute majority of US travelers (98%) report Alaska as their primary destination while 
only 47% of Canadian travelers report Alaska as their primary destination. 

 
Canadian travelers are less flexible in terms of their return date than US travelers.  Over 85% 
of US travelers report their return date is moderately or very flexible; 26% of Canadian 
travelers report their return date is inflexible.  Canadian travelers report slightly more 
flexibility than US travelers concerning activities.  Over 65% of Canadian travelers report 
their activities are very flexible whereas 51% of US travelers are very flexible in terms of trip 
activities. 

 
Trip Planning Behavior  
US travelers are more likely than Canadian travelers to plan their trip in advance.  Over 56% 
of US travelers planned their trip at least 7 months in advance whereas only 37% of 
Canadian travelers planned their trip 7 months or longer in advance. 
 
Canadian travelers are more likely to have changed their trip plans because of the BC ferry 
accident. 

 
Canadian travelers are more likely to use the province tourism bureau Web site, visitor 
information centers, the province travel guide, local/regional tourism bureau 1-800 numbers 
and province 1-800 numbers. US travelers are more likely to use RV related Web sites, the 
milepost guide, word of mouth from other RVers, RV magazines, RV clubs and other 
information sources to plan their trips.  
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US travelers are more likely than Canadian travelers to take a day cruise or boat trip.  
Furthermore, over 28% of US travelers reported flight-seeing as an activity compared to 
only 7% of Canadian travelers.  More US travelers participated in shopping; guided or 
unguided outdoor activities; visits to provincial, state or national park; visits to museums, 
heritage, or historic sites; and aboriginal or native cultural attractions or events than did 
Canadian travelers. Canadian travelers are more likely to participate in other activities.  
 
Perceptions of RV Destinations  
Compared to US travelers, Canadians are more likely to rate BC as somewhat or much better 
than Alaska. US travelers are more likely to indicate that they do not know how BC 
compares to Alberta and Atlantic Canada.  

 
Over 30% of US travelers associate the slogan “RV Capital of the World” with Elkhart, IN 
compared to only about 7% of Canadian travelers.  Almost 24% of Canadian travelers 
associate the slogan with Dawson Creek, BC compared to 8% of US travelers.  Over 34% of 
both US and Canadian travelers associate the slogan with Quartzsite, AZ. US travelers are 
more likely to also associate it with Livingston, TX, while Canadians are more likely to 
associate the slogan with other RV destinations. 
 
RV Rallies  
More than 41% of US travelers have plans to attend RV rallies in 2006 compared to 17% of 
Canadian travelers.  More than 85% of US travelers find out about RV rallies from an RV 
Club compared to 61% of Canadian travelers. Canadians are more likely to find out about 
rallies through other information sources. More than 80% of US travelers report that 
location has an influence on their rally participation decision compared to 57% of Canadian 
travelers.  Less than 5% of Canadian travelers have heard or seen advertising for the 
Midwest RV Supershow and Rally 2006 in Elkhart compared to over 21% of US travelers. 
 
America’s Scenic Byways Program 
US travelers are more familiar with America’s Scenic Byways Program.  Less than 19% of 
Canadian travelers report familiarity while more than 52% of US travelers report familiarity. 
US travelers are also more likely to have traveled a Scenic Byway route in 2006.  
 
Profile of RV Travelers  
US travelers are more likely to be members of RV clubs. A large majority (86.4%) of US 
travelers have a club membership while less than half of Canadian travelers do. US travelers 
are also more likely to be members in more than one RV club. 

 
US travelers use technology more while RVing than Canadian travelers. The difference is 
especially large for Internet usage and laptop usage.  

 
Canadian travelers have more diversity in demographics than US travelers.  More than 92% 
of US travelers are 55 years or older compared to 78% of Canadian travelers.  Almost 89% 
of US travelers are retired compared to 69% of Canadian travelers.  More than 37% of US 
travelers have University or Masters/PhD degrees compared to less than 16% of Canadian 
travelers.  Income levels are similar for both US and Canadian travelers; almost 50% of 
travelers have an income between CAN$40,000 and $80,000. 
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Mean comparisons  
US travelers have longer RV trips than Canadians. They also spend more time in Prince 
George and Stewart/Hyder and somewhat more time in Smithers.  Canadian travelers spend 
more time in British Columbia, Prince Rupert, Liard Hot Springs, other BC destinations, and 
spend a greater portion of their trip in NBC and BC.   
 
US travelers report larger travel parties.  
 

6.2.3 Characteristics of RVers by Trip Length 
Multivariate statistics were used to test whether differences exist among respondents whose 
trip length was 1-30 days, 31-60 days and 61 days or longer. Only significant differences (p < 
0.05) are reported.  

 
Travel Behavior  
Respondents who travel longer in their RVs are more likely to travel in Class A 
Motorhomes. RVers with shorter trip durations are more likely to travel in other types of 
RVs. 
 
Respondents with greater RV trip length are more likely to own the RV.  

 
Respondents with greater RV trip length also travel more per annum. Over 20% of those 
who spend more than 60 days in their RV on the trip which led them to/through Dawson 
Creek, BC travel in their RVs for 8 months or more a year. 

 
Respondents whose trip is one month or less travel independently.  More than 96% of 
travelers with a trip length of less than 30 days traveled independently.  The split between 
independent and caravan travelers is about equal for respondents who travel between 1 and 
2 months and more than 2 months. 
 
The longer the trip length, the greater the likelihood that RVers use commercial parking lots 
and membership resorts. Private RV parks are most often used by those who travel between 
31-60 days, followed by those who travel 61 days or longer. 

 
Alaska is the primary destination for the majority of respondents who take trips longer than 
one month.  Travelers with a trip length of 61 days or longer report in absolute majority 
(95.9%) that Alaska is the primary destination of the trip.  More than 90% of respondents 
with a trip length between 31-60 days report Alaska as the primary destination compared to 
41% of respondents with a trip length less than 30 days. 
 
Travelers who take longer trips have more flexibility than do travelers who take shorter trips.  
One third of travelers with a trip length less than 30 days report an inflexibility of return date 
and route when traveling.  More than three quarters of travelers with a trip length of more 
than 61 days report that their return date and route are moderately or very flexible. 
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Trip Planning Behavior  
Respondents who take a longer trips plan earlier.  More than 60% of respondents with a trip 
length of 61 days or longer plan more than 7 months in advance.  Almost 54% of 
respondents with a trip length of 31-60 days plan 4-12 months in advance and almost 47% 
of respondents with a short trip of less than one month plan 1-6 months in advance.   
 
The price of gas influenced shorter trips more than longer trips.  More than 20% of 
respondents with a trip length less than one month report much or very much influence, less 
than 18% of respondents with a trip length of 31-60 days report much or very much 
influence and less than 11% of respondents with trip length longer than 2 months report 
much or very much influence. 

 
RV travelers who report a trip length of 61 days or longer are more likely to use RV related 
Web sites, the milepost guide, word of mouth from other RVers, local/regional travel 
guides, travel magazines, RV magazines and RV clubs.  RV travelers with short trip lengths 
are more likely to rely on their own past experience when planning a trip. 
 
Respondents who take shorter trips participate in activities such as walking, hiking, or 
cycling; visit provincial, state or national park; visit museum, heritage or historic site; or go 
shopping; however, respondents with longer trips are even more likely to participate in these 
activities.  In addition, visit an industrial attraction; attend a festival, fair or exhibition; take a 
day cruise or boat trip; flight-seeing or guided outdoor activities are activities more 
associated with longer trips than shorter trip lengths. Respondents who take short trips are 
more likely to report participation in other activities. 

 
Perceptions of RV Destinations  
The shorter the trip length the more likely RV travelers are to rate BC as better compared to 
Alaska, the Yukon Territory and Alberta.  
 
The longer the trip length, the greater the association of RV capital of the World with 
Quartzsite, AZ and Elkhart, IN as well as Livingston, TX. The shorter the trip length, the 
greater the association with Dawson Creek, BC and other destinations. 
 
RV Rallies  
Plans to attend RV rallies in 2006 are likely to be made by travelers who take trips of longer 
length.  More than 94% of respondents who traveled less than one month have no plans to 
attend RV rallies in 2006 compared to 54% of respondents who traveled more than 2 
months.  Respondents who traveled less than one month did not find out about RV rallies 
from other RVers or RV clubs; those whose trip length was greater than 2 months did find 
out about RV rallies from other RVers (41%) and RV clubs (87%). The longer the trip 
length the greater is also the likelihood that RV travelers had heard or seen advertising for 
the rally in Elkhart, IN. 

 
America’s Scenic Byways Program 
Respondents who took a trip of greater length have more familiarity with the America’s 
Scenic Byways Program.  More than 53% of respondents whose trip was more than 2 
months were familiar with the program whereas less than 33% of respondents whose trip 
was less than one month were familiar with the program.  Additionally, a majority of 
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respondents whose trip was more than one month traveled an America’s Scenic Byways 
route this year.  Almost 18% of respondents whose trip was less than one month had last 
traveled an America’s Scenic Byways 5 or more years ago. 
  
Profile of RV Travelers  
Respondents whose trips are longer are more likely to have membership in an RV club.  
Almost 60% of respondents whose trip length was less than 1 month have no RV club 
membership.  More than 75% of respondents whose trip length was 31-60 days have RV 
club membership and 87% of respondents whose trip length was more than 61 days have 
club membership.   A longer trip length also correlates with an increase in the number of 
club memberships.  

 
Those who travel for 30 days or less are more likely to be on their first ever RV trip and are 
less likely to have engaged in RVing for 20 or more years.   
 
Respondents traveling for a lengthier time frame used more technology.  More than 75% of 
those traveling more than 2 months report use of Internet, laptop computers, digital 
cameras, and cell phones; almost 50% report use of navigation system/GPS and wireless 
connection on any device.  All trip lengths report high use of digital cameras and cell 
phones.  Over 60% of respondents who have a trip length of 31-60 days report use of 
Internet and Laptop computers.  More than 85% of respondents whose trip was 31-60 days 
report use of digital cameras and cell phones. 

 
A majority of travelers have a valid passport.  Those whose trip length is more than 61 days 
are more likely to have a valid passport. 
 
Those who take longer trips are slightly more likely to be male and are older.    More than 
89% of travelers whose trip was more than 61 days are 55-74 years in age.  A quarter of 
respondents whose trip length was less than one month are employed full time compared to 
1.3% of those who take trips 61 days or longer.  Long term travelers are less likely to have 
incomes over CAN$100,000.  Trip lengths of 61 days or longer are predominately US 
citizens.  
 
Mean comparisons  
Those who travel longer spend more time in British Columbia, Prince George, Prince 
Rupert, Fort Nelson, Stewart/Hyder, Liard Hot Springs and other destinations. However, 
those with shorter trip lengths spend a larger portion of their entire trip in NBC and BC.  
 
Shorter RV trips are more likely to include children. 
 

6.3 Summary of Survey Results 

The RVers in the sample were serious RVers in that they have large vehicles, travel for long 
periods in their RVs, are members of one or often more RV clubs, and have been RVing for 
many years. When staying overnight they mostly stay at private RV parks but also public 
parks. Technologies such as cell phones, digital cameras, laptop computers, Internet, wireless 
Internet and navigation systems/GPS are frequently used by these RVers.  Many participate 
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in rallies. They mostly find out about these through their RV clubs. Rally decisions are to a 
great extent based on the location and the attractions the destination offers. 
 
