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INTRODUCTION
Lake Berryessa Market Area Survey

Purpose and Objectives

The California State University, Chico Survey Research Center designed and implemented a Lake Berryessa
market area survey for the Bureau of Reclamation. This survey was designed to 1) identify water-based
recreation participation patterns of people living within 100 miles or a 2 hour driving radius of the lake (the Lake
Berryessa market area); 2) identify how recreation users evaluate their favorite water-based outdoor recreation
location; 3) identify facility and service demands for flatwater recreation; 4) identify constraints and advantages
of Lake Berryessa in meeting market demand; 5) identify recreation expenditure patterns; and 6) identify
demographics. Interviews with 1001 residents of the Lake Berryessa market area were conducted by telephone
between April 28, 1996 and June 5, 1996.

Background

Lake Berryessa has seven lake shore concession operated resorts and several day use facilities operated by
Reclamation. These concessions, day use areas, 167 miles of shoreline, and aimost 30,000 acres of water and
terrestrial estate are administered by Reclamation. There is very little demographic data and there has be no
Commercial Services Planning for Berryessa. In preparation for future concession and day use facilities
modification management, market and economic analyses are needed to help identify economically feasible
commercial facility and service alternatives for which the user public is willing to pay. The first step in this
process is a market area survey.

Survey Development

The survey (Appendix A) was developed after a review of existing data collection tools and two focus group
meetings. The focus groups were divided into the current Lake Berryessa Concessionaires and a random
selection of current Lake Berryessa recreation users. Appendix B is a listing of findings from the two focus
groups. The survey was pre-tested by the Survey Research Center using a portion of the random sample.
Appropriate adjustments were made in question order and wording to facilitate a smooth and accurate telephone
survey.

Sample

A geographically proportionate random sample of telephone numbers from the 16 California counties in the Lake
Berryessa market area was purchased from Survey Sampling, Inc. The sample counties included: Alameda,
Colusa, Contra Costa, Lake, Marin, Mendocino, Napa, Sacramento, San Francisco, San Joaquin, San Mateo,
Solano, Sonoma, Sutter, Yolo and Yuba.




To be an eligible sample member for the survey, a respondent must have participated in outdoor recreation within
the past five years. To determine eligibility each respondent was asked if he/she participated in outdoor
recreation during the past 12 months. If he/she had not, then they were asked if they had participated in outdoor
recreation during the past five years. Those who had participated in outdoor recreation during the past 12
months or five years were then asked if that included water-based outdoor recreation. Eligible respondents were
then grouped according to their recreation participation. This generated five groups of respondents: Groups 1,
2,and 3 participated in outdoor recreation during the past 12 months. Group 1 participated in water-based
recreation during the past 12 months; group 2 did not participate in water-based recreation during the past 12
months, but did participate in water-based recreation during the past 5 years. Group 3 did not participate in
water-based recreation during the past 12 months or during the past 5 years. Groups 4 and 5 participated in
outdoor recreation during the past 5 years, but not during the past 12 months. Group 4 participated in water-
based recreation during the past 5 years, while group 5 did not participate in water-based recreation during the
past 5 years. Only questions relevant to a particular group’s current or past recreation experiences were asked.
A count was kept of households where no one 18 years of age or older participated in any recreation during
either the past 12 months, or the past 5 years. Appendix C contains the Production Report for the telephone
survey. It includes part of this introduction, a summary of calling outcomes, and the level of effort expended to
obtain the eventual 1001 completed interviews.

Respondent Groupings

The 1001 respondents included 829 who had participated in outdoor recreation in the past 12 months. The other
172 had participated during past five years {Chart one).

CHART11
OUTDOOR RECREATION PARTICIPATION
12 MONTH /5 YEAR
Past 12 months Past 5 years Total
Partlcipation 829 172 1001

The 829 who had participated during the past 12 month included 656 who had participated in outdoor recreation
activities on or near water during that 12 months with an additional 116 participating on or near water within the
past five years {Chart two).

