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This document has been carefully prepared, but it has been written in general terms and should be seen as broad guidance only. The document 
cannot be relied upon to cover specific situations and you should not act, or refrain from acting, upon the information contained therein without 
obtaining specific professional advice. Caravan Industry Association of Australia Ltd, their members and/or directors, employees and agents do 
not accept or assume any liability or duty of care for any loss arising from any action taken or not taken by anyone in reliance on the information 
in this document or for any decision based on it.
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WORKING COLLABORATIVELY WITH MEMBER STATE ASSOCIATIONS
This research is undertaken in partnership between the National Association and the Individual State Caravan 
and Camping Industry Associations. This joint investment allows the Industry to undertake research at a level 
not seen previously to support advocacy, benchmarking and marketing initiatives across the country.  Caravan 
Industry Association of Australia is proud to work collaboratively with each individual State Association to lead 

and champion a robust, compliant and sustainable Caravanning and Camping Industry.
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Summary 
The inaugural 2019 Caravan Park Consumer Report is the most comprehensive of its kind in Australia and seeks 
to understand the perception of caravan parks from Australians, the intention to stay in caravan parks and the 
motivations that underpin these decisions. This research follows on the back of the 2018 RV Consumer Report 
and seeks to understand the Australian population’s attitude toward the caravan industry and the consumer 
demand trends that the sector can address in their business practises and product development. 

This report is based on a survey that was presented in November 2019, prior to the extensive impacts of 
bushfires and COVID-19, however it highlights that the demand for caravan and camping lifestyle has never 
been greater, with more than 56 million nights being spent caravan and camping by Australians in Australia and 
13.7 million trips being taken over that period (Tourism Research Australia, 2019). However, with a disruptive 
end to 2019 and beginning to 2020 with bushfires and the emergence of COVID-19, there remains a strong 
need to understand what motivates a traveller to stay in caravan parks in Australia. Additionally, there is a need 
to know how to connect new consumers with caravan parks which, unlike many other travel accommodation 
choices, is regarded as a way of life with some of the most loyal travellers in Australia who proudly identify as 
caravanners and campers. 

With economic challenges, natural disasters and political uncertainty dominating much of the industry’s 
discussion through 2019, the record numbers highlight the robust nature of the caravan park industry. However, 
there remains doubts and travel uncertainty through 2020, hence it remains vital to understand the modern 
consumer and identify how product development and suitable marketing strategies can be utilised to boost 
visitation. 

How to Read this Report
This report is designed to be read from start to finish with several key things to keep in mind throughout. Each 
of the 2501 respondents has been allocated a ‘caravan park status’ which defines their relationship to caravan/
holiday parks. Caravan park status is referred to constantly throughout this report, as it helped segment the 
audience and, for certain sections, defined the questions they were presented with throughout the survey. This 
status was defined by asking the opening two questions of the survey.

1) Have your previously stayed overnight in a caravan/holiday park? (Yes/No)
2) Would you consider staying overnight in a caravan/holiday park? (Yes/No)

The four statuses are outlined below: 

Caravan Park Status Prior History with Caravan Parks Future Intention to Stay in Caravan Parks
Current Have previously stayed in a caravan park Would consider in the future
Former Have previously stayed in a caravan park Would not consider in the future
Future Have never stayed in a caravan park Would consider in the future
Never Have never stayed in a caravan park Would not consider in the future

This report is divided into nine distinct sections. The first section looks at the overall trends of caravan park 
usage and the consideration that Australians give to staying in caravan parks. Section two examines the Current 
caravan park consumer and the traits that this segment exhibits, while sections three and four goes into detail 
about the motivations for selecting caravan parks and accommodation facilities used and preferred in caravan 
parks. Section five looks at the Future users of caravan parks and what strategies can potentially be used to 
convert these visitors into the current caravan park consumers. 

Sections six and seven look at Former and Never users of caravan parks and their demographics and psychographic 
profiles as well as the accommodations they tend to use, their holiday preferences and motivations for travel. 
Section eight is a broad look at travel motivation and intention and identifies the differing perceptions between 
consumers based on their intention to use caravan parks; a detailed look at aspirational travel in Australia 
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Key Findings
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PPeerrcceeppttiioonnss  ooff  SSttaayyiinngg  iinn  CCaarraavvaann  PPaarrkkss  

Yes, 74%

No, 26%

Have you previously stayed overnight in a caravan park in Australia?

Yes, 79%
No, 21%

Would you consider staying overnight in a caravan park/holiday park?
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Overall this report has revealed that 18 million Australians have stayed in caravan parks previously (74% of 
the population) and 19 million Australians would consider staying in caravan parks (79% of the population). To 
satisfy this demand, there is a requirement on industry to increasingly create desirable products, services and 
experiences and ‘tap into’ segments of Australia’s population to turn latent demand into satisfied demand. 
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Core Themes

Connecting with New Australia
Caravan Parks must find a way to 
connect with New Australians. With 
29% of Australians born overseas, and 
this segment significantly less likely to 
have a history with caravan parks, the 
sector needs to engage and educate 
these 7.5M Australians about the 
benefits of a caravan park holiday.

From Casual to Committed 
Australians have an overwhelmingly 
positive attitude to caravan parks, 
however a stay at a park is non-urgent. 
The sector needs to develop a way 
to turn occasional users into regular 
users. 

Nature is the Driving Force
Undoubtedly the attraction of caravan 
parks for all segments is that caravan 
parks are the gateway to an authentic 
nature-based experience. This needs 
to be leveraged across all collateral and 
can be used to target new markets. 

Tents are Gateways
Tents are the most common form of 
accommodation used previously on 
sites in caravan parks. Affordable, entry 
level accommodation options remain 
vital to attract new market segments to 
the caravan park lifestyle.

Income is Irrelevant
The demand for caravan park 
experiences is not connected to 
income. High, middle and low income 
earners had extremely similar past 
experiences and future connections 
with caravan parks.

Disability is not an Obstacle
Respondents with a disability had 
a more positive intention to stay in 
caravan parks that the rest of the 
population. Continuing to leverage 
this will help grow the market in line 
with Australia’s ageing population 
who increasingly require assistance in 
travel.

Throughout this report, key themes emerged regarding Australians’ attitudes towards caravan parks. These 
themes can help support individual marketing campaigns, product development and business planning into 
the future. 
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Australia’s 
Perception of 
Caravan Parks
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Past Usage and Future Consideration of Caravan Parks
In total, 74% of survey respondents indicated they had stayed in a caravan park previously, with this level 
being highest in ACT and Northern Territory.  The proportion of respondents who had stayed in a caravan park 
was lowest in Victoria and NSW, while Western Australians responded in the same fashion as the Australian 
average.

