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Countryside Recreation Network Seminar 
 

"Dogs in Parks and the Countryside" 

 
WELCOME AND INTRODUCTION 

 
Andy Maginnis 

Acting Countryside Manager 
Worcestershire County Council 

 

Most professionals who work in the parks and countryside sector recognise that 
dog walking is one of the most popular activities enjoyed by their visitors. They 
also recognise that dog fouling, fear of dogs and livestock worrying are amongst 
other visitors' greatest concerns. 
How then can dog walkers be accommodated whilst minimising the negative 
impact that their chosen activity sometimes has? 
 
Key points arising from the seminar are: 
 
*It's not about managing dogs it's about managing people 
 
*Dogs bring enormous pleasure to their owners and often provide an incentive for   
people to lead more active lifestyles 
 
*There's a good chance that dog walkers are your largest single visitor group 
 
*If you want to engage with dog walkers you need first to get their interest - a 
leaflet with a picture of a dog on it is more likely to be picked up than one  with a 
ground nesting bird that may be under threat 
 
*You're more likely to keep dog walkers' interest if you use positive images of dogs  
 
*If you need to lay down some rules or guidance, it's better delivered as part of a 
positive package e.g. dog "passport" 
 
*As with most communication strategies one size doesn't fit all - try  something 
different such as dog events, podcasts or passports  
 
*Rules must be absolutely clear, consistent and unambiguous 
 
*Don't single out dog walkers if this can be avoided - you might need to give 
advice to non-dog walkers about desirable behaviour too 
 
*Develop positive relationships with organised groups such as dog agility,  dog 
training and even professional dog exercising organisations 
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Countryside Recreation Network Seminar 
 
 

"The user's perspective from the Kennel Club's Access Advisor" 
 

Stephen Jenkinson 
Kennel Club Access Advisor 

 
 

Stephen Jenkinson MSc FIPROW PgDipCABC 
 

Access advisor to the Kennel Club,  
Government bodies and local authorities 

 
08456 439435   steve@sjacm.co.uk 

www.thekennelclub.org.uk 
 
Introduction 
As one of the most visible and frequent, year-round activities in parks and the 
countryside, dog walking plays a major role in conserving our greenspaces as 
valued, living and accessible places. The challenge for access managers rests on 
developing a balanced approach that supports the benefits dogs bring to society, 
as much as it addresses negative impacts caused by their owners. 
 
Probably more than any other issue in the environment, the UK’s 6 million dogs 
provoke passionate feelings and intense debate by all those touched by their 
presence. A lack of understanding or sensitivity by even a small number of dog 
owners, can seem like a big issue at a local level; this has traditionally led to 
negative and restrictive management approaches. 
 
Such knee-jerk management, based on enforcing legislation, has rarely produced 
enduring, long-term solutions to the very real issues involved, and has also failed 
to make the best of the many positive aspects of dog ownership. 
 
In truth, dog ownership greatly contributes to the wider political agenda for safer, 
healthier and more inclusive communities by: 

• Encouraging more active lifestyles and reducing stress through taking 
regular walks, even on the dullest of days. 

• Making people feel more confident when out for a walk. 

• Acting as an icebreaker for contact with others. 

• Helping children develop better social skills. 
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• Preventing loneliness and isolation for older people. 

• Reducing their owners’ blood pressure and visits to the doctor. 

• Giving independence to over 5,000 people with disabilities such as mobility 
and visual impairments, deafness and epilepsy. 

 
Like it or not, dogs will remain an enduring part of our society, due to the many 
tangible ways they enhance people’s everyday lives, often at a very deep 
emotional level. This fact explains the passions aroused about dogs, and in turn 
provides the key to much more effective and balanced management approaches.  
 
In short, dogs are - in reality - a people management issue. 
 
Who are walkers with dogs? 
Despite being one of the most frequent, year-round users of greenspace, the 
specific needs of walkers with dogs have rarely been acknowledged in access 
management planning; their needs are very different to those for walkers without 
dogs. This is a key weakness in traditional management approaches, that have 
failed to work with dog walkers’ priorities for access that is, above all else, (i) close 
to home, (ii) away from traffic and, (iii) where dogs can be off-lead.  
 
In practical terms, it also must be remembered that walkers with dogs are not a 
homogenous group; any management approach that attempts to corral them all 
into some “canine ghetto” is sure to fail. 
 
Walkers with dogs include people: 
 

• From all socio-economic backgrounds, although dog ownership is highest 
amongst C2DE groups. 

• Parents - dog ownership is higher for those professionals and skilled people 
with families. 

• Seeking the companionship of other dog walkers. 

• Avoiding other people if they are seeking solitude, or have dogs that are 
recovering from injury, being trained or have behavioural issues. 

• First-time visitors stopping off after a long car journey. 

• Daily visitors living nearby without access to a car. 

• Needing access before dawn and after dusk in winter. 

• Very active people involved in dog sports. 

• Sedentary people whose only exercise is dog walking. 

 
As with people who do not desire contact with dogs for personal or cultural 
reasons, dog owners cannot be assumed to want frequent or uninvited interactions 
with other people’s dogs either. Active management of sites by providing informed 
choice, can minimise such conflict. 
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The Kennel Club 
Following the implementation of open access under Part 1 of the Countryside and 
Rights of Way Act 2000 in England and Wales, it became clear to the Kennel Club 
(KC) that dog owners were facing an ever-growing array of conflicting, unclear and 
misleading messages about their rights and responsibilities. This view was echoed 
by the National Audit Office’s 2006 report into the introduction of open access. 
 
Since its formation in 1873, the Kennel Club has actively sought to further the 
interests of all dogs, and the valuable role they play in society. The KC aims to be 
the first port of call on all canine matters, and has a long history of involvement 
with welfare, training, education and competition issues. 
 
Sensing that the traditional reliance on negative and restrictive approaches, with 
little stakeholder engagement, was not serving anyone’s best interests, the KC 
decided to take the lead in facilitating a more integrated approach.  
 
Since 2003, it has productively worked to address past management deficiencies 
with a wide range of partners in national and local government, plus non-
governmental organisations such as the National Trust and Royal Society for the 
Protection of Birds. 
 
The Kennel Club has been involved in almost all the work presented at this CRN 
workshop, information on which can be found at the following KC-endorsed 
websites, that provide a variety of ideas, case studies and inspiration for site and 
access managers across the UK: 
 

www.forestry.gov.uk/england-dogs  www.hants.gov.uk/dogs   
 
There is still much to do and learn, and the KC is happy to offer advice and 
endorsement of partners’ projects, schemes and publications. This can greatly add 
to their effectiveness and acceptance by dog owners, by being seen as “pro-
responsibility” as opposed to “anti-dog”. 
 
The Kennel Club is the first to accept that restrictions on what dog owners do, and 
where they can go, are required at sensitive times and places.  
 
The KC equally endorses the advice of Defra that any restrictions should be a 
“necessary and proportionate response” that “balance the interests of those in 
charge of dogs against the interests of those affected by the activities of dogs, 
bearing in mind the need for people, in particular children, to have access to dog-
free areas and areas where dogs are kept under strict control, and the need for 
those in charge of dogs to have access to areas where they can exercise their 
dogs without undue restrictions”. (Defra Guidance on Dog Control Orders, 2006). 
 
In short, the Kennel Club is a pragmatic, mature organisation that always seeks to 
work in partnership to develop effective and equitable management of access for 
all concerned. 
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Key principles of the KC’s advice for successful management are summarised in 
the following sections. 
Influences on dog walker behaviour 
Where owners take their dogs, and how they allow them to behave, is influenced 
by many factors including: 
 
Personal factors: 

• A primary concern towards their dog’s safety and well-being. 

• Their personal reasons for owning a dog and taking it for a walk. 

• Experiences, restrictions and facilities at other nearby places. 

• Their understanding and confidence in training their dog to be obedient. 

• Concerns that being on a lead can make some dogs more aggressive or 
vulnerable to attack. 

• A lack of understanding about how others may see their dog, and impacts 
of unwelcome interaction or other undesired behaviour. 

• The time available for interacting with their dog. 

 
Site-based factors: 

• Pre-visit and arrival information about the site. 

• Availability of travel by private car or public transport. 

• Perceptions of personal safety. 

• Perceived degree of welcome, care and respect shown to themselves - and 
the site - by land managers and other users. 

• Ease of complying with credible requests or restrictions. 

• Conflicting, unclear or unexplained requests or information. 

• Availability of convenient, alternative locations for the desired activities. 
 
It is vital to identify the underlying causes for a particular unwanted behaviour. 
Doing so will inherently identify the most appropriate type of change in 
management needed to address the issue. 
 
Key principles for success 
As with any access user, interventions - be they signs, events, leaflets etc - will be 
most effective when they are: 
 

• Accessible 

• Engaging 

• Clear 

• Consistent 

• Credible 

• Explaining 

• Offering alternatives 
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That’s quite a lot to get on a single sign, which is why a wide and creative range of 
engagement techniques are needed to achieve the above. 
 