CHART 2

OUTDOOR RECREATION PARTICIPATION
ON OR NEAR WATER
FOR
12 MONTH OUTDOOR RECREATION GROUP

Past 12 months Past S years No water Total

Participation 656 116 57 829




The 172 in the past five year outdoor recreation participation group included 111 who had participated in
outdoor recreation activities on or near water during that five year period (Chart three). Thus, of the 1001
outdoor recreation respondents, 883 had participated in activities on or near water within the past five years
while only 118 had not

CHART 3
UUTDOOR RECREATION PARTICIPATION
ON OR NEAR WATER
5 YEAR OUTDOOR RECREATION GROUP
Past 5 years No water Total

Participation 111 61 172

SURVEY RESULTS AND DISCUSSION

Respondents Who have Been To Lake Berryessa

Of the 883 who had participated in activities on or near water within the past five years, 506 had been to Lake
Berryessa sometime during their lives while 374 had not and three did not know. 178 of the 506 (35.2%) plan to
return to Lake Berryessa within the next two years.

CHART 4
BEEN TO LAKE BERRYESSA / PLAN TO RETURN
Participants Been % Been Plan to Return % Plan to Return
880* 506 57.5% 178 35.2%

* Three of the 883 outdoor recreation participants on or near water did not know if they had been to Lake Berryessa.

Chart five provides information on respondents who had participated in outdoor recreation in the past 12 months
broken down by the outdoor recreation activities included in the survey. Column one is the activity. Column
two is the number of respondents who had participated in that activity in the past 12 months who also had been
to Lake Berryessa sometime during their lives. Column three is the number who plan to return to Lake
Berryessa within the next two years. Column four converts the number planning to return within the next two
years to a percentage based upon column two.




CHART 5

OUTDOOR RECREATION PARTICIPATION

PAST 12 MONTH GROUP
BY
ACTIVITY
ACTIVITY NUMBER OF RETURN PERCENT
PARTICIPANTS WITHIN 2YRS RETURN
Picnicking 362 134 37.0
Beach Activitles 275 98 35.6
Hiking/Backpack 265 101 B.1
Swimming{not home pool) 249 110 d44.2
Camping 244 104 42.6
Nature Activities 244 84 M4
Tennis/Golf/Volleyball 219 85 388
Mountain/Roead Biking 214 80 373
Boating(non-fish) 196 75 383
Fishing 162 72 4.4
Boat When Camping 95 54 56.8
Off-Roading (Motorized) 68 37 544
Horseback Riding 40 18 45.0

&  Ap extensive breakdown by activity and plan to retumn within the next two years is contained in Appendix E.

Respondents who participated in boating activities other than fishing and or camping in the past 12 months and
have ever been to Lake Berryessa were asked some follow-up questions about those activities. The 187 positive
respondents to boating activities other than fishing were asked to provide the particular boating activity (Chart
Six). The three most popular activities were water skiing 58 (31%), kayaking/rowing 53 (28%), and jet
skiing/wave running 27(14%). When compared to the 35.4% overall plan to return within two years rate or the
38.5% plan to return rate for boaters, two of these activities , water skiing 27 of 58 (46.6%) and jet skiing 16 of
27 (59.3%) are well above that average figure and probably deserve further study. Wind surfing and house
boating/pontoon boating are also well above the average plan to return rate, but the numbers be may too small to
deserve further study at this time.




CHART 6
BOATING ACTIVITY
(OTHER THAN FISHING
Type of Boating Plan to return to Lake Berryessa within the next two years
Yes No Maybe Total % Return
Power 6 10 7 23 26.1
Salling 3 14 1 18 16.7
Skilng 27 23 8 58 46.6
Kayak/Row 16 26 11 53 30.2
House/Pontoon 3 2 1 6 50.0
Jet/Wave run 16 8 3 27 - 593
Wind surfing 1 0 1 2 50.0
Total 72 83 32 187 38.5
_ _ R

The 241 respondents who have camped at Lake Berryessa were asked their usual type of camping (Chart Seven).
171 of the 241 (71%) usually tent camp. 80 of the 171 (46.8%) tent campers reported they plan to return to
Lake Berryessa within the next two years. Since the preponderance of the campers are tent campers, and 46.8%
plan to return, this area deserves further study.

