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Vision for Wannigan Park: 
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Summary of Wannigan Park Meetings 2022

Summary of Public Plan Review Meetings 2022 

January 2022 
January 12, 2022 - Frazee City Council Meeting 6:00 p.m. Frazee City Fire Hall 
All Council Members Present and City Administrator, Jordan Roberts 

Denise Anderson with the FCDC wanted to reach out on two items, the FCDC Mutual 
Contract Agreement and appraisal funding.  

Council members Mike Sharp and Mark Flemmer have had an opportunity to review the 
contract through the park and Recreation Committee. The City of Frazee and the Frazee 
Community Development Corporation Cooperative Management and Program Services 
Contract was created to move forward with Wannigan park, looking for a partnership with the 
City. This contract is asking for a partnership with the city and FCDC. Anderson asked if there 
were any questions or concerns about the contract at this time as she would be asking the 
Council to make a motion to approve or reject this request at their next scheduled Council 
meeting. The contract has been sent to the City Attorney and will be included with the Master 
plan that will be submitted to the MN Greater Parks and Trails Commission in March or April. 
She asked to be placed on the February Council meeting agenda for consideration of this 
contract. 

The Wannigan Park Board went to the Frazee EDA at the January meeting to ask for 
$2,500.00 donation to be applied to the cost of the land appraisal. Consideration of this request 
was not possible due to 2 EDA members present serve on both committees and two others not 
in attendance would prohibit a vote for lack of quorum. Becker County had pledged $2500.00 
for the appraisal and the FCDC is asking the EDA for a matching $2500.00, the total for the 
appraisal is $7850.00. 

Nicole Strand made a motion for the EDA to donate $2500.00 for the Wannigan 
Park appraisal, seconded by Mark Kemper. All in favor, motion carried. 

February 2022 
February 2, 2022 - 4:00 Park and Recreational Committee – Mark Flemmer, Mike Sharp,  
Jordin Roberts, Denise Anderson 
Denise Anderson presented the final draft of the cooperative services and management 
contract to the Committee for their review and asked to be placed on the February Council 
Agenda to present to full Council for their consideration. Sharp and Flemmer both stated that 
they would instruct Roberts to place this issue on the February Council Agenda. No concerns 
were stated after review of the contract. No further discussion. 

February 3, 2022 - 12:00 Planning and Zoning – Mike Sharp, Tyler Trieglaff, Ben Riewer, Jordin 
Roberts, and Denise Anderson 
Denise Anderson presented the final draft of the cooperative services and management 
contract to the Committee for their review and asked to be placed on the February Council 
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Agenda to present to full Council for their consideration. Sharp and Flemmer both stated that 
they would instruct Roberts to place this issue on the February Council Agenda. No concerns 
were stated after review of the contract. No further discussion. 

February 8, 2022 FCDC Board Meeting - ZOOM  
Present Polly Andersen, Anna Potvin, Hank Ludtke and Erik Anderson 
Approve Entering into Agreement with West Central Initiative- Motion by Polly Andersen to 
enter into a Component Fund Agreement with West Central Initiative to assist in managing the 
capital campaign for Wannigan Park. Second by Anna Potvin. All voted in favor. 
Approve Final Payment Owed to Tinjum Appraisal Company - Motion by Erik Anderson to 
approve payment of the final invoice from Tinjum Appraisal Company in the amount of $5,350 
for appraisal services rendered at the proposed Wannigan Park site. Second by Polly 
Andersen. All voted in favor. 
Open House – final plans for preparation assigned and approved. 

February 17, 2022 Burlington Township Board Meeting (rescheduled from February 10, 2022) 
Present - All Township Board Members 
FCDC members present - Polly Anderson, Denise Anderson, Ashley Renolett.   
Frazee City Auditor Jordin Roberts, Becker County Commissioner John Okeson and five adjacent 
landowners to proposed Wannigan park property.  

Denise Anderson presented the Resolution of Support for the Wannigan park along with 
the final draft of the master plan to be presented to the Greater Minnesota Parks and Trails 
Commission for approval. The boards concern was access to the property from the north side of 
the property off 120th. Burlington Township Board had passed a resolution in November 2021 
to deny access from the north parcels of the property without contacting any member of the 
FCDC or Wannigan park committee. This action was created by two adjacent property owners 
which were not identified at the meeting. Heard were concerns of dust and garbage by 
additional vehicle access to Wannigan park property. There was a lengthy conversation of the 
fact that this property has a recorded access to the property from 120th which was not known 
by the township board members at the time when they created and passed the previously 
mentioned resolution. The Township Clerk advised the board to table the discussion and vote 
on the resolution after further consideration until their next township meeting. The township 
clerk also instructed the Wannigan Park Committee (FCDC) to attend the Annual Township 
meeting on March 8th to address any further questions and concerns of the citizens of the 
township. Issue was tabled of consideration of advice of the township clerk until March 10, 
2022.  

February 22, 2022, Wannigan Park Committee 1:30 p.m. to 3:00 p.m. – Zoom 
Review of neighbors’ concerns and changes to the master plan and received public comments. 
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February 24, 2022 - Public Open House 5p.m. to 7p.m. Frazee Event Center 
Approximately fifty people attended.  The Master Plan draft Concept Plan/Maps were 
displayed, and a presentation providing an overview of the park plans was given.  Public 
questions were answered after the presentation, and throughout the night from individuals by 
FCDC Board members and Park committee members.  Public comments were overwhelmingly 
positive.   Township Board members expressed concern and questions about the proposed 
access to the northern trailhead from the Township’s road, 120th St.  This issue will continue to 
be discussed with the Township Board and a final decision whether to access the northern 
trailhead or the existing private access road will be determined during the design process. 

February 28, 2022 - City of Frazee Council Meeting 6:00 p.m. Frazee Fire Hall 
All Council Members Present and City Administrator, Jordan Roberts 
Cooperative Agreement Approved  
Denise Anderson presented to council asking them to vote in favor of the cooperative services 
and management contract. City Attorney Tom Winters mentioned this is remarkably like what 
the City Detroit Lakes did with the Detroit Mountain Ski Park.   
The FCDC will have a host couple in the park during the year, and that will assist with the 
supervision of the park. The city police will help deter horseplay just by cruising through. There 
are city services that will need to be utilized. Council member Mark Flemmer applauds the 
FCDC for all the splendid work they have done.  

Motion to approve the cooperative management and program services contract 
by Mike Sharp, second by Mark Flemmer. All in favor, motion carried. 

Anderson presented to Council a final draft plan of Wannigan Park and asked them to carefully 
review the plan and the appendix. She stated that she would like to be placed on the March 
Agenda to answer any questions they may have and ask for their approval and support of the 
Master plan.  

March 2022 
March 2, 2022 4:00 Park and Rec Committee – Fraze Fire Hall 
Present Mark Flemmer, Mike Sharp, Jordin Roberts, Ashley Renollet, Denise Anderson, and 
Barbie Porter 
Anderson asked if the Committee had any questions regarding the public review draft of the 
master plan and committee members stated they did not have any concerns. A brief discussion 
of camping areas and restroom facilities was held with various ideas explored. 

March 8, 2022 - Townships Annual Meeting held at the Frazee Event Center 8 p.m. 
Attending FCDC Board Members Hank Ludtke and Ashley Renolett 
No questions were asked of Wannigan Park Committee Members (FCDC) attending members. 
Instructions to attend this meeting to answer any township citizens questions was issued at the 
Burlington Township Board meeting on February 8, 2022. 
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March 9, 2022 4:00 Planning and Zoning – Frazee Fire Hall 
NO Quorum -Present Mike Sharp, Tyler Trieglaff, Jordin Roberts, Ashley Renollet,  
Hank Ludke and Denise Anderson 
Mike Sharp stated he had read the entire final draft master plan and has no concerns. 

March 10, 2022 – Burlington Township Board meeting. 
Present - All Township Board Members and Supervisor Elect Tyler Trieglaff 
FCDC members present – Denise Anderson 

Anderson asked for a motion for support of the resolution of support that was presented on 
February 17, 2022 and which was tabled until this meeting for further review and 
consideration. Conversation of the request, and discussion followed.  

Motion was approved for the Resolution of Support. 
Two in favor. 
One opposed. 
Motion and resolution passed.  

March 11, 2022 - Wannigan Park Project Committee and FCDC meeting – ZOOM 
Recap of public comments received from the February 24, 2022 Public Open House.  
Denise Anderson stated that over 90% were supportive and positive yet two Burlington 
Township Board members were concerned about the use of 120th street on the north side of 
the park. Reviews of public and township board comments from February and March meetings 
of addressed issues produced no further major concerns. Other concerns of development costs 
and acquisition timeline were discussed along with a timeline to complete additional 
information to present to the Frazee City Council on March 21, 2022.  

March 15, 2022 FCDC Board Meeting 4 p.m. Zoom 

March 21, 2022 -Frazee City Council Meeting 



Have you heard about the Wannigan Park project before? 

221 responses 

NO: 85 

YES: 136 

eves 

eNo 



Question 2: 

What recreational activities would you like to experience at the new park? Select all that apply. 
219 responses 

Walking 
Jogging/ trail running 

Bicycling on trails 
Camping 

Cross Country skiing 
Kayaking / Canoeing 

Snowshoeing 
Picnics 

Visit with my school class 
Visit the interpretive center 

Attend a concert or presen .. . 
Birdwatching/ nature view .. . 

Solitude 
I do not anticipate using th ... 

Disc Golf 
interpretive signs - history ... 

--11 (5%) 
--1 (0.5%) 
>-1 (0.5%) 
o-1 (0.5%) Waterpark/splash pad 

Family gatherings, child re .. .--1 (0.5%) 
Absolutely no motorized re .. . J-1 (0.5%) 

1-1 (0.5%)
. l--1 (0.5%) 

Atv and snowmobile trails 
A fenced in dog park in the .. 
Horseback riding and cam .. 
the parks you got now nee .. 
If its not pet friendly i wont.. 

. >-1 (0.5%) 

. >-1 (0.5%) 

. i-1 (0.5%) 
>-1 (0.5%) 
-1 (0.5%) 
i-1 (0.5%) 

Frisbee golf 
Hunting 

Wheelchair friendly trails 
UTV (Utility Terrain Vehicl.. . >-1 (0.5%) 

General relaxation -1 (0.5%) 

0 

46 (21%) 
59 (26.9%) 

50 

190 (86.8%) 
104 (47.5%) 

135 (61.6%) 
95 (43.4%) 

102 (46.6%) 
128 (58.4%) 

92 (42%) 
148 (67.6%) 

--96 (43.8%) 
···112 (51.1%)

91 (41.6%) 

100 150 200 



Question 2 Other Responses: 

• Disc Golf - 2

• Interpretive signs - history of area - 1

• Waterpark/splash pad - 1

• Family Gatherings, Children's Theaters - 1

• Absolutly no motorized recreation - 1

• ATV/UTV/Snowmobile trails - 2

• Fenced Dog Park/pet friendly - 2

• Horseback riding and camping - 1
• Update the current parks - 1

• Hunting - 1

• Wheelchair friendly trails - 1

• General Relaxation



Question 3: 

What amenities should be built in the park? Select all that apply. 
221 responses

Restrooms / latrines 
Walking/biking paths 

Picnic tables I Gazebos and .. . 
Outdoor amphitheater for pr .. . 

Interpretive center building w .. . 
a Wannigan style kitchen - e ... -1 (0.5%) 

No park!!! -1 (0.5%) 

A wide variety of trees, shrub ... -1 (0.5%) 

ADA accessible walkways th ... -1 (0.5%) 

Nothing -1 (0.5%) 

fix what you have ,_ 1 (0.5%) 

Or just a portapotty -1 (0.5%) 

Dog park i-1 (0.5%) 

Trails to accommodate UlV -1 (0.5%) 

Dog Park area-1 (0.5%) 

Other Responses: 

0 50 

• No park/nothing/fix current parks - 3

95 (43%) 
80 (36.2%) 

100 

• Wannigan style kitchen to embrace logging history - 1

150 

208 (94.1%) 
193 (87.3%) 

188 (85.1%) 

200 250 

• Variety of shrubs/trees/native plants/grasses to serve as food and shelter to attract birds - 1

• ADA Accessible walkways through wild areas - 1

• Just a portapotty - 1

• Dog park- 2

• UTV trails - 1



Question 4: Are there Park features that are not currently available to you and your family that you would like to see? 

35 responses 

• Toddler size playground

• stroller/wheelchair appropriate path

• Splash pad

• No park!!!

• Scenic zip line. Team building course. Gift shop.

• A large children's playground that is consistently cared for and up-kept. Decent bike bath with a similar feel to the Itasca state park,

more like you're riding through woods.

• How about a draw for regulars like Disc Golf?

• Simple activities or brain bursts along a trail. I would love to take my kids out walking or biking and have spots to stop and either

answer questions or learn some fun new knowledge.

• Nature trails to explore

• Kayak rental

• Never been there as I didn't know it existed

• Camping

• interpretive signage; ski/snowshoe/binocular rentals

• Bird watching platform

• Yoga?::

• Ojibwe camp/ Treaty History. We are all Treaty people, our ancestors (native) signed Treaties with your ancestors (non-native).

Treaties are very much alive today as the day they were signed, in-perpetuity obligations still exist. We can no longer deny the truth

of our shared history, we must honor the Treaties. Until the Treaties are upheld America is on stolen land (failure to uphold treaty

agreement, Treaties are 2 party agreements. It's time to respect the Treaties and live in peace and leave Mother Earth in a better

way then we found her as the Treaties intended us to do.



• no park the ones you have need repair

• real jobs in frazee

• Bike repair station, drinking water fountain/bottle refilling, well kept & updated equipment

• Camping if multi day kyak

• No

• Singletrack mountain bike trails

• Natural play area

• Horseback riding

• Waiste of money

• Camping RV and Tent

• Na

• Dino bones

• Disc Golf Course

• Parking area near trail head with sign with map of the trails.

• Reception area, covered pinic area

• UTVtrails

• walking paths, picnic areas, playground for kids

• Cross Country ski trails

• You've addressed all in the above



Question 5: 

How would you get to the park? Select all that apply. 

221 responses 

Car 

Walking 

Biking 

Canoeing / kayaking 

I do not foresee using the park 

Inter-city bus (Jefferson lines) 

ATV 

Pickup and horse trailer. 

my electric biden vehicle 

motorcycle 

RV 

81 (36.7%) 

96 (43.4%) 

36 (16.3%) 

10 (4.5%) 

1 (0.5%) 

1 (0.5%) 

1 (0.5%) 

1 (0.5%) 

1 (0.5%) 

1 (0.5%) 

0 50 100 

198 (89.6%) 

150 200 



Question 6: 

Please rate the public health values below, based upon how important they are to you and your family. 

100 

75 

50 

25 

- Extremely Unimportant - Unimportant

Promote Physical Activity Promote Healthy Lifestyles 

Neutral - Important - Extremely Important

Enhance Mental Health Encourage Social Interaction 

Ex. Unimportant Unimportant Neutral Important Ex. Important 

Physical Activity 41 5 11 79 83 

Healthy Lifestyle 40 6 15 78 79 

Connect to 39 5 12 62 101 

Outdoors 

Mental Health 42 5 19 48 104 

Social Interaction 29 21 53 64 48 





Question 8: 

How likely are you to use the trails? 

100 

50 

- Not Likely - Sometimes Likely 

Heartland State Trail North Country National Scenic Trail 

Not Likely Sometimes 

Heartland State Trail 27 71 

North Country 38 78 

OT River Water Trail 62 72 

Otter Tail River State Water Trail 

Likely 

115 

93 

63 



Question 9: 

What types of interpretive or educational information would you like to see, such as indoor 

exhibits, outdoor info, signs and guided walks? Select all that apply. 

218 responses

Local history 
Native plants & wildlife 

Natural resources 
Sustainable landscaping 

Coman sense-1 (0.5%) 
Outdoor info like what plants ... i-1 (0.5%) 

No park!!! -1 (0.5%) 
Environmental education; ha ... -1 (0.5%) 

The Ojibwa and Sioux 1 (0.5%) 
no park-1 (0.5%) 

with 49 rv campsites who wo ... -1 (0.5%) 
Dont read any, except signs/ ... 1-1 (0.5%) 
early native american useag ... J-1 (0.5%) 
nature playscape and edible ... r-1 (0.5%) 

NoneJ-1 (0.5%) 
Veterans memorial (e.g. pav ... 1-1 (0.5%) 

Other Responses: 

• No Park/None - 5

0 50 

• Outdoor info like what plants are native to area - 1

• Environmental education/ habitat focus -1

• Ojibwe/Sioux/Early Settler info -2

• Signs/blazes along primitive trail - 1

• Nature Playscape and edible garden -1

• Veterans memorial-1

100 

127 (58.3%) 
101 (46.3%} 

150 

167 (76.6%) 
180 (82.6%) 

200 



Question 1 O: 

What type of camping do you think should be used in the park? Select all that apply. 

208 responses 

RV camping 

Tent camping 

Backpacking/ Long distance .. . 

Bike/ Long Distance biking .. . 

Canoe/Kayak I Overnight ten .. . 

An Ojibwe camp experience .. . 

Group camping 

None 

Not sure camping should be .. . 

Camping may not be essenti .. . 

a few camper cabins or yurts .. . 

-1 (0.5%) 

'--1 (0.5%) 

-1 (0.5%) 

-1 (0.5%) 

No park!! ! t-1 (0.5%) 

Group camping such as sea ... '--1 (0.5%) 

I -1 (0.5%) No camping at al 

pop-up yurts or lean-to shelters 

Any kind that involves atv trails 

No camping 

Horse ties, manure pit 

natives had it first 

Dant know what ojibwe cam .. 

Camping should not be the f .. 

'--1 (0.5%) 

-1 (0.5%) 

-1 (0.5%) 

. --1 (0.5%) 

-1 (0.5%)

. --1 (0.5%) 

. --1 (0.5%) 

------1 (0.5%) Nat a camper 

Reenactment camp like civil .. 

We are not campers so hard .. 