Signs and information 
Within an integrated management approach, signs, leaflets and other written 
information have a clear role; provided in isolation, they will have a limited effect 
and can be unsightly and counterproductive. 
 
Written information will be most effective when it: 

• Integrates with other management approaches. 

• Understands and engages with the motivations and beliefs outlined above - 
particularly the dog’s safety and well-being. 

• Is welcoming and makes requests in a positive matter. 

• Explicitly states the behaviour requested, and precisely when and where 
this is - and is not - required. 

• Explains the reasons for any restrictions or requests, with a contact name 
and telephone number. 

• Provides alternative sites and other options for activities or behaviours that 
are not desirable at a particular place or time. 

• Is provided at the appropriate time: pre-arrival, arrival, along access. 

• Gives dog owners some personal choice in how to comply. 

• Is removed once it is not needed - for example, signs erected for temporary 
changes or sensitive times for wildlife. 

• Has been piloted and its interpretation checked with dog owners. 

 
Summary 
Overall, whilst walkers with dogs can initially appear to be a challenging group to 
engage with and influence, this is not the case. It is true though that a different 
approach needs to be taken, compared to more traditional access user 
consultations. 
 
The key opportunity to engage and influence, arises from the one factor that is 
common to all walkers with dogs – the dog itself. Be it through taking an interest in 
the dog, or engaging with how it can be happier or healthier, those canine 
companions are the key to their owners’ hearts and minds. 
 
Key principles for success when trying to influence dog owners are, in essence, 
basic principles of visitor management: 
 

• Dog owners can be easy to engage with – when done in the right way. 

• Use the strength of the human-animal bond. 
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• Engage with their agendas, not just your own. 

• Make connections with wider outcomes and policies for, eg, health, tourism, 
reporting rural crime.  

• Be seen to understand and acknowledge the benefits of dog ownership.  

• Recognise the importance and value of dogs and their owners, as well as 
“problems”. 

• Address causes, not just symptoms.  

• Positive approaches to negative impacts. 

• Challenge stereotypes and assumptions. 

• Accept that current problems can reflect weaknesses in management as 
much as irresponsible owners. 

• Recognise that if what you are doing isn’t working, it’s time for something 
else! 

 
 
 
Stephen Jenkinson is an independent access and countryside management 
consultant, providing specialist research, training and advice across the UK, on 
dogs and access issues to the Kennel Club, government agencies, local 
authorities, NGOs and national parks. 
 
This work combines his 19 years in access and countryside management, and as 
a trainer at Losehill Hall, the Peak District National Park’s training centre, with his 
life-long involvement with dogs. 
 
He is also a pet behaviour counsellor for the Blue Cross animal charity, helping 
pets and their temporary foster carers in Scotland where he lives. 
www.bluecross.org.uk 
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Countryside Recreation Network Seminar 
 

"Assessment of Perceptions Behaviours and Understanding of 
Walkers with Dogs in the Countryside Study" 

 
Maxine Gregory 

Senior Research Fellow 
Sport Industry Research Centre 

 
Maxine Gregory and Gemma Hart, Sport Industry Research Centre, Sheffield 
Hallam University. 
 
This research provides valuable and unique insights into the behaviour of walkers 
with dogs in the countryside and enables greater understanding of perceptions, 
tastes, preferences and motivations of walkers with and without dogs.  It was 
commissioned by Hampshire County Council (HCC), jointly funded by HCC and 
the Kennel Club (KC) and conducted by the Sport Industry Research Centre 
(SIRC) at Sheffield Hallam University.  HCC and the KC are working together in 
pursuit of the collective goal to increase everybody's enjoyment of the countryside 
through optimising the benefits and minimising the negative effects of walking with 
dogs.  This research represents their commitment to consulting with walkers with 
and without dogs and their drive to instigate improvements for all users.  
 
The key aims of this research were to identify levels of welcome and engagement 
experienced by dog walkers, to understand expected and appropriate behaviours, 
and in turn to evaluate how these factors may impact upon the effectiveness of 
differing management approaches.  The research provides a baseline against 
which the impact of future interventions and changes in management can be 
assessed.  In total 1,300 individuals took part in this research, via both an online 
survey (813 respondents) and site surveys (487 respondents) across a range of 
different areas - including the ROW network, a country park and locally managed 
sites. Overall the respondents included a sample of 1,069 dog walkers and as 
such this is one of the largest consultations of its type.  The following sections 
highlight the key research findings.  
 
Characteristics of dog walkers 
 
This research confirms that walkers with dogs utilise the countryside very 
intensively. The proportion of very intensive users (more than twice per day) was 
particularly high at local level (42%), but was also high nationally (33% of online 
respondents).  In total approximately three quarters of all respondents walked their 
dog more than once per day. People have a varying spectrum of involvement with 
dogs with much cross-over between 'categories'; ranging from dog owners (47%), 
to regular or occasional carers (23%), to people that walk with other people and 
their dogs (24%) to people who earn their living through dog-related means (2%).  
Only 30% of all site users interviewed had little or no involvement with dogs.  Dog 
walkers are not a homogeneous group and as such their needs, tastes and 
preferences and attitudes cannot be assumed. 
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The needs of dog walkers 
 
In terms of tastes and preferences, the single most important factor when 
choosing where to walk a dog is the opportunity to 'walk the dog off lead' (42%).  
Whilst convenience ('close to home' = 10.5%) and safety ('away from traffic' = 
10.7%, personal safety = 8.6%) were deemed of some importance, socialisation 
opportunities were a relatively low priority. The degree of welcome experienced by 
all respondents was high overall (80-90%); with some degree of variance between 
sites.  Walkers without dogs were made to feel slightly more welcome by site 
managers (64% v 61%) but the difference was not significant - uneven paths, poor 
maintenance, safety and lighting issues all had a small impact on the degree of 
welcome experienced.  
 
Respondents to the site surveys expressed an interest in taking part in wildlife 
walks and dog friendly events (over 50%), with high levels of interest also noted in 
relation to agility / activity courses, other training and informal socialisation 
opportunities.    
 
The survey data highlighted both a lack of provision and a lack in awareness 
relating to current provision.  At the Country Park site, 29% were unaware of the 
presence of dog bins, even though some of these respondents were stood within 
10 metres of one!  Furthermore 87% were either unaware or unsure whether the 
site had an 'off lead exercise area', although 47% of respondents requested this 
facility (which is already present at the site). Therefore an 'easy win' for site 
managers would be to ensure dog walkers are aware of the facilities and services 
that are currently provided by site managers, before considering which additional 
facilities / services are required.  
 
Behavioural factors 
 
Many respondents appeared to be genuinely confused over whether they should 
pick up after their dog in all areas or not, such as in remote countryside away from 
paths.  Qualitative feedback highlighted concern regarding bagging and binning 
dog poo if it was in an area where it would not cause offence or inconvenience 
(e.g. remote countryside or woodland) as it would naturally decompose.   
 
"If 'nature' can dispose of it in a natural way without it causing offence or 
inconvenience to others then I would prefer to leave it than put it in a plastic bag to 
be preserved forever in a landfill site.  I have trained my dogs to back off the path 
into long grass wherever they can.  Otherwise I'll pick up - always in a "pick up 
area" though." 
 

There was a reported lack of signage to provide clear guidelines as to how dog 
walkers are expected to behave.   
 

The research highlighted that the majority of walkers are capable of controlling 
their dogs, therefore the ability to comply is less of an issue than the level of 
understanding.  This is consistent with the high proportion of people who have 
trained their dog (72%) and highlights that greater education of dog owners is 
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worthwhile.  When considering what constitutes acceptable behaviour, perceptions 
differed dependent upon whether other users were accompanied by a dog.  It is 
also worth noting that individual's perceptions of what is appropriate and how they 
control their own dog may differ subconsciously.  People may make a distinction 
between what is acceptable generally and what is acceptable for their own dog, 
based on the nature of the dog and past experiences (e.g. 'its OK for my dog to 
run up to people because it is obvious that it's a friendly dog', 'my dog doesn't 
actually catch or harm wildlife'.) 
The proportion of site users (both with and without dogs) who reported 
encountering behavioural problems on a regular basis was very low.  The site 
survey results suggest that problem behaviour caused by dogs is less prominent 
than general perceptions or reports by the media would lead us to believe. The 
two most commonly encountered behaviours were both positive - people picking 
up after dogs and recalling dogs as other users approached.   
 
Unclear expectations 
 
The research identified a high level of uncertainty regarding whether it was 
acceptable to dispose of bagged dog poo in litter bins, with the majority of 
respondents expressing that it was unacceptable (varying from 57%-63% across 
sites).  The proportion of respondents who have used litter bins to dispose of dog 
poo exceeds the proportion who feel that this is acceptable, which may be 
effecting user's levels of enjoyment.  One fifth of respondents confessed to 
bagging dog poo but not placing it into a bin, reasons for this behaviour included 
forgetfulness, changing route or as a protest to the lack of poo bins or broken / 
vandalised bins.  
 