- R R I
CHART 7
USUAL TYPE OF CAMPING
Type of Camping Plan to return to Lake Berryessa within the next two vears
Yes No Mayhe Total % Return
Other 4 i 5 10 40.0
Pickup w/shell 4 9 p 15 26.7
Pickup self-contained 0 4 0 4 00.0
Motor Home 7 9 2 18 389
Pop-up Trailer 3 3 2 8
Trailer self-contained 6 5 4 15 !
Total 104 93 44 241 43.2




Chart 8 a look at length of stay by the different type of campers is also of interest. The majority of camping trips
are three days or less. The information on this chart when combined with Chart 13, “Spending by Number of
Trips”, and Chart 14, “Spending by Length of Stay”, provides some valuable guidance to target marketing.

CHART 8

LENGTH OF STAY FOR USUAL TYPE OF CAMPING

Type of Camping Length of Stay

Other

Pickup wi/shell
Pickup self-contained
Motor Home

Pop-up Trailer

Part of any further study on campers should be campsite characteristics they find important. The 244 respondents
who have participated in outdoor recreation in the past 12 months, have been to Lake Berryessa sometime during
their lives, and went camping as one of those activities were asked to rate how important they considered some
campsite characteristics {Chart Nine). Clearly the most important characteristic was being on or near the water.

e n

CHART Y

IMPORTANCE
OF
CAMPSITE CHARACTERISTICS

Characteristic Importance

Very Some Not

% % %

Near Water 52.0 373 10.7
Near Restrooms 44.3 35.2 20.5
Flush Tollets 8.5 324 29.1
Waste Dump Station 339 259 40.7
Hot Showers 332 34 32.8
Full Hookups 333 35.2 31.5




The 375 respondents who have participated in outdoor recreation in the past 12 months, and have been to Lake
Berryessa sometime during their lives, were asked how often they took outdoor recreation trips to areas on or
near water during the past 12 months. Chart Ten displays their responses grouped by number of trips and their
plans to return to Lake Berryessa within the next two years. Since it is easier to get current visitors to increase
their amount of participation then it is to get new visitors, two of these groups (the 1 to 4 trip group at a 27.7%
return rate and the 10 to 14 trip group at a 29.3% return rate) deserve some further study. These two are the
only groups below the 36.3% overall return rate. Of possible greater importance may be the combination of the
15 t0 24 rip group and the 25 and above trip group. These very regular outdoor recreation participants
represent 39.7% of the 136 respondents planning to return to Lake Berryessa within the next two years. The
fact that they make 15 or more outdoor recreation per year makes them ar important target market group to
encourage to keep coming to Lake Berryessa.

—— —— I

CHART 10

NUMBER OF WATER BASED OUTDOOR RECREATION TRIPS

Number of Trips Plan to return to Lake Berryessa within the next two years
Yes No Maybe Total % Return #
1-4 Trips 23 16 24 83 219
5-9 Trips 35 38 9 82 42.7
10-14 Trips 24 47 11 82 29.3
15-24 Trips 25 16 12 53 47.2
25+ Trips 29 36 10 75 38.7 1
Total 136 173 66 375 36.3
L ———

371 respondents who have participated in outdoor recreation in the past 12 months, and have been to Lake
Berryessa sometime during their lives, were asked the number of days they stayed when they went on an outdoor
recreation trip to areas on or near water (Chart 11). Though the one-day group was the largest (138 of the 371
for 37.2%), only 41 of those 138 (29.7%) plan to return to Lake Berryessa within the next two years. This may
be due to reasons hard to control (distance, time of travel) or it may be something controllable (number of picnic
sites, accessible beach areas). This, an area that may be expandable, may deserve further study. An important
finding of this question is the two-day, three-day and four-day length of stay groups represent a combined 53.1%
of the 371 respondents (197 of 371). Their 40.0%, 42.9% and 53.6% plan to retum to Lake Berryessa rate
represents an apparent satisfaction with their visits. Further study of current two, three and four day user groups
as to their reasons for such strong loyalty to Lake Berryessa could be used to keep them satisfied and market to
non-user in this segment or other current user market segments.
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CHART 11
NUMBER OF DAYS PER OUTDOOR RECREATION TRIP