. -1 (0.5%) 

. -1 (0.5%) 

0 

90 (43.3%) 

159 (76.4%) 

117 (56.3%) 

119 (57.2%) 

118 (56.7%) 

-77 (37%)
47 (22.6%) 

50 100 150 200 



Question 1 O Responses: 
• RV Camping - 90
• Tent Camping - 159
• Backpack / long distance hiking camping - 117

• Bike / Long Distance Biking and tent camping - 119
• Canoe/Kayak/ Overnight tent camping - 118

• An Ojibwe camp experience or other unique camping experience - 77

o "Dont know what an ojibwe camp experience means but sounds unique. Count me in :)"

• Group camping - 47

o "Group camping such as scouts, not partying groups"
• Natives had it first -1
• Any king that involves ATV Trails -1
• No Camping at all / none / camping is not needed - 9

o Comments:
o May not be essential for this park
o Keep the area as natural as possible with wild flowers and grasses with hiking

o We are not campers so hard to reply to this one
o Camping shouldn't be the focus, if camping is available it should be limited and on the outskirts of the park

• Pop-up yurts/ lean-to shelters/camper cabins - 2
• Reenactment camp like civil war times - 1
• Horse ties, manure pit -1



Question 11 : 

What is your age group? 

221 responses 

Under12 12-14 15-18

0 0 0 

19-24 25-34

8 45 

35-44

55 

• Under 12

• 12-14

15-18

• 19-24

• 25-34

• 35-44

• 45-54

• 55-64

.65+

45-54

29 

55-64 65+ 

44 39 



Question 12: 

What is your zip code? 

217 responses 

150 

100 

50 

130 (59.9%) 
I 

18 (8.3%) 
1 (,1. ( .:If ((1,f(,1: ((1f ((1:/( ,1: (l1 f (C1,l(l1: ( ,1 f ((1,/( ;1, (,1 f ( Jr(b?s�,i

v

�s¾i(l1. (�;(,1_!.:1�(1.'(·2; (M( ,1: (d;,(,2R�;t&;i�ft§:fl t?;1f ((1ff(,1: ((1: ((1:f( ,1: (\1f ((1,/(0:�
0 I I I I I I I I I I I I I I I 1· • 11 I 1· l � l I l I I' J. l I .I. l • I I I I ! I I ! I 

34119 55408 and 56586 56464 56549 56578 58103 
55337 55802 56534 56570 56644 

Zip Code Number/Count City County 

34119 1 Naples, FL 

55063 1 Pine City, MN Pine County 

55102 1 Saint Paul, MN Ramsey County 

55118 1 West Saint Paul, MN Dakota County 



55337 1 Burnsville, MN Dakota County 

55340 1 Medina, MN Hennepin County 

55391 1 Wayzata, MN Hennepin County 

55405 1 Minneapolis, MN Hennepin County 

55413 1 Beltrami, MN Hennepin County 

55422 1 Minneapolis, MN Hennepin County 

55792 1 Virginia, MN St. Louis County 

55802 1 Duluth, MN St. Louis County 

56258 1 Marshall, MN Lyon County 

56320 1 Cold Spring, MN Sterns County 

56401 1 Brainerd, MN Crow Wing County 

56464 10 Menahga, MN Wadena County 

56470 2 Park Rapids, MN Hubbard County 

56501 18 Detroit Lakes, MN Becker County 

56514 1 Barnesville, MN Clay County 

56534 1 Erhard, MN Otter Tail County 

56537 3 Fergus Falls, MN Otter Tail County 

56544 130 Frazee, MN Becker County 



56545 2 Gary, MN Norman County 

56549 1 Hawley, MN Clay County 

56554 2 Lake Park, MN Becker County 

56557 1 Mahnomen, MN Mahnomen County 

56560 1 Moorhead, MN Cass County 

56570 4 Osage, MN Becker County 

56571 2 Ottertail, MN Otter Tail County 

56572 1 Pelican Rapids, MN Otter Tail County 

56573 6 Perham, MN Otter Tail County 

56578 2 Rochert, MN Becker County 

56586 1 Underwood, MN Otter Tail County 

56587 5 Vergas, MN Otter Tail County 

56588 1 Vining, MN Otter Tail County 

56601 1 Bemidji, MN Beltrami County 

56644 1 Gonvick, MN Clearwater County 

56716 1 Crookston, MN Polk County 

58072 1 Valley City, ND 

58078 1 West Fargo, ND 





Question 13: 

Would you like to be involved in Wannigan Park Project? If so, please provide your name and email address and phone

(Responses removed for privacy.) 









Wannigan Park Survey SurveyMonkey

1 / 16

Q1 What recreational activities would you like to do at the new Wannigan
park, after it is developed? (Select all that apply.)

Answered: 121 Skipped: 0

Walking/hiking

Jogging/trail
running

Horseback
riding

Horse camping

Mountain/fat
tire biking

Bicycling with
a regular/ro...

Camping

Snowshoeing

Cross-country
skiing

Picnics

Visit with my
school class

Visit the
planned...

Attend a
concert or...

Birdwatching/Na
ture viewing

Geo-caching

Solitude/person
al...

I do not
anticipate...

Other (please
specify)

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%



Wannigan Park Survey SurveyMonkey
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90.08% 109

45.45% 55

21.49% 26

14.88% 18

29.75% 36

61.16% 74

55.37% 67

33.88% 41

40.50% 49

73.55% 89

33.88% 41

38.84% 47

42.98% 52

46.28% 56

21.49% 26

42.98% 52

1.65% 2

9.92% 12

Total Respondents: 121

ANSWER CHOICES RESPONSES

Walking/hiking

Jogging/trail running

Horseback riding

Horse camping

Mountain/fat tire biking

Bicycling with a regular/road bicycle on paved trails

Camping

Snowshoeing

Cross-country skiing

Picnics

Visit with my school class

Visit the planned interpretive center

Attend a concert or presentation at the amphitheater

Birdwatching/Nature viewing

Geo-caching

Solitude/personal contemplation

I do not anticipate using the park

Other (please specify)



Wannigan Park Survey SurveyMonkey
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59.81% 64

40.19% 43

Q2 Are there outdoor recreational activities that you would like to try, if
facilities and equipment were available at the park?

Answered: 107 Skipped: 14

TOTAL 107

Yes

No

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

ANSWER CHOICES RESPONSES

Yes

No



Wannigan Park Survey SurveyMonkey
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68.60% 83

88.43% 107

76.03% 92

71.90% 87

90.08% 109

68.60% 83

45.45% 55

61.16% 74

44.63% 54

37.19% 45

13.22% 16

Q3 What amenities should be built at the park? (Select all that apply.)
Answered: 121 Skipped: 0

Total Respondents: 121

Parking lots

Restrooms/latri
nes

Paved
walking/bicy...

Natural
surface trai...

Picnic tables

Gazebos and
covered picn...

Camp sites for
Recreational...

Campsites for
tents

Outdoor
Amphitheater...

Interpretive
center build...

Other (please
specify)

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

ANSWER CHOICES RESPONSES

Parking lots

Restrooms/latrines

Paved walking/bicycling paths

Natural surface trails for mountain bicycling, walking, and/or horseback riding

Picnic tables

Gazebos and covered picnic shelters

Camp sites for Recreational Vehicles (with water & electric hookups)

Campsites for tents

Outdoor Amphitheater for presentations and concerts

Interpretive center building with a small museum and indoor space for presentations

Other (please specify)



Wannigan Park Survey SurveyMonkey
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64.21% 61

35.79% 34

Q4 Are there park features that aren’t available at other parks in Frazee
that you would like to see at Wannigan Park?

Answered: 95 Skipped: 26

TOTAL 95

Yes

No, Frazee
parks have a...

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

ANSWER CHOICES RESPONSES

Yes

No, Frazee parks have all the features that I want.



Wannigan Park Survey SurveyMonkey
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91.74% 111

33.06% 40

43.80% 53

23.97% 29

3.31% 4

4.13% 5

Q5 How would you get to the new Wannigan park? (Select all that apply.)
Answered: 121 Skipped: 0

Total Respondents: 121

Automobile

Walking

Bicycle

Canoe/Kayak

I do not
anticipate...

Other (please
specify)

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

ANSWER CHOICES RESPONSES

Automobile

Walking

Bicycle

Canoe/Kayak

I do not anticipate using the park

Other (please specify)



Wannigan Park Survey SurveyMonkey
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Q6 Please rate the following public health values on how important they
are to you, from 1 (not important) to 10 (extremely important).  Select the

appropriate number for each of the public health values below:
Answered: 121 Skipped: 0

Promote
physical...

Promote
healthy...
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Connect people
to the outdoors

Enhance mental
health
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3.31%
4

0.00%
0

0.83%
1

0.83%
1

7.44%
9

2.48%
3

14.05%
17

15.70%
19

11.57%
14

43.80%
53 121

2.50%
3

0.00%
0

0.00%
0

1.67%
2

9.17%
11

3.33%
4

10.83%
13

16.67%
20

13.33%
16

42.50%
51 120

3.33%
4

0.00%
0

0.00%
0

0.00%
0

5.00%
6

2.50%
3

7.50%
9

15.83%
19

14.17%
17

51.67%
62 120

3.36%
4

0.84%
1

0.84%
1

0.00%
0

1.68%
2

3.36%
4

5.04%
6

16.81%
20

16.81%
20

51.26%
61 119

8.40%
10

0.84%
1

2.52%
3

0.84%
1

11.76%
14

7.56%
9

11.76%
14

10.92%
13

12.61%
15

32.77%
39 119

1 (Not Important) 2 3 4 5 6 7 8

9 10 (Extremely Important)

Encourage
social...
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1 (NOT
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2 3 4 5 6 7 8 9 10
(EXTREMELY
IMPORTANT)

TOTAL WE
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Promote
physical
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Promote
healthy
lifestyles
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people to
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outdoors

Enhance
mental
health

Encourage
social
interaction
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48.44% 31

75.00% 48

48.44% 31

Q7 Do you currently use any of the following trails? (Select all that apply.)
Answered: 64 Skipped: 57

Total Respondents: 64

North Country
National Sce...

Heartland
State Trail...

Otter Tail
State Water...

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

ANSWER CHOICES RESPONSES

North Country National Scenic Trail (Hiking only trail planned to be developed through Frazee)

Heartland State Trail (Paved trail for bicycling and walking/running, planned to be extended through Frazee)

Otter Tail State Water Trail (existing canoe/kayak trail on the entire Otter Tail River)
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Q8 How likely are you to use the following trails once Wannigan Park is
open and the trails are built through Frazee?

Answered: 121 Skipped: 0

15.70%
19

61.98%
75

22.31%
27 121

11.76%
14

57.14%
68

31.09%
37 119

32.17%
37

48.70%
56

19.13%
22 115

Not likely Will sometimes use Will use often

North Country
National Sce...

Heartland
State Trail

Otter Trail
State Water...

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

NOT LIKELY WILL SOMETIMES USE WILL USE OFTEN TOTAL

North Country National Scenic Trail

Heartland State Trail

Otter Trail State Water Trail
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60.53% 69

94.74% 108

6.14% 7

Q9 What types of interpretive information (indoor exhibits, outdoor
information signs, guided walks, etc.) would you like to see? (Select all that

apply.)
Answered: 114 Skipped: 7

Total Respondents: 114

Cultural/Histor
ical

Natural

Other (please
specify)

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

ANSWER CHOICES RESPONSES

Cultural/Historical

Natural

Other (please specify)
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56.52% 65

81.74% 94

47.83% 55

39.13% 45

45.22% 52

26.96% 31

27.83% 32

28.70% 33

14.78% 17

6.96% 8

Q10 What type of camping do you think should be used in the park?
(Select all that apply.)

Answered: 115 Skipped: 6

Total Respondents: 115

RV

Tent

Backpacking
(Long Distan...

Bicycle

Canoe/Kayak

Winter

Yurts (large
felted dome...

Rustic camper
cabins

&quot;Glamping”
(stationary ...

Other (please
specify)

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

ANSWER CHOICES RESPONSES

RV

Tent

Backpacking (Long Distance Hiking, such as on the North Country National Scenic Trail)

Bicycle

Canoe/Kayak

Winter

Yurts (large felted dome tents), tipis, or other unique shelters

Rustic camper cabins

"Glamping” (stationary RVs for rent, etc.)

Other (please specify)
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0.00% 0

0.83% 1

5.79% 7

2.48% 3

30.58% 37

27.27% 33

16.53% 20

9.09% 11

7.44% 9

Q11 What is your age group? (Select one)
Answered: 121 Skipped: 0

TOTAL 121

Under 12

12-14

15-18

19-24

25-34

35-44

45-54

55-64

65+

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

ANSWER CHOICES RESPONSES

Under 12

12-14

15-18

19-24

25-34

35-44

45-54

55-64

65+
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43.80% 53

2.48% 3

3.31% 4

15.70% 19

0.83% 1

4.96% 6

12.40% 15

8.26% 10

6.61% 8

1.65% 2

Q12 Where do you currently reside? (Select one)
Answered: 121 Skipped: 0

TOTAL 121

Frazee

Vergas

Rochert

Detroit Lakes

Wolf Lake

Perham

Becker County
(Outside of...

Otter Tail
County (Outs...

Elsewhere in
Minnesota...

Outside of
Minnesota...

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

ANSWER CHOICES RESPONSES

Frazee

Vergas

Rochert

Detroit Lakes

Wolf Lake

Perham

Becker County (Outside of above cities, please specify)

Otter Tail County (Outside of above cities, please specify)

Elsewhere in Minnesota (Outside Becker or Otter Tail County, please specify)

Outside of Minnesota (Please specify)
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100.00% 16

0.00% 0

0.00% 0

0.00% 0

0.00% 0

0.00% 0

0.00% 0

0.00% 0

100.00% 16

100.00% 16

Q13 If you would like to be involved with the Wannigan Park Project please
provide your contact information below:

Answered: 16 Skipped: 105

ANSWER CHOICES RESPONSES

Name

Company

Address

Address 2

City/Town

State/Province

ZIP/Postal Code

Country

Email Address

Phone Number



QuickFacts
Becker County, Minnesota; Minnesota
QuickFacts provides statistics for all states and counties, and for cities and towns with a population of 5,000 or more.

Table

All Topics

Population estimates, July 1, 2019, (V2019) 34,423 5,639,632

 PEOPLE

Population

Population estimates, July 1, 2019, (V2019) 34,423 5,639,632

Population estimates base, April 1, 2010, (V2019) 32,506 5,303,927

Population, percent change - April 1, 2010 (estimates base) to July 1, 2019,
(V2019) 5.9% 6.3%

Population, Census, April 1, 2010 32,504 5,303,925

Age and Sex

Persons under 5 years, percent 6.2% 6.2%

Persons under 18 years, percent 24.1% 23.1%

Persons 65 years and over, percent 21.1% 16.3%

Female persons, percent 50.1% 50.2%

Race and Hispanic Origin

White alone, percent 87.2% 83.8%

Black or African American alone, percent (a) 0.7% 7.0%

American Indian and Alaska Native alone, percent (a) 8.1% 1.4%

Asian alone, percent (a) 0.5% 5.2%

Native Hawaiian and Other Pacific Islander alone, percent (a)  Z 0.1%

Two or More Races, percent 3.4% 2.6%

Hispanic or Latino, percent (b) 2.3% 5.6%

White alone, not Hispanic or Latino, percent 86.1% 79.1%

Population Characteristics

Veterans, 2014-2018 2,695 310,097

Foreign born persons, percent, 2014-2018 1.5% 8.4%

Housing

Housing units, July 1, 2019, (V2019) 20,066 2,477,753

Owner-occupied housing unit rate, 2014-2018 78.8% 71.6%

Median value of owner-occupied housing units, 2014-2018 $187,600 $211,800

Becker County,
Minnesota Minnesota

 

 

 

 
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 

 
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 

https://www.census.gov/


Median selected monthly owner costs -with a mortgage, 2014-2018 $1,338 $1,547

Median selected monthly owner costs -without a mortgage, 2014-2018 $458 $520

Median gross rent, 2014-2018 $702 $944

Building permits, 2019 251 28,586

Families & Living Arrangements

Households, 2014-2018 13,487 2,167,801

Persons per household, 2014-2018 2.47 2.49

Living in same house 1 year ago, percent of persons age 1 year+, 2014-2018 89.3% 85.7%

Language other than English spoken at home, percent of persons age 5 years+,
2014-2018 3.5% 11.7%

Computer and Internet Use

Households with a computer, percent, 2014-2018 86.1% 90.3%

Households with a broadband Internet subscription, percent, 2014-2018 77.0% 82.9%

Education

High school graduate or higher, percent of persons age 25 years+, 2014-2018 92.6% 93.0%

Bachelor's degree or higher, percent of persons age 25 years+, 2014-2018 24.5% 35.4%

Health

With a disability, under age 65 years, percent, 2014-2018 8.9% 7.3%

Persons without health insurance, under age 65 years, percent 6.7% 5.8%

Economy

In civilian labor force, total, percent of population age 16 years+, 2014-2018 64.4% 69.7%

In civilian labor force, female, percent of population age 16 years+, 2014-2018 60.4% 66.0%

Total accommodation and food services sales, 2012 ($1,000) (c) 57,671 11,722,627

Total health care and social assistance receipts/revenue, 2012 ($1,000) (c) 149,773 40,403,572

Total manufacturers shipments, 2012 ($1,000) (c) 455,733 123,076,309

Total merchant wholesaler sales, 2012 ($1,000) (c) 150,776 104,485,117

Total retail sales, 2012 ($1,000) (c) 459,672 78,898,182

Total retail sales per capita, 2012 (c) $13,929 $14,667

Transportation

Mean travel time to work (minutes), workers age 16 years+, 2014-2018 22.1 23.5

Income & Poverty

Median household income (in 2018 dollars), 2014-2018 $59,278 $68,411

Per capita income in past 12 months (in 2018 dollars), 2014-2018 $29,710 $36,245

Persons in poverty, percent 11.1% 9.0%

 BUSINESSES

Businesses

Total employer establishments, 2018 921 151,595

Total employment, 2018 10,489 2,729,492

Total annual payroll, 2018 ($1,000) 409,794 149,373,963

 

 



Total employment, percent change, 2017-2018 3.5% 1.7%

Total nonemployer establishments, 2018 2,858 416,487

All firms, 2012 3,773 489,494

Men-owned firms, 2012 2,148 268,710

Women-owned firms, 2012 1,094 157,821

Minority-owned firms, 2012 214 47,302

Nonminority-owned firms, 2012 3,460 428,716

Veteran-owned firms, 2012 526 45,582

Nonveteran-owned firms, 2012 3,042 419,628

 GEOGRAPHY

Geography

Population per square mile, 2010 24.7 66.6

Land area in square miles, 2010 1,315.20 79,626.74

FIPS Code 27005 27



About datasets used in this table

Value Notes

 Estimates are not comparable to other geographic levels due to methodology differences that may exist between different data sources.

Some estimates presented here come from sample data, and thus have sampling errors that may render some apparent differences between geographies statistically indistinguishable. Click the Quick Info  icon to the left of each
row in TABLE view to learn about sampling error.