These state-wide findings were replicated when looking at future considerations with Australians generally 
having a positive disposition towards caravan parks with 79% of respondents indicating they would consider 
staying in a caravan park. A trend that emerged from the responses to both questions was that more 
urbanised states (Victoria and New South Wales) have less history of staying in caravan parks. As a result the 
intention to stay in caravan parks was also slightly lower in these states. 
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Caravan Park Status by State
Combining the prior two charts reveals the caravan park status by state. Northern Territory has the highest 
proportion of Current caravan parks users (72%) while Victoria has the lowest (62%). Victoria however, 
along with Western Australia and New South Wales and ACT have the highest ratio of Future caravan park 
users (13%).  In regard to the Never segment, Victoria and Tasmania both have 15% of their population who 
have never and would never consider staying in a caravan park (15%), which was the highest rate. Tasmania 
reported the lowest proportion of Former caravan park users (5%) while Victoria recorded the highest rate of 
Former users (9%). 
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Future 318 (12.8%) Have never stayed in a 
caravan park

Would consider in the 
future
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Generational and Demographic Influences
The below chart highlights the changing caravan park status depending of the age of the respondent. The Baby 
Boomer generation (born 1946-64) are the strongest Current users of caravan parks (71%) however Millennials 
have the strongest intention, with 83% of respondents either indicating they were a Current or Future user of 
caravan parks. 

As expected, the eldest generation (Silent Generation) had the highest number of former users (22%) however 
they also had the highest number of Never users, perhaps indicating the lack of engagement this generation 
had with caravan parks earlier in their lives. Gen Z, has the highest proportion of Future users (22%) however 
14% of Gen Z identify as Never caravan park users. Breaking into this segment will be important for the 
industry into the future, especially as this generation are more likely to grow up in urban environments.
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By gender, women were more likely to be Current 
caravan park consumers with 70% of women surveyed 
indicating they had previously stayed in a park and 
would consider it in the future. This was compared to 
63% of men. 

In addition, 16% of men surveyed were in the ‘Never’ 
segment compared to just 10% of women. 
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Country of Birth
A large determinant of people’s attitudes toward caravan parks was based on where the respondent was born. 
In total, 27% of the sample was born outside of Australia, slightly below the Australian population (29%). Only 
53% of respondents born outside of Australia were classed as Current caravan park users, compared to 71% of 
respondents born in Australia.

With net migration accounting for 64% of population growth through 2019 (ABS, Annual Population Growth, 
2019), it is important to connect new Australians with the caravan park lifestyle as new Australians continue 
to grow as a proportion of society. A total of 18% of respondents not born in Australia are Future visitors 
to caravan parks, hence there is demand that needs to be linked with elements such as access, product 
development and relatable marketing campaigns to get this segment staying in caravan parks.

12 

Country of Birth 
A large determinant of people’s attitudes toward caravan parks was based on where the respondent 
was born, in total, 27% of the sample was born outside of Australia, slightly below the Australian 
Population (29%). Only 53% of respondents born outside of Australia were classed as Current 
caravan park users, compared to 71% of respondents born in Australia. 

With net migration accounting for 64% of population growth through 2019 (ABS, Annual Population 
Growth, 2019) it is important to connect new Australians with the caravan park lifestyle as new 
Australians are going to continue to grow as a proportion of Australian society. 

It is promising that 18% of respondents not born in Australia are Future visitors to caravan parks, 
hence there is demand that needs to be linked up with elements such as access, appropriate product 
development and relatable marketing campaigns to get this segment staying in caravan parks. 

53%

71%

18%

11%9%

8%
20%

11%

Not Born in Australia Born In Australia

Caravan Park Status by Country of Birth

Current Future Former NeverPeople Living with a Disability 
19% of survey respondents indicated they required assistance with core activities at least sometimes which 
is indicative of the presence of a disability. This is consistent with the Australian population where 18.5% of 
the Australian population live with a disability (ABS, 2019). Respondents with a disability were more likely to 
be Current caravan park users than those without a disability. Furthermore, only 10% of respondents with a 
disability were in the Never category of caravan park users. This is a positive for the caravan park industry as 
people with varying forms of disability (whether physical or other) is a growing segment in line with an ageing 
population. 
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Country of Birth 
A large determinant of people’s attitudes toward caravan parks was based on where the respondent 
was born, in total, 27% of the sample was born outside of Australia, slightly below the Australian 
Population (29%). Only 53% of respondents born outside of Australia were classed as Current 
caravan park users, compared to 71% of respondents born in Australia. 

With net migration accounting for 64% of population growth through 2019 (ABS, Annual Population 
Growth, 2019) it is important to connect new Australians with the caravan park lifestyle as new 
Australians are going to continue to grow as a proportion of Australian society. 

It is promising that 18% of respondents not born in Australia are Future visitors to caravan parks, 
hence there is demand that needs to be linked up with elements such as access, appropriate product 
development and relatable marketing campaigns to get this segment staying in caravan parks. 
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Vehicle Ownership Influences
Car ownership has a strong bearing on the caravan park status of respondents. 85% of respondents reported 
owning a car, which is consistent with the Australian average (84%) and the majority of these (70%) indicated 
they were a Current caravan park user.

However, amongst non-owners of cars, more than a quarter of respondents (26%) fell into the Never category 
of caravan park status. With car ownership declining, especially in urban hubs, this will be a challenge for the 
industry as to how to get non-vehicle owners into caravan parks. 
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Car ownership has a strong bearing on the caravan park status of respondents. 85% of respondents 
reported owning a car, which is consistent with the Australian average (84%) and the majority of 
these (70%) indicated they were a Current caravan park user. 

However, amongst non-owners of cars, more than a quarter of respondents fell into the ‘never’ 
category of caravan park statuses. With car ownership declining, especially in key population hubs, 
this will be a challenge for the industry as to how to get non-vehicle owners to caravan parks.  

An important finding here is that the proportion of future users of caravan parks, who do not own a 
car was relatively high (19%) indicating that they were potentially waiting to purchase a vehicle prior 
to becoming a caravan park user. 
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RV Ownership and Caravan Park Status
RV ownership has a strong positive correlation with caravan park usage and intention as 87% of respondents 
whose household owns an RV reported being Current users of caravan parks, and only 6% having no future 
intention to use caravan parks (Former and Never users). In contrast, of non-RV owning respondents, 65% 
were Current caravan parks users, however a total of 25% were Never or Former caravan park users. 

This highlights the continued importance of the RV sector on the caravan park eco-system and the immense 
benefit that caravan parks receive from having a successful and robust RV industry in Australia. 
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RV ownership has a strong positive correlation with caravan park usage and intention as 87% of 
respondents whose household owns an RV reported being Current users of caravan parks, and only 
6% having no future intention to use caravan parks (Former and Never users). In contrast, of non-RV 
owning respondents, 65% were Current caravan parks users, however a total of 25% were Never or 
Former caravan park users and would not consider staying in caravan parks.  

This highlights the continued importance of the RV sector on the caravan park eco-system and the 
immense benefit that caravan parks receive from having a successful and robust RV industry.  
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Family and Relationship Status 
Respondents who had children living at home under 18 were more likely to be Current and Future caravan 
park users, with a total of 87% having a positive future intention to stay in caravan parks. Additionally, only 9% 
indicated they were in the Never segment of caravan park users.

