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INTRODUCTION 

Whitewater Wtldlife Management Area (WWMA) is a state-owned wildlife area 
located in southeastern Minnesota (see map on facing page). WWMA encom
passes nearly 27 ,400 acres, making it the sixth largest wildlife area managed by the 
state. Adjoining the southwest comer ofWWMA is Whitewater State Park, one of 
the more popular state parks in Minnesota. WWMA is within a easy drive of two 
regional population centers (Rochester and Winona) and is a 2 to 3 hour drive from 
the Twin Cities metropolitan area, where half of the state's four million people live. 

WWMA is situated in the driftless ( unglaciated) area of southeastern Minnesota. 
The landscape is composed of deep valleys and steep ravines. The natural re
sources of the area are highly diverse and, there~y, provide a wide range of recrea
tion opportunities. Wetlands in the area attract waterfowl, shorebirds and aquatic 
furbearers. .The area's deciduous fore st is habitat for deer, wild turkey, raccoon and 
ruffed grouse. The streams of the Whitewater River watershed provide a well 
known trout fishery. 

The resources of WWMA, as noted above, afford many types of outdoor recrea
tion. To better understand how recreators use WWMA, a year-long survey was 
conducted from June 1988 to June 1989. The survey was conducted continuously: 
each of the 52 weeks was surveyed. For a typical week, both weekend days and 
two randomly selected weekdays were surveyed. 

On a survey day, personnel drove along randomly selected routes, during randomly 
selected time blocks, and placed a questionnaire on the windshield of every vehicle 
parked; along the route (copy of questionnaire is appended). Overall, about 9 per
cent of all possible routes, time blocks and days of the year were part of the survey. 
Nearly 70QO questionnaires were placed on windshields. The number of returned 
questionnaires was just over 1900, giving a return rate of 29 percent, which is 
typical for this type of survey technique.· 

What follows is a summary description of the findings of the survey. The first 
section describes outdoor recreation in WWMA in terms of 
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• the amount of outdoor recreation 
• activities that comprise the recreation 
• location of activities in the wildlife area 
• how recreators learned about the wildlife area 
• demographics of recreators 
• quality of recreators' visits to the wildlife area. 

The next section describes the money recreators spend on their trips to WWMA, 
and economic impact of this spending on income and jobs. 

The last section examines the comments recreators made about their experience at 
the wildlife area. 

People who would prefer greater detail on the findings of the swvey can contact 
the Department of Natural Resources either through the WWMA headquarters, 
located in the wildlife area, or through the Office of Planning in St. Paul. 

OUTDOOR RECREATION IN WHITEWATER 
WILDLIFE MANAGEMENT AREA 

AMOUNT OF OUTDOOR RECREATION 

Whitewater Wtldlife Management Area had 111,500 yearly recreation visitors, who 
spent 7 67 ,820 hours recreating in the wildlife area. These 100,000-plus visitors 
represent those who were capable of being captured in the swvey; they are those 
who got out of their car to recreate and could have had a swvey questionnaire 
placed on their car's windshield. There are other visitors, however, who use the 
wildlife area purely for drive-through sightseeing and, thus, could not be captured 
in the survey. Had this latter group of users been included in the survey, it is 
roughly estimated-based on a one-day special· survey - that the annual number 
of visitors would rise to between 140,000 and 150,000. That would make the 
wildlife area comparable, in terms of visitation, to the popular Whitewater State 
Park (187 ,000 visitor-days in 1988), which ranked 12th among the 64 state parks in 
1988 visitation (Reference 1 ). 
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RECREATION ACTIVITIES 

Recreation in White'Yater is dominated by hunting and fishing, which together 
account for 85 percent of total use (Chart A). Hunting alone accounts for 60 per
cent of total use. Deer hunting is the principal type of hunting. Most deer hunters 
are equipped with modern firearms, but a large number also hunt with bow and 
arrow. Muzzleloaders, although less common, are popular for hunting deer in the 
wildlife area. Other species hunted with some frequency are ruffed grouse, squirrel 
and watetfowl. 

Fishing contributes a quarter of total use. Nearly all fishing is for trout. Remain
ing activities that are engaged in_ with some frequency are loafing (relaxing), hiking 
and sightseeing. 

