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"As travelers put greater emphasis on experiences over
destination, vacations that include outdoor activities can
provide an escape from daily life. Leisurely outdoor
activities appeal to a broader group of vacationers, but
active outdoor activities tend to attract a more dedicated
group of enthusiasts. The opportunity to connect with
others and relax outdoors is likely the biggest draw."

- John Poelking, Leisure & Media Analyst
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Outdoor Activity Motivation
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Family, fun drive people outdoors
Figure 31: Outdoor activity motivation, January 2018
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More involved activities require input
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Hotels remain top lodging choice
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Figure 41: Attitudes toward outdoor activities, January 2018
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Overview
Time outdoors is best in a group
Figure 44: Attitudes toward social outdoor activities, January 2018

Soaking up the outdoors on vacation
Figure 45: Attitudes toward the outdoors, January 2018

Parents want to spend the day outside with kids
Figure 46: Attitudes toward the outdoors, by parental status, January 2018
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Appendix - The Market
Figure 47: Outdoor activity participation and growth, by number of participants, 2015-16
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