Marital status indicates that singles are less likely to be Current caravan park users with only 57% of 
respondents who were single indicating this. Respondents in De Facto relationships had the highest proportion 
of Current caravan park users as well as the lowest level of Never users. Both these findings fit with Tourism 
Research Australia data that indicates ‘Young and Midlife (no children)’ are the largest segment by lifestyle of 
caravan and camping visitors, comprising 34% of all caravan and camping trips in Australia (TRA, 2019).
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Income and Employment Influence 
Across all income segments, intention to use caravan parks was high, however there was a ‘sweet spot’ 
between household incomes of $3,000 and $9,999 per month that were more likely to be Current users of 
caravan parks. The lowest income segment (<$2,000/month) was the least likely to consider caravan parks, 
with only 59% indicating they were Current users of caravan parks, and 21% never having stayed in a caravan 
park and never considering it. 

Employment status has a limited impact on caravan park status apart from age related aspects with retirees 
more likely to be Former caravan park users (15%), and those who are studying as being less likely to be 
Current caravan park users (60%). Full-time home makers were the largest Current users of caravan parks 
(69%) closely followed by those with either full-time or part-time work (both 67%). Respondents who were not 
working/unemployed had the highest proportion of Never users (19%) of caravan parks.
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Caravan Park Holidays as Children
A total of 55% of respondents indicated they stayed in caravan parks for holidays as children, with 92% of 
respondents recalling this memory as a positive experience. Of this segment, 80% of respondents were 
Current caravan park users. This is in stark contrast to respondents who did not go to caravan parks as 
children, of this group a quarter had never and would never consider staying in caravan parks, and only 50% 
identified as Current users of caravan parks. 
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Caravan Park Holidays as Children 
A total of 55% of respondents indicated they stayed in caravan parks for holidays as children, with 
92% of respondents recalling this memory as a positive experience. Of this segment, 80% of 
respondents were Current caravan park users, a strong conversion. This is in stark contrast to 
respondents who did not go to caravan parks as children, of this group a quarter had never and 
would never consider staying in caravan parks, and only 50% identified as Current users of caravan 
parks.  
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The Current Caravan Park User

Median Age: 45 years old 

37% have children 
living at home 
under 18

2 in 3 stayed in 
caravan parks as 
children

1 in 6 report 
having a disability 

78% were born in 
Australia

90% own a car 52% are female

The characteristics of the Current caravan park consumer.
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Age and Family Trends

30% of current Caravan and camping visitors are millennials, slightly ahead of the Baby Boomers (29%) and 
Gen X (24%), which fits with current statistics from Tourism Research Australia.

A total of 63% of Current users reported having no children under 18 living at home, while 16% had 1 child, 
15% had two children and 6% had 3 or more children at home.
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This section examines the Current caravan park user, i.e. the characteristics of respondents who indicate 
they had previously stayed in a caravan park and would consider staying in caravan parks in the future. This 
segment represented 66% of the sample (n=1650).
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Employment Status

Full-time workers are the largest segment of Current caravan park users (39%) while retirees and part-time 
workers are also significant segments (22% and 17% respectively). There is a distinct spread of working 
statuses amongst caravan park users, highlighting that employment status does not have a significant bearing 
on the likelihood of Australians to be caravan park users. 
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Frequency of Caravan Park Usage

The above is supported by the finding that 30% of Current caravan park users had not stayed in a caravan park 
in the last two years (see below). This suggests there is a sub-segment of users of caravan parks who are at risk 
of falling out of the market. 

However, it is important to note that they still consider staying in caravan parks, so awareness and urgency 
are key for this sub-segment.  A total of 20% of Current caravan park users indicated they had taken trips to 
caravan parks more than 3 times in the past two years. 

In terms of how users described themselves, 70% said they ‘gave stayed in caravan parks on and off 
throughout the years’. This indicates that the majority of Australians have a positive, yet casual relationship 
with caravan parks and identifies an opportunity for the caravan park industry; the conversion of these casual 
users to more regular users of caravan parks. 
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Future Intention to Stay in Caravan Parks
The future intention to go to caravan parks is positive from the Current segment with 28% of these consumers 
indicating they plan to spend more nights at caravan parks next year. In comparison, only 16% of respondents 
plan to spend less nights with 56% planning to spend about the same. 

This net difference of +12% is a positive forecast for the coming 12 months and can be described as the Future 
Intention Index and is calculated by subtracting the negative intention from the positive intention. 

Looking at a generational breakdown of this highlights that the positivity is being driven by the millennial age 
bracket, which has a Future Intention Index of +28.5%, which is more than double the next highest index of 
Generation X (+13.8%). 

As expected, the future intention of the older generation is somewhat lower, especially for those born before 
1945 as mobility becomes a factor. However, all other generations have a positive intention, which is a positive 
forecast for the caravan park industry. 
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The future intention to go to caravan parks is positive from this segment with 28% of Current 
caravan park users indicating that they plan to spend more night at caravan parks next year. In 
comparison, only 16% of respondents plan to spend less nights with 56% planning to spend about 
the same.  

This net difference of +12% is positive forecast for the coming 12 months can be described as the 
Future Intention Index and is calculated by subtracting the % negative intention from the % positive 
intention.  

Looking at a generational breakdown of this highlights that the positivity is being driven by the 
millennial age bracket, which has a Future Intention Index of +28.5%, which is more than double the 
next highest index of Generation X (+13.8%).  

As expected, the future intention of the older generation is somewhat lower, especially for those 
born before 1945 as mobility becomes a factor. However, all other generations have a positive 
intention, which is an excellent outlook for the caravan park industry.  

Generation Future Intention 
Index 

Pre 1945 -27.7% 

Baby Boomer (1946-64) 1.3% 

Gen X 13.8% 

Millennials 28.5% 

Gen Z 8.3% 

Total  12.0% 

 

 

 

  

28%

56%

16%

I plan to spend more nights I plan to spend about the
same number of nights

I plan to spend fewer nights

Do you think you will go to caravan parks for more or less nights 
in the next 12 months?

Generation Future Intention Index
Pre 1945 -27.7%

Baby Boomer (1946-64) +1.3%
Gen X +13.8%

Millennials +28.5%
Gen Z +8.3%
Total +12.0%
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Influencing Factors
The chart opposite highlights the factors that respondents said would influence their ability to stay more or 
less in caravan parks next year. Those who said they would spend ‘about the same’ have been omitted from 
this analysis. 

Increased income was a negative factor for 5% of respondents who plan on spending less nights in caravan 
parks. It can be interpreted as “5% of the reason that respondents plan on spending less nights in caravan 
parks is due to having an increased income.” Potentially this is due to new/different accommodation forms 
being possible due to extra disposable income. 

However, amongst respondents who plan on spending more nights in caravan parks, 11% of these also said 
increased income. This may be as previously they were not able to take as long a trip to caravan parks however 
now, with increased income, they are able take extended stays in caravan parks. 

Overall, available time was the biggest determinant of Current users future intention to go to caravan parks 
with 22% indicating it was a positive reason, and 23% indicating it had a negative impact on their ability to 
stay in caravan parks. 12% of Current users were motivated to spend more nights in caravan parks due to 
seeing popular destinations that others are going to, making it the second strongest motivator. This highlights 
the importance of story-telling from consumers and marketing bodies that showcases imagery and holiday 
destinations that involve holiday parks.

