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Primary DataPrimary Data
•NSRE – National Survey of Recreation and the 
Environment

•NVUM – National Visitor Use Monitoring

•INFRA – Physical Capital Assets

•NRIS – Natural Resource Information System         

•Census – Demographics

•Heritage

?
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•• Size, distribution, makeup and trends in local and regional Size, distribution, makeup and trends in local and regional 
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•• There are There are equityequity and other social issues associated with every and other social issues associated with every 
decision you make and accounting for them is a responsibility ofdecision you make and accounting for them is a responsibility of
good planninggood planning

•• FragmentedFragmented (compartmentalized) (compartmentalized) decision makingdecision making is easier, but is easier, but 
not betternot better

•• Good planning is Good planning is forward lookingforward looking, based on what could and , based on what could and 
should be, not necessarily what is or has beenshould be, not necessarily what is or has been
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This published 
book examined 
the population, 
demographic, 
urban, rural, 
economic, leisure 
and recreation 
trends of the 
United States. An 
update is 
underway.

***********
*******
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SOURCE



Dominant Socioeconomic Forces Shaping the 
Future of the United States: An Update of 

Footprints

By
H. Ken Cordell1, John C. Bergstrom2, Carter J. Betz1, and Gary T. Green2

Introduction

This chapter is devoted to providing up-to-date summaries of a number of highly important 
social and economic trends that will play a role in the future of the United States and its natural 
resources. The trend topics covered include population growth, changing composition of the 
population, urban growth and sprawl, transition of rural lands, economic growth, consumer 
spending, and recreation demands. This chapter is essentially an abbreviated update of the book 
Footprints on the Land (Cordell & Overdevest, 2001). It is undertaken ……..

1Project Leader and Outdoor Recreation Planner respectively, USDA Forest Service, Southern Research 
Station, Athens, GA.

2Respectively, Professor, Agriculture & Applied Economics, and Assistant Research Scientist, Warnell
School of Forest Resources, University of Georgia, Athens, GA.

Update Coming soon in a book to 

be published through the ISSRM





Including Undocumented (Est.)



Historical and Projected Population in the U.S.Historical and Projected Population in the U.S.
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100.00100.0100.0100.0100.0Total

2.53.33.34.03.5Don’t know

18.321.424.120.021.1Rural area with little new 
development

14.714.715.315.317.617.617.917.916.916.9New residential mixed with 
existing rural houses and farms

11.011.011.511.511.811.87.67.69.99.9Newly developing area where 
building is active

12.717.913.914.314.5Established newer residential 
area

31.222.020.726.524.9Established older residential 
area near downtown

9.68.68.69.79.2Established downtown area

Pacific 
Coast 

(n=616)

Rocky 
Mtns. 

(n=932)

South                       

(n=1342)

North 

(n=2098)

U.S. 

(n=4988)Description of 
Area

Description of the Area Within ½ Mile of Description of the Area Within ½ Mile of 
Where People Live Where People Live 

(Percent of Population)



Percentage Change in Metro Populations Inside and Outside
 of Central Cities: 1990 to 1998
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26 Million 26 Million 
Acres 1982 to Acres 1982 to 

19971997
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Figure 3. Real GDP Per Capita Over Time
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Figure 6. Real Per Capita Personal Consumption Expenditures Over Time
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Figure 9. Personal Consumption Expenditures, Detailed Components: 2002 Current Dollars

0.0 200.0 400.0 600.0 800.0 1000.0 1200.0 1400.0

    Gasoline, fuel oil, and other energy goods       
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    Clothing and shoes

    Motor vehicles and parts

    Household operation
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ARPANET, known today as the Internet, was brought 
online in December 1969, when it initially connected four 
major computers at universities in the southwestern US 
(UCLA, Stanford Research Institute, UCSB, and the 
University of Utah). By January 1971, MIT, Harvard, 
BBN, Systems Development Corp, Stanford, MIT's 
Lincoln Labs, Carnegie-Mellon, and Case-Western 
Reserve University were added. 