Some dog owners perceive that there is an association between the presence of 
dog bins and the requirement to pick up (e.g. lots of dog bins in parks therefore 
need to pick up, no dog bins in remote countryside therefore no need to pick up).  
This may help to explain the process of bagging dog poo and leaving it in areas 
where users feel bins should be provided but are not (e.g. leaving it in protest).  
 
“Manor Farm hasn’t got many [bins]. I think because they don’t expect you to pick 
up everywhere.  They say on paths and open spaces but in the woods they don’t 
expect you to” 
 
The requirement to keep dogs under 'close control' was also questioned as the 
terminology is very ambiguous and leaves users both with and without dogs 
unclear as to what behaviour is appropriate and whether they can expect to 
encounter off lead dogs.  Likewise does the presence of 'off lead exercise areas' 
within sites mean that dogs should be on leads in all other areas?  Unclear 
expectations can impact on the enjoyment of all users and is something which 
increased education can easily address.   
 
Factors which influence behaviour 
 
The highest proportion of respondents stated that the factor which would be 'very 
likely' to influence their behaviour was 'signage providing clear explanations' (44%), 
also prohibitive / restrictive signage would be 'very likely' to influence 31% of 
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respondents.  Good behaviour by other dog walkers was also viewed as a strong 
positive influence, as was 'the presence of countryside wardens or rangers'.  Fines 
would also act as an influence on a majority of respondents (31%).   

 
 

The findings from this research suggest that clear guidelines on what is 
appropriate behaviour would be beneficial in influencing behaviour.  It is however 
important to ensure that any signage remains up-to-date (e.g. signs relating to 
livestock are only present at relevant times of the year) and is clear, instructive 
and positive (not always focussing on restrictions and explaining the reasons 
behind these where possible.)  
 
It is noteworthy that in excess of 20% of respondents across all three site types 
expressed a willingness to have further involvement at each site. Additionally, 73% 
of the online survey respondents (almost 600 people) confirmed that they were 
interested in taking part in further research. This willingness should be utilised and 
further opportunities for consultation should be taken.  Furthermore, as many dog 
walkers are influenced by the behaviour of others, any opportunity to influence the 
behaviour of a minority of walkers (e.g. through existing dog groups, training 
classes or enthusiastic volunteers) should be taken.  This good example will be 
disseminated onto other users and the impact may be greater if dog walkers are 
'policing' each other rather than a figure of authority trying to do this.   
 
Recommendations 
 
The recommendations below all relate to good management of the countryside 
and will benefit everyone (not just walkers with dogs), through promoting better 
engagement. 
 
Strategic 
  

Factors influencing behaviour 

(in relation to all aspects of controlling dogs)
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33%
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• Walkers with dogs are unquestionably the major countryside users, 
therefore it is fundamental that the value that they bring is recognised.  
Walkers with dogs are not just fair weather visitors and they demonstrate a 
high level of loyalty to sites.  This loyalty could be harnessed through 
assistance with site management or wardening and a willingness to get 
involved was expressed through almost 100 people.  

  
• There should be a clear policy regarding the management of countryside for 

dog walkers to assist site managers and to ensure consistency.  
Furthermore, dog walkers should not be singled out, there is a strong 
requirement for clear communication relating to the needs of all user groups 
and clear expectations on how all site users should behave. 

 
Operational 
 

• It is vital to clarify what behaviour is acceptable for walkers with dogs - Can 
litter bins be used for the disposal of bagged dog poo? Do owners have to 
pick up in all locations?  Expectations should be clear and site managers 
may wish to consider how they can facilitate acceptable behaviour and 
make things easier for dog walkers, e.g. better promotion of facilities, 
revised positioning of dog bins (where collection can be rearranged).  

 
• The language used to communicate with dog walkers needs to be 

consistent and clearly state what action is expected.  Signage and 
information is often negative, site managers should work in partnership with 
the KC and HCC (or land owners) to design signage that is more positive 
and explanatory.   Signage should also be well managed and responsive.  

  
• This research clearly highlights a lack of knowledge and awareness of 

some aspects of expected behaviour by dog walkers.  Clarity regarding 
these matters, on a site specific basis, would be beneficial as it would 
provide clear guidance for dog walkers, furthermore site managers and 
other site users would also have clear expectations regarding how dogs 
should behave. 
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Countryside Recreation Network Seminar 
 

"Illustrating the importance of the "Dog Walking" market using 
FC/SNH/CCW Surveys as example" 

 
Duncan Stewart 

Managing Consultant 
TNS 

 
Taking the lead – a review of the statistics regarding  
dogs in parks and the countryside 
 
 
Introduction 
 
TNS Travel and Tourism is a division of TNS Research International, the largest 
custom market research company in the world. Whilst this position provides 
access to global resources and progressive research methodologies, the division 
also benefits from its development of a research unit specialising in the fields of 
tourism, leisure and recreation research. This specialism has provided the author 
with a great deal of experience working with organisations in the outdoor 
recreation sector. 
 
As one of the largest groups of ‘users’ of the outdoors, dog walkers often make up 
a large proportion of those included in surveys of visitors to outdoor recreation 
sites and large numbers of dog owners are included in the national household 
surveys undertaken by TNS. The following sections provide a summary of some 
new analyses of the survey responses provided by dog walkers and dog owners in 
a number of recent surveys undertaken by TNS. 
 
Dogs and their owners 
 
Recent population surveys1 suggest that around 23% of GB households have a 
dog. This equates to around 7 and a half million dogs resident in around 6 million 
households. Key reasons for owning a dog include companionship, security and, 
for some people, that they have ‘always had one’. On the other hand, reasons for 
not owning a dog often include a lack of time, due to work or family commitments, 
and the financial cost. A recent estimate suggests that owning a dog can cost 
between £1,500 and £2,000 per year2. 
 
Levels of dog ownership are slightly higher in rural areas than in urban areas (26% 
and 21% of households respectively) and, reflecting this variation, higher in the 
North East and South West of England but lowest in London.         
 

                                            
1
 Source: Omnibus survey undertaken by TNS for Natural England March 2009 

2
 Source: www.churchill.com 
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A profile of dog owners 
 
Chart 1 below compares the lifestage profile of dog owners who live in England 
with those people who do not own a dog3. Around 16% of dog owners are in the 
Older Family grouping (children aged 16 or over), double the proportion found 
amongst those who do not own a dog (8%).  Dog owners are also more likely to be 
classified as Older Independent Couples (aged 35 to 54, no children) or Empty 
Nester Couples (aged over 55, no children living in household). 
 
 
Chart 1 – Lifestage profile 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Chart 24 compares the socio-economic profile of people who do and do not own a 
dog. 64% of dog owners are in the less affluent C2 and DE socio-economic groups, 
a higher proportion than amongst people who do not own a dog (57%). 
 
Chart 2 – Socio-economic profile 
 
 
 
 
 
 
 
 

                                            
3
 Omnibus survey undertaken by TNS for Natural England May 2007 

4
 Ibid 
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ACORN5 analysis provides a further level of insight into the profile of dog owners. 
This analysis shows that around two-thirds of dog owners (67%) are in the 
following 5 population groups.  
 

Table 1 – ACORN classification of dog owners – ‘top 5’ groups 
 Proportion 

of dog 
owners in 
group 

Proportion 
of those 
who do 
not own a 
dog in 
group 

Key characteristics of group  

Struggling 
Families 

25 18 Low  income families living on traditional low-
rise estates (usually terraced or semi-
detached). Low  income manual occupations 
and relatively high unemployment.  Visiting the 
pub, betting, bingo and lottery and principal 
leisure activities. 

Secure Families 15 17 Home owning families living comfortably in 
suburban and semi-rural locations. Families 
might include young children, teenagers or 
young adults. A range of occupations with 
incomes at average or above average levels. 

Burdened 
Singles 

10 9 Employed in routine, manual and retail 
occupations. Little discretionary spend, 
therefore limited leisure activities. Live in 
rented flats and terraced housing. 

Blue-collar 
Roots 

9 8 Mainly families and retired people living in two 
or three bedroom terraced housing. Most 
employment is in manual occupations with 
moderate to low incomes. Leisure interests 
include camping, angling, bingo, going to the 
pub and watching cable TV. 

Flourishing 
Families 

8 6 Wealthy families in managerial and 
professional occupations who juggle both jobs 
and families. Take regular holidays and are 
often quite active, enjoying sports, playing golf 
and countryside activities. 

For further details see www.caci.co.uk 
 
This analysis reinforces the previous findings with dog owners particularly likely to 
be in the family lifestages and a mix of affluent and less affluent groups.  

                                            
5
 A Classification of Residential Neighbourhoods – a geodemographic analysis which uses data from the Census and other 

sources to profile survey respondents on the basis of their postcode. Source: Omnibus survey undertaken by TNS for 
Natural England May 2007 
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Leisure participation 
 
Chart 36 illustrates the leisure activities undertaken ‘most months’ by dog owners 
resident in England and people who do not own a dog. This comparison illustrates 
the higher proportions of dog owners taking part in a number of activities including 
gardening, eating and drinking out, shopping for leisure, DIY and going to the 
cinema. 
 