Physical limitations was seen as a detractor for 14% of respondents, however was seen as a positive driver for 
8% of respondents. This indicates an opportunity for caravan parks to showcase their accessible nature and 
that a caravan park holiday is suitable for the majority of people despite their perceived physical limitations. 
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Usage of Caravan 
Parks
Usage Patterns, Facility Preferences, Motivations and Brand 
Preference of Current Caravan Park users
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Sites and Sleeping Accommodation Used Previously 
in Caravan Parks
Current caravan park users reported using multiple different accommodation types in caravan parks with 68% 
of respondents selecting more than one accommodation type they had previously used. 79% of current users 
reported having stayed in a cabin, whilst 53% had stayed in a powered site previously.

Of those who had stayed in either powered or unpowered sites, 73% of respondents indicated they have used 
a tent previously, while 74% had used a recreational vehicle (48% being a towable, 26% being a motorised 
vehicle). 17% of people had used a swag on a site previously, while 6% of respondents had used a different 
form of sleeping accommodation. This included ‘tent on top of a car’; ‘car- backseat’; ‘on-site caravan’ most 
prominently.

Users of unpowered sites were significantly more likely to have used tents (89%) and swags (28%) than users 
of powered sites. This was the main discrepancy/difference between powered and unpowered site usage. 

This underscores the importance of having entry level, affordable accommodation in caravan parks and the 
factor that the humble tent is a gateway and first taste for many Australians when it comes to caravan park 
usage. 



CARAVAN PARK CONSUMER 31

30 
 

 

 

Figures may not add to 100% as respondents could select multiple options 
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These activities were significantly ahead of other options such as Games Rooms (27%) and Jumping 
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Factors in Considering Caravan Parks 
Current users of caravan parks reported price, security and location as the three most important factors when 
considering caravan parks with 73%, 71% and 69% of respondents selecting these as ‘very important’ factors 
respectively. These responses were significantly ahead of greenery and landscape in the park and online 
reviews, which appear more to be rated as ‘important to have, but non-essential’. 

Amenities such as swimming pools, and the presence of a café/restaurant onsite were regarded as less 
important, while pet friendly status was the least important factor. A caveat to this is that users who reported 
traveling with pets ‘often’ (8% of the sample) identified the pet friendly status of caravan parks being the most 
important factor when considering caravan parks. 
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Motivations for Considering Caravan Parks  
Unsurprisingly, current users of caravan parks reported price, security and location as the three most 
important factors when considering caravan parks with 73%, 71% and 69% of respondents selecting 
these as ‘very important’ factors respectively. These responses were significantly ahead of greenery 
& landscape in the park and online reviews, which appear more to be rated as ‘nice to have, but 
non-essential’.  

Amenities such as swimming pools, & the presence of a café/restaurant onsite were regarded as less 
important, while pet friendly status was the least important factor. A caveat to this is that users who 
reported traveling with pets ‘often’ (8% of the sample) identified the pet friendly status of caravan 
parks being the most important factor when considering caravan parks.  
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Cost per night

Security

The location of the caravan park

Greenery/Landscape in the park

Online Reviews

Accreditation Status

Being Pet Friendly

Onsite Swimming pool

Wanting Eco-friendly accommodation

An Onsite Cafe/Restaurant

How important is each of the following factors when considering a 
caravan park?  

Very important Somewhat important Not important
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Importance of Facilities in Caravan Parks

Preferred Activities for Children 

32 
 

Importance of Facilities in Caravan Parks 

Bathroom block facilities were regarded as the most important element for caravan parks, with 75% 
of respondents selecting them as ‘very important’. BBQ facilities were regarded as marginally more 
important than a camp kitchen, while clothes washing facilities and free WIFI rounded out the top 
five most important facilities. A kiosk/shop was regarded as a somewhat important by 52% of 
respondents, potentially indicating it is a ‘welcome luxury’ instead of being a necessity. Of the least 
important facilities, entertainment and spa and wellness centres were regarded as ‘not important’ 
by 65% and 61% of respondents respectively.  

 

Preferred Activities for Children  
Of Current users who identified activities for 
children as being ‘somewhat’ or ‘very’ 
important; there was a clear preference 
towards playgrounds and water parks with 
63% and 56% of respondents selecting these 
facilities respectively.  
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Free WIFI
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Activities for Children

Fire Pits

Tour/Activities Booking Desk

Spa/Wellness Centres

Live Music/Entertainment

How important are each of the following to you when staying in a 
caravan park? 

Very important Somewhat important Not important
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17%

19%

27%

56%

63%

Go Kart Track

Modular Bike Track

Equipment Hire

Jumping Pillow

Games Room

Water Park

Playground

Preference for Children Activities

Bathroom block facilities were regarded as the most important element when staying in caravan parks, with 
75% of respondents selecting them as ‘very important’. BBQ facilities were regarded as marginally more 
important than a camp kitchen, while clothes washing facilities and free WIFI rounded out the top five most 
important facilities. A kiosk/shop was regarded as a somewhat important by 52% of respondents, potentially 
indicating it is a ‘welcome luxury’ instead of being a necessity. Of the least important facilities, entertainment 
and spa and wellness centres were regarded as ‘not important’ by 65% and 61% of respondents respectively. 

Of Current users who identified activities for children as being 
‘somewhat’ or ‘very’ important; there was a clear preference 
towards playgrounds and water parks with 63% and 56% 
of respondents selecting these facilities respectively. These 
activities were significantly ahead of other options such as 
Games Rooms (27%) and Jumping Pillows (19%).
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Branded Caravan/Holiday Parks

Influence of Branded/Chain Membership

The majority of respondents (71%) had no preference when it came to a choice of staying in chain or 
independent caravan parks, however respondents that had a preference were more likely to prefer branded 
chain parks. This was significantly influenced by whether or not the respondent was a member of a caravan 
park loyalty program which represents 13% of Current caravan park users. 

Looking at the chart opposite, members of loyalty programs were four times more likely (51%) to prefer 
branded chain parks compared to non-loyalty members.

Of respondents who indicated they were part of a loyalty program, BIG4 Holiday Parks was the most selected 
with 32% of respondents indicating they were a member of the BIG4 loyalty program. This was followed by 
Family Parks (24%) and NRMA Parks and Resorts (14%). 

44% of loyalty program members were members of more than one program, indicating consumers were 
seeking to access the benefits that mulitple memberships offered.
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Influence of Branded/Chain Membership 
Looking at the chart opposite, members of loyalty programs were four times more likely (51%) to 
prefer branded chain parks compared to non-loyalty members. 

Interestingly, being loyalty members appeared to polarise the view of branded holiday parks, as 
there were a significantly lower proportion of respondents who had no preference for branded or 
independent parks (31%). Members of loyalty programs were also more likely than non-members to 
prefer independent caravan parks, with 18% of branded chain members suggesting they would 
prefer to stay in independent parks. This may indicate that a negative membership experience 
significantly decreases the loyalty of consumers and is a word of warning to branded parks.  

Of respondents who indicated they were part of a loyalty program, BIG4 holiday parks was the most 
selected with 32% of respondents indicating they were a member of the BIG4 loyalty program. This 
was followed by Family Parks (24%) and NRMA Parks and Resorts (14%).  

