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EXECUTIVE SUMMARY 
 
The North Carolina Youth Camp Association retained NC State University to evaluate the 
economic and fiscal benefits of the operations of summer residential camps in Western North 
Carolina (WNC) within four counties (Buncombe, Henderson, Jackson, and Transylvania) during 
the summer of 2010. This analysis presents estimates of the quantifiable impacts and a discussion of 
qualitative benefits to the WNC Region (referred to as Region throughout this report) currently 
generated as a result of these summer residential camps. The study‟s key findings are presented in 
this Executive Summary.  
 
For camp directors‟ data, a total of 45 camps completed the survey with a total of 40 usable surveys 
representing 50 camps.  For visitor data (collected from camper families‟ data), approximately 5,200 
surveys were completed with a total of approximately 4,600 usable surveys representing nearly 
53,238 families. From staff data, approximately 840 surveys were collected with a total of 
approximately 540 usable surveys representing 5,477 total staff. Total attendance at camps was 
estimated to be 53,238 over the summer, with 49,665 who were considered “incremental visitors”.  
These incremental visitors, who traveled specifically to WNC because of the residential camps and 
did not live in the four county Region, each spent an average of $2,096 dollars during their stays in 
the Region. Seasonal staff, which traveled specifically to WNC because of the residential camps, 
each spent an average of $2,402 dollars during their stay in the Region. 
 
The camps generated considerable economic impacts for the Region.  Moreover, substantial tax 
revenues were also generated.  Specifically, the total economic impact on the four counties in WNC 
from residential summer camps and their operations was approximately $365 million, with over 
10,000 full-time equivalent jobs created beyond camp staff, and nearly $33 million in new tax 
revenues.  The details are shown in the table below. 
 

Economic Impact for WNC Region 
Including Buncombe, Jackson, Henderson, & Transylvania Counties 

FINDING # 1 : Direct Economic Impact to the Region: $218 million. 

FINDING # 2 : Total Economic Impact to the Region: $365 million. 

FINDING # 3 : Induced Economic Impacts to the Region: $260 million in increased 

resident income and 10,335 Full Time Equivalent (FTE) jobs created. 

FINDING # 4 : Incremental Tax Impacts to the Region: $33 million. 

 

Industry Growth: 
The annual payroll growth index for WNC Region using Census data from the North American 
Industry Classification System (NAICS) is represented by graphs in the main report. Camp 
recreation is typically listed under Accommodation (according to NAICS), but obviously shares 
some commonality with Arts, Entertainment, and Recreation.  Both indices fair very well and appear 
to be on the rise in the Region. 
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Economic Impact Buncombe County1 
 

For camp directors‟ data, a total of 7 camps completed usable survey data representing 13 camps.  
For visitor data (collected from camper families‟ data), 802 usable surveys were completed 
representing 19,550 families. A total of 16,706 families were included in the economic impact 
statistics as “incremental visitors”, and spent an average of $1,966 dollars during their stays in 
Buncombe County. For staff data, seasonal staff members, who traveled specifically to WNC 
because of the residential camps, were estimated to be 778; each spent an average of $2,625 dollars 
during their entire stay in the county (before, during, and after camps).  
 

FINDING # 1 : Direct Economic Impact to Buncombe County: $61 million. 

FINDING # 2 : Total Economic Impact to Buncombe County: $103 million. 

FINDING # 3 : Induced Economic Impacts to Buncombe County: $73.5 million in 

increased resident income and 2,828 FTE jobs created. 

FINDING # 4 : Incremental Tax Impacts to Buncombe County: $9.7 million. 

 

Economic Impact Henderson County 
 

For camp directors‟ data, a total of 17 camps completed usable survey data representing 18 camps.  
For visitor data (collected from camper families‟ data), 1,828 usable surveys were completed 
representing 13,355 families. A total of 13,053 families were included in the economic impact 
statistics as “incremental visitors”, and spent an average of $2,289 dollars during their stays in 
Henderson County. For staff data, seasonal staff members, who traveled specifically to WNC 
because of the residential camps, were estimated to be 1,181; each spent an average of $3,858 dollars 
during their entire stay in the county (before, during, and after camps).  

 

FINDING # 1 : Direct Economic Impact to Henderson County: $77 million. 

FINDING # 2 : Total Economic Impact to Henderson County: $120 million. 

FINDING # 3 : Induced Economic Impacts to Henderson County: $81 million in 

increased resident income and 3,411 FTE jobs created. 

FINDING # 4 : Incremental Tax Impacts to Henderson County: $10 million. 

                                                 
1 The summation of the four county data will not add up to the total economic impact of the Region, because each 

County was individually analyzed using extrapolations and averages specific to the County.  
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Economic Impact Jackson County 
 

For camp directors‟ data, a total of 2 camps completed the survey with a total of 2 usable surveys 
representing 2 camps.  For visitor data (collected from camper families‟ data), 266 usable surveys 
were completed representing 882 families. A total of 880 families were included in the economic 
impact statistics as “incremental visitors”, and spent an average of $2,465 dollars during their stays in 
Jackson County. For staff data, seasonal staff members, who traveled specifically to WNC because 
of the residential camps, were estimated to be 120; each spent an average of $2,577 dollars during 
their entire stay in the county (before, during, and after camps).  

 

FINDING # 1 : Direct Economic Impact to Jackson County: $7 million. 

FINDING # 2 : Total Economic Impact to Jackson County: $11.5 million. 

FINDING # 3 : Induced Economic Impacts to Jackson County: $8 million in increased 

resident income and 343 FTE jobs created. 

FINDING # 4 : Incremental Tax Impacts to Jackson County: $0.8 million. 

 
 

Economic Impact Transylvania County 
 

For camp directors‟ data, a total of 14 camps completed usable survey data representing 17 camps.  
For visitor data (collected from camper families‟ data), 1,261 usable surveys were completed 
representing 22,547 families. A total of 22,357 families were included in the economic impact 
statistics as “incremental visitors”, and spent an average of $1,948 dollars during their stays in 
Transylvania County. For staff data, seasonal staff members, who traveled specifically to WNC 
because of the residential camps, were estimated to be 1,250; each spent an average of $3,255 dollars 
during their entire stay in the county (before, during, and after camps).  

 

FINDING # 1 : Direct Economic Impact to Transylvania County: $84.5 million. 

FINDING # 2 : Total Economic Impact to Transylvania County: $126 million. 

FINDING # 3 : Induced Economic Impacts to Transylvania County: $66 million in 

increased resident income and 4,404 FTE jobs created. 

FINDING # 4 : Incremental Tax Impacts to Transylvania County: $11 million. 
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Summary of additional findings from the study include: 
 
Camp Director Demographics: 

 Of the 40 usable camp data, 17 (42.5%) were located in Henderson County, 14 (35%) were 
located in Transylvania County; 7 (17.5%) were located in Buncombe County, and 2 (5%) 
were located in Jackson County. 

 More than half of the 40 camps (55%) indicated their camp was independent and for profit. 

 Majority of the 40 camps (66%) indicated providing some sort of off-season camp activity. 

 In total, the 40 camps indicated being in control of 19,435 acres of land.   

 On average, camps spent $1.5 million on total operating expenses and $640,000 on staff. 

 Majority of the 40 camps (71%) gave to local charities. 
 
Camp Family Demographics: 

 The majority of camp family members who completed the survey were female (75%), ages 
40-49 (58%), and married (86%). 

 Children spent an average of 18 days at camp. 

 Respondents lived an average of 500 miles from camp (GIS maps provided). 

 42% of parents were former campers or former camp staff members. 
 
Camp Staff Demographics: 

 The majority of camp staff who completed the survey were female (69%), white (92%), ages 
16-29 (72%), and were seasonal staff (90%). 

 Camp staff worked an average of 10.5 weeks during the summer. 
 
Benefits of Organized Camps: 

 Top 3 benefits of organized camps for campers from the perspective of camp families: 
1. Becoming more independent and taking care of themselves 
2. Improve self-confidence 
3. Development of new skills 

 93% of camp families responded that yes, camps made a difference in their children‟s lives. 

 95% of camp families responded they would recommend an organized camp experience to 
others. 

 95% of camp families responded they would send their child back to camp. 

 Top 3 reasons for sending their child to camp: 
1. Recommended by others 
2. Like climate/weather conditions 
3. Like to vacation in the area 
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Travel and Tourism: 

 Camp Families 
o Majority (82%) traveled to camp by car to bring and pick-up children from camp. 
o Those who stayed overnight during these travels, stayed primarily in hotels and 

stayed an average of 4 nights. 
o Top 4 activities during travel: shopping, visiting a scenic area, hiking, and visiting 

historical site/museum. 
o Majority (76%) visited the area because of camps. 
o Majority (69%) of travelers sometimes or always considered themselves tourists. 
o Top 4 sources of information used for trip planning: Internet/Website; Previous 

experience; Friends; Information from camp. 

 Camp Staff 
o Visited the four county study area and other areas in NC for personal or vacation. 
o Top 4 activities during travel: shopping, visiting a scenic area, hiking, and camping 

on own. 
o Majority (68%) visited the area because of camps. 
o Almost half (48%) indicated that working at camp influenced them to visit the NC 

area. 
o Spent 5.5 days and approximately $300 in the WNC region before working at camp. 
o Spent 4.5 days and approximately $220 in the WNC region after working at camp. 

 
School Schedule: 

 Majority (93%) of campers attend traditional school (with a summer break). 

 Majority (85%) prefer their child attend traditional school. 

 Majority (84%) indicated current school schedule does not have an impact on their child 
attending camp. 

 
Sustainability of Organized Camping: 

 Majority of camps recycle with the top 4 materials including cans, paper, plastic, and glass.  
Three camps do not currently recycle. 

 14% of camps have conservation easements with approximately 500 acres. 

 Half of camps have some form of habitat protection. 

 Majority (64%) of camps promote energy conservation. 