TO LOCATIONS ON OR NEAR WATER
Number of Days Plan to return to Lake Berryessa within the next two vears

Yes No Maybe Total % Return I
1 Day 41 69 28 138 29.7
2 Days 34 37 14 85 40.0
3 Days 36 35 13 84 4.9
4 Days 15 11 2 28 53.6
5 Days 9 18 9 36 25.0

i Total 135 170 66 mn 364

361 respondents who have participated in outdoor recreation in the past 12 months, and have been to Lake
Berryessa sometime during their lives, were asked the amount of money they spent when they went on an
outdoor recreation trip to areas on or near water (Chart 12). 129 of the 361 (35.7%) spent over $100 per trip.
Sixty of the 129 (46.5%) plan to return to Lake Berryessa within the next two years

CHART 12 \
AMOUNT OF MONEY SPENT PER OUTDOOR RECREATION TRIP

TO LOCATIONS ON OR NEAR WATER
Amount of Money Plan to return to Lake Berryessa within the next two years

Yes No Maybe Total % Return
$0-%9 17 38 17 72 23.6
$10 - $19 10 19 2 k3 | 323
$20 - $29 15 18 8 41 36.6
$30 - $49 14 14 5 i3 42.4
$50 - $99 15 26 14 55 27.3
$100 - $199 33 20 11 o4 51.6
$200 + 27 29 9 65 41.5
Total 131 164 66 361 36.3

Chart 13 is a breakdown of the amount of money spent per outdoor recreation trip by the number of outdoor
recreation trips taken per year. Chart 14 is a breakdown of amount of money spent per outdoor recreation trip
by the number of days per trip. These two charts combined with data on Chart 8, “Length of stay for usual type
of camping”, provide some valuable guidance for target marketing. One obvious observations is that the three
largest groups on both Charts 13 and 14 spend either under $10 or over $100. Another is it is hard to stay over
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two days for under $100 and you are likely to stay at least two days if you spend over $200. A key question not
answered here is how much of this money was spent in the local cutdoor recreation area.

CHART 13

AMOUNT OF MONEY SPENT PER OUTDOOR RECREATION TRIP
BY NUMBER OF TRIPS PER YEAR
Amount of Money Number of Trips Per Year
1-4 Trips 5-9 Trips 10-14 Trips 15-24 Trips 25+Trips

I $0-%9 30 26 21 18 38

$10-%19 9 14 7 7 19

$20 - $29 16 12 15 9 16

$30 - $49 12 9 13 10 9

$50 - $99 17 23 25 16 13 |

$100 - $199 24 30 18 11 21

$200 + 37 26 18 12 I8

Total 145 140 117 83 134
e S ]

I CHART 14

AMOUNT OF MONEY SPENT PER OUTDOOR RECREATION TRIP
BY NUMBER OF DAYS PER TRIP
Amount of Money Number of Days Per Trip
1 Day 2 Days 3 Days 4 Days 5+ Days

$0-%9 99 12 9 3 8
$10 - %19 38 5 7 1 2
$20 - 3829 38 15 10 1 3
$30 - $49 18 18 14 3 0
$50 - $99 38 29 14 8 5
$100 - $199 i8 33 32 10 10
$200 + 1 24 36 15 35
Total 250 136 122 at 63 i .