On their trip to/through Dawson Creek, BC, most traveled in groups of 2 adults with no 
children. A majority of them was headed to Alaska and only spent a limited time in British 
Columbia. Of the time spent in British Columbia, most was spent in Northern BC. Neither 
the BC inside passage ferry accident nor high gas prices had an influence on their trip.  
Popular travel activities during the trip were visiting museums and historic sites, visiting 
parks, walking, hiking or cycling, shopping, and taking cruises and boat trips.  
 
The surveyed RVers plan their trips long in advance but the planning seems to be mostly 
concentrated on the general route. Return dates and especially activities are flexible. The 
Milepost guide, word of mouth, visitor information centers and RV related sources are the 
most important information sources which inform the trip planning process. 
 
Great RVing destinations are those which provide natural settings, scenery and lots to do 
and see, especially outdoor and cultural activities.  Also a must is a good selection of high 
quality, full service, and well-managed campgrounds. Being able to reach the destination and 
its attractions on good, safe roads with a large RV is also an issue. RV friendliness is 
important, as are low prices and good information/signage.  
 
RVers in the sample are older, well-educated, retired and have moderate to high incomes. 
Most of them have a passport.  
 
Several differences exist between RVers who travel in caravans and those who travel 
independently.  Caravan travelers are more committed RVers in that they have larger RVs, 
travel longer in their RVs, use technology more extensively when RVing, are more likely to 
park in membership parks, are more likely to use RV clubs as information sources, more 
likely recognize Quartzsite, Elkhart and Livingston as RV capitals, and are more likely to 
participate in rallies. Organized entertainment at rallies is more important to them.  
 
US RVers are different from Canadian RVers in that they are more likely to travel in their 
own Class A motor homes, more likely to list Alaska as their primary destination, are more 
likely to boondock as well as stay at private and membership parks, and engage in different 
activities than Canadian RVers. They are also more likely to mention Elkhart as the RV 
capital of the world and are more likely to use RV related sources for travel planning. In 
addition, they are more likely to plan their trip long in advance, to travel in caravans and to 
participate in rallies. They are also more familiar with the America's Scenic Byways program. 
Canadian RVers are more likely to stay overnight in public parks, travel to BC as their 
primary destination, and use information sources provided by the tourism bureau of the 
province. Canadian RVers are also more diverse in terms of their socio-demographics.  
 
Longer trips involve greater advance planning but also greater flexibility. Longer trips are 
less influenced by gas prices and more likely involve overnight parking in commercial lots as 
well as membership parks. Longer trips are more likely to be taken by serious RVers and are 
less likely to include children. Those who travel longer spend more time in BC; however, 
those with shorter trip lengths spend a larger portion of their entire trip in BC.  
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7 Overall Findings 

The following summarizes the findings of all three study components: 
 

• RVers seek out RV friendly destinations 
It is important to RVers that destinations cater to their needs and they will actively avoid 
those places which don’t. RV friendliness means welcoming residents and businesses, 
high quality campgrounds with amenities that add to the convenience sought by RVers, 
and good RV-specific information and signage suitable for older RVers with large 
vehicles. Accessibility, safe roads and RV parking are essential. RV friendly are also those 
places which cater to the cultural and historic interests and support outdoor activities as 
well as destinations which allow RVers to enjoy scenic views and feelings of relaxation 
and freedom.  
 
• RVing is a rewarding lifestyle 
RVing is not just a form of accommodation or transportation. It is a lifestyle chosen to 
experience freedom, flexibility and fellowship while enjoying the conveniences of home. 
It is not about money; thus RVers are less influenced by gas prices, especially when they 
RV for extensive periods of time during the year. New experiences, meeting new people 
and self-actualization are aspects which make this lifestyle so appealing.  

 
• RVers plan with room for change 
A majority of RVers engages in often extensive planning long before a trip. Word of 
mouth, Internet, brochures such as the Milepost guide, and RV-related sources are main 
information sources for them. A lot of information search also occurs during the trip as 
most often only the general route is planned and things like where to stay and what to do 
are left open. Thus, wireless Internet, visitor information centers and signage are 
essential for them. They often have primary destinations or routes selected but take time 
to explore places on the way. Thus it is important to them to have a variety of 
campground facilities or boondocking areas available should they choose to stay 
somewhere on the spur of the moment.  

 
• Not all RVers are equal 
RVers seem to differ in terms of the degree of social interactions they seek (e.g. whether 
they travel in groups and interact with other travelers), their commitment to RVing 
(expressed in terms of the size of their RV and membership in RV clubs but also the 
time they spend RVing every year, the length of their trips, and whether they have other 
residences and engage in other forms of travel) as well as the degree to which they plan 
their trips.   

 
• Rallies are not for everyone 
Rallies seem to attract more committed and more social RVers. Location and area 
attractions are important factors which influence rally participation decisions. Rallies 
influence destination image in that they add to the perceived RV friendliness of the 
destination. RV Clubs are the most important source to find out about rallies.  
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• Today’s tent campers are tomorrow’s RVers 
RVing seems to be a natural progression from tent camping and backpacking as one 
becomes older and needs more convenience. Most were already looking at RVs while 
tent camping. The natural evolution of the RVer continues with the purchase of ever 
bigger vehicles. RVs are rewards and also means to persuade spouses to engage in 
RVing. 

 
• RVers are techies 
Technology provides RVers with important travel information and means to 
communicate with family, friends and other RVers. Technology also constitutes a way to 
manage one’s life. Cell phones, digital cameras, laptops, Internet, navigation systems and 
wireless connections are widely used by RVers despite their older age. RVers are very 
technology savvy and want to be able to use their technologies wherever they go. They 
also want destinations and businesses to communicate with them through these 
technological means.  

 
• RVers feel misunderstood 
RVers think that other travelers and even their families often don’t understand why they 
engage in this particular lifestyle and at the same time are envious of their experiences.  
Envy is also falsely provoked by the size of their RVs. They think that local communities 
see them as trailer trash and many do not understand how to cater to them. In addition, 
they believe to be under-recognized by the tourism industry despite their often 
significant positive economic impact on destinations. Finally, RVers think that many 
campgrounds do not recognize changes in RV size, RVer numbers and RVer 
expectations and provide outdated services.  

 
• RVers travel in a variety of ways 
RVers travel in caravans for social purposes but also for some trips to increase the 
feeling of safety, convenience and likelihood to see everything worth seeing. Even those 
who travel independently regularly form ad hoc groups to travel to a specific destination. 
Trip lengths differ considerably among RVers. Some travel exclusively in their RVs while 
others also engage in other forms of travel.  

 

8 Conclusions 

The study methodology proved to be successful in eliciting useful responses from RVers in 
terms of their expectations, motivations and specific behaviors. Several conclusions can be 
drawn from the study findings.   
 
First, RVers are an attractive market as they actively explore destinations by visiting 
attractions, attending events and engaging in various activities. They travel the back roads 
and are open to change their plans if an opportunity to visit a place emerges. They also often 
stay for longer periods of time and buy groceries and gas. Thus, despite their reputation, they 
spend a considerable amount of money at the destination. Most importantly, if they like a 
place they will tell everyone in their extended social network.  
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Second, destinations can only attract RVers if they are RV friendly. RV friendliness often 
evolves around the availability and quality of campgrounds, accessibility in terms of roads 
and parking, catering to the interests of RVers and welcoming attitudes of residents and 
businesses.  Thus, catering to RVers requires infrastructure development without destroying 
the natural beauty, product development and internal marketing and cooperation at the 
destination with stakeholders such as stores, gas stations, campgrounds, and attractions. 
Hosting rallies can also contribute to perceptions of RV friendliness.  
 
Third, destination marketers can only attract RVers if they effectively communicate with 
them. RVers want to be understood, recognized and targeted for marketing purposes. 
Destination Web sites should include RV-specific information (such as where to park, 
accessibility of certain attractions, lists of campgrounds and state/provincial parks, locations 
of RV dump sites, etc.). Brochures should represent RVers. Navigation systems should 
include tourism-specific information such as campground locations. En route information is 
critical to RVers; therefore, communication specifically with RVers also needs to occur 
through visitor centers, signage, and coupon books. Communication appeals should center 
on freedom and fellowship, natural beauty, local culture and activities, RV friendliness, as 
well as opportunities for self-actualization. Moreover, marketing efforts need to recognize 
that the market is not homogenous and different groups of RVers exist.  
 
Fourth, RVers are the best marketers. Word of mouth behavior is critical and should be 
encouraged. Also, opportunities to create online representations of their experiences which 
can be shared with others cater to both their social behavior as well as their engagement with 
and dependence on technology. 
 
Finally, RVers are flexible in their travel plans and actively seek out places which cater to 
their needs, whether these are destinations, attractions or campgrounds. Being able to 
compete for RVers thus requires a deep understanding of their motivations and preferences.  
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For Administrative 
Purposes Only LOCATION:   DATE:   TIME:   SURVEYOR:  
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RV TRAVELER SURVEY 
 
 
Are you traveling with an RV, motorhome, truck camper, camper van, car or truck towing a fifth wheel or other 
kind of trailer for a pleasure trip of more than one day? If YES, we would like you to help us with this study. 
Please complete the following questions to the best of your knowledge.  
 
1.  What type of RV are you traveling with on this trip? 
(Please  one).  
 

‘a Class A Motorhome 

‘b Class B Motorhome 

‘c Class C (mini) Motorhome 

‘d Van Conversion 

‘e Fifth-wheel Trailer 

‘f Travel Trailer 

‘g Folding Tent Camper 

‘h Truck Camper 

‘i Other: _____________________________ 
 

2.  Is your vehicle/trailer owned or leased by someone in 
your travel group, or was it rented for the trip? 
(Please  one). 

 

‘a Owned/ leased (Please skip to Question #4) 

‘b Vehicle and Trailer Rented 

‘c Vehicle Owned/ leased, Trailer Rented. 

‘d Vehicle Rented, Trailer Owned/leased 
 

3.  If your vehicle and/or trailer is rented, where did you 
rent the vehicle/trailer? (Please  one). 

 

‘a Vancouver/Lower Mainland 
‘b Prince George Area 
‘c Okanagan Area (Kamloops/Kelowna) 
‘d Calgary Area 
‘e Edmonton Area 
‘f Whitehorse 
‘g Anchorage 
‘h Seattle 
‘i Other Place: ________________________ 

 
4.  How many weeks/months will you be traveling in your 

RV this year? (Please  one). 
 

‘a Less than 2 weeks 

‘b 3-4 weeks 

‘c 5-11 weeks 

‘d 3-4 months 

‘e 5-7 months 

‘f 8-12 months 
 
 
 

 
5.  Do you consider yourself to be a “full timer" (your RV 

is your primary residence)? (Please  one). 
 

‘ YES            ‘ NO    
 

6.  Are you traveling as part of a caravan tour? (Please 
 one). 

 

‘ YES             ‘ NO    Please skip to Question #7. 
 

If YES, what is the name of the organization/ company 
that organized the tour? (Please fill in the blank). 
 

___________________________________________ 
 
7.  Where do you typically park your RV when spending 
the night? (Please  all that apply). 
 

‘a Commercial Parking Lot (Wal-Mart, etc.) 

‘b Other Boondocking Area 

‘c 
Public Parks (eg Provincial Parks, National Parks, 
Forest Parks) 

‘d Private RV Parks 

‘e Membership or Resort Parks 

‘f Driveway or Yard of Friends/Relatives 

‘g Other:_____________________________ 
 
8.  For how long will you be traveling in your RV on this 

trip? (Please provide your best estimate). 
 

