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What is this report about?
Camping and caravanning holidays were one of the few types
of trip to benefit directly from the impact of recession, with the
number taken in 2009 rising one fifth (including stays at owned
static caravans) and one quarter (excluding such stays). The key
factors behind this increase were a) the fact that the majority of
camping and caravanning holidays are taken in the UK, and 2009
saw a significant shift from overseas holidaymaking to domestic
breaks (the so-called ‘staycation’ trend); and b) the flight to
value evident in consumer’s holiday decisions, with camping and
caravanning trips’ budget positioning making them particularly
attractive in this environment.

What have we found out?
The recession caused a significant boost to the volume of camping
and caravanning holidays. In the UK in 2009 such trips grew one fifth
including stays at owned static caravans and one quarter excluding
such stays.
By volume, the largest segment of the market in the UK is camping,
a position it has consistently held over the last five years. Average
expenditure on such holidays is, however, lower than on all other
types of camping and caravanning trip.
Over 75% of adults who stayed in a tent or caravan on holiday in the
12 months to September 2010 used a personal car or motorbike as
their main method of travel on a holiday in the period.
One in three people report having been on a camping or caravanning
holiday in the last three years. This represents a significant increase
from the result of Mintel’s equivalent exclusive consumer research
conducted in February 2009, when one in five had done so.
By age, 15-24-year-olds are by far the most likely to have taken such
a holiday in the last three years, at between five and six in ten having
done so. This is driven by a greater likelihood (compared to other age
groups) to have camped in a tent on such trips – four in ten have done
so in the period, vs no higher than two in ten of the other age groups.
Good news for operators is the growth forecast for the number of
families and children aged 5-9 (a higher percentage of adults with
kids that age took a camping and caravanning holiday in the last 12
months/three years than that of any other group). Challenges include
an expected fall in the number of pre-/no family lifestage members
- currently the most likely to have taken a camping/caravanning trip
and the least likely to have never taken one and to never want to
- and the ageing UK population, with retirees/older adults the least
likely to have been on such a holiday in the last 12 months/three
years and to be (by far) the most likely to rule themselves out of the
market.
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