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Executive Summary 

 

Overview 

During the 2019 recreation season, researchers from West Virginia University and USDA Forest 

Service Pacific Region 6 conducted a river use study at the White Salmon Wild and Scenic River 

in the Columbia River Gorge National Scenic Area.  The principal focus of this study was to 

understand if river recreationists perceived crowding and conflict and to measure their 

satisfaction levels.  The resulting data is valuable for assessment of visitation conditions and may 

be used to better manage Special Use Permits.  Specifically, researchers wanted to identify any 

perceptions of crowding, acceptable number of times to see others, acceptable time to wait 

before starting their activity, reasons for recreating, quality of facilities and services, and how 

others impact their experience.   

 

Methodology 

Visitors (16 years or older) were asked to participate in a 5 page, face to face interview at six 

different White Salmon River access points.  These on-site interviews were conducted with a 

total of 849 visitors during the 2019 recreation season (June through September), across 54 

sampling days.  The survey days were stratified across weekday and weekend periods, as well as 

morning, mid-day and evening timeframes.   

 

Visitor Demographic Profile 

The sample comprised of over half (63%) males and 36% females.  There are relatively few 

older (over 70) people in the visiting population (1.1%).  The majority (55%) of visitors were 

between the ages of 21 and 40.  Just under one-third (29.8%) of river users were in their forties 

or fifties and only 9.8% were between 16 and 20 years of age.  The vast majority of visitors to 

the White Salmon River are U.S. residents; the few visitors that were from another country came 

from neighboring Canada as well as the UK, Germany, and Brazil.   

 

Trip and Group Characteristics 

Nearly two-thirds (60.4%) of visitors were with a commercial group during their trip to the river.  

On average, visitors spent 4 days on their overnight trip to the river and an average of 5.5 hours 

on their day trip.  No visitors (0%) reported experiencing social conflict with other groups during 

their trip.  Nearly half (49.9%) of visitors reported this was their first visit to the White Salmon 

River and the majority (72.3%) of visitors were on day trips.  The visitors tend to travel in 

medium size groups while visiting the river.  On average there were 5-6 adults per group, and 

those groups traveling with children had an average of 3-4 children with them.   

 

Reason for Visiting 

Results of the study showed visitors seek to get away from the regular routine and experience the 

outdoors and natural surroundings.  Visitors indicated that they come to this area because it is a 

good place to enjoy the outdoor activities they like to participate in and to spend more time with 

their companions.  Less than 3% come to the river because they are close to home.  

 

Crowding 

The majority of visitors to the White Salmon River did not feel crowded on their trip.  Results 

also showed that visitors indicated the number of people they saw was about what they expected 

or less.  About half of visitors indicated that it does matter if they see other groups while on the 

river and a large majority (88%) indicated that it also matters if they must wait before starting 

their activity.   
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Comparisons 

Comparisons were conducted to identify any differences between visitors that were in 

commercial groups or private groups on the White Salmon River.  Areas that showed differences 

between commercial and private groups pertained to demographics, trip characteristics, group 

characteristics, trip visitation patterns, health and cleanliness, safety and security, condition of 

facilities, responsiveness of staff, recreation setting, a number of the quality attributes, overall 

satisfaction, importance of visitor experience, most important reason to visit, and experience 

preference on the White Salmon River.  Differences were also found with some of the 

expectation versus performance variables including percentage of time in sight of others, number 

of times seeing other groups, preferred group size to run the river with, and total number in 

group.  These findings will allow managers to better understand the different user groups, as well 

as differences in expectations across use levels on the river.  Managers will be able to utilize this 

information in the management of Special Use Permits as well as the everyday management of 

the Wild and Scenic White Salmon River.   
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Introduction 

 

The White Salmon River, in the Columbia River Gorge National Scenic Area, Region 6 of the 

US Forest Service provides primarily water-based recreation opportunities for a variety of 

activities and user groups, such as rafting and kayaking.  Proactive management is needed to 

sustain high quality recreation opportunities and respond to the increasing and dynamic demand 

for water-based recreation resources in this region.  Proactive management requires a systematic 

and comprehensive system of measurements that will gather information on visitors’ opinions 

about existing recreation services and an understanding of the effects of use levels and patterns 

on the quality of the recreation experience.  In addition, an analysis system is needed that will 

help to resolve high intensity recreation use issues on these forests.  Of particular concern to 

mangers is the need to view Special Use Permit processes through a new paradigm and to 

determine if crowding and social conflicts increase during peak use periods.  As a result, existing 

and potential new permitees may have to adjust their selection of sites and the activities they 

participate in to achieve their experience goals and reduce conflicts with other visitors.   

 

An ideal approach to obtaining this sort of information and analyses is included under the 

umbrella of recreational carrying capacity research.  Therefore, the purpose of this project was to 

conduct research on the recreational carrying capacity of the White Salmon River in the 

Columbia River Gorge National Scenic Area, managed by the USDA Forest Service within 

Region 6.   

 

Processes for estimating the carrying capacity of recreation settings have been used for several 

decades as a framework for balancing the need for visitor access to natural resources with the 

need for sustaining high quality recreation opportunities.  A substantial amount of research has 

been conducted to refine carrying capacity assessment techniques, and a few studies have 

focused exclusively on forest–based recreation.  The reported study builds on this literature base 

and address the specific circumstances of the White Salmon River.   
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Methodology 

 

Study Area 

The White Salmon River, in south central Washington, originates from the slopes of Mount 

Adams and flows south to the Columbia River.  Once named canoe creek by Lewis and Clark, 

the White Salmon River was later named for the return of the symbolic, spawning salmon.  The 

surrounding topography includes sublime cliffs, rugged mountains, and rolling hills and valleys.   

 

The popular White Salmon River provides for a variety of activities, such as hiking, rafting, 

canoeing and kayaking.  The river offers some of the best class III-IV rapids while taking visitors 

on a journey through a breathtaking gorge.  A number of commercial guides run the White 

Salmon River due to its rapids, clear water and scenery making it one of the most popular rivers 

in the region.  

 

Sampling 

On-site interviews were conducted with a total of 849 visitors during the 2019 recreation season, 

across 54 sampling days.  The survey days were stratified across weekday and weekend periods, 

as well as morning, mid-day and evening timeframes. The majority of the surveys were 

conducted at Husum and North Western Lake Park.  The majority of the visitors reported that 

they started their trip from the BZ Corner area or a private put-in from a commercial outfitter in 

the upper reaches of the river (Figure 2).   

 

 

Survey Location Frequency 

Husum 468 

North Western Lake Park 172 

Zoller’s 124 

River Drifters 42 

Wet Planet 36 

BZ Corner 7 

  

Trip Starting Location  

BZ Corner 227 

Wet Planet Put-In 204 

Zoller’s/Zoller’s Private Put-In 129 

River Drifters Put-In 123 

Husum 112 

Orletta Creek 29 

Northwestern Lake 9 

Above BZ Corner 5 

I don’t know 5 

Rattle Snake Husum 3 

Green Truss Bridge 2 

Triple Drop 1 

  

  Figure 1. Survey location and trip starting location 
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Organization of This Report 

This report summarizes the results of the visitor surveys conducted within the White Salmon 

River during the recreation season in 2019.  The results are organized by topic area, with each 

section following a consistent format, beginning with the overall results for the entire sample.  

Results are then broken down by group type (commercial versus private).  These comparisons 

were selected based on study objectives and managers’ inquiries of the overall results.  Finally, 

report appendices provide additional breakdowns of open-ended comments offered by 

respondents and a copy of the survey instrument used in the study.   
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Demographics 

Visitors were asked to provide basic demographic information to help us better understand the 

people who visited the White Salmon River (Table 1).   

 

➢ The majority (55%) of visitors to the White Salmon River were between the ages of 21-

40 years old, or between the ages of 41-60 (30%). 

➢ Over half (63%) of the respondents were male and 36% were female. 

➢ The vast majority (97.5%) of visitors live in the United States. 

 

Table 1.  Summary of Demographics 

 Frequency Valid Percent 

Age   

16 to 20 83 9.8 

21 to 30 251 29.6 

31 to 40 216 25.4 

41 to 50 159 18.7 

51 to 60 94 11.1 

61 to 70 29 3.4 

Over 70 7 0.8 

   Blank 10 1.1 

Gender   

Male 535 63.0 

Female 306 36.0 

   Trans 3 0.35 

   Blank 5 0.60 

Visitor is from another country:   

Yes 21 2.5 

No 828 97.5 
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Differences in Demographics by Group Type 

A crosstab analysis was conducted to see if there were any relationships between age, gender and 

if the visitor was from another country by group type (Table 2).  Significant differences were 

identified for gender and visitors from another country. 

 

➢ A majority (59.3%) of visitors from private groups were between 21 and 40 years of age, 

whereas visitors from commercial groups in that age group were 52.5% of the sample.   

➢ A majority (59.6%) of the visitors from commercial groups were male and 39.2% female.  

Similarly, males comprised a large majority (68.2%) of private visitors with only 31.2% 

being female.   

➢ Just under 4% of the visitors from commercial groups were from another country and 

only about 1% of visitors from private groups were from another country.  

 

Table 2. Differences in Demographics by Group Type 

 Commercial Private Overall 

Age --- (Percent)--- 

16 to 20  11.3  7.6 9.8 

21 to 30 27.9 31.8 29.6 

31 to 40 24.6 27.5 25.4 

41 to 50 18.7 18.7 18.7 

51 to 60 11.5 9.8 11.1 

61 to 70 3.7 3.1 3.4 

Over 70 1.0 0.6 0.8 

   Blank 1.4 0.9 1.1 

Gender*    

Male 59.6 68.2 63.0 

Female 39.2 31.2 36.0 

   Trans 0.6 0.0 0.35 

   Blank 0.6 0.6 0.60 

Visitor is from another country:*    

Yes 3.5 0.9 2.5 

No 96.5 99.1 97.5 
Percentages may not equal 100 because of rounding 

* Differences between group type statistically significant at the p=< .05 level 

** Differences between group type statistically significant at the p=< .01 level 

*** Differences between group type statistically significant at the p=< .001 level 
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Trip Characteristics 

Several questions were asked pertaining to the visitors’ trip characteristics to the White Salmon 

River (Table 3).  

 

➢ A majority (60%) of visitors were on a commercial trip to the White Salmon River.   

➢ On average, respondents spent 4 days on their overnight trip to the White Salmon River 

and an average of 5.5 hours on their day trip to the river.   

➢ All (100%) respondents did not have any conflicts with other groups while on their trip to 

the White Salmon River.   

 

Table 3. Summary of Trip Characteristics 

 Frequency Valid Percent 

Group type   

Commercial trip (outfitter) 513 60.4 

Private group 327 38.5 

Blank 9 1.1 

In total, how many days (or hours) long will this trip be? 

Days   

1 or 2 days 112 48.5 

3 days 49 21.2 

4 to 7 days 56 24.2 

8 or more days 14 6.1 

Mean (# days) 4.16, median = 2 

   

Hours   

1 or 2 hours 80 13.4 

3 or 4 hours 172 28.9 

5 or 6 hours 178 29.9 

7 or more hours 166 27.9 

Mean (# hours) 5.56 

   

During your trip, did you have any conflicts with other parties? 

Yes 0 0.0 

No 848 100 
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Differences in Trip Characteristics by Group Type 

A comparison was conducted to see if there were any significant differences in the mean scores 

of trip length and if a visitor had any conflicts during their trip by group type (Table 4).  A 

significant difference was found in the number of hours long their trip was at the White Salmon 

River.   

 

➢ Over half of the visitors in commercial groups reported their trip was 1 to 2 days long.  

Visitors in private groups tended to have longer trips (4 to 7+ days) compared to 

commercial groups and overall visitors.   

➢ When asked how many hours long will your trip be today, visitors in private groups 

(mean = 4.08) tended to have shorter trips than visitors in commercial groups (mean = 

6.49).  

➢ All visitors from commercial or private groups reported that they did not have any 

conflicts with other groups during their trip to the White Salmon River.  

 

Table 4. Differences in Trip Characteristics by Group Type  

 Commercial Private Overall 

In total, how many days (or hours) long will this trip be?  