FROM THAT SMALL BEGINNING, ………..FROM THAT SMALL BEGINNING, ………..

•From that small beginning in 1969, and then 
growing to just a few hundred users as of 1971

•December 1995 16  million

•November 1997 76  million

•August  1999 195 million

•August 2000 369 million

•August 2001 513 million

Web Sites in 95  (25,000)   Web Sites in 2001 (28,200,000)Web Sites in 95  (25,000)   Web Sites in 2001 (28,200,000)



33.35 millionLatin America

182.67 millionCanada & USA

5.12 millionMiddle East

190.91 millionEurope

187.24 millionAsia/Pacific

6.31 millionAfrica

605.60 millionWorld Total

NUMBER OF USERS AS OF 9-22-02

http://www.nua.com/surveys/how_many_online/
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The first major The first major 
national national 
assessment in assessment in 
the United the United 
StatesStates——The The 
Outdoor Outdoor 
Recreation Recreation 
Resources Resources 
Review Review 
Commission Commission 
(1960)(1960)



The last of the The last of the 
Nationwide Nationwide 
Recreation Recreation 
Surveys was Surveys was 
conducted by the conducted by the 
Park Service in Park Service in 
19821982--83. 83. 
Previous ones Previous ones 
had been had been 
conducted by conducted by 
BOR and HCRS BOR and HCRS 
in 1965, 1972, in 1965, 1972, 
and 1977and 1977.



NSRENSRE
NATIONAL SURVEY ON NATIONAL SURVEY ON 
RECREATION AND THE RECREATION AND THE 

ENVIRONMENTENVIRONMENT
SINCE 1960

THE UNITED STATES’ ONTHE UNITED STATES’ ON--GOING NATIONAL GOING NATIONAL 
RECREATION AND ENVIRONMENTAL RECREATION AND ENVIRONMENTAL 

SURVEYSURVEY



NSRENSRE
•• A sample of over 85,000+ households, from the Keys toA sample of over 85,000+ households, from the Keys to

the Artic National Wildlife Refugethe Artic National Wildlife Refuge
•• Forest Service Research manages the surveyForest Service Research manages the survey
•• Includes nonIncludes non--institutionalized individuals 16 or olderinstitutionalized individuals 16 or older
•• Is the Nation’s onIs the Nation’s on--going recreation and environmental going recreation and environmental 

survey, the 8survey, the 8thth coming next yearcoming next year
•• Interagency sponsorshipInteragency sponsorship——USFS, NOAA, CDC, ERS, USFS, NOAA, CDC, ERS, 

EPA,EPA, NPS, BLM.NPS, BLM.
•• Others involved, Others involved, NFsNFs in the South, National Scenicin the South, National Scenic

Byways, Heritage, Wilderness, Numerous StateByways, Heritage, Wilderness, Numerous State
Agencies, Bicycle Safety, Campaign for America’s Agencies, Bicycle Safety, Campaign for America’s 
Wilderness, NRCS, Montreal Process, …..Wilderness, NRCS, Montreal Process, …..



Outdoor Recreation in American Life
The United States‘ The United States‘ 
onon--going, going, comprecompre--
hensivehensive assessment assessment 
of the trends, of the trends, 
current situation, current situation, 
and likely future of and likely future of 
outdoor recreation outdoor recreation 
demand and supply.demand and supply.

(1999)
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LONG TERM TRENDS SINCE 1960
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39.039.0101042.142.1Swimming in lakes, streams, etc.Swimming in lakes, streams, etc.
31.231.2****44.744.7Viewing wildlifeViewing wildlife
44.144.19946.346.3Visiting historic sitesVisiting historic sites
47.547.57749.949.9Attending outdoor sports eventsAttending outdoor sports events
56.656.64452.152.1SightseeingSightseeing
49.149.15554.754.7PicnickingPicnicking

46.546.58857.457.4Visiting nature centersVisiting nature centers
62.162.12260.760.7Visiting a beachVisiting a beach
61.861.83373.673.6Family gatheringsFamily gatherings
66.766.71183.183.1Walking for pleasureWalking for pleasure

Percent of Percent of 
Population in Population in 
19941994--9595

Rank Order Rank Order 
of Popularity of Popularity 
19941994--9595

Percent of Percent of 
Population 16+ Population 16+ 
Participating in Participating in 
20002000--0101ActivitiesActivities

** Pool swimming was number 6 in 1994-95, but has since been replaced by viewing 
wildlife as one of the top 10 in 2000-01.