The greater propensity of dog walkers to take part in these activities is related to 
the aforementioned demographic profile of dog walkers. If the variations between 
the demographic profiles of those who do and do not own a dog are controlled for, 
differences in levels of participation in these activities are less apparent.  
 
For example, focusing only on those in the Older Family lifestage, there is little or 
no significant difference in levels of participation in most of the activities listed in 
Chart 3. Indeed, dog owners in this lifestage group are slightly less likely than 
those without a dog to participate in some of the more active pursuits including 
going to the gym and fitness classes, playing team sports and mountain biking.    
 
 
Chart 3 – Leisure activities undertaken ‘most months’ 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

                                            
6
 Source: Omnibus survey undertaken by TNS for Natural England May 2007 
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A profile of dog walking 
 
Two thirds of dog owners in England (66%) normally spend leisure time out of 
doors every week, a significantly higher proportion than amongst people who do 
not own a dog (46%). On an annual basis the ‘average’ dog owner takes an 
estimated 170 visits to the outdoors per year, more than double the number of 
visits taken by other people (av.80 visits)7. Taking these estimates one step further 
it may be estimated that dog owners in Britain take at least 1 to 1 and a half billion 
visits to the outdoors per year, about two fifths of the total number of outdoor visits 
taken by the population as a whole8. 
 
When? 
 
The necessity to exercise dogs on a regular basis means that levels of 
participation in dog walking varies less by season than participation in other 
outdoor recreation activities. 
 
Chart 49 below illustrates the volume of dog walking visits as a proportion of all 
visits to the outdoors in Scotland during each quarter between 2003 and 2007. 
While the greatest volumes of all outdoor recreation visits took place in the 
summer months, the seasonal variation of dog walking visits was much less 
marked. Notably, over half of outdoor recreation visits taken between October and 
November were taken for dog walking (55%). 
 
       
Chart 4 – Volume of dog walking and other visits to outdoors in Scotland by 
quarter 2003 to 2007 
 

 
 
Other surveys have identified variations in the proportions of visitor taking part in 
dog walking at different times of day. For example, a survey of visitors to Forestry 
Commission Scotland sites between 2005 and 200710 found that while 50% of all 
visits taken to FCS sites were taken for dog walking, the proportion was much 
higher amongst those who were interviewed before 10am (76%). 
 

                                            
7
 Source: Omnibus survey undertaken by TNS for Natural England March 2009 

8
 Estimate is based on interim results of ongoing surveying undertaken for Natural England and results of the Scottish 

Recreation Survey. 
9
 Source: Scottish Recreation Survey, SNH, 2003 to 2007  

10
 Source: All Forests Survey 2005 to 2007, Forestry Commission Scotland 
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Where? 
 
As illustrated by the quotes below, qualitative research undertaken with dog 
walkers11 has identified a preference to visit locations where dogs can be let of the 
lead.  However, convenience to home is also a priority, particularly during the 
week when other pressures on time such as work have an impact on decisions 
regarding where to go and the duration of visits.  
 

 
 
 
 
Reflecting these findings, as Chart 5 below illustrates, the majority of visits for dog 
walking (58%) are taken in a rural, countryside location such as a woodland or 
farmland while a smaller proportion (33%) are in a town or city location such as a 
park.  By comparison, outdoor recreation visits taken for other purposes which are 
more likely to be taken in an urban location.  
 
Chart 5 – Types of place visited – March 2009 
 

                                            
11

 Source: Focus group undertaken for Forestry Commission in 2003 for Quality of Experience project. 
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It is also notable that most dog walkers are ‘in the habit’ of visiting the same places 
regularly. In Scotland, 49% of dog walkers normally visit the same place to dog 
walk every day12. 
 
 
Why? 
 
Not surprisingly, the majority dog walkers state that their main motivation for visits 
to the outdoors is simply ‘to exercise their dog’ (77% of dog walking visits)13. 
However large proportions of dog walkers also indicate that a number of other 
factors are important reasons for taking part in this activity: 
 

- For personal health and exercise – 34%  
- To relax and unwind – 22%  
- To enjoy scenery – 21%  
- For fresh air or to enjoy pleasant weather – 19% 
- To enjoy scenery – 17% 

 
These findings help to illustrate some of the broader physical and mental health 
benefits obtained through dog walking. Qualitative research 14  has also 
demonstrated the importance of the natural backdrop and peace and quiet as 
motivations for dog walking. This research also indicated that the companionship 
of meeting other local people, walking their dogs and the community spirit which 
this engagement could generate were also important motivators for some 
partcipants. 
 

 
 

                                            
12

 Source: Scottish Recreation Survey, SNH, 2007 
13

 Source: Omnibus survey undertaken by TNS for Natural England March 2009 
14

 Source: Focus group undertaken for Forestry Commission in 2003 for Quality of Experience project. 

 “If you’re walking dogs you’re watching nature 

anyway because it’s there, all around 
you.” 
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The impacts  
 
Dog walking clearly has a number of positive impacts for the dog, the dog owner 
and the wider population.  
 
Perhaps the most obvious positive impact is the physical health benefit likely to 
obtained from the regular physical activity undertaken by dog walkers. As 
discussed previously, the ‘average’ dog walker visits the outdoors at least twice as 
often as the average person who does not own a dog. 
 
As Chart 6 below illustrates15, 37% of dog walkers in England participate in the 
recommended 5 or more periods of at least 30 minutes of exercise per week, a 
significantly higher proportion than amongst people who do not own a dog (21%). 
 
 
Chart 6 – Number of occasions undertook 30 minutes+ of physical activity in 
last 7 days 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
This review of survey findings has also suggested that dog walking provides a 
number of other positive impacts, including the following: 
 

- Mental health and well being with many dog walkers taking part to relax, 
unwind and engage with nature. 

- Community ‘spirit’ with dog walkers mixing with other local people and 
feeling ‘ownership’ for the local outdoor spaces which they visit nearly every 
day. 

- The economic benefits – although most dog walks do not involve any 
expenditure, the large volume of visits taken, throughout the year and often 
in rural areas means that this activity brings economic benefits to the places 
visited.  
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 Source: Omnibus survey undertaken by TNS for Natural England March 2009 
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- Inclusive – it is also important to note that dog walking is a more inclusive 
activity than many other leisure activities, undertaken by members of all 
socio-economic grades, residents of rural areas and both men and women. 

 
Conversely, there are also negative impacts associated with dog walking.  A series 
of surveys undertaken at 13 key Forest Commission England sites between 2003 
and 200716 found that, at some of these sites as many as 14% of visitors indicated 
that dogs or dog dirt had a negative impact upon the quality of their experience.  
 
The issues related to dog walking and approaches to minimise these impacts are 
described in detail in the other papers presented as part of this seminar. 
 
Summary 
 
Around a quarter of the British population have a dog in their household but this 
proportion is higher amongst families with older children, older couples and 
members of the C2, D and E socio-economic groups. 
 
Dog walking represents around two-fifths of all visits to the outdoors but a higher 
proportion during the winter months and a certain times of day.  
 
On average, dog walkers visit the outdoors twice as often as people who do not 
own a dog and are much more likely to take part in the recommended 5 periods of 
30 minutes of physical activity per week. Dog walking also provides participants 
with an opportunity to relax, engage with nature and mix with other members of 
their local community. 
 
 

  

                                            
16

 Source: Quality of Experience in Forests Surveys, Forestry Commission, 2003 to 2007 
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Countryside Recreation Network Seminar 
  

"Case study 1 - FC work on managing dogs" 
 

Paddy Harrop 
Recreation and Public Affairs Manager 

Forestry Commission 
 

 

Introduction 
This paper will set out the background to the Forestry Commission’s approach to 
managing access for dog walkers in England, including a number of case studies 
demonstrating good practice.  Further information, background and resources can 
be found on the Forestry Commission website www.forestry.gov.uk/england-dogs 
 

 

Context 

DEFRA’s Strategy for England’s Trees, Woods and Forests sets out aims to: 
secure trees and woodlands for future generations; ensure resilience to 
climate change; protect and enhance natural resources; increase the 
contribution that trees, woods and forests make to our quality of life; and 
improve the competitiveness of woodland businesses and products. 
 
Dog walking is the largest single activity on Forestry Commission land with around 
40% of all visits being made with a dog.  It is a healthy activity promoting activity, 
and the ownership of a dog often improves people’s mental health and sense of 
wellbeing.  Dog walking is popular with women and older people groups who often 
get less exercise and are often more cautious about using woodlands due to fears 
about strangers and being attacked. Since 2005 the Forestry Commission have 
had a partnership with Kennel Club to promote responsible access by dog owners 
and provide better-managed facilities for dog walkers. Dog access needs to be 
managed pro-actively to minimise conflicts between user groups and issues 
particularly around managing dog waste. 
 
The Forestry Commission wants dog walkers to feel welcomed to the woods we 
manage and to work with the Kennel Club to promote responsible dog ownership. 
 