The vintage year (e.g., V2019) refers to the final year of the series (2010 thru 2019). Different vintage years of estimates are not comparable.

Fact Notes
(a) Includes persons reporting only one race
(b) Hispanics may be of any race, so also are included in applicable race categories
(c) Economic Census - Puerto Rico data are not comparable to U.S. Economic Census data

Value Flags
- Either no or too few sample observations were available to compute an estimate, or a ratio of medians cannot be calculated because one or both of the median estimates falls in the lowest or upper interval of an
open ended distribution.
D Suppressed to avoid disclosure of confidential information
F Fewer than 25 firms
FN Footnote on this item in place of data
N Data for this geographic area cannot be displayed because the number of sample cases is too small.
NA Not available
S Suppressed; does not meet publication standards
X Not applicable
Z Value greater than zero but less than half unit of measure shown

QuickFacts data are derived from: Population Estimates, American Community Survey, Census of Population and Housing, Current Population Survey, Small Area Health Insurance Estimates, Small Area Income and Poverty
Estimates, State and County Housing Unit Estimates, County Business Patterns, Nonemployer Statistics, Economic Census, Survey of Business Owners, Building Permits.
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Introduction 
The Minnesota Department of Natural Resources Parks and Trails Division (DNR) is committed to 
better understanding and enhancing visitors’ outdoor recreation experiences. To that end, the DNR 
conducted a trail intercept survey in summer 2019 to gather information from and about state trail 
visitors, including their demographics, activities, frequency of usage, barriers, motivations, satisfaction, 
and opinions about trail management and funding. This report presents findings from that survey. 

In 2015, the DNR developed a system plan to 
advance new approaches for managing the DNR's 
state parks and recreation areas, forest recreation 
areas, water recreation system, and state trails. This 
plan helps guide strategic investment decisions 
according to five principles: invest limited resources 
strategically, protect and interpret natural and cultural 
resources, inspire the next generation of stewards, 
promote tourism, and contribute to Minnesota’s 
quality of life. 

To ensure the plan is carried out in accordance with 
the guiding principles and to support the overall 
system, the DNR is conducting a series of research 
projects across these systems. This report shares the 

findings focused on the state trail system. In 2017, 
the DNR conducted a survey of Minnesota state parks 
visitors, and the DNR plans to study the forest 
recreation areas and the water recreation system in 
the years to come. 

The DNR has been conducting state trail surveys since 
the 1990s. These previous studies examined visitors’ 
experiences at one or two trails at a time. This 2019 
study was larger in scope and represents opinions of 
summer visitors to 640 miles of paved and hardened 
surface state trails.  

The DNR contracted with Wilder Research to analyze 
the survey data and prepare this report. 
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Minnesota state trail system 

Figure 1. Primary and Secondary State Trail Corridors1 

 

State trails included in the survey2 

Primary corridors 
• Brown’s Creek 
• Cuyuna Lakes 
• Douglas 
• Gateway 
• Gitchi-Gami 
• Glacial Lakes 
• Goodhue-Pioneer 
• Harmony-Preston Valley 
• Heartland 
• Mill Towns 
• Minnesota Valley 
• Paul Bunyan 
• Root River 
• Sakatah Singing Hills 
• Willard Munger 

Secondary corridors 
• Alex Laveau 
• Blazing Star 
• Casey Jones 
• Central Lakes 
• Great River Ridge 
• Luce Line 
• Shooting Star 

 

“DNR trails are a great resource for Minnesotans. Doing a great job!” – Gateway visitor 

“The state trails are an asset to Minnesota.” – Paul Bunyan visitor 

                                                           

1  Map of all Minnesota State Trails  
2  The primary and secondary corridors guide DNR investment priorities for the state trail system. The DNR applies 

differentiated guidance to primary and secondary corridors on topics including new development, rehabilitation, 
maintenance, trailhead amenities, and how partners can best support state trails. 

 

The survey covered non-motorized, summer visitors. Natural-surface trails, motorized trails, and some small and 
remote trails were excluded from the survey project. The map includes all state trails, but not all state trails were 
surveyed. 
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Survey Crew on the Heartland State Trail 

Methodology overview 

The 2019 Minnesota State Trail Visitor Study presents findings from a DNR-designed and -administered 
survey. The survey was developed to study activity on non-motorized and summer-use trails in 
Minnesota. The survey did not include trails used only in the winter or trails used predominantly for 
motorized recreation. Motorized recreation surveys, for example, have been conducted through 
surveys of registered vehicle owners rather than through intercept surveys. 

In total, 2,973 visitors were intercepted on the trail and invited to participate in the survey; 1,561 visitors (53%) 
completed the initial survey and 1,412 visitors (47%) declined or were not eligible to participate. Of the 1,561 
visitors who completed the initial survey, 841 visitors (54%) completed the follow-up survey. The follow-up survey 
asked more detailed questions about state trail experiences, including certain aspects of state trails and opinions 
about funding and trail passes. The follow-up survey respondents were similar in their demographic characteristics 
to everyone who completed the initial survey (Figure A2 in Appendix). 

The survey was administered by DNR staff during the 2019 summer season (between Memorial Day and Labor 
Day). It was conducted at 190 locations along 640 miles of state trails. The sampling plan was developed in two 
phases for the first and second halves of the summer. The DNR randomly selected sampling days for each week 
of data collection, then assigned trail segments to sampling days with random assignment of time of day for on-
site intercepts and interviews.  
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Since 2015, the DNR and partners have been conducting automated traffic counts of state trail use (see 
Appendix and the next section for detailed information). The information from the counts was used to inform 
the sampling plan for this project (e.g., to target the sample size for each trail and for cyclists/non-cyclists; and 
to estimate counts for data collection on weekdays and weekends). The automated counts measure overall 
activity on trails, in terms of trail miles traveled. The number of visits is not the same as miles traveled because 
different user groups travel different distances on a typical trail visit. For instance, bicyclists travel about six 
times farther than people who walk or run. The sampling plan and survey results are representative of trail 
activity, but not representative of total visits. 

At the determined trail locations, staff intercepted visitors to participate in the survey. If visitors came as a group, 
the adult with the most recent birthday was asked to participate in the survey. An initial survey was administered 
onsite via a tablet computer.  

 
From left to right: Paul Bunyan State Trail, Luce Line State Trail, and Gateway State Trail. 

The initial survey included questions about visitors’ motivation to visit the trail, their demographics, and how the 
visitors found out about the trail and planned for their trip.  

After completing the initial survey, DNR data collectors asked the same respondent to participate in a voluntary 
follow-up survey that could be taken on-site or at home at a later time. The follow-up survey dug deeper into the 
visitors’ experiences, such as asking about their satisfaction with the various trail amenities and maintenance, and 
their opinions about funding and trail pass fees.  

For a detailed explanation of the survey methodology, please contact the DNR Parks and Trails Division.  
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Notes 

• As context, this report includes information about Minnesota adult residents – age 18 and older for age, gender, 
and race/ethnicity and age 25 and older for education attainment - from the 2014-2018 American Community 
Survey 5-year estimates (“2018 Minnesota adult population”) and relevant results from previous DNR studies. It 
should be noted that the sample and methodology in the 2019 State Trail Visitor Study is different from previous 
studies. To read previous reports, please visit the Minnesota Department of Natural Resources State Parks and 
State Trails Studies (https://www.dnr.state.mn.us/aboutdnr/reports/pat/index.html) 

• The survey results reflect the views of adult visitors (age 18 and up) who agreed to participate in the survey. 
They are referred to as “visitors” in this report. Their responses may not represent opinions of all state trail 
visitors.  

• The term “tourists” and “locals” are used to describe two different groups of visitors. Locals are those who 
have traveled less than 50 miles from their home and did not stay overnight to visit the trail; and tourists are 
those who traveled more than 50 miles and/or stayed overnight to visit the trail. 

• About half of the visitors in the follow-up survey provided additional comments and suggestions for improving 
Minnesota state trails. Selected comments are included to illustrate the relevant findings throughout the 
report as well as in the Appendix. 

• Meaningful significant differences among types of visitors (e.g., locals vs. tourists, younger vs. older respondents) 
are included in the report.   

https://www.dnr.state.mn.us/aboutdnr/reports/pat/index.html
https://www.dnr.state.mn.us/aboutdnr/reports/pat/index.html
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Survey findings 
Characteristics of state trail visitors 

The DNR seeks to better understand who visits state trails. In this section, we describe the 
demographic characteristics of the trail visitors, the size and composition of the visiting group, prior 
visits to the trail, and whether the visitors are locals or tourists. 

Demographics 

Compared to the Minnesota adult population, trail visitors were older, had higher incomes, had higher 
educational attainment, and were more often identified as white.3 Their demographic characteristics were 
similar to the characteristics of respondents in previous state trail and state parks visitor studies, except for income 
levels (Figure A3 in Appendix).  

Age 

Seventy percent of adult trail visitors were age 45 or older (Figure 2).  

Figure 2. Age of adult visitors compared to Minnesota adult population 

 

 

                                                           

3  Included a few visitors (14%) who were from out of state. 

20%

17%

17%

16%

18%

12%

23%

30%

17%

14%

11%

5%

65+

55-64

45-54

35-44

25-34

18-24

■ 2019 State Trail Survey (N=1,539)
■ 2018 Minnesota adult population (N=4,235,751)
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Gender 

Male visitors make up a larger share of visitors than female visitors (Figure 3).  

Figure 3. Gender of adult visitors compared to Minnesota adult population 

 

Note. The survey included gender selections for male, female, non-binary, transgender, or none of these. Less 
than 0.5% of the visitors selected non-binary, transgender, or none of these. 

Race/ethnicity 

Nearly all of the trail visitors were white (Figure 4). 

Figure 4. Race/ethnicity of adult visitors compared to Minnesota adult population 

 

Respondents were asked to describe their race and/or ethnicity as: White, non-Hispanic; Hispanic or Latino; 
Black or African American; African; Asian; Middle Eastern; Native, First Nation, Alaska Native; Pacific Islander; or 
Other. Respondents could choose multiple answers. Those who selected White, non-Hispanic only are categorized 
as White; the remaining groups are categorized as “Of Color.” None of the respondents indicated African or 
Middle Eastern.  

Visitors of color tended to be younger. Fifty-eight percent of visitors of color were younger than age 45, compared to 
28% of white visitors (Figure A4 in Appendix). 
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■ 2019 State Trail Survey (N=1,536)
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■ 2019 State Trail Survey (N=1,526)
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Educational attainment 

State trail visitors tend to have higher educational attainment than the overall Minnesota adult population; 67% 
of trail visitors have a bachelor’s degree or higher compared to 35% of Minnesota’s adult population (Figure 5).  

Figure 5. Educational attainment of visitors compared to Minnesota adult population 

 

Note. The survey did not include an option for “less than high school.” However, it did include an option of 
“none of these,” which 0.1% of the survey respondents selected. The figures for the 2018 Minnesota adult 
population in this chart are for adults age 25 and older. 
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High school
graduate or GED
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■ 2019 State Trail Survey (N=1,514)
■ 2018 Minnesota adult population (N=4,235,751)
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Household income 

Compared to the Minnesota population, state trail visitors had higher household incomes. Sixty percent of state 
trail visitors reported a total household income of $75,000 or more in 2018, compared to 45% of all Minnesota 
households (Figure 6).  

Figure 6. Household income of visitors compared to Minnesota adult population 

 

Compared to previous DNR studies (2017 State Parks Visitor Study and 2007-13 State Trail Users), the share of 
visitors in 2019 with household incomes of $100,000 or more was higher (43% vs. 32-33%; Figure A3 in Appendix). 

Group size and composition 

Half of the survey respondents indicated that they visited the trail alone and another 37% visited with one 
other person. Much smaller shares of trail visitors came in groups of three, or, four or more (Figure 7). 

Figure 7. Group size 

 

Note. N=1,561  
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■ 2019 State Trail Survey (N=1,335)
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When survey respondents were asked to describe their visiting group, most of the respondents (88%) indicated 
that their group included only adults (this figure includes single visitors). The remaining survey respondents 
were accompanied by children (Figure 8).  

Figure 8. Group composition 

Included in your group are… N=1,523 

Only adults ages 18 and up 88% 

Adults with children ages 12 and younger 10% 

Adults with children between the ages of 13 and 17 4% 

Note. Total percentage does not add up to 100% because survey respondents could select one or both groups of 
children. 

In addition, the DNR intercepted 92 children under the age of 18, without an adult (6% of those who were 
stopped by DNR staff). They were not eligible to participate in the survey and not included in the sample. 

Repeat and first-time visitors 

For most of the visitors (89%), their trip was not their first visit to the trail. This result is quite a bit higher than 
the previous State Parks Visitor Study in 2017, where 59% of the survey respondents were repeat visitors. Of those 
repeat visitors, 64% visited the trails on at least a weekly basis (Figure 9). 

Figure 9. Frequency of use by repeat visitors 

 
Note. N=1,378 

Local visitors and tourists 

Local visitors are those who traveled less than 50 miles from their home and did not stay overnight to visit the trail, 
and tourists are those who traveled more than 50 miles to the trail and/or stayed overnight during their visit. 

The share of local visitors outnumbered the tourists, 72% to 28%. The percentage of tourists who visited the 
trails is lower than the previous trail study (35%) and the 2017 State Parks Visitor Study (68%).  
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State trail trip 

The DNR seeks to better understand the characteristics of the visitor trips. In this section, we describe 
the information used by visitors to plan for the trip, their reasons to visit the trail, and ways they get 
to the trail. We also describe the activities trail visitors participate in during their trip to a Minnesota 
state trail, equipment used, and the accommodation they use during their visit to the trail. Understanding 
answers to these and other questions about visitors’ trips is helpful for DNR staff to better plan for 
future trail use. 

Getting to the trail 

Sources of information for all visitors 

When asked how the visitors found out about the trail, the majority of state trail visitors reported that they 
have known about the trail they visited for a long time (72%). Ten percent reported that they received a 
referral from a family or friend (Figure 10). 

Figure 10. Sources of information for visitors  

Source of information All visitors (N=1,557) 

Known about this trail for years 72% 

Referral from family or friend 10% 

Stumbled upon; happened to be in the area 7% 

Online (Google, website, blog, social media, etc.) 4% 

Recommendation from a business, visitor center, etc. 1% 

From the DNR (website, social media, brochure, staff, etc.) 2% 

Smartphone app 1% 

Publication (brochure, magazine, or newspaper) 1% 

TV or radio <1% 

Events (e.g., consumer show, fairs, bicycle tour) <1% 

Other 2% 

Note. Visitors could select more than one source. 
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Gitchi-Gami State Trail 

Sources of information for first-time visitors 

Eleven percent of the survey respondents indicated that this was their first visit to the trail where they received 
the survey. Of those who had never visited the trail before, more than one-fourth were referred by a family member 
or friend. Other frequently cited sources included online, known about the trails for years, and stumbled upon the 
trail (Figure 11). 

Figure 11. Sources of information for first-time visitors 

 
Note. N=164. Visitors could select more than one source. 

"From the DNR" includes the DNR website, social media, brochure, staff, etc. Events (e.g., consumer show, fairs, 
bicycle tour); TV or radio; and "Other" categories are not displayed; each of them was mentioned by one visitor.  
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Source of information for tourists 

Half of tourists already knew about the trail they visited. Eight percent of tourists learned about the trail from 
DNR-produced media or from DNR staff, as opposed to 1% of locals (Figure 12). 

Figure 12. Information sources for tourists and locals 

 

Note. The questions used to determine whether a visitor was considered a local or tourist were asked in the 
follow-up survey. The total number of follow-up survey respondents who responded to this question is 808. 
"From the DNR" includes the DNR website, social media, brochure, staff, etc. Percentages may not add up to 
100% due to rounding. 
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Douglas State Trail 

Reason for using the trail 

Eighty-five percent of visitors were using the trail for exercise, and 75% were using the trail for fun. About one 
in ten visitors used the trail for commuting or traveling somewhere (Figure 13).  

Figure 13. Reasons for using the trail  

 

Note. N=1,557. Visitors could select more than one reason.  

3%

9%

33%

40%

41%

75%

85%

Other

Commuting or
traveling somewhere

To spend time
with family or friends

To relax or reduce stress

To view scenery
or wildlife

For fun

Exercise



2019 Minnesota State Trail Visitor Study 15 

In addition to using the trails for fun or exercise, a higher share of tourists than locals reported using the trail to 
spend time with family or friends (43% vs. 29%). 

Figure 14.  Locals’ and tourists’ reasons for using the trail 

 
Note. Visitors could select more than one reason for using the trail.  

Ways to get to the trail 

When asked how they got to the trail, almost half of visitors indicated that they drove (47%) or bicycled (42%).  

Figure 15. Ways to get to the trail 

 
Note. N=838  
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At the trail 

On-trail activities 

Visitors used the trails for a variety of activities. 
Bicycling was the most prevalent activity, with 
three-quarters (75%) of visitors indicating their 
group was participating in this activity during their 
visit. Walking was the second most common trail 
activity, with one-quarter (25%) of visitors indicating 
their group was participating in this activity.  

“Minnesota does bike trails right. The Root River 
Trail had perfect pavement. The towns 
offered many places to eat and shop. Less 
than an hour after a windstorm, the trail crew 
was clearing the trail of fallen tree branches. 

Thank you Minnesota!” – Root River visitor 

Figure 16. Trail activities during their visit 

 

Note. N=1,560. Visitors could select more than one activity. 
a Including using any type of mobility assist device 
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While a higher share of men were biking compared to women, a higher percentage of women were walking 
compared to men (Figure 17). 

Figure 17. Walking and bicycling activities by gender 

 

Note. The survey included gender selections for non-binary, transgender, or none of these. Less than 0.5% of the 
visitors selected one of these categories. Percentages may add up to more than 100% due to rounding. 

Results also show that: 

• Nearly a quarter of non-bicyclists used the trail to walk their dog(s). 
• Three-quarters of people who visited primary corridors (75%) reported that their primary activity was 

bicycling, compared to 55% of secondary corridor visitors. The remaining people who visited secondary 
corridors (43%) said they run, jog, or walk as their primary activity.  

• A higher percentage of tourists indicated bicycling as an activity compared to local visitors (82% to 67%). 

Equipment used during visit 

Nearly all trail visitors (95%) indicated that they did not use any specialized equipment during their visit. The 
majority of the remaining visitors, who were almost entirely adults older than age 55, used an electric-assist 
bicycle (4%). Other types of equipment, such as wheelchairs and electric scooters, skateboards, or Segways 
registered less than 0.5% of responses. Non-electric bicycles were not included in the specialized equipment list.  