______________ days  
 

9.  How many days will you spend in British Columbia 
on this trip? (Please provide your best estimate). 

 
______________ days  

 
10.  How many days will you spend in Northern British 

Columbia? (Please provide your best estimate). 
 

Prince George:  ______________ days  
 

Prince Rupert:  ______________ days  
 

Dawson Creek:  ______________ days  
 

Fort Nelson:   ______________ days  
 

Stewart/Hyder:  ______________ days  
 

Smithers:   ______________ days  
 

Liard Hot Springs:  ______________ days  
 

Other:   ______________ days  
 

 Total: ______________ days  



 

11.  What is your primary destination on this trip?  
(Please  one). 
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‘a Alaska 

‘b Northern BC 
‘c Yukon 
‘d Other parts of BC 

‘e Alberta 

‘f No specific destination 

‘g Other:_____________________________ 

 
12.  How flexible is your trip in terms of your return 
date? (Please  one). 
 

‘a Inflexible (we must be home on a certain day) 

‘b 
Moderately flexible (we can change our return day 
by 1-7 days) 

‘c 
Very Flexible (we can change our return day by 
more than a week) 

 
13.  How flexible is your trip in terms of your activities? 
(Please  one). 
 

‘a Inflexible (all our activities are planned) 

‘b 
Moderately flexible (most of our activities are 
planned) 

‘c 
Very Flexible (few or none of our activities are 
planned) 

 
14.  How flexible is your trip in terms of your route? 
(Please  one). 
 

‘a Inflexible (route is planned in advance) 

‘b Moderately flexible (some side trips possible) 

‘c Very Flexible (we can change our route) 

 
15.  How far in advance did you plan this trip to/through 

Northern British Columbia? (Please  one). 
 

‘a Less than a week 

‘b 1-3 weeks 

‘c 1-3 months 

‘d 4-6 months 

‘e 7-12 months 

‘f More than a year 

‘g Did not plan in advance (Skip to Question #18) 

 
Did you change your initial travel plans because of the 
ferry accident on BC's Inside Passage?  
(Please  one). 
 

‘ YES             ‘ NO   
 

17.  What information sources did you use to plan this 
trip? (Please  all that apply). 
 

‘a Local/Regional Tourism Bureau Web Site 
‘b Province Tourism Bureau Web Site 
‘c RV Related Web Site 
‘d Other Web Site 
‘e Milepost guide 
‘f Visitor Information Center 
‘g Word of mouth (friends, relatives, etc.) 
‘h Word of mouth (other RVers) 
‘i Own past experience 
‘j Local/Regional Travel Guide/Brochure 
‘k Province Travel Guide/Brochure 
‘l Local/Regional Tourism Bureau 1-800 # 
‘m Province Tourism Bureau 1-800 # 
‘n Travel Magazine 
‘o RV Magazine 
‘p RV Club 
‘q Travel agents, airlines, auto associations 
‘r Media coverage 
‘s Advertising (TV/ Print/ Radio) 
‘t Other (specify) ___________________________ 
‘u Don't know/not applicable 

 
18.  Please tell us about the activities you and/or your 
party have participated/plan to participate in on this trip. 
(Please  all that apply). 
 

‘a Walking, hiking or cycling 

‘b Visit a provincial, state or national park 

‘c Attend an aboriginal or native cultural attraction or event 

‘d Visit an art gallery or studio 

‘e Visit a museum, heritage or historic site 

‘f 
Visit an industrial attraction (BC Hydro Dam, forestry 
mill, etc.) 

‘g Visit a family attraction (mini golf, zoo, etc.) 

‘h Attend a festival, fair or exhibition 

‘i Go golfing or attend a golfing event 

‘j Participate in or attend a sporting event (other than golf) 

‘k Go shopping 

‘l Take a day cruise or boat trip 

‘m Flight-seeing (in an airplane or helicopter) 

‘n 
Unguided outdoor activities (hiking, hunting, fishing, 
rafting, canoeing, horseback riding, wildlife viewing, etc.) 

‘o 
Guided outdoor activities (hiking, hunting, fishing, rafting, 
canoeing, horseback riding, wildlife viewing, etc.) 

‘p Other (specify) _________________________________ 

 
 
 
 
 



 

19.  Please tell us 3 things you think make a great 
RVing destination: 
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1.____________________________________________ 
 
2.____________________________________________ 
 
3. ___________________________________________ 
 
20.  Please tell us 3 things you think make a terrible 
RVing destination: 
 
1.____________________________________________ 
 
2.____________________________________________ 
 
3. ___________________________________________ 
 
 
21.  How would you rate British Columbia as an RVing 

destination? (Please circle one for each). 
 
 
a) BC compared to Alaska: 
 

Worse Somewhat 
Worse Same Somewhat 

Better 
Much 
Better 

Don't 
Know 

1 2 3 4 5  
 
 
b) BC compared to the Yukon Territory: 
 

Worse Somewhat 
Worse Same Somewhat 

Better 
Much 
Better 

Don't 
Know 

1 2 3 4 5  
 
 
c) BC compared to Alberta: 
 

Worse Somewhat 
Worse Same Somewhat 

Better 
Much 
Better 

Don't 
Know 

1 2 3 4 5  
 
 
d) BC compared to Atlantic Canada: 
 

Worse Somewhat 
Worse Same Somewhat 

Better 
Much 
Better 

Don't 
Know 

1 2 3 4 5  
 
22.  Which of the following places would you most likely 

associate with the slogan "RV Capital of the World"? 
(Please  one). 

 
‘a Quartzsite, AZ 

‘b Elkhart, IN 

‘c Livingston, TX 

‘d Dawson Creek, BC 

‘e Other: _____________________________ 

 
 
 
 

23.  In how many organized RV rallies do you plan to 
participate in 2006? (Please fill in a number). 

 
______________ total # of rallies in 2006 
 

‘  Please check here if you did/will not attend any RV rallies 
in 2006. (Skip to Question #27) 

 
24.  How do you typically find out about interesting 

rallies? (Please  all that apply). 
 
‘a RV Club publication/newsletter 

‘b Other RVers 

‘c Internet 

‘d Print advertising in RV related magazines 

‘e Other: _____________________________ 
 
25.  Which of the following influences your decision to 

participate in a rally most? (Please  one). 
 
‘a Location 

‘b Area attractions 

‘c Vendors 

‘d Seminars offered 

‘e Organized entertainment 

‘f Medical services 

‘g RV repair facilities nearby 

‘h Other: _____________________________ 
 
26.  Have you heard of or seen advertising for the 

Midwest RV Supershow and Rally 2006 in Elkhart 
County, Indiana?  (Please  one). 

 

‘ YES            ‘ NO    
 
27. Are you familiar with the America's Scenic Byways 

Program? (Please  one). 
 

‘ YES            ‘ NO (Skip to Question #29)    
 
28.  When was the last time you traveled an America's 

Scenic Byways route? (Please  one). 
 

‘a This year 
‘b Last year 
‘c 2-4 years ago 
‘d 5 or more years ago 
‘e Never 

 
29.  Has the price of gas influenced your vacation plans 

this summer? (Please circle one). 
 

Not At All A Little Moderately Much Very Much 

1 2 3 4 5 

 



37.  What is your age? (Please  one). Finally, we have some questions about yourself. 
  
30.  What RV clubs (up to four clubs) are you currently a 
member of?  (Please fill in the blanks). 

‘a Under 24 years 

‘b 25-34 years 

‘c 35-44 years 

‘d 45-54 years 

‘e 55-64 years 

‘f 65-74 years 

‘g 75 years or older 

 

‘  Please check here if you are not a member of any RV Club 
 

NAME OF RV CLUB Length of 
membership 

1. _______________________________ ______ Years 

2. _______________________________ ______ Years 

3. _______________________________ ______ Years 

4. _______________________________ ______ Years 

 
38.  What is your employment status? (Please  one). 
 
‘a Employed Full-time 

‘b Employed Part-time 

‘c Self-Employed 

‘d Retired 

‘e Student 

‘f Homemaker 

‘g Unemployed 

‘h Other: _____________________________ 

 
31.  When did you start RVing? (Please  one). 
 

‘a This is my first RV trip 

‘b 1-4 years ago 

‘c 5-9 years ago 

‘d 10-14 years ago 

‘e 15-19 years ago 

‘f 20 or more years ago 
 

39.  What is the highest level of education that you have 
completed? (Please  one).  

32.  Before you started RVing, did you tent camp or 
backpack on vacations?  (Please  one). 

 

‘a Less than high school 

‘b High School 

‘c Some technical college or University 

‘d College or Technical Diploma 

‘e University Degree 

‘f Masters/PhD degree 

‘g Other:_____________________________ 

 

‘ YES            ‘ NO    
 
33.  Including yourself, how many people are in your 

travel party? (Please fill in a number for both). 
 

_______Adult(s)    _______Child(ren) under 18 
 
34.  Do you use any of the following whilst RVing? 

(Please  all that apply). 
 

40.  Please indicate your annual household income 
before tax in Canadian dollars (Please  one).  

‘a Internet 

‘b Laptop computer 

‘c Digital camera 

‘d Handheld device (Palm pilot, Blackberry) 

‘e Cell phone 

‘f Camera phone 

‘g Navigation system/GPS 

‘h In-vehicle safety/security system (OnStar) 

‘i MP3 Player (iPod, etc.) 

‘j Portable DVD player 

‘k Satellite radio 

‘l Wireless connection on any device 

 

‘a 0-$20,000 

‘b 20,001- $40,000 

‘c 40,001-$60,000 

‘d $60,001-$80,000 

‘e $80,001-$100,000 

‘f Over $100.000 
 
41.  Where do you live? If you are a full-timer, where is 

your vehicle registered? 
  

BRITISH 
COLUMBIA CANADA USA OTHER 

COUNTRIES 

City: 
 
 

 

Province: 
 
 
 

State: 
 
 
 

Country: 
 
 
 

 
35.  Do you have a valid passport?  (Please  one). 
 

‘ YES            ‘ NO    
 
36. What is your gender? (Please  one).  
 

THANK YOU FOR YOUR PARTICIPATION IN THIS STUDY! ‘ MALE            ‘ FEMALE      
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RV-Related Behaviors and Characteristics 
 

Type of RV Used Type of RV Used 

0,5

4,5

0,7

14,5

24,5

1,3

8,6

2,6

42,9

0 5 10 15 20 25 30 35 40 45

Class A Motorhome

Class B Motorhome

Class C Motorhome

Van Conversion

Fifth-Wheel Trailer

Travel Trailer

Folding Tent Camper

Truck Camper

Other

Percent of Respondents

 
 

Vehicle/trailer Vehicle/trailer 
owned/leased or rentedowned/leased or rented

Vehicle or 
trailer rented

1.7%

Vehicle and 
trailer rented

1%

Owned/
Leased
97.3%

27.3

9.1

9.1

54.5

0 10 20 30 40 50 60

Calgary area

Edmonton area

Seattle

Other

Rental LocationRental Location

Other: Borrowed from sister,
East Wenatchee, Washington,
Elkhart, Quebec, Terrace

Percent of Respondents Percent of Respondents Who Rented
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How many weeks/months will you be How many weeks/months will you be 
traveling in your RV this year?traveling in your RV this year?

1.1

3.9

22.9

28.1

25.2

18.9

0 5 10 15 20 25 30

Less than 2 weeks

3-4 weeks

5-11 weeks

3-4 months

5-7 months

8-12 months

Percent of Respondents

 
 

No
82.6% Yes

17.4%

Do you consider yourself to be a full timer?Do you consider yourself to be a full timer?