A RECREATION ACTIVITIES 

Activity Groups 
(percent of the 767,820 annual hours) 

Deer Hunting 
(48%) 
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Individual Activities 

Percent cl Annual 
~ &lllt.lll l::tmi11 ~llt11u·Cil!I 

DMr hunting, archery 14.0 10819 
O..r hunting, modem firearm 27.3 17378 
0Mr hunting, muzzlelo~r 8.8 4387 
Pheaeant hunting .1 360 
RllCCOOn hunting .1 131 

Ruffed GrouM hunting 5.5 8321 s• or Rall hunting .1 190 
SqullNI hunting 3.4 5005 
Turtwy hunting .5 447 
Waterfowl hunting 1.0 1097 

Woodcodl hunting .8 1087 
Tl'aflPlng .2 274 

Fishing (trout) 24.1 25973 
Flstq (oth« fllh) .4 918 
c l"OM-COUntry Skiing .3 605 
Environmental Study .5 1230 
Gathering wlld food .2 510 

Hal'Yfftlng ginMng .4 401 
Hieing 2.8 8253 
Loafing 4.8 7533 
Looking for an1IM .8 1098 
Phot~ .8 1909 

Plcnldtlng .9 2780 
SlghtMelng 1.8 5092 
swtmmlng .8 1889 
Other ldMtlee 2.2 3883 

Total 100.0 111548 

. 
One llltltDr"*Y le c:ne per..i ..-ting a 111y pirt o1 on• day. 
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The dominant activities produce a marked seasonality in the use of the wildlife 
area (Chart B). Hunting, which opens in September, produces a jump in total use. 
It peaks when deer hunting peaks in November, and drops rapidly with the close of 
the season. Mid-winter is a time of little use. The next peak occurs in April with 
the opening of the trout fishing season. This is followed by a relatively uniform 
amount of summertime use, most of which is fishing. 
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LOCATION OF ACTIVITIES 

Recreation use is distributed relatively evenly over the four zones of the wildlife 
area; no sirigle zone receives the bulk of total use nor does any single zone receive 
little use (Chart C). The most heavily used zone is the Sanctuary Zone* in the 
north (36% of total use) and the most lightly used zone is the North Fork Zone in 
the west (18% of total use). 

Fishing and hunting are geographically segregated in the wildlife area. This segre
gation provides a good indication of where users think the best opportunities for 
each activity are located. The two northern zones contain three-fourths of all hunt
ing, while the two southern zones contain three-fourths of all fishing. Archery 
hunting for deer is concen-
trated in the northernmost C 
zone, where 61 percent of all DISTRIBUTION OF RECREATION ACTIVITY HOURS 

ACROSS THE FOUR ZONES OF WHITEWATER 
archery occurs. Hunters (Annual Hours • 767,820) 

using modem firearms 
spread their effort more 
evenly among the zones, and 
spend a sizable portion of 
their time in all but the North 
Fork Zone. A majority 
(55%) of hunting for other 
species occurs in the north
ernmost zone, and another 
25% occurs in the adjacent 
Headquarters Zone. About 

-half of recreation use, exclu
sive of hunting and fishing, 
occurs in the northernmost 
zone, with the remainder 
evenly distributed among the 
other three zones. 

NORTHFORK 

Pe:cent of all ... 

Pcrccm of all •.• 

Deer Hunting 16% 
Other Huntina 10% 
(All Huntina 14%) 
Fishing 35% 
Other Acta 16% 

SANCTUARY 

Perccm of all ••• 

Activity Houn 36% 

Activity Hours Z'/% 

Deer Hunting 33% 
Other Hwting 25% 
(All Hunting 32%) 
Fishing 18% 
Other Acta 20% 

--------------------------------------------------------------~-------------------------------------
* A portion of the Sanctuary Zone is a 'sanctuary' in which hunting is not 

permitted. 
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HOW DID RECREATORS LEARN ABOUT WIIlTEWATER? 