Travel distance on the trail 

The survey asked the visitors to estimate how many miles they traveled on the state trail on the day of their 
visit. The median distance that visitors traveled on the trail was 15 miles (Figure 18); the median for tourists 
was higher than the median for locals (median for tourists: 21 miles and median for locals: 14 miles). As would 
be expected, cyclists traveled greater distances than non-cyclists (median of 20 miles vs. 3 miles). Nearly all 
visitors (99%) indicated that they used paved or limestone trails during their visit and 1% used a trail shoulder or 
parallel natural surface trail. 
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Figure 18. Median distance traveled on trail (miles) 

  

Of all trail visitors, 85% traveled out-and-back on the trail, 4% traveled one way, and 11% traveled in a loop, 
using a different trail or route to go one-way.  

Travel distance from home 

The survey asked visitors to estimate the distance of the trail from their permanent home. While the majority of 
locals (81%) indicated that the trail was less than 10 miles from their homes, 70% of tourists indicated it was 
more than 100 miles.  

In general, higher-income households were more likely than lower-income households to have visited 
a trail that is farther than 100 miles from their homes.  

Figure 19. Travel distance from home  

 

Note. Local visitors are those who traveled less than 50 miles from their home and did not stay overnight to visit 
the trail, and tourists are those who traveled more than 50 miles to the trail and/or stayed overnight during 
their visit. Percentages may add up to more than 100% due to rounding. 
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Visiting days 

Among visitors during weekdays, 77% were locals and 23% were tourists. This difference is smaller during 
weekends and holidays when 56% of the visitors were locals and 44% were tourists.   

Figure 20. Visiting days for locals and tourists 

 

Overnight accommodations for tourists  

More than half (53%) of tourists who stayed overnight during their visit chose to lodge at private, commercial 
establishments (i.e., vacation rental by owner; hotel, motel, or resort; private campground or RV park). 
Respondents were able to select more than one accommodation type. Fewer than one-fifth (17%) of visitors 
stayed at a public campground or park (Figure 21). In general, the higher a household’s income, the more likely they 
were to stay in private lodging. For example, 31% of visitors with household incomes of $75,000 or more 
reported staying in a hotel, motel, or resort during their visit, compared to 15% of visitors with household 
incomes less than $75,000. Also, among income level groups, 64% of visitors with incomes less than $75,000 
reported that they did not stay overnight.  

Figure 21. Overnight accommodations of tourists 

 

Note. N=229. 
Survey respondents could select multiple answer options.   

77%

56%

23%

44%

Weekday (N=538)

Weekend/Holiday (N=271)

Locals Tourists

1%

8%

11%

17%

33%

34%

Other

Vacation rental by owner
(VRBO, Airbnb, etc.)

Private campground or RV park

Public campground or park
(city, county, state, etc.)

Private residence or cabin

Hotel, motel, or resort



2019 Minnesota State Trail Visitor Study 20 

Money spent during trip for tourists 

Overall, tourists spent an average of $525 on their trips to state trails (tourist median: $204). Lodging was the 
largest expense, averaging $300 per group (tourist median: $50). Food and beverages were the second-most 
expensive expenditure, with tourist groups spending an average of $113 during their trip (tourist median: $50; 
Figure 22). 

Figure 22. Visitors' expenditures 

 All 
visitors 

(average) 

All visitors 
median  

(and range) 
Locals 

(average) 

Locals 
median  

(and range) 
Tourists 

(average) 
Tourists median  

(and range) 

Transportation $20 $1 ($0-$500) $3 $0 ($0-$80) $54 $30 ($0-$500) 

Food and beverages $43 $3 ($1-$1000) $9 $0 ($0-$900) $113 $50 ($0-$1,000) 

Lodging $98 $0 ($0-$7200) $1 $0 ($0-$500) $297 $50 ($0-$7,200) 

Entertainment $6 $0 ($0-$500)  $1 $0 ($0-$500) $15 $0 ($0-$400) 

Equipment and rental $13 $0 ($0-$2000) $6 $0 ($0-$2000) $26 $0 ($0-$600) 

Other expenses  $7 $0 ($0-$1000) $1 $0 ($0-$100) $19 $0 ($0-$1,000) 

Total spending $187 $10 ($0-$8200) $22 $2 ($0-$2730) $525 $204 ($0-$8,200) 

Note. N for all visitors=710-719; N for locals=477-486; N for tourists=233-234. 
The survey asked visitors, “Please estimate how much you and your group spent on the following types of 
expenses during your visit to the trail.” While more than half (58%) of tourist groups consisted of two people, 
the size of the groups ranged from 1 to 15 people. The survey did not capture information related to the 
duration of overnight lodging or days spent in the area. 
  



2019 Minnesota State Trail Visitor Study 21 

Satisfaction with the trails 

Providing high-quality experiences is a cornerstone of the DNR’s efforts to attract new trail visitors, as 
well as bring current visitors back to state trails. In general, visitors across the demographic groups 
and types (e.g., locals or tourists, cyclists or non-cyclists, those who visited primary or secondary 
corridors) who completed the 2019 survey were highly satisfied with their visit to the trail.  

Overall satisfaction 

Most visitors who completed the initial or follow-up survey reported that they were very satisfied or 
completely satisfied with their visit to the trail (Figure 23). These results are similar to the 2017 State Parks 
Visitor Survey (89% reporting being very or completely satisfied with their state park visit). When asked whether 
they would recommend the trail that they visited to a friend or family member, 100% of the respondents in both 
the initial and follow-up surveys in 2019 answered “yes.” 

Figure 23. Overall satisfaction 

 
Note. Visitors in the follow-up survey were asked, “After completing your visit and with further reflection, which 
statement most closely reflects your feelings about your visit?” The follow-up survey respondents were a subset 
of the initial survey respondents. 
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Cracks on the Gateway State Trail 

Satisfaction with aspects of the trail 

Visitors in the follow-up survey were asked questions about the quality of three trail aspects: the trail surface 
(including being clear of potholes, cracks, and debris); tree, shrub, and grass trimming; and amenities (parking, 
toilet facilities, drinking water, etc.). Nearly all responding visitors (more than 90%) rated the quality of these 
aspects of the trail as acceptable, good or very good (Figure 24). 

Figure 24. Quality of trail aspects 

 
Note. The “N/A, No opinion” response was excluded from analysis. Percentages may add up to more than 100% 
due to rounding. 

 

“MN trails are FAR superior to those we've been on in other nearby Midwestern states. We are so proud of 
our state for investing in our bike trails, taking good care of them, and building new ones. We hope the 
state continues to value this wonderful asset. We are a really healthy couple [ages 60+] and credit the 
ease of access we have to so many great and safe bike trails. Thank you!” – Sakatah Singing Hills visitor 
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Satisfaction with the availability of trail amenities 

The visitors were also asked to rate their satisfaction with the availability of different trail amenities. Most 
visitors (80% or more) rated the availability of toilet facilities, parking areas, rest areas, food and drinks near 
the trail, and events and programs on the trail as acceptable, good, or very good. Availability of parking and rest 
areas were rated the highest. Drinking water availability was rated the lowest (36% poor to very poor), though 
64% of visitors rated it at least acceptable (Figure 25). Looking at primary and secondary corridors, a higher 
percentage of secondary corridor visitors rated the drinking water availability poor or very poor than the primary 
corridor visitors (56% vs. 33%). 

Figure 25. Availability of trail amenities 

 
Note. The “N/A, No opinion” response was excluded from analysis. Percentages may add up to more than 100% 
due to rounding. 
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Satisfaction with the trail information 

Visitors rated the quality of the trail information positively. The information included maps and navigational 
signs along the trail; signs for rules, etiquette, and safety; interpretive and educational signs along the trail; 
information about how to get to the trail; and information about the DNR’s website. More than 80% of visitors 
rated each of these information types as acceptable, good, or very good (Figure 26). 

Figure 26. Quality of trail information 

 
Note. The “N/A, No opinion” response was excluded from analysis. Percentages may add up to more than 100% 
due to rounding. 

Conflicts with other users 

Most visitors (93%) said that they did not have any problems or conflicts with other trail users. The few visitors  
who reported conflicts with other trail users most commonly mentioned poor trail etiquette as the source of the 
dissatisfaction, including people stopping in the middle of the trail, cyclists taking up too much room on the trail, or 
cyclists who did not slow down around pedestrians or did not announce themselves when passing, and issues with 
dogs (e.g., dogs were not leashed or waste was not picked up).  

“Excessive speed, passing too close to pedestrians, no announcements when passing from behind, and loud 

music from stereos on bikes.” – Central Lakes visitor 

“Trail etiquette needs to improve and a few more signs about trail etiquette/rules should be posted. Some dog 
walkers do not control their animals. Some bicyclists are traveling too fast on the trail and don't announce 

when they approach.” – Douglas visitor 

“I was surprised at the lack of patience for children from other trail users. It did not feel really welcoming for 

our young kids on bikes and scooters, who themselves were using proper trail etiquette.” – Root River visitor 
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Ways for improvement 

Visitors who indicated that they were less than completely satisfied with their experience were asked for 
suggestions for improvement. A total of 326 of the 445 visitors (47%) provided one or more answers. Their answers 
were organized into themes. The most common themes for improvement are related to trail conditions (Figure 27).  

Figure 27. Top five improvement themes 

 

 
Note. N=326 

Other comments noted from visitors about improvements, but not included in the graph above: general trail 
condition comments (not specified to any of the answers above), flooding on trails, less construction on trails, 
general facility comments (not specified to any of the answers above), parking options, more garbage cans 
available, more benches along the trails, more materials/guidance available to trail users, more trail markers, more 
education flyers or brochures along the trails or at stops, information about the towns along the trails, easily 
accessible trail maps, more trail maps on the trails, trail etiquette signs, poor etiquette from other users, 
problems with dogs, poor behavior from bikers, bikers (in general), speeding bikers, need for more trails, more 
connections amongst trails/connections to current trails, completion of trails, dangerous conditions where trails 
meet the road, trails too close to the roadways, motorized vehicles on non-motorized trails, food (general), more 
places to eat along the trails, general safety concerns, addition of more lights on the trails.  

“Access to water, clean and more bathrooms.” – Luce Line visitor  

“I enjoy the trails a lot. The biggest problems are pavement surface, tree trimming, and weed-whipping 
that needs to be done. Also, after windy days, lots of sticks on the path never get cleared off. I would like 
to see more bathrooms along the path, but with more bathrooms come vandalism. [I would like to see] 
winter plowing or sweeping. Where the trail crosses at Jamaca Avenue in the winter, they don't clear the 

snow off. [It] would be nice to use the rest of the trail in the winter.” – Gateway visitor  
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Investment and funding 

Importance of the trail 

State trails are an important reason for visiting the area. When asked how important the trail was in visiting the 
area, 75% of all visitors indicated that the trail was a primary or significant reason for their visit. The remaining 
visitors indicated that the trail was part of the reason why they visited the trail (12%) or they would have visited 
the area without the trail (12%). 

Among tourists, 60% indicated that the trail was the primary or a significant reason why they visited the area. 
Another 19% of tourists indicated that the trail was at least part of the reason why they visited the area. However, a 
larger share of tourists than locals would have visited the area even if the trail was not there (22% vs. 5%) 
(Figure 28). 

Figure 28. Trails as a reason for visiting the area 

 
Note. Percentages may add up to more than 100% due to rounding. 

“Bicycle trails in MN are the reason I'm retiring in MN. The trails are the reason I'm willing to pay the 
high MN taxes. Construct more trails and maintain them, I'm willing to pay even more taxes. A paved 

bicycle trail around Leech Lake would be beyond wonderful!” – Paul Bunyan visitor 
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Investment in trails 

The survey asked trail visitors to indicate their level of support or opposition to a number of investments on 
state trails and funding-related statements to gauge trail visitor opinion on these topics. 

Overall, the majority of visitors (84%) mildly or strongly support the idea of building more trails, and a majority 
(85%) mildly or strongly support the idea that the state should invest more in state trail maintenance. However, 
visitors were roughly divided on the notion that current funding for state trail maintenance is sufficient, with 
about equal shares (37%-38%) opposing or supporting current funding levels. 

Results also show that: 

• There is not a meaningful difference in opinions by household income. 
• A majority of both cyclists and non-cyclists mildly and strongly supported the idea of investing more in state 

trail maintenance, though a slightly higher share of cyclists were in support (88% compared to 74%); similarly, 
cyclists (86%) and non-cyclists (76%) mildly or strongly supported the idea of building more state trails. There is a 
slightly higher opposition among cyclists to the statement that current state funding for trail maintenance is 
sufficient (40% compared to 26%).  

Figure 29. Visitors’ views on investments on state trail system 

 
Note. Percentages may add up to more than 100% due to rounding. 
 

“We love the trails and they should be available to everyone. Figure out a tax system to support them. 
Lottery money?”  – Paul Bunyan visitor 
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Overall funding opinions 

Visitors were asked their opinions on various ways 
for funding state trails. Most of the visitors (91%) 
strongly or mildly supported continuing funding state 
trail maintenance with general tax dollars. However, 
when asked about their opinions on other methods 
of funding (e.g., with daily or annual passes or sales 
taxes from bicycle equipment), visitor support was 
somewhat mixed (Figure 30).  

For example, when asked specifically about a bicycle 
equipment tax, 59% of trail users supported the use 
of existing sales tax to maintain trails, compared to 
19% who opposed using existing sales tax. Fifty-six 
percent opposed an increase in the sales tax on 
bicycling equipment, compared to 22% who supported 
it. More than 60% of visitors opposed some kind of 
required trail pass.  

“I feel very strongly that the beauty of our 
state is something everyone here should 
enjoy and our state taxes should pay for that. 
If additional tax is needed, I'm happy to pay 

it to live here.” – Luce Line visitor 

“I use motorized state trails the most. 
Snowmobilers and ATV users pay their way 
with license fees. It is time for bicycle riders 
to pay for their trails too! Taxpayers should 

not pay for non-motorized trails!” 
 – Gitchi-Gami visitor 

 

Figure 30. Funding 

 

There is not a meaningful difference in funding and pass requirement opinions by household income or 
primary trail activity.  
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Trail annual pass opinions 

The operation and maintenance of Minnesota state trails is funded from general tax dollars as well as revenue 
from lottery in-lieu-of-sales taxes. Most state trail visitors are not charged a direct use fee, like the state park 
permit, that would support at least some of the operation and maintenance costs. Some states, such as Wisconsin, 
charge state trail visitors for a trail pass, and certain local entities in Minnesota charge fees for the Cannon Valley and 
Mesabi regional trails. The DNR sought information on visitor’s perspectives on trail passes, since this is a common 
idea for how to provide funds to support state trail maintenance. 

The Minnesota DNR requires snowmobilers, cross-country skiers, and equestrians to have a trail permit to use 
state recreation facilities. Notably, each of these passes were instituted because of user group advocacy and 
they apply to other areas besides state trails. Snowmobilers must have a trail registration to legally ride on state 
or grant-in-aid funded trails. The horse pass gives riders access to horse trails and facilities in state parks, state 
forest recreation areas, and state trails. The cross-country ski pass is required to ski on groomed trails in state 
parks, state forests, and on state and grant-in-aid trails. 

The DNR was interested in knowing whether different annual pass price points make any difference in visitors’ 
opinions about their likelihood to visit state trails. Results of this 2019 State Trail Visitor Study show that an annual 
trail pass could significantly affect use of state trails (Figure 31). The impact on trail usage starts immediately 
at $10, with almost 20% of respondents saying they would decrease use or not use the trail at all. As the price 
increases, the share of visitors saying that they would not use the trail also increases (8%-16% for every $10 of 
an increase in fee).  

Enforcement of a state trail pass may be challenging because trails are interconnected and cross jurisdictional 
boundaries. Many trail visitors may not be aware of the difference between state, regional, and local trails and 
may not know when they are using a state trail. Some trail systems are perceived as a single trail even though 
they are a patchwork of connected state, regional, and local trails with multiple management authorities. 

Figure 31. Trail pass fee opinions 

 
Note.  Percentages may add up to more than 100% due to rounding. 
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We also examined the trail fee opinions for visitors with different annual income levels (i.e., less than $50,000 or more than $50,000) and for those 
who reported different primary activities (i.e., bicycling or other activities).  

Figure 32 shows that regardless of income, visitors reported they would use trails less frequently as the cost of a proposed trail fee increases, with 
lower-income visitors registering more price-sensitivity. For both income levels, the biggest drop appears between the price point of $20 and $30. 
When the cost of a proposed fee increased from $20 to $30, the share of lower-income visitors who would use the trails the same amount dropped 
from 50% to 24%, and the share of higher-income visitors dropped from 60% to 38%. 

Figure 32. Trail fee opinions by income level 

 $10 $20 $30 $40 $50 

Annual trail fee 

Income 
less than 
$50,000 
N=111 

Income 
$50,000 or 

more 
N=527 

Income 
less than 
$50,000 
N=105 

Income 
$50,000 or 

more 
N=513 

Income 
less than 
$50,000 
N=103 

Income 
$50,000 or 

more 
N=499 

Income 
less than 
$50,000 
N=104 

Income 
$50,000 or 

more 
N=494 

Income 
less than 
$50,000 
N=102 

Income 
$50,000 
or more 
N=492 

I would not use 
state trails at all 

15% 8% 24% 16% 41% 31% 59% 47% 72% 59% 

I would use state 
trails less often 

9% 9% 22% 18% 30% 29% 27% 31% 16% 21% 

I would use state 
trails the same 
amount 

66% 75% 50% 60% 24% 38% 13% 20% 12% 19% 

I would use state 
trails more often 

9% 7% 4% 6% 5% 2% 1% 2% 1% 2% 

Note. Percentages may not add up to 100% or exceed 100% due to rounding. 
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Figure 33 shows similar trends among cyclists and non-cyclists. As the cost of proposed annual passes increases, cyclists and non-cyclists would use 
trails less. When the cost of a proposed fee increased from $20 to $30, the share of cyclists who would use the trails the same amount dropped from 
62% to 38%, and the share of non-cyclists dropped from 50% to 31%. If the DNR required a trail pass of $30 annually, 59% of cyclists would use the 
state trails less often or not at all. 