 Majority (74%) of camps use local food products. 
 
Resources and Social Media Usage: 

 Top 5 ways camp families learned about camps: 
1. Friends 
2. Internet/Website 
3. Relatives 
4. Previous experience 
5. Information from camps 

 Top 2 social media resources used by camp families and campers: Facebook and YouTube. 

 Top 3 social media resources used by camps: Facebook, YouTube, and Twitter. 
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INTRODUCTION 

Study Objectives 
Organized camps provide an economic impact to Western North Carolina (WNC) as evident in the 
1999 Economic Impact Study conducted by The Appalachian Regional Development Institute of 
Appalachian State University.  However, given that this initial study was conducted over a decade 
ago, the need existed for an updated study in order to quantify the current economic and social 
contributions of organized camping in WNC.   
 
The overall study objectives included: 

 Provide an updated economic impact assessment of organized camping in WNC to validate 
the objectives of camp directors and the North Carolina Youth Camp Association. 

 Expand upon the original 1999 study to include an examination of the social contributions 
of organized camping and an examination of other various factors influencing participation 
in organized camping (e.g., tourism, school schedule). 

 Create a better awareness and interest of the role of organized camping throughout North 
Carolina and its contribution to society. 

 Promote the economic significance of the camping industry in order to gain a respected 
voice regarding increased legislative and regulatory issues on the local and state levels. 

 Identify organized camping as a significant contributor to the local economy and recognize 
the impact of organized camping on increasing tourism to the surrounding areas. 

 

Study Area 
The WNC Region (referred to as Region throughout this report)  included in this study (Buncombe, 
Henderson, Jackson, and Transylvania counties) is home to over 60+ organized camps, with 50 
summer residential camps.  These four counties were chosen for inclusion in this study to allow for 
a comparison from the 1999 Economic Impact Study, and because this small geographic area 
represents one of the highest concentrations of organized camps in the United States.  A map of the 
study area is below, for a complete map of NC and the study area refer to the Appendix. 
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RESEARCH METHODS 
 
Camps/Camp Directors  
Within the Region, 55 camps were asked to participate in the study and complete an online survey.  
Of those 55 camps, a total of 45 camps completed the survey with a total of 40 usable camp 
directors‟ data.  After a review of all 55 camps that were initially invited to participate, 50 camps 
were identified as summer residential camps within the Region.  In order to include a total of 50 
camps in the economic impact statistics, the average data from the 40 camps was used to calculate 
an extrapolation for the 10 additional camps. 
 
 
Campers’ Families 
In order to obtain the highest possible number of responses, camps were asked to email their 
campers‟ families an online survey link at the conclusion of each session. For the family visitor data, 
approximately 5,200 surveys were completed with a usable sample of approximately 4,600 
representing nearly 53,238 families.  
 
A total of 49,665 families were included in the economic impact statistics as “incremental visitors”, 
as they traveled specifically to WNC because of the residential camps and did not live in the Region. 
Each of these families spent an average of $2,096 dollars during their stays in the Region.  
 
 
Camp Staff 
In order to obtain the highest possible number of responses, camps were asked to email their camp 
staff an online survey link at the conclusion of each session. From the staff data, approximately 840 
surveys were completed with a usable sample of approximately 540 representing 5,477 total camp 
staff (including year round and seasonal staff).  
 
Seasonal camp staff members, who traveled specifically to the Region because of the residential 
camps, were estimated to be 2,643; each spent an average of $2,402 dollars during their entire stay 
(before, during, and after camps) in the Region. These “incremental visitors” (seasonal staff 
members) lived outside the Region and would not have visited WNC if it were not for the residential 
camps. Only these seasonal staff members (“incremental visitors”) were included in the economic 
impact statistics.   

Summary of Responses 

WNC Camps/Camp Directors  45 Completed Surveys 

 40 Usable Data 

  
10 

Additional 
Extrapolated Data 

  
50 

Total Data Used in EI 
Study 

   

Camp Staff 840 Completed Surveys 

 540 Usable Data 

   

Camp Families 5,200 Completed Surveys 

 4,600 Usable Data 



 

 

 
 
 
 
 
 
 
 
 
 

ECONOMIC IMPACT OF WNC REGION 
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ECONOMIC IMPACT OF WNC REGION 
 
The camps generated considerable economic impacts for the Region.  Moreover, substantial tax 
revenues were also generated.  Specifically, the total economic impact on the four counties in WNC 
from residential summer camps and their operations was approximately $365 million, with 10,335 
fulltime jobs created beyond camp staff, and nearly $33 million in new tax revenues.   
 
Economic impact is based on the theory that a dollar flowing into a local economy from outside of 
the local economy is a benefit to the region.  In order to measure economic impact, the cause of the 
impact must first be identified.  The most important underlying principle in evaluating economic 
impact is to measure new economic benefits that accrue to the region that would not have otherwise 
occurred.   
 
The economic impact portion of this study evaluates the areas described as follows: 

 Direct Spending/Impact – This represents dollars spent within the four counties related 
to camp visits that otherwise would be spent outside the WNC economy (e.g., non-local 
visitor spending, and camp-related spending by camp families and staff that is truly 
incremental to the WNC economy). 
 

o DIRECT SPENDING/IMPACT = Expenditures by Camps + Expenditures by 
visiting Families + Expenditures by Seasonal Staff (Pre, During, and Post Camp) 

 
Direct Economic Impact to the Region: $218 million. 
 

 Indirect Spending – Indirect Spending results from the re-spending of those “direct” 
dollars as they circulate through the local economy (commonly referred to as the “multiplier 
effect”, which is discussed in the Appendix). 

 
Indirect Economic Impact to the Region: $147 million. 

 

 Total Economic Impact – Total Economic Impact (Output) is equal to the sum of direct 
and indirect spending.  

o Direct spending also increases economic activity, which increases resident income 
levels (associated with new and existing jobs), resulting in additional spending within 
the local economies, referred to as the induced effect.  The Total Economic Impact 
is inclusive of the induced impacts. 

 
TOTAL Economic Impact = Direct Impact + Indirect Impact (generated via multipliers) 
 

Total Economic Impact to the Region: $365 million. 
 

o Induced Economic Impact Affecting Earnings – The direct and indirect increase 
in resident income levels resulting from direct spending activity related to the camps 
held in the region. 

o Affecting Employment – The number of direct and indirect full-time equivalent 
(FTE) jobs that are supported in the local economy as a result of direct spending 
activity related to the camps held in the region. 
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Induced Economic Impacts to the Region: $260 million in increased resident income and 10,335 
FTE jobs created. 

 

 Fiscal Impact – The annual taxes collected as a result of the camps‟ operations and non-
local visitors traveling to WNC that would not have accrued to the region if it were not for 
the presence of the camps. 

 
Incremental Tax Impacts to Region: $33 million 
 
The operations of Summer Camps can benefit a community in a variety of ways. Initial rounds of 
spending are generated by families on camper fees for their children, as well as before and after the 
camps at local hotel, restaurant, entertainment, retail and other establishments. For Summer Camps, 
spending is also generated by the operation of the facilities themselves, which contributes through 
its direct expenditures within the community as well as through the taxes paid to the local 
government. Further, the operations of a camp can generate venue-related spending in areas such as 
advertising.  Figure 1 shows the direct and indirect effects generated by an injection of spending by 
incremental visitors to the camps. 

Figure 1 
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Spending originates from local families, staff, or other local sources, as well as from families, staff, 
and sources outside the area (“visitors”). For purposes of this report, only those sources of initial 
direct spending that are generated from OUTSIDE the area or by organizations within the area that 
would not have spent the money locally otherwise are considered “net new” to the community.  
Thus, camp families and staff that lived within the four county Region were not included in the 
economic impact analysis. Also, staff and families that would have visited the area regardless of 
camps were not included in the “net new” dollars to the region. 
 
Spending by local families and staff is assumed to be entirely displaced.  In other words, it is 
assumed that this spending would have occurred in the local economy (WNC) in some other form if 
it were not spent before, during, and after the camps. For example, if a local family did not spend 
money at camp, it is assumed that they would have spent that money on another form of purchase 
in the local economy, such as for concert or theater tickets, shopping, dining, etc. Therefore, as such 
spending is not considered new to the local economy, it has not been included in the estimates of 
economic and fiscal impacts presented in this report. Similarly, the indirect spending estimates are 
based on the “adjusted” direct spending figures considering only new money to the Region.   
 
Note: More detailed economic impact methodology can be found in the Appendix.  
 
 
 
 

Comparison to 1999 Economic Impact Study   
 
The current economic impact study provides a critical evaluation of the impact of residential 
summer camps within WNC by using IMPLAN modeling to estimate the exact multipliers within 
the four county Region. Within this study, a total of 40 usable camp surveys were included, whereas 
22 camp surveys were included in the 1999 study. The 1999 economic impact study showed that 
camps in WNC generated approximately $96.2 million for the local communities in 1999.  
 
In comparison, the estimated economic impact for 2010 was $365 million and shows a 279% 
increase from the original study in 1999. This increase can be attributed to the actual increase in 
economic impact, inflation, and the accuracy of the statistical methodology.  
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Industry Growth for WNC Region 
 
The graph below represents the annual payroll growth index for WNC Region (including 
Buncombe, Henderson, Jackson, and Transylvania Counties) using Census data from the North 
American Industry Classification System (NAICS). Camp recreation is typically listed under 
Accommodation (according to NAICS), but obviously shares some commonality with Arts, 
Entertainment, and Recreation.  Both indices fair very well and appear to be on the rise in the 
Region.  
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ECONOMIC IMPACT & GROWTH BY COUNTY2 
 

                                                 
2 The summation of the four county data will not add up to the total economic impact of the Region, because each 

County was individually analyzed using extrapolations and averages specific to the County. 