Ten Most Popular Activities in 2001 and in 1994Ten Most Popular Activities in 2001 and in 1994--9595



Walk for pleasure  #1Walk for pleasure  #1
Family gatheringFamily gathering
View wildlifeView wildlife
Visit nature centersVisit nature centers
BicyclingBicycling
View/photograph fishView/photograph fish
Day hikingDay hiking
Running or joggingRunning or jogging
PicnickingPicnicking
Attend outdoor Attend outdoor 
concerts, etc.concerts, etc.
View birdsView birds
Developed campingDeveloped camping
Swimming in natural Swimming in natural 
waterswaters
Attend outdoor sports Attend outdoor sports 
eventsevents
Visit historic sitesVisit historic sites

SnowmobilingSnowmobiling
KayakingKayaking
Ice skating outdoorsIce skating outdoors
Mountain climbingMountain climbing
Big game huntingBig game hunting
Saltwater fishingSaltwater fishing
Small game huntingSmall game hunting
Rock climbingRock climbing
Downhill skiingDownhill skiing
Cross country skiingCross country skiing
SailingSailing
Snorkeling or scuba Snorkeling or scuba 
divingdiving
RowingRowing
Migratory bird huntingMigratory bird hunting
SurfingSurfing
Pool swimmingPool swimming
Anadromous fishingAnadromous fishing
CavingCaving

GREATEST GROWTHGREATEST GROWTH LEAST GROWTHLEAST GROWTH

SleddingSledding
Jet skiingJet skiing
Visit arch. sitesVisit arch. sites
Drive offDrive off--roadroad
Coldwater fishingColdwater fishing
Warmwater fishingWarmwater fishing
Soccer outdoorsSoccer outdoors
BackpackingBackpacking
Visit beach or Visit beach or 
watersidewaterside
Horseback ridingHorseback riding
CanoeingCanoeing
Primitive campingPrimitive camping
MotorboatingMotorboating
SnowboardingSnowboarding
Whitewater RaftingWhitewater Rafting

MODERATEMODERATE

Activity Growth in order of Added Number ParticipatingActivity Growth in order of Added Number Participating
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Population Density, 2025
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Heavily Populated Counties Heavily Populated Counties 
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65.565.51.51.51.41.41.81.80.1White Mountain
72.772.70.10.10.70.71.01.02.8Uinta
74.774.71.01.01.41.40.30.36.0Tonto
66.966.90.50.50.30.30.40.42.8Pike-San Isabel
63.363.31.31.30.50.55.75.72.5Mt. Baker-Snoqualmie
72.172.10.10.11.71.70.30.322.922.9Los Padres
66.666.60.80.80.40.41.11.10.1Gifford Pinchot
74.374.36.06.00.00.00.90.92.1Florida
76.876.80.30.32.32.38.88.812.812.8Cleveland
65.065.00.40.42.52.50.50.512.112.1Cibola
69.069.00.30.30.20.20.10.12.1Arapaho Roosevelt
81.081.01.61.61.21.24.64.613.813.8Angeles

Percent of National Forest visitsPercent of National Forest visits

MaleMaleAfrican African 
AmericanAmerican

Native Native 
AmericanAmerican

AsianAsianHispanicHispanicForest

Minority Status and Gender of Visitors to Minority Status and Gender of Visitors to 
Urban National Forests (NVUM data)Urban National Forests (NVUM data)