44% of respondents were members of more than one loyalty program, indicating there was a 
polygamous attitude toward loyalty programs and consumers may simply be shopping around for 
the best prices.  
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Caravan Park 
Preferences and 
Features
Most Desirable Facilities and Features in Sites, Cabins and Caravan 
Parks.
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Powered and Unpowered Sites Preferences
Unsurprisingly, price featured heavily in terms of importance with 80% of respondents selecting ‘price per 
night’ as one of the most important factors for choosing sites at caravan parks. 

Access to electricity was the second most selected factor (57%), followed closely by proximity to the bathroom 
block and space between sites (43%). Privacy of sites was valued more highly than both the size and surface 
of a site, which is an interesting finding and may have some ramifications regarding the planning of sites and 
layouts of caravan parks. 

Respondents that indicated price was an important aspect of sites were asked what features/amenities they 
would be willing to give up in order to get a cheaper price per night. 59% of respondents indicated they 
would give up access to recreational facilities and 57% said they would give up a drive through site. These 
two attributes were the most selected, with cooking facility access, site size and site surface the next most 
selected. Respondents were least likely to want to give up access to bathroom block facilities (10%) and access 
to electricity (17%).
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 Figures may not add to 100% as respondents could select multiple options 

 

14%

18%

28%
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43%
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Drive-Through Site

Proximity to Recreational Facilities (pool/playground etc.)

Proximity to Cooking Facilities

Access to Amenities (Ensuite Site)

Surface of the site

Size of the Site

Privacy of the site

Space between Sites

Proximity to Bathroom Block

Access to Electricity (Powered Site)

Price per night

What are the most important aspects of sites at caravan parks? 
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 Figures may not add to 100% as respondents could select multiple options 
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Cabin Preferences 
The most important elements of a cabin were functional elements with price leading the way (77% of 
respondents) ahead of sleeping spaces (63%) and kitchen facilities (60%). Heating/cooling, bedding and 
bathroom facilities were also selected as important by more than 50% of respondents, while more aesthetic 
features such as ‘interior design’ and ‘building materials’ were the least selected attributes.

There were four clear elements that respondents were most willing to economise to receive a cheaper price 
per night, with interior design, building materials, entertainment systems and pet friendly status all being 
selected by more than 50% of respondents.

Bedding and bathroom facilities were the least selected features that could be sacrificed for a cheaper price 
per night, closely followed by kitchen facilities and sleeping spaces. These four elements can be regarded as 
significantly important to the consumer experience. 

Another way of reading this is that people are willing to pay more for quality bedding, bathroom and kitchen 
facilities as well as the adequate sleeping spaces in cabins in caravan parks. But they are less willing to pay 
extra for superior entertainment systems or interior design elements.  
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Figures do not add to 100% as respondents could select multiple options 
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11%

16%

35%

50%

55%
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60%
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77%

Uniqueness of Cabin

Building Materials

Entertainment Systems

Interior Design

The Cabin being Pet Friendly

Interior Space

Quality of Bedding

Quality of Bathroom Facilities

Heating and Cooling Systems

Kitchen Facilities

Sleeping Spaces

Price

What are the most important features when booking a cabin in a caravan 
park? (select up to 5)
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Cabin Facilities by Age

The above chart highlights the different responses to the importance of cabin facilities based on age. With 
45 being the median age of respondents, those aged 45 and above had a stronger emphasis on price, kitchen 
facilities, bedding and heating/cooling systems, while those under 45 had a stronger focus on sleeping spaces 
and interior space, which is reflective of their propensity to travel with young children. 
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Site Features by Age of Respondents

Surface Preference of Sites

39 
 

Site Features by Age of Respondents 

Looking at the differences between respondents over 45 years of age and those under 45 reveals 
that the older generation have more emphasis on most elements of sites, apart from the access to 
recreational facilities and the size of the site – potentially linking to the likelihood of young families 
in the younger age group. The largest discrepancy between the age segments was access to 
electricity, with 66% of those aged over 45 regarding this as important, while the same sentiment 
was felt by 49% of under 45. 

 

Surface Preference of Sites 
Overwhelmingly, current caravan park users 
who had stayed on sites preferred natural 
grass as the preferred site surface with 71% 
outlining this. This was followed by concrete 
(16%) and fake turf (8%). 
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What are the most important aspects of sites at caravan parks? 

45 and over Under 45

Looking at the differences between respondents over 45 years of age and those under 45 reveals that the 
older generation have more emphasis on most elements of sites, apart from the access to recreational 
facilities and the size of the site – potentially linking to the likelihood of young families in the younger age 
group. The largest discrepancy between the age segments was access to electricity, with 66% of those aged 
over 45 regarding this as important, while the same sentiment was felt by only 49% of under 45.

Overwhelmingly, Current caravan park users who had 
stayed on sites preferred natural grass as the preferred 
site surface with 71% outlining this. This was followed 
by concrete (16%) and artificial turf (8%).
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Future Users of Caravan Parks
Respondents who had not stayed in caravan parks previously, but would consider in the future.

Median Age: 35 years old 

2 in 5 went 
camping as 
children (but not 
in caravan parks) 

52% are female2 in 5 were 
born outside of 
Australia

40% have children 
living at home 
under 18

77% own a car
14% report having 
a disability 
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Demographic Trends 
Future users of caravan parks have a younger age profile, with 60% aged under 40, compared to 42% of total 
respondents. This highlights the demand of the younger demographic to stay in caravan parks, and the need 
for products and experiences to match the demand. 

Matching with the younger demographic, Future users of caravan parks were significantly more likely to have 
been born outside of Australia (39%) compared to the total sample (27%). This fits with migration patterns 
over the past few years and the fact that those not born in Australia are less likely to have stayed in caravan 
parks previously. 

Further to this, among Future users of caravan parks, 48% reported having both parents born outside of 
Australia, while an additional 14% had one parent born outside of Australia. Both these figures are significantly 
higher than the average amongst all respondents. 
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Reasons for now Considering Caravan Parks

The demand for a nature-based experience was the strongest motivator for respondents wanting to stay 
in caravan parks for the first time, which was followed by a change in holiday preferences and a change in 
financial situation. 

When further prompted, 49% of respondents highlighted ‘a love of the outdoors’ as what sparked their 
interest in caravan parks, followed by discovering a new area (42%). The latter links in with wanting to get 
away from crowds (28%) and more freedom to travel the country (28%). The influence of friends and family 
was a motivator for 26% of respondents, while the social elements of caravan parks was not seen as a strong 
factor for wanting to experience caravan parks for the first time. 
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Perceptions of Caravan Parks & Holiday Motivations

Relaxing environments and the affordability of caravan parks were the strongest reasons for Future users now 
considering caravan parks, noting that these respondents had not stayed in caravan parks previously. Hence, it 
is important that these expectations are surpassed, at the very least, matched. 

This highlights that marketing messages aimed at the Future segment should focus on caravan parks being a 
relaxing, affordable accommdation option that allows visitors a flexible, nature based holiday.
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Relaxing environments and the affordability of caravan parks were the strongest reasons for 
respondents now considering caravan parks, noting that these respondents had not stayed in 
caravan parks previously. Hence, it is important that these expectations are exceeded or, at the very 
least, matched. These answers were reflected in questions regarding the most important factors in 
taking a holiday in general; with relaxation being the most important aspect.  