Recreators learn about the wildlife area predominantly by word of mouth, from 
friends and family (Chart D). Word of mouth is the primary information source for 
all user groups. The next largest source of information is the DNR, which is an 
important source for all user groups. 'Hunting synopsis', as expected, is most 
important to hunters; for hunters, this source is as important as the DNR. The 
sizable 'other' category is comprised mainly of the write-in response 'I've been 
here before'. Presumable these prior visitors learned originally about Whitewater 
like those who specified their source of information. 

It is not surprising that word of mouth is the primary information source for the 
wildlife area. Word of mouth is the top source for state park 'isitors, too (Refer
ence 2). And it is the primary way the general Minnesota population finds out 
about the full range of recreation outings, from day trips to weekend trips to major 
vacation trips (Reference 2). 

D 

While ming anolher WMA 

Highway lign 

Trawl guide 

Rmlo 

Other 

0 

HOW DID YOU LEARN ABOUT WHITEWATER? 
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PERCENT OF VISITORS 
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DEMOGRAPIDCS OF VISITORS 

The age and gender of Whitewater visitors is typical of hunters and trout anglers. 
Visitors are predominantly male because nearly nine-tenths of trout anglers are 
male and even a greater proportion of hunters are male (Chart E). The. dominant 
age groups are teens to middle age, again characteristic of hunters and trout an
glers. Children (under age 15) do not participate heavily in either of these two 
activities. 

E 

... by Age 
(percent of annual hours) 

RECREATION TIME ... 
(Annual Hours = 767 ,820) 

65 and over (3%) 14 and under (6%) 
55 to 64 (7% 

25 to 34 (32%) 
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... by Gender 
(percent of annual hours) 

Male (91%) 



Whitewater has a substantial local market and a substantial distant market: 41 
percent of total use comes from within 50 miles of the wildlife area, and 50 percent 
comes from over 75 miles (Chart F). The local market originates in the Southeast 
Region. Three counties near the wildlife area (Olmstead, Wabasha and Wmona) 
account for 80 percent of the Southeast Region's use. The distant market largely 
originates in the Twin Cities metropolitan area; 82 percent of the Twin Cities' use 
originates in Dakota, Hennepin and Ramsey County. , 

All of the Whitewater markets (trout anglers, deer hunters, other hunters and re
maining recreators) have a large local component and a large distant component. 
Within deer hunting, however, there are some notable differences in the origins of 
visitors. Deer hunters equipped with modern firearm come from shorter distances 
than archery deer hunters, who come from longer distances. Just over half (53%) 
of modem-firearm deer hunting is from the Southeast Region, while only 26 per
cent of archery deer hunting originates in the Southeast . The Twin Cities, on the 
other hand, is the origin of only 27 per~ent of modem-firearm deer hunting, but is 
the origin of 60 percent of archery deer hunting. 

F ORIGIN AND TRAVEL DISTANCE OF RECREATION 
{Annual Hours= 767,820) 

Origin 
(percent of annual hours) 

DNRREGIONS 
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Travel Distance 
(percent of annual hours) 

76to100 
miles (28%) 
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QUALITY OF VISIT TO WHITEWATER 

Most visitors (73%) rated the quality of-th~ewa~?~creation experience as 
good to very good (Chart G). Only 8 percent rated their experience as poor to very 
poor. Anglers gave higher ratings than_hunters. And nearly 9of10 recreators -
exclusive of hunters and anglers - rated their experience as good to very good. 
Positive ratings (comparable to 'good/very good') in the 80-90 percent range are 
what Minnesota state parks receive from their visitors (Reference 2). 

G QUALITY OF VISIT TO WHITEWATER 
-·-- + 

-~'3~-.o~:~:i~~~:~· • ' 

"-~Overall 
(percent of visitors) 

Good (42%) 
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By Activity Group 
(percent of visitors) 

Ratings of Good 
to Yerv Good 

1 

Deer Hunting 68 

Other Hunting 63 

Fishing 79 

All Other Activities 87 

Total 73 



This exact same 'quality of visit' question was asked of Carlos Avery hunters in a 
1984 DNR survey (Carlos Avery is a large state-owned wildlife management area 
located in Anoka and Chisago County - see map at beginning of report). When 
compared with Carlos Avery hunters, Whitewater hunters gave slightly higher 
ratings, although the differences are small: 