Days ---Percent--- 

1 or 2 days 52.2 43.3 48.5 

3 days 20.3 22.2 21.2 

4 to 7 days 23.2 25.6 24.2 

8 or more days 4.3 8.9 6.1 

Mean (# days) 3.32, median=2 5.44, median=3 4.16, median=2 

    

Hours    

1 or 2 hours 2.2 31.1 13.4 

3 or 4 hours 26.5 32.9 28.9 

5 or 6 hours 35.1 21.5 29.9 

7 or more hours 36.2 14.5 27.9 

Mean (# hours)*** 6.49 4.08 5.56 

    

During your trip, did you have any conflicts with other parties?  

Yes 0.0 0.0 0.0 

No 100 100 100 
*** Differences between group type statistically significant at the p=< .001 level 
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Group Characteristics 

Several questions were asked pertaining to the visitors’ group characteristics to the White 

Salmon River (Table 5).  

 

➢ Just over 50% of respondents were repeat users, while just under half (49.9%) were first-

time visitors. 

➢ About two-thirds (66.8%) of the repeat visitors made their first visit in 2010 or later.   

➢ Just under one-third (28%) of visitors reported that they stayed overnight on their trip to 

this area, while over two-thirds (72%) stated that they were on a day trip to the area.   

➢ Almost 40% of respondents reported having 3 to 5 adults in their group and over half of 

those visitors traveling with children (53%) reported having 2 to 5 children in their group.  

On average, visitors had 5.8 adults and 3.79 children in their group during their trip to the 

White Salmon River.   

➢ Almost half (48%) of visitors reported that there was one vehicle with their group.  The 

majority (87%) of visitors who brought trailers reported that they only had one trailer 

within their group.  On average, there were 2.08 vehicles per group and 1.23 trailers per 

group.   
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Table 5. Summary of Group Characteristics 

 Frequency Valid Percent 

First visit:   

First time visitor 421 49.9 

Repeat visitor 423 50.1 

   

If no, year of first visit   

Prior to 1985 3 0.7 

1986 to 1990 9 2.1 

1991 to 1995 11 2.6 

1996 to 2000 33 7.8 

2001 to 2004 23 5.5 

2005 to 2009 58 13.7 

2010 to 2015 132 31.3 

2016 or Later 150 35.5 

Mean (year) 2011 

   

Type of visit:   

Overnight 233 27.7 

Day trip 607 72.3 

   

Number of adults in group   

1 or 2 adults 247 29.4 

3 to 5 adults 320 38.1 

6 to 9 adults 169 20.1 

10 or more adults 100 11.9 

Mean (# of adults) 5.80 

   

Number of children (17 and under) in group   

1 child 53 31.4 

2 children 50 29.6 

3 to 5 children 39 23.1 

6 or more children 27 16.0 

Mean (# of children) 3.79 

   

Number of cars, trucks, etc. with group   

1 vehicle 402 47.9 

2 or 3 vehicles 343 40.8 

4 or 5 vehicles 63 7.5 

6 or more vehicles 31 3.7 

Mean (# of cars, trucks, etc.) 2.08 

   

Number of trailers with group   

1 trailer 26 86.7 

2  or more trailers 4 13.3 

Mean (# trailers) 1.23 
Percentages may not equal 100 because of rounding 
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Differences in Group Characteristics by Group Type 

Comparisons were done in order to identify any significant differences in first time users, year of 

first visit, type of visit, number of adults, children, cars and trailers are in their group by group 

type (Table 6).  Significant differences were reported for first time users, year of first visit and 

type of visit.   

 

➢ Commercial groups (74%) were more likely to be on their first visit to the White Salmon 

River compared to visitors in private groups (26%).   

➢ For those visitors that reported they have been to the White Salmon River before, there 

was a significant difference in the year they made their first visit.  Visitors from private 

groups (mean = 2000) have been coming to the White Salmon River longer than 

commercial visitors (mean = 2003).   

➢ Visitors in commercial groups tend to be on day trips (62%) more than overnight trips 

(38%).  However, visitors in commercial groups (38%) are also more likely to be on an 

overnight trip than visitors from private groups (26%).   

➢ Similarly, visitors in private groups tend to be on day trips (74%) more than overnight 

trips (26%).   

➢ There tends to be more adults in commercial groups than in private groups.  Conversely, 

there tends to be more children in private groups than commercial groups. 

➢ Private groups visiting the White Salmon River tend to have more vehicles while visitors 

in commercial groups have more trailers.   
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Table 6. Differences in Group Characteristics by Group Type 

 Commercial Private Overall 

 ---Percent--- 

First visit:***    

First time visitor 70.5 17.2 49.7 

Repeat visitor 29.5 82.8 50.3 

    

If no, year of first visit    

Prior to 1985 2.0 1.1 1.4 

1986 to 1990 0.7 3.0 2.1 

1991 to 1995 1.3 3.4 2.6 

1996 to 2000 7.9 7.9 7.9 

2001 to 2005 5.3 8.2 7.2 

2006 to 2010 16.4 16.9 16.7 

2011 to 2015 28.9 24.7 26.3 

2016 or Later 37.5 34.8 35.8 

    

Mean (year) 2011 2010 2011 

    

Type of visit:    

Overnight 27.3 28 27.6 

Day trip 72.7 72 72.4 

    

Number of adults in group***    

1 or 2 adults 24.0 37.5 29.3 

3 to 5 adults 34.7 44.3 38.5 

6 to 9 adults 24.6 13.3 20.2 

10 or more adults 16.7 4.9 12.1 

Mean (# of adults) 6.61 4.67 5.85 

    

Number of children (17 and under) in group***   

1 child 22.3 63.9 31.3 

2 children 34.6 13.9 30.1 

3 to 5 children 23.8 19.4 22.9 

6 or more children 19.2 2.8 15.7 

Mean (# of children) 4.10 2.11 3.67 

    

Number of cars, trucks, etc. with group***   

1 vehicle 57.5 32.4 47.7 

2 or 3 vehicles 32.6 54.3 41.1 

4 or 5 vehicles 7.1 8.0 7.5 

6 or more vehicles 2.8 5.2 3.7 

Mean (# of cars, trucks, etc.) 1.88 2.40 2.08 

    

Number of trailers with group*    

1 trailer 80 90.0 86.7 

2  or more trailers 20 10.0 13.3 

Mean (# trailers) 1.20 1.25 1.23 
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Percentages may not equal 100 because of rounding 

* Differences between group type statistically significant at the p=< .05 level 

*** Differences between group type statistically significant at the p=< .001 level 

 

 

 

 

 

 

 

 

Trip Visitation Patterns 

Several questions were asked pertaining to recreationists’ current trip and visitation history to the 

White Salmon River (Table 7).   

 

➢ In a typical year, the respondents reported spending an average of 26 days recreating on 

the White Salmon River, and an average 30 days at other rivers.  

➢ The majority (48.5%) of respondents reported that they recreate at the White Salmon 

River 2 days or less a year, while 32.1% spend 15 or more days recreating at the White 

Salmon River in a year.   

➢ Over 46.7% of respondents stated that they spend 15 or more days in a year recreating on 

other rivers.  Almost one-quarter (22.9%) spend 2 days or less recreating elsewhere.    

➢ Over one-third (35.2%) reported they planned their trip 1 to 5 days in advance while 

another 26.2% reported they planned their trip 1 to 3 weeks (7 to 21 days) in advance.   

➢ About one-quarter (25.3%) planned their trip 22 to 60 days in advance of their trip to the 

White Salmon River.  Less than 6% planned their trip over 4 months (121 days or more) 

in advance.   

➢ The majority of the visitors (76.8%) planned their trip 1 to 5 hours in advance while just 

8.8% reported planning their trip 6 to 10 hours in advance.  Less than 10% of visitors 

reported planning more than 11 hours for their White Salmon River trip.   
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Table 7. Summary of Trip Visitation Patterns 

 Frequency Valid Percent 

In a typical year, how many days do you spend recreating at the White Salmon River? 

2 days or less 265 48.5 

3 to 6 days 63 11.5 

7 to 14 days 43 7.9 

15 or more days 175 32.1 

Mean (# days) 26.37, median = 4 

   

In a typical year, how many days do you spend recreating at other rivers besides White 

Salmon River? 

2 days or less 193 22.9 

3 to 6 days 150 17.8 

7 to 14 days 106 12.6 

15 or more days 394 46.7 

Mean (# days) 30.18 

   

How many days in advance did you plan your trip to the White Salmon River? 

Days in advance   

1 to 6 days 385 45.8 

7 to 21 days (1 to 3 weeks) 184 21.9 

22 to 60 days (1 to 2 months) 178 21.2 

61 to 120 days (3 to 4 months) 54 6.4 

121 or more days (over 4 months) 39 4.6 

Mean (# days) 30.51 

   

Hours in advance   

Less than 1 hour 6 4.9 

1 to 5 hours 96 78.0 

6 to 10 hours 9 7.3 

11 or more hours 12 9.8 

Mean (# hours) 3.51 
Percentages may not equal 100 because of rounding 
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Differences in Trip Visitation Patterns by Group Type 

Comparisons were done in order to identify any significant differences in the mean scores of trip 

visitation patterns by group type (Table 8).  Significant differences were reported for the 

numbers of days they recreate at the White Salmon River in a year, how many days they recreate 

elsewhere and how many days in advance they plan their trip to the White Salmon River.   

 

➢ Visitors in private groups tend to recreate at the White Salmon River at a much higher 

rate (mean=39.52 days) in a typical year than visitors from commercial groups 

(mean=26.37 days).   

➢ Similarly, White Salmon recreationists who were visiting in a private group reported they 

recreated at other locations at a much higher rate (mean=51.28 days) than those in 

commercial groups (mean=17.0 days). 

➢ Results show that commercial visitors spent more time planning for their trip to the White 

Salmon River than private visitors.  Further, significance was also found in the mean 

number of days that commercial visitors (mean = 44.06 days) spent planning than private 

visitors (mean = 9.26 days). 
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Table 8. Differences in Trip Visitation Patterns by Group Type 

 Commercial Private Overall 

In a typical year, how many days do you spend recreating at the White Salmon 

River? 

 ---Percent--- 

2 days or less 82.8 18.4 48.3 

3 to 6 days 5.2 16.7 11.3 

7 to 14 days 2.4 12.8 8.0 

15 or more days 9.6 52.1 32.3 

Mean (# days)*** 

11.58, 

median=1 

39.52, 

median=12 

26.54 

    

In a typical year, how many days do you spend recreating at other rivers besides 

White Salmon River? 

2 days or less 33.5 6.1 22.8 

3 to 6 days 25 6.4 17.7 

7 to 14 days 14.2 10.4 12.7 

15 or more days 27.3 77.1 46.8 

Mean (# days)*** 17.00 51.28 30.40 

    

How many days in advance did you plan your trip to the White Salmon River? 

Days in advance    

1 to 6 days 25.1 78.3 45.8 

7 to 21 days (1-3 weeks) 26.7 14.4 21.9 

22 to 60 days (1-2 months) 31.4 5.2 21.2 

61 to 120 days (3-4 months) 10.1 0.6 6.4 

121 or more days (over 4 

months) 

6.6 1.5 4.6 

Mean (# days)*** 44.06 9.26 30.51 

    

Hours in advance    

1 to 5 hours 87.5 76.6 78.0 

6 to 10 hours 6.3 7.5 7.4 

11 or more hours 6.3 10.3 9.8 

Mean (# hours) 3.94 3.45 3.51 
Percentages may not equal 100 because of rounding 

** Differences between group type statistically significant at the p=< .01 level 

*** Differences between group type statistically significant at the p=< .001 level 
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Quality Domains 

Respondents were asked about their satisfaction levels on several key quality domains regarding 

the White Salmon River.  The respondents were shown a scale ranging from 1 (awful) to 5 

(excellent), or they could indicate that the question did not apply (Table 9).  

 

➢ The majority of visitors rated recreation setting (78%) at the White Salmon River as 

excellent.  Similarly, health and cleanliness (66%) and safety and security (66%) was 

also rated as excellent.   

➢ Over one-quarter of visitors stated that conditions of facilities (29%) were very good and 

another 50% rated it as excellent.   

➢ Similarly, responsiveness of staff was rated very good by 12% of visitors and 59% felt it 

was excellent.   

➢ The quality domain with the highest mean score was recreation setting (mean = 4.74) 

followed by: 

o  responsiveness of staff (mean = 4.71),  

o health and cleanliness (mean = 4.59),  

o safety and security (mean = 4.52) and  

o condition of facilities (mean = 4.30).    