This highlights the messaging that needs to reach this segment to be able convert them from future 
to current caravan park users. 
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Former Caravan Park Users
Those who had stayed in caravan parks previously but would not consider staying in caravan parks again. 

Median Age: 57 years old 

4 in 5 own a car

14% report having 
a disability 

14% have children 
living at home 
under 18

71% were born in 
Australia

Half went camping 
as children 56% are male
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Demographic Trends

Employment Status

Former users of caravan parks were older than the average respondent with 54% being over 55 years old, and 
the median age being 57 years. This matches with many respondents who identified that age and mobility was 
a barrier to their continued use of caravan parks. 

There was a significant difference in regard to children, with only 14% of Former users reporting having 
children at home, less than half the ratio of total respondents.  Former users were also more likely to be male 
with 56% responding as such. 

Highlighting the lifecycle stage of Former caravan park users was the fact that 38% reported being retired, 
significantly higher than the broader average (21%). However, 44% of former users also reported working in 
some capacity. 
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Demographic Trends 
Former users of caravan parks were typically slightly older than the average respondent with 54% 
being over 55 years old, and the median age being 57 years. This matches with many respondents 
who identified that age and mobility was a barrier to be able to use caravan parks.  

There was a significant difference in regard to children, with only 14% of former users reporting 
having children at home, less than half the ratio of total respondents.  Former users were also more 
likely to be male with 56% responding as such, compared to 50% of total respondents.  

 

Employment Status 
Highlighting the lifecycle stage of former caravan park users was the fact that 38% reported being 
retired, significantly higher than the broader average (21%). However, 44% of former users also 
reported working in some capacity.  
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Perceptions of Caravan Parks 

Other Camping Types 

Despite not intending to stay in caravan parks in the future, most Former users were positive about caravan 
parks, however, despite this, only 34% agreed that staying in a caravan park was a good experience. The 
perception of safety and environmental responsibility were the next two most negative perceptions of caravan 
parks with only 39% and 34% respectively agreeing that caravan parks were positive in regarding safety and 
the environment.

The majority of respondents (94%) who indicated 
they were Former users of caravan parks had not 
reported staying in other camping accommodation 
types over the past two years. 

This indicates that 94% of former caravan park users 
had not fallen out of the caravan park market, but the 
broader caravan/camping lifestyle. This challenges 
the theory that caravan and camping travellers may 
be avoiding caravan parks for non-commercial options 
due to cost. 
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Last Time in a Caravan Park

Reasons for not considering staying in caravan parks 
in the future

41% of Former caravan park users reported not having stayed in a caravan park for more than 20 years, while 
26% had stayed in a caravan park in the last 5 years. This highlights the majority of Former users have not been 
in caravan parks for a significant period and may not be aware of the significant changes that have happened 
in the industry in the past decade.

The majority (63%) of Former respondents reported now preferring other accommodation types, while nearly 
a quarter of respondents (24%) identified health as a reason for not wanting to stay in caravan parks in the 
future. Both these reasons were more prevalent amongst Former users who had not stayed in parks for more 
than 10 years.

Only 13% of respondents identified a bad experience as being a reason for not wanting to stay in a caravan 
park in the future with 28% of these responses identifying ‘facilities’ and 26% as ‘cleanliness’ as relating to the 
negative experience.  

Recent market leavers (less that 10 years since last staying in a caravan park) were more likely to have had a 
bad experience in a caravan park (16%) and were more likely to prefer staying in non-commercial camping 
areas (15%) – however these segments both remain small as shown by the chart opposite. 

Respondents who had last stayed in a caravan park more than 10 years ago were more likely to report reasons 
such as family (23%), financial (16%) and health (28%) circumstances changing which led them to not consider 
caravan parks in the future. 
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41%

In the last 5 years 6-10 years ago 11-20 years ago More than 20 years ago

When did you last stay in a caravan park?
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23%

28%
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I prefer to stay in non-commercial camping areas

Other reason

I had a previous bad experience in a caravan park

My financial circumstances have changed

My family circumstances have changed

My health circumstances have changed

I now prefer other accommodation types

What reasons outline why you would not consider staying in caravan 
parks again? (select all that apply)

11+ years ago

10 years ago or less
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Never Caravan Park Users
Respondents who have never stayed in caravan parks and do not intend to in the future. 

Median Age:  46 years old 

18% went camping as 
children, but not in 
caravan parks

59% are male

2 in 5 were born 
outside Australia

24% have children 
living at home 
under 18

70% own a car

2 in 5 have stayed in 
a 4 or 5 star hotel in 
the past 2 years

43% Look for central 
location and visually 
appealing surroundings 
in their holiday 
preferences 
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Demographic & Income Trends
Respondents who had never and would never stay in a caravan park were significantly more likely to be male 
than total respondents (59% compared to 50%). There is no apparent influence of age in this segment, with 
the distribution of Never caravan park users being consistent with the Australian population and the median 
age (46) being consistent with Current caravan park users (45). 

Similarly, other demographic factors were relatively consistent with the broader Australian population, 
indicating that psychographic rather than demographic factors are the main factors on whether people 
consider caravan parks.

Looking at income highlights the similarities in the breakdown, with the only noticeable difference being the 
proportion of Never caravan park users earning under $2000/month being 22% compared to 12% for Current 
caravan park users. 

A portion of the Never segment were simply disinterested in travel in general, as opposed to being against the 
idea of caravan parks, with 12% having not taken any holidays in the past two years and 8% not wanting to go 
on holidays in the future. 

56 

Demographic & Income Trends 
Respondents who had never and would never stay in a caravan park were significantly more likely to 
be male than total respondents (59% compared to 50%). Despite this difference in gender, there is 
no apparent influence of age in this segment, with the distribution of Never caravan park users being 
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Other Holiday Types & Preferred Accommodation 

Preferred Accommodation

Centrally located accommodation and visually appealing surroundings were the two most important 
characteristics when choosing a holiday destination for the Never segment of caravan park users. This was 
followed by the area being by the beach/coast (28%) and a family friendly environment (25%). 

The most popular accommodation type for the Never segment was 4- and 5-star hotels, which had been 
stayed in by 40% of the segment. Evidently this segment appears to be attracted to luxury experiences which 
they do not corroborate with caravan parks. Staying with friends and family (29%) and 3-star hotels (23%) 
followed as the most popular accommodation types while 12% of respondents indicated that they had not 
travelled anywhere in the past two years. 
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The most important elements for this segment when choosing holiday accommodation are location 
and sleeping spaces, while, interestingly, heating and cooling systems were the third most important 
factor. These top three choices were significantly above the next seven options that attracted 
between 35% and 40% of respondents to indicate them as ‘very important’ facilities.  

Pet Friendly accommodation was the least important factor when booking accommodation, which 
matches with the fact that only 3% of this segment reported ‘often’ travelling with pets. Similarly, 
eco-friendly and entertainment systems were not regarded as very important, however a significant 
portion (48%) indicated that these features were ‘somewhat important’ perhaps indicating they 
were a welcome luxury as opposed to a required feature in the visitor experience.  
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The most important elements for the Never segment when choosing holiday accommodation are location 
and sleeping spaces, while heating and cooling systems were the third most important factor. These top three 
choices were significantly above the next seven options that attracted between 35% and 40% of respondents 
to indicate them as ‘very important’ facilities. 