Ratings by Hunters of the Quality of Visit 

Ra tin& Carlos A very Whitewater 
(percent of hunters) 

Very good 25 31 
Good 42 42 
Fair 22 19 
Poor 7 5 
Very poor 4 3 

Total 100 100 
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SPENDING BY WHITEWATER RECREATORS 

Recreators spend money on food, gas, lodging and items ~lated to their recreation 
activity. The total amount Whitewater recreators spent - on the days they visited 
the wildlife area - was $1. 7 4 million. A portion of this spending was made in the 
vicinity of Whitewater, and a portion was made between distant-recreators' homes 
and the vicinity of the wildlife area. That portion spent near Whitewater (counties 
surrounding the wildlife area) is estimated from other studies to be about 65 per
cent, or $1.14 million (Reference 3 ). 

The same activities that dominate the use of White\Yater dominate spending (Chart 
H). The reason for this is simple: the greater the number of hunters that use the 
wildlife area, for example, the more hunters as a group spend. 

H ACTIVITIES ASSOCIATED WITH TRIP EXPENDITURES OF RECREATOR~ 
(Annual Expenditures• $1,740,705) 

(percent of annual expenditures) 

Flshlng (26%) 
Deer Hunting (46%) 
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Most of the spending originates in the Southeast and the Twin Cities Region, as did 
most of the use (Chart I). The Twin Cities, however, accounts for 50 percent of all 
spending, but only 41 percent of all use. In contrast, the Southeast Region ac
counts for 46 percent of all use, but only 35 percent of all spending. The reason 
that use and spending are not directly comparable is: recreators who travel further 
(such as from the Twin Cities) also spend more each day, particularly on lodging 
(Chart I). 

The money recreators spend is respent many times in the economy. A recreator, 
for instance, buys from a retailer, who buys from a wholesal~r, who buys from a 
manufacturer, who buys from a raw material producer. Each time money is spent 
someone receives a portion of the transaction as income, and income means jobs. 
The income and jobs associated with Whitewater spending would produce -
based on other Minnesota outdoor recreation studies (Reference 4)- the follow
ing in the private sector of the Minnesota economy: $1.22 million in income to 
Minnesotans, and 51 jobs for Minnesothns. 

I ORIGIN, AND VARIATION BY TRAVEL DISTANCE 
OF RECREATORS' TRIP EXPENDITURES 

(Annual Expenditures = $1, 7 40, 705) 

Origin 
(percent of annual expenditures) 

DNRREGIONS 

Dollars 
per 
person 
per day 
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Variation of Dally Expenditures 
by Travel Distance 

30 
Average person-day= $15.71 

25 
20 
15 
10 
5 
0 

Travel Distance (miles) 



RECREATOR COMMENTS ABOUT THEIR EXPERIENCE 
AT WIDTEWATER 

A significant number of recreators (15 % ) included written comments on the survey 
form. Written comments can provide important anecdotal information that other
wise cannot be gained via a standard fill-in-the-blank que~tionnaire format. Writ
ten comments also tend to point to issues that recreators feel strongly about. 

Out of the 311 written comments offered, 22% of them were primarily descriptive 
in nature. The day's activity and weather or personal use history of the area were 
most often described. These comments were not issue-oriented, nor did they pro
vide any sort of judgement on the way Whitewater is managed. The remainder of 
the comments (78% or 243) were issue and/or judgement oriented and the results 
below reflect only those comments. 

The highest percentage of comments (29%) were complimentary towards the con- · 
dition and management of Whitewater. Hunting and fishing pressure, and a per
ceived lack of game and fish accounted for 12% of the comments offered. A re
lated set of comments expressirig concern over game and fish law violations to
taled five percent. There were a number of complaints (9%) about the ethics, 
tactics and behavior of Southeast Asian hunters at Whitewater. In general, com
plaints about the way Whitewater is managed accounted for 18% of the comment 
total; those comments are broken down into six categories in the following table. 
Five percent of those commenting thought Whitewater's sanctuary should be 
opened to hunting; four percent wanted to see it kept closed. 

Comment # of responses percent 

Complimentary in nature/commendation. 70 29% 

Concerns over hunting/fishing pressure 28 12% 
and/or lack of game and fish. 