 

Table 9. Summary of Quality Domains   

 
Awful Fair Good 

Very 

Good 
Excellent N/A Mean 

----------Percent----------  

Health and cleanliness 0.0 1.1 5.2 27.4 65.8 <1 4.59 

Safety and security 0.0 <1 8.4 28.6 60.6 1.8 4.52 

Condition of facilities <1 4.2 11.9 29.5 49.6 4.4 4.30 

Responsiveness of staff 0.0 <1 3.8 11.9 59.1 24.4 4.71 

Recreation setting 0.0 <1 3.6 18.7 76.7 <1 4.74 

Percentages may not equal 100 because of rounding. 

Response Code: 1= “Awful” and 5 = “Excellent” 

Not applicable responses coded as missing and deleted from computation of mean. 
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Differences in Quality Domains by Group Type 

A comparison was done to identify if there were any significant differences in the quality 

domains based upon respondents’ group type (commercial or private) (Table 10).  Visitors were 

asked to rate the quality of health and cleanliness, safety and security, conditions of facilities, 

responsiveness of staff and recreation setting on a 5-point scale where 1 is awful and 5 is 

excellent.  All five domains had significant differences in the mean scores of visitors in 

commercial groups and visitors in private groups. 

 

➢ Visitors from commercial groups rated all five of the quality domains higher than those in 

private groups as well as overall visitors.  Private groups rated all five of the quality 

domains lower than overall visitors and commercial groups.   

 

Table 10. Differences in Quality Domains by Group Type 

 Commercial Private Overall 

 ---Mean--- 

Health and cleanliness*** 4.66 4.47 4.59 

Safety and security*** 4.64 4.33 4.52 

Condition of facilities*** 4.55 3.89 4.29 

Responsiveness of staff*** 4.81 4.35 4.71 

Recreation setting*** 4.79 4.65 4.74 

*** Differences between group type statistically significant at the p=< .001 level 

Response Code: 1= “Awful” and 5 = “Excellent” 

Not applicable responses coded as missing and deleted from computation of mean. 
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Customer Satisfaction Scores for Quality Attributes 

Visitors were provided a list of specific services, facilities, and experiences within the White 

Salmon River, and were asked to rate them on a scale of 1 (strongly disagree) to 5 (strongly 

agree).  These are areas that have been targeted by area resources managers as topics of concern.  

Most of the questions were considered positively worded, in which a higher score was a better 

score.  The others were negatively worded, in which the better score was a low score (Table 11). 

➢ The majority (90.6%) of visitors to the White Salmon River thoroughly enjoyed their visit 

to the river and over three-quarters (82.4%) of visitors felt their trip to the river was well 

worth the money they spent.    

➢ Almost three-quarters (73.8%) of visitors were able to recreate without conflicts with 

others and 69.1% had the opportunity to recreate without feeling crowded.  Over half 

(58.3%) of the visitors to the river indicated the river and its surroundings are in good 

condition.   

➢ Less than one-fifth (11.4%) of visitors to the river neither agreed nor disagreed there is a 

good balance between social and biological values in the management of the White 

Salmon River.  Almost 42% agreed with the statement and less than half (44%) strongly 

agreed.   

➢ Almost two-thirds (64.1%) of visitors strongly disagreed they were disappointed with 

some aspects of their visit to the river and similarly, 58.7% strongly disagreed they had to 

avoid some places at the river because there were too many people there.  Another 

51.8% strongly disagreed the behavior of other people at the river interfered with the 

quality of my experience.   

➢ The positive statements with the highest mean score included,  

o I thoroughly enjoyed my visit to the White Salmon River (mean = 4.91),  

o my trip to the river was well worth the money I spent to take it (mean = 4.81),  

o I could find places to recreate without conflict from other visitors (mean = 4.71),  

o I had the opportunity to recreate without feeling crowded (Mean = 4.70) and  

o the river and its surroundings are in good condition (Mean = 4.54).   

➢ Those positive statements with the lowest mean score included,  

o there is a good balance between social and biological values in the management 

of the river (mean = 4.31) and  

o the other people at the river increased my enjoyment (mean = 3.63).   

➢  The negative statements with the highest mean score included,  

o the number of people at the river reduced my enjoyment (mean = 1.77).  

o the behavior of other people at the river interfered with the quality of my 

experience (mean = 1.60) and  

o I avoided some places at the river because there were too many people there 

(mean = 1.57). 

➢ Those negative statements with the lowest mean score included,  

o recreation activities at the river were NOT compatible (mean = 1.47) and  

o I was disappointed with some aspects of my visit to the river (mean = 1.44)  
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Table 11. Summary of Customer Satisfaction Scores for Quality Attributes 

Quality Attribute 

Strongly 

Disagree 
Disagree Neutral Agree 

Strongly 

Agree Mean 

---Percent--- 

Positively worded statements (higher mean score is better) 

I thoroughly enjoyed my visit to WSR 0.0 0.0 <1 9.1 90.6 4.91 

I had the opportunity to recreate without feeling 

crowded 
<1 1.6 2.6 26.4 69.1 4.70 

I could find places to recreate without conflict from 

other visitors 
<1 <1 2.2 23.2 73.8 4.71 

My trip to the WSR was well worth the money I 

spent to take it 
<1 <1 <1 15.0 82.4 4.81 

There is a good balance between social and 

biological values in the management of WSR 
<1 1.6 11.4 41.5 44.0 4.31 

The other people at WSR increased my enjoyment 2.6 8.3 34.6 32.2 21.9 3.63 

The river and its surroundings are in good condition <1 <1 1.9 38.4 58.3 4.54 

Negatively worded statements (lower mean score is better) 

Recreation activities at the river were NOT 

compatible 
60.9 33.0 3.9 <1 <1 1.47 

I was disappointed with some aspects of my visit to 

the river 
64.1 30.7 2.5 2.2 <1 1.44 

I avoided some places at the river because there were 

too many people there 
58.7 31.3 5.1 3.7 <1 1.57 

The number of people at the river reduced my 

enjoyment 
41.1 44.5 9.9 3.5 <1 1.77 

The behavior of other people at the river interfered 

with the quality of my experience 
51.8 42.1 4.7 <1 <1 1.60 

Percentages may not equal 100 because of rounding. 

Response Code: 1 = “Strongly Disagree” and 5 = “Strongly Agree” 
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Differences in Customer Satisfaction Scores for Quality Attributes by Group Type 

A comparison between specific services, facilities, and experiences within the White Salmon 

River and respondents’ group type (commercial or private) was done to identify any differences 

(Table 12).  Visitors were asked to rate quality attributes on a 5-point scale where 1 is strongly 

disagree and 5 is strongly agree.  Differences were found in six of the seven positively worded 

statements and one of five negatively worded statements.   

 

➢ Visitors in private groups (mean = 4.92) thoroughly enjoyed their visit more so than 

commercial groups (mean = 4.90).   

➢ Commercial group visitors (mean = 4.76) were less likely to feel crowded than private 

groups (mean = 4.59).   

➢ Visitors from private groups (mean = 4.85) were more likely to agree that their trip was 

well worth the money than those in commercial groups (mean = 4.78). 

➢ Visitors in commercial groups (mean = 4.36) agreed more so that there is a good balance 

between social and biological values in the management of the White Salmon River than 

private groups (mean = 3.21). 

➢ Other visitors at the river increased the enjoyment of commercial visitors (mean = 3.72) 

more so than visitors in private groups (mean = 3.49). 

➢ Commercial visitors (mean = 4.60) also felt the surroundings were in good condition 

more so than private visitors (mean = 4.45). 

➢ Visitors from commercial groups (mean = 1.46) were in disagreement more than private 

groups (mean = 1.72) when asked if they had to avoid some places due to too many 

people.   

  



30 

Table 12. Differences in Customer Satisfaction Scores for Quality Attributes by Group Type 

Quality Attribute 

C
o

m
m
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a
l 

P
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a
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O
v
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a

ll
 

 ---Mean--- 

Positively worded statements (higher mean score is better) 

I thoroughly enjoyed my visit to WSR 4.90 4.92 4.91 

I had the opportunity to recreate without feeling crowded 4.76 4.59 4.69 

I could find places to recreate without conflict from other visitors 4.68 4.73 4.70 

My trip to the WSR was well worth the money I spent to take it 4.78 4.85 4.81* 

There is a good balance between social and biological values in the 

management of WSR 
4.36 4.21 4.31* 

The other people at WSR increased my enjoyment 3.72 3.49 3.63** 

The river and its surroundings are in good condition 4.6 4.45 4.54** 

Negatively worded statements (lower mean score is better) 

Recreation activities at the river were NOT compatible 1.43 1.51 1.47 

I was disappointed with some aspects of my visit to the river 1.40 1.48 1.43 

I avoided some places at the river because there were too many people there 1.46 1.72 1.56*** 

The number of people at the river reduced my enjoyment 1.72 1.87 1.78* 

The behavior of other people at the river interfered with the quality of my 

experience 
1.51 1.63 1.56* 

Response Code: 1 = “Strongly Disagree” and 5 = “Strongly Agree” 

* Differences between group type statistically significant at the p=< .05 level 

** Differences between group type statistically significant at the p=< .01 level 

*** Differences between group type statistically significant at the p=< .001 level  
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Overall Satisfaction 

Respondents were asked to rate their level of overall satisfaction on their trip to the White 

Salmon River, using a 6-pt. scale, with 1 being poor and 6 being perfect (Table 13).   

 

➢ Less than a quarter (23.40%) of the respondents rated their overall satisfaction of their 

trip to the White Salmon River as excellent and 73.64% rated their trip as perfect.   

 

Table 13. Summary of Overall Satisfaction 

Overall 

Satisfaction 

(%) 

Poor 

 

(1) 

Fair 

 

(2) 

Good  

 

(3) 

Very 

Good 

(4) 

Excellent 

 

(5) 

Perfect 

 

(6) 

Mean 

0.12 0.0 0.12 2.72 23.40 73.64 5.70 

Percentages may not equal 100 because of rounding. 

Response Code: 1 = “Poor” and 6 = “Perfect” 
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Differences in Overall Satisfaction by Group Type 

A comparison was done to see if there are any significant differences in the overall satisfaction 

rating and the visitors’ group type (Table 14).  Visitors to the White Salmon River were asked to 

rate the overall quality of their trip, using a scale of 1 (poor) to 6 (perfect).  There was a 

significant difference in the visitors’ group type and their overall rating of their trip to the White 

Salmon River.   

 

➢ Visitors in a commercial group reported a slightly higher overall satisfaction rating (mean 

= 5.75) than those visitors in private groups (mean = 5.63).   

 

Table 14. Differences in Overall Satisfaction by Group Type 

Overall 

Satisfaction 

(%) 

Poor 

 

(1) 

Fair 

 

(2) 

Good  

 

(3) 

Very 

Good 

(4) 

Excellent 

 

(5) 

Perfect 

 

(6) 

Mean 

Commercial 
0.0 0.0 0.2 1.6 21.7 76.6 5.75 

Private 
0.3 0.0 0.0 4.6 26.2 68.9 5.63 

Overall 
0.12 0.0 0.12 2.75 23.4 73.6 5.70** 

Percentages may not equal 100 because of rounding. 

Response Code: 1 = “Poor” and 6 = “Perfect” 

*** Differences between group type statistically significant at the p=< .001 level 
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Importance of Visitor Experiences 

Respondents were provided a list of possible reasons to visit the White Salmon River on their 

trip.  They were given nine different options ranging from relaxation and stress relief to 

challenge and physical exercise, and were asked to rank them on a scale of 1 (not at all 

important) to 5 (extremely important)(Table 15).   

 

➢ The most important reasons why visitors recreate on the White Salmon River, includes, 

to be outdoors (mean = 4.55), to experience natural surroundings (mean = 4.55), to be 

with my friends (mean = 4.35) and to get away from the regular routine (mean = 4.31)  

➢ Although to get away from the regular routine and to be with family and friends is an 

important reason why visitors go to the White Salmon River for recreation, it is mainly 

about being in natural surroundings and to be outdoors.  