RPA Regional Borders

 
Negligible
Light
Moderate
Moderately heavy
Heavy

Future Public Natural Land Hotspots 
(2020)

Ambient Population Pressures on Counties with Public Natural Lands



INFORMED DECISIONS USING INFORMED DECISIONS USING 
SOCIAL AND RECREATION DATASOCIAL AND RECREATION DATA

•Population and Demographic Trends

•Urban Growth and Rural Transition

•Economic, Consumer Spending and Internet 
Trends

•General Public Demand (NSRE) and Outdoor 
Recreation on Increasingly  Urban NFs (NVUM)

••Considering What the Public ValuesConsidering What the Public Values

••Summary and DiscussionSummary and Discussion



Who Is That “Public” We So Who Is That “Public” We So 
Often Refer To??Often Refer To??

**********************
•• The publicThe public ranges from the population at large, to ranges from the population at large, to 
local communities to special interestslocal communities to special interests

•• The highest level is the The highest level is the public at largepublic at large. For federal . For federal 
lands, that means the national population.lands, that means the national population. ((National National 
Forests are Forests are firstfirst a National resource, a National resource, secondsecond a regional or local resource, a regional or local resource, 
and and lastlast a special use resource (Remember?, “the greatest good for the a special use resource (Remember?, “the greatest good for the 
greatest number in the long run”))greatest number in the long run”))

•• The next level includes The next level includes regional and local regional and local 
communities.communities. (T(These are communities of place who have interest, hese are communities of place who have interest, 
usually economic, because of nearness to public lands)usually economic, because of nearness to public lands)

•• The third level includes a variety of The third level includes a variety of special interestsspecial interests..
(These are not place bound (they may include wilderness, motoriz(These are not place bound (they may include wilderness, motorized ed 
recreation or commercial interests)recreation or commercial interests)



WHAT DOES THE UNITED STATES’ PUBLIC WHAT DOES THE UNITED STATES’ PUBLIC 
VALUE IN OUR PUBLIC LANDS??VALUE IN OUR PUBLIC LANDS??

•• Provide permits to ranchers for Provide permits to ranchers for grazing of livestockgrazing of livestock such as cattle and sheepsuch as cattle and sheep

•• Maintain public lands for Maintain public lands for future generationsfuture generations to use and enjoyto use and enjoy

•• Provide access, facilities and services for Provide access, facilities and services for outdoor recreationoutdoor recreation

•• Provide Provide quiet, natural placesquiet, natural places for personal renewalfor personal renewal

•• Use and manage public areas in ways that leave them Use and manage public areas in ways that leave them natural in appearancenatural in appearance

•• Emphasize planting/management of trees for Emphasize planting/management of trees for abundant timberabundant timber supplysupply

•• Provide access to Provide access to raw materialsraw materials and products for local industries and and products for local industries and 
communitiescommunities

•• Protect streams and other sources of Protect streams and other sources of clean waterclean water

•• Protect Protect rare, unique or endangeredrare, unique or endangered plant and animal speciesplant and animal species

•• Provide roads, accommodations and services to help local Provide roads, accommodations and services to help local tourismtourism businessesbusinesses

•• Provide information and Provide information and educational serviceseducational services about natural areas, their about natural areas, their 
management and the natural life in themmanagement and the natural life in them



Protect streams and other sources of Protect streams and other sources of 
clean waterclean water

Not at allNot at all ExtremelyExtremely

importantimportant importantimportant

11 22 33 44 55

8   Don't know8   Don't know

9   Refused9   Refused



VALUE DIMENSION 1:VALUE DIMENSION 1:
MANAGE FOR PROTECTIONMANAGE FOR PROTECTION

•• Protect streams and other sources of Protect streams and other sources of 
clean waterclean water

•• Provide habitat and protection for Provide habitat and protection for 
abundant wildlife and fishabundant wildlife and fish

•• Protect rare, unique or endangered Protect rare, unique or endangered 
plant and animal speciesplant and animal species