Complaints about ethics/tactics/courtesy 23 9% 
of SE Asian hunters. 

Concern over game/fish law infractions 13 5% 
talcing place in WMA. 
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Comment # of responses percent 

Open sanctuary to hunting. 11 5% 

Sanctuary should remain closed to hunting. 10 4% 

Support for winter trout season. 6 2% 

Would like to see more: 

- grouse habitat management 6 2% 
- \Vinter catch and release areas 5 2% 
- special regulation fishing areas 5 2% 
- designated catch and release areas 4 2% 
- outdoor toilets 3 1% 
- pheasant habitat management 2 >1% 
- campsites in WMA 2 >1% 
- trout stocking 2 >1% 
- ski trails 1 >1% 
- horse trails 1 >1% 

Complaints about: 

- signing and lack of good area map 11 5% 
-trash 10 4% 
- motoriz.ed vehicles 8 3% 
- lack of trout stream improvements 5 2% 
- maintenance or lack of parking areas 5 2% 
- road maintenance 4 2% 

Comments concerning amending the muzzleloader 8 3% 
season (i.e. providing break after firearm season, 
earlier muzzleloader season, extend season, etc.): 

--
243 100% 
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QUESTIONNAIRE USED IN THE 

1988-89 OUTDOOR RECREATION SURVEY 

OF 

WIIlTEWATER WILDLIFE MANAGEMENT AREA 
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Dear Visitor, 

WouJd you P.t~•e tab a few minutes of~ time to complete this q~? It is '!C'rY important to us at 
Whitewater-Wddlife ~ment Area that you do. In order to be ible to ~ Whitewater well, we need to know 
how yo~ the visitor, use ttai ·area. Thia survey will ~ important information for future management of Whitewater. 
We Will make sure ,our reapoasea are kept confideDtiaL 

We would like )'9U to complete this questioDDaire after J'OV vltlt todaj. Please complete the form for the entire group 
in Y.QUr vehicle, fold it to ~ the return mailina: addiess,_~ it µsing the attached ~1-off tab and drop it in any 
mailbox or in one of the ~ boxea located in W1iitewater WMA (see map on reverse side for locations) on your way 
home. No postage 11 required. 

Please compaete aad ntan thJ1 qaest!oaaatm ema If JO!"- completed aad ntarned oae on • prevtou1 day. 

Thank You, 
~V(;' 

Jo11 Cole, M~ 
Whitewater WMA 

1. In tbe tint 1pec1 oe eacb line provided below, pae... write tbe • ot eacb penan tmeliq ia )'OUr vebide today, thM •Md Whltftlttr 
WUdllll M• a IM A.r. todllJ. In tbe 1pmce1 pnMded to tbe ript ot eacb ap circle tbe sex ot eacb penon, then write their home 
towa ot county ud zip code oa the lut blank iD tile llDe. Remember to write tbe It.ate, if ID)'OM ii from a state other than Minnesota. 

3. 

4. 

AGS 

L __ _ 

2. __ _ 

3. __ _ 

... __ _ 
s. __ _ 

"---

.... ...... .... ...... .... ..... 

.... ...... .... ...... .... ...... 

COVNTY or USIDINCI OR ROME TOWN 

.. pm 
( c:irde OM) 

How muy boUl'I did ,our peny spend at Whitewater W"ddlif• Maaatemeat Area toclaY1 ---- Houn 

ZIP CODI 

5. We would lib to mow eDCt1y where )'OU spent time iD tbe Whitewater Wildlife Muapme.at Area? The .., oa the ...,..... side ol this 
qtwdonMiR lbowl tbe locltioe ot four mriea witbin tbe ua. Plwl cle tw dllaF 1) write tbe estimated number ol boun spent in 
eacb ICM ia tbe 1pa1 pl'OYided bdaw, 2) plKe 111 X Oil tbe map• dme • pcmibll to tbe eact place(•) where )'OU were. 