Figure 33. Trail fee opinions of cyclists and non-cyclists 

 $10 $20 $30 $40 $50 

Annual trail fee 
Cyclists 
N=576 

Non-
cyclists 
N=156 

Cyclists 
N=554 

Non-
cyclists 
N=151 

Cyclists 
N=540 

Non-
cyclists 
N=151 

Cyclists 
N=539 

Non-
cyclists 
N=149 

Cyclists 
N=534 

Non-
cyclists 
N=150 

I would not use 
state trails at all 

7% 15% 15% 25% 30% 41% 47% 56% 59% 66% 

I would use state 
trails less often 

9% 11% 18% 21% 29% 27% 30% 26% 20% 17% 

I would use state 
trails the same 
amount 

77% 67% 62% 50% 38% 31% 20% 17% 19% 16% 

I would use state 
trails more often 

7% 8% 5% 5% 3% 2% 2% 1% 2% 1% 

Note. Percentages may not add up to 100% or exceed 100% due to rounding. 

 

“The state trails should be for anyone, regardless of household income. Putting a price on using the trails would eliminate people who struggle 
making ends meet. Exercise on the other hand, is a crucial element to all human health and mental well-being. Everyone should have opportunities 
to use [it for] exercise without a fee attached to it.” – Paul Bunyan visitor 

“I love having access to the Luce Line! However, I think requiring people to pay for it is not a good idea. If people have to pay, I think there will 
be a lot less visitors, and we all need to get out more, not less. Personally, I would rather sacrifice facilities that need to be maintained such as 
drinking fountains and restrooms than pay for a pass. The trail should continue to be funded through tax dollars.” – Luce Line visitor  
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Wilder Research recommendations 
In general, visitors to Minnesota state trails felt very positive about their experiences at the trails. 
They used the trails frequently and would want the state to continue funding and making investments 
in them. In this section, Wilder Research provides recommendations that are based on the survey 
findings as well as our knowledge about working with diverse communities in Minnesota.  

To attract demographically diverse visitors 

• Be intentional when creating more trails, 
focusing on areas that are more diverse and 
lack outdoor recreation investments. 

• Develop outreach programing for communities 
of color and low-income communities. 

• Provide subsidized or free equipment rentals 
or passes to younger and lower-income visitors. 

• Continue to utilize general tax dollars to care 
for trail facilities.   

We also suggest that the DNR would… 

• Advertise in languages other than English. 
• Collaborate with partners that focus on diverse 

groups of people when developing marketing 
campaigns and advertising strategies. 

• Work with school districts and youth 
organizations to attract younger users  
(e.g., through DNR programs and field trips to 
the trails). 

• Ensure there is a commitment to hire and 
retain staff of color at a variety of levels 
within the DNR to invite a diversity of 
perspectives. 

• Conduct a survey research study to collect 
data from non-visitors or non-users to 
understand how to attract new visitors, 
including more diverse and younger visitors. 

To enhance visitor experiences 

• Ensure materials and signage from the DNR 
and on the trail are offered in a variety of 
languages.  

• Invest in trail maintenance, primarily focusing 
on surfaces to prevent dangerous conditions 
for visitors. 

• Post trail user etiquette signage along the trail. 
• Improve availability of drinking water, 

especially on secondary corridors. 
• Continue to partner with towns/cities on or 

near trails to provide more facilities (e.g., 
bathrooms, water fountains).  

• Even though the share of visitors using 
information from the DNR website for 
planning their trip is small, we recommend 
DNR continue to update and improve on it. 
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Appendix 
Individual comments on ways to improve Minnesota trails 

Visitors had the opportunity to provide additional feedback at the end of the follow-up survey on ways the DNR 
could improve Minnesota state trails. Their answers covered a variety of topics, including trail maintenance, facilities, 
and pass/fee opinions, taxes pertaining to the DNR and trails, and etiquette issues of other users. Their individual 
comments are presented verbatim, with slight revisions for clarifications and spelling corrections.  

Appreciation of trails 

The most common comments were related to the appreciation of the trails and acknowledgement of the DNR’s work.  

“I would bike much less if I didn’t have the Gateway trail close by and so I am very appreciative of it.” 
 —Gateway visitor 

“Overall the DNR does a great job with the resources available to them at this time. The improvements 
that I would like to see would require funding, and I for one feel it is money well spent. Thank you!” 
 —Willard Munger visitor 

“I grew up in Iowa, which does not have much to offer. The trail system in Minnesota has blown me away; 
Minnesota's trails are amazing!” —Root River visitor 

“I really appreciate the Minnesota state trail system. I’ve used many different paved bicycle trails 
throughout the state for many years. It is an excellent trail system. I feel fortunate to live near enough to 
utilize Minnesota's trails. Thank you Minnesota DNR and other Minnesota municipalities for such a 
great trail system.”  —Paul Bunyan visitor 

“Overall the trail was very nice and the views were astounding! Would love to bring my kids here once I 
settle down cause if you live here in Minnesota it’s a must!” —Willard Munger visitor 

“I love the fact we can ride and drive our horses on this trail and the fact that it's close to the lake is a 
huge bonus.” —Sakatah Singing Hills visitor 

“The trails provide a convenient, safe, and fun way to exercise.  When my family and I walk we see many, 
many other people also enjoying the healthful activities that the trail system provides, so I feel strongly 
that state trails are providing a great service towards better health for the people that use them. 
Thank you so very much!!” —Paul Bunyan visitor 
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Trail maintenance 

Satisfaction with trail maintenance was largely positive. But some visitors offered comments on how to improve 
certain aspects of the trails, including the need for better surfaces, eliminating potholes and cracks, and making 
the trails smooth for better usability. Additionally, visitors mentioned the need for better clean-up on and 
around the trails. This could include cutting the grass by the trail, maintaining low-hanging trees and bushes, and 
keeping the trail clean of any debris.  

“I noticed, as I have in the past, a lack of trail maintenance; in some ways I think the trail is dangerous; there 
are quite large gaping holes in the trail (maybe 6 inches across; I saw maybe 5 such holes; but more 
importantly, the approaches to many of the bridges are not smooth.”  
 —Harmony-Preston Valley visitor 

“The Sakatah trail is great in some places and not so good in others. The section between Waterville and 
Elysian is dilapidated, dangerous, and disgraceful. It should have a warning sign as to its condition. Fat 
tire bikes probably would not have too much of a problem, but I ride a recumbent bike and the wheels are 
quite small. The broken surface and potholes throw me around. I'm sure there are no roller skaters on this 
section. PLEASE RESURFACE THIS SECTION. Thank you.” —Sakatah Singing Hills visitor 

“Continue to repair/replace damaged trail pavement regularly; mark/paint potholes and significant 
cracks/frost heaves until repairs are made.”  —Root River visitor 

“Keep up on the maintenance. We all love to build new, but taking care of what we already have can be a 
challenge.”  —Central Lakes visitor 

“Some of the older sections that have ruts and breaks (30/35 years old) need replacement or repair, and 
new construction should be intertwined with this update action.”  —Paul Bunyan visitor 

“Clear poison ivy.”  —Heartland visitor 

Trail pass fees 

Visitors also noted that they did not think the implementation of a trail pass fee was a good idea, with some 
indicating they would not utilize the trail if a fee were implemented. Visitors also noted that there could be an 
adverse impact on lower-income people if a trail pass were implemented.  

“I think trail passes would discourage the less affluent from using the trails. General taxes should probably be 
used to fund trails or an extra tax on bike equipment.”  —Gateway visitor  

“The state trails should be for anyone, regardless of household income. Putting a price on using the trails 
would eliminate people who struggle making ends meet. Exercise, on the other hand, is a crucial element to 
all human health and mental wellbeing. Everyone should have opportunities to exercise without a fee 
attached to it.”  —Paul Bunyan visitor 

“Do not charge to use state trails!!!! A family of five who bikes two to three times a year on them for 
50.00 each?  No!” —Paul Bunyan visitor 

“Do not charge a trail fee.”  —Willard Munger visitor 
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However, not all visitors saw a trail fee as a bad idea. 

“I don’t feel that users should have to pay for access to the trails any more than motorists should pay tolls 
for access to public roads. I understand that trail users are not using taxable commodities (gasoline) to use 
the trails, but the person who uses the trails and does not also own a car is rare. We are all paying taxes 
already and the trails should be managed as an extension of road infrastructure (albeit managed by a 
different entity, DNR rather than DOT). I personally am a frequent trail user and would use the trail about 
as much even if I had to purchase a pass.”  —Brown's Creek visitor 

“I love Minnesota state trails. They are super important to me and I am in full support of a yearly pass to 
use them if that helps in the maintenance and further growth of state trails.”  —Douglas visitor 

“I think an annual pass would be a good option.” —Paul Bunyan visitor 

“I don't mind paying for use of the trail. But if you charge bike and rollers skiers and not others, then I would 
expect some sort of right-of-way from those who pay nothing rather than equal use and space.” 
 —Gateway visitor 

Funding 

Funding was also another topic visitors commented on, with suggestions on where and how to source money.  

“Collaborate with local municipalities for maintenance. Do not charge annual fees.”  —Gateway visitor 

“Partnering with community development organizations located along the trails seems to be an obvious 
income source if not already the case.”  —Heartland visitor 

“I always support general tax revenue as a funding mechanism for parks and trails. Fees are regressive 
taxes that adversely impact poor people.”  —Gateway visitor 

“Use state park funding for trails. Close smaller parks if necessary. I find some parks, like Lake Louise, 
disappointing and under maintained anyway.”  —Paul Bunyan visitor 

“I think the DNR should be charging twice as much for nonresident fishing licenses to help build a larger 
budget for trails, parks, and fisheries. Don't charge people for healthy options like trail riding on bikes, etc.” 

  —Paul Bunyan visitor 

Amount of trails and expansion of systems 

Visitors would like to have more trails and expanded trail systems.  

“I basically use the trail for commuting to St Paul. Occasionally for recreation. We could use more or an 
expanded system. Extend the Vento! I oppose the proposed bus transit way.”  —Gateway visitor 

“I feel like more is better. I’m willing to pay for more trails.”  —Gateway visitor 

“We need more trails. Connecting trails so you don't have to ride on the streets. It's a safety issue. The more 
trails the better. Motivates people to exercise and will lower health care costs.”  

 —Gateway visitor 
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“We'd really like to see the Gitchi-Gami trail completed soon, especially going south from Grand Marais! 
Our son is 4 and started riding a bike this year. Would love to be able to take him there in a few years.” 
 —Gitchi-Gami visitor 

“More rustic, remote trails.”  —Brown's Creek Visitor 

“Completion of connector trails is helpful. Small segments need good options for riders to follow to 
additional segments.” —Sakatah Singing Hills visitor 

“Please work toward trail connectivity; county, city, and state. Would like to do longer rides from major 
urban centers out and between urban centers. Please make sure mowing and brush debris are cleared from 
trail surface. Sometimes mowed grass and brush make surface unsafe for roller skiing and rollerblading.”  
 —Harmony-Preston Valley visitor 

Restrooms and drinking fountains 

Visitors also wanted more restrooms and more water fountains or drinking stations along the trails. 

“I really enjoyed the area and small towns around with trails. The bathrooms need more presence along 
trails that go for over 100+ miles. Also, the small town people make bikers feel very uncomfortable by 
posting negative signs for bikers in their businesses. I was shocked by this. Do they not want tourism? 
Also, please post on maps if there are eating places in these small towns or post by entrances on bike 
routes. That will help us decide where to go. Keep the trails up please.”  —Central Lakes visitor 

“Bathrooms. Seriously, it would improve the experience for women and make it more equitable.”  
 —Douglas visitor 

“More drinking fountains. More bathrooms.”  —Glacial Lakes visitor 

“Increase water stops. Better signage regarding food, water, and distance involved.” —Brown’s Creek visitor  
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Additional information 

A1. Origin of visitors 

 

Source. DNR 

Note. 14% of people visited from outside of Minnesota. 
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A2.  Demographics of 2019 state trail visitors in initial and follow-up surveys  

Age 
Initial survey 

N=1539 
Follow-up survey 

N=811 

18-24 years old 5% 3% 

25-34 years old 11% 10% 

35-44 years old 14% 13% 

45-54 years old 17% 16% 

55-64 years old 30% 33% 

65 years or older 23% 26% 

Gender N=1536 N=811 

Female 43% 44% 

Male 57% 56% 

Race/ethnicity N=1526 N=800 

White 95% 97% 

Of color 5% 3% 

Educational attainment N=1514 N=811 

High school graduate or GED 9% 6% 

Some college, but no degree 11% 10% 

Associate, vocational, or technical degree 13% 13% 

Bachelor's degree 36% 37% 

Graduate degree 31% 35% 

Annual household income in 2018 N=1335 N=811 

Less than $24,999 6% 4% 

$25,000 to $49,999 14% 13% 

$50,000 to $74,999 20% 18% 

$75,000 to $99,999 17% 20% 

$100,000 to $149,999 22% 23% 

$150,000 or more 21% 22% 
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A3. Demographics of visitors in 2019 State Trails Visitor Study and previous survey studies 

 
2019 State Trails 

Visitor Study 
2017 State Parks 

Visitor Study 

2007-13 State Trail 
Users 

(Kelly, 2014) 

Age N=1539 N=746 - 

44 years or younger 30% 40% - 

45-64 years old 47% 42% - 

65 years or older 23% 18% - 

Gender N=1526 - N=2565 

Female 43% - 50% 

Male 57% - 50% 

Race/ethnicity N=1526 N=748 N=2565 

White 95% 95% 97% 

Of color 5% 5% 3% 

Educational attainment N=1514 N=731 N=2565 

Bachelor’s degree or higher 67% 58% 63% 

Household income N=1335 N=712 N=2565 

Less than $50,000 20% 23% 24% 

$50,000 to $74,999 20% 25% 26% 

$75,000 to $99,999 17% 20% 19% 

$100,000 or more 43% 32% 33% 

Source. The Research Edge, LLC. (2017). 2017 Minnesota State Parks Visitor Survey.  
Kelly, T. (2014). Use characteristics and use trends since the 1990s on paved state bicycle trails. Minnesota 
Department of Natural Resources, Operations Services Division. Data are presented for the 2007-13 trail users. 

Note. The 2019 state trail visitors were asked to describe their race and/or ethnicity as White, non-Hispanic; 
Hispanic or Latino; Black or African American; African; Asian; Middle Eastern; Native, First Nation, Alaska Native; 
Pacific Islander; or Other. Respondents could choose multiple answers. Those who chose White, non-Hispanic 
only are categorized as White; the remaining are categorized as “Of Color.”  
  



2019 Minnesota State Trail Visitor Study 40 

A4.  Age by race of the visitors 

Age 
White  

N=1435 
Of color 

N=81 

18-24 years old 4% 14% 

25-34 years old 11% 16% 

35-44 years old 13% 28% 

45-54 years old 17% 17% 

55-64 years old 31% 16% 

65 years or older 24% 9% 

 

A5. Number of survey respondents by trail and corridor 

Primary corridor N % Secondary corridor N % 

Brown’s Creek 118 9% Alex Laveau 15 6% 

Cuyuna Lakes 26 2% Blazing Star 7 3% 

Douglas 66 5% Casey Jones 7 3% 

Gateway 254 19% Central Lakes 73 31% 

Gitchi-Gami 69 5% Great River Ridge 18 8% 

Glacial Lakes 41 3% Luce Line 102 44% 

Goodhue-Pioneer 7 1% Shooting Star 11 5% 

Harmony-Preston Valley 32 2%    

Heartland 92 7%    

Mill Towns 24 2%    

Minnesota Valley 13 1%    

Paul Bunyan 230 17%    

Root River 131 10%    

Sakatah Singing Hills 87 7%    

Willard Munger 138 10%    

Total primary 1328 100% Total secondary 233 100% 

Out of the 1561 total visitors  85%   15% 
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State trail usage 
One of the most common questions about state trails is “How many people use the trails?” This section estimates 
visitation and summarizes general trail use patterns. The DNR works with partners to complete automated 
trail counts, and the following findings are based on data gathered at over 140 locations between 2015 and 
2019. These data were used to determine the sampling strategy for the visitor study. 

Automated trail count methods  

Visits to trails are more difficult to count than visits to parks, which have defined boundaries and a limited number of 
access points. People who visit trails travel different distances on trails and may begin and end their trail visit at any 
number of access points. 

Automated counting across the trail network helps overcome this challenge. The DNR and partners gathered counts 
using automated trail counting equipment, including infrared and inductive loop sensors. Some of these counters 
have been permanently installed as “reference sites” that monitor trail use 365 days a year. Most counts were 
gathered between April and November at temporary count locations over a period ranging from one to four weeks. 
These temporary counts were extrapolated to seasonal estimates using data from permanent count locations and 
following accepted and established methodology. Temporary counts completed in the winter have not been 
extrapolated to annual estimates. 

Automated counting and extrapolations provide a measure of traffic and gauge overall trail activity. This process 
has been adapted from how transportation agencies monitor motor vehicle use. Traffic is commonly reported as 
average daily traffic (ADT) for a given period of time, like summer. Summer ADT can be interpreted as the number 
of times someone passes a particular trail segment on an average summer day. 

Miles traveled are calculated by multiplying ADT by the number of days in a season and the length of the trail 
segment. An estimate of visits to each trail is calculated by dividing miles traveled by the median trip lengths 
reported by bicyclists and other trail users on the survey. 

The survey results likely overestimate trip lengths due to several factors, such as the following: people who 
traveled farther on the trail were more likely to be surveyed; people likely reported miles traveled on non-state 
trails on the survey; and people have a tendency to overestimate trip lengths. If trip lengths are actually shorter 
than reported on the visitor survey, then the number of estimated visits would be larger. Using the median trip 
lengths reduces the impact of outliers, but the visitation estimates likely remain conservative.  
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How many people use paved state trails? 

People travel over 13 million miles on paved state trails each warm season (April through November). About 8.5 
million of those miles traveled occur in the summer (Memorial Day weekend through Labor Day). This translates 
to an estimated 2 million visits to state trails during the warm season. About 1.2 million of these visits take place 
in the summer. These figures do not include use that takes place on natural surface state trails that are used 
mostly for snowmobiling or motorized recreation. 

Bicyclists are responsible for a majority of miles traveled because they travel much farther per visit than people 
who walk or participate in other activities. However, non-cyclists make up a majority of trail visits. The median 
trip distance for bicyclists is 20 miles per visit and the median for other visitors is three miles. Over the summer, 
pedestrians make an estimated 880,000 visits, compared to 290,000 bicyclist visits. Pedestrians and cyclists make 
1.6 million and 430,000 visits, respectively, over the entire warm season. Survey responses confirm that many 
state trail visitors are repeat users, so the number of unique people who visit trails is lower than the total 
number of visits. 

