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THE CHALLENGE: 
RETAINING THE ‘COVID 
CAMPERS’

22% of all adults in the UK have been camping  

or caravanning since the start of COVID-19.

These ‘COVID campers’ reveals that 29% are 

‘Returnees’ who came back to camping or 

caravanning after an absence of five years or more, 

while 38% are ‘First-timers’ – newcomers who took 

their first ever camping or caravanning holiday  

during the pandemic.

Since the pandemic 4.5m new first-timers have 

entered the market - a GREAT opportunity to reach a 

new audience……

HOW DO THESE 
TWO AUDIENCES 
DIFFER?
58% of ‘COVID campers’ are  
in ABC1 and 34% are in AB  
occupations (compared with 48% 
and 23% of the ‘Pre-COVID  
campers’ respectively)

37% of ‘COVID campers’ have 
household income above £50,000 
(compared with 21% of the 
pre-COVID group)

48% of ‘COVID campers’ have  
children under 16 (compared with 
28% of ‘Pre-COVID campers’)

COVID has brought an influx of 
more affluent families into the 
camping and caravanning market.

Grabyo 2021 Sports Video Trends Report

Premium accommodation and experiences will be key…

➔ A key opportunity for the domestic camping and caravanning sector 
will be to retain these new customers once recovery in overseas travel 
gathers pace. Premium accommodation and site offerings, along with 
family-focused activities and experiences, will play a key role here!! 

…especially for women and mums

Premiumisation is a particularly critical factor for drawing more women into 

the market. 

➔ Some 46% of women and 33% of men who go, or who are 

interested in going camping and caravanning are willing to pay extra 

to stay in a luxury caravan or lodge.

➔ One in three females and one in five males are prepared to pay extra 

for a glamping holiday. 

➔ Mums are likely to hold the balance of power in many families when it 

comes to making holiday decisions. 
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Retaining and Growing your customer base
RETAINING AND GROWING 
YOUR CUSTOMER BASE

Premium accommodation and  
experiences will be key…

A key opportunity for the domestic camping and 
caravanning sector will be to retain these new 
customers once recovery in overseas travel  
gathers pace. Premium accommodation and site 
offerings, along with family-focused activities  
and experiences, will play a key role here!!

…especially for women and mums
Premiumisation is a particularly critical factor 
for drawing more women into the market.

•   Some 46% of women and 33% of men who go, 
or who are interested in going camping and 
caravanning are willing to pay extra to stay in a 
luxury caravan or lodge.

•  One in three females and one in five males are 
prepared to pay extra for a glamping holiday.

•  Mums are likely to hold the balance of power in 
many families when it comes to making holiday 
decisions.