 

 

BUNCOMBE COUNTY 

Economic Impact for Buncombe County 
 
The camps generated considerable economic impacts for Buncombe County.  Moreover, substantial 
tax revenues were also generated.  Specifically, the total economic impact on the Buncombe County 
from residential summer camps and their operations was approximately $103 million, with 2,828 
fulltime equivalent jobs created beyond camp staff, and nearly $9.7 million in new tax revenues.   
 

FINDING # 1 : Direct Economic Impact to Buncombe County: $61 million. 

FINDING # 2 : Total Economic Impact to Buncombe County: $103 million. 

FINDING # 3 : Induced Economic Impacts to Buncombe County: $73.5 million in 

increased resident income and 2,828 FTE jobs created. 

FINDING # 4 : Incremental Tax Impacts to Buncombe County: $9.7 million. 

 
Camps/Camp Directors  
Within Buncombe County, 7 camps submitted usable data via an online survey. In order to include a 
total of 13 camps in the economic impact statistics, the average data from the 7 camps was used to 
calculate an extrapolation for the 6 additional camps. A total of 13 camps were included in the 
economic impact statistics for Buncombe County.   
 
Campers’ Families 
For the family visitor data, 802 usable surveys were completed representing 19,550 families. 
 
A total of 16,706 families were included in the economic impact statistics as “incremental visitors”, 
as they traveled specifically to Buncombe County because of the residential camps and did not live 
in Buncombe County. Each of these families spent an average of $1,966 dollars during their stays in 
Buncombe County.  
 
Camp Staff 
Seasonal staff members, who traveled specifically to WNC because of the residential camps, were 
estimated to be 778; each spent an average of $2,625 dollars during their entire stay in the county 
(before, during, and after camps). These “incremental visitors” (seasonal staff members) lived 
outside the county and would not have visited WNC if it were not for the residential camps. Only 
these seasonal staff members (“incremental visitors”) were included in the economic impact 
statistics.   
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Industry Growth for Buncombe County 
 
The graph below represents the annual payroll growth index for Buncombe County using Census 
data from the North American Industry Classification System (NAICS). Camp recreation is typically 
listed under Accommodation (according to NAICS), but obviously shares some commonality with 
Arts, Entertainment, and Recreation.  Both indices fair very well for Buncombe County. In fact, in 
the last four years where data is available (2005-2008), the growth in Arts and Accommodations is 
the highest. 
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HENDERSON COUNTY 

Economic Impact for Henderson County 
 
The camps generated considerable economic impacts for Henderson County.  Moreover, substantial 
tax revenues were also generated.  Specifically, the total economic impact on the Henderson County 
from residential summer camps and their operations was approximately $120 million, with 3,411 
fulltime equivalent jobs created beyond camp staff, and nearly $10 million in new tax revenues.   
 

FINDING # 1 : Direct Economic Impact to Henderson County: $77 million. 

FINDING # 2 : Total Economic Impact to Henderson County: $120 million. 

FINDING # 3 : Induced Economic Impacts to Henderson County: $81 million in 

increased resident income and 3,411 FTE jobs created. 

FINDING # 4 : Incremental Tax Impacts to Henderson County: $10 million. 

 
Camps/Camp Directors  
Within Henderson County, 17 camps submitted usable data via an online survey. In order to include 
a total of 18 camps in the economic impact statistics, the average data from the 17 camps was used 
to calculate an extrapolation for 1 additional camp. A total of 18 camps were included in the 
economic impact statistics for Henderson County.   
 
Campers’ Families 
For the family visitor data, 1,828 usable surveys were completed representing 13,355 families. 
 
A total of 13,053 families were included in the economic impact statistics as “incremental visitors”, 
as they traveled specifically to Henderson County because of the residential camps and did not live 
in Henderson County. Each of these families spent an average of $2,289 dollars during their stays in 
Henderson County.  
 
Camp Staff 
Seasonal staff members, who traveled specifically to WNC because of the residential camps, were 
estimated to be 1,181; each spent an average of $3,858 dollars during their entire stay in the county 
(before, during, and after camps). These “incremental visitors” (seasonal staff members) lived 
outside the county and would not have visited WNC if it were not for the residential camps. Only 
these seasonal staff members (“incremental visitors”) were included in the economic impact 
statistics. 
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Industry Growth for Henderson County 
 
The graph below represents the annual payroll growth index for Henderson County using Census 
data from the North American Industry Classification System (NAICS). Camp recreation is typically 
listed under Accommodation (according to NAICS), but obviously shares some commonality with 
Arts, Entertainment, and Recreation.  Accommodation is one of the larger industries in the County 
and Arts, Entertainment, and Recreation appear to be on the rise in Henderson County. 
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JACKSON COUNTY 

Economic Impact for Jackson County 
 
The camps generated considerable economic impacts for Jackson County.  Moreover, substantial tax 
revenues were also generated.  Specifically, the total economic impact on the Jackson County from 
residential summer camps and their operations was approximately $11.5 million, with 343 fulltime 
equivalent jobs created beyond camp staff, and nearly $0.8 million in new tax revenues.   
 

FINDING # 1 : Direct Economic Impact to Jackson County: $7 million. 

FINDING # 2 : Total Economic Impact to Jackson County: $11.5 million. 

FINDING # 3 : Induced Economic Impacts to Jackson County: $8 million in increased 

resident income and 343 FTE jobs created. 

FINDING # 4 : Incremental Tax Impacts to Jackson County: $0.8 million. 

 
Camps/Camp Directors  
Within Jackson County, 2 camps submitted usable data via an online survey. A total of 2 camps were 
included in the economic impact statistics for Jackson County.   
 
Campers’ Families 
For the family visitor data, 266 usable surveys were completed representing 882 families. 
 
A total of 880 families were included in the economic impact statistics as “incremental visitors”, as 
they traveled specifically to Jackson County because of the residential camps and did not live in 
Jackson County. Each of these families spent an average of $2,465 dollars during their stays in 
Jackson County.  
 
Camp Staff 
Seasonal staff members, who traveled specifically to WNC because of the residential camps, were 
estimated to be 120; each spent an average of $2,577 dollars during their entire stay in the county 
(before, during, and after camps). These “incremental visitors” (seasonal staff members) lived 
outside the county and would not have visited WNC if it were not for the residential camps. Only 
these seasonal staff members “incremental visitors”) were included in the economic impact statistics. 
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Industry Growth for Jackson County 
 
The graph below represents the annual payroll growth index for Jackson County using Census data 
from the North American Industry Classification System (NAICS). Camp recreation is typically 
listed under Accommodation (according to NAICS), but obviously shares some commonality with 
Arts, Entertainment, and Recreation.  In the last four years where data is available (2005-2008), the 
growth in Arts, Entertainment, and Recreation has been on the rise in Jackson County. 
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TRANSYLVANIA COUNTY 

Economic Impact for Transylvania County 
 
The camps generated considerable economic impacts for Transylvania County.  Moreover, 
substantial tax revenues were also generated.  Specifically, the total economic impact on the 
Transylvania County from residential summer camps and their operations was approximately $126 
million, with 4,404 fulltime equivalent jobs created beyond camp staff, and nearly $11 million in new 
tax revenues.   
 

FINDING # 1 : Direct Economic Impact to Transylvania County: $84.5 million. 

FINDING # 2 : Total Economic Impact to Transylvania County: $126 million. 

FINDING # 3 : Induced Economic Impacts to Transylvania County: $66 million in 

increased resident income and 4,404 FTE jobs created. 

FINDING # 4 : Incremental Tax Impacts to Transylvania County: $11 million. 

 
Camps/Camp Directors  
Within Transylvania County, 14 camps submitted usable data via an online survey. In order to 
include a total of 17 camps in the economic impact statistics, the average data from the 14 camps 
was used to calculate an extrapolation for the 3 additional camps. A total of 17 camps were included 
in the economic impact statistics for Transylvania County.   
 
Campers’ Families 
For the family visitor data, 1,261 usable surveys were completed representing 22,547 families. 
 
A total of 22,357 families were included in the economic impact statistics as “incremental visitors”, 
as they traveled specifically to Transylvania County because of the residential camps and did not live 
in Transylvania County. Each of these families spent an average of $1,948 dollars during their stays 
in Transylvania County.  
 
Camp Staff 
Seasonal staff members, who traveled specifically to WNC because of the residential camps, were 
estimated to be 1,250; each spent an average of $3,255 dollars during their entire stay in the county 
(before, during, and after camps). These “incremental visitors” (seasonal staff members) lived 
outside the county and would not have visited WNC if it were not for the residential camps. Only 
these seasonal staff members (“incremental visitors”) were included in the economic impact 
statistics. 
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Industry Growth for Transylvania County 
 
The graph below represents the annual payroll growth index for Transylvania County using Census 
data from the North American Industry Classification System (NAICS). Camp recreation is typically 
listed under Accommodation (according to NAICS), but obviously shares some commonality with 
Arts, Entertainment, and Recreation.  In the last four years where data is available (2005-2008), the 
growth in Accommodations and Arts, Entertainment, and Recreation appear to be on the rise in 
Transylvania County. 
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CAMP DEMOGRAPHICS 
 
The following section (pages 12-17) includes data from a total of 40 camps in WNC that 
submitted usable data by the camp directors.  
 

County location of camp 

 
 
 
 
 

Type of camp 

 
Slightly over half of the 40 camp directors indicated that their camp was independent and for profit.    

Buncombe, 7, 

17.5% 

Henderson, 17, 

42.5% 

Jackson, 2, 5% 

Transylvania, 14, 

35% 

Independent 

Nonprofit, 18, 

45% 
Independent For 

Profit, 22, 55% 



 

28 

 

Off-Season camp activity 

 
 

A majority (67%) of the 40 camps indicated providing some sort of off-season (Fall, Winter, Spring) 
activity at their camp. 
 