(Average Score 74.0)(Average Score 74.0)



VALUE DIMENSION 2:VALUE DIMENSION 2:
MANAGE FOR AMENITIESMANAGE FOR AMENITIES

•• Maintain public lands for future generations Maintain public lands for future generations 
to use and enjoyto use and enjoy

•• Provide quiet, natural places for personal Provide quiet, natural places for personal 
renewalrenewal

•• Use and manage forest areas in ways that Use and manage forest areas in ways that 
leave them natural in appearanceleave them natural in appearance

•• Provide information and educational Provide information and educational 
services about public lands, their services about public lands, their 
management and the natural life in themmanagement and the natural life in them

(Average Score = 61.6)



••Provide access, facilities and services for outdoor recreationProvide access, facilities and services for outdoor recreation

••Emphasize planting and management of trees for an Emphasize planting and management of trees for an 
abundant timber supplyabundant timber supply

••Provide access to raw materials and products for local Provide access to raw materials and products for local 
industries and communitiesindustries and communities

••Provide roads, accommodations and services to help local Provide roads, accommodations and services to help local 
tourism businessestourism businesses

••Provide permits to ranchers for grazing of livestock such as Provide permits to ranchers for grazing of livestock such as 
cattle and sheepcattle and sheep
(Average Score = 38.1)

VALUE DIMENSION 3:VALUE DIMENSION 3:
MANAGE FOR OUTPUTSMANAGE FOR OUTPUTS



WHAT OBJECTIVES WHAT OBJECTIVES 
DOES THE PUBLIC DOES THE PUBLIC 

WANT EMPHASIZED IN WANT EMPHASIZED IN 
THE MANAGEMENT THE MANAGEMENT 

OF NATIONAL OF NATIONAL 
FORESTS?FORESTS?



Objectives for Managing National ForestsObjectives for Managing National Forests
(Percent in Nation saying important or very important)(Percent in Nation saying important or very important)

Expanding access for 
motorized vehicles (20%)

Developing trail systems for 
non-motorized rec. (57%)

Developing trail systems for 
motorized uses (29%)

Developing paved 
roads for cars (19%)

Conserving/protecting 
sources of water (91%)

Designating more 
wilderness areas 

(58%)
Preserving resources 
through policies (75%)

Protecting ecosystems/ 
habitats (86%)

Preserving wilderness 
experience (74%)

Expanding commercial 
recreation (28%)

Informing public on potential 
environmental impacts (81%)

Increasing acres in 
public land (53%)



INFORMED DECISIONS USING INFORMED DECISIONS USING 
SOCIAL AND RECREATION DATASOCIAL AND RECREATION DATA

• Population and Demographic Trends

• Urban Growth and Rural Transition

• Economic, Consumer Spending and Internet 
Trends

• General Public Demand (NSRE) and Outdoor 
Recreation on Increasingly  Urban NFs (NVUM)

• Considering What the Public Values

•• Summary and DiscussionSummary and Discussion



SUMMARY POINTSSUMMARY POINTS
• Population is growing as birth rates override death rates, 
expected life spans lengthen, and immigration accelerates

• Population projected to more than double by 2100

• Growth in all regions, all states, almost all urban areas

• Urban growth is rapidly reaching into rural lands where 
our natural resources are located, including both public 
and private natural lands and water

• Usually amenity driven, rural land development and 
settlement makes neighbors of urban workers, national 
forests and other public lands---often close neighbors

• In response, outdoor recreation in the U.S. has been 
persistently growing over the last several decades



SUMMARY POINTS (Cont.)SUMMARY POINTS (Cont.)
• Urban growth patterns are not likely 
to subside---remember our 
“footprints” work and predictions of 
hotspots???