Guidance for managers  

 
The Forestry Commission, working with the Kennel club, since has prepared a 
range of guidance and resources.  The Managing Dogs in the Woods booklet for 
managers of Forestry Commission sites aims to help them to engage with dog 
owners through the provision of facilities such as dog washes and clear signage, 
as well as advice on sensitive ways to tackle issues such as dog fouling and 
disturbance to wildlife and livestock.  
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Dog owners also have a responsibility to be considerate towards other forest users 
and to wildlife and now they can pick up their own handy guide to responsible dog 
management in woodlands. Paws in the Woods is a credit card-sized guide to 
safe and enjoyable woodland visits for dogs and their owners.  
 
The Forestry Commission has also launched a fun postcard for dogs (with a little 
help from their owners!) to write to their friends to tell them all about how much fun 
it is for dogs to visit Forestry Commission woods. A branded bag for dog mess 
has also been made available at Forestry Commission sites to help dog owners to 
keep the forest clean and safe for all visitors.  
 
These ‘dog-uments’ form a core part of the Commission’s Walkies in the 
Woods promotion which focuses on the physical and mental health benefits of 
dog walking as part of the Active Woods campaign to promote the healthy living 
opportunities offered by woodlands. A range of dog-friendly events are held at 
sites across England.  
 
The Dog and Human Activity Trail concept aims to: enhance opportunities for 
people to experience and enjoy responsible, healthy exercise and interaction with 
their dog and to act as a focal point for delivering messages to owners about 
responsible behaviour, alongside other site management issues.  It presents 
worthwhile and interesting challenges, that may lead onto further activity and/or 
competition by utilising locally available materials and existing construction skills. 
The trail design aims to minimise maintenance and inspection requirements, 
address safety considerations regarding the physical design of activity elements 
and abilities of users and minimise conflict with other site users.  
 
The trails aims to give dog owners a sense of being welcome visitors and clarify to 
other site users that use of the route by dogs and their owners is intentional and 
welcomed. 
 
The first activity trail was constructed in March 2008 at Coatham Community 
Woodland on Teeside. The woodland was established in 1999 on former arable 
land. It soon became very popular with dog owners, who are the primary users of 
this urban fringe site. Visitor facilities are limited to a car park immediately adjacent 
to an open area, with the now established woodland. 

Case Studies 

1. Dog pit stops – effective engagement 
 
Dog ‘pits stops’ are a simple, effective and low cost way to engage with dog 
owners to increase rapport, understanding and management effectiveness. 
 

Good practice 

• A very cost-effective way to build positive dialogue with owners and better 
understand behaviours and conflicts. 
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• Dog owners can be readily targeted to visit such sessions through “freebies” for 
their dogs. 

• Can easily be undertaken by site staff, requiring no specialist or expensive 
materials. 

• Helps dog walkers to become unofficial wardens, taking pride in the site and 
supporting staff.  

• Suppliers of pet food and accessories will often provide freebies for such use. 

• Dog food samples came from quality suppliers that did not raise any undesired 
ethical concerns. 

Description 
Forestry Commission managers of the South Yorkshire Community Woodlands 
wanted to better engage with dog walkers as a major site user. They used a ‘pit 
stop’ approach, consisting of a ranger, van and a table with questionnaires and 
free dog food samples, supplied free by manufacturers. 
 
The 14 pit stops were held at 5 strategic locations in 2006-7, between 8-10am and 
3-6pm. Posters (on-site and locally distributed) invited people to stop off, have 
their say about the woodland and get free dog food and water. Some dog walkers 
changed their walk times specifically to attend pit stops.  A pet food supplier 
subsequently sponsored a 'Walkies in the Woods' leaflet to be handed out to all 
dog walkers and veterinary surgeries, advertising good, local places to walk your 
dog. 
 
Staff were very pleased with this approach: "It’s an amazingly cheap and effective 
way of talking to those who really do regularly use and rely on our sites.  It works 
so well, as the dog walkers feel they are partly responsible for sites, and feel really 
valued that we appreciate their eyes and ears on the ground. They can now text 
the site ranger with comments and to report problems, which is great as we can’t 
be on site 24/7.” 

 
2. Engaging events 
 
Dog-friendly events can be a very effective and non-confrontational way to engage 
with dog owners, improve their understanding and influence their behaviour. 
 

Good practice 

• Special events enable engagement with owners in a positive way, that is seen 
to be “pro-responsibility” and not “anti-dog”. 

• Dog clubs, specialist suppliers and the Kennel Club can assist with advice, 
contacts, demonstrations and help on the day. 

• Address data from competition entries, bookings etc, can be subsequently 
used to contact local dog walkers with information, education and advice. 
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• Can establish a dog walker ‘community’ for the site / local area, to enhance 
long-term support, rapport and peer pressure to increase desirable behaviour. 

• Having clear aims about how the event fits into the bigger picture will help it 
have a long-term impact. 

 

Description 

In 2006, the Forestry Commission’s Westonbirt Arboretum in Gloucestershire held 
its first dog days weekend. Staff were keen to better engage with this significant 
group of visitors, to both secure greater support for the site and influence their 
behaviour. 
 
Working with the Kennel Club’s events team, a two-day event was held in 
February - a traditionally quiet time for the site, but no barrier to year-round dog 
walkers. 
 
The dog days included a heat for Scruffs (a national, non-pedigree dog show, 
which they secured at the first time of asking) as well as ‘good behaviour’, agility, 
flyball, and trade and association stands. More than 3,000 people attended the 
event. 
 
The event was a success, and in 2007 over 4,500 people (possibly 5,000+ dogs) 
attended the event. New activities such as cani cross and gun dog demonstrations 
have been introduced, as the growing enthusiasm for the event has captured 
people’s imaginations. The event has run again in 2008 and 2009. 
 
 

3. On-site dog training 
Initiating regular outdoor sessions with local dog trainers is a cost effective way to 
improve owner control, education and wider support for a particular site. 
 

Good practice 

• Working in partnership with the dog community means the scheme is not seen 
as “anti-dog”. 

• Sites where dogs can be safely trained in the outdoors are a valuable 
commodity that  owners and trainers are keen to locate and use. 

• Improved training and control reduces conflict for all, and is seen positively by 
owners as providing more effective freedom for their dog. 

• When engaged in the right way, dog owners can become committed, long-term 
site supporters. 

• Such approaches foster peer pressure within the dog-owning community for 
greater understanding and responsibility. 
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Description 

Following a chance encounter between a ranger and an irate dog owner (who was 
also a dog trainer), at Thames Chase in Essex, the Forestry Commission gave 
permission for a 6 month trial of on-site dog training, to reduce fouling on paths, 
increase use of designated areas and improve overall dog control. 
 
The first session in December 2004 had 4 clients; 6 months later around 16 dog 
owners attended each week. The sessions remain popular, continue to this day, 
and were successful in reducing fouling on paths and increasing off-lead control. 
 
Local FC staff believe facilitating a local dog group is a great way to encourage 
peer pressure for responsible behaviour. The group meets one day every week 
and runs classes for a range of abilities, including puppy classes and advanced 
training. There is minimal input from the Forestry Commission, cutting the grass 
area twice a year. 
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"Case Study 2" - Hampshire's Countryside for You and Your Dog 
 

Jo Hale 
Strategic Development Manager 

Hampshire County Council 
 
Introduction 
 

Walking with a dog not only provides motivation for people to use the countryside 
regularly, it also contributes to the social nature of walking and can provide a 
feeling of security in isolated areas. It must be remembered that dogs are 
classified as a ‘natural accompaniment’ on rights of way and are also an important 
member of the family for many people. In addition dogs play an essential role in 
assisting people to live an independent life whether they have visual, hearing or 
other impairments; many of whom may found access to the countryside difficult. 
Recent studies show that dog walkers are more likely to reach the government's 
recommended 30 mins of exercise 5 times a week through owning a dog.  
 
A corporate priority for many local authorities is to maximise the health and 
wellbeing of local people and demonstrate the value of the services on offer. Dog 
walkers certainly make use of their local countryside services and are likely to 
have a better quality of life as a result.   
However, these positive aspects of dog walking are often lost amongst the 
problems and complaints. Research conducted in the preparation of the 
Hampshire Countryside Access Plan (RoWIP), highlighted the following issues:-   
 

- Landowners indicated that they had experienced trouble with dogs 
chasing livestock and game. This not only makes it difficult to find 
graziers but also discourages landowners from improving existing 
access or increasing provision. 

- The effect on wildlife by dogs disturbing nests, or chasing birds and 
animals, is of great concern to site managers who are trying to 
conserve or improve biodiversity. 

- Dog fouling was also recognised as a problem for access mangers 
particularly on smaller sites or rights of way where there are unlikely 
to be dog bins. However, the cost of emptying dog bins and 
concerns over urbanisation of countryside caused by the siting of 
bins prevent the provision of more bins. 