Pet Friendly accommodation was the least important factor when booking accommodation, which matches 
with the fact that only 3% of this segment reported ‘often’ travelling with pets. Similarly, eco-friendly and 
entertainment systems were not regarded as very important, however a significant portion (48%) indicated 
that these features were ‘somewhat important’.

Preferred Accommodation Features
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Travel Motivations 
and Intentions
Motivations, Perceptions and Preferred Activities of Travellers by  
Caravan Park Status.  
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Motivation for Holidays 
There was not a significant difference between the enjoyment factors of travellers depending on their caravan 
park status, however there were some subtle differences. For example, ‘feeling close to nature’ was a stronger 
motivator for the Future and Current segments compared to other segments, while, ‘tasting local produce’ 
was a larger factor for the Former segment than any other.  

Relaxation and ‘experiencing new things’ were the largest factors for enjoyment across the board, closely 
followed by ‘spending time with loved ones’ and ‘escaping the grind of everyday life’. The latter two factors 
were significantly less important for the Never segment of caravan park consumers. 

‘Getting outside your comfort zone’ was an extremely low factor of enjoyment, while ‘experiencing something 
new’ was a strong motivator for all segments. This highlights the importance of selling a caravan park 
experience as something that is new and rewarding yet not too far out of the comfort zone and accessible to 
all regardless of age, mobility and previous experience.
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park experience as something that is a new and rewarding yet not too far out of the comfort zone 
and accessible to all regardless of age, mobility and previous experience. 
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Intention to Travel in Australia

Travellers with a positive intention to stay in caravan parks (Current and Future) were more likely overall to 
want to travel in Australia for their next holiday with 43% of Current users and 38% of Future users identifying 
as such. The Never segment was the most likely to want to travel overseas (63%) with an additional 8% not 
wanting to go on holiday at all.
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Travellers with a positive intention to stay in caravan parks (current and future) were more likely 
overall to want to travel in Australia as their next holiday with 43% of current users and 38% of 
future users identifying as such. The ‘never’ segment was the most likely to want to travel overseas 
(63%) and an additional 8% not wanting to go on holiday at all. 

  

43% 38% 33% 30%

1%
2% 9%

8%

56% 61% 58% 63%

Current Future Former Never

If cost was no barrier, would your next holiday be in Australia or 
International?
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Most Aspirational Travel Location

Aspiration to Travel by State

When presented with a map of Australia and asked: “Which part of Australia would you most like to go on 
holiday to?” Queensland was the most aspirational state to visit, selected by 28% of respondents as the place 
they would most like to travel in Australia. This was followed by Western Australia (19%) and Tasmania (14%). 

The below highlights the difference in travel aspiration depending on what state respondents lived in. For 
example, 29% of NSW respondents reported Queensland as their most aspirational travel destination in 
Australia, while 14% of Queensland residents most wanted to travel to NSW. The green indicates the most 
selected state by residents from each state.

Queensland was reported as the most desirable destination for respondents from all states, with the exception 
of Western Australia and Northern Territory residents, who both identified WA as being the most aspirational 
state to travel to in Australia. 

This chart does not take into account the relative populations of each state, hence it should be regarded 
as indicative of perception from states, rather than marketing opportunity. To illustrate this, the 20% of 
Tasmanians who want to travel to WA is a potential market of 103,000, while the 20% of Victorians who want 
to travel to WA is a potential market of 1.27 million. 

Most Aspirational Holiday Destination
NSW NT QLD SA TAS VIC WA

NSW 18% 13% 29% 5% 15% 5% 14%
NT 4% 4% 28% 16% 8% 8% 32%

QLD 14% 11% 27% 8% 16% 8% 16%
SA 8% 9% 31% 15% 14% 5% 17%
TAS 7% 9% 31% 9% 13% 9% 20%
VIC 10% 12% 30% 7% 11% 10% 20%
WA 11% 8% 22% 2% 16% 8% 32%

TOTAL 13% 11% 29% 7% 14% 7% 19%
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Travel Aspiration: Click Map 
 

Which part of Australia would you most like 
to travel to? (Heat Map) 
 

Which Part of Australia would you most like 
to travel to? (Click Map)  

  
The above chart highlights the specific area that that respondents selected on the map of Australia 
when asked where they would most like to travel to in Australia. It highlights the density of ‘clicks’ 
especially in smaller regions such as Tasmania, and the clustering of areas, such as South Eastern 
Queensland, South West Australia and the Broome region.  
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Travel Aspiration in Australia by Caravan Park Status
When comparing the heat maps of aspirational travel in Australia, there was a clear correlation between 
the intention to stay in caravan parks and the desire to travel to regional Australia. Both Current and Future 
caravan park users had a stronger demand to travel to Australia’s regions, as opposed to capital cities. This is 
especially evident when comparing Current with the Never segment, with outback regions across the country 
significantly more highly represented in the Current segment. 

This highlights the importance of caravan park users facilitating regional dispersal and spreading outside of 
major cities. An interesting trend across the board was the demand for travel to Tasmania, with the state being 
a strong preference across all segments, this was driven by the over 45 age bracket.

Overall, this highlights potential marketing strategies that can be used by industry, for example using imagery 
associated with the Outback for Future caravan park users while targeting Current caravan park users with 
deserted coastal imagery.  
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Travel Aspiration in Australia by Caravan Park Status 
When comparing the heat maps of aspirational travel in Australia, there was a clear correlation 
between the intention to stay in caravan parks and the desire to travel to regional Australia. Both 
current and future caravan park users had a stronger demand to travel to Australia’s regions, as 
opposed to capital cities. This is especially evident when comparing current with the never segment, 
with outback regions across the country significantly more highly represented in the current 
segment.  

This highlights the importance of the caravan park user regarding regional dispersal and being able 
to spread travellers outside of major cities. An interesting trend across the board was the demand 
for travel to Tasmania, with the state being the first or second highest preference across all 
segments, this was driven by the over 45 age bracket. 

Overall, this highlights some marketing strategies that can be used by industry, for example using 
imagery associated with the Outback for future caravan park users while targeting current caravan 
park users with deserted coastal imagery may provided better results.   

 

Current Caravan Park Users            Future Caravan Park Users 

 

Never Caravan Park Users             Former Caravan Park Users 

 

  
Which part of Australia would you most like to travel to? (Heat map) 
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Intention & Barriers to Travel by Caravan Park Status

Looking at future intention to travel, Future caravan park users overall had the highest indication that they 
would travel more in 2020 than in 2019, with 56% indicating as such and only 11% saying they would travel 
less. This again highlights the need to connect this segment with caravan parks, as they are the most likely to 
travel. A strong caveat to this is that the survey was presented prior to the impact of bushfires and COVID-19. 