491 respondents who have visited Lake Berryessa sometime during their lives were categorized by their area of
residence (Chart 15). 369 of the 491 respondents reside in the San Francisco Bay area. That 369 represents
75.2% of the total 491. This is not a surprise considering that the largest population concentration within the
Lake Berryessa market area is in the San Francisco Bay area. That 94 of the 491 (19.1%) come from
Sacramento is of interest. Since Sacramento has a climate very similar to Lake Berryessa and offers comparable
flatwatter opportunities, the reasons for this group choosing Lake Berryessa may deserve further study.

CHART 15
VISITORS TO LAKE BERRYESSA BY AREA OF RESIDENCE
Area of kesidence Plan to return to Lake Berryessa within the next two vears
Yes No Maybe Total % Return
East Bay 68 77 36 181 376
North Bay n 53 22 106 29.2
Sacramento 36 44 14 94 383
San Francisco : 33 38 11 32 40.2
Stockton 3 10 4 17 17.6
Marysville 3 7 1 11 273
Total 174 229 88 491 354
w

Chart 16 displays the reasons respondents gave for not going to Lake Berryessa. Column one is a list of the
reasons provided. Column two (All) is the number of respondents out of the total 1001 who gave that reason for
not going to Lake Berryessa. Columns three through six reports the responses by only those who have been to
Lake Berryessa and do not plan to return during the next two years.
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l.- CHART 16

WHY NOT LAKE BERRYESSA?

Why don’t go to Berryessa All Been, but are not returning within the next two years

No Maybe Total % n=254
Doesn't offer Interesting recreation® 44 15 9 24 924
Unsafe® 4 3 0 3 12
Too far 99 50 11 61 24.0
Too long get there 9 6 1 7 28
Facllities poorly maintained* 4 3 0 3 1.2
Facilities unclean* 11 7 1 8 3.1
Facilities too crowded* 18 8 2 10 39
Facilities too expensive* 0 2 2 ]
Rowdy people®* 10 7 3 10 3.9
Don’t kmow about tacllltjes or lake* 199 9 7 16 63 |
No longer travel 8 5 2 7 Z8
No longer have boat or do boating 24 19 5 24 94
"No time, too busy 41 6 10 16 6.3
Prefer somewhere else 29 15 5 20 79
Don't like physical environment 27 32 1 33 13.0
Friends don't go 20 5 5 10 39
Other 102
Don’t know 51
Yes to next 2yrs or no water recreation 296
Total 1001 190 64 254 100%

* Available for possible intervention

The reasons for not going to Lake Berryessa may be divided into those that can be effected through intervention
available to the concessionaires and/or the Bureau of Reclamation personnel at the lake, and those reasons that
are not available for intervention at this time. The asterisked items on table 13 are those which may be affected.
Of those items “don’t know about facilities or lake” at 199 of the 1001 respondents (19.9%) is an area where
collective marketing by all the concessionaires and BOR seems appropriate. This is specifically important in the
East Bay and Sacramento. These are areas one and three as sources of visitors to Lake Berryessa (Chart 15).
The important opportunity is they rank one (East Bay: 66 of the 199 for 33.2%) and two (Sacramento: 41 of the
199 for 20.6%) as areas of residence in the market area reporting they don't know about the facilities or lake.
“Doesn’t offer interesting recreation” is the second highest affectable reason given for not going to Lake
Berryessa by all respondents and is the highest affectable reason given by those who have been but do not plan to
return within the next two years. This also represents an area where collective work could make a difference.
The other asterisked items, though smaller in individual numbers, represent as a group a substantial opportunity
to enhance the image of Lake Berryessa and thus increase usage. '

Since boaters and campers are two areas of considerable concern to the concessionaires and BOR, the reasons in

these two activities do not plan to return to Lake Berryessa in the next two years were given separate review.
The reason “too far” was given as number one by boaters (21.1%) and number two by campers (19.8%). Since

11




this is an area concessionaires and BOR can change, it deserves no expenditure of energy. “Don’t like physical
environment at Lake Berryessa (barren hot)” was number one for campers (20.7%) and number two for boaters
(14.4%). The barren portion is an area of potential intervention for both the concessionaires and BOR

particularly in developing camp sites.