BelCM' ii a lilt ot actiYitilS tlW viliton to Whitewater oltea do. PleMO read tbe lilt over. To tile ript of ac:b activity ue columns to tell 
\II bow IDIDJ membm ot )'OUI' puty pulicipated ia eada ~ty ud bow Iona. ia total boun, they participated in ac:h activity. Usin1 
tlae cohaaull, drde tbe total number ot peny membell wllo did adl ICtiYity, ud enter tbe total number ol houn they did each in the 
blaat prawided. 

ACl'IVITY N1JMUa BOUllS SPDl'l' NUMBEll HOURS SPENT 
PAmCIPATINO ON AC'l1VITY - PAmCIPA11NG ON AcnvrrY 

ero.counu, *iiaa 123456 Huattaa 
Eaviroameatal...., 123456 Deer (arcbay) 1 2 3 4 5 6 

Pilbia1 (trwt). 123456 Deer (modlftl ftrllm) 123456 

Miq (odllr Illa)' 123456 Deer(maale.,,..) 1 2 3 .. 5 6 

Gatbaiaa ..... t'clOll 123456 ......... 123456 

ffAIWlliDI ...... ; 1 2 3 .. s 6 a...· 1 2 3 4 5 6 

Hitina 1 2 3 .. s 6 Ruft'edO... 123456 

Lmfin1 1 2 3 4 5 6 Saipe or Rail 123456 
Squimll 1 2 3 4 5 6 

Looldal few IDtles 1 2 3 .. s 6 Tum, 123456 
Pbotopa.., 123456 Waterfowl 123456 
PicDickiq 123456 Wooclcock 123456 
Sip .... 123456 OtMr 123456 
SwiauniJll 123456 
Tnppins 123456 
Other 1 2 3 .. s 6 
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7. If IJl1 of your paty bunted, filbed, or trapped. pa- 1111t tM .... (a,pe al aaimal) J'O'I were after, the number your party took. and 
any buadq cripp6ll tUC WllR IOI& Oil tbe liDtl ~ blio9r. 

s..- T• c,...... ..... s..- T• Cripples Lo.a "' .., "' ,..., .,,,.n, bf puty 
L J. -- ---
2. ... --- ---

8. How would '°" dacribe tbe quality of ,our 'liiit to tbe Area today? 

Very Poor Poor Pair Good Very Good 

1 2 3 4 s 

9. Pteue pye ua an estimate of the total amount of money,__...._.....,. of,_..,..., spent (or will spend) !SS! on this trip to 
Whitewater WUdlife Manapment Area. Estimate all 1DOMf ,_ _. ,_. ,mtJ spent today so far, and the money,_ ud your party 
expect to spend tbe rat of 19i111. lnctude expemea for pl and ail, otber tnmportatiaa. repein, lodsinl. food, incidentals and other 
itema related to your trip. 

___ Total of dollul ,_ _. ..._ ...... _,,_. putJ 

expect to apeDd 1mlll-

10. How did'°" learn about Whitewater Wildlife-Muapmeat Area? PS... dMck () tbe item(a) tbat proYicled you with the 11101t 
important information. 

Prieadl 
=Family 

=::: Radio 

_ While viaitin1 another WMA 
_ Directory of recreation areaa 
_ Hi&fnny or tourist infonnation center 

_Other (p&eMe dacribe) ------

Pteale , •••• ., ....................................................... 11,.. .............. ~· .. rrittdml pllue 
,,., .... ':a ................ n..lm'fflf"l_. .... .,.. 11 Ost --

WHn'EWATER WMA 
ALTtJM, MINNESOTA 5911 

A,_ you'Ve compllt9d the quee.,.,.,..,., 
.... it doMd Uling .. peek>ff 1ab and 
drop it In 81fY mllilm. Poet8ge ia pre-paid. 

WIDTEWATER RESEARCH TEAM 
WlllTEWATER WMA 
ALTURA, MINNESOTA 55910 
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Whitewater 
Wllllllf e ll•Ht••••t ArH 

LEGEND 

_ .. -··- W.M.A. Boundary 

......................... Staie Park Boundary 

0 W.M.A.~ 

• PlninQ 

• Co!TffOWld 

0 Bo• 

~ 
NOfn'H 

0 2 

SCALE IN Mii.ES 

rteMe remember to ptace an X on the map 
u cto.e u pouible to the exact plac:e(a) 

where you were. 

19 




