The Horizon Line

To maintain forward momentum, conservation groups must adapt to changing

context. If we are to be successful, we must: The Economy of Outdoor Recreation

Outdoor Recreation is an economic powerhouse in the United States
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GENERATED EACH YEAR NATIONWIDE

nearly half of all
Americans participated
in at least one outdoor
activity in 2014

participants, who went
on a collective 11.8 billion
outdoor outings

$26.6 BILLION in consumer spending
232,000 direct Michigan jobs

$7.5 BILLION in wages and salaries

$2.1 BILLION in state and local tax revenue

Heart of the Lakes’ efforts conserve forests, farmland, coastline, and other

GENERATED EACH YEAR IN MICHIGAN

important places for the benefit of generations to come.

At the core of our work is an understanding of people’s connection to land and

water — how it enriches our lives, defines our sense of place, and provides for
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PEOPLE

happiness isn’t
focused on

possessions or

career status.

Living a meaningful,

happy life is about

creating, sharing
and capturing
memories
earned through
experiences
that span the
spectrum of life’s

opportunities.

Issues Facing Conservation
and Outdoor Recreation

How do we insure that the
legacy of conservation
represents the full
spectrum of the American
experience, and that
tomorrow'’s leaders have
both the opportunities
and the tools to advance
the work of their
predecessors?

How do we improve
sustainable access

to public lands and
waters in order to best
foster stewardship

of these lands by

the caretakers of
tomorrow?

CONSERVATION
LEADERSHIP
OUTDOOR ACCESS

|\

A 4

The Experience Economy

The Millenial Generation is bigger and more diverse than the Baby Boomers

When it comes to money,
‘experiences’ trump
‘things.” Americans are
dedicating more income

to experiences across the
generational spectrum.

m heartofthelakes.org

FOMO drives millennials'’
experiential appetite,

and they crave more
experiences. (1.3 trillion in
annual consumer spending)

Experiences help
shape identity & create
life-long memories.
“We help the earth,
but DON'T call us an
environmentalists.”

Experience Economy & Outdoor Industry

Conservation & Outdoor Recreation
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