Percent of Respondents
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No
60.9%

Yes
39.1%

Are you traveling as part of a caravan group?Are you traveling as part of a caravan group?

Percent of Respondents

 
 

Caravan NameCaravan Name

4

22.1

1.5

1.1

5.5

3.3

18

11.4

0.7

0.4

0.4

0.7

13.2

10

7.7

0 5 10 15 20 25

Private group

Adventure

Airstream

Alaska Discovery

Beaver Ambassador

Camping World

Fantasy Tours

Good Sam

President Club

Reality Tours

Recreation Club Mgt

Scamps Org

Tracks

WBCCI

Winnebago

Percent of Respondents Who Traveled as part of a caravan tour
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Where do you typically park your RV?Where do you typically park your RV?

2,5

15,5

22,5
88,1

49,6

14,4

28

0 10 20 30 40 50 60 70 80 90

Commercial parking lot

Other boondocking area

Public parks

Private RV parks

Membership/Resort parks

Driveway/yard of
friends/relatives

Other

Percent of Respondents

Other: Military Bases, Leased lot, 
Own garage, Rest areas/Truck stops

 
 

 

RV Club RV Club 
MembershipMembership

Yes 
78%

No
22%

Yes
59.7%

No
40.3%

Membership in Membership in 
more than one clubmore than one club

Percent of Respondents Percent of Respondents who have a club membership
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Top 25 RV ClubsTop 25 RV Clubs

1

1.2

1.8

2

2.6
3

3

3.3

4.9

6.8

13.2

36.3

0 5 10 15 20 25 30 35 40

Good Sam

FMCA 

Passport America

Escapees

WBCCI-Airstream

KOA

W.I.T.(Winnebago)

Coast to Coast

Beaver Ambassador

Thousand Trails

AAA

RPI

Percent of Responses

 
 

Top 25 RV Clubs (Con.)Top 25 RV Clubs (Con.)

0.4
0.5

0.5

0.6
0.6

0.6
0.6

0.7

0.7
0.7

0.8

0.9
1

0 5 10 15 20 25 30 35 40

Explorer

Monaco International

Western Horizon

AOR

FQCC

Holiday Rambler
Allegro

Camping World

Leaping Lion

Coachman Caravan

Freight Liner

ROD

Discovery Owners

Percent of Responses
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Length of RV Club MembershipLength of RV Club Membership

2.3

5.7

3.9

12.9

25.9

10.6

11.2

16.3

10.7

0.5

0 5 10 15 20 25 30

Less than 1 year

1 to less than 2 years

2 to less than 3 years

3 to less than 4 years

4 to less than 5 years

5 to less than 10 years

10 to less than 15 years

15 to less than 20 years

20 to less than 30 years

30 years or more

Percent of Responses

Mean: 6.9 Years
Median: 5 Years

 
 

When did you start When did you start RVingRVing??

40.2

8

11

16.1

20.4

4.3

0 5 10 15 20 25 30 35 40 45

This is my first RV trip

1-4 years ago

5-9 years ago

10-14 years ago

15-18 years ago

20 or more years ago

Percent of Respondents
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No
36.9%

Yes
63.1%

Before you started Before you started RVingRVing, , 
did you tent camp or backpack?did you tent camp or backpack?

Percent of Respondents

 
 

Technology used whilst Technology used whilst RVingRVing

6.8

9.4

10.9

14.9

22.9

24.2

37.3

41.2

67.2

68.7

85.7

94.2

0 10 20 30 40 50 60 70 80 90 100

Cell phone

Digital camera

Laptop computer

Internet

Navigation system/GPS

Wireless connection

Portable DVD

Satellite radio

Camera phone

Handheld service

Vehicle safety system

MP3 player

Percent of Respondents
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Trip Behavior 
 

How long will you be traveling How long will you be traveling 
in your RV on this trip?in your RV on this trip?

3.2

7.1

13.2

23.4

7.6

14

12.8

6.7

3.1

3.2

2.5

1.6

0.3

0 5 10 15 20 25 30

1-4 days

5-7 days

8-14 days

15-21 days

22-30 days

31-42 days

43-56 days

57-60days

61-70 days

72-90 days

91-120days

121-180 days

181 or more

Percent of Respondents

Mean: 80.2 days
Median: 70 days

 
 

RV Trip Length SummarizedRV Trip Length Summarized

61 days or 
longer
55.2%

31-60 days
33.6%

1-30 days
11.2%

Percent of Respondents
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How many days will you spend How many days will you spend 
in British Columbia?in British Columbia?

0.5

2.6

1.6

12.4

21.8

36.1

14.7

7.5

1.6

0.5

0 5 10 15 20 25 30 35 40

1 day

2 days

3-4 days

5-7 days

8-14 days

15-21 days

22-30 days

31-42 days

43-62 days

63 days or more

Percent of Respondents

Mean: 15.5 days
Median: 12 days

 
 

Portion of Time Spent in BC/NBCPortion of Time Spent in BC/NBC

68.5

15.8

24.1

0 10 20 30 40 50 60 70

Portion of BC time spent in
NBC

Portion of trip spent in NBC

Portion of trip spent in BC

Average Percentage
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How many days will you spend How many days will you spend 
in Northern British Columbia?in Northern British Columbia?

0.2

0.4

0.6

3.4

9.5

36.4

26.5

17.3

4.3

1.4

0 5 10 15 20 25 30 35 40

0.5-1 day

1.1 to less than 3 days

3-4 days

5-7 days

8-14 days

15-21 days

22-30 days

32-42 days

43-62 days

63 days or more

Percent of Respondents

Mean: 9.5 days
Median: 8 days

 
 

How many days will you spend How many days will you spend 
in Prince George?in Prince George?

0,2

2,7

10,9

21

26,2

39,2

0 5 10 15 20 25 30 35 40

0 days

0.1-1 days

2 days

3-4 days

5-7 days

8 days or more

Percent of Respondents

0 days = traveled through or did not travel to/near the destination

Mean: 1.2 days
Median: 1 day
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How many days will you spend How many days will you spend 
in Prince Rupert?in Prince Rupert?

0,1

0,5

1,9

5,4

7,6

84,4

0 10 20 30 40 50 60 70 80 90

0 days

0.1-1 days

2 days

3-4 days

5-7 days

8 days or more

Mean: 0.3 days
Median: 0 days

Percent of Respondents

0 days = traveled through or did not travel to/near the destination

 
 

How many days will you spend How many days will you spend 
in Dawson Creek?in Dawson Creek?

1,8

8,5

25,9

40,3

20,9

2,6

0 5 10 15 20 25 30 35 40 45

0 days

0.1-1 days

1.1-2 days

3-4 days

5-7 days

8 days or more

Mean: 3 days
Median: 2 days

Percent of Respondents

0 days = traveled through or did not travel to/near the destination
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How many days will you spend How many days will you spend 
in Fort Nelson?in Fort Nelson?

0,1

0,2

2

15,4

57,8

24,5

0 10 20 30 40 50 60

0 days

0.1-1 day

2 days

3-4 days

5-7 days

8 days or more

Mean: 1 day
Median: 1 day

Percent of Respondents

0 days = traveled through or did not travel to/near the destination

 
 

How many days will you spend How many days will you spend 
in Stewart/in Stewart/HyderHyder??

0,1

0,6

9,7

17,5

18,8

53,2

0 10 20 30 40 50 60

0 days

0.1-1 days

2 days

3-4 days

5-7 days

8 days or more

Mean: 0.9 days
Median: 0 days

Percent of Respondents

0 days = traveled through or did not travel to/near the destination
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How many days will you spend How many days will you spend 
in in SmithersSmithers??

0,2

0,1

1,9

6,6

13,8

77,6

0 10 20 30 40 50 60 70 80

0 days

0.1-1 days

2 days

3-4 days

5-7 days

8 days or more

Mean: 0.3 days
Median: 0 days

Percent of Respondents

0 days = traveled through or did not travel to/near the destination

 
 

How many days will you spend How many days will you spend 
in Liard Hot Springs?in Liard Hot Springs?

0,2

0,6

1,3

10,4

27

60,5

0 10 20 30 40 50 60 70

0 days

0.1-1 days

2 days

3-4 days

5-7 days

8 days or more

Mean: 0.6 days
Median: 0 days

Percent of Respondents

0 days = traveled through or did not travel to/near the destination
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How many days will you spend How many days will you spend 
at other NBC destinations?at other NBC destinations?

9,8

5,4

9

6,4

5,3

64,1

0 10 20 30 40 50 60 70

0 days

0.1-1 days

2 days

3-4 days

5-7 days

8 days or more

Mean: 2.2 days
Median: 0 days

Percent of Respondents

0 days = traveled through or did not travel to/near the destination

 
 

 

What is your primary destination What is your primary destination 
on this trip?on this trip?

4

1,1

0,9

0,8

2,3

4

86,9

0 10 20 30 40 50 60 70 80 90

Alaska

Northern BC

Yukon

Other parts of BC

Alberta

No specific destination

Other

Percent of Respondents

Other; Combination of above (58%), 
US (15%), Other Canada(21%), 
Cold or The West (6%)
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Participation in Activities on this TripParticipation in Activities on this Trip

4.8
5

9.5

11.6
20

23.8

25
32.6

38.1

39
46

64.9

64.9

65.7
74.9

81.1
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Visit a museum, heritage or historic site
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Walking, hiking or cycling

Go shopping

Take a day cruise or boat trip

Unguided outdoor activities

Visit an art gallery or studio
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Attend a festival, fair or exhibition
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Visit a family attraction (mini golf, zoo)
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Other
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Train ride 18.4%, 
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Scenery/photographs 13.2%, 
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through 2.6%

 
 

Travel Party SizeTravel Party Size
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1.8
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95.1
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1.2

0.6
5.5

4.4
80.5

4.3

0 10 20 30 40 50 60 70 80 90 100

3 or more

2
1

0

10 or more

           7-9
6
5

4
3
2
1

Percent of Respondents

Number of 
Adults

Number of 
Children

Adults Mean: 3.2 
Median: 2 

Children Mean: 0.08
Median: 0
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No
98.8% Yes

1.2%

Did you change your initial travel plans Did you change your initial travel plans 
because of the ferry accident because of the ferry accident 

on BCon BC’’s Inside Passage?s Inside Passage?

Percent of Respondents

 
 

Influence of gas prices on vacation Influence of gas prices on vacation 
plansplans

32

26.3

26.5

7.8

7.4

0 5 10 15 20 25 30 35

Not at all

A little

Moderately

Much

Very much

Percent of Respondents
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Trip Planning 
 

How far in advance did you plan this trip?How far in advance did you plan this trip?

2.6

28.2

24

24.2

13.3

4.2

3.4

0 5 10 15 20 25 30 35

Less than a week

1-3 weeks

1-3 months

4-6 months

7-12 months

More than a year

Did not plan in advance

Percent of Respondents

 
 

How flexible is your trip How flexible is your trip 
in terms ofin terms of…….?.?