• Between 1982 and  1997, almost 27 million acres of rural 
land were converted to development, reducing the rural 
recreation resource, moving people closer to NFs, etc.  
Increasingly our visitors are ex-urban or non-traditional 
rural
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% Local Length of Stay

• Stays 
are 
short



Population Density, 2025
0-50
51-150
151-400
401-1000
1001+

National Forests
States

Urban Population Growth Urban Population Growth 
Near Near NFsNFs is Accelerating and is Accelerating and 
Likely Will Continue Likely Will Continue 

Population Density by County by 
2025



The Problem with Future Supply
• Accommodating future growth in recreation demands 

will likely fall heavily on public properties and providers
• For federal properties, management of ecosystems and 

recreation are higher priorities, but funding is not 
coming with those priorities

• State lands, especially state parks, are reaching maturity, 
except for high-end development

• Private landowners are continuing to close more land
Landowner Intentions
National South

open more 5% 4%
same 88% 91%
less 7% 5%



Conflicts Among Different Recreation 
Users Are Likely to Grow

• Increasing demands for climbing, off-road vehicle 
use, hiking, horseback riding, motorized land use, 
wildlife viewing, tourism services, etc., etc., are 
likely to create more competition and conflicts for 
public properties,  and  for private owners.

• Broad spectrum of activities likely to be in conflict
as demands grow for water access, trails, 
backcountry, developed sites, and roads.

• There is a tendency for one group (typically 
traditional and non-mechanized) to perceive much 
more conflict than others (non-traditional and 
mechanized).



IDEAS????IDEAS????

39.01042.1Swimming in lakes, streams, etc.Swimming in lakes, streams, etc.

31.2**44.7Viewing wildlifeViewing wildlife

44.1946.3Visiting historic sitesVisiting historic sites

47.5749.9Attending outdoor sports eventsAttending outdoor sports events

56.6452.1SightseeingSightseeing

49.1554.7PicnickingPicnicking

46.5857.4Visiting nature centersVisiting nature centers

62.1260.7Visiting a beachVisiting a beach

61.8373.6Family gatheringsFamily gatherings

66.7183.1Walking for pleasureWalking for pleasure

Percent of Percent of 
Population in Population in 
19941994--9595

Rank Order Rank Order 
of Popularity of Popularity 
19941994--9595

Percent of Percent of 
Population 16+ Population 16+ 
Participating in Participating in 
20002000--0101

ActivitiesActivities

Most of the more 
popular activities do 
not require a lot of 
investment nor 
intensive 
management.  So???

•From humble beginnings, the 
INTERNET has grown to one of  
THE primary communications tool

•December 1995 16  million

•November 1997 76  million

•August  1999 195 million

•August 2000 369 million

•August 2001 513 million

•September 2002 606 million

Most of the folks moving into rural areas are 
on the internet. Influence through info. and 
messaging (segmentation). Maybe????

Can we figure out how to better work with the 
CDC, states, local P&R departments, etc. to 
effectively help meet growing demands????



DECISION DECISION 
SYSTEMSYSTEM

A STEP by STEP APPROACH 
TO MAKING SENSE OF 
DEMOGRAPHIC AND 

DEMAND DATA

One that accumulates One that accumulates 
the informationthe information



THE STEPSTHE STEPS
1.1. Examine Examine population changepopulation change in the region and in the region and 

in your market area (1 ½ to 2in your market area (1 ½ to 2--hour drive)hour drive)
2.2. Summarize overall Summarize overall outdoor recreation outdoor recreation 

participationparticipation, i.e., the “big picture”, i.e., the “big picture”
3.3. Examine of Examine of highest growth activitieshighest growth activities
4.4. See if participation differs by See if participation differs by demographic demographic 

groupgroup & identify expected demographic shifts& identify expected demographic shifts
5.5. Identify Identify activities likely to be most in demandactivities likely to be most in demand

on your forest or area, including current on your forest or area, including current 
visitors visitors 

6.6. Sum up the direction given you by your Sum up the direction given you by your 
population and demand datapopulation and demand data