 

Table 15. Summary of Importance of Visitor Experiences 

Importance Item 

N
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 ---Percent--- 

To be outdoors 0.5 0.5 4.7 32.2 62.2 4.55 

For relaxation 2.2 5.0 15.2 35.1 42.4 4.12 

To get away from the regular routine 2.3 2.9 8.2 34.7 60.0 4.31 

For the challenge or sport 2.4 4.6 15.4 31.9 45.7 4.14 

For family recreation 13.8 9.0 13.4 29.5 34.3 3.62 

For physical exercise 3.7 10.0 21.6 30.5 34.1 3.81 

To be with my friends 1.6 3.0 7.6 34.3 53.6 4.35 

To experience natural surroundings 0.0 1.4 3.5 33.6 61.5 4.55 

To develop my skills 9.1 11.0 19.5 23.2 37.1 3.68 

Percentages may not equal 100 because of rounding. 

Response Code: 1= “Not at all Important” and 5 = “Extremely Important” 
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Differences in Importance of Visitor Experiences by Group Type 

A comparison was done to see if there were any differences in the mean scores of the importance 

of visitor experiences based upon respondents’ group type (commercial or private) (Table 16).  

Visitors were asked to rate them on a 5-point scale where 1 is not at all important and 5 is 

extremely important.  Six of the nine reasons for recreating resulted in significant difference 

between commercial groups and private groups.   

 

➢ To get away from the regular routine is more important to visitors in commercial groups 

(mean = 4.33) than visitors in private groups (mean = 4.28). 

➢ Similarly, visiting the White Salmon River for family recreation is more important to 

visitors in commercial groups (mean = 3.85) than visitors in private groups (mean = 

3.23). 

➢ Conversely, to be with my friends is more important to visitors in private groups (mean = 

4.41) than those in commercial groups (mean = 4.31). 

➢ Visitors that recreate in private groups (mean = 4.41) feel the challenge of the sport is 

more important than commercial visitors (mean = 3.96). 

➢ Recreating for physical exercise is more important to visitors in private groups (mean = 

4.07) than visitors in commercial groups (mean = 3.65). 

➢ Visitors in private groups (mean = 4.29) feel to develop my skills is more important than 

visitors in commercial groups (mean = 3.29). 

 

Table 16. Differences in Importance of Visitor Experiences by Group Type 

Importance Item Commercial Private Overall 

 ---Mean--- 

To be outdoors*** 4.47 4.68 4.55 

For relaxation*** 4.01 4.24 4.10 

To get away from the regular routine 4.33 4.28 4.31 

For the challenge or sport*** 3.96 4.41 4.14 

For family recreation*** 3.85 3.23 3.61 

For physical exercise*** 3.65 4.07 3.81 

To be with my friends 4.31 4.41 4.35 

To experience natural surroundings*** 4.50 4.64 4.55 

To develop my skills*** 3.29 4.29 3.68 

Response Code: 1= “Not at all Important” and 5 = “Extremely Important” 

* Differences between group type statistically significant at the p=< .05 level 

** Differences between group type statistically significant at the p=< .01 level 

*** Differences between group type statistically significant at the p=< .001 level 
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Most Important Reason to Visit 

Visitors were asked which reason was the most important reason as to why they visited the 

White Salmon River (Table 17). 

 

➢ Almost half (49.9%) of visitors reported the most important reason to visit the White 

Salmon River is it’s a good place to do the outdoor activities they enjoy.  Nearly one 

third (31.7%) went there to spend more time with their companions. 

➢ Close proximity to home does not tend to be an important reason why visitors are coming 

to the White Salmon River. 

 

Table 17. Summary of Most Important Reason to Visit 

Most Important Reason to Visit 
Frequency 

Valid 

Percent 

Went there to enjoy the place itself 135 16.2 

Went there because it’s a good place to do the outdoor 

activities they enjoy 
416 49.9 

Went there to spend more time with companions 264 31.7 

Went there because it’s close to home 19 2.3 

Percentages may not equal 100 because of rounding. 
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Differences in Most Important Reason to Visit by Group Type 

A comparison of the most important reason for visit based on group type was done to identify 

any relationships (Table 18).  Visitors were asked what the most important reason was for their 

visit to the White Salmon River.  Results show there is a relationship between group type and 

their most important reason for visiting the White Salmon River.   

 

➢ Visitors in private groups (59.9%) were more likely to visit the White Salmon River 

because it is a good place to do the activities they enjoy than visitors in commercial 

groups (43.1%)   

➢ Spending more time with my companions is more important to commercial visitors 

(40.8%) than private visitors (18%).   

➢ Being close to home did not seem to be a factor as to why respondents visited the White 

Salmon River.  

 

Table 18. Differences in Most Important Reason to Visit by Group Type 

Most Important Reason to Visit*** 

Commercial Private Overall 

---Percent Within--- 

Went there to enjoy the place itself 15.3 17.7 16.2 

Went there because it’s a good place to do the 

outdoor activities they enjoy 
43.1 59.9 49.7 

Went there to spend more time with companions 40.8 18.0 31.9 

Went there because it’s close to home 0.8 4.4 2.2 

Percentages may not equal 100 because of rounding. 

*** Differences between group type statistically significant at the p=< .001 level 
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Experience Preferences 

Visitors were asked what type of experience they feel should be provided on the White Salmon 

River (Table 19).  

 

➢ When visitors were asked what type of experience they think should be provided on the 

White Salmon River, over one-third (31.9%) reported undeveloped recreation.  Another 

31.4% felt semi-wilderness opportunities should be provided. 

➢ Less than 5% of visitors felt there should be social type opportunities provided.  

 

Table 19. Summary of Experience Preferences 

 Frequency 
Valid 

Percent 

Which category best describes the experience you think should be provided on the White 

Salmon River? 

Wilderness: where solitude is part of the experience 150 18.0 

Semi-wilderness: where complete solitude is not expected 264 31.6 

Undeveloped recreation: where you expect to see other 

people some of the time 
265 31.7 

Scenic recreation: where you expect to see other people 

much of the time 
120 14.4 

Social recreation: where seeing many people is part of the 

experience 
36 4.3 
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Differences in Experience Preferences by Group Type 

Visitors were asked what type of experience they felt should be provided on the White Salmon 

River.  A comparison procedure was conducted to identify any relationship between commercial 

groups and private groups regarding their preference as to what type of experience should be 

provided (Table 20).  Results show there is a relationship between group type and the type of 

experience that should be provided on the White Salmon River. 

 

➢ Both commercial groups (28%) and private groups (37%) prefer most to have 

undeveloped recreation opportunities be provided along the White Salmon River.  

➢ Commercial visitors (34%) prefer semi-wilderness more so than private users (27%) 

 

Table 20. Differences in Experience Preferences by Group Type 

Experience Preference*** Commercial Private Overall 

Which category best describes the experience you think should be provided on the White 

Salmon River? 

 ---Percent Within--- 

Wilderness: where solitude is part of the 

experience 
22.6 10.7 18.0 

Semi-wilderness: where complete solitude is 

not expected 
34.4 27.3 31.6 

Undeveloped recreation: where you expect to 

see other people some of the time 
28.1 37.4 31.7 

Scenic recreation: where you expect to see other 

people much of the time 
11.4 19.0 14.4 

Social recreation: where seeing many people is 

part of the experience 
3.5 5.5 4.3 

Percentages may not equal 100 because of rounding. 

*** Differences between group type statistically significant at the p=< .001 level 
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Perception of Crowding 

Respondents were asked to rate their perception of crowding on their trip to the White Salmon 

River, using a 9-pt. scale, with 1 being not at all crowded and 9 being extremely crowded (Table 

21).   

 

➢ Almost two-thirds (60.5%) of visitors felt it was not crowded at all on their visit.   

➢ About one-quarter (26.5%) felt is was slightly crowded and another 12.5% felt it was 

moderately crowded.   

➢ On average, visitors rated their perception of crowding as 2.52. 

 

Table 21. Summary of Perception of Crowding 

Perception of 

Crowding (%) 

1 2 3 4 5 6 7 8 9 

Mean Not at all 

Crowded 

Slightly 

Crowded 

Moderately 

Crowded 

Extremely 

Crowded 

 34.1 26.4 16.6 9.9 5.9 4.4 2.2 0.5 0.0 2.52 
Percentages may not equal 100 because of rounding. 

Response Code: 1 = “Not Crowded at all” and 9 = “Extremely Crowded” 
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Differences in Perception of Crowding by Group Type 

A comparison was done in order to see if there were any differences in the mean scores of 

crowding based upon respondents’ group type (commercial or private) (Table 22).  Visitors were 

asked how crowded they felt during their trip on a 9-point scale where 1 is not at all crowded and 

9 is extremely crowded.   

 

➢ Visitors in both commercial and private groups (means = 2.51 & 2.53, respectively) 

reported they felt similar levels of crowding, which were overall very low, between not at 

all crowded and slightly crowded.   

 

Table 22. Differences in Perception of Crowding by Group Type 

Perception of 

Crowding (%) 

1 2 3 4 5 6 7 8 9 

Mean Not at all 

Crowded 

Slightly 

Crowded 

Moderately 

Crowded 

Extremely 

Crowded 

Commercial 32.4 26.9 18.7 10.1 5.1 4.9 1.6 0.4 0.0 2.51 

Private 36.2 26.1 13.2 9.8 7.4 3.4 3.4 0.6 0.0 2.53 

Overall 34.1 26.4 16.6 9.9 5.9 4.4 2.2 0.5 0.0 2.52 
Percentages may not equal 100 because of rounding. 

Response Code: 1 = “Not Crowded at all” and 9 = “Extremely Crowded” 
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Crowding and Visibility of Others 

Visitors were asked to respond to questions asking the number of times they saw other groups, 

the percent of the time they saw other groups and how long they had to wait before they could 

start their trip.  Visitors were also asked how the actual number of people they saw related to the 

number of people they expected to see while on their trip (Table 23).   

 

➢ Almost all (93%) of visitors reported they did not have to wait before starting their trip.  

Another 5.7% indicated that they waited up to 10 minutes and just under 1.5% reported 

they had to wait over 11 minutes for other parties to leave before starting their trip.  . 

➢ Very few 6%) of visitors reported that they were in sight of others over 51% of the time 

while on their trip.  Just under half (42.6%) of visitors reported that 1 to 10% of the time 

they were in sight of other groups and another 15% stated there were in sight of other 

groups 21 to 50 percent of the time.  On average, visitors were in sight of other groups 

17.54% of the time.   

➢ Just 21.8% of the visitors reported that they did not see others while on their trip.  The 

majority (65%) of visitors saw others 1 to 5 times and only 3% reported seeing others 

more than 11 times during their trip.  On average, visitors saw others during their trip 

3.20 times.  
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Table 23. Summary of Crowding and Visibility of Others 

 
Frequency 

Valid 

Percent 

How long did you have to wait for other parties to leave before you could start your trip? 

No wait 788 92.9 

1 to 10 minutes 48 5.7 

11 to 30 minutes 11 1.3 

More than 30 minutes 1 0.1 

Mean (# minutes)  0.63 overall; 8.97 if any wait 

   

While you were on the White Salmon River today, about what percent of the time were 

you in sight of other groups? 

Never 187 22.3 

1 to 10 percent 359 42.6 

11 to 20 percent 116 13.8 

21 to 50 percent 127 15.1 

More than 51 percent 79 6.0 

Mean (percentage) 17.54 

   

How many times did you see other groups while you were on the White Salmon River? 

Never 183 21.8 

1 or 2 times 298 35.6 

3 to 5 times 246 29.4 

6 to 10 times 84 10.0 

More than 11 times 27 3.2 

Mean (# times) 3.20 

Percentages may not equal 100 because of rounding. 
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Waiting Time Preferences 

 

Visitors were asked to respond to what they thought would be an appropriate wait time (if any) 

and the number of times they felt it would be ok to see others.  Visitors were also asked what 

percentage of time would be acceptable to see other groups and how long of a wait would be 

appropriate at choke points and crowded areas (Table 24).   

 

➢ Almost all (88%) of visitors felt it mattered if they had to wait for others before starting 

their trip.  Almost half (47.8%) reported they would wait up to 10 minutes and another 

47% reported they would wait 11 to 30 minutes before starting their trip.   

➢ Fewer than 4% reported that there should not be a wait time and another 1.4% said they 

would wait more than 31 minutes before starting their trip.  On average, visitors are 

willing to wait 13.68 minutes. 

➢ Over two-thirds (69%) of respondents reported that it does not matter if they see other 

groups while on the river.  Close to half (46%) of visitors reported it was ok to see others 

3 to 5 times during their trip.  About one-quarter (24.5%) indicated that it was ok to see 

others 1 or 2 times and less than 4% reported seeing no one was ok during their trip.   