 
 
 

 
Camp land 

 
In total, the 40 camps indicated being in control (own/lease) of 19,376 acres.  Thanks to the 
existence of these 40 camps, a sizeable amount of land in WNC is protected.  In turn, these 
protected lands provide a wealth of environmental benefits – increased oxygen in the atmosphere, 
erosion control, habitats for local species, etc.  

  

Yes, 27, 67% 

No, 13, 33% 
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Camp Spending 
 
On average, camps spent $1.5 million on total operating expenses. The following table contains the 
average spending per camp, the totals for the 40 camps with usable data, and the estimated totals for 
all 50 camps in the Region included in this study.  
 
Category (# of camps responding) Average Per 

Camp 
Totals for 40 Camps 
with Usable Data 

Estimated Total for 
all 50 Camps 

Food Service – 40 167,013  6,425,820 8,350,650  

Occupancy – 40 132,948  4,393,988  6,647,400  

Transportation – 37  54,812 1,746,479  2,740,600  

Administrative – 40  49,463 1,743,712  2,473,150  

Program – 40  85,914 2,813,440 4,295,700  

Health Services – 37  11,149 296,059 557,450  

Staff (other than salaries) – 28  18,168 587,121 908,400  

Marketing – 40  30,437 990,477 1,521,850  

Contract Services – 32  45,369 1,385,252 2,268,450  

Insurance/Benefits – 36  191,853 5,485,500 9,592,650  

Staff Expenditures – 38  639,593 23,907,516 31,979,650  

Taxes – 36  172,014 3,330,578 8,600,700  

Other Operating – 12  172,849 2,074,183 8,642,450  

 
 
Camps were asked to provide their total operating expenses. The total operating expenses for the 40 
camps who responded to the question was $61 million with a projected $76 million for all the camps 
within the Region. 
Category (# of camps responding) Average Per 

Camp 
Totals for 40 Camps 
with Usable Data 

Estimated Total for 
all 50 Camps 

Total Operating Expenses – 40  $1,528,582 $61,143,278 $ 76,429,100  

 
 
As shown in the graphs below, staff expenditures were the highest expense (36%). For camps that 
had capital expenditures, over half of those expenses were due to new or renovation of buildings 
(57%). On average, those camps spent $184,802 on new buildings or renovations. Over half of the 
camps spent on average $19,000 on horses and other livestock.  
 

Capital Expenditures Average Per 
Camp 

Totals for 40 Camps 
with Usable Data 

Estimated Total for 
all 50 Camps  

New or Renovated buildings – 28  184,802 5,174,456 9,240,100  

Ground Improvements – 28  19,642 549,970 982,100  

Horses and other Livestock – 21  19,072 400,514 953,600  

Vehicles – 10  19,778 217,558 988,900  

Program Equipment – 27  15,244 411,582 762,200  

Equipment Maintenance – 27 12,238 342,671 611,900  

Other Capital Expenditures – 11  51,138 562,521 2,556,900  
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New or Renovated 

buildings 

57% 

Ground 

Improvements 

6% 
Horses and other 
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6% 

Vehicles 

6% 

Program 

Equipment 

5% 

Equipment 

Maintenance 

4% 

Other Capital 

Expenditures 

16% 

Capital Expenditures 

N = 40 camps 

Food Service 

9% 

Occupancy 

7% 

Transportation 

3% 

Administrative 

3% 

Program 

5% 
Health 

Serv. 

1% 
Staff 

(other) 

1% 

Marketing 

2% Contract 

Serv. 

2% 

Insurance/Benefits 

11% 

Staff Expenditures 

36% 

Taxes 

10% 

Other Operating 

10% 

Average Camp Operating Expenses by Categories 

N = 40 camps 
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Give to local charities 

 
A majority of the 40 responding camps directors (75%) indicated that their camp does give to local 
charities.  
 
 

When asked to elaborate, answers included (in alphabetical order): 
Boy Scouts Red Cross 

Boys and Girls Club Relay for Life 

Church Rescue squads 

Community programs/outreach programs Scholarships 

Food shelter/Mission Shriners 

Fundraisers  Special Olympics 

Goodwill United Way 

Hospital  Use of facilities, comp programs, discount programs, 
labor, time 

Library  Various nonprofit organizations 

Public Schools Young Life 

   

Yes, 30, 75% 

No, 10, 25% 



 

 

 
 
 
 
 
 
 
 
 
 

DEMOGPRAPHICS FROM CAMP FAMILY DATA
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CAMP FAMILY DEMOGRAPHICS 
 
A total of 42,590 campers stayed at the 40 camps during the summer, with an average of 93% of 
campers coming from outside the WNC Four County Region.  
 
Approximately, 5,200 Families completed the online survey with a usable data sample of 
approximately 4,600.  The following section (pages 18-21) summarizes the responses from 
approximately 4,600 Camp Families – overall numbers may vary due to skipped questions.     
 
 
  
 
 

Gender of respondent 
 

 
A majority of camp family respondents (75%) identified themselves as female whereas only 19% 
identified as male. 
 

 
  

Male 

19% 

Female 

75% 

Decline to 

Answer 

6% 
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Age of respondent 

 
Close to 60% of camp family respondents were between the ages of 40-49.  Close to 15% of 
respondents were either between the ages of 30-39 or 50-59. 
 

 
 

Marital Status of respondent 

 
A majority of camp family respondents (86%) were married. 
 

Decline to Answer

70+

60-69

50-59

40-49

30-39

18-29

11% 

<1% 

1% 

15% 

58% 

14% 

1% 

Married 

86% 

Decline to 

Answer 

6% 

Divorced 

5% 

Single 

1% 

Widowed 

1% 
Partnership 

1% 
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Average days at camp 
Respondents indicated their child/children spent an average of 18 days at camp.   

 
 

Distance lived from camp  
Respondents lived an average of 500 miles from camp with the max distance recorded equaling 
8,500 miles. 
 

 
 
 

Were you or your spouse/partner a former camper or camp staff member 

 
Slightly over 40% of camp family respondents indicated they (and/or their spouse) were former 
campers or camp staff members.  Of those who indicated they (and/or their spouse) were former 
campers or camp staff members, almost 40% were a camper or camp staff member in WNC; 
whereas, 43% were not and almost 20% declined to answer. 

  

Yes 

42% 

No 

53% 

Decline to 

Answer 

5% 
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GIS Mapping of Camp Families 
Geographic Information Systems (GIS) technology was used to investigate the spatial distribution of 
camp families.  Each family was geolocated by zip code and then aggregated for each zip code.  
Viewing the data in this way adds value by highlighting the distribution and concentration of camp 
families‟ home residence. 

Southeastern, United States 

 
This map shows an overview of the Southeastern region of the United States.  As detailed above, the 
largest populations of campers tend to live close to major cities.  The majority of participants live in 
areas located within a few hours of the camps. 
 

The following 10 maps are illustrated in the Appendix: 

 Adjacent areas to camps 

 Charlotte, North Carolina area 

 Winston-Salem to Raleigh, North Carolina 

 Southern Virginia 

 Atlanta area 

 Southern Florida 

 Tampa, Florida area 

 Washington, DC area 

 New York City area 



 

 

 
 
 
 
 
 
 
 
 
 

DEMOGRAPHICS FROM CAMP STAFF DATA
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CAMP STAFF DEMOGRAPHICS 
A total of 840 Camp Staff completed the online survey with a usable data sample of approximately 
540 representing a total of 5,477 Camp Staff.  The following section (pages 23-24) summarizes the 
responses from approximately 540 Camp Staff – overall numbers may vary due to skipped 
questions.     
 
 

Gender of Staff 

 
Almost 70% of camp staff identified themselves as female whereas 27% identified as male. 
 

 
Ethnicity of Staff 

 
A majority of staff (92%) identified their ethnicity as „White‟. 

Male 

27% 

Female 

69% 

Decline to 

Answer 

4% 

92% 

1% 

1% 

0% 1% 
5% 

White

Black/African American

Latino/Hispanic

American Indian

Asian

Decline to Answer
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Age of Staff 

 
A majority of staff (72%) were between the ages of 16-29. 
 

 
Staff Employment Status 

 
 

A majority of staff (90%) were seasonal staff with an average of 57.62 (mode=70, max=240) 
expected days of work.   
 
All staff, regardless of employment status, indicated working an average of 10.45 weeks in the 2010 
camp season (mode=10, max=80). 
 
Only 9% of staff identified themselves as international staff members whereas 91% identified 
themselves as non-international staff members. 

  

Decline to Answer
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 1% 

 2% 

7% 

8% 

5% 

72% 

7% 
3% 

90% 

Full-time/12mth Part-time/12mth Seasonal



 

 

 
 
 
 
 
 
 
 
 
 

IMPACTS OF ORGANIZED CAMPING
  



 

41 

 

IMPACTS OF ORGANIZED CAMPING 
 
The following sections (pages 25 – 43) include data from approximately 4,600 camp families 
and 539 camp staff respondents. 

Benefits of Organized Camping and Influences on Participation in Organized 
Camping 
 
The graph below depicts the average scores of camp family respondents‟ answers to the following 
question: On a scale of 1 (strongly disagree) to 5 (strongly agree), do you feel that attending camp 
helps campers (your child) with the following… 
 

 
 

 
When asked to elaborate on how camp had made a difference in their child‟s life, respondents 
shared a variety of comments.  For example: 

 Confidence 

 Independence 

 Meeting new friends/friendship 
 

Similarly, when asked to elaborate on what their child gained/learned from his/her camp 
experience, respondents shared a variety of comments.  For example: 

 Make (new) friends/social skills/get along with others 

 Independence 

 Self-confidence 
 

*Refer to the Appendix for a table depicting the various themes and direct quotes from respondents’ comments. 
  

Improve communication skills

Develop closer friendships with people

Improve Leadership skills

Learn more about different subjects

Become more responsible

Make new friends

Develop new skills

Improve self-confidence

Become more independent and take care of…

4.42 

4.44 

4.50 

4.54 

4.64 

4.68 

4.74 

4.74 

4.79 
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Camps make a difference in our children 

 
When asked if attending camps has made a difference in their child‟s life, a majority (93%) of camp 
family respondents said yes, camps have made a difference. 
 