Most state trails are maintained for snowmobiling between December 1 and April 1 of each year, as snow conditions 
permit. The DNR has gathered some information about winter trail use. However, more research is needed 
before making system-wide estimates of winter visits or winter miles traveled because use patterns are 
significantly different between winter and summer activities. 
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Which trails do people use? 

A6. Traffic flow  

 

Source. DNR 
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Summer ADT is a measure of the intensity of use on a given state trail segment, while summer visits are an estimate 
of total use of the entire trail. The Brown’s Creek and Gateway state trails are the most intensely used and see 
traffic of more than 500 on an average summer day. An average paved state trail segment has summer ADT of 
151 visits. Even though it is not used as intensely, the Paul Bunyan State Trail sees about the same number of 
visits as the Gateway State Trail because it is much longer trail. 

There is a tremendous amount of variation in use levels across the state trail system. The most popular section 
of the Brown’s Creek State Trail is more than 100 times busier than some remote segments of other state trails. 
Even along a single state trail, use is concentrated on popular segments. The busiest state trail segments tend to be 
located near large population centers. Traditional tourist destinations, near state parks and resorts, are also 
associated with higher trail traffic. Figure A7 shows the summer state trail visitation and the number of surveys 
collected in 2019. 

A7. Summer state trail visitation and 2019 survey 

State trail 

Trail 
length 
(miles) 

Average 
summer 

ADT 

Summer 
miles 

traveled 
Summer 

visits 
2019 

surveys 
% of 
visits 

% of 
surveys 

Paul Bunyan 115 122 1,191,000 164,000 230 14% 15% 

Gateway 19 598 1,187,000 164,000 254 14% 16% 

Root River 42 240 883,000 122,000 131 10% 8% 

Willard Munger 72 139 757,000 104,000 138 9% 9% 

Heartland 47 132 527,000 73,000 92 6% 6% 

Brown's Creek 6 852 494,000 68,000 118 6% 8% 

Luce Line 51 88 480,000 66,000 102 6% 7% 

Central Lakes 55 90 468,000 64,000 73 6% 5% 

Sakatah Singing Hills 39 120 466,000 64,000 87 6% 6% 

Douglas 13 317 373,000 51,000 66 4% 4% 

Gitchi-Gami 29 122 305,000 42,000 69 4% 4% 

Glacial Lakes 30 97 293,000 40,000 41 3% 3% 

Harmony-Preston Valley 18 158 275,000 38,000 32 3% 2% 

Minnesota Valley 10 180 185,000 26,000 13 2% 1% 

Cuyuna Lakes 8 157 159,000 22,000 26 2% 1% 

Goodhue-Pioneer 9 137 123,000 17,000 7 2% <1% 

Source. DNR  
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A8. Summer state trail visitation and 2019 survey (continued) 

State trail 

Trail 
length 
(miles) 

Average 
summer 

ADT 

Summer 
miles 

traveled 
Summer 

visits 
2019 

surveys 
% of 
visits 

% of 
surveys 

Blazing Star 7 101 77,000 11,000 7 1% <1% 

Shooting Star 25 34 74,000 10,000 11 1% 1% 

Casey Jones 18 38 68,000 9,000 7 1% <1% 

Mill Towns 5 136 57,000 8,000 24 1% 2% 

Great River Ridge 13 40 53,000 7,000 18 1% 1% 

Minnesota River 12 19 27,000 4,000 0 <1% 0% 

Alex Laveau 9 14 13,000 2,000 15 <1% 1% 

System Overall 652 151 
(mean) 

8,500,000  1,200,000 1,561 100% 100% 

Source. DNR  
Note. Percentages may add up to more than 100% due to rounding. 

When do people use trails? 

The following observations are drawn from nine permanent counting locations across the state trail system. 
When installing these counters, consideration was given to select locations that represent different usage patterns 
across the state trail system. However, because of the size and complexity of the state trail system, these nine 
locations may not be representative of overall use. Count data has shown there is a large amount of variability in 
use levels and patterns between and along state trails. Use of paved and hardened state trails in Minnesota 
generally aligns with the following use patterns by seasonality, month of year, and day of week. 

State trail visitation is concentrated in the summer, with 63% of use occurring between Memorial Day weekend 
and Labor Day at seven permanent counting locations (Figure A9). Winter, from December 1st through April 1st, 
makes up 8% of annual use at these nine trail locations. The shoulder seasons have 29% of use, with 12% in the 
spring and 17% in the fall. Note that these seasons are not of equal length. 
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Not surprisingly, trails with snowmobiling see a larger share of traffic in the winter (in 2019, most of Minnesota 
received enough snow for good snowmobiling conditions in February and into March). 

A9. Season of year 

Season # of days % of annual use ADT 

Winter (12/1/2018-4/1/2019) 122 8% 37 

Spring (4/2/2019-5/24/2019) 53 12% 121 

Summer (5/25/2019-9/2/2019) 101 63% 351 

Fall (9/3/2019-11/30/2019) 89 17% 110 

Shoulder seasons (spring and fall) 142 29% 114 

Annual (12/1/2018-11/30/2019) 365 100% 154 

Source. DNR 

Note. The Douglas and Paul Bunyan locations were excluded from the seasonality analysis because of lack of 
winter data due to equipment malfunctions. 

 

A10. Monthly percent of annual traffic (average of seven permanent counters) 

 
Source. DNR 
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with snowmobiles (Glacial Lakes, Heartland, Luce Line, Sakatah and Willard Munger)
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A11. Average daily traffic by month (average of nine permanent counters) 

Trail use increases in the summer, with ADT in June, July, and August more than three times that of April and October. 
Bicyclists make up 69% of trail use over the summer, but only 54% in the shoulder seasons. Pedestrian use is 
much more stable throughout the year while bicycle traffic increases substantially over the summer months. 

 
Source. DNR. December-March data is intentionally excluded. 

A12. Average daily traffic by day- of week (average of nine permanent counters) 

State trails are used much more heavily on weekends. About 40% of all traffic occurs on either Saturdays or Sundays. 
Saturdays are nearly twice as busy as typical weekdays, while Sundays are about 1.5 times busier. Pedestrian use 
is more consistent across days of the week than bicyclist use. Across these nine locations, bicyclists comprised 
61% of all traffic on weekends and holidays, but only 52% of all weekday traffic. 

 

Source: DNR 
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A13. Permanent counter statistics 

State trail  
(Count location) 

Winter 
ADT 

Non-
winter 

ADT 
Summer 

ADT 
July 
ADT 

Summer 
weekend/holiday 

ADT 
Percent 

bicyclists 
Percent 

pedestrians 

Brown’s Creek 
(Stillwater) 

94 607 940 1,008 1,314 62% 38% 

Douglas 
(Rochester) 

a 304 445 396 489 53% 47% 

Glacial Lakes 
(Spicer) 

29 131 219 253 276 48% 52% 

Heartland (Nevis) 43 134 263 333 347 74% 26% 

Luce Line 
(Hutchinson) 

23 102 155 156 161 59% 41% 

Paul Bunyan 
(Brainerd) 

a 116 189 210 227 58% 42% 

Root River 
(Lanesboro) 

17 314 548 521 897 78% 22% 

Sakatah 
(Morristown) 

17 80 128 124 191 76% 24% 

Willard Munger 
(Mission Creek) 

37 119 202 229 285 75% 25% 

Source. DNR 
a The Douglas and Paul Bunyan count locations lack winter data due to equipment malfunctions. 

Counting sites on the Brown’s Creek, Douglas, and Root River state trails are for non-motorized traffic only. The 
other locations are all open for snowmobiling during the winter, from December 1 through April 1 of each year. 
The DNR has gathered snowmobile counts on the C.J. Ramstad-North Shore, David Dill-Arrowhead, David Dill-
Taconite, and Taconite state trails but those locations are not included in this table because the counts do not 
include year-round use. 
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The outdoor consumer landscape is evolving, shifting in response to 
economic, social and demographic changes. As part of the OIA ConsumerVue 
segmentation research, this report examines the significant impact and 
opportunities that five macro-shifts will continue to have on the outdoor 
industry, as well as the seven segments of U.S. outdoor consumer population. 
Looking toward 2020, the outdoor industry is expected to face unprecedented 
disruption, induced by the perfect storm of shifting demographics, urban 
migration, the rise of obesity and a heightened emphasis on healthy living.

1. Rise of Millennials and Aging Boomers 
According to the U.S. Census Bureau, the youngest Millennials will have reached adulthood by 
2020 and will account for 28 percent of the U.S. population, as well as 50 percent of the working 
population. Meanwhile, every single day, more than 10,000 Boomers reach the age of 65.

2. Urban Migration 
The U.S. Census Bureau projects the urban population to account for 82.5 percent of the total 
U.S. population by 2020. 

3. Obesity 
If the obesity trend continues on its current trajectory, 42 percent of the U.S. population will be 
obese by 2020. 

4. Heightened Attention on Health 
Instigated in part by the obesity epidemic and the rising cost of healthcare, there is a push 
toward creating a healthier America. Health initiatives aim to reduce the proportion of obese 
adults to 30.9 percent and increase the proportion of healthy adults to 33.9 percent by 2020.

5. Hispanic/Latino Growth 
The U.S. Census Bureau projects that the Hispanic/Latino population will grow from 17 percent 
to represent 19.4 percent of the total U.S. population by 2020 whereas Caucasians will drop to 
60.1 percent over that time period. 

THE FUTURE  
OF THE OUTDOOR 
CONSUMER
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RISE OF 
MILLENNIALS  
AND AGING 
BOOMERS
Millennials and their Boomer parents and grandparents represent the 
world’s largest consumer groups. Consumers within these two generations 
diverge significantly in how they relate to the outdoors, as well as in their 
attitudes, goals and purchasing habits. As these demographic groups 
expand and change, so will the size and makeup of the seven U.S. outdoor 
consumer segments.
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Millennials: An Idealist Tribe 

Who they are 
The U.S. is home to approximately 85 million Millennials, a demographic group born between 1980 and 
2000. By 2020, the youngest Millennials will have reached adulthood; they will account for

They control an enormous $1 trillion in spending power each year. Currently, 11.8 million Millennials 
live in U.S. households with annual incomes exceeding $100,000.
 
Millennials are more likely than members of other generations to be single, and they are also the most 
ethnically diverse adult generation.

What they value 
As a whole, Millennials demonstrate an emerging combination of idealism and self-esteem. They have 
been raised to believe strongly in their own abilities and are convinced that by collaborating with their 
peers they can achieve anything, including social changes on a global scale. These young consumers 
crave shared, authentic experiences rather than the accumulation of material things. They seek out 
brands that help them nurture their relationships and find fulfillment on a broader scale.

How they experience the outdoors  
Millennial consumers believe in the power of the crowd and feel a strong need to be together.  
The notion of belonging to a tribe defines them, with community goals trumping individual  
wants. They embrace community events and small groups, such as adult camps, Insta meet-ups, 
camping festivals and running clubs.

In addition, Millennials also want to participate in multiple activities. Broadly known as “slashies,” 
they are true hybrid outdoorists, passionate about many different genres. Millennials often combine 
multiple activities into one outing, leading to the recent bikepacking phenomenon, as well as the rise of 
backcountry splitboarding and powder surfing.

How Millennials will shape the outdoor consumer segments
The Achiever, The Urban Athlete and The Aspirational Core segments skew young, which means 
Millennials are more likely to be found in these segments, and as they enter adulthood, they are more 
likely to age through these segments as well. Although Millennials are a diverse demographic, the 
majority’s mindset tends to mirror that of The Urban Athlete segment, whose main motivations for 
outdoor activities are social connection with others, thrill-seeking and competition. Also, like The Urban 
Athlete and The Achiever, Millennials enjoy a broad variety of outdoor activities and are likely to live in 
urban settings.

OF THE TOTAL 
POPULATION

28%

CAUCASIAN HISPANIC AFRICAN-
AMERICAN

ASIAN

 ( compared with  
72% of Boomers and 
62% of Gen Xers)

58% 20% 14% 5%

OF THE WORKING 
POPULATION

50%

 The Millennial generation has larger 
buying power than other generations, 
and they are looking for an experience.” 
Rich Harshbarger, CEO of Running USA

&
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Boomers: Active Individualists 

Who they are  
America’s 50+ demographic consists of nearly 100 million consumers, growing to 161 million by 2050.  

With an average household income of $67,000, they spend around $284 per year on outdoor- 
related products.

Boomers are anywhere between the ages of 52 and 70, born between 1946 and 1964. Every day, more 
than 10,000 Boomers will reach the age of 65. They are more likely than other generations to be 
empty nesters, female, Caucasian and living in suburbs or rural areas.

What they value 
Unlike Millennials, Boomers don’t worship the power of the crowd, instead they favor individuality. 
They believe in their earned wisdom and know they have something to contribute, both to 
society at large and within their family circles. After a lifetime of challenging conventional views 
of the generation before them, Boomers are not receptive to traditional marketing, preferring 
personalization and customization that leads to sensible products with clear functions and  
practical utilities.

Boomers also enjoy engaging younger generations in outdoor activities. They find pleasure and 
escape in the outdoors, and they want to share that with their children and grandchildren. They 
believe their best years are ahead of them, and they emphasize family time and exploration. 

How they experience the outdoors  
Boomers embrace custom experiences that prove their distinctive voices are being heard. They enjoy 
both traditional and non-traditional outdoor activities and are often open to learning new skills. 
Nature tourism is a popular pastime, as Boomers relax outside or explore the natural world in RVs or 
via prefab luxury-camping experiences.
	
This older generation is becoming increasingly health and fitness conscious, joining fitness programs, 
taking advantage of fitness-tracking technologies, such as Fitbit and Lumo Lift, and using the 
internet to discover or learn new outdoor activities.

How Boomers will shape the outdoor consumer segments
Research shows that 61 percent of Boomers feel younger than their actual age, typically by an 
average of nine years. That statistic coincides with other findings that middle age now lasts nine 
years longer than traditionally thought, thanks to the increased age of average life expectancy. It 
also suggests that today’s Boomers plan to stay active longer than previous generations of seniors. 
Because Boomers currently account for a large portion of outdoor consumer segments that skew 
older—The Athleisurist, The Sideliner and The Complacent segments—as they grow older and their 
physical abilities decline, it will lead to a decline in the sizes and impacts of these segments on the 
larger outdoor industry by 2020.

The new face of old age is increasingly healthier, 
wealthier and more educated.”   
Joseph F. Coughlin, founder of Massachusetts Institute of Technology, “The Upside of Aging”

OF TOTAL U.S. 
CONSUMER DEMAND

OF THE NATION’S 
FINANCIAL ASSETS

OF THE COUNTRY’S 
DISCRETIONARY SPENDING

40% 80% ½
They represent Own Are responsible for
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THE 
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SEGMENT MEDIAN AGE

The arrows show an increase or decline in the segments size based on median age. No arrow means the segment in 2020 will not be as heavily 
impacted by this macro shift and will remain close to the same.

•  The Achiever, The Urban Athlete and The Aspirational Core segments skew young, which means as 
Millennials enter adulthood, they are more likely to age through these segments as well.  

•  The Athleisurist and The Sideliner have the oldest median age - as they grow older and their physical 
abilities decline, it will lead to a decline in the segment size and impact.
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The Future  
of Innovation

Keeping up with generational and consumer behavior shifts is 
a perpetual challenge. The following brands and retailers have 
tuned in to the mindset of Millennials and Boomers, tailoring their 
approach to the groups’ unique values.  

Millennials

 
The North Face. After sponsoring a successful series of events for Hipcamp called “Under the Stars,” The 
North Face will launch a line targeted to car campers, featuring a cooking shelter for groups, throwback 
A-frame tents and two-person sleeping bags. These products strive to furnish a social gathering space for 
everyone to hang out by the fire.

GetOutfitted. Offering a streamlined approach to renting outdoor gear, GetOutfitted taps into multiple 
Millennial-friendly trends: the use of mobile devices and other technology, a willingness to rent versus 
buy and a willingness to try a variety of sports and activities.

Under Armour. Their tenacity and overall brand repositioning has captured the attention of Millennials 
in the fitness sector, and now their sights are set on the outdoor industry. By aligning with diverse, 
contemporary athletes and amassing an impressive portfolio of wearable tech start-ups, they are looking 
to engage future influencers and early adopters while encouraging crossover between team sports 
loyalists and outdoor enthusiasts.

Boomers

 
Tentrr. Providing customized, curated camping experiences ideal for Boomers, Tentrr takes the work 
out of camping by scouting new locations, arranging activities and allowing customers to camp in total 
comfort on platforms with canvas tents, while still immersing themselves in the outdoors.

Filson. Continuing to cater to its loyal customer base, Filson takes its online approach to storytelling  
and iconic merchandise offline in its new flagship location in Seattle. A measured mix of Pacific Northwest 
heritage and American-made goods, Filson attracts Boomers with authenticity and commitment to  
quality manufacturing.

Roadtreking. More than a million Americans are currently living in a recreational vehicle or motor 
home, but it is the “gray nomads” who are driving the big bounce in the R.V. industry and have increased 
ownership rates by 20 percent, to 3.6 million. The Roadtreking blog and forum “celebrates the RV lifestyle” 
and offers an online community to share stories and connect with on the road.
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URBAN 
MIGRATION
Urban areas are more attractive than ever before, and even in countries 
where the population is edging downward, urban areas continue to grow.  
As of 2007, the majority of Americans were city dwellers, and by 2020,  
82.5 percent of the U.S. population is predicted to be urban. With 34 percent 
of outdoor consumers currently living in cities, a growth in this population 
will likely foster significant changes in the outdoor the consumer segments.

ur·ban \'   r-b   n\
An urban area has a population of 50,000 or more, 
according to the U.S. Census Bureau
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Who they are
Urban outdoor consumers tend to be young, ethnically diverse and active. They are outside for 25 to 
30 hours per week and spend the most of any consumer on outdoor gear. These city dwellers are also 
market influencers, providing product recommendations to friends and family.

What they value 
Urban consumers don’t see themselves as traditionally outdoorsy; rather, they get outside because 
the activities they enjoy require them to go outside. The majority weren’t raised on typical outdoor 
activities like hiking or climbing but on team sports, and their participation in outdoor endeavors is 
as much about fitness, competition, socialization and intensity as it is about connecting with nature. 
They are style-conscious and seek multifunctional items that fit seamlessly into their lifestyles. A 
growing contingent of city apartment renters are skipping urban home ownership, choosing to 
make their first purchase a more rural house, an important gateway to staying active outside, while 
maintaining their urban address and lifestyles.