➢ Only 5.4% stated it was ok to see others more than 11 times.  On average, respondents 

reported it was ok to see others 5.42 times during their trip on the river.    

➢ Just under half (48.5%) of respondents reported that it is acceptable to see others 21 to 

50% of the time during their trip.  Another 22% felt it is ok to see others more than 51% 

of the time.  On average, visitors reported that it is acceptable to see others 42.77% of the 

time during their trip on the river.   
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Table 24. Summary of Waiting Time Preferences 

 
Frequency 

Valid 

Percent 

If you have to wait for other parties before you can start your trip, it would be OK to 

wait as long as: 

It doesn’t matter 100 11.9 

It does matter 740 88.1 

If yes…   

No wait 28 3.8 

1 to 10 minutes 354 47.8 

11 to 30 minutes 348 47.0 

More than 31 minutes 10 1.4 

Mean (# minutes) 13.68 

   

While on the river, it would be OK to see groups: 

It doesn’t matter 396 47.3 

It does matter 441 52.7 

If yes…   

Never 17 3.9 

1 or 2 times 108 24.5 

3 to 5 times 204 46.3 

6 to 10 times 88 20.0 

11 or more times 24 5.4 

Mean (# times) 5.42 

   

What would be an acceptable percentage of time to see other groups while you are 

visiting the White Salmon River? 

0 percent 6 .7 

1 to 10 percent 88 10.4 

11to 20percent 155 18.3 

21 to 50 percent 411 48.5 

More than 51 percent 187 22.1 

Mean (percentage) 42.77 

Percentages may not equal 100 because of rounding. 
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Comparisons of Expectation versus Performance of Wait Times and Visibility of Others 

Managers of the White Salmon River feel a better understanding of visitors’ expectations and 

actual experiences is needed.  This information will allow managers to maintain high quality 

recreation opportunities and respond to the demand for water-based recreation opportunities.  

Expectation is what the visitor expects from the experience and performance is what they 

actually experienced. 

Visitors were asked what their expectation is regarding how long to wait before starting their 

trip, how many groups is OK to see during their trip and what is an acceptable percentage of time 

they are in sight of other groups.  Visitors were then asked how long did they have to wait before 

starting their trip, how many groups did they see on their trip and what percentage of their trip 

were they in sight of other groups (Table 25).   

 

➢ On average, visitors felt that 13-14 minutes is reasonable to wait before starting their trip.  

However, visitors reported they actually waited less than 14 minutes (mean = 0.63 

minutes overall; 8.97 minutes if any wait).  

➢ Visitors to the White Salmon River feel it is OK to see other groups 43% of the time, on 

average, whereas other groups were actually seen only 17.5% of the time on average.   

➢ Visitors’ expectation as to how many other groups are acceptable to see during their trip 

was 5.4 times on average.  Visitors reported (mean = 3.2) that they saw approximately 

two less groups than what they expected.   

➢ The majority (84%) of visitors reported 15 people or less when asked what their preferred 

group size is to run the river.  Correspondingly, when asked how many people are in their 

group, the vast majority (92.6%) stated 15 people or less. 

➢ About half of the visitors (49%) reported seeing about what they expected to see during 

their trip with respect to amount of other people.  Just over one-quarter (27%) reported 

seeing fewer people than they expected.   

➢ A large majority (85%) of visitors reported that it does matter if they have to wait at 

choke points or crowded areas before they can participate in their recreation activity.  

Over two-thirds (70.6%) felt that fewer than 10 minutes is an appropriate wait time.  On 

average, respondents reported that it was ok to wait at choke points and other crowded 

areas 10.78 minutes before they start their trip.   
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Table 25. Comparisons of Expected and Performance of Wait Times and Visibility of Others 
 Expectation Performance 

 How long is it OK to wait before you 

can start your trip? 

How long did you have to wait before 

starting your trip? 

 Frequency Valid Percent Frequency Valid Percent 

It doesn’t matter 100 11.9 --- --- 

It does matter 740 88.1 --- --- 

No wait 28 3.8 788 92.9 

1 to 10 minutes 354 47.8 48 5.7 

11 to 30 minutes 348 47.0 11 1.3 

More than 30 minutes 10 1.4 1 0.1 

Mean (# minutes) 13.68 0.63 overall; 8.97 if any wait 

 

What percent of time would it be OK 

to see other groups? 

What percent of time were you in 

sight of other groups? 

Never 6 .7 187 22.3 

1 to 10 percent 88 10.4 359 42.6 

11 to 20 percent 155 18.3 116 13.8 

21 to 50 percent 411 48.5 127 15.1 

More than 51 percent 187 22.1 79 6.0 

Mean (percentage) 42.77 17.54 

 

While on the river, how many times 

would it be OK to see other groups? 

How many times did you see other 

groups on your trip today? 

It doesn’t matter 396 47.3 --- --- 

It does matter 441 52.7 --- --- 

Never 17 3.9 183 21.8 

1 or 2 times 108 24.5 298 35.6 

3 to 5 times 204 46.3 246 29.4 

6 to 10 times 88 20.0 84 10.0 

11 or more times 24 5.4 27 3.2 

Mean (# times) 5.42 3.20 

 

With which size group would you 

prefer to run the river? 

How many people are in your group 

today? 

Small (5 or fewer) 463 54.5 546 64.3 

Medium (6-15) 251 29.6 240 28.3 

Large (16-25) 35 4.1 63 7.4 

Makes no difference 100 11.8 --- --- 

   Mean = 6.5 

How did the number of people you saw during your visit on the White Salmon River compare with what 

you expected to see? 

A lot less than you expected 76 9.0 

A little less than you expected 152 17.9 

About what you expected 412 48.6 

A little more than you expected 120 14.2 

A lot more than you expected 39 4.6 

You didn’t have any expectations 48 5.7 

If you have to wait for other parties at choke points or crowded areas before starting, it would be OK to 

wait as long as: 

It doesn’t matter 131 15.4 

It does matter 717 84.6 

If yes…   

No wait 18 2.5 

1 to 10 minutes 488 68.1 

11 to 20 minutes 177 24.7 

21 to 30 minutes 27 3.8 

More than 31 minutes 7 1.0 

Mean (# minutes) 10.78 

Percentages may not equal 100 because of rounding.
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Differences in Expectation versus Performance of Wait Times and Visibility of Others by 

Group Type 

A comparison was done to identify any differences in the mean scores of visibility of others and 

wait time preference questions based upon respondents’ group type (commercial or private) 

(Table 26).  Expectation variables that showed significant differences in group type included, 

percentage of time seeing other groups, number of times seeing other groups, and preferred 

group size.  Performance variables also showed significant differences in three variables; what 

percent of time were you in sight of others, how many times did you see other groups, and total 

group size.  

 

Expectation: 

➢ When visitors were asked how long is it ok to wait at the start of a trip, commercial 

groups (mean = 13.16 minutes) were willing to wait slightly less than private groups 

(mean = 14.12 minutes)   

➢ Similarly, visitors were also asked how long is it ok to wait at crowded points during 

their trip; again commercial groups (mean = 10.67 minutes) were willing to wait slightly 

less than private groups (mean = 10.90 minutes).   

➢ Visitors in private groups (91.8%) are more likely to prefer small to medium size groups 

to run the river than commercial groups (79.2%).  Private groups prefer significantly 

smaller group size than commercial groups.  Group size makes no difference (doesn’t 

matter for expectation) more so for visitors from commercial groups (14.4%) than 

visitors from private groups (7.6%).   

 

Performance: 

➢ Visitors were asked how long they had to wait before they could begin their trip. A large 

majority of all visitors reported no wait time before starting their trip. Of those that did 

have to wait, commercial groups (mean = 7.97 minutes) had to wait less time to start their 

trip on the White Salmon River than private groups (mean = 9.97 minutes). 

➢ Visitors were asked what percentage of time they were in sight of other groups while on 

their trip.  Those recreating in commercial groups (mean = 15.11 percent) were in sight of 

others a lower percentage of the time than visitors in private groups (mean = 21.35 

percent).   

➢ On average, there were fewer people in private groups (mean = 4.85) than commercial 

groups (mean = 7.53).   
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Table 26. Differences in Expectation versus Performance of Wait Times and Visibility of 

Others by Group Type (Percentages) 
 Expectation Performance 

 How long is it OK to wait before 

you can start your trip? 

How long did you have to wait before starting 

your trip? 

 Commercial Private Overall Commercial Private Overall 

It doesn’t matter 10.1 14.7 11.9 --- --- --- 

It does matter 89.9 85.3 88.1 --- --- --- 

No wait 2.4 6.1 3.8 94.1 90.8 92.9 

1 to 10 minutes 49.7 44.8 47.8 5.1 6.7 5.7 

11 to 30 minutes 47.3 46.6 47.0 0.6 2.4 1.3 

More than 30 minutes 0.7 2.5 1.4 0.1 0.0 0.1 

Mean (# minutes) 

13.16 14.12 13.68 

0.47 overall; 

7.97 if any 

wait 

0.91 overall; 

9.97 if any 

wait 

0.63 overall; 

8.97 if any 

wait* 

 

What percent of time would it be 

OK to see other groups? 

What percent of time were you in sight of 

other groups? 

Never 1.0 0.3 .7 25.9 16.5 22.3 

1 to 10 percent 14.3 4.9 10.4 47.4 35.5 42.6 

11 to 20 percent 22.7 11.7 18.3 11.5 17.4 13.8 

21 to 50 percent 46.7 51.5 48.5 9.7 23.5 15.1 

More than 51 percent 15.4 31.9 22.1 5.5 7.0 6.0 

Mean (percentage) 37.61 50.31 42.77*** 15.11 21.35 17.54*** 

 

While on the river, how many 

times would it be OK to see other 

groups? 

How many times did you see other groups on 

your trip today? 

It doesn’t matter 45.3 50.5 47.3 --- --- --- 

It does matter 54.7 49.5 52.7 --- --- --- 

Never 6.1 0.0 3.9 26.7 14.7 21.8 

1 or 2 times 33.6 8.7 24.5 37.0 33.0 35.6 

3 to 5 times 45.4 47.8 46.3 29.2 29.4 29.4 

6 to 10 times 12.9 32.3 20.0 5.7 16.8 10.0 

11 or more times 2.1 11.2 5.4 1.4 6.1 3.2 

Mean (# times) 4.01 7.88 5.42*** 2.35 4.52 3.20*** 

 

With which size group would you 

prefer to run the river?*** How many people are in your group today? 

Small (5 or fewer) 40.0 77.7 54.5 54.0 80.1 64.3 

Medium (6-15) 39.2 14.1 29.6 35.9 16.8 28.3 

Large (16-25) 6.4 0.6 4.1 10.1 3.1 7.4 

Makes no difference 14.4 7.6 11.8 --- --- --- 

Mean (# in group) --- --- --- 7.53 4.85 6.50*** 

How did the number of people you saw during your visit on the White Salmon River compare with what you 

expected to see?*** 

 Commercial Private Overall 

A lot less than you expected 7.6 10.7 9.0 

A little less than you expected 12.9 26.0 17.9 

About what you expected 49.7 46.8 48.6 

A little more than you expected 18.2 8.3 14.2 

A lot more than you expected 5.3 3.7 4.6 

You didn’t have any expectations 6.3 4.6 5.7 

Percentages may not equal 100 because of rounding 

* Differences between group type statistically significant at the p=< .05 level 

** Differences between group type statistically significant at the p=< .01 level 

*** Differences between group type statistically significant at the p=< .001 level 
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Table 37. Differences in Expectation versus Performance of Wait Times and Visibility of 

Others by Group Type continued 
If you have to wait for other parties at choke points or crowded areas before starting, it would be 

OK to wait as long as: 

 Commercial Private Overall 

It doesn’t matter 12.5 20.2 15.4 

It does matter 87.5 79.8 84.6 

If yes…    

No wait 2.2 3.1 2.5 

1 to 10 minutes 69.9 65.0 68.1 

11 to 20 minutes 23.2 26.9 24.7 

21 to 30 minutes 4.2 3.1 3.8 

More than 31 minutes 0.4 1.9 1.0 

Mean (# minutes) 10.67 10.90 10.78 

Percentages may not equal 100 because of rounding 

* Differences between group type statistically significant at the p=< .05 level 

** Differences between group type statistically significant at the p=< .01 level 

*** Differences between group type statistically significant at the p=< .001 level  
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Conclusions 

 

This report provides a wealth of information about the characteristics, behaviors, and attitudes of 

visitors to the White Salmon River.  The focus of this investigation was an evaluation of visitor 

perceptions of current conditions at river areas due to growing visitation and congestion at certain 

sites on the White Salmon River.  The results published in this report are a compilation of the 

data collected and analyzed at sites along the White Salmon River during the recreation season 

(June through September) of 2019.  These data were analyzed across segments using differences 

in group type, 

 

The results indicate that visitors to the White Salmon River are generally quite satisfied with their 

visits and the all visitors sampled did not have any conflicts with other groups.  There were more 

first time visitors in commercial groups than private groups, yet the overall pattern was about half 

first time visitors and half repeat visitors.  Commercial visitors tend to spend less time recreating 

on the White Salmon River during a year than visitors from private groups.  Similarly, visitors 

from commercial groups spend less time recreating at other rivers in a year than visitors from 

private groups.   

