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TLGV Fact Sheet – Agritourism

By Charlene Perkins Cutler, TLGV Executive Director & CEO

Why should we care about agritourism?  The answer is four words:  revenue, stewardship, advocacy, sustainability.
(
Agricultural tourism has great economic value.  Visitors spend money at accommodations, campgrounds, restaurants, attractions, farms and shops.

(
Agritourists are good stewards of the land, water and cultural resources they visit. Therefore, they are considered to have a lower impact on resources and communities.

(
Agritourists become informed consumers willing to advocate for the resources they        enjoy. 

(
The combination of revenue, stewardship and advocacy are necessary to ensure sustainability and enhancement of traditional rural economies.

Overview of Tourism
1. Worldwide tourism is the one of the top growth industries (World Tourism Organization, WTO):

a.  WTO has identified rural tourism as one of the fastest growing types of tourism, with an annual increase of 5%.  

b.  Rural tourism represents 6% of the world’s gross domestic product.

2.  According to the Travel Industry of America (TIA):

a. Tourism is a $1.3 trillion business:  tourists spend a lot of money.
b. Tourism generates $100 billion in taxes (the equivalent of each family in the U.S. paying an additional $868 in taxes).
c. Tourism generates $162 billion in non-farm payroll associated with tourism.

3. TIA characterizes a tourist as:

a. Someone who travels, one-way, 50 miles or more for pleasure.

b. Shopping is their most important activity.

c. About two-thirds of 118 million domestic travelers have taken a trip to rural areas in the last 3 years – agriculture and/or nature.
d. Eighty percent of 118 million domestic travelers have visited an historical or cultural destination.
e. One-third of outdoor vacation activities in the U.S. includes biking.
f. Camping is the number one accommodation.  One-third of all U.S. adults say they have gone on a camping vacation in the past five years.
g. One-fifth of adult travelers have taken an educational trip to learn or improve a skill, sport or hobby in the past three years.

4. The tourist is motivated:

a. To build and strengthen relationships, particularly with family.
b. To improve health and wellbeing.
c. To rest and relax.
d. To have an adventure.
e. To escape.
f. To acquire knowledge.
g. To mark a special occasion.
h. To save money or time – reflected in their choice of close-to-home destinations or shorter vacations.
i. To reminisce.
5.  Tourists have a great number of destinations vying for their infotainment dollars and make their choices based on the following considerations:

a.  They want good value. 

b.  They want some of the work done for them – pre-existing itineraries, packages of lodging, meals and experiences (exactly what bid resorts like Disney do).  

c.  They want authentic experiences.

Overview of Agritourism
1. Definition:  Agricultural tourism refers to the act of visiting a working farm or any agricultural, horticultural or agribusiness operation for the purpose of enjoyment, education, or active involvement in the activities of the farm or operation (Small Farm Center at Univ. of Calif., Davis).
2. The niche of agritourism also includes nature-based tourism (hiking, biking, birding) and heritage tourism (visiting museums and rural communities).  
3. The specific benefits of agritourism are:

a. Preservation of the rural character of a town, region or state.
b. Preservation of local history and culture.
c. Retention and enhancement of traditional land-based economies.

d. Creation of real opportunities for new economic development in some communities or regions.
e. Generation of investment in local resources.
f. Connection of consumers with producers and increasing the value of the product through greater appreciation and awareness.
g. Education of the future stewards of our working landscapes and present consumers - letting people know where their food comes from.
4. Types of agritourism:

a. Outdoor recreation,  e.g. horseback riding, wildlife viewing and photography, fee fishing, camping, fee hunting, wagon or sleigh rides, cross-country skiing, game preserve, off-road vehicles, biking, hiking, canoeing.

b. Educational experiences, e.g. garden/nursery/greenhouse tours, winery tours, farm tours, historical agricultural exhibits, micro-brewery tours, exotic animal farms, specialty programs like “how to grow roses successfully,” cooking classes, cannery tours.

c. Direct sales, e.g. on-farm sales, roadside stands, pick-your-own operations, agriculture-related crafts and gifts, farmer’s markets.
d. Entertainment, e.g. concerts or special events, festivals or fairs, corn mazes, petting zoos, sheep dog herding exhibits.
e. Accommodations, e.g. bed & breakfast, farm vacation, youth hostel, elder hostel, youth camp.
f. Social events:  farm wedding, farm suppers/breakfasts, harvest dinners.

5.  Who is the agritourist?

a. They are mostly families, children traveling with adults aged 20-59 years.
b. Seventy-two percent travel with family, 31% with friends.
c. A large percentage are day trippers.  Case in point: the Wild and Scenic portion of the Farmington River in CT (Moore and Christos):
1.  Tourists visiting there contribute $3.93 million in economic impact annually for the five towns adjacent to the river.
2.  Ninety-two percent are day trippers.
3.  The visitors state a willingness to spend whatever is necessary for the experience as long as the quality of the resource is high.
d. A large percentage are return customers and the case can be made that a day tripper who returns several times a year has as significant an impact as a weekend overnight visitor.

e. Agritourism appeals more strongly to women who have an interest in providing high-quality and genuine experiences to children and who most often shop for the kinds of products offered by agribusinesses.
6.  Worldwide, leaders are concerned about retaining the character of their countrysides and keeping farmers on the land.  It is believed that the quality of the resource is directly related to the popularity of the destination.  The European Union supports agritourism as an effective way to market high-value foods based on a region’s historical, cultural and social traditions.