 
 
Dog walkers are the most regular visitors to the countryside, and users of our 
services, but we probably provide less positive activities and facilities for this group 
than any other. Additionally, whilst walkers, cyclists and horse riders have a 
network of local groups that can represent and lobby on their behalf, there is no 
similar organisation for dog walkers resulting in a lack of consultation for this key 
group.  
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It is very important that any changes to the way the countryside is managed is 
undertaken in recognition of the needs of walkers with dogs and in consultation 
with them. A number of incidents in Hampshire have illustrated this point, 
highlighting the need for political support and involvement of the Hampshire 
Countryside Access Forum before we embarked on changing our approach to 
managing dogs in the countryside. 
 
A Partnership Project 
 
In 2005 the Kennel Club, Natural England and Hampshire County Council formed 
a partnership that aimed to investigate the needs and behaviours of dog walkers 
and test management approaches to optimise the benefits and minimise the 
negative effects of dogs in the countryside. 
 
This is to be achieved by:- 
 

• Understanding the needs and behaviours of dog walkers in the 
countryside. 

• Identifying changes in management practices and piloting 
recommendations  

• Evaluating the effectiveness of the recommendations in influencing the 
behaviour of dog walkers 

 
The Psychology of Walkers with Dogs, University of Portsmouth was completed in 
2006 followed by further research conducted by Sheffield Hallam University in 
2008 entitled ‘An assessment of perceptions, behaviours and understanding of 
walkers with dogs in the countryside’. Both reports can be downloaded in full from 
www.hants.gov.uk/dogs. 
 
Eight steps to change 
 
Armed with the findings from these reports a series of questions were developed 
to assist in identifying the changes required and to help create a structure for 
working with site managers and rangers. A full version with explanation is 
available at www.hants.gov.uk/dogs click on Taking the Lead.  
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What is the problem? How big an issue is it? Why is it happening? 

What do you want to happen? What results do you expect to see? 

How would you like walkers with dogs to behave? Is this realistic? 
Are there good reasons? Is it easy to comply with? 

Do you need to change site management? Are the bins in the right place? 
Can dog exercise areas be provided? What other facilities might help? 

What is the best way to communicate? Is the language used clear and  
unambiguous? Have you considered other forms of engagement e.g. dog days? 

What are the consequences of implementing change? What might happen 
elsewhere on site or on nearby sites? What will other users think? 

Has it worked? Can you measure/evaluate whether results have been achieved? 

Monitor new system How can it be kept fresh and up to date? 

What will happen if people still not complying? Are dog control orders the best 
course of action? 
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Case Study 1 - Danebury Iron Age Hill Fort 

Danebury is a 40 hectare of chalk down land site including an Iron Age Hillfort that 
is designated as a Scheduled Ancient Monument (SAM). This Hillfort is flanked by 
woodland, scrubland and Site of Special Scientific Interest (SSSI) chalk grassland. 
The site is grazed by 65 Manx Loughtan sheep and between 10-20 cattle. Existing 
facilities include toilets, notice board, signage and one poo bin.  

The need for change 

The problems encountered by the ranger team who manage Danebury included:  

• Uncontrolled dogs and the subsequent disturbance to wildlife and other 
site users. 

• Dog poo not being picked up and binned. 

• Worrying and occasional killing of sheep. 

• Misunderstandings and heated confrontations with dog walkers over access 
and signage. 

To get an idea of the extent of the issue with regard to dog poo the ranger flagged 
the poo left on site, counted it and took a photo.  

The outcomes 

The ranger team identified the following outcomes for the project: 
 
a)  To improve communications between the ranger team and walkers with 

dogs, with respect to appropriate behaviour, livestock movements and 
access restrictions/limitations. 

b)  To increase the amount of dog poo collected and appropriately disposed of 
by dog walkers at the chosen site. As such improving the overall experience 
for all visitors and helping in its conservation management. 

c)  To aid in reducing the erosion pressure experienced at Danebury. 

Desired behaviours 

The desired behaviour from dog walkers were identified as: 
 

• Sheep not approached, chased, injured or killed by dogs. 

• Dog poo picked up and binned everywhere on site. 

• Dogs not approaching or jumping up at visitors uninvited. 

Adapting site management 

As Danebury has a number of fenced fields, stocked at different times, the most 
appropriate approach to adopt was considered to be zoning, using a traffic light 
system (which had been tried elsewhere).   
 
Each field or area was either red, amber or green depending on the behaviour 
required: Red – no dogs allowed, Amber – dogs on lead, Green – off lead dog 
exercise area. 
The system needed to be flexible as the zones change depending on the location 
of the sheep. The only red area was within the ring of the hillfort where dog 
walkers had not been allowed for years so this was effectively no change. 
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The existing dog bin was located in the car park which was not the most 
convenient location for dog walkers, as dogs tend to defecate a few minutes after 
leaving the car in which case the bin is behind them. An extra bin was added and, 
after some negotiation with the contractors who empty the bins, located further into 
the site, although not as far as the rangers would have liked. 
 

Communication 

Signs with paws denoting the different zones were produced and fixed to the 
access points. These were small 3”x3” signs that could be easily unscrewed and 
relocated.  
 
A map was produced and put on the notice boards. This shows the location of the 
different zones and has to be changed when the stock are moved round. 
 
A leaflet explaining the system and the reasons for the different zones as well as 
showing the location of the dog bins was produced. 
 
An event for dog walkers (the Danebury Dog Day) was held to launch the new 
signage and to find out how people use the site through questionnaires. A guided 
walk for dog walkers in the red zone gave people the chance to find out why dogs 
are not allowed in that area. 
 

Did it work? 

A questionnaire was used to gain feedback on the new system by having a 
meeting point and giving out doggy bags (sponsored by a pet shop). The results 
showed that: 
 

• 83% of dog walkers felt it had improved the clarity of where they could walk 

• 92% expressed that it had improved their understanding of where their dog 
should be on lead 

• 75% felt it had made the location of grazing animals more obvious 

• The survey of dog poo was revisited and found that the amount of poo left 
on site had reduced by 82%. 

 

Lessons learnt 

There were a number of lessons learnt from the project which can be found in 
detail in the report (see further information). The main one however was that the 
paws signs needed a little explanation rather than relying on the leaflet and for 
those who are colour blind. The other issue about signage was that when the large 
negative sign for the red zone was replaced by a small paw sign it was overlooked 
and dog walkers entered the area. This was rectified by putting a larger more 
explanatory sign up for a while. The rangers are now considering how to refresh 
the system to keep it interesting. 
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Further information 

For the evaluation report about this project go to www.hants.gov.uk/dogs for the 
information to dog walkers visit www.hants.gov.uk/danebury  
 

Case Study 2 – Yateley Common Country Park 

Yateley Common is nearly 200 hectares of woodland, heathland and ponds. Most 
of the site is SSSI and SPA and designated open country. There are several car 
parks but no visitor centre, toilets, notice boards or dog bins. 

The need for change 

The problems encountered by the ranger team who manage Yateley included:  

• Disturbance to ground nesting birds. 

• Dog poo left on site around car parks and picnic areas. 

• Potential problems as the site may be grazed in the future. 

The outcomes 

The ranger tem identified the following outcomes for the project: 
a)  To reduce the disturbance to ground nesting birds. 
b)  To reduce the amount of dog poo left around the car parks and picnic areas 

but without providing dog bins. 
  

Desired behaviours 

The desired behaviour from dog walkers were identified as: 
 

• Dog poo picked up and taken home around car parks and picnic areas. 

• Dog poo flicked off the path elsewhere on the site. 

• Dogs to be kept to the paths during the nesting season.  

Adapting site management 

No changes 

Communication 

A credit card sized guide or ‘passport’ was produced that contained information on 
the expected behaviours with good explanations and a section to record the dogs 
details. This was adapted from a similar publication produced by Westonbirt 
Arboretum.  This was distributed at local events and online as well as by the 
rangers going about their normal duties. 
 
The wording we used was developed with The Kennel Club which took some time 
but it meant that we could have The Kennel Club logo on the guide to give it some 
credence with dog walkers. 

Did it work? 

The guides were really well received by dog walkers. 
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Lessons learnt 

The credit card guide was referred to as a ‘passport’ due to the spaces available to 
record doggy information. Unfortunately the press interpreted this as meaning a 
passport was needed to go to Yateley Common Country Park. 

Further information 

For the information for dog walkers and copy of the leaflet go to 
www.hants.gov.uk/yateley-country-park.htm  
 

Case Study 3 – Manor Farm Country Park 

 
Manor Farm Country Park includes 400 acres of grassland, riverside and 
agricultural land including SSSI woodland. There is a visitor centre, tea rooms and 
a shop, toilets and a working farm within a pay zone. The site has car parks signed 
to encourage dog walkers to use them, a dog hitching post and water bowl near 
the pay zone and had recently added a dog exercise field. 

The need for change 

The problems encountered by the ranger team who manage Manor Farm included:  
Dog poo picked up, bagged and left in the bushes. 
Complaints about dogs approaching people uninvited. 
 
Change was precipitated not only by problems but because the site staff 
recognised that there were a large number of dog walkers using the park and an 
opportunity to provide a more positive experience for them. The staff had already 
implemented a safe dog exercise field to encourage dog walkers to use a 
particular area of the park. 
 