 

Satisfaction 

Regarding overall satisfaction levels, most respondents were clearly satisfied with their recreation 

experience and with the quality domains and attributes listed on the survey instrument.  

Differences were noted across the quality domains and group type.  Visitors from commercial 

groups rated all five quality domains (health and cleanliness, safety and security, condition of 

facilities, responsiveness of staff and recreation setting) higher than visitors from private groups.  

Several quality attributes were found to be significantly different by group type.  Private visitors 

rated the trip to the White Salmon River as well worth the money at a higher rate than 

commercial visitors.  Commercial visitors rated the balance between social and biological values 

in management higher than private visitors.  Commercial visitors also agreed that others 

increased their enjoyment and the river and its surroundings are in good condition more so than 

visitors in private groups.  Commercial visitors also disagreed more so that they had to avoid 

areas due to too many people.  Commercial visitors also disagreed more that the number of 

people and behavior of other people reduced their enjoyment or interfered with their experience 

than private visitors.   

 

Visitor Experiences and Reason to Visit 

This section of the study provides information about the importance of visitor experiences, most 

important reason to visit the White Salmon River and the type of experience they feel should be 

provided along the river.  The data clearly shows that visitors to the White Salmon River are 

interested in experiencing the outdoor natural surroundings along this wild and scenic river.  

Being outdoors in natural surroundings, getting away from the regular routine and being with 

friends are very important to these recreationists.   

 

Differences in group type shows that commercial visitors are there to experience the natural 

surroundings and outdoors while spending time with family and friends, whereas users from 

private groups are more interested in pursuing recreation for the challenge or sport, physical 

exercise and to develop their skills more so than commercial visitors.   

Overall, respondents’ most important reason to visit the White Salmon River is because it is a 

good place to do the outdoor activities they enjoy.  Results found differences between group type 

where those users in private groups are there because it is a good place to do their activities they 

enjoy and users from commercial groups are there not only because it is a good place to do their 
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activities, but also to spend time with their companions.  The White Salmon River being close to 

home does not seem to be an important factor in why visitors come to the river to recreate.   

 

Most visitors would prefer to have either semi-wilderness and/or undeveloped recreation, where 

complete solitude is not expected and you would expect to see other people some of the time, 

provided along the river.  Differences were found in group type for this variable.  Visitors in 

private groups prefer undeveloped recreation more so that commercial visitors who also prefer 

semi-wilderness opportunities.   

 

Perception of Crowding 

Overall, visitors did not feel crowded during their visit to the White Salmon River.  Almost no 

differences were found across group type.  Visitors in commercial groups felt very slightly less 

crowded than visitors in private groups.  Visitors also reported that they prefer to come in small 

to medium size groups when visiting the White Salmon River.  Those in commercial groups 

preferred small and medium size groups almost identically, while users in private groups greatly 

preferred small groups to run the river.  

 

Expectation versus Performance 

Overall, visitors to the White Salmon River indicated that they saw about what they expected to 

see when it came to other visitors along the river.  Visitors indicated that it does matter if they 

have to wait before starting their trip, however results show that the amount of time visitors had 

to wait was within the acceptable time visitors indicated.  White Salmon visitors reported that it 

doesn’t matter as much if they see others during their trip.  On average, visitors said it is ok to 

see others 5.4 times during their trip and visitors reported that they saw others 3.2 times, on 

average, during their trip down the river.  Visitors also reported that they saw others 17.5% of the 

time, on average, which falls within the acceptable percentage of time (mean = 42.8%) to see 

others as indicated by the visitors.  Visitors to the river reported that it does matter if they have to 

wait at crowded points along the river.  On average, visitors felt 11 minutes would be appropriate 

to wait if needed at crowded areas.   

 

Significant differences were found across group type for expectation versus performance 

variables regarding wait times and visibility of others.  Visitors from commercial groups reported 

that they had to wait an average of 8 minutes before starting their trip (if at all), yet reported that 

it would be acceptable to wait up to 13 minutes.  Respondents in private groups reported they 

had to wait longer (10 minutes, if at all) than visitors in commercial groups and indicated that it 

would be ok to wait up to 14 minutes before starting their trip.  Commercial groups reported that 

they were in sight of other groups a lower percentage of time (15%) than those in private groups 

(21%); however, both commercial and private groups feel it would be ok to see others, on 

average, 37 to 50 percent of the time.  Visitors from commercial groups and private groups both 

reported that it did matter if they had to wait at crowded points on the river.  Those users in 

private groups were willing to wait slightly longer than those in commercial groups.   

 

This report is intended to be a representative snapshot of the White Salmon River visitors and is 

useful for managers to determine carrying capacity issues and satisfaction levels.  Although 

survey results indicate that visitors are quite satisfied with their visits and are not feeling overly 

crowded, visitor use levels and perceptions should continue to be monitored in the future. 
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Visitors were asked to rate and provide any comments on their trip to the White Salmon River today. 

 

Table A1. Trip Comments 
 Frequency 

Good/Great Time 44 

Great Guides 43 

Fun 25 

Beautiful River 19 

Water level low 18 

Beautiful Day/Weather/Scenery 15 

Amazing/Awesome 14 

First Time 12 

No problems/issues 9 

Great friends/company 7 

Crowded 4 

I loved it/this river 4 

Better than I expected/Exceeded expectations 3 

Fantastic 2 

Flipped over 2 

Hard to park  2 

Kind of Scary 2 

No swims 2 

Wanted to start at Oreletta  2 

Perfect 7 

Absolute Best, David was Magnificent 1 

Actually is a 7  1 

Andrew (PDX) was great! A lot of good 

information 

1 

any day outside it's a good day spent 1 

Casual lower lap 1 

Celebrating Birthday! 1 

Church 1 

Didn’t ran the waterfalls 1 

Drinking water at Bz Corner would be great 1 

Easy access 1 

Enjoyable/professional and wonderful 1 

Fabulous whitewater/challenging 1 

Favorite time on this river 1 

Forgiving level – feels safe 1 

Forgot a helmet  1 

Freaking Awesome 1 

Glad to be back out  1 
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Table A1. Trip Comments continued 

 Frequency 

Good training 1 

Good values 1 

Good water level 1 

Great access; no pollution 1 

Great white water 1 

Hell yeah! 1 

I didn’t bring a lot of food 1 

I don’t raft very often 1 

I felt safe 1 

I flip off today, it was my third time kayaking. I am learning. 1 

I got to play in a new boat 1 

I got wet 1 

I like the sorvgy 1 

I saw a golden eagle; the water was beautiful 1 

I should have worn a sweater. 1 

I sprained my uncle 1 

I swam 1 

I wanted more of everything 1 

I’m a local, came here for the river 1 

I’m easy to please 1 

Intense tour guide – made us feel scared  1 

It was exactly how I planned 1 

It was too advanced for me 1 

It was worth it  1 

It’s adjusting well – cause it was a lake 1 

Know the guide  1 

Less rocks 1 

Level of difficulty was excellent 1 

Looking forward to it every year 1 

Lots of different sections for different of levels. 1 

Make more rapids  1 

Messed up one rapid 1 

More information on what to bring 1 

My friend had some earwigs in her boats 1 

My son got his first swim 1 

Nice air temperature 1 
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Table A1. Trip Comments continued 
 Frequency 

Nice clear water;easy access 1 

No crowds, clean river 1 

Not as fun as the first time  1 

Not too busy 1 

One challenging part we had to walk  1 

One of our rafts rescue another private trip 1 

Our best white water experience 1 

Our favorite river 1 

Our guide did not stick with our group 1 

Outstanding 1 

Personal goals achieved 1 

Phenomenal Experience 1 

Porta potties dirty 1 

Quality of water, new ecosystems 1 

Smooth 1 

So cool 1 

Solo run 1 

Some flips 1 

Spectacular/fantastic 1 

The hip pads were a little loose 1 

The instructors are very enthusiastic 1 

The people we were supposed to meet didn’t 

meet us at the right spot 

1 

The portable is full 1 

The waterfall is no joke/near helmets! 1 

They got stocked sometimes while on the 

river but it was good  

1 

Wanted more challenge 1 

Wanted more rapids! 1 

Waterfalls – bust your lips 1 

We did the waterfall 1 

We worked well together 1 

Well managed river 1 

Well organized; we had a blast  1 
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Visitors were asked what they liked the most about the White Salmon River. 

 

Table A2. Like Most 

 Frequency 

Beauty/Beautiful 125 

Scenery 110 

The water (being clean, clear, cold, and white) 109 

Rapids 91 

Rafting 30 

Waterfalls 21 

Wilderness 21 

Nature 19 

People and Friends 19 

The river 17 

Husum Falls 16 

Access 14 

Scenic 13 

Views 12 

Pretty 10 

Runs all year  10 

Cliff Jump/Drops 9 

Close to home 9 

Fun 9 

Canyon  8 

Everything 8 

Level of Difficulty / Hard 7 

Wild and Wildlife 7 

Kayaking 6 

Outdoors 6 

Exciting 5 

Green and Quiet 5 

Water Clarity and Quality 5 

Awesome 4 

Gorgeous 4 

Solitude 4 

Quality 4 

Canyons 3 
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Table A2. Like Most continued 

 Frequency 

Natural Beauty 3 

Pristine 3 

Remoteness 3 

The whole experience 3 

Adventure 2 

Boating 2 

Community 2 

Dam 2 

Excitement 2 

Geology 2 

Glacier Water  2 

Guides 2 

Not Crowded 2 

Rocks 2 

The trip 2 

Terrain 2 

Weather 2 

Undeveloped 2 

A lot of action 1 

A wide variety of sections for different levels 1 

Amazing experience jumping into the water 1 

Basalt Columns 1 

Beaver Sharks 1 

Being in our backyard 1 

Biodiversity 1 

Bull riding 1 

Bump in the rapids 1 

Clean and nice views 1 

Cool down on summer day 1 

Environment 1 

Fast 1 

Features of the river; all the different classes 1 

Good adrenaline family activity 1 

Good for beginners 1 

History/rapids 1 

I drank out of the river 1 

It has an easy beginner section 1 
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Table A2. Like Most continued 

 Frequency 

It’s mostly level 2 rapids 1 

Landscape/fun rapids 1 

Never too low 1 

No pollution 1 

Peaceful and serene 1 

Plants 1 

Put in metal bars 1 

Rattlesnake 1 

Recreation 1 

Secluded 1 

Sites 1 

Solidarity 1 

Such an unspoiled area 1 

Sunshine 1 

Surroundings/Well managed 1 

Swimming holes/rapids 1 

The area/private 1 

The green truss 1 

The playfulness of the rapids/pristine views/clean water 1 

The props 1 

The quality of the water, the wilderness 1 

The variety of sections 1 

The whole experience of rafting 1 

Tranquility 1 

Undamned how it’s underdeveloped the people 1 

Upper gorge 1 

Variety of activities 1 

Very clean and protected; good guide 1 

Water temperature 1 

Wet planet 1 

You can be in the town and then you’re in nature 1 

You’re around water 1 
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Visitors were asked what they liked the least about the White Salmon River. 