 

Recommend organized camps 

 
A large majority of camp family respondents (95%) said „yes‟ they would recommend an organized 
camp experience to others. 
 
 
  

Yes 

93% 

No 

2% 

Decline to Answer 

5% 

Yes 

95% 

No <1% 
Decline to 

Answer 

5% 
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Send to camp again 

 
When asked if they would send their child back to camp again (current camp or another camp), a 
majority (95%) of camp family respondents said yes.  Some families noted due to their child‟s age, 
they will not be sending their child back to camp. 
 
When asked to elaborate on their reasons for this decision (to send to camp again), respondents 
shared a variety of open-ended responses.  For example: 

 There is no better experience than North Carolina camp.  We will attend every summer. 

 Camp is such a great experience for my kids.  We live for camp!  I feel like it is one of the best things we do 
for our children. 

 I believe the camp experience is very important in the development of children providing a healthy outdoor 
environment where they can develop independence, self-confidence, friendships, artistic, and athletic skills. 

 
 
Similarly, when asked if they would send their child back to a camp in WNC, a majority (94%) of 
camp family respondents said yes.  Several respondents answered „other‟ – and noted a variety of 
reasons/comments.  For example: 

 We love our camp and the family that runs it…That is why my child goes there. 

 Accreditation, safety record and reputation of the camp – very important! 

 Quality of the staff and beautiful location of the camp is most important. 
 
 
*Refer to the Appendix for a table depicting the various themes and direct quotes from respondents’ open-ended 
comments. 
  

Yes 

95% 

No <1% 
Decline to 

Answer 

5% 
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Reasons for sending child to camp 

 
The graph above depicts the average scores of camp family respondents‟ answers to the following 
question: On a scale of 1 (not important at all) to 7 (very important), rate how important the 
following reasons were for sending your child to camp in WNC.  
  

Conduct business in area

Second home in area

Former staff member in area

Famliy member was camp alumnus

Attracted by advertising/promotion…

Friends/family in area

Like to vacation in area

Like climate/weather conditions in area

Recommended by others

1.55 

1.63 

2.02 

3.00 

3.13 

3.30 

3.86 

5.22 

5.64 
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Influence of Travel and Tourism 

Tourism – Camp Families 
Mode of transportation 

 

 
A majority of camp families (82%) traveled to camp via car.  Several respondents noted using 
multiple sources of transportation with the most noted combination including car/rental car and 
airplane.  Other comments included shuttle van, taxi, camp bus, private plane, and RV.  (Note – 
respondents were able to choose more than one answer) 
 
On average, respondents lived 500 miles from camp (with the max distance recorded equaling 8,500 
miles) and visited the camp area an average of 2.80 times (these visits included initial drop-off, pick-
up, camp screening, and non-camp related travel). 
 

Purpose of visits to camp area 

 
The primary purpose of visiting the camp area was to bring their child to camp and pick-up their 
child from camp.  On average, these trips included 3.51 individuals (including the respondent).  
(Note – respondents were able to choose more than one answer)  

Other

Train

Bus

Airplane

Car

5 

9 

50 

872 

4215 

Combined with business trip

Other

Visit prospective camps

Visit child at camp

Visting family/friends

Recreational activities

Combined with vacation

Sightseeing/Visiting the area

Pick-up child from camp

Bring child to camp

88 

229 

254 

389 

608 

660 

781 

1286 

3860 

4340 
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Overnight lodging 

 
Camp families stayed an average of 4.14 nights away from home during these trips and primarily 
used hotels/motels for overnight lodging.  Other lodging comments included rental house/lake 
house/vacation house, at camp, conference center, friend/relative, second home in the area, and 
from the area/home residence. (Note – respondents were able to choose more than one answer) 
 
 

Activities during travel 

 
Camp families‟ top 3 activities during their visits to the surrounding NC counties included Shopping, 
visiting a scenic area, and hiking.  For a listing of activities provided by respondents for the „other‟ 
category, refer to the Appendix.  (Note – respondents were able to choose more than one answer) 

 
 

  

Condominium

Campground

Other

Bed & Breakfast

Cottage/Cabin

Resort

With friends/family

Hotel/Motel

N/A - Did not stay overnight

49 

102 

175 

389 

405 

444 

949 

2494 

3406 

RV camping

Tent camping

Visting a Play/Outdoor Drama

Fishing

Boating

Other

Visting a Historical Site/Museum

Hiking

Visiting a Scenic Area

Shopping

28 

140 

225 

356 

510 

818 

1170 

1583 

2544 

3152 
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Would you have visited NC if not for camp 

 
When asked if they would have still visited surrounding NC counties if their child/children had 
NOT been attending a camp in WNC, a large majority (76%) answered „no‟ indicating that their 
child‟s participation in at a WNC camp had a large influence on their visits/travel to surrounding 
NC counties. 
 
 

Consider yourself a tourist 

 
When asked if they considered themselves tourists during their above visits/travels around NC, a 
majority (47%) of camp families said „yes‟ whereas 30% said „no‟ and 22% said „sometimes‟.   
  

Yes 

24% 

No 

76% 

Yes 

47% 

No 

30% 

Sometimes 

22% 

Decline to 

Answer 

1% 
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Sources of information used for trip planning 

 
A majority of camp families utilized the internet/websites, previous experience, friends, and 
information from camps when planning their visits/travels around NC.  Some of the „Other‟ 
comments included GPS, camp recommendation/information from camp, Mapquest/Google Maps, 
information from hotel/local stores, and guidebooks.  
(Note – respondents were able to choose more than one answer) 

  

Twitter

Radio

Travel Agents

Television

Newspaper Advertisement

Newpaper Stories & Articles

Local Tourist Offices

Other

Commercial Guidebooks

State Travel & Tourism Offices

Facebook

Automobile Clubs

Magazine Advertisements

Relatives

Attractions Brochure

State Highway Map

Information from Camp

Friends

Previous Experience

Internet/Website

18 

24 

37 

50 

82 

139 

179 

179 

195 

201 

211 

245 

292 

845 

973 

993 

1457 

1640 

2493 

3607 
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Tourism – Camp Staff 
 

Areas visited during 2010 camp season for personal/leisure/vacation 
 

 
Camp staff indicated primarily visiting Henderson County, Transylvania County, other counties in 
NC (outside of study area), and Buncombe County during the 2010 camp season. 
(Note – respondents were able to choose more than one answer) 
 

 
Activities during travel 

 

 
Similar to camp families, camp staff‟s top 3 activities included shopping, visiting a scenic area, and 
hiking during their visits to surrounding NC counties.  For a listing of activities provided by 
respondents for the „other‟ category, refer to the Appendix. 
(Note – respondents were able to choose more than one answer)  

Did not Visit Any Areas in NC

Jackson

Buncombe

Other Counties/Areas in NC

Transylvania

Henderson

27 

70 

197 

218 

290 

322 

Fishing

Visiting a Play/Outdoor Drama

Boating

Climbing

Visiting a Historical Site/Museum

Camping (on your own)

Hiking

Visiting a Scenic Area

Shopping

28 

40 

97 

101 

129 

146 

312 

407 

429 



 

50 

 

Would you have visited NC if not working at camp 

 
When asked if they would have still visited surrounding NC counties if they had NOT been 
WORKING at a camp in WNC, a large majority (68%) answered „no‟ indicating that their 
employment at the WNC camps had a large influence on their visits/travel to surrounding NC 
counties. 
 
 

Influence of camp on visits/travels around NC 

 
 
Similarly, when asked how much influence working at their current camp had in their decision to 
visit NC, a majority (33%) indicated their camp employment had a strong influence on their decision 
to visit NC additional times during the year. 
 
 
 
  

Yes 

32% 

No 

68% 

No

Influence

(1)

2 3 Neutral

(4)

5 6 Strong

Influence

(7)

Decline to

Answer -

N/A

16% 

3% 
2% 

17% 
14% 15% 

33% 

<1% 
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Average days and money spent in WNC BEFORE working at camp: 
On average, camp staff indicated being in the WNC region for 5.49 days BEFORE starting work at 
camp for the 2010 season.  During this time, camp staff spent an average of $300.522 in the WNC 
region.   
 

Average days and money spent in WNC AFTER working at camp: 
On average, camp staff indicated remaining (or planning to remain) in the WNC region for 4.48 
days AFTER completing work at camp for the 2010 season.  During this time, camp staff 
spent/plan to spend an average of $223.53 in the WNC region.   
 
 

 
 

Consider yourself a tourist 

 
When asked if they considered themselves tourists during their above visits/travels around NC, a 
majority (61%) of camp staff said „no‟.  This relationship is rather different from camp families 
where a majority (47%) of camp families said „yes‟ and 22% said „sometimes‟.   
  

Yes 

39% 

No 

61% 
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Camp staff visitors 

 
Almost 50% of camp staff had individuals (friends, family) who live outside of the four-county 
WNC area, visit them during their time working at camp in 2010.  On average, camp staff had 3.5 
visitors. 
 
 

Influence of camp on family/friends visits/travels around NC 

 
When asked how much influence working at their current camp had in their family/friends 
decision to visit NC, of those who answered, a majority (22%) indicated their camp employment had 
a strong influence on their decision to visit NC additional times during the year. 
 

  

Yes 

49% No 

51% 

No

Influence

(1)

2 3 Neutral

(4)

5 6 Strong

Influence

(7)

Decline to

Answer -

N/A

4% 3% 
1% 

6% 6% 7% 

22% 
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Influence of School Schedule – Camp Families 
 

Current school schedule 
 

 
For a majority of families (93%), their children attend traditional school with a summer break. 
 