16,4

33,3

50,3

5,4

40,5

54,1

23,2

44,8

32

0 10 20 30 40 50 60

Return Date

Activities

Route

Very flexible
Moderately flexible
Inflexible

Percent of Respondents
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Information Sources Used for PlanningInformation Sources Used for Planning

1,3
2,5

3,8
5,4
6,2

7,5
8,6

14,7
17,9

19,9
21,2
21,8
22,4
22,5

23,5
30,6

35,9
36,4

38,4
39,3

65,6

0 10 20 30 40 50 60 70

Don't know/not applicable
Media coverage

Advertising
Province tourism bureau 1-800 #

Local/regional tourism bureau 1-800 #
Travel agent, airlines, auto associations

Other
Other web site

Province tourism bureau website
Travel magazine

Local/regional tourism bureau website
Local/regional travel guide/brochure

Province travel guide/brochure
Own past experience

RV club
RV related website

RV magazine
Visitor information center

Word of mouth (other RVers)
Word of mouth (friends, relatives)

Milepost guide

Percent of Respondents

Other: Planned by caravan 
71.6%, Books/literature 7.4%, RV 
rally/show 9.0%, 
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Perceptions of RV Destinations 
 

Aspects of Great RV DestinationAspects of Great RV Destination

0.2
0.5
0.5

0.9
0.9

1
1.1
1.2
1.2

1.5
1.5
1.7

2
2.5

3
3.1

3.9
4.4
4.4

5.1
5.7

6.6
12.4

14.5
19.5

0 3 6 9 12 15 18 21

Scenery 
Activities 

Amenities of campgrounds 
Other campground users

Cultural/ historic 
Roads/access

RV Park
Cleanliness/Maintenance

Weather
Wildlife 

Location 
Economic 

Large, spacious 
Feelings of liberty

Available information 
Quiet 

Modern capabilities
Newness, discovery 

Shopping 
Welcoming 

Parking 
Geography

Safety
Signage 

Animal friendly 

Percent of Responses

 
 

Aspects of Terrible RV DestinationAspects of Terrible RV Destination

2,0
0,3

1,2
1,4
1,5
1,5
1,6
1,7
1,9

2,4
4,0

4,6
5,7

6,3
6,6

7,0
8,6

11,7
12,5

17,5

0 5 10 15 20 25

Poor campground quality
Poor accessibility

Poor or no campground amenities
Bad weather

Poor attitudes of people
Poor park supervision

Boring - lack of activities
Too expensive

Noise and light pollution
Poor accommodation

Poor city infrastructure
Wildlife problems

Commercial tourism
Lack of wilderness

Poor or no information
Poor use by others

Vehicle problems
Poor security

Poor caravan qualities
Other

Percent of Responses
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BC as an BC as an RVingRVing destination compared todestination compared to……

0.6
10.6

57.7
16

15.1

0
5.1

53.4

27.114.4

1.2
6.5

60.1
21.9

10.3

1.1
8.6

58.1
21.5

10.8

0 10 20 30 40 50 60 70

Alaska

Yukon

Alberta

Atlantic Canada

Much better
Somewhat better
Same
Somewhat worse
Worse

Percent of Respondents Who Rated BC as an RVing destination

 
 

RV Capital of the WorldRV Capital of the World

24.9

11.8

3.2

25.2

34.8

0 5 10 15 20 25 30 35 40

Quartzsite, AZ

Elkhart, IN

Livingston, TX

Dawson Creek, BC

Other

Percent of Respondents
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RV capital of the world other specifiedRV capital of the world other specified

27

17,6

17,6

14,5

8,8

5

5

3,8

1,3

0 5 10 15 20 25 30 35

Don't know/Not sure

Various other US destinations

Florida

Other Arizona

Other Canada

Other Texas

Alaska

California

All of the above

Percent of Responses
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RV Rally Participation 
 

RV rally RV rally 
participation 2006participation 2006

No
37.5%

Yes
62.5%

2.8

1

2.3

1.3

5.1

4.5

7.1

11.9

25.4 38.6

0 10 20 30 40

1

2

3

4

5

6

7

8

9

10 or more

Percent of Respondents Percent of Respondents Who Attended 
Rallies in 2006

Number of rallies Number of rallies 
attendedattended

 
 

How do you typically find out about How do you typically find out about 
interesting rallies?interesting rallies?

1.8

38.8

17.8

38.1

82.5

0 10 20 30 40 50 60 70 80 90

RV Club

Other RVers

Internet

Print Advertising

Other

Percent of Respondents Who Participate in Rallies

Other: TV, Other Magazine 
and Tour operator
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Influence on Rally DecisionInfluence on Rally Decision

1.4

5.6

6.1

7.8

12.8

17.2

27.2
76.7

0 10 20 30 40 50 60 70 80

Medical services

RV repair faciliities nearby

Other

Vendors

Organized entertainment

Seminars offered

Area attractions

Location

Other: Friends(40%), 
People(17%), Date(11%), 
Wagon master(11%),
Membership in Club(6%),
Price(6%), Weather(6%),
WBCCI Oriented(6%).

Percent of Respondents Who Participate in Rallies

 
 

No
81.3% Yes

18.7%

Have you heard of or seen advertising for the Have you heard of or seen advertising for the 
Midwest RV Midwest RV SupershowSupershow and Rally 2006 in Elkhart?and Rally 2006 in Elkhart?

Percent of Respondents Who Participate in Rallies

 
 
 
 

 70



 

RVer Profile 
 

Familiar with AmericaFamiliar with America’’s s 
Scenic Byways ProgramScenic Byways Program

No
54.6% Yes

45.4%

4

3.2

9.9

20.5

62.4

0 20 40 60 80

This year

Last year

2-4 years ago

5 or more
years ago

Never

Percent of Respondents

When was the last time you When was the last time you 
traveled a Scenic Byways traveled a Scenic Byways 

route?route?

Percent of Respondents who are familiar with the 
scenic byways program

 
 

 

No
18%

Yes
82%

Do you have a valid passport?Do you have a valid passport?

Percent of Respondents
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Male
56% Female

44%

GenderGender

Percent of Respondents

 
 

AgeAge

5.2

43.4

40.9

7.6

2

0.6

0.4

0 5 10 15 20 25 30 35 40 45

Under 24 years

25-34 years

35-44 years

45-54 years

55-64 years

65-74 years

75 years or older

Percent of Respondents
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Employment StatusEmployment Status

0.5

0.6

1.3

0.1

84.7

3.8

3.3

5.8

0 10 20 30 40 50 60 70 80 90

Employed full time

Employed part time

Self-employed

Retired

Student

Homemaker

Unemployed

Other

Percent of Respondents

 
 

EducationEducation

3.2

21.9

23.3

18.3

20.1

13.2

0 5 10 15 20 25

Less than high school

High school

Some technical college or
University 

College or Technical diploma

University degree

Masters/Ph.D degree

Percent of Respondents
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Annual household incomeAnnual household income

18.2

15.4

24.1

25.3

13.8

3.2

0 5 10 15 20 25 30

$0-$20,000

$20,001-$ 40,000

$40,001-$60,000

$60,001-80,000

$80,001-$100,000

Over $100,000

Percent of Respondents

Amounts are in Canadian Dollars and before tax

 
 

International
0.8%

Canadian
15.3%

US
79.7%

ResidenceResidence

International: England, 
France, Germany, 
Netherlands, UK

Percent of Respondents
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Where do you live? Canadian ProvinceWhere do you live? Canadian Province

1

2

9.7

23

1.3

2

36

25

0 5 10 15 20 25 30 35 40

AB

BC

MB

NS

ON

QC

SK

YT

Percent of Canadian Respondents

 
 

Where do you LiveWhere do you Live--BC CityBC City

2
2
2

2

2

2
7

2

9
2

4

2

2
2

4

0 1 2 3 4 5 6 7 8 9 10

Abbotsford

Armstrong

Burnaby

Cloverdale

Enderby

Fauquier

Fort Nelson

Fraserlake

Fort St. John

Kamloops

Kelowna

Kitimat

Langley

Lumby

Malahat

Percent of BC Respondents
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Where do you LiveWhere do you Live--BC CityBC City

6

4
2
2
2
2

7
2

4

2

4

7
2

2

4
2

0 1 2 3 4 5 6 7 8 9 10

Merritt

Nanaimo

Oliver

Penticton

Prince George

Quesnel

Rock Creek

Salmon Arm

Sechelt

Surrey

Terrace

Vancouver

Vernon

White Rock

Williams Lake

Not Specified

Percent of BC Respondents

 
 

Where do you live?Where do you live?--US StateUS State

0.2

0.6

1.1

3.3

1.3

1.8

1.3

11.2

0.3

0.6

4.5

9.9

4.4

1.3

1.8

2

0 1 2 3 4 5 6 7 8 9 10 11 12

AK

AL

AR

AZ

CA

CO

CT

DE

FL

GA

IA

ID

IL

IN

KS

KT

Percent of US Respondents
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Where do you live?Where do you live?--US StateUS State

0.8

0.6

0.5

0.5

0.2

1.3

1.5

0.5

2

1.6

4.1

1

0.5

0.8

0.5

0.2

0 1 2 3 4 5 6 7 8 9 10 11 12

KY

LA

MA

MD

ME

MI

MN

MO

MS

MT

NC

ND

NE

NH

NJ

NM

Percent of US Respondents

 
 

Where do you live?Where do you live?--US StateUS State

0.6

0.3

1.3

5.2

0.3

1.5

0.5

6.5

1.1

4.5

1.8

4

2.1

3.6

2.4

2.3

0 1 2 3 4 5 6 7 8 9 10 11 12

NV

NY

OH

OK

OR

PA

SD

TN

TX

UT

VA

VT

WA

WI

WV

WY

Percent of US Respondents
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DIX C - Comparison of  RVer Groups
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Caravaners vs. Independents1 

 Traveler  Type of RV

What type of RV are you traveling with on this trip? Independent Caravan 

 (%) (%) 
       Class A Motorhome

e 
 

 Motorhome 
nversion 1.7 0.6 

l Trailer 

Camper 
Camper 6.4 1.5 

31.7 60.5 
       Class B Motorhom
       Class C (mini)

3.5 
8.7 7.5 

1.2 

       Van Co
       Fifth-whee 30.2 16.0 
       Travel Trailer 15.9 12.7 
       Folding Tent 1.2 0 
       Truck 
       Other 0.8 0 

 

 Type of RV Traveler 

How many weeks/months will you be traveling in your RV this 
Independent Caravan 

year? 
 (%) (%) 
       Less than 2 weeks 
       3-4 weeks 

     3-4 months 

s 

1.7 0 
6.0 0.6 

       5-11 weeks 30.5 11.4 
  26.2 30.9 
       5-7 months 18.4 34.8 
       8-12 month 17.1 22.2 

 

 Type of RV Traveler 

Where do you typically park your RV when spending the night? Independent Caravan 
 (%) (%) 
Public parks   

No 42.1 63.0 
Yes  57.9 37.0 

Membership/resort parks   
No 81.8 71.1 
Yes  18.2 28.9 

 

 Type of RV Traveler 

What is your primary destination on this trip? Independent Caravan 

 (%) (%) 
       Alaska 79.5 98.2 
     thern BC 6.6 0 
     3.9 0 
       Other parts of BC 1.4 0 
       Alberta 1.4 0.3 
     ecific destination 1.7 0 
       Other 5.6 1.5 

  Nor
  Yukon 

  No sp

                                                 
1 Only results significant at the p<0.05 level are reported 
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 Type of RV Traveler 

How flexible is your trip? Independent Caravan 

 (%) (%) 
Return date   
       

       Very flexible 
Acti

2.6 9.9 
       rately flexible 
       

  
       ible 
       

46.0 10.7 

Inflexible 14.9 18.2 
       Moderately flexible 29.8 39.1 

55.2 42.7 
vities   

       Inflexible 
Mode 20.3 71.7 
Very flexible 77.1 18.3 

Route 

Inflex 10.5 42.6 
Moderately flexible 43.5 46.6 

       Very flexible 

 
 

 of RV Trav Type eler 

How  plan this trip? Independent Caravan  far in advance did you

 (%) (%) 
        week 
       

15.9 9.4 
       onths 
       

24.7 33.9 
       ot plan in advance 

Less than a 5.2 0.3 
1-3 weeks 6.0 1.2 

       1-3 months 
4-6 m 23.3 15.8 
7-12 months 21.7 27.6 

       More than a year 
Did n 3.1 1.8 
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 Type of RV Traveler 

What information sources did you use to plan this trip? Inde n pendent Carava
 (%) (%)
Local/regional tourism bureau website  

Province Tourism Bureau   

21.2 12.6 
Oth

16.7 11.7 
Mile   

50.6 
76.6 49.4 

Visi

 44.6 23.6 
Word of mouth from friends, relatives etc.   