 

Table A3. Like Least 

 Frequency 

No complaints 411 

Cold 139 

Crowded 37 

The Drive/Traffic/Distance 28 

Obstacles in the river (Rocks, Metal Pipes, Fallen trees) 22 

Commercial trips and other people 15 

Low water 15 

Housing and Developments 13 

Husum Falls including the parking 10 

Bugs (Bees, Yellow Jackets, Mosquitos) 9 

Restrooms/lack of bathroom facilities 8 

Wish it was longer/too short 8 

Dangerous, risk of injury, or got hurt 6 

Access points, put ins, take outs 5 

Challenging/difficult or lack of difficulty 5 

Getting stuck or slow area’s on the river 5 

Not enough rapids 5 

Temperature 5 

Portaging 4 

Surveys 4 

People cutting down trees 3 

Rafts 3 

Trash/Garbage on or around the river 3 

Accommodation options 2 

Beat down/up 2 

Have to wait for other boats from the same company 2 

Highway noise 2 

Hiking part 2 

Lack of Salmon 2 

Lack of wildlife 2 

Parking 2 

Private land close to the river 2 

That it’s over or too fast 2 

Toll bridge 2 

Wet planet 2 
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Table A3. Like Least continued 

 Frequency 

A little too aggressive 1 

All the metal structures made around the river 1 

All the rebar from the dam 1 

Bridge over the Columbia count 1 

Calm water 1 

Castle on the river 1 

Debris near dam site 1 

Expensive food 1 

Finishing 1 

Giving out 1 

Got a little chilly 1 

Helmets 1 

Hiking during the rafting 1 

Humbling 1 

I don’t have a crew to do the difficult runs 1 

Inexperienced paddlers 1 

It was a little scary 1 

Jump from the rock 1 

Lack of diversity 1 

Lack of regulation for the capacity number by the forest service 1 

Last mile paddling from Northwest Park to the Columbia was too 

slow 
1 

Limited access 1 

Long winter months 1 

Modern buildings 1 

Nearby road 1 

Negative human impacts to nature 1 

No beer 1 

No drinks on the boat 1 

No fish 1 

No good place for little children 1 

No online river gauge 1 

No play/surf spots 1 

Nobody to give back rubs. 1 

Not accessible to scouting 1 

Not as scary 1 

Not very adventurous rapids 1 
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Table A3. Like Least continued 

 Frequency 

Oregonians 1 

Poison Ivy 1 

Poison Oak 1 

Power plant 1 

Putting people in the water at the put in (BZ Corner) (water level) 1 

Removal of pits toilets 1 

SDS/private properties 1 

Skunk smell by the bridge 1 

Some bad pathways 1 

Some unprofessional companies 1 

Sometimes conflict with private owners with access to river 1 

Stinky bus and clothes 1 

The end 1 

The road 1 

The wind at the bottom 1 

There is industrial equipment at some points of the river 1 

There is no daylight all the time 1 

Waiting by the falls 1 

Walking up the hill at the take out 1 

Wear clothes and jackets during the river 1 

Wet boots 1 

Wet suits smell 1 

When we have bad springs 1 
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Visitors were asked what they would have managers improve regarding how people experience 

the White Salmon River. 

 

Table A4. Ask Managers to Improve 

 Frequency 

No suggestion/keep it as it is 471 

Improve bathrooms or add restrooms 57 

Improve or add take outs and put ins 46 

Improve the trails, walkways, and signs 30 

Regulate crowding, traffic, and parking 30 

Limit permits and less development 20 

Better access 19 

More and improved water fountains and drink choices (like beer, 

bars, and coffee) 
15 

Keep it clean  10 

Remove metal from the river 10 

Slow down the speed at Husum 10 

Remove trees and logs on the river 9 

Improve camps and add parks 8 

Improving commercial trips and commercial information 7 

More food options 7 

Add more trashcans 6 

Fish habitat  5 

Keep it wild 4 

More safety 4 

More information about the river’s history 2 

Report river flow  2 

A better life guard 1 

A charger set back for logging the river 1 

Aid wetplanet in rafting development 1 

Better communication between rafting companies 1 

Better restrictions on the constructions 1 

Bigger rafts 1 

Boat rails at the put ins 1 

Bz needs hand sanitizer 1 

Clearing of underbrush to reduce fire hazard 1 

Climate change 1 

Closer public campground 1 

Conserve it 1 
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Table A4. Ask Managers to Improve continued 

 Frequency 

Dangerous bridge on the run looks like it’s about to collapse 1 

Develop theWSR as an ecotourism destination (research about the true 

meaning of the word). Work more with commercial companies about 

nature conservation. Also change the target audience that is visiting to 

attract visitors who care about nature. 

1 

Different times to float per company 1 

Do not spray chemicals in the river because of invasive plants 1 

Don’t clear cut to the Riparian? 1 

Don’t clear the vegetation in front of your house 1 

Don’t let people build on the river 1 

Ensure continued river access for different segments (acquisitions). 

Segments; farmlands, green truss, middle, columbia 
1 

Find the balance between responsible visitor use and wilderness. Keep 

protecting the area. 
1 

Get a place to leave dogs 1 

Get rid of the castle that’s on the river 1 

Grocery stores and restrooms 1 

Have lockers 1 

I wish it could have more rapids 1 

Improve portables, restrooms, and changing rooms 1 

Improve the way lining the boat Husum Falls 1 

Interpretive media 1 

Keep groups staggered 1 

Keep it free 1 

Keep the water level high 1 

Limit the amount of plastic that can be taking rafting. 1 

Limit the amount of rafting from companies 1 

Limit the number of boaters 1 

Limit the number of outfitters 1 

Make people pay deeper fees if they do illegal things 1 

Make sure to orientate instructors 1 

Make the county enforce that land owners abide by wild and scenic 

regulations 
1 

Make the trip longer 1 

Make torn out dam safer. (--but I think the Forest Service already make it 

safer). 
1 

Mention the warnings of the river 1 
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Table A4. Ask Managers to Improve continued 

 Frequency 

Money into blowing deadbeat dams 1 

Monitoring for wood 1 

More efficient conservation 1 

More information about what is needed up front/sooner. (Before the trip) 1 

More law enforcement of traffic law at Husum 1 

More plants 1 

More ropes at the portage while we were hiking. (There is a apart of the 

river where people on commercial trips need to hike because they can’t 

run on the raft because of the danger). 

1 

More shady spots in the parking area for vehicles with dogs 1 

No Advertisements, make sure to keep sustainability in mind 1 

NWP - PDX Companies taking too much space. Husum - wet planet. 

Improve take outs (maybe some stairs) 
1 

Pay the guides more 1 

Pot holes in the parking lot 1 

Protect wildlife and river 1 

Regulate water extraction 1 

Remove that industrial equipment. Also improve put in at Husum falls 1 

Restore natural flora and fauna 1 

Ride the bull 1 

River map at northwest 1 

Sell swimming trunks 1 

Separate area to put in for observers 1 

Smaller group sizes 1 

Softer rocks ☺ 1 

Some watching for the security of the boaters at Husum falls every time 

they run the falls. Keep that person all the time. 
1 

Something to carry the raft. 1 

Spray the bees nests at the base of the wooden steps to maytag 1 

Stop cutting trees. Regulate private construction. Lobby county regulators 

to stop private construction. 
1 

There should be a buffer between the river and private properties where 

people should not cut trees. People have been cutting trees to near from 

the river. 

1 

There shouldn’t be a hiking during the rafting on the wet planet 

commercial trip 
1 

Use previously allocated land near from Husum Falls for a public put in 

and take out. 
1 
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Table A4. Ask Managers to Improve continued 

 Frequency 

Work at the erosion at Husum 1 

Working water at the bathroom BZ 1 
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Visitors were asked to look over a list of statements regarding their trip to the White Salmon 

River and indicate their level of agreement.  One statement asked if the behavior of other people 

at the White Salmon River interfered with the quality of my experience.  If they agreed, they 

were asked to describe the behavior. 

 

Table A5. Specify Behavior 

 Frequency 

Not specified 4 

Rowdy kids 1 

Polluting and disrespecting 1 

People doing unsafe, dumb things 1 

People that think they own the place 1 

 

 

 

 

 

 

Visitors were asked what country they are from if they were not from the United States. 

 

Table A6. International Location 

 Frequency 

Canada 18 

UK 2 

Germany 1 

Brazil 1 
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Visitors were asked to provide their zip code. 

 

Table A7. Zip Codes 

 Frequency 

98672 62 

97031 29 

97202 18 

Visitor is from another country 22 

97206 15 

97214 14 

97211 12 

97203 11 

97217 10 

97225 9 

97209 8 

97213 8 

97201 7 

97212 7 

97219 7 

98650 7 

98651 7 

97068 6 

97210 6 

97229 6 

97232 6 

98605 6 

97005 5 

97006 5 

97035 5 

97266 5 

98122 5 

98607 5 

98623 5 

97058 4 

97302 4 

97838 4 

98042 4 

98102 4 
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Table A7. Zip Codes continued 

 Frequency 

98115 4 

98136 4 

98610 4 

99336 4 

99353 4 

99354 4 

91006 3 

97007 3 

97024 3 

97218 3 

97220 3 

97222 3 

97239 3 

97301 3 

97330 3 

97405 3 

97701 3 

98103 3 

98109 3 

98225 3 

98296 3 

98502 3 

98619 3 

98642 3 

98682 3 

98686 3 

98826 3 

99337 3 

99352 3 

07960 2 

11104 2 

20009 2 

28607 2 

32303 2 

32708 2 

33770 2 

46220 2 
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Table A7. Zip Codes continued 

 Frequency 

46526 2 

53811 2 

54311 2 

70116 2 

78704 2 

83501 2 

83616 2 

84020 2 

84081 2 

89815 2 

90280 2 

91325 2 

91342 2 

94122 2 

94123 2 

95062 2 

96816 2 

97009 2 

97015 2 

97030 2 

97032 2 

97042 2 

97060 2 

97067 2 

97086 2 

97103 2 

97215 2 

97223 2 

97224 2 

97231 2 

97267 2 

97355 2 

97401 2 

97703 2 

97756 2 

97814 2 
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Table A7. Zip Codes continued 

 Frequency 

98012 2 

98045 2 

98105 2 

98107 2 

98116 2 

98119 2 

98208 2 

98229 2 

98375 2 

98405 2 

98501 2 

98503 2 

98506 2 

98513 2 

98625 2 

98660 2 

98664 2 

98683 2 

98685 2 

98801 2 

98926 2 

98930 2 

98938 2 

99320 2 

99338 2 

02840 1 

04930 1 

04939 1 

06004 1 

06355 1 

06371 1 

06880 1 

09503 1 

09905 1 

10005 1 

10024 1 
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Table A7. Zip Codes continued 

 Frequency 

10027 1 

10032 1 

10036 1 

10128 1 

10605 1 

11215 1 

11234 1 

11373 1 

19512 1 

20037 1 

20132 1 

20817 1 

20818 1 

21531 1 

22033 1 

27519 1 

27539 1 

27601 1 

28001 1 

28711 1 

28730 1 

29642 1 

30004 1 

30022 1 

30103 1 

30144 1 

30549 1 

31401 1 

32129 1 

32176 1 

32826 1 

33156 1 

33785 1 

34221 1 

37409 1 

38133 1 
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Table A7. Zip Codes continued 

 Frequency 

40401 1 

43035 1 

43055 1 

43227 1 

43240 1 

43302 1 

44236 1 

46032 1 

46617 1 

47401 1 

48009 1 

49009 1 

54216 1 

55305 1 

55331 1 

55403 1 

55415 1 

55417 1 

55431 1 

55901 1 

56544 1 

59715 1 

59801 1 

59901 1 

60142 1 

60610 1 

60614 1 

63011 1 

63021 1 

71957 1 

73034 1 

73103 1 

75022 1 

77006 1 

77007 1 

77384 1 
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Table A7. Zip Codes continued 

 Frequency 

78746 1 

78754 1 

80014 1 

80026 1 

80134 1 

80206 1 

80209 1 

80211 1 

80228 1 

80305 1 

80526 1 

81415 1 

81505 1 

81521 1 

81602 1 

81631 1 

81632 1 

82520 1 

83276 1 

83301 1 

83340 1 

83353 1 

83644 1 

84047 1 

84060 1 

84120 1 

84604 1 

85283 1 

85750 1 

87114 1 

88135 1 

89014 1 

89032 1 

89103 1 

89120 1 

89129 1 
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Table A7. Zip Codes continued 