 
Preferred school schedule 

 
 

 
Similarly, a majority of families (85%) prefer the traditional school schedule with a summer break. 
  

Year Round 

1% 

Traditional 

Summer 

93% 

Home School 

1% 

Other 

1% 
Decline to Answer 

4% 

Year Round 

9% 

Traditional 

Summer 

85% 

Home School 

1% 

Other 

1% 

Decline to Answer 

4% 
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Impact of school schedule on summer camp attendance 

 
When asked if their child‟s current school schedule negatively affects summer camp attendance, a 
majority (84%) of camp family respondents answered no; however, this finding is most likely 
because a majority of campers/children currently attend traditional school with a summer break. 
Interestingly, 12% of families who stated that school schedules had a negative impact on camp 
attendance, still managed to make sure their children attended camps.   
 
*Please note this data only includes families that attended camps and does not include those who would like to attend 
camps but various reasons (i.e., school schedule) are not able to attend.  
 
 
Respondents were asked to explain their answer, comments included: 

 Camp starts too early, before kids get out of school 

 Later sessions interfere with the beginning of school/short time from camp ending to school starting 

 Had to leave school early to attend camp 
 
*Refer to the Appendix for a table depicting the various comments shared by respondents. 
 

  

Yes 

12% 

No 

84% 

Decline to Answer 

4% 
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Resources and Social Media Usage 
 

Learned about camps 

 
When asked how they found about the camp(s) their child attended, camp families primarily 
indicated friends, internet/website, relatives, previous experience, and information from camp. 
 
Some of the „Other‟ comments included camp alum/worked at camp (self, family/friend), church, 
school, Girl Scout (council, meetings, mailings), recommendations from friends, magazine article, 
recommendations from another camp, camp recruiting (camp night/expo/fair/presentation), tour 
of NC camps, and referral from doctor/therapist. 
 
(Note – respondents were able to choose more than one answer) 
 
 
  

Twitter

Radio

Newspaper Advertisement

Facebook

Newpaper Stories & Articles

Magazine Advertisements

Other

Information from Camp

Previous Experience

Relatives

Internet/Website

Friends

1 

2 

3 

18 

38 

38 

309 

684 

854 

901 

1372 

2624 
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Social media usage by Camp Families 

 
Facebook and YouTube were used most by both camp family respondents and their children. 
(Note – respondents were able to choose more than one answer) 
 
This use of social media, coupled with the second most noted source for learning about camps being 
the Internet/Website, speaks to the potential for camps to incorporate/continue using social media 
and the Internet as tools to market to current and future campers and their families.   
 

Social Media Usage by Camps 

 
Facebook, Youtube, and Twitter were used most by the 40 responding camps.  

Photobucket

MySpace

Flickr

N/A - Do not currently use

Other

Twitter

YouTube

Facebook

0 

2 

4 

6 

6 

19 

21 

37 

MySpace

Photobucket

Flickr

Other

Twitter

YouTube

Facebook

53 

71 

162 

217 

363 

1350 

2941 

Respondent's Usage 

Photobucket

Flickr

Don't Know

Twitter

MySpace

Other

YouTube

Facebook

35 

47 

89 

118 

123 

222 

1725 

1872 

Child's Usage 
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Sustainability of Organized Camping – Camp Directors 
 
The following sections (pages 44 – 47) include data from 40 WNC Camps. 
 
 

Materials currently recycled by camps 

 
A majority of the 40 camp directors indicated that their camps were participating in some form of 
recycling with cans, paper, plastic, and glass being the most cited.  Other types of recycled materials 
included motor oil, grease, metal, solar energy for water use, and batteries. 
 
 

Conservation easements 

 
Of the camps that currently have conservation easements, an average of 497 acres are under a 
conservation easement (maximum = 2,000; minimum = 60). 

N/A - Does not currently recycle

Other

Compost

Glass

Plastic

Paper

Cans

Cardboard

3 

7 

14 

32 

34 

35 

35 

37 

Yes, 6, 15% 

No, 34, 85% 
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Habitat protection 

 
When asked if their camp has any wildlife habitats, stream improvement programs (fish restocking, 
barbless hook requirements, water quality, etc.), and/or special efforts to protect native flora and 
fauna, half of the 40 camps responded „yes‟.   
 
 

When asked to elaborate on how they seek to protect the local habitats, answers included:  

Awareness programs Nature preserve protection 

Barbless hooks Non-native invasive plan control 

Catch-and-release Own watershed 

Duck boxes restocking of ponds  

Easements Riparian buffers 

Ecologically balanced wastewater treatment 
plant 

Signage for native flora/fauna protection 

Erosion control efforts Storm water management 

Leave no trace Water quality treatments 

Majority land/streams undeveloped/protected 

  
 

Camp land conservation 
 
In total, the 40 camps indicated being in control (own/lease) of 19,376 acres.  Thanks to the 
existence of these 40 camps, a sizeable amount of land in WNC is protected.  In turn, these 
protected lands provide a wealth of environmental benefits – increased oxygen in the atmosphere, 
erosion control, habitats for local species, etc.  
 
  

Yes, 20, 50% No, 20, 50% 
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Energy conservation 

 
A majority of the 40 camp directors (65%) indicated that their camp promotes energy conservation. 
 

In what ways does your camp conserve energy: 

Battery run lights with batteries charged by grist mill Tankless water heater 

Compact fluorescent light bulbs Water collection system 

Dusk to dawn lighting Water heated with old wood from 
property 

Energy and utility control systems Water heater wraps 

Energy efficient equipment Water powered grist mill used with food 
production 

Low flow shower heads, toilets, faucets Waterless urinals 

Solar panels Zero emissions car 

 
 

How does your camp promote conservation? 

Conservation projects Recycling 

Education and programs – camper presentations Recycling is part of cabin chores 

Fluorescent lighting Signage 

High priority on incorporating sustainable 
practices in all areas of the camp 

Soil conservation – won award 

Leave no trace – low impact camping methods To be good stewards of the environment in all 
ways 

Lights off during daylight Turning computers/appliances off when not in 
use 

Low flow toilets, showers, etc. Water and power conservation classes 

Nature hikes Watershed protection 

Promote living green 

  

Yes, 26, 65% 

No, 14, 35% 
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Use of local food products 

 
A majority of the 40 camp directors (75%) indicated that their camp uses local food products 
(produce, meat, etc.). 
 
When asked to estimate what percentage of these local food products came from North Carolina, 
the average was 39.63% (maximum = 100%; minimum = 3%). 
 
When asked to estimate what percentage of these local food products came from the four-county 
study area (Buncombe, Henderson, Jackson, and/or Transylvania), the average was 29.30% 
(maximum = 100%; minimum = 2%). 
 
 

When asked to elaborate on their efforts to incorporate local food products, camp directors 
noted: 

Groups encouraged to purchase food from local 
vendors 

Eggs, meat. mild, produce from local farmers 
markets/vendors 

Use of a community supported agriculture (CSA) Grow/raise vegetables, beef, hay, feed corn, and 
pearl millet on-site 

Organic garden on-site 

 
 
 
  

Yes, 30, 75% 

No, 10, 25% 



 

 

 
 
 
 
 
 
 
 
 
 

APPENDIX
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Camps where staff (who completed the survey) indicated they worked 

Adventure Treks 1 Camp Pinewood 0 

Blue Star Camps 52 Camp Pisgah 8 

Bonclarken 1 Camp Ridgecrest 17 

Brevard Music Camp 0 Camp Ridgehaven 0 

Camp Arrowhead for Boys 7 Camp Rockmont for Boys 0 

Camp Bob Summer 8 Camp Tekoa UMC 0 

Camp Buc 1 Camp Timberlake 9 

Camp Carolina 21 Camp Ton-A-Wandah 19 

Camp Cedar Cliff 0 Camp Wayfarer 0 

Camp Chosatonga 14 Christmount Camp 0 

Camp Crestridge 23 Deep Woods Camp 0 

Camp Dorothy Walls 0 Eagle's Nest Camp 2 

Camp Glen Arden 12 Falling Creek Camp 25 

Camp Green Cove 21 Green River Preserve 3 

Camp Greystone 0 Gwynn Valley Camp 27 

Camp High Rocks 29 Keystone Camp 22 

Camp Highlander 14 Lutheridge 1 

Camp Hollymont for Girls 16 Rockbrook Camp for Girls 37 

Camp Illahee 39 SOAR, Inc. 0 

Camp Judaea 2 Swannanoa 4-H Camp 0 

Camp Kahdalea 24 Talisman Programs 9 

Camp Kanuga 9 The Wilds 0 

Camp Merrie-Woode 38 Wellspring Adventure Camp 1 

Camp Merri-Mac 20 YMCA Blue Ridge Assembly 2 

Camp Mondamin 22 YMCA Camp Greenville 1 

 
  Young Life's Windy Gap 3 
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Economic Impact Methodology 
 
Direct Spending Methodology 
Direct spending is measured for spending in the Region that would not otherwise occur without the 
presence of summer residential camps.  This spending will be derived from:  
 

 Visiting camper families‟ spending outside of the camps (at local restaurants, retail stores, 
etc.) within the Region; and 

 Visiting seasonal camp staffs‟ spending outside of the camps within the Region. 
 

Each of these expenditure categories are adjusted for spending that occurred outside of the Region.  
This Report utilizes primary research (online surveys and direct data gathered from the camps) to 
estimate spending.  
 
Indirect and Induced Spending Methodology 
The economic output that results from the direct spending during an event subsequently affects 
many other industries and workers.  For instance, when a group of visitors attends an event in the 
Region, they may spend money in a local restaurant before camp.  The restaurant will disburse some 
of this money to pay employees, to purchase food, to pay utilities, and so on.  The food wholesaler 
will pay the farmer who then purchases clothing at the local retail store.  These additional 
expenditures continue through the successive rounds until the money either leaks out of the local 
economy or is saved within the local economy for a significant period of time. 
 