46.2 29.1 
Own past e

29.0 13.2 
Local/regional travel guide/brochure  

25.6 16.3 
Province travel guide/brochure  

Yes  29.0 12.3 
ocal/regional tourism bureau 1-800#  

Yes  
ne  

 
ne  

Yes  38.9 31.9 
   

No 87.7 60.1 
Yes  12.3 39.9 

Other   
No 97.4 82.5 
Yes  2.6 17.5 

 
No 75.8 83 7 .
Yes  24.2 16.3 

 website

No 78.8 
Yes  

87.4 

er website  
No 83.3 

 
88.3 

Yes  
post guide 
No 23.4 
Yes  

tor information centers   
76.4 No 55.4 

Yes 
 

No 53.8 70.9 
Yes  

xperience  
No 

 
71.0 86.8 

Yes  
 

No 74.4 
Yes  

83.7 

 
No 71.0 87.7 

L  
No 92.3 96.0 

7.7 4.0 
Travel magazi  

No 77.8 83.7 
Yes 22.2 16.3 

RV magazi  
No 61.1 68.1 

RV clubs
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 Type of RV Traveler 

What activities have you and/or your party participated/plan to 
participate in on this trip? 

Independent Caravan 

 (%) (%) 
Attend an aboriginal or native cultural attraction or event  

 
 studio  

 

2  13.5 
77.5 86.5 

traction (BC Hydro Dam, forestry mill etc.)  
71.3 
28.7 

58.9 74.9 
Tak ruise or boat trip  

 
irplane or helicopter)  

 

24.4 45.6 

 
No 69.4 49.5 
Yes 30.6 50.5 

 Visit an art gallery or

No 65.7 53.5 
Yes 34.3 46.5 

Visit a museum, heritage or historic site   
No 2.5
Yes  

dustrial atVisit an in

No 77.3 
Yes  22.7 

Go shopping   
No 41.1 25.1 
Yes  

 e a day c

No 48.1 14.7 
Yes 51.9 85.3 

 Flight-seeing (in an a

No 82.8 65.7 
Yes 17.2 34.3 

Guided outdoor activities    
No 75.6 54.4 
Yes  

 
 Type of RV Traveler 

Has the price of gas influenced your vacation plans? Independent Caravan 

(%) (%)  
       Not at all 28.4 37.6 

   A little 25.6 27.7 
     Moderately 

    
  26.8 26.1 
       Much 
       Very much 

9.3 5.4 
9.9 3.2 
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 Type of RV Traveler 
How would you rate British Columbia as an RVing destination? Independent Caravan 

BC as an RVing destination compared to Alaska (%) (%) 
Worse  

what worse 
26.6 18.8 

       what better 
 better 

54.6 66.6 
BC as an RVing destination compared to Yukon Territory 

se  
2.2 1.4 

       Same 22.4 15.2 
       what better 

 better 
58.0 72.1 

C as an RVing destination compared to Alberta  

4.3 4.3 
       
       what better 

8.1 3.7 
       
BC as an  compared to Atlantic Canada  

Worse  0.4 0.3 
   Somewhat worse 

0 0.7 
       Some 4.7 3.8 
       Same 

Some 7.3 5.5 
       Much 6.9 4.8 
       Don’t know 

  

Wor 0 0 
       Somewhat worse 

Some 11.9 6.6 
       Much 5.6 4.8 
       Don’t know 
B  

Worse  1.3 0 
       Somewhat worse 

Same 37.0 42.5 
Some 16.7 11.0 

       Much better 
Don’t know 

RVing destination

32.7 38.5 
 

    1.7 5.5 
       Same 20.3 22.6 
       Somewhat better 8.7 6.8 
       Much better 5.2 1.7 
       Don’t know 63.5 63.0 

 
 Type of RV Traveler 

Which place would you most likely associate with the slogan “RV 
Capital of the World”? 

Independent Caravan 

 (%) (%) 
     artzsite, AZ 34.5 35.6 
     t, IN 21.7 31.1 
     , TX 2.1 4.5 
      Creek, BC 13.7 8.3 
       Other  28.1 20.5 

  Qu
  Elkhar
  Livingston
  Dawson

 

 83



 

 
 Type of RV Traveler 
 Independent Caravan 

No plans to attend RV rallies in 2006? (%) (%) 
No  14.4 73.3 

       Yes 85.6 26.7 
Do you find out about RV rallies from an RV Club?  

75.9 85.8 
Do a  influence on rally decision? 

84.3 68.3 
       

 influence on rally decision?  

 
No  24.1 14.2 

       Yes 
rea attractions have an   

No  
Yes 15.7 31.7 

Does organized entertainment have an  

No  92.6 
7.4 

84.7 
15.3        Yes 

  
  of RV TravType eler 

Do you have membership in an RV Club? Independent Caravan 

RV Club Membership   

Yes  68.5 92.3 
7.7 

embership in more than one club  
No 44.5 
Yes  

No 31.5 
M  

34.9 
65.1 55.5 

 
  of RV TravType eler 

When did you Independent Caravan  start RVing? 

 (%) (%) 
      my first RV trip 6.5 0.9 
       1-4 years ago 20.2 20.1 
       5-9 years ago 15.5 17.4 
       10-14 years ago 10.0 12.8 
       15-19 years ago 7.9 8.5 
       20 or more years ago 39.9 40.2 

  This is
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 Type of RV Traveler 

What technology was used whilst RVing? Independent Caravan 

 (%) (%) 
Internet   

No 38.5 
61.5 

24.6 
75.4 

er  

 

83.2 89.5 

/GPS  

 

 
nnection on any device   

6  56.0 

Yes  
Laptop comput  

No 38.1 21.2 
Yes 61.9 78.8 

Digital camera   
No 16.8 10.5 
Yes  

Cell phone  
No 

 
2.2 8.2 

Yes  91.8 97.8 
Navigation system  

No 64.3 50.5 
49.5 Yes 35.7 

Satellite radio  
No 

 
81.2 71.1 

Yes 18.8 28.9 
Wireless co  

No 7.3
Yes  32.7 44.0 

 
 

  of RV TravType eler 

 Independent Caravan 

Do y ort? ou have a valid passp   
No 23.4 9.4 
Yes  76.6 90.6 
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 Type of RV Traveler 

Demographic information  Independent Caravan 

Age   
       Under 24 years 0.6 0 
       25-34 years 1.0 0 
       35-44 years 3.3 0 
       45-54 years 9.6 4.6 
       55-64 years 42.2 38.7 
       65-74 years 37.3 53.1 
       75 years or older 6.1 3.7 
Employment status   

Employed full time 8.6 1.5 
Employed part time 3.9 2.4 

       Self-Employed 4.5 2.7 
       Retired 79.8 91.8 
       Student 0.2 0 
       Homemaker 1.8 0.6 
       Unemployed 0.8 0.3 
       Other 0.4 0.6 
Education   
       Less than high school 4.2 1.8 

High school 25.3 16.3 
Some technical college or university 22.7 24.8 
College or Technical Diploma 19.0 17.5 
University Degree 18.8 21.2 
Masters/PhD degree  10.1 18.4 

Origin   
US 71.8 93.3 
Canada  28.2 6.7 

 
 Type of RV Traveler 

What is the length of time spent in the following locations? Independent Caravan 

 Mean Mean  
How many days will you spend in Prince George? 0.87 1.74 
How many days will you spend in Prince Rupert? 0.37 0.16 
How many days will you spend in Stewart/Hyder? 0.60 1.33 
How many days will you spend in Smithers? 0.21 0.56 
How many days will you spend in Liard Hot Springs? 0.69 0.44 
How many days will you spend in other destination? 2.61 1.68 
Portion of trip spent in NBC 0.16 0.14 
Portion of trip spent in BC 0.26 0.22 
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 Type of RV Traveler 

How many people are in your travel party? Independent Caravan 

 Mean Mean  
Travel party-number of adults 2.34 4.44 
Travel party-number of children 0.11 0.04 
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US vs. Canadian RVers2 
 

Origin  

What type of RV are you traveling with on this trip? Canada US 

 (%) (%) 
        A Motorhome 
       

e 
       

l Trailer 22.0 39.4 
       l Trailer 
       

       

Class 49.4 13.5 
Class B Motorhome 1.3 5.8 

       C  C (mini) Motorhomlass 8.2 9.7 
Van Conversion 0.8 3.2 

       Fifth-whee
Trave 13.3 19.4 
Folding Tent Camper 0.8 0.6 

       Truck Camper 3.6 7.7 
Other 0.5 0.6 

 
 Origin 

Is yo d, leased, or rented for this trip? Canada ur vehicle/trailer owne US 

 (%) (%) 
       Owned/leased 98.7 96.0 

   Vehicle and Trailer Rented 0.2 2.0 

Rented, Trailer Owned/leased 

    
       Vehicle Owned/leased, Trailer Rented  1.0 2.0 
       Vehicle 0.2 0 

 
 Origin 
How many weeks/m
year? 

onths will you be traveling in your RV this 
US Canada 

 (%) (%) 
       Less than 2 weeks 0.2 3.2 

ks 
eeks 16.2 49.4 

   3-4 months 20.2 16.9 
   5-7 months 28.4 11.7 

     8-12 months 23.2 6.5 

       3-4 wee
       5-11 w

1.9 12.3 

    
    
  

 
 Origin 

 U  Canada S
 (%) (%) 
Do you consider yourself to be a full timer? 

 20.3 11.0 
ing as part of a caravan group? 

  
No 79.7 89.0 
Yes 

Are you travel   
No 55.1 87.1 
Yes  44.9 12.9 

                                                 
2 On lts significant at the p<0.05 level are reported ly resu
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 Origin 

Where do you typically park your RV when spending the night? US Canada 

 (%) (%) 
Commercial parking lot 

 
ing area  

46.6 65.8 
parks   

No 10.6 17.4 
Yes  

embership/resort parks  
7  89.9 

Yes  26.4 10.1 

  
No 69.8 81.9 
Yes 30.2 18.1 

Other boondock   
No 
Yes 

84.5 
15.5 

90.6 
9.4  

Public parks   
No 53.4 34.2 
Yes  

Private RV 

89.4 82.6 
M  

No 3.6

 
 

Origin  

What is your primary destination on this trip? US Canada 

 (%) (%) 
       Alaska 96.7 47.1 
       Northern BC 0.5 17.6 
       Yukon 0.3 9.8 
       Other parts of BC 0 4.6 
       Alberta 0.2 4.6 
       No specific destination 0 5.9 
       Other 2.4 10.5 

 
 
 Origin 

How flexible is your trip? US Canada 

 (%) (%) 
Return date   
       Inflexible 13.8 26.0 
       Moderately flexible 33.1 35.1 
       Very flexible 53.1 39.0 
Activities   
       Inflexible 5.0 6.0 
       Moderately flexible 43.5 28.2 
       Very flexible 51.5 65.8 
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 Origin 

How far in advance did you plan this trip? US Canada 

 (%) (%) 
       Less than a week 2.2 9.2 

2.5        1-3 weeks 
       

24.5 21.6 
       hs 
       

in advance 1.6 5.9 

11.1 
1-3 months 13.0 15.0 

       4-6 months 
7-12 mont 25.9 17.0 
More than a year 30.2 20.3 

       Did not plan 

 
Origin  

 US Canada 

 (%) (%) 
Did you change initial travel plans because of the ferry accident? 