How they experience the outdoors 
Busyness is an urban epidemic. Even so, fitness-conscious urbanites are dedicated to staying active 
to maintain both physical and mental health. They make time to exercise and get outdoors before 
and after work, as well as midday. Urban residents embrace activities that they can integrate into 
daily life, like running clubs and organized races, especially those that emphasize socializing. Bike 
commuting and bike-sharing programs continue to gain momentum, as do indoor climbing and 
bouldering gyms.

City dwellers are also engaging in micro-adventures, choosing quick hits of nature that are easily 
accessible via public transportation or a short drive, recognizing that simply walking in nature has 
been linked to heightened physical and mental energy. Also, high-impact experiences, like Tough 
Mudder, that are just as tough as the city itself provide a significant outlet for urban populations. 
Mirroring the daily hustle of living in a packed metropolis, these aggressive, rapid and social indoor 
and outdoor outlets are on the rise.

How urban migration will shape the outdoor consumer segments 
The migration of the U.S. population toward urban environments is likely to have the biggest impact 
on The Achiever and The Urban Athlete segments, which already draw from an urban population. 
Approaching 2020, this shift is likely to reduce the size of The Athleisurist, The Sideliner and The 
Complacent segments, which tend to favor small town and rural environments. 

WHAT SCIENCE HAS TO SAY 
Studies have found that urban residents who visit 
natural environments have lower levels of stress 
hormones immediately afterward than people who 
have not recently been outside.

Although I love to plan big, adventurous 
outings, some of them are often just around 
the corner and right under our noses—even in 
one of the biggest cities in the world.” 
Bill Ulfelder, New York executive director of The Nature Conservancy
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CITY CENTERS OR OUTSKIRTS

The arrows show an increase or decline in the percentage of the segment that lives in/near city centers. No arrow means the segment in 2020 
will not be as heavily impacted by this macro shift and will remain close to the same.

•  The Achiever and The Urban Athlete segments are anticipated to grow since they currently have the 
largest percentage of urban outdoor consumers. 

•  The Athleisurist, The Sideliner and The Complacent segments tend to favor small town and rural 
environments and are more likely to decline. 
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The Future  
of Innovation

The urban mindset can shift as rapidly as an urbanite’s fast-paced 
lifestyle. The following companies are keeping their fingers on the 
pulse of change.

Fjällräven. Bringing a Scandinavian approach to outdoor living to the market, Fjällräven has successfully 
established itself as one of the go-to brands in the U.S. for dependable, long-lasting products. With 
locations in New York, Chicago and Seattle, as well as in key resort towns including Jackson Hole and 
Banff, they are successfully bridging the gap between urban and mountain living.

The KinderBox. Ingeniously accommodating both hectic metropolitan schedules and the male urban 
consumer’s thirst for adventure, The KinderBox provides monthly deliveries of manly gear, much of it 
outdoor-inspired. Its slogan—“Be bold. Be brave. Be ready.”—reflects the urban outdoor consumers’ aim to 
flow seamlessly from urban to natural settings at any time.

Outdoorfest. A multifaceted yearly festival in NYC, Outdoorfest also publishes local trip guides that 
prove you can live in a city and still enjoy the outdoors. The event has also fostered outdoor enthusiast 
communities in Washington, D.C. and Calgary, Alberta.

Outlier. Hybrid travel, everyday and performance wear that emphasize both function and style is an 
ideal fit for active city dwellers, as is the company’s direct-to-consumer approach.
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OBESITY
Although obesity rates show some signs of slowing, if they continue at the 
present rate, 42 percent of the U.S. population will be obese by 2020. The 
reasons for this trend go beyond overeating and sedentary lifestyles, with 
research suggesting that modern realities such as poor sleep, exposure to 
pesticides and other chemicals, antibiotic use and hereditary factors also 
play a role.
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Obesity statistics 
Over the last 40 years, the collective BMI (body mass index) of the American public has shot 
up dramatically. Childhood obesity has more than doubled in children and quadrupled in adolescents 
in the past 30 years. 

Overall, the population struggling with obesity tends to be lower income and live in small towns or 
rural areas. The Midwest is leading the epidemic, accounting for 30.7 percent of the obese population.  
There is no significant relationship between obesity and education among men. Among women, 
however, there is a trend: those with college degrees are less likely to be obese, compared with less 
educated women. Obese or plus-size groups who are active in the outdoors tend to be highly engaged 
on social media, with an emphasis on Instagram, Facebook and Twitter.

The obesity mindset   
Obese Americans are a complex group, with widely varying levels of activity and outdoor 
engagement. Some have been more active in the past, but are now hindered by physical limitations, 
such as injuries or weight issues. Many participate in non-traditional outdoor activities, like simply 
relaxing outside, barbecuing, picnicking or walking for enjoyment.

But even if this group is not traditionally seen as engaging in performance-based 
activities, it is clear many overweight people are as interested in getting outside with 
family and friends as other groups. More than 30 percent of outdoor consumers, 
including this demographic, want to try new outdoor activities and are making a 
considerable effort to spend more time outside. Building a sense of self-worth is seen as 
an important gateway to their ultimate goal of overall health and happiness, and they feel 
strongly that every person, regardless of size, matters. The obese population doesn’t want 
to be told they can’t do something nor have their bodies judged as an automatic indication 
of how athletic they are. 

Plus-size consumers are very supportive of each other, extending their own body awareness to a 
general sympathetic respect for social issues and other people who have been marginalized by society. 
They have a group mentality when it comes to their fitness activities and overall lifestyles. They are 
highly engaged online and find motivation by interacting and sharing information with people who 
face similar challenges.

How obesity will shape the outdoor consumer segments  
Those in The Sideliner and The Complacent segments are more likely to see themselves as less 
healthy than their peers, even if they are involved in athletics or a fitness program, a pattern that is 
reversed among members of The Achiever and The Outdoor Native segments. Rising obesity rates 
will likely contribute to the growth of The Sideliner and The Complacent segments. 

Some women believe that because they 
have curves they can’t run or shouldn’t 
run. Running is for every body anytime.” 
Erica Schenk, Women’s Running August 2015 cover model

OF U.S. ADULTS ARE CURRENTLY OBESE

Approximately with higher rates 
among Hispanics

and African-
Americans34.9% 52% 47.8%
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The arrows show an increase or decline in the percentage of the segment that feels they’re somewhat or less healthy than their peers. No arrow 
means the segment in 2020 will not be as heavily impacted by this macro shift and will remain close to the same.

•  The Sideliner and The Complacent segments are more likely to see themselves as less healthy than their 
peers so a potential rise in obesity rates will contribute to the segments growth.

•  A rise in obesity rates will have a declining effect on The Achiever and The Outdoor Native segments.
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The Future  
of Innovation

The plus-size outdoor consumer gravitates toward companies 
with positive, inclusive messages, as well as toward products that 
accommodate the needs and concerns of people with larger body 
sizes. The following companies’ open-arms mindset and messaging 
further inspire people to action.

Buddha Body Yoga. Self-described “fat yoga” studios, like Michael Hayes’ Buddha Body Yoga in New York 
City, strive to fight the industry’s skinny-person stereotype, while proving that those struggling with 
obesity can be both able and active. The studio adapts traditional yoga poses for people who are larger or 
injured, enabling everyone to succeed and improve.

#FitCurvesChallenge2016. Kymberly Nichole, plus-size owner of the holistic wellness coaching service 
Well Fit Curves, is demonstrating social media savvy with her #fitcurveschallenge2016. Each month, 
Nichole delivers a new health or fitness challenge, buoyed by the support of an online community and 
access to Nichole’s expertise.

Penningtons. This Canadian retailer has become an advocate for body diversity and size acceptance, 
specifically for active, plus-size women. For example, their ActiveZone brand helps consumers select 
clothing to suit their shape. Other initiatives include the yoga-focused #iwontcompromise campaign and 
the Step Forward walking groups, which consist of three organized, 20-minute group walks with a goal of 
10,000 steps taken with friends.

Juno Active. Anne Kelly founded this specialty retailer after realizing the plus-size market wasn’t able to 
find quality, high-performance activewear. The company gives special consideration to innovative fabrics 
and performance tailoring, alongside stay-in-place fits, which have resonated with larger consumers.
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HEIGHTENED 
ATTENTION ON 
HEALTH

The plus-size outdoor consumer gravitates toward companies with positive, inclusive messages, as well as 
products that accommodate the needs and concerns of people with larger body sizes. These companies’ –
open-arms mindset and messaging further inspire people to action.

Buddha Body Yoga. Self-described “fat yoga” studios, like Michael Hayes’ Buddha Body Yoga in New York 
City, strive to fight the industry’s skinny-person stereotype, while proving that those struggling with 
obesity can be both able and active. The studio adapts traditional yoga poses for people who are larger or 
injured, enabling everyone to succeed and improve.

#FitCurvesChallenge2016. Kymberly Nichole, plus-size owner of the holistic wellness coaching service 
Well Fit Curves, is demonstrating social media savvy with her #fitcurveschallenge2016. Each month, 
Nichole delivers a new health or fitness challenge, buoyed by the support of an online community and 
access to Nichole’s expertise.

Penningtons. This Canadian retailer has become an advocate for body diversity and size acceptance, 
specifically for active, plus-size women. For example, their ActiveZone brand helps consumers select 
clothing to suit their shape. Other initiatives include the yoga-focused #iwontcompromise campaign and 
the Step Forward walking groups, which consist of three organized, 20-minute group walks with a goal of 
10,000 steps done with friends.

Juno Active. Anne Kelly founded this specialty retailer after realizing the plus-size market wasn’t able to 
buy quality, high-performance activewear. The company gives special consideration to innovative fabrics 
and performance tailoring, alongside stay-in-place fits, which have resonated with consumers.

A personal wellness mindset is at the forefront of current fitness and health 
trends. Consumers are spending record amounts, with categories such as healthy 
food and nutrition seeing 108 percent growth since 2010. Health and wellness 
is now a $3.4 trillion business, backed up by actionable data on the benefits 
and necessity of achieving an optimal state of health—physically, mentally, 
emotionally and spiritually. Fitness has become an aspirational, total lifestyle 
pursuit, impacting people’s associations with what they wear, where they 
travel—even how they parent their children.

Specifically, the concept of “innertainment” is being led by enterprising 
visionaries taking control of their own destinies, providing the holistic blueprints 
for living a simple, more balanced life. This change in thinking influences the 
industry by bringing a focus to brain fitness and the strategies to achieve it, 
raising awareness of how physical workouts benefit the brain and recognizing 
that simply getting outside, in any way, can boost mental performance. 

18



Health-minded statistics 
Nearly three-quarters of consumers think wellness is going to become more important in the future, 
and more than half of consumers wish they had more support in leading a healthy life. Globally, the 
optimal age to achieve wellness is 34, and people are twice as likely to agree that it is easier for women 
to achieve wellness than men, a result of females being predominantly used as the face of 
this movement. Women say health and wellness goals are of ongoing importance to them and are 
something they plan to continue to invest in as they move through life. 

What the health-minded value     
Wellness as a total concept is shifting from a perceived luxury to a fundamental human right. Holistic 
wellness devotees seek to live healthier, more balanced lives, emphasizing mindfulness, meditation 
and periodic digital detoxification. They embrace communities of like-minded individuals who 
practice together to help each other become more self-actualized.  

Millennials who embrace the wellness movement expect their employers to provide more 
health benefits and place higher value on companies that support a healthy workplace. 
Regardless of age, health- and wellness-oriented people are highly educated regarding 
general medical information and take an active role in monitoring their physical conditions. 
They favor holistic treatments whenever possible, from beauty and personal care products 
with 100-percent natural ingredients to juicing and exploring Eastern medicines. 

Although they prioritize healthy living, this group also embraces technology through new 
health and fitness tracking apps, which 17 percent of all outdoor consumers use. Devotees of 
wellness practices are also very active on social media, and one-quarter of all females 13 to 32 
years old, follow a “fitness guru” on social media. Demonstrating their wellness efforts—green 
juicing, destination yoga retreats or meditation events, for example—is a sign of status on 
social media, as well as a genuine opportunity to share tips, recipes and strategies. 

Scientific studies have shown that natural 
environments can have remarkable benefits 
for human health. Natural environments are 
more likely to promote positive emotions; 
walking in nature has been associated with 
heightened physical and mental energy.” 
Eva M. Selhub, M.D., and Alan C. Logan, N.D., authors of “Your Brain on Nature”

WOMEN MAKE UP THE 
MAJORITY OF THE WELLNESS 
MOVEMENT ADOPTERS 

Women are forecasted to control 

75%
OF ALL DISCRETIONARY SPENDING 
WORLDWIDE BY 2028
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How the health-minded experience the outdoors     
Creative systems designed for hitting pause and engaging in “me time” are increasingly popular, 
and these outlets encompass a broad range of activities. Popular approaches include personal 
meditation apps, short nature breaks integrated into the workday and sensory immersion using 
sound baths, floatation tanks, breathing sanctuaries and color-infused sleep pods. 

New mindfulness training communities have emerged that are not about competition or even 
exercise. This type of group wellness often takes the form of organized meditation groups. Urban 
retreats and pop-ups offering meditation, alcohol-free evening events, participatory art therapy, 
sensory baths and yoga in public spaces, instead of private studios, are all new parts of this 
communal wellness trend.

Many wellness enthusiasts embrace eco-therapy, in which they find mental 
healing and growth through interaction with nature. Destination “fitcations,”  
close-to-home forest bathing and far-flung eco-camps are all built on the 
knowledge that simply getting outside is the cornerstone of human fitness. 
Destination wellness retreats, a $440 billion industry that currently accounts 
for 14 percent of profits from tourism, will continue to grow as people look for 
more than basic vacations. Hotels are already introducing mid-meeting yoga 
sessions, meditation zones and stress-management therapy for business travelers 
who understand that emotional health directly affects work performance. Some 
companies offer employees a cash reimbursement when they go on a morning run 
or bike ride.
  

How the health-minded will shape the outdoor consumer segments      
An increased focus on creating a healthy U.S. population has led to a series of health initiatives to 
reduce the proportion of obese adults and increase the proportion of adults at a healthy weight. 
If these initiatives are met with success and more people move toward a healthier lifestyle, the 
larger obesity shift could be offset—as those who make this commitment would likely lead to the 
growth of The Achiever and The Outdoor Native segments and the decline of The Sideliner and 
The Complacent segments. 

 I think the whole country needs meditation. 
I don’t think it’s as much a question of 
who needs more or less—I just think it’s 
an important thing for people to be aware 
of, and to understand that you can have a 
practice in your busy, modern lifestyle.” 
Jesse Israel, founder of The Big Quiet

WHAT SCIENCE HAS TO SAY 
Studies in the International Journal of Neuroscience and 
by the American Heart Association have concluded that 
meditation can help you feel younger, decrease your risk 
for heart disease and stroke, help you lose weight and 
make workouts more focused. 
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SIDELINER

THE 
COMPLACENT

SEGMENT PERCENT THAT  
FEEL THEY’RE MAKING A  
STRONG COMMITMENT TO A  
HEALTHIER LIFESTYLE

The arrows show an increase or decline in the percentage of the segment that feels they’re making a strong commitment to a healthier lifestyle. 
No arrow means the segment in 2020 will not be as heavily impacted by this macro shift and will remain close to the same.

•  Strong adopters of a healthier lifestyle, The Achiever and The Outdoor Native segments are anticipated 
to grow.

•  Committing to a healthier lifestyle will be more difficult for The Sideliner and The Complacent segments, 
leading to a potential decline.
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The Future  
of Innovation

Many wellness consumers employ technology judiciously, using it 
in a variety of ways to achieve health and mindfulness goals, but  
also conscientiously seeking opportunities to unplug. The following 
companies achieve a similar balance that appeals to health-minded 
outdoor consumers.

87 Degrees. This innovative program combines surfing lessons, life and business coaching and yoga to 
push the boundaries of personal and professional development. Participants strive to connect with like-
minded people seeking holistic personal growth.

Restival. An ideal fit for those who want to unplug, Restival is a five-day, luxury eco-camp wellness 
festival in the Sahara desert. The gathering bans digital devices in favor of writing workshops, morning 
raves, sound baths, stargazing and guided meditation.

Thync. The first consumer wearable that enables swift shifts in mental states, Thync allows wearers to 
feel more calm or energized in minutes. The technology brings together innovations in neuroscience and 
engineering so wearers can better access their own abilities, as well as improve their lives.

Wanderlust. Recently opened as a brick-and-mortar arm of the Wanderlust Festival—a conscious 
gathering of yogis, meditators, sages and artists—is a fusion of classes and experiences, from yoga to 
nutrition, meditation to film screenings, wine tastings to jewelry making. 
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HISPANIC/ 
LATINO GROWTH
The population of the U.S. Hispanic community is rising rapidly; in fact,  
17 percent of outdoor consumers are Hispanic, making it one of the nation’s 
fastest-growing demographics. This population powerfully influences 
mainstream culture, from food and music to the economy, health and 
wellness trends and environmental activism.
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Who they are   
Hispanics will make up 19.4 percent of the total population by 2020, whereas Caucasians will drop to 60.1 
percent over the same time period.

On average, they currently spend $592 per year on outdoor apparel, footwear, electronics and gear, 
compared with $465 spent by the average outdoor consumer. With a high annual spend and a growing 
population, Hispanic outdoor consumers will become an increasingly coveted and profitable segment.

At a median age of 28, U.S. Hispanics are young, with Millennials making up 21 percent of their 
demographic. Although the median household income is 30 percent lower among Hispanics, the gap will 
shrink as the working-age population increases. In the last decade, the number of Millennial Hispanic 
households earning between $50,000 and $100,000 increased by 89 percent. Female Latinas are the 
primary purchasers in 86 percent of households and are highly educated, recently exceeding non-Hispanic 
women in college enrollment. Hispanics are 50 percent more likely to buy new apparel for a new athletic 
activity, paying up to $87 for the perfect athletic outfit.

Overall, this group is more likely to live in cities, particularly in California, Arizona, Nevada, Colorado, 
Texas, Florida and New York, where the majority of the population resides.

As the Hispanic population grows, their levels of obesity are also rising, and they now rank second among 
the most obese populations. Over 60 percent of all Hispanic populations are either overweight or obese. 
According to the American Medical Association, the problem is growing in younger generations: 38.2 
percent of Hispanic kids are struggling with weight issues, compared with 31.7 percent of all children in 
the general population. Only one-third of Latinos live within walking distance of a park, as compared with 
almost half of all white populations.
 

What they value     
Although Hispanics are likely to engage with environmentalist movements, they often simply associate 
green choices with a higher quality of life and pleasure, which motivates them to participate in outdoor 
activities. The Hispanic community overall has a strong focus on family, interacting with a wide range of 
ages and valuing the knowledge of past generations. In fact, Hispanics are less about conquering nature 
and instead passing down the value of getting outside to socialize and exercise to younger generations.