If the concessionaires and BOR decide to intervene on “don’t know about facilities or lake”, the information in
Chart 17 on sources of information on outdoor recreation will be of significant value. 824 of the 829 past 12-
month outdoor recreation participants provided where they get the most information about outdoor recreation.
407 of the 824 (49.4%) indicated friends or relatives as their primary source. Newspapers (10.4%) , Magazines
(10.3%) and Brochures/other mail (5.9%) were a distant second, third and forth.

CHART 17

SOURCES OF INFORMATION ABOUT OUTDOOR RECREATION
PAST 12-MONTH OUTDOOR RECREATION GROUP

Source Number % n=824
Friends or relatives 407 49.4
Newspapers 86 10.4
Magazines 85 10.3
Brochures/other mail 49 59
Other 39 4.7
Chamber of Commerce 36 4.4
Businesses In area 32 39
Books/guides 25 3.0
Personal experience 23 23
Organization publications (AAA, NASCA) 17 21
State/Federal agencles 8 1.0
Phone book 7 0.8
TV shows/ads 6 0.7
Radio shows 2 0.2
Businesses not In area 2 0.2

Total

Since word-of-mouth from friends or relatives is the source of information for one-half of the past 12-month
outdoor recreation participation group, anything that spoils an outdoor recreation experience at Lake Berryessa
should be of great concern. Thus all items on Chart 16 (Why Not Lake Berryessa} that the concessionaires and
BOR can effect, regardless of the rank order, deserves attention.

If the concessionaires and BOR decide to intervene on “doesn’t offer interesting recreation” Chart 5 is a rank
ordering of the 13 activities included in the survey. The number of participants (column 2 on the chart) are
respondents who have participated in the particular activity within the past 12 months and have been to Lake
Berryessa sometime during their lives. An extensive breakdown by activity and plan to return to Lake Berryessa
within the next two years in contained in Appendix E.
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The 880 outdoor recreation participants on or near water (Chart 4) were asked questions 18 through 18z on how
important certain available facilities, resources and services were to them if they had the opportunity to plan their
favorite outdoor recreation area on or near water. Charts 18 and 19 are lists from those items divided into ones
which above 50% of the 880 respondents considered very important and ones that above 50% of the 880
respondents considered very unimportant,

CHART 18

OPPORTUNITY TO PLAN FAVORITE OUTDOOR RECREATION AREA AT OR NEAR WATER

Item Description % Very Important

Enforcement of laws and regulations 78.9
Maintenance of existing facilities 752
Picnic areas 64.0
Security patrols 61.4
Hiking and biking tralls with no vehicles allowed 55.1

CHART 19

OPPORTUNITY TO PLAN FAVORITE OUTDOOR RECREATION AREA AT OR NEAR WATER

Item Description % Very Unimportant
Dry boat storage 63.6
Bar or tavern 599
Facilities for dirt bikes and off-road vehicles 579
Charter fishing beats 57.0
Equipment rentals and lessons (Jet ski, etc.) 51.2
I o —

SUMMARY AND RECOMMENDATIONS

This study provides statistically reliable information on the outdoor recreation activities of people in the Lake
Berryessa market area. Included are: the activities of choice; flatwater locations of choice; number of trips per
year; iength of stay; amount of money spent per trip; reasons for not going to or not returning to Lake Berryessa;
and facilities and services desired for an outdoor recreation outing at or near water. The next step is to identify
facilities and services currently existing at Lake Berryessa to determine if they match the needs (wants) of the
potential user market identified by the study. Much of the information needed for this inventory already is
documenied by BOR and/or the concessionaires. Those needs (wants) not being met can then be reviewed from
the prospective of whether Lake Berryessa has the physical potential to meet them. As a result of these analysis
a feasibility plan that identifies and prioritizes new facilities and services and their general locations in terms of
return on investment can be developed. This would be an identification plan only, not a design/layout. A
consulting firm specializing in outdoor recreation economic feasibility studies would be best suited to accomplish
this phase.
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FINAL . FINAL FINAL