The indirect economic impacts are those that occur in the local region or area of impact (four 
counties) that is the re-spending of the initial visitor expenditures.  Indirect spending arises from the 
need of one industry to purchase goods or services from other industries to produce its output. 
When one business that is a direct recipient of event-related spending purchases goods from another 
business within the Region in order to produce its output, the second business also realizes 
economic benefit through the “ripple” (or indirect effect) of the initial expenditure. The summation 
of each successive round of re-spending constitutes the indirect impact estimate. 
 
The induced economic impact is the effect of the direct and indirect economic impact on earnings 
and employment.  Induced effects occur when the income levels of residents rise as a result of 
increased economic activity and a portion of the increased income is re-spent within the local 
economy.  As the initial spending and subsequent re-spending occurs, a portion is retained as 
income to local residents and employees and as local, regional, and state taxes.  This indirect 
spending results in increased economic activity, which leads to increases in employment and which 
increases household income levels and allows for additional household spending (the “induced 
effect”).  These impacts will be reported in terms of employment and earnings impacts. 
 
Multiplier Effect to Measure Indirect and Induced Impacts 
As previously noted, direct spending stimulates additional spending, referred to as the indirect effect. 
Direct spending also increases economic activity, which increases resident income levels (associated 
with new and existing jobs), resulting in additional spending within the local economies, referred to 
as the induced effect. These secondary indirect and induced effects are referred to as the “multiplier 
effects” of the initial direct spending. These effects are measured through the application of 
economic multipliers, which quantify the extent that dollars introduced to a local or regional 
economy are re-spent on goods and services within the local economy.  
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The concept of multipliers is based on the theory that part of a dollar injected into a local economy 
will be re-spent locally, thereby affecting more than the original recipient of the dollar.  Multipliers 
are derived by tracing the interrelationships of industries within a specified economy to understand 
the impact that a dollar spent in a given industry has on other industries in that economy. A business 
that is an initial recipient of new spending will purchase goods and services from other producers. 
These purchases comprise the indirect effect of the initial expenditure.  This process is repeated 
until subsequent purchases are made from producers that are not a part of the WNC economy (i.e., 
a producer imports an input from another city, state, or country) and the flow of money within the 
WNC economy ceases (or “leakage” occurs).  The businesses, hotels, and organizations that receive 
the initial direct spending generally re-spend it in five ways: 
 

 With other private sector businesses in the local economy on inventory, maintenance, etc.; 

 With employees who reside in the same local economy as wages, tips, etc.; 

 With local government as sales taxes or property taxes; 

 With non-local governments as sales taxes or taxes on profits; 

 With employees, business, or organizations who reside outside of the local economy. 
 

The first three items are types of spending that re-circulate throughout the local economy.  These 
last two categories of spending are considered “leakages” outside of the geographic region and 
reflect the notion that a region is not economically isolated, but engages in commerce with other 
regions.  The larger and more diverse the geographic region, the less leakage there is, all else equal. 
 
Using the above five scenarios, input-output tables are created that disaggregate an economy into 
industries and examine the flow of goods and services among them.  Multipliers are then 
mathematically derived which uniquely describe the change in output for each and every industry as 
a result of the injection of one dollar of direct impact into any of those industries.  The process 
allows a separate multiplier to be applied for each of the 528 industry groups. 
 
The size of a given economy‟s multiplier is directly related to its geographic size, population and 
diversity of its industrial and commercial base.  A larger population is generally able to support a 
more diverse economic base and more products are likely to be manufactured and purchased locally. 
Therefore, money injected into an economy with a larger population is re-spent more often, causing 
greater changes in local business volume. Conversely, a smaller defined local geographic region 
implies that more event attendees are visitors, as described above.  However, smaller geographic 
areas suffer from a greater degree of “leakage” because a smaller geographic region is less self-
sufficient than a larger region. 
 
In this Report, direct spending is used to estimate indirect spending by using multipliers from a 
regional economic impact model based on the USDA Forest Service IMPLAN (IMpact Analysis for 
PLANning), now supplied by MIG (Minnesota IMPLAN Group).3 IMPLAN produces a report that 
provides multipliers for over 500 sectors of economic activity at the city, county, region, and state 
level, using data provided by the U.S. Department Bureau of Economic Analysis.  

                                                 
3
Once estimates of direct spending are calculated, these estimates are entered into IMPLAN to obtain the total economic impact 

estimates. IMPLAN is a statistical software package that helps to calculate the total economic impact of various phenomena. The 

detailed matrix of multipliers imbedded in the IMPLAN software help to calculate the various spin-off impacts that originate from the 

initial direct injection of non-local money into a given region.  Specifically, IMPLAN generates the following gross economic impact 

estimates: the short-term impact upon local spending and the long-term impact upon value-added.  This long-term impact is comprised of 

additional local income; additional business taxes; and additional property-type income.  
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GIS Maps 
Adjacent Areas to Camps 

 
   
This map shows the rural mountain areas of North Carolina, South Carolina, and Tennessee.  
Campers were generally spread throughout the area.   
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Charlotte Area 

 
 

Many campers live in the South Charlotte and Huntersville/Mooresville areas.   
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Winston-Salem to Raleigh, North Carolina 

 
 

A large amount of campers live in the major cities the Piedmont areas of NC, including Winston-
Salem, Greensboro, Durham, and Raleigh.   
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Southern Virginia 

 
 

A large amount of campers live in two major areas of Virginia: the Richmond area and areas just 
West of Albermarle County in NC.  The coastal region of the state also has a few participants, most 
notably in the Virginia Beach area. 
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Atlanta Area 

 
 
A large amount of campers lives in the northern area of Atlanta.  This region appears to show a 
substantial interest in the camps.   
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Southern Florida 

 
 
Camp participants live almost exclusively in the coastal areas of the state.   
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Tampa, Florida Area 

 
 

Interestingly, a large portion of campers live in Florida whereas a small number live in New 
York/New England area.  This larger participation from the Southern portion of the United States 
may be attributed to the mountains and scenery of WNC, a type of geography not found in much of 
the lower Southeast. 
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Washington, DC Area 

 
 

Majority of campers live in the surrounding major cities.  
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New York City Area 

 
 

Minimal participation exists in this area, with 1-4 campers attending from various zip codes 
throughout the state of New York.   
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Tables of Additional Data 
 
How has attending camps made a difference in your child’s life? 
 

 
 
  

 Frequency 
Confidence 976 

Independence  960 

Meeting new friends/friendship 676 

New experience/activities/skills (swimming, sports, outdoors) 517 

Maturity  212 

Spirituality/enrich faith 186 

Social skills 160 

Happier/fun  96 

Appreciation for nature/outdoor 95 

Willing to try new things – Tried new things 86 

Self-esteem 85 

Responsibility  81 

Outgoing  44 

Leadership  39 

Self-reliance 33 

No TV/technology/electronics 27 

Sense of belonging (to community, team) – Teamwork 25 

Positive  24 

Growth/Development 17 

Adventurous 16 

Self-awareness 14 

Broaden horizon 14 

Expose to good people with great morals/role models 11 

Healthy lifestyle – Lost weight/More fit 13 

Better adapted 6 

Appreciate family/home 5 

Sense of accomplishment 5 

Tolerance for difference in people 5 

Better use of English as a second language 3 

Patience  3 

Appreciate traditions 2 

Self-regulated 2 

Stand up against peer pressure 2 

Desire for travel 2 

Enrichment 2 

Geographically aware – Appreciation for North Carolina 2 

Be very active 1 

Creativity 1 

More Assertive 1 

Softer/Gentler 1 

Total 4451 
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What did your child gain/learn from their camp experience? 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 Frequency 
Make (new) friends /social skills/get along with others 921 

Independence 729 

Self-confidence 708 

(Learn) new skills/activities/experience 700 

All the above  497 

Faith/spirituality/church 241 

Fun/joy/happiness 226 

Responsibility 224 

Experience/try/learn new things  140 

Appreciate nature, home, faith, relationship 127 

Leadership  116 

Maturity 75 

Self-reliance  47 

Broad horizon/world-view 47 

Take care of one self 45 

Accomplishment  29 

Self esteem  24 

Role models 23 

Sense of belonging/teamwork 20 

Life away from technology/electronics 19 

Adapt/adjust to new situation 18 

Traditions 16 

Learn themselves/self-awareness 13 

Courage  7 

Self-discipline 6 

Love life, positive attitude 4 

Improve English as second language 3 

Self-reflection 1 

Total 5025 
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Reasons to send your child to camp again 

Frequency 

Good experience( learning, fun, different things) 1055 

There is no better experience than North Carolina camp. We will attend every 
summer. 

 

Camp is such a great experience for my kids. We all live for camp! I feel like it is 
one of the best things we do for our children. 

 

Kids love the camp, returned, or will return repetitively 718 

And again, and again, and again (this is her 6th year).  She says it is like Christmas 
morning. 

 

My child love the Swannanoa 4 H camp and would love to go back next summer!  

YES, they love it!  Camp Ridgecrest and Camp Crestridge are part of our lives.  
We have been there so long; it feels like west NC is our second home. 

 

Good impacts (on kids’ growth and maturity)  438 

Great experiences for personal growth and self-discovery and building self-
confidence!!! 

 

Camp is a wonderful self-building experience for children.  It allows them to be 
exposed to different experiences & grow in a supportive and encouraging 
environment away. 

 

I believe the camp experience is very important in the development of children 
providing a healthy outdoor environment where they can develop independence, 
self-confidence, friendships, artistic and athletic skills. 

 

Programs, activities, facilities, gender specific  347 

Pleased with program and setting of camp  

My girls LOVE Camp Pisgah!  The staff is exceptional, the facilities are good, and 
the program is well-thought out. 

 

Make new friends, different people, social skills 332 

Broadens her friendships  

The friendships she makes and the personal growth are lifelong.    