More than half of U.S. Hispanics ages 50 and older are foreign-born and have a strong affinity to the 
cultures of their birthplace, and three-quarters of these Hispanic adults speak at least some Spanish. They 
appreciate mainstream efforts to incorporate the Spanish language, acknowledge their culture and include 
the voices of Hispanic influencers in brand messaging and storytelling.

How Latinos are already eating, traveling and 
shopping is having a big impact on mainstream 
culture. Understanding Latino attitudes and 
behavior today is a window into how Americans 
will think, feel and act in the future.” 
Holly McGavock, planning director of the Wing Division of Grey Advertising

 IN 2015 
THIS GROUP 
YIELDED

IN AMERICAN BUYING POWER

$1.5 TRILLION

24



Throughout all of the channels they use to make lifestyle decisions, Hispanics are more ethically and 
holistically minded than other segments. Sixty-nine percent say it is important for a company to act 
ethically in their business practices, especially in terms of sustainability. They expect a more holistic 
approach to beauty, sports and nutrition, preferring alternative medicine to standard  
medical practices. 

Having higher incomes and being early adopters of technology, 80 percent of Hispanic adults are on 
social media, compared with roughly 72 percent of non-Hispanics. Highly influenced by friends and 
family, 14 percent share information about a product via a social network, compared with 6 percent of 
non-Hispanics, and 46 percent take social shopping to the next level, buying products via Facebook on 
the advice of friends and family.

How they experience the outdoors   
There is a rising movement within the Hispanic community to return to a cultural tradition of getting 
outside together—both as families and with like-minded peers. Hispanics appreciate activities that 
allow them to be active and spend time with family and friends, whether simply going for a walk or 
playing with their kids at the park.

Running is the number one outdoor activity among Hispanics for both older and younger 
generations, and the number of Hispanic runners is up 56 percent in about the last ten 
years, according to the National Sporting Goods Association. Hispanics and Latinos also 
embrace biking, dance, soccer, hiking, camping and conservation activities.

How Hispanic/Latino growth will shape the outdoor consumer segments     
Currently, The Achiever and The Urban Athlete segments have the highest proportion of Hispanics, 
based on their youthful skew and urban influence, whereas The Sideliner and The Complacent 
segments have the lowest proportions. As the Hispanic population continues to grow, this will likely 
impact the segments that already have a larger proportion of Hispanics, as well as in segments that 
skew younger (Hispanics have a median age six years younger than the average outdoor consumer). 
Taken together, these trends suggest growth for The Achiever and The Urban Athlete segments. 

 If women are the current boom of running, 
are minorities the next boom? As a sport, 
we absolutely need to be looking at and 
concerned with and working toward a more 
multicultural balance.” 
Rich Harshbarger, CEO of Running USA
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The arrows show an increase or decline in the percentage of Hispanics/Latinos within the segment. No arrow means the segment in 2020 will 
not be as heavily impacted by this macro shift and will remain close to the same.

•  The Achiever and The Urban Athlete segments have the highest percentage of Hispanics, so Hispanic 
growth will most likely impact these segments the most.
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The Future  
of Innovation

Companies that appeal to Hispanic cultural values, such as family 
and sustainability, find success with this demographic. 

Latinas in Motion. Inspired by organizations such as Black Girls Run and the National Black 
Marathoners Association, Elaine Gonzalez Johnson founded the Philadelphia-based group Latinas in 
Motion, which has grown from her five friends to 2,000 members with chapters in ten states.

Latino Outdoors. California-based Latino Outdoors has expanded into an international volunteer 
network, putting families and youth in touch with outdoor activities and empowering local communities 
to explore and contribute stories defining their identity as outdoor consumers.

REI. A true leader in motivating underserved demographics in the outdoor industry, REI has emerged as 
a sponsor of multiple Hispanic efforts such as #LetsCamp, in which they worked with well-known chef 
Aarón Sánchez, who also blogs about his childhood memories of family camping in Mexico, to create 
campfire cooking contests, blogs, tweets and Instagram posts. 

JC Penney. By launching an emotional, high-profile campaign tied to last year’s World Cup, the retailer 
focused on Latina shoppers with a multichannel media push targeting female sports titled “Soccer is  
for girls.” 
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SUMMARY AND 
OPPORTUNITIES
Looking toward 2020, a fundamental challenge for the outdoor industry is that today’s 
core outdoor consumer is not the same as tomorrow’s. Understanding and adapting 
to the shift in values and behaviors of these diverse consumer segments will drive 
tremendous change and opportunity in both the manufacturing and retail business 
environments, as these consumers look to have a greater influence on the production, 
distribution and consumption of goods to meet their needs. The industry must also 
embrace the impact of technology across all aspects of their consumer’s lives, it is 
intrinsically changing the way they shop, communicate and recreate.

The key demographic, economic and social changes facing the U.S. in the next several 
years are likely to impact the outdoor consumer population and the size of the segments 
within it. Looking forward to 2020, we expect to see significant increases in the size of 
The Achiever and The Urban Athlete segments—thanks to the influences of Millennials, 
urban migration, a growing Hispanic population and a heightened focus on healthy 
lifestyles—as well as a modest increase in the size of The Aspirational Core, attributed 
to the rise of the Millennial population. On the other end of the spectrum, we are likely 
to see significant decreases in the size of The Sideliner segment and moderate decreases 
in the size of The Athleisurist and The Complacent segments—in connection with the 
influence of Millennials, urban migration and an expanding emphasis on health. Rising 
obesity rates will likely shrink the numbers of The Achievers and The Outdoor Natives 
and increase The Sideliner and The Complacent segments, but these effects are expected 
to be offset by the other four aforementioned shifts. 

$
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Looking Towards the Future: Macro Shifts

NET IMPACT ON SEGMENT SIZE
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Arrows show an increase or decline in segment size based on the five macro shifts. The more arrows, the greater the anticipated impact in 2020. 
No arrows means the segment is not expected to be as heavily impacted by the macroshifts and remain close to the same size in 2020. 29



Methodology
In the summer of 2014, both qualitative and quantitative research was conducted by Egg Strategy.  
One-on-one interviews, as well as outdoor participation videos from outdoor consumers were analyzed 
and used to inform the development of the quantitative survey. A total of 2,563 online surveys were 
completed by a national sample of outdoor consumers ages 18 to 65. Quotas were set for particular 
ethnic groups to ensure representation similar to the distribution of those groups in the U.S. population 
(e.g., Blacks/African Americans, Hispanics, Asians). To qualify, respondents were required to meet the 
following criteria:
	
	 • Spent at least one hour outside per week
	 • �Participated in a variety of outdoor activities at least once in the past 12 months (out of 24 traditional 

outdoor activities and 24 nontraditional activities )
	 • Purchased apparel, footwear or equipment for use in outdoor activities

Although all surveys are subject to sampling error, the sample of 2,563 provides a high degree of statistical 
accuracy (plus or minus 1.9 percent at a 95 percent level of confidence). For example, if we estimate that 
62 percent of outdoor consumers participated in swimming at least once in the past 12 months, actual 
participation could be as low 60.1 percent or as high as 63.9 percent. Note that accuracy varies by segment 
depending on the sample size within each segment.

A weighting technique was used to balance the data to represent the eligible U.S. population ages 18 to 65. 
The weighting process was designed to ensure that the final sample of completed respondents accurately 
reflects the population of qualified consumers on key demographic characteristics.  

The segment forecasts were yielded through a four-step process:
	 1. �Data were collected from a variety of sources to assess demographic, economic and social shifts 

expected to happen through 2020.

	 2. �Variables related to these shifts were correlated with segments to provide insight into which 
variables are likely to be related to changes in segment size over time.

	 3. �The distributions of variables likely to be related to changes in segment size and value over time 
were examined to identify which segments are most likely to be impacted by which demographic, 
economic and social shift.

	 4.�Based on all of these analyses, a holistic evaluation was conducted to assess how these macro shifts 
are likely to impact the size of each consumer segment over time.
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OIA supports the growth and success of more than 4,000 manufacturers, distributors, suppliers, sales 
representatives and retailers of outdoor recreation apparel, footwear, equipment and services. For more 
information, go to outdoorindustry.org or call 303.444.3353. 
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i �Traditional activities included: trail running, running/jogging (outdoors) , mountain biking, bicycling (on a road/
paved surface), rafting, bird watching/wildlife viewing, fishing/fly fishing, skiing (alpine/downhill), skiing 
(cross-country), snowboarding, rock climbing (outdoor), boating/sailing, kayaking, canoeing, stand-up  
paddle-boarding/windsurfing, surfing, day hiking (not overnight), car camping, camping (e.g., walk-in, hike-in),  
backpacking (overnight), hunting, water skiing/wakeboarding, swimming (in a pool, lake, ocean, etc.), 
participating in a running race (e.g., 5K, 10K, marathon, triathlon)

i� �Nontraditional activities included: walking for enjoyment (e.g., around a city, neighborhood), walking for a 
specific purpose (e.g., walk the dog, run errands), commuting to work/school by bicycle, playing outside, relaxing 
outside, going to the beach, going to a park or playground, golfing, doing drills, boot camps, etc. outside, outdoor 
yoga (e.g., on the beach, in a park), horseback riding, geocaching, playing team sports outside (e.g., basketball, 
soccer, volleyball, frisbee), barbecuing or picnicking, gardening/doing yard work, attending outdoor concerts 
or festivals, attending community activities (e.g., farmers’ markets, fairs, parades), tailgating or spectating an 
outdoor sporting event, participating in an obstacle race (e.g., Tough Mudder), parkour, paintballing, sightseeing, 
scenic-driving/road-tripping, skateboarding

© 2016, OIA all rights reserved. All information provided by Outdoor Industry Association. (“OIA”), in any 
form, (“Information”), is proprietary information that belongs to OIA and is protected by U.S. and international 
copyright law and conventions.

ConsumerVue utilizes strict data collection methodologies, and the integrity of the data is of utmost importance. 
The information provided is intended to be used internally by members. If members and third parties seek to cite 
the information for internal and external materials, please follow the OIA research citation rules: 

• All citations must be listed verbatim and attributed to Outdoor Industry Association. 
• All citations must be limited in scope. Full reproduction of OIA research is prohibited. 
• All citations must come directly from OIA research reports and tools. 
• Graphs or data can be briefly summarized when no corresponding text is available. 
• �All citations of OIA research and tools must be attributed in the following manner: Title, Outdoor Industry 

Association, Date.

For external usage beyond data and information citation, please work directly with OIA for guidance and 
approval. For more information, visit www.outdoorindustry.org or call 303.444.3353.
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http://www.northwestern.edu/newscenter/stories/2011/11/heart-health-fatter.html

The Great Eight: Trillion-Dollar Growth Trends to 2020, Bain
http://www.bain.com/Images/BAIN_BRIEF_8MacroTrends.pdf 
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Consumer 2020, Reading the Signs, Deloitte 
http://www.deloitte.com/assets/Dcom-Tanzania/Local%20Assets/Documents/Deloitte%20Reports%20-%20
Consumer%202020.pdf 

U.S. Population Projections: 2005-2050, Pew Research
http://www.pewhispanic.org/2008/02/11/us-population-projections-2005-2050/ 

Who’s Hispanic in America?, Census 
https://www.census.gov/newsroom/cspan/hispanic/2012.06.22_cspan_hispanics.pdf 

Labor Force Projections to 2020, Bureau of Labor Statistics
http://www.bls.gov/opub/mlr/2012/01/art3full.pdf 

Hispanics in the US, Breaking Down the Numbers 
http://www.npr.org/templates/story/story.php?storyId=4696640 

The State of Latinos in the United States
https://www.americanprogress.org/issues/race/report/2012/08/08/11984/the-state-of-latinos-in-the-united-
states/ 

Census Officials, Citing Increasing Diversity, Say U.S. will be a ‘Plurality Nation’, NY Times
http://www.nytimes.com/2012/12/13/us/us-will-have-no-ethnic-majority-census-finds.html?_r=0 

US Hispanic Population to Triple by 2050, USA Today 
http://usatoday30.usatoday.com/news/nation/2008-02-11-population-study_N.htm 

Median Age for Hispanics is Lower Than Median Age for Total U.S. Population, Pew Research
http://www.pewresearch.org/daily-number/median-age-for-hispanics-is-lower-than-median-age-for-total-u-
s-population/ 
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 November 4, 2021 

Wannigan Park Natural Resources Proposed Funding Resources 
 for Native Planting 

 
Land Management Strategic Goals When Land is Purchased 

Goal 2: Restore Natural Spaces to improve wildlife corridors and habitat connectivity. 

 Objective 2.1: Protect natural areas within 50 ft. of the Otter Tail River 
 Objective 2.2: Protect wetland areas within the park boundary, prevent access from  
                                       trails into wetlands. 
 Objective 2.3: Enhance and develop natural areas with native plants and pollinators 
              2021 Planted Soybean Acres: 23.5 + 28.5 + 5 + 8.5 =  65.8 Acres 
 
Site Evaluation: Presented in General Overview of  Property 

1. Before construction verify if there are any native stands remaining and mark sites for 
preservation. 

2. The Pre-settlement vegetation of the Hardwood Hills Ecological Subsection include 
landscapes characterized by maple basswood forests interspersed with oak savannas, 
tall grass prairies and Oak forests. The site is well set for Hardwood Hills Ecological 
Subsection on east side of Otter Tail River and establishing tall grass prairies on the west 
side. 

3. Prairie grass and forbs will be collected from native sites in the surrounding region. 
Becker County also has two native seed collection businesses that could be utilized. FWS 
collect their seed from native sites in the region.  

4. Phase 1:   
- Prepare and seed 3 wetland areas for native planting with FWS native seed harvest 
- Plant soybean fields (Appendix 3: Section A, B & D) into cool season grass and alfalfa 

for haying that could provide income (Appendix 6). Plant native grass after camping 
areas is established (Appendix 8). 

- Plant native tree and shrub buffer as shown in (Appendix 3: Section E and Appendix 
5). 

- Native grass & forb planting in Oak Savannah area on east side of river (Appendix 4). 
- Plant butterfly and pollinator gardens by observation points. 
- Appendix 10, 11, and12 show grass and forb species that may be in collection along 

with cool season species that will need to be purchased for FWS projects. 
- Tree & Shrub plant estimate (Appendix 13) 
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5. Following Phases: Establishment of Interpretive Center & Amphitheater, Camping Sites 
and Trails. Incorporate additional native plants along trails in addition to Butterfly 
Gardens and Bird Observation areas. 

 

Native Planting Costs Estimates:  

- On the low end of species diversity, you could expect to pay around $150/ac. That 
would include seed and a vendor to seed it. Any additional site preparation would be 
extra (tillage, herbicide, etc.) and extra expense. 

- For more diverse seedings (40+ species), which should be the goal for a site like this, you 
will be in the range of $300-$500/ac for seed and seeding. 

- Seedbed preparation will need to be determined. (Ex: tilling, burning  and clipping) 
 

Possible Financial Assistance Through Grants: 

1. NRCS: Natural Resource Conservation Service-Federal 
- CRP is only available for private landowners not for public owned property. If 

property is enrolled prior to the City of Frazee purchasing property the contract 
would be cancelled and city would be required to reimburse Farm Service Agency 
100% of CRP expenses plus liquidated damages.  

- Assist with specie selection for seed mixes. 
- (Appendix 3: Section A, B and D) Establish cool season grasses and legumes to 

provide soil cover and to reduce erosion. May be used for haying to provide funds to 
improve and maintain livestock/wildlife nutrition and to provide funds. 

- Cost estimate for grass and legume mixture: (Appendix 5 & 6) 
 

2. MN DNR + Becker SWCD: Clean Water, Land and Legacy Outdoor Heritage Fund,  
Conservation Partners Legacy (CPL) Program 
- MN has one of the few programs like this in the US 
- Geared for projects such as Wannigan Park (must be public ownership or permanent 

easement) 
- Example: Sucker Creek Native Planting Area project 
- 10-15% Match 
- After Campsites and Interpretive Center are established: Seed the Tall Native Grass 

Prairie into areas that were established to grass/legumes: refer to Appendix 3: 
Section A, B and D and Appendix 7 & 8 

 

3. Shoreline Area 
- DNR grants 
- Becker SWCD Shoreline program possible 75 percent match for shoreline restoration 

projects. 
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4. Rain Gardens 
- Becker SWCD Shoreline program possible 75 percent match to create rain gardens. 

 
 

5. USFWS-Detroit Lakes Office 
- Can provide plant material: FWS harvest native grass & forb seed from local 

ecosystems every fall. The 2021 harvest is excellent for mesic area and upland area 
is good.  

- Additional seed will need to be purchased for spring blooming native forbs for the 
areas that are not supplied by FWS seed mix.  

- Wetland and Savannah Area: refer to Appendix 4 for Wetland and Savannah Area 
- LSOHC and Federal Funding: Upland (Savannah) planting $400/acre for seed & labor 

(Appendix 3: Section C)  
- Federal Funding: Wetland planting  $1000/acre for seed and labor (Appendix 4: 3 - 

Wetland Plantings). 
 

6. BWSR- Becker SWCD 
- Otter Tail Comprehensive Watershed Management Plan (AKA 1WIP) 
- Plan will not be complete until 2023 
- There may be cost share available to establish buffer along Otter Tail River. Native 

plantings, and shoreline restoration that could possibly fit the water quality 
protection and restoration goals of the Comprehensive Watershed Management 
Plan. 

- Native Tree & Shrub Planting Site. Becker SWCD can provide a planting plan, trees, 
cost estimate and possible planting. The SWCD sells tree and has a tree planting 
service. (Appendix 3: Part E) 
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Natural Resource Participants in Development of Wannigan Park  
Marsha Watland: Becker Soil and Water Conservation District, Wannigan 
Committee 

Dan McLaughlin: Becker County Natural Resources, Wannigan Committee 

Rebecca Esser: US Fish and Wildlife Service Wildlife Biologist Detroit Lakes 
WMD 

Ed Clem: Becker Soil and Water Conservation District- Soil Evaluation 

Phil Doll: Becker Soil and Water Conservation District- Private Lands Biologist- 
Vegetation Survey and  

Bryan Malone: Becker Soil and Water Conservation District Administrator 

Ed Musielewicz: Natural Resource Conservation Service District 
Conservationist 

Shawn May: US Fish and Wildlife Service Partners in Wildlife Biologist-Detroit 
Lakes WMD 
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