THE 10 STEPS CONTINUEDTHE 10 STEPS CONTINUED
7.7. Identify Identify niche activitiesniche activities that surround special settings or that surround special settings or 

resources (uniquely suited markets)resources (uniquely suited markets)
8. Identify who will and who will not be served by the results of 

your decisions (Title 6)
9. Overview other suppliers and what they offer in your market 

area
10. Study end results, review public values and identify concerns

needing follow-up and more analysis

A NoteA Note: The analysis for individual : The analysis for individual NFsNFs should also be performed at the regional level to should also be performed at the regional level to 
identify Forests with the greatest demand pressures in the Regioidentify Forests with the greatest demand pressures in the Regionn

_______________________________________________________

We have applied this procedure across all the We have applied this procedure across all the NFsNFs in the South. in the South. 
Provided a 165Provided a 165--Page Report with 115 pages of Page Report with 115 pages of tables and tables and 
charts to each forest. Included in Nationalcharts to each forest. Included in National Tech GuideTech Guide..



GEORGE WASHINGTON NF



INFORMED DECISIONS USING INFORMED DECISIONS USING 
CENSUS AND SURVEY DATACENSUS AND SURVEY DATA

• Population and Demographic Trends

• Urban Growth and Rural Transition

• Economic, Consumer Spending and

Internet Trends

• General Public Demand (NSRE) and Outdoor Recreation 
on Increasingly Urban NFs (NVUM)

• Considering What the Public Values and Discussion

www.srs.fs.fed.uswww.srs.fs.fed.us/trends/trends



National Visitor Use Monitoring 
Project (NVUM)

Objectives of the Project:

Estimate the total number of National Forest Visits 
nationally, regionally, and by forest.

The objective is +/- 15% error rate at the 80% 
confidence level at the Regional and National level

Key elements are consistency & statistical validity

Does not provide visitation estimates for a 
particular site or area on the forest



Need for Credible Use Numbers
Historically, recreation use was estimated by NF 
site and aggregated upwards- unknown statistical 
validity.
Discrepancies with figures from other internal & 
external sources were difficult to defend.
Lack of defensible estimates reduced FS 
credibility with partners.
In 1997 the NFS recreation use number was 
questioned often.  FS needed to improve its 
credibility. The pilot study was approved and 
implemented.



Partners in this effort

NFS - Recreation
NFS- Ecosystem Management
NFS- Wilderness
Southern Research Station 
Missoula Technology & Development
SPRA- Strategic Planning & Assessment



Basic Sample Methodology

Random site selection for sampling
24 hour traffic count or proxy count 
Minimum of 6 hours on-site 
interviewing
If proxy available gathered for ALL 
sites on forest that have proxy, not 
just sampled site



Site stratification

Region 1

Rio Grande NF

Wilderness General Forest Day Use
Developed

Overnight
Developed

On Forest
View Corridors

Off Forest
Recreation

Activity

San Juan NF Arapahoe/Roosevelt NF

Region 2 Region 3 ....

National Forest System



Information Collected

# of people on a Forest that visit 
Wilderness
Average length of stay at site/area
Average length of stay on Forest
Economic expenditure during trip
Satisfaction with site/area
# times in last year used this NF



Information Collected

Average people per car/group
% using Wilderness guided/ unguided
Activities participated in/ major 
activity



NF Visits by RegionR 1 :       1 2 .4

R 2 :      3 8 .5

R 3 :      17 .3  

R 4 :       2 0 .5

R 5 :      2 0 .2

 R 6 :      3 4

R 8 :      2 4 .9

R 9 :      3 4 .2

R 1 0 :        7



Activity Participation

16
8
28
1
39
47

58
35

GW Jeff

142814picnic

340bicycle

682539Drive pleasure

7121OHV use

732356Hike/walk

395439General relax

865795View scenery

632191View wildlife

OuachitaFloridaCaribbeanActivity



Activity Participation

14
11
14
3
1
6
6
19

GW Jeff

6151Dev. camp

91863Nature centers

35230hunt

22172Sports & game

2225horseback

8103Gather products

1480Prim. camp

123525fish

OuachitaFloridaCaribbeanActivity