  

No 99.5 96.6 
Yes  0.5 3.4 
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 Origin 

What information sources did you use to plan this trip? US Canada 
 (%) (%)
Province Tourism Bureau website  

8  73.6 
 

RV r

6  76.4 
 

Mile   
26  60.1 

 
Visi

6  48.6 
 

Wor Vers  
5  75.7 

 
Province travel guide/brochure  

7  63.5 
 

Local/regional tourism bureau 1-800#  
9  87.8 

 
Prov 00#  

9  88.5 
 

RV m zine  
 5  79.7 

 
RV c

No 73.1 86.5 
Yes  26.9 13.5 

Other   
No 90.7 95.9 
Yes  9.3 4.1 

 
No 3.3
Yes 16.7 26.4 
elated website   
No 6.5
Yes 33.5 23.6 
post guide 
No .9
Yes 73.1 39.9 

tor information centers   
No 6.5
Yes 33.5 51.4 
d of mouth from other R  
No 6.8
Yes 43.2 24.3 

 
No 9.7
Yes 20.3 36.5 

 
No 5.0
Yes 5.0 12.2 
ince tourism bureau 1-8  
No 6.3
Yes 3.7 11.5 
aga  

No 8.8
Yes 41.2 20.3 
lubs   
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Origin  

What activities have you and/or your party participated/plan to 
US Canada 

participate in on this trip? 
 (%) (%) 
Visit provincial, state or national park 

 
or native cultural attraction or event  

 

ng  

 
e or boat trip  

3  52.6 
 47.4 

irplane or helicopter)  

or activities 

Yes  49.4 37.7 
uided outdoor activities    

63.9 79.9 

ther 

 

  
No 22.5 35.1 
Yes 77.5 64.9 

Attend an aboriginal  
No 59.6 70.8 
Yes 40.4 29.2 

Visit a museum, heritage or historic site   
No 15.9 26.6 
Yes  84.1 73.4 

Go shoppi  
No 32.0 45.5 
Yes 68.0 54.5 

Take a day cruis  
No 0.3
Yes 69.7 

Flight-seeing (in an a  
No 71.8 92.9 
Yes  28.2 7.1 

Unguided outdo   
No 50.6 62.3 

G

No 
Yes  36.1 20.1 

O   
No 96.0 90.9 
Yes 4.0 9.1 
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 Origin 
How would you rate British Columbia as an RVing destination? 

US Canada 

BC as an RVing destination compared to Alaska (%) (%) 
Worse  

       
what better 

60.0 62.4 
BC as an RVing destination compared to Alberta  

se  
4.7 4.2 

       
what better 

5.1 13.9 

 RVing destination compared to Atlantic Canada 
Worse  0.5 0 

   Somewhat worse 2.9 2.8 
   Same 

       Somewhat better 

t know 

0.4 
5.1 

0 
0.7        Somewhat worse 

Same 25.4 14.9 
       Some 5.6 

3.5 
9.2 
12.8        Much better 

       Don’t know 
 

Wor 0.5 2.1 
       Somewhat worse 

Same 38.2 41.0 
       Some 13.2 18.8 
       Much better 
        know Don’t 38.3 20.1 
BC as an   

    
    18.3 32.6 

8.6 
2.7 

6.9 
9.0        M  better uch

Don’       66.9 48.6 
 
 

 Origin 

Which place would you most likely associate with the slogan “RV 
rld”? C  Capital of the Wo US anada

 (%) (%) 
       Quartz
       Elkhar

site, AZ 34.7 34.2 
t, IN 30.1 6.8 

     Livingston, TX 3.7 0   
       Dawson Creek, BC 
       Other  

8.1 23.9 
23.4 35.0 
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 Origin 
 US C a anad

No plans to attend RV rallies in 2006? (%) (%) 
No  41.6 17.1 

       
out RV rallies from an RV Club?  

       
 about RV rallies from other information sources?  

0.9 11.1 
Does location have an influence on rally decision?  

80.2 57.1 
Have you heard or seen advertising for the Midwest RV Supershow 
and 

78.3 95.9 
       

Yes 58.4 82.9 
Do you find out ab  

No  14.6 38.9 
Yes 85.4 61.1 

Do you find out  

No  99.1 88.9 
       Yes 

 
No  19.8 42.9 

       Yes 

Rally 2006 in Elkhart? 
No  
Yes 21.7 4.1 

 

Origin  

 C  US anada

Are you familiar with the America’s Scenic Byways Program? (%) (%) 
No  47.7 81.6 

       Y

hen was the last time you traveled an America’s Scenic Byways Route? 
This year 64.3 29.6 

       Last year 20.8 29.6 
       2-4 years ago 9.3 18.5 
       5 or more years ago 1.6 18.5 
       Never 4.0 3.7 

es 52.3 18.4 

W

 

 Origin 

Do you have a membership in an RV Club? US Canada 

RV Club Membership (%) (%) 
Yes  86.4 44.8 
No 13.6 55.2 
   

Membership in more than one club   
No 38.0 56.9 
Yes  62.0 43.1 
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 Origin 

What technology was used whilst RVing? US Canada 

 (%) (%) 
Internet  

2  
 

er  

 

 16.8 
m/GPS  

72.8 
 

io  

 
Wire

 
No 8.0 53.1 
Yes 72.0 46.9 

Laptop comput  
No 24.1 59.9 
Yes 75.9 40.1 

Digital camera   
No 
Yes  

11.2 
88.8 

23.8 
76.2 

Cell phone  
No 

 
3.0 15.6 

Yes  97.0 84.4 
Camera phone   

No 86.2 93.2 
Yes 6.8 

Navigation syste  
No 55.6 
Yes 44.4 27.2 

Satellite rad  
No 75.4 88.4 
Yes 24.6 11.6 
less connection on any device    
No 
Yes  

58.5 
41.5 

78.9 
21.1 

 

 95



 

 
 Origin 

Demographic information  US Canada 

Age (%) (%) 
       Under 24 years 0 1.3 
       25-34 years 0.5 1.3 
       35-44 years 1.4 5.2 
       45-54 years 6.0 14.2 
       55-64 years 40.9 41.9 
       65-74 years 46.1 29.7 
       75 years or older 5.1 6.5 
Employment status   

Employed full time 4.0 12.9 
Employed part time 2.5 6.5 

       Self-Employed 2.5 7.7 
     Retired 88.7 69.0 

0 0.6 

   
   Less than high school 1.0 13.1 

High school 19.2 28.8 
Some technical college or university 25.8 16.3 
College or Technical Diploma 16.7 26.1 
University Degree 21.8 11.1 
Masters/PhD degree  15.6 4.6 

Annual house hold income (CAN$)   
0-$20,000 2.5 7.4 
$20,001-$40,000  12.2 16.7 
$40,001-$60,000  24.3 28.7 
$60,001-$80,000  25.4 20.4 
$80,001-$100,000  17.0 11.1 
Over $100,000 18.6 15.7 

  
       Student 
       Homemaker 1.1 2.6 
       Unemployed 0.6 0 
       Other 0.5 0.6 
Education
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 Origin 

What is the length of time spent in the following locations? Canada US 

 Mean Mean  
For how long will you be traveling in your RV on this trip? 8 5

u spend in British Columbia? 1 18
u spend in Prince George? 1.29 1.00 

d in Prince Rupert? 0.27 0.41 
ll you spend in Stewart/Hyder? 0.96 0.55 

ou spend in Smithers? 0.33 0.29 
 will you spend in Liard Hot Springs? 0.60 0.66 

 spend in other destination? 2.16 2.64 
ent in NBC 0 0.2

f trip spent in BC 0. 0.4

6.5 2.0 
How many days will yo 4.9 .5 
How many days will yo
How many days will you spen
How many days wi
How many days will y
How many days
How many days will you
Portion of trip sp .13 9 
Portion o 20 3 

 
 gin Ori

How many people are in your travel party? US Canada 

 Mean Mean  
Travel party-number of adults 3 2.

 children 0 0.0
.28 23 

Travel party-number of .09 9 
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Comparison by Trip Length3 

Trip Length 

 
 

What type of RV are you traveling with on this trip? 1-30 days 31-60 days 
61 days or 

longer 
 (%) (%) (%) 
       Cl 23.7 39.1 50.3 

4.3 2.9 1.7 
me 10.8 12.9 5.4 

       3.2 1.8 .7 
29.0 24.4 23.5 
18.3 12.2 14.4 

       Folding 2.2 1.1 .2 
       Truck 7.5 5.4 3.5 

   Other 1.1 .2 

ass A Motorhome 
e        Class B Motorhom

        C (mini) MotorhoClass
Van Conversion 

       Fifth-wheel Trailer 
       Tr Trailer avel 

 Tent Camper 
Camper 

    .4 
 

Tri p Length 

Is your vehicle/trailer owned, leased, or rented for 1-30 da
31-60 days 

61 days or 
lothis trip? 

ys 
nger 

 (%) (%) (%) 
Owned/leased 93.2 97.4 98.4 

 4.5 1.5 0 
trailer rented 2.3 .8 1.6 

/leased 0 .4 

Vehicle and trailer rented
Vehicle owned/leased, 
Vehicle rented, trailer owned 0 

 

 Trip Length 

How many w
th

eeks/months will you be traveling in your RV 
is year? 

1-30 days 
61 days or 

longer 
31-60 days 

 (%) (%) (%) 
       Less than 2 weeks 7.5 .4 0 
       3-4 weeks   

s .7 .4 6.1 
s   

  
  

29.0 1.1 .4 
       5-11 week 38 43
       3-4 month 14.0 26.2 33.1 
       5-7 months 4.3 11.5 38.3 
       8-12 months 6.5 17.6 22.0 

 

 Trip Length 

 1-30 days 31-60 days 
61 days or 

longer 
 (%) (%) (%) 
Are you traveling as part of a caravan group?    