SURVEY RESEARCH CENTER
CALIFORNIA STATE UNIVERSITY, CHICO
LARKE BERRYESSA MARKET AREA SURVEY

June 12, 1996

>dial< Hello, my name is . I'm calling from the Survey Research
Center at C3U, Chico, to ask for your participation in a survey for the
Bureau of Reclamation. The Bureau is interested in your experiencies
with outdoor recreation activities such as picnicking, swimming, hiking,
camping, or fishing. I'd like to begin by asking if you have participated
in these or other outdoor recreation activities in the past 12 months?
<1:> Yes [goto gla)
<3> No [gotoc scrl)
<8> Don't Know [goto scrl)] ===>

>scrl< In the past 12 months, has anyone else in your household who is 18
years or older participated in cutdoor recreatien?
(picnicking, swimming, hiking, camping, or fishing)
<l1> Yes [goto scr4]
<3> No [gotoc scr2]
<8> Don't Know [goto scr2j ===>

>scr2< In the past five years, have you participated in any outdoor recreation?
(picnicking, swimming, hiking, camping, or fishing)
<1> Yes [goto glel]
<3> No [goto scr3)
<8> Don't Know [goto scr3] ===>

- »scr3< In the past five years, has anyone in your household who is 18 years

or older participated in any outdoor recreation?
<1> Yes [goto scr4d]
<3> Ne [gote agno]
<8> Don't Know [goto agno] ===

© »scrd4< May I please speak with him/her?

<1> Yes, person comes to phone [goto rdil]
<3> Need to callback to reach person [goto name] ===>

>name< [allow 20] Who should I ask for when I call back?
( USE THIS SPACE )

>rdil< Hello, my name is -+ I'm calling from the Survey Research
Center at C35U, Chico, to ask for your participation in a survey for the
Bureau of Reclamation. The Bureau is interested in your experiencies
with outdoor recreation activities such as pilcnicking, swimming, hiking,
camping, or fishing. I'd like to begin by asking if you have participated
in these or other outdoor recreation activities in the past 12 months?
<1> Yes [goto gla]
<3> No [goto scri]
<8> Don't Know [goto scr9]

===

6/19/96 1 g:/src/studies/berryess/bnyﬁnl.doé




FINAL FINAL FINAL

>scr5< In the past five years, have you participated in any cutdoor
recreation activities - for example, picnicking, swimming, hiking,
camping, or fishing?
<1l> Yes [goto glel]
<3> No [goto agno]
<8> Don't Know [gote agno] ===>

>gqla< About how often did you participate in outdoor recreation
this spring since mid-March (St. Patrick's Day):
(READ ALTERNATIVES)}
<l1> at least once a week,
<Z2> once or twice a month,
<3> once or twice during the spring, or
<4> not at all during the spring?
<8> Don't know
<9> Refused ===>

>glb< About how often did you participate in outdoor recreation

activities last winter, that is between Thanksgiving Day
and mid-March: (READ ALTERNATIVES)

<1> at least once a week,

<2> once or twice a month,

<3> once or twice during the winter, or

<4> not at all during the winter?

<B> Don't know

<8> Refused ===>

>glc< How about last fall, that is between September and Thanksgiving
199572
<l> at least once a week
<2> once or twice a month
<3> once or twice during the fall
<4> not at all during the fall
<8> Don't know
<9> Refused sS==>

>gld< How about last summer, that is between Memorial Day and Labor Day?
<l> at least once a week
<2> once or twice a month
<3> once or twice during the summer
<4> not at all during the summer
<8> Don't know
<9> Refused

===>

>gle< In the past 12 months have you participated in outdoor recreation on or
near water such as a lake or river?
(swimming, hiking, bicycling, camping, water skiing, £fishing,
boating, pilcnicking)
<1l> Yes [goto Csmp]
<3> No
<8> Don't know
<9> Refused

6/19/96 2 g:/src/studies/berryess/brryfinl doc