The outcomes 

A survey of visitors to the park was conducted by Sheffield Hallam University in 
2007 as part of wider research into the perceptions, behaviours and understanding 
of walkers with dogs. There were two particular questions that we were interested 
in obtaining baseline data so that once changes had been made to the park 
management could be revisited to test effectiveness: 
1. How welcome dog walkers felt, and  
2. Awareness of facilities and what behaviour is expected in certain areas of the 
park. 
 
We found that the degree of welcome was high (71%) but there was a lack of 
awareness of certain facilities and a lack of clarity about what behaviour was 
expected. The outcome of the project at Manor Farm Country Park was to improve 
the awareness of facilities and the level of understanding of the expected 
behaviours whilst maintaining a high degree of welcome. 
 
Additional outcomes were to reduce the amount of poo bagged but not binned and 
reduce complaints from other users about dogs approaching uninvited. 
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Desired behaviours 

The desired behaviour from dog walkers were identified as: 
 

• Dog poo flicked off the path in the woodland areas but picked up and 
binned everywhere else on site. 

• Increased use of the dog exercise field. 

• Dogs not approaching people particularly in the picnic areas. 

• Dogs on the lead close to the farm area. 

Adapting site management 

The site had two dog poo bins serving a very large site. By designating the 
woodland as a flick it area it was thought that only one more bin would be needed 
to assist people in complying with picking it up and binning it. 
 
The site was zoned so that in the picnic areas dog walkers are required to have 
dogs on a lead between Easter and the end of September and along the path next 
to the farm. The rest of the site dogs were required to be in sight but could be off 
lead. 
The flick it zones were in the woodland and dog walkers required to pick up and 
bin it in all other areas. 
 
The exercise field was already set up as a fenced field with dog bins which is safe 
for dogs to be exercised off lead. The field can be booked exclusively for dog 
training classes and for doggy parties (for a fee) and was already proving popular. 
 

Communication 

As this was a pilot project some specific graphics were used to assist in getting the 
messages across in a friendly manner. Dog walkers were interviewed about the 
zones on site and the names and breeds of their dogs noted. These were then 
used to develop some cartoons for use in a leaflet and signage. 
 
The leaflet contained information on the zones but also some key messages that 
had arisen as part of the interviews. For example there were some 
misunderstandings about the opening times as one ranger opened the site slightly 
earlier than the ‘official’ opening time. The leaflet clarified the opening time but 
recognised their need to get in earlier which was accommodated when possible. 
 
The signs depicted two dog characters and were written from the dog’s 
perspective. There were a number of different signs produced for different areas 
and to be rotated to keep the messages fresh. An example of the signs can be 
found in Appendix 1. 
 
An event ‘The Big Doggy Do’ was held in partnership with a local dog training 
group who use the exercise field. It was quite a large event with trade stand 
marquee and a roped off arena for classes that were fun but also promoted 
responsible behaviour e.g. fastest recall, musical sit. This event was held in 
September 2008 and launched the new management at Manor Farm Country Park. 
It was a huge success as over 1,500 people attended with their dogs with no 
problems and all had a great day. Quite a number of people had not visited Manor 
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Farm previously and were pleasantly surprised at the welcome afforded dog 
walkers.  

Did it work? 

Evaluation of the system will be carried out in 2009. 
 

Further information 

For the research information go to http://www.hants.gov.uk/dogs and for the 
information for dog walkers visit http://www.hants.gov.uk/manorfarm.htm  
 
 
Strategic thinking 
 
In 2008 the Hampshire Countryside Access Forum commissioned research to 
consider the strategic implications that adapting management on one site might 
have to the way that walkers with dogs use the countryside. The research 
concentrated on the countryside in and around Winchester and involved local dog 
walkers as well as land managers. The recommendations from this report included: 
 

• Dissemination of the lessons learnt from the research and pilot projects. 

• More consistent approach with other organisations and authorities 
responsible for managing land with access. 

• New provision for walkers with dogs that is well planned and fit for purpose. 
 
Following this work a guidance for public land managers has been produced called 
Taking the Lead and can be found at www.hants.gov.uk/dogs. Future work is 
planned including: 
 

• Guidance for the provision of green infrastructure for walkers with dogs. 

• Guidance for private land managers, particularly with regard to rights of 
way. 

• Adaptation of rights of way signage.  
 
 
Conclusion 
In conclusion dog walkers are major users of the services we provide in the 
countryside and are very loyal to the sites they use. New approaches to 
management and ways of engaging with dog walkers could not only benefit the 
experience they, and other users, have but also assist with site management. 
The demand for off lead access, close to home will increase particularly in areas of 
major growth, such as South Hampshire. We need to ensure that the needs of 
walkers with dogs are understood and that positive provision is planned into any 
new development. 
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Countryside Recreation Network Seminar 
 

"Case Study 3 - Paws on the Moors project" 
 

Dan Boys 
Moor Care Ranger 
Moors for the future 

 
‘Paws on the Moors’ – positive approaches to responsible dog ownership 
I have to admit, I am no dog lover. I don’t necessarily mind other people’s dogs, 
but I can safely say that I will never own one. That doesn’t mean that a little role 
play cannot put you into the mindset of those that concur with the phrase ‘man’s 
best friend’. After all, I have three young children and preventing them wee-ing up 
the neighbour’s wheely-bin and sniffing each others bottoms is a shared problem. 
 
Get orf my laaannd!!! 
Listen to any moorland landowner in the Peak District and they will tell you there 
are two major conservation threats; summer wildfires and the presence of 
uncontrolled dogs (or is that owners) disturbing wildlife, especially ground nesting 
birds (yes, some nest on the ground!).  My new role, back in 2004, for the Moors 
for the Future Partnership was to influence the behaviour of six million visitors to 
Britain’s first National Park. 
 
History tells us that the traditional way to tackle the issue of ‘dogs off the lead’ is to 
make dog owners feel unwelcome to the countryside. At many access points, 
seasonal signage, often left out all year long, discourages them.  
 
Andrex Puppies (the softly, softly approach) 
We wanted to try something different and all together more ‘new age’; our aim was 
to innovatively and positively inform dog owners that letting their pets running 
around like, well, dogs was not particularly beneficial to moorland wildlife.  
 
Looking for a source of inspiration, I began to leaf through a copy of Natural 
England’s ‘You and your dog in the countryside’ when I read a page of the booklet 
I had always skipped. Page two invites you to photocopy and insert important 
details about your dog (insurance details, microchip number etc), so you have 
them to hand if your dog gets lost.  
 
In my newly found ‘dog lover’ role, I decided I was unlikely to keep a tatty piece of 
photocopied paper in my pocket, but liked the idea of having this information to 
hand, especially if I could stick a picture of old ‘fido’ in there too; just to show other 
people what he looked like if he did go missing. Although I should tell you now, my 
dog is the best behaved dog in the world and never gets into trouble!  
 
Pet ‘Passports’ 
Working on the principle that ‘freebies’ are a good ice-breaker, we armed Rangers 
with wallet sized ‘passport’ cards replicating some of the details found on the 
inside cover of that booklet.  
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The card was launched at the start of the bird nesting season in 2006 and deemed 
on instant success by all parties, staff on the ground reporting that dog owners 
became more receptive to dialogue on this subject. Besides the extra publicity it 
gained from the media, the card delivered three, very carefully worded key 
messages devised with great assistance from the Kennel Club. 
 
From the dog’s perspective 
With each new bird nesting season we have aimed to launch new initiatives to 
freshen up the initiative and widen the appeal. In 2007, we launched of the Paws 
on the Moors podcast, a 25 minute radio-style play, at Crufts and this was swiftly 
followed by an adapted live theatre version at eight moorland site across the Peak 
District.  
 
In 2008, on the back of an Association of Heritage interpretation ‘Interpret Britain 
and Ireland’ award we embarked on a standalone website 
(www.pawsonthemoors.org) and an animated version of the podcast. The 15 
minute cartoon was an extravagant expenditure but one that has had the ability of 
spreading the message far and wide. 
 
The objective from all three narratives was to relay the facts from the dog’s 
perspective in a light hearted and fun manner. Each story follows a young puppy 
learning about the delights and dangers of the moors over the course of a year. 
Along the way he makes new friends, including two experienced working dogs that 
help reform a mischievous terrier who likes to bite off more than he can chew. 
 
The website not only allows free access to the animation and podcast but acts as 
a one-stop-shop, listing everything from dog first aid to dog-friendly B&B’s. And in 
time for this year’s bird nesting season we have launched a set of 10 lesson plans 
and assembly ideas directly linked to the animation. 
 
Teachers can download the National Curriculum-linked resources and deliver fun 
and informative lessons covering Citizenship, Drama and English Literature. 
 
Best in Show? 
Is the initiative working? Quantitively this has been hard to prove; the use of 
innovative methods has certainly attracted the attention of the media, raising the 
profile of the project. The podcast recorded over 200 downloads in its first week 
and the theatre exit surveys returned extremely positive feedback; although the 
audience numbers were very small compared to the 6 million visitors who frequent 
the Peak District moors each year.  
 