No 96.7 56.6 54.8 
Yes  3.3 43.4 45.2 

 

                                                 
3 Only results significant at the p<0.05 level are reported 
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 Trip Length 

Where do you typically park your RV whe
night? 

n spending the 
1-30 days 31-60 days 

61 days or 
longer 

 (%) (%) (%) 
Commercial parking lot 

 
s 

No 91.2 79.7 73.2 
Yes  8.8 26.8 

   
No 85.7 74.6 67.9 
Yes 14.3 25.4 32.1 

Private RV park    
No 17.6 8.3 12.1 
Yes  82.4 91.7 87.9 

Membership/resort parks    

20.3 
 

 Trip Length 

What is your primary destination on this trip? 1-30 days 31-60 days 
61 days or 

longer 
 (%) (%) (%) 
       Alaska 40.9 90.3 95.9 
       Northern BC 

       Other parts of BC 5.4 0 .2 
       Alberta 4.3 .7 .4 
       No specific destination 5.4 0 .2 
       Other 15.1 3.6 2.0 

23.7 1.8 .4 
       Yukon 5.4 3.6 .9 

 
 Trip Length 

How flexible is your trip? 1-30 days 31-60 days 
61 days or 

longer 
 (%) (%) (%) 
Return date    
       Inflexible 33.3 16.8 12.3 
       Moderately flexible 35.5 40.4 29.4 
       Very flexible 31.2 42.9 58.3 
Route    
       Inflexible 33.3 23.4 21.0 
       Moderately flexible 34.4 49.3 44.8 
       Very flexible 32.3 27.3 34.2 
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 Trip Length 

How far in advance did you plan this trip? 1-30 days 31-60 days 
61 days or 

longer 
 (%) (%) (%) 
       Less than a week 

       
23.7 29.0 22.1 

       months 
       

2.2 1.8 2.8 

9.7 1  .4 2  .8
       1-3 weeks 16.1 2.5 2.4 

1-3 months 22.6 16.1 9.6 
       4-6 months 

7-12 14.0 24.7 25.8 
More than a year 11.8 24.4 34.4 

       Did not plan in advance 

 
 Trip Length 

Has ced your vacation plans? 1-30 days 31-60 days 
61 days or 

longer 
 the price of gas influen

 (%) (%) (%) 
       t all 
       

37.9 24.3 25.4 
        
       1

Not a 32.2 25.5 36.3 
A little 8.0 32.3 26.8 

       Moderately 
Much 11.5 9.1 5.9 
Very much 0.3 8.7 5.7 
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 Trip Length 

What information sources did you use to plan this trip? 1-30 days 31-60 days 
61 days or 

longer 
 (%) (%) (%)
RV related website    

No 85.6 70.2 65.5 
Yes  14.4 29.8 34.5 

Milepost guide    

Own

60  80.4 78.8 
 

Local/regional travel guide/brochure  
91  80.0 74.8 

 
Travel magazine  

94  80.0 77.1 
 

RV zine  
82  69.5 56.8 

 
RV 

94  77.8 71.3 
 

No 61.1 32.4 29.6 
Yes  38.9 67.6 70.4 

Word of mouth from other RVers    
No 85.6 66.5 53.0 
Yes  
 past experience 

14.4 
 

33.5 
 

47.0 
 

No .0
Yes 40.0 19.6 21.2 

  
No .1
Yes 8.9 20.0 25.2 

  
No .4
Yes 5.6 20.0 22.9 

maga   
No .2
Yes 17.8 30.5 43.2 

club    
No .4
Yes 5.6 22.2 28.7 
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Trip Length  

What activities have you and/or your party 
1-30 days 31-60 days 

61 days or 
longer participated/plan to participate in on this trip? 

 (%) (%) (%) 
Walking, hiking or cycling

No 
 

 
 or national park  

 
r event  

8  64.4 55.0 

t gallery or studio 

itage or historic site 

5 7 81.7 86.4 
raction 

 or exhibition 

Go shopping    
No 51.1 30.0 

48.9 62.9 

No 83.7 

 

door activities 

No 84.8 64.7 65.4 
Yes  15.2 35.3 34.6 

Other    
No 88.0 95.0 96.9 
Yes  12.0 5.0 3.1 

   
51.1 33.1 31.6 

Yes 48.9 66.9 68.4 
Visit provincial, state   

No 43.5 25.5 21.3 
Yes 56.5 74.5 78.7 

Attend an aboriginal or native cultural attraction o   
No 5.9
Yes  14.1 35.6 45.0 

Visit an ar    
No 73.9 62.2 56.8 
Yes 26.1 37.8 43.2 

Visit a museum, her   
18.3 

 
13.6 No 41.3 

Yes 8.
Visi strial att

No 
t an indu    

90.2 78.4 69.3 
Yes 9.8 21.6 30.7 

Attend a festival, fair    
No 92.4 83.1 75.2 
Yes 7.6 16.9 24.8 

37.1 
Yes  

Take a day cruise or boat trip 
70.0 

   
29.5 27.9 

Yes  16.3 70.5 72.1 
Flight-seeing    

No 98.9 77.0 70.4 
Yes  1.1 23.0 29.6 

Guided out    
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 Trip Length 

How would you rate British Columbia as an RVing 
estination? 1-30 days 31-60 days 

61 days or 
d longer 

BC as an RVing destination compared to Alaska (%) (%) (%) 
Worse  0 

       what worse 2.4
 31 2

7.1 6.0 6.1 
        better 14

t know 45 5
 
0 

what worse 2.4
18.3 18.3 

       what better 14
 better 12.

     Don’t know 42.2 64.7 67.6 
C as an RVing destination compared to Alberta   

Worse  1.2 1.2 
       Somewhat worse 

hat better 20.0 13.5 13.9 
        better 

t know 

.4 .2 
Some  5.2 4.4 

       Same .0 3.9 22.0 
       Somewhat better  

Much .3 5.6 4.6 
       Don’ .2 9.0 62.7 
BC as an RVing destination compared to Yukon   

Worse  
       Some

0 
1.6 

0 
1.7  

       Same 28.9 
Some .5 9.1 8.9 

       Much 0 6.3 3.5 
  

B  
.5 
4.6 3.5 3.6 

       Same 
       Somew

35.3 38.5 40.5 

Much 15.3 6.0 4.8 
       Don’ 24.7 37.3 35.7 

 
 Trip Length 

Which place would you most likely associate with the 
al of the World”? 

1-30 days 31-60 days 
61 days or 

longer slogan “RV Capit
 (%) (%) (%) 
       Quartzsite, AZ 24.7 35.5 37.2 

, IN 22.9 29.4 
    2.7 3.5 3.1 

     Dawson Creek, BC 26.0 8.1 

       Elkhart 11.0 
   Livingston, TX 

  13.4 
       Other  35.6 24.7 22.1 
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 Trip Length 

 
1-30 days 31-60 days 

61 days or 
longer 

No plans to attend RV rallies in 2006? ) (%) (% (%) 
No  5.8 34.7 

4.2  
ut RV rallies from an RV Club?  

.4  
6.9  

Do you find out about RV rallies from other RVers?    
No  92.3 59.4 

       Yes 7.7 34.7 40.6 
e Midwest RV Supe  

ally 2006 in Elkhart? 

       0  

46.0 
       Yes 9 65.3 54.0 
Do you find out abo   

No  23.1 25 13.0
       Yes 7 74.6 87.0 

65.3 

Have you heard or seen advertising for th rshow and
R

No  93.0 83.9 78.6 
Yes 7. 16.1 21.4 

 
Trip Length  

 
1-30 days 31-60 days 

61 days or 
longer 

Are you familiar with the America’s Scenic Byways 
Program? (%) (%) (%) 

No  67.4 62.7 46.1 
       Yes 32.6 37.3 53.9 
When was the last time you traveled an 
Ame rogram? 

28.6 54.0 69.3 
       
       

17.9 3.0 1.7 
       r 

rica’s Scenic Byways P
 

This year 
Last year 25.0 29.0 17.0 
2-4 years ago 25.0 11.0 7.5 

       5 or more years ago 
Neve 3.6 3.0 4.6 

  
 Trip Length 

Do you have membership in a RV Club? 1-30 days 31-60 days 
61 days or 

longer 
RV Club Membership    

Yes  40.5 76.4 87.0 
 

Membership in more than one club    
No 73.5 47.2 33.2 
Yes  26.5 52.8 66.8 

No 59.5 23.6 13.0 
    

 
 

 104



 

 Trip Length 

When did you start RVing? 1-30 days 31-60 days 
61 days or 

longer 
 (%) (%) (%) 
       y first RV trip 1
      rs ago 1

12 15.0 17.8 
go 9 12.8 10.4 
go 9 8.8 6.8 
ears ago 3 4

This is m 3.2 4.4 2.0 
 1-4 yea 7.6 18.6 21.8 

       5-9 years ago .1 
       10-14 years a .9 
       15-19 years a .9 
       20 or more y 7.4 0.5 41.2 

 
 Trip Length 

What technology was used whilst RVing? 1-30 days 31-60 days 
61 days or 

longer 
 (%) (%) (%) 
Internet    

No 
Yes 

64.8 
35.2 

38.5 
61.5 

23.3 
76.7  

r  
6 37.4 21.3 

 36.4 62.6 78.7 

2

Cell

Nav GPS  
 86  61.1 50.9 

 
Wireless connection on any device  

No 77.3 70.7 53.8 
Yes  22.7 29.3 46.2 

Laptop compute   
No 3.6 
Yes 

Digital camera    
No 6.1 14.1 11.3 
Yes  73.9 85.9 88.7 

 phone    
No 12.5 5.6 4.2 
Yes  87.5 94.4 95.8 
igation system/   
No .4
Yes 13.6 38.9 49.1 

   

 
 Trip Length 

 1-30 days 31-60 days 
61 days or 

longer 
Do you have a valid passport?    

No 41.3 15.5 14.3 
Yes  58.7 84.5 85.7 
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 Trip Length 

Demographic information  1-30 days 31-60 days 
61 days or 

longer 
Gender (%) (%) (%) 

Female 45.7 
54.3 50.5 

2

Employed part time 6.5 5.4 1.3 
     Self-Employed 8.7 3.2 3.1 

     Retired 55.4 91.6 
0 0 

       Homemaker 
     Unemployed 

Annual house hold income (CAN$)    
0-$20,000 4.5 1.1 3.4 
$20,001-$40,000  18.2 17.1 11.2 
$40,001-$60,000  21.2 22.5 27.6 
$60,001-$80,000  19.7 24.1 25.2 
$80,001-$100,000  10.6 11.8 18.3 
Over $100,000 25.8 23.5 14.3 

Origin    
US 45.2 78.3 91.0 
Canada 54.8 21.7 9.0 

49.5 39.9 
Male 60.1 

Age    
       Under 24 years 0 .4 .4 
       25-34 years 3.3 0 .4 
       35-44 years 6.5 1.4 .4 
       45-54 years 3.9 7.9 4.4 
       55-64 years 
       65-74 years 

29.3 
25.0 

45.5 
41.2 

40.1 
49.2 

       75 years or older 12.0 3.6 4.9 
Employment status  

Employed full time 25.0 
 

5.8 
 

1.3 

  
  84.2 
       Student .2 

1.3 3.3 .4 
  0 .7 .7 
       Other 1.1 .4 .4 
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 Trip Length 

What is the length of time spent in the following locations? 
1-30 days 31-60 days 

61 days or 
longer 

 Mean Mean Mean  
How many days will you spend in British Columbia? 8.2 12.62 17.91 
How many days will you spend in Prince George? .77 1.00 1.42 
How many days will you spend in Prince Rupert? .05 .23 .33 
How many days will you spend in Fort Nelson? .57 1.01 1.07 
How many days will you spend in Stewart/Hyder? .25 .82 1.06 
How many days will you spend in Liard Hot Springs? .29 .55 .65 
How many days will you spend in other destination? 1.37 1.67 2.73 
Total days spent in Northern British Columbia 5.90 8.54 10.78 
Portion of trip spent in NBC .38 .17 .11 
Portion of trip spent in BC .51 .25 .18 

 
 

 Trip Length 

How many people are in your travel party? 
1-30 days 31-60 days 

61 days or 
longer 

 Mean Mean Mean  
Travel party-number of children .26 .05 .06 
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