Respondents who are not intending to stay in caravan parks (Former and Never segments) had a significantly 
more pessimistic outlook for their travel aspirations in 2020. Looking deeper, the key reasons for these two 
segments appear to be lack of money (which was consistent across all segments) and general lack of desire to 
travel. For the Current and Future segments, the strongest barrier to travel was lack of money, however time 
was also significantly more impactful on these segments. 
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Looking at future intention to travel, future respondents overall had the highest indication that they 
were more likely to travel more in 2020 than in 2019, with 56% indicating as such and only 11% 
saying they would travel less. 
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significantly more pessimistic outlook for their travel aspirations in 2020.  
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consistent across all segments) and general lack of demand and desire to travel. For the current and 
future segments, the strongest barrier to travel was lack of money, however time was also 
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Travel Activities 

Across the board, Current caravan park users were more likely to do activities, especially related to the 
outdoors, than other segments. Future users also reported ‘often’ doing outdoor activities with their family 
more than other segments, and were equally likely to go hiking, camping or fishing and attend regional events 
as Current caravan park users. This shows that Future users of caravan parks already exhibit many of the traits 
common to Current users, but are just yet to convert this into a night’s accommodation at a caravan park. 
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Travel Activities  

Across the board, Current caravan park users were more likely to do activities, especially related to 
the outdoors, than other segments. Future segments also reported ‘often’ doing outdoor activities 
with their family more than other segments, and were equally likely to go hiking, camping or fishing 
and attend regional events as Current caravan park users. This shows that Future users of caravan 
parks already exhibit many of the traits common to Current users, but are just yet to convert this 
into a night’s accommodation in a caravan park.  

   

  

Hiking, Camping or Fishing

Attending outdoor concerts, sporting or
regional events

Travelling to new places without
planning where to go in advance

Doing outdoor activities with your
family

Staying in hotels, resorts or motels
when you travel for leisure

Taking weekend getaways for a holiday

Visiting family and friends in different
parts of Australia

Holidaying at the same destination

Travelling with a pet

How often have you engaged in each of the following over 
the past 2 years?

Current Future Former Never

Never                 Rarely                 Sometimes           Often
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Perception of 
Caravan Parks
Australian’s Perception of Caravan Parks in their own 
Communities
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Awareness and Perception of Caravan Parks in 
Respondents’ Communities 
A total of 38% of respondents indicated there was a commercial caravan park in their own community/town or 
suburb, with an additional 31% not being sure. Current caravan park users had the highest awareness of local 
caravan parks, with awareness decreasing relative to caravan parks usage. This highlights the role that a local 
park can play in stimulating awareness of the sector and the experiences provided in caravan parks. 

55% of respondents who were aware of caravan parks in their community said they would recommend people 
to stay in this caravan park, while only 7% in total said they would not recommend staying in this caravan 
park. With 38% of respondents answering ‘maybe’ this may indicate that a lack of awareness is impacting 
recommendations. 

Again, Current caravan park users were significantly more likely to recommend people to stay in the local 
caravan park (61%) while the Former segment was the most likely to not recommend staying in a local caravan 
park (23%). 

It may be a case of ‘paying it forward’ as caravan parks that actively engage with their communities may boost 
the likelihood of these visitors staying at other caravan parks.
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A total of 38% of respondents indicated that there was a commercial caravan park in their own 
community/town or suburb, with an additional 31% not being sure. Current caravan park users had 
the highest awareness of local caravan parks, with awareness decreasing relative to caravan parks 
usage. This highlights the role that a local park can play in stimulating awareness of the sector and 
the experiences provided in caravan parks.  
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will boost the likelihood of these visitors staying at other caravan parks. 

55% of respondents who were aware of caravan parks in their community said they would 
recommend people to stay in this caravan park, while only 7% in total said they would not 
recommend staying in this caravan park. With 38% of respondents answering ‘maybe’ this may 
indicate lack of awareness of facilities is impacting recommendations.  

Again, current caravan park users were significantly more likely to recommend people to stay in the 
local caravan park (61%) while the former segment was the most likely to not recommend staying 
the local caravan park (23%).  
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Attitudes Towards Caravan Parks 
As expected, the Current segment had a better perception across the board of caravan parks, seeing them 
as more fun, modern, pleasant, social, comfortable and safe than any other segment. In general, the Future 
segment followed this positivity, however this segment did perceive parks as more complex than both Former 
and Current users, indicating potential trepidation about trying out a new accommodation experience.

Regarding price, both the Future and Former segments perceived caravan parks as being more expensive than 
Never and Former segments. 

The largest differential between the Current and Never segments of caravan park users was in regard to fun/
boring and comfortable/uncomfortable ratings, however the Never segment in general had a significantly 
more negative mindset towards caravan parks than any other segment. 
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Attitudes and Perceptions of Caravan Parks  
As expected, people who were inclined to stay in caravan parks had a better perception across the 
board in regard to caravan parks, seeing them as more fun, modern, pleasant, social, comfortable 
and safe than any other segment. In general, the Future segment followed this positivity, however 
this segment did perceive parks as more complex than both Former and Current users, indicating a 
lack of awareness and potentially trepidation about trying out a new accommodation experience. 

Regarding price, both the future and former segments perceived caravan parks as being more 
expensive than never and former segments.  

The largest differential between the current and never segments of caravan park users was in regard 
to fun/boring and comfortable/uncomfortable ratings, however the Never segment in general had a 
significantly more negative mindset towards caravan parks than any other segment.  

An ongoing challenge and mission for the caravan park sector needs to be in regarding to improving 
the perception of caravan parks from all Australians. This is truly the key to unlocking the visitor 
potential all across Australia and converting the country to Australia’s best and most authentic 
nature based accommodation experience. 
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Research Sample 

Who did we Survey?

The online survey was completed by 2501 respondents which was representative of the Australian population 
by age, gender and state of residence. This distribution provides a confidence level of 99% with a margin for 
error of 2.6%. Meaning, for questions presented to the entire sample we can be 99% sure that the answer 
given is within a 2.6% margin of the correct figures. 

With all research there are limitations, hence as more questions are asked and presented to different 
segments of the sample, this confidence level declines accordingly. Here are the confidence intervals and 
margin of error for each of the report sections. 

Report Section Respondents Confidence Level Margin of Error
Section 1 2601 99% 2.6%
Section 2 – 4 1605 95% 2.5%
Section 5 318 95% 5.5%
Section 6 201 95% 6.9%
Section 7 332 95% 5.4%
Section 8 - 9 2601 99% 2.6%
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Online Survey were completed by 2501 respondents which was representative of the Australian 
population by age, gender and state of residence. This distribution provides a confidence level of 
99% with a margin for error of 2.6%. Meaning, for questions presented to the entire sample we can 
be 99% sure that the answer given is within a 2.6% margin of the correct figures.  

With all research there are limitations, hence as more questions are asked and presented to 
difference segments of the sample, this confidence level declines accordingly. Here are the 
confidence intervals and margin of error for each of the report sections.  

Report Section Respondents Confidence Level Margin of Error 

Section 1 2601 99% 2.6% 
Section 2 – 4 Current 
Caravan Park Users 1605 95% 2.5% 

Section 5 318 95% 5.5% 
Section 6 201 95% 6.9% 
Section 7 332 95% 5.4% 

Section 8 - 9 2601 99% 2.6% 
 

Who did we Survey? 
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www.caravanindustry.com.au
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