Learn skills, outdoor adventure/nature love 230 

It is an awesome experience and he learned a lot of outdoor skills that he 
otherwise would not have learned. Camp Mondamin is the BEST! 

 

Are able to learn skills they would not necessarily learn at home  

Great location, weather 227 

Wonderful area to send a child to summer camp.  Great weather and many 
outdoor activities in this location. 

 

This area is perfect for children to summer camp in.  Great location for enjoying 
the outdoors (hiking, riding, canoeing, swimming, lakes, etc.) in a wonderful 
summer climate. 

 

Wonderful area. Love spending time in western NC. Considering living there in 
the future 

 

Good Staff, owners 138 

The owners and the staff are top notch. Great supply of activities. Staff is well 
educated in their area of expertise 

 

Love the staff/ counselors.  Really pleased with recruitment efforts and love to see  
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multicultural counselors. A lot of these kids attend private schools and don't get 
"the multicultural" until college (if even then!). 

Religion (people, role models) 116 

I really like the religious, loving atmosphere  

Solid Christian principles taught in an incredibly fun environment which my child 
looks forward to all year 

 

Daughter had a fantastic time at camp, but would like to find one that had no or 
little religious affiliation 

 

Safe  95 

A great experience to be away from home and in a safe environment...  

Very well organized and safety is at the top.  Child gave very positive feedback and 
no known incidents of inappropriate things happening at the camp. 

 

Self, families, Friends’ past experience 72 

Have had two children at camp for the last three years. My wife attended summer 
camp as a child but not in NC. She wanted her children to have the same positive 
experience from summer camp. 

 

I also have friends who send their children to Gwynn Valley.  

Live without electronics  54 

My son was very happy.  It was great for him to be "unplugged" from electronics!  

Allowed our daughter to experience a simple life and explore things that were new 
to her.  Simple, pure friendships not influenced by outside things.  Allowed her to 
just be a kid.  NOOOO TV!!!!  or any other kind of electronics to "zone out" on! 

 

Close to home  18 

Having it close to home is an added benefit.  

Having this camp within driving distance is the only way we are able to send our 
kids. 

 

Family traditions 16 

We are fourth generation Illahee campers,  

3rd generation in our family to attend this camp. 2011 will be her third summer 
attending this camp! 

 

Yes, of course, because it is something that is a wonderful experience and one that 
shall last a life time as it has with myself, my two sisters, and our mother! 

 

History/ reputation (accredited American camping association) 14 

We selected and were interested in the camp we chose for its reputation and long 
history of being a wonderful camp for girls and its beautiful location. 

 

We loved Gwynn Valley.  It came highly recommended and lived up to the "word 
of mouth" reputation. 

 

Part of the reason that we chose Kanuga was because they are accredited by the 
American Camping Association. 

 

Meet special need (Asperger, autism, diabetic) 11 

Unique program for children with autism/ My other son enjoys his camp 
experience at Camp Kudzu, for diabetic children 

 

This camp was specialized and fit my child‟s needs well  

Philosophy and style  10 

Like the camp philosophy and style.  
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Child loved it, focus on healthy lifestyle, counselors were very involved in campers 
daily activities, scenic area, overall quality experience 

 

Affordable prices 9 

The activities are first class and the camp price was very reasonable.  

It' a great experience and it is affordable for me as a parent.  

Visit friends, relatives in the area 6 

We also enjoy traveling to a new part of the country and visiting friends and 
relatives in the area. 

 

We used to live in the area, so we have many friends and family in the area.  We 
love to visit, sightsee, hike, and enjoy the area immensely. 

 

Appreciation for family 2 

Each year he has returned from camp with renewed enthusiasm and a greater 
appreciation for his family 

 

Prep for leaving home and attend university 2 

We view it as preparation for leaving home to attend a university.  

Give (single) parent a vacation time 2 

It also gives me a vacation time, as a single parent.  

Total 3912 
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‘Other’ comments – Reasons to send your child to camp in western North Carolina 
 

Frequency 

Program (quality, girls scouts, family time, equestrian) 85 

The fact that it was a girl scout camp was very important and that it had a horse program  

Wouldn't send child to overly structured camp. Like this camp because they can choose 
what they are interested in and spend a good deal of time learning specific skills and not 
going through a rote program each day. 

 

Religion 66 

This is a Jewish, Kosher camp which is what we seek  

It is a Christian camp and my son needs to see dynamic Christian young men that love 
Jesus in action. 

 

Previous camp experience (self, friends, relatives), similar experience 64 

I attended summer camp in Tennessee and that camp is no longer operational.  Was 
looking for a similar experience for my children.  My nephew attended the camp we 
attend. 

 

My child had a positive experience in previous years at this camp  

Beautiful location (mountains, parks) 56 

LOVE the beauty of the area.  

The beautiful NC mountains/ want my kids to have a connection to the NC mountains  

Close to home (self or other families, support local economy) 53 

Grandparents have 2nd home 2 miles from camp  

We were looking for a traditional camp experience within driving distance of our home  

Reputation / history 42 

Accreditation, safety record and reputation of the camp - Very important!  

Reputation of high quality girls camp  

Experience (different from home city, outdoor) 26 

Our second home is at the beach and I want my daughter to experience the beauty of 
western NC and all the experiences it provides that are so different from the coast. 

 

We live in Florida and wanted our children to experience the mountains and forests-to 
appreciate a different landscape. 

 

Fit for kids, special needs (Asperger’s) 20 

This was a camp for special needs child, few are available.  

Wonderful camp suited to our son's needs  

Philosophy 18 

Like noncompetitive philosophy of Camp Mondamin  

Attracted by camp philosophy for girls  

Staff 10 

Quality of the staff and beautiful location of the camp is most important  

Very friendly staff when we visited camp  

Website 10 

Impressive website  

Camp's website 
 

 

Reasonable price 7 
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Liked the camp and what they had to offer and price.  

Quality of camp program and its affordability  

Kids love camp 4 

Our son loves Blue Star!  

We love our camp and the family that runs it...That is why my child goes there  

Friends at the same camp 4 

Family and friends‟ children attends camp  

Child's friends attend; we like the activities offered at this camp  

Went to college nearby 4 

Attended college in the town where the camp is located  

Safe 3 

Well maintained, daughter stated felt safe and really liked the tour   

Accreditation, safety record and reputation of the camp - Very important!  

Friends with owner 3 

Camp owner is a trusted friend   

Friends with owners of camp  

Fit schedule 1 

The camp which fit her interests and our schedule was in Brevard.  

Total 475 
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Camps family travel activities 

 Frequency 
Eating out 331 

Golf 68 

Whitewater rafting 59 

(Mountain) biking 30 

(Music) festival/concert 25 

Tubing 19 

Mining 18 

Swimming 17 

Spa/massage 16 

Visiting/touring a town/cities  15 

Zip lining 15 

Visiting friend/family 14 

Horseback riding 11 

Tennis 9 

Shopping 9 

Went to sporting event 9 

Kayaking/canoeing 8 

Rock sliding 8 

Watching movies 6 

Visiting parks 6 

Hiking 6 

Looking at property 5 

Zoo/Nature center 5 

Amusement park 4 

Visit college and school 4 

Rock climbing 4 

Church 4 

Running 4 

Apple/berry picking 3 

Buying veggies/fruits 3 

Camp activities 2 

Water skiing 2 

Casino  2 

Antiquing 2 

Motorcycling 2 

Art studios and galleries 2 

Waynesville Vernicle Wind Tunnel - body flying 1 

Working on our old home which we rent out now. 1 

Jogging  1 

Boating 1 

Rock hounding 1 

Business 1 
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Theater 1 

Triathlon 1 

Smoky Mountain railroad 1 

Camping 1 

Dog park 1 

Caves 1 

Biltmore Estate 1 

Hospital 1 

Air show 1 

Total 764 
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Camps staff travel activities 
  

Activities Frequency 
Restaurants/Eating Out 35 

(Mountain) biking 30 

Rock climbing 14 

Watching movie 12 

Festivals, concerts 11 

Visit family, relatives, friends 7 

Attending baseball game/sporting events 5 

Canoe/Kayak 5 

(Disc) Golf 5 

Tubing 4 

School 4 

Swimming 3 

Shopping 3 

Arts and crafts 2 

Blue Ridge Parkway 2 

Rafting 2 

Visiting Asheville, Blue Ridge Parkway 2 

Horseback riding 2 

Zip Line 2 

Dancing 1 

Lazy River 1 

Shindig on the Green 1 

Mining 1 

Music 1 

Ice cream 1 

Archery and riflery 1 

Panned for rubies 1 

Hotel 1 

Pisgah National Forest 1 

Waterfall 1 

Rope swing 1 

Spa/Massage 1 

Total 163 
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Does your child’s school schedule negatively affect summer camp attendance? 
 

 

 

 Frequency 
Camp starts too early, before kids get out of school (MI, 
North East) 

 231 

Later sessions interferes with the beginning of school/ 
short time from camp end to school starting 

 106 

Had to leave school early to go to camp 20 

Biggest threat to being able to attend his summer 
workouts for school sports teams/sports start in early 
August/sports/sports schedule/will cut into preseason 
varsity sports training 

13 

Summers are too short! 5 

School Schedule reduces which sessions they are able to 
attend/Have to choose a different session than preferred 

4 

Camp sessions are shorter due to shorter summer vacation 3 

My kids also involved in marching band at their high 
school which requires them to attend band camp starting 
mid-July. 

2 

Hard to fit into schedule 2 

Have to miss first few days of school 2 

We are in DC and it does not correspond with June Camp 1 

Her dance schedule interferes with June camps 1 

There are required school camps that conflict with 
summer camp, such as cheerleading camp which is 
required if wanting to participate during the school year 

1 

My younger children cannot attend starter camp 1 

Cannot take summer courses because of camp 1 

Overlaps camp 1 

Leave camp early to get back to school 1 

Would like more 2 week options 1 

Total  395 