 Frequency 

89436 1 

89501 1 

89503 1 

89672 1 

90035 1 

90048 1 

90049 1 

91214 1 

91364 1 

91390 1 

92008 1 

92064 1 

92068 1 

92084 1 

92128 1 

92260 1 

92399 1 

92658 1 

92683 1 

92807 1 

92869 1 

93055 1 

93403 1 

93455 1 

93504 1 

94043 1 

94105 1 

94110 1 

94112 1 

94117 1 

94538 1 

94611 1 

94960 1 

95201 1 

95556 1 

95835 1 
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Table A7. Zip Codes continued 

 Frequency 

95973 1 

96001 1 

96003 1 

96740 1 

96744 1 

96819 1 

97003 1 

97014 1 

97026 1 

97040 1 

97041 1 

97045 1 

97049 1 

97080 1 

97113 1 

97123 1 

97124 1 

97128 1 

97130 1 

97146 1 

97207 1 

97221 1 

97227 1 

97233 1 

97236 1 

97303 1 

97304 1 

97306 1 

97317 1 

97325 1 

97335 1 

97365 1 

97368 1 

97392 1 

97403 1 

97413 1 
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Table A7. Zip Codes continued 

 Frequency 

97477 1 

97527 1 

97604 1 

97620 1 

97672 1 

97702 1 

97818 1 

97830 1 

97882 1 

98006 1 

98008 1 

98011 1 

98027 1 

98030 1 

98033 1 

98040 1 

98058 1 

98067 1 

98074 1 

98101 1 

98117 1 

98118 1 

98121 1 

98125 1 

98126 1 

98148 1 

98203 1 

98254 1 

98258 1 

98270 1 

98271 1 

98277 1 

98317 1 

98368 1 

98370 1 

98373 1 
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Table A7. Zip Codes continued 

 Frequency 

98406 1 

98408 1 

98416 1 

98531 1 

98532 1 

98564 1 

98568 1 

98576 1 

98579 1 

98589 1 

98591 1 

98604 1 

98606 1 

98617 1 

98622 1 

98639 1 

98661 1 

98662 1 

98665 1 

98666 1 

98671 1 

98802 1 

98944 1 

99004 1 

99202 1 

99362 1 

99402 1 

99403 1 

99741 1 

99753 1 
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Table A8. Perceived crowding score (1= not at all crowded, 9 = extremely crowded) by survey location 

and user type. 

 

Survey Location Commercial Private Overall 

BZ Corner 2.29 N/A 2.29 

Husum Falls 2.55 2.60 2.57 

Northwestern Park 2.12 2.37 2.29 

River Drifters 2.37 N/A 2.37 

Wet Planet 2.94 4.0 2.97 

Zoller’s 2.36 4.33 2.38 

 

 

 

 

 

 

 

Table A9. Satisfaction score (1= poor, 6 = perfect) by survey location and user type. 

 

Survey Location Commercial Private Overall 

BZ Corner 6.0 N/A 6.0 

Husum Falls 5.72 5.59 5.66 

Northwestern Park 5.76 5.69 5.71 

River Drifters 5.68 N/A 5.68 

Wet Planet 5.74 6.0 5.75 

Zoller’s 5.89 5.67 5.87 
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Appendix B 

Survey Instrument 
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Gender M  F  Date: _____________ Time: ________   Location _______________ Interviewer__________ 

2019 White Salmon River Survey  

Please take a few minutes to answer these questions.  We are trying to learn more about the recreational use of 

the White Salmon River and your impressions are important to us.  All answers will be kept confidential. 

 

1. Which type of user group did you run the river with?  61.1% Commercial trip (outfitter)  38.9% Private group 

 

2.  Where did you begin your trip today?  See Appendix A 

 

3.  When you made plans to run the White Salmon, how far in advance did you make that decision? 

Mean = 2.87 months  Mean = 1.98 weeks  Mean = 2.15 days Mean = 3.23 hours 

4.  Overall, how would you rate your trip today? Mean = 5.7 

0.12%  Poor 

0%  Fair, it just didn’t work out very well 

0.12%  Good, but I wish a number of things could have been different 

2.7%  Very good, but it could have been better 

23.4%  Excellent, only minor problems 

73.6%  Perfect 

Comments:  See Appendix A 

5.  a. At the launch site, how long did you have to wait for other parties to leave before you could start your trip?   

Mean = 0.63 overall, 8.97 if you don’t count zero wait times # Minutes 

b.  How long did you have to wait for other parties at Husum Falls to portage/run the falls?  How many other 

boats were waiting at Husum to portage/run? 

Mean = 0.82 overall, 6.51 if you don’t count zero wait times  # Minutes       

Mean = 0.51 overall, 3.75 if you don’t count zero wait times  # Boats 

c.  How long did you have to wait for other parties at the take-out site? 

Mean = 0.24 overall, 5.59 if you don’t count zero wait times  # Minutes 

6. How did the number of people you saw during your visit to the White Salmon River compare with what you 

expected to see?  

____  9.0%    A lot less than you expected ____ 14.2%    A little more than you expected 

____ 17.9%    A little less than you expected ____  4.6%      A lot more than you expected 

____  48.6%    About what you expected ____  5.7%    You didn't have any expectations  

7.  How crowded did you feel during your visit to the White Salmon River [Circle one number] Mean = 2.52 

1 2 3 4 5 6 7 8 9 

Not at all Crowded Slightly Crowded Moderately Crowded Extremely Crowded 
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8.  While you were on the river today, about what percent of the time were you in sight of boats from other 

groups?  (circle a number) Mean = 17.5%  

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

 

9.  How many times did you see boats from other groups while you were on the river? If you saw the same boat 

more than once, count each time separately. 

  Mean = 3.1  times 

 

10.  With which size group would you rather run the river? 

54.5%  small (5 people or less)  4.1%  large (16-25 people) 

29.6%  medium (6-15 people)  11.8%   makes no difference to me 

 

11.  If you have to wait for other parties before you can start your trip, it would be O.K. to wait at the launch site 

as long as…..Mean = 13.52  minutes  11.8% it doesn’t matter to me 

 

12.  While on the river, it would be O.K. to see boats from other groups…? 

Mean = 5.43 times  47.3% it doesn’t matter to me 

 

13.  What would be an acceptable percentage of time to see boats from other groups while you are on the river?  

(circle a number)  Mean = 42.77% 

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

 

14.  If you have to wait for other parties to leave before you can portage or run the falls, it would be O.K. to wait 

as long as…..Mean = 10.81 minutes  15.4% it doesn’t matter to me 

 

15.  Which category best describes the experience you think should be provided on the White Salmon River? 

17.9%  Wilderness:  where solitude is part of the experience 

31.4%  Semi-wilderness:  where complete solitude is not expected 

31.9%  Undeveloped recreation: where you expect to see other people some of the time 

14.6%  Scenic recreation:  where you expect to see other people much of the time 

4.2%  Social recreation:  where seeing many people is part of the experience 

 

16.  a. During your trip, did you have any conflicts with other parties? 

0% yes 100% no 

  

      b. If yes, briefly describe who was involved and the nature of the conflict.  See Appendix A 

17.  a. During your trip, did you see any accidents or near misses on the river today? 

2.8% yes 97.2% no 

 

 If yes, briefly describe who was involved and the nature of the accident. 



84 

 

18.  Is this your first visit to the White Salmon River?   49.9%  Yes  50.1%  No   

[If no] In what year did you make your first visit to the White Salmon River?    _2011___  year 

  19a. In a typical year, how many days do you spend recreating on the White Salmon River?    

Mean = 26.37  days 

19b. In a typical year, how many days do you spend recreating at other rivers besides the White Salmon 

River?   Mean = 30.18  days 

 

20.a  Is your trip today…   27.7%  an overnight visit to this area 72.3%  a day trip [check one] 

 20b.  In total, how many days (or hours) long will this trip be?  

Mean = 4.16 days   Mean = 5.47 hours (if day trip)  

21.  What do you like MOST and LEAST about the White Salmon River?   

_____See Appendix A_____ MOST    _____See Appendix A_____ LEAST    

22.  If you could ask resource managers to improve some things about the way people experience the White 

Salmon River, what would you ask them to do? _____See Appendix A_____ 

23.  Overall, how would you rate the quality of each of the following at the White Salmon River: 
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Health and cleanliness 0 1.1 5.2 27.4 65.8 <1 4.59 

Safety and security 0 <1 8.4 28.6 60.6 1.8 4.52 

Condition of facilities <1 4.2 11.9 29.5 49.6 4.4 4.30 

Responsiveness of staff 0 <1 3.8 11.9 59.1 24.4 4.71 

Recreation setting 0 <1 3.6 18.7 76.7 <1 4.74 

 

24.  Please look at this list of statements that address your feelings about this trip to the White Salmon River.  

Please indicate your level of agreement with each of the statements listed below. 
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I thoroughly enjoyed my visit to the White Salmon River  0 0 <1 9.1 90.6 4.91 

I had the opportunity to recreate without feeling crowded <1 1.6 2.6 26.4 69.1 4.7 

I could find places to recreate without conflict from other 

visitors 
<1 <1 2.2 23.2 73.8 4.71 

My trip to the White Salmon River was well worth the 

money I spent to take it 
<1 <1 <1 15.0 82.4 4.81 

Recreation activities at the river were NOT compatible 60.9 33.0 3.9 <1 <1 1.47 

I was disappointed with some aspects of my visit to the 

river 
64.1 30.7 2.5 2.2 <1 1.44 
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I avoided some places at the river because there were too 

many people there 
58.7 31.3 5.1 3.7 <1 1.57 

There is a good balance between social and biological 

values in the management of the White Salmon River 
<1 1.6 11.4 41.5 44.0 4.31 

The number of people at the river reduced my enjoyment 41.1 44.5 9.9 3.5 <1 1.77 

The behavior of other people at the river interfered with 

the quality of my experience  

[if agree, specify behavior _____________________] 

51.8 42.1 4.7 <1 <1 1.6 

The other people at the river increased my enjoyment  2.6 8.3 34.6 32.2 21.9 3.63 

The river and its surroundings are in good condition <1 <1 1.9 38.4 58.3 4.54 

 

 

25.  Here is a list of possible reasons why people recreate at the White Salmon River.  Please tell me how 

important each item is to you as a reason for recreating at the White Salmon River. 

REASON 
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To be outdoors <1 <1 4.7 32.2 62.1 4.55 

For relaxation 2.2 5.0 15.2 35.0 42.3 4.11 

To get away from the regular 

routine 
2.3 2.9 8.1 34.6 51.8 4.31 

For the challenge or sport 2.4 4.5 15.3 31.8 45.6 4.20 

For family recreation 13.6 8.9 13.3 29.2 33.9 3.62 

For physical exercise 3.7 9.9 21.5 30.4 34.0 3.81 

To be with my friends 1.6 3.0 7.5 34.1 53.3 4.35 

To experience natural 

surroundings 
0 1.4 3.5 33.5 61.4 4.55 

To develop my skills 9.1 11.0 19.5 23.2 37.1 3.68 

 

 

 

 

26.  Which of the following was the most important reason for this visit to the White Salmon River? [please check 

only one] 

 16.1% I went there because I enjoy the place itself  

 49.8% I went there because it’s a good place to do the outdoor activities I enjoy 

 31.6% I went there because I wanted to spend more time with my companions 

 2.3% I went there because it was close to home 
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The last questions are about you personally and will be used only to categorize responses for different groups of 

visitors.  Your answers are anonymous and cannot be linked to you individually. 

 

27.  What is your home ZIP code? ___See Appendix A___    2.5%  Visitor is from another country 

 

28.  What is your age?   9.9%  16-20  30.0%  21-30  25.8%  31-40 

           19.0%  41-50  11.2%  51-60  3.5%  61-70 0.8%  over 70 

 

29.  What is your gender?  63.4%  Male  36.3%  Female  0.35%  Trans 

 

30.  How many people are in your group today?  Mean = 5.80  adults  

Mean = 0.76 overall, 3.79 when not counting zero groups  children up to 17 years 

 

31.  How many vehicles are in your group today?  Mean = 2.08  cars//trucks  

Mean = 0.04 overall, 1.23 when not counting zeros  trailers (any type) 

 

32.  How many watercraft were in your group today (total, including kayaks, rafts, etc.)? 

 Total # Watercraft   Mean = 4.28 

 # Kayaks  Mean = 1.06 

 # Rafts  Mean = 3.22 

 # Other Watercraft Mean = 0.03  (Describe other watercraft)      

 