The animation has been a hit online,with visitors to Information Centres across the 
Peak District and at a  number of film festivals including the prestigious Kendal 
Film Festival. With several hundred DVD’s of the animation heading to schools we 
hope this will continue to play a central role in the initiatives promotion. We also 
had tremendous success wirelessly transmitting a 20-second trailer of the 
animation to 400 mobile phones in 10 days via Bluetooth.  
 
Teaching old dogs new tricks 
So what have we learnt so far? 
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• Delivering messages to your target audience must, above all else, be engaging, 
relevant and accessible 

• Using a variety of innovative approaches can raise the profile of projects and 
reach audiences that may not engage with traditional methods 

• Working closely with appropriate stakeholders (e.g. the Kennel Club) ensures 
consensus and appropriate messages 

• Positive messages and ‘freebies’ engage with owners’ primary concern of 
keeping their dog safe and happy 

• Live theatre clearly influenced owners perspective on the issue but reached a 
small audience 

• The web page provides the wider needs of the target audience and continues to 
be among the top three most popular pages on the site. 

 
Paws for the Future 
The emphasis now will return to on-site signage and how we can directly influence 
dog owners to keep their dogs on leads during the critical months of May to July. 
Since the ‘dog passports’ we have done little on this, in 2008 we developed some 
temporary A4 signs but these were mainly for notice boards, shops and libraries. 
However, in partnership with the National Trust we will be trailing a new 
weatherproof A5 sign, to be erected at access points, with a simple message to 
ask visitors to respect the bird nesting season – watch this space. 
 
 
 
Moors for the Future, launched in 2002, is a Heritage Lottery funded project co-

ordinated by: Peak District National Park Authority, National Trust, Natural 

England, United Utilities, Yorkshire Water, Severn Trent Water, Environment 

Agency, Sheffield City Council, Derbyshire County Council and Moorland Owners. 
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Countryside Recreation Network Seminar 
 

"Dogs in Parks and the Countryside" 

 
PROGRAMME 

 

 
09.30 Registration and refreshments 
 
10.00 Introduction and welcome by Chair - Andy Maginnis- Worcestershire 
 County Council 
 
10.15 The user's perspective from the Kennel Club's Access Advisor - 
 Stephen Jenkinson- Kennel Club Access Advisor 
   
10.45 Assessment of Perceptions Behaviours and Understanding of Walkers 
 with Dogs in the Countryside study Maxine Gregory - Sport Industry 
 Research Centre 
 

11.15 Refreshments 
 
11.45 Illustrating the importance of the "Dog Walking" market using 
 FC/SNH/CCW Surveys as example - Duncan Stewart-TNS 
 
12.15 Q&A with morning speakers 
 
12.45 Lunch 
 
13.30 Welcome back from the Chair 
 
13:45 Case study 1- FC work on managing dogs - Paddy Harrop - Forestry 
 Commission 
 
14:15 Case study 2 - Jo Hale - Hampshire County Council 
 
14:45 Case study 3 - Paws on the Moors project - Dan Boys - Moors for the 
 Future 
 
15:15 Q&A with afternoon speakers 
 
15:45 Summary 
 
16.00 CLOSE 
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Countryside Recreation Network Seminar 
 

"Dogs in Parks and the Countryside" 

 
SPEAKER BIOGRAPHIES 

 
 

CHAIR 
 
 

Andy Maginnis 
Acting Countryside Manager 

Worcestershire County Council 
 
Andy Maginnis is Worcestershire County Council's Acting Countryside Manager. 
His team manages the authority's Country Parks, Local Nature Reserves, 
Commons and Picnic Places as well as 3,000 miles of public rights of way. He is 
also responsible for a team that works with local communities to improve their own 
environment, the Malvern Hills Area of Outstanding Natural Beauty staff unit and 
the County Council's Gypsy Service. 
 
He is a former chairman of the Countryside Management Association and 
currently represents CMA and the Local Government Association on a number of 
national groups including the Countryside Recreation Network and the Country 
Parks Network. 
 
He has two dogs, a rabbit and five chickens and spends his spare time coaching 
football and rugby. 
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Stephen Jenkinson 
Kennel Club Access Advisor 

 
Stephen is an access and countryside management consultant, giving specialist 
advice for over 6 years on dogs and access management issues to the Kennel 
Club, as well as government agencies, local authorities and national parks 
 
This work combines his life-long involvement in dogs, with 19 years in local 
authority access management and as a trainer at Losehill Hall.   
 
He is also a pet behaviour counsellor for the Blue Cross animal charity, helping 
pets and their temporary foster carers in the North of Scotland where he lives… 
 
… and where only last week a neighbours’ dog killed 8 of his hens. 

 
Maxine Gregory  

Senior Research Fellow 
Sport Industry Research Centre 

 

Maxine has a first class BSc (Hons) Recreation Management degree and an MA 
Social Science Research Methods degree awarded with distinction from Sheffield 
Hallam University. 

Previous professional experience has included working for a National Governing 
Body of sport managing the National League Department, and employment with 
Sportsworld Pacific managing corporate hospitality programmes for the Sydney 
2000 Olympic Games.  

Her employment with the Sport Industry Research Centre commenced in June 
2003. Since then she has been involved with numerous projects spanning the 
sport, countryside and art sectors, however her main focus has been on 

• evaluating the impact of sporting and cultural events  
• evaluation of interventions designed to increase sports participation  

Maxine took a lead role in evaluating the wider impact of the Northern Ireland 
Community Sports Programme, and used a similar mixed-methods approach to 
recently evaluate the Coalfield Regeneration Trust's 'Sports Legacy' pilot. Maxine 
has been involved in designing and implementing innovative approaches to 
monitoring and evaluation for the current Sport England / ASA 'Everyday Swim' 
project and and also managed the preliminary evaluation of Sport England’s 
Extending Activities Trailblazers project.  Maxine is currently the project manager 
of the Sport Unlimited evaluation. 

Maxine has up-to-date skills relating to both quantitative and qualitative research 
methods, including interviewing, computer aided data analysis, data manipulation 
and statistical modelling. 
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Duncan Stewart 
Managing Consultant 

TNS 
 
Duncan graduated from Napier University, Edinburgh with a first class Honours 
degree in Tourism Management in 1997. He joined TNS in the summer of 1998 
from the research department of Yorkshire Tourist Board and is now a Managing 
Consultant.  In his position at Yorkshire Tourist Board, he was responsible for 
managing research projects for numerous visitor attractions and local authorities, 
running accommodation occupancy surveys and providing a research support 
service for the tourism industry in Yorkshire.   
 
Since joining the company, Duncan has undertaken a great deal of quantitative 
and qualitative research.  He has also been involved in most of the outdoor 
recreation studies undertaken by TNS for the Forestry Commission, Natural 
England, British Waterways, Scottish Government and SNH.  He is regular 
presenter at Countryside Recreation Network events and has contributed to the 
CRN journal. 

 
 
 
 

Paddy Harrop 
Recreation and Public Affairs Manager 

Forestry Commission 
 
 

Paddy has 18 years experience of leisure and forestry management and is 
currently the recreation and public affairs manager for Forestry Commission 
England.  He has led the development of mountain biking, play and dog access 
policy and has particular expertise in managing visitor safety and civil claims.  He 
also takes a lead role managing the Forestry Commission’s live music programme.  
Based in North Yorkshire with Rachel and their three daughters he enjoys live 
music, mountain biking, climbing and skiing in his spare time.  Voluntary work 
includes chairing the local village playing field association, acting as a trustee of 
the Forest of Galtres community festival and treasurer for The International 
Mountainbiking Association (IMBA) UK. 
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Jo Hale 

Strategic Development Manager 
Hampshire County Council 

 
 
Jo Hale has worked in the countryside management field for the past 18 years. 
After graduating from Sheffield Hallam University she has had a varied career 
which includes: wildlife trust officer, agricultural lecturer, estate manager and 
senior manager with the Environment Agency. 
 
In 2000 she joined Hampshire County Council’s Countryside Service and for the 
past 5 years has managed the Access Development Team with a range of 
functions mainly related to CROW Act 2000 duties, planning and education. Over 
the past 4 years Jo has been working jointly with the Kennel Club and Natural 
England examining the needs and behaviours of dog walkers and implementing 
changes to management practices.   
 
Her role has recently changed and she is now the senior officer for strategic 
planning matters, external funding and research in the Service. 

 
 

Dan Boys 
Moor Care Ranger 

Moors for the future 
 
Dan has worked for the Peak District National Park Authority since 2004 
developing a series of innovative interpretation projects to raise awareness of the 
threats to moorland habitats. His projects have won a number of national 
interpretation awards during this time.  
 
Prior to this, and after leaving university, he did the usual stints of volunteering 
before  working as a Warden for the National Trust. 
 
At the end of this week Dan will be leaving Moors for the Future to concentrate full-
time on his own business Audio Trails – www.audiotrails.co.uk – producing both 
traditional and digital and interpretation solutions for heritage sites. 
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