a.  Example:  Cinque Terre region of Italy -  an unspoiled area of the northwestern Italian coast comprised of five villages that cling to the cliffs along the shoreline.  They are noted for their dry-stone walls, vineyards, fishing industry, and trails.  Combining those assets the villages are marketed as a destination where visitors can walk between villages, enjoy the scenery, take a boat trip to a shoreline sanctuary, and indulge in food and drink.  

b.  Example:  Northeastern Italy, the region of Veneto - 7,200 square miles includes 15,000 farms (average size about 12 acres).  Visitors travel to the farms and spend a great deal of money for their rural experiences:  meals consumed on-site, purchases of wines, prepared meats, cheeses, jellies and jams, honey, baked goods and crafts. 
7.  While the U.S. does not have good national agritourism stats, there is some compelling information from several states:

a.  Hawaii: $33.9 million agritourism revenue in 2003 with on-the-farm sales as the leading category.
b.  Vermont:  $19.5 million agritourism in 2002; their survey showed that farms with fewer acres tended to be more involved in agritourism than larger farms.

c.  Montana:  $1.9 million agritourism in 2004 tied strongly to nature-based recreation.
d.  Georgia: 2.5 million nature-based tourists visiting 1 million acres of recreational lands; 243,139 visiting 14,000 farm acres, 64% of agritourists came for tours.

Elements Necessary for Successful Agritourism
1.  Relevance – must be able to counteract “been there, done that” by constantly creating new experiences or new ways to present them.
2.  Good marketing plan with an expectation to allocate resources to advertising.
3.  Participation as part of a critical mass of destinations that makes visitors want to come to the region.  The agricultural business needs partners; the critical mass needs variety.
4.  Creativity – put a new twist on an old activity (include a storyteller or musician on the hayride, but charge more; dusk or dawn events).

5.  Visibility - use high quality graphics and printed materials that are more affordable than ever because of digital processes.
6.  Web Wisdom - create an interactive website.  The internet is the best way to access an audience.
Challenges to Agritourism Success for Farms

1.  Sufficient labor:

a.  Problems with retaining seasonal employees.

b.  Difficulty in keeping employees without paying competitive wages.


2.  Sufficient and creative marketing plans, business plans and promotional networks.


3.  Guarantee of sufficient profitability.


4.  Physical improvement needs:

a.  Increased parking, traffic control issues.
b.  Visitor expectation of restrooms, drinking water, and/or food services/snack opportunities.

5.  Liability issues:



a.  Farms need to do a business risk analysis and talk with an insurance advisor to 



determine adequate levels of liability insurance.  

Note:  The Kentucky Legislature is considering a bill that 



would provide agritourism professionals protection from liability 


and require sites to post appropriate warning notices (UVM).  


Kansas has an Agritourism Promotion Act that attempts to limit 


liability through mandatory signs and creates a tax credit 



equivalent to up to 20% of the liability insurance a farmer is 


required to buy (UVM).



b.  The type of business may need to be altered to a limited liability 



partnership or some other form that protects owners.  



c.  Proactive measures need to be used, like requesting visitors sign disclaimers,               

posting signs in hazardous areas, and training staff about potential safety hazards.
Suggestions for Collaborations in Agritourism
(  Participate in regional tourism promotions like TLGV’s Visitors Guide, seasonal promotional events like Walktober, Winter Wanderings and Summer Sunsations, and website listings.

(  Link a museum to a 21st century farm or agriculture business to compare the historic with the modern.
(  Develop region-wide celebrations that can link sites and create a critical mass to attract visitors; think out of the box and be very creative.

(  Develop an Adoption Program - adopt-a-guinea hen, an apple tree, a tractor -  particularly during holidays.  Give a tree in the orchard for a friend or loved one for the holidays and visit it next spring when it is in blossom.
(  Create Farmer-for-the-Day events, letting visitors do the chores, etc.

(  Organize progressive dinners from museum to farm and visa versa.
(  Offer coupons, passports, special deals:  these allow the visitor to take part in several activities or make several purchases and there is a bonus discount or prize of some kind.
(  Provide a central packing and shipping location for products purchased.
(  Create an on-line regional marketing system for the consumer.  Did you enjoy the cider from last fall?  Have it shipped fresh to you for the holidays.  These services continue the experience and keep the new farm advocate tied to the resources.
Resources
There is a plethora of internet resources on all aspects of agritourism, among which are:
Agricultural and Nature Based Tourism, the survey results from Georgia’s Chambers of Commerce, University of Georgia, Department of Agriculture and Applied Economics.  www.agecon.uga.edu
Agricultural Marketing Resource Center. “Agritourism Associations and Networks.”  http://www.agmrc.org/media/CMA/AgritoursimAssociationsand Networks_OA467129458D8.pdf. Accessed June 3, 2009.

Agricultural Marketing Resource Center.  “Agritourism Profile.”  http://www.agmrc.org/commodities_products/agritoruism/agritoruism_profile.cf
m.  Accessed May 11, 2009.

Agricultural Marketing Resource Center, national information resource for value-added agriculture.  www.agmrc.org
American Travel Association.  www.tia.org
Center for Agricultural and Rural Development (CARD) at Iowa State University, Iowa Agricultural Review on-line, variety of pertinent articles.  www.card.iastate.edu
Cornell University, Community, Food and Agriculture Program, lots of agricultural tourism studies and links.  www.cfap.org
Farm Credit of Maine.  “Agritourism:  Notebook Feature Stories, Putting a Face on Northeast Agriculture.”  http://www.farmcreditmaine.com/notebook/L3/agritoruism.htm.  Accessed May 14, 2009.

Hilchey, Duncan and Diane Kuehn.  “Agritourism in New York: A Market Analysis.”

Oswego, NY:  Sea Grant New York (SUNY), c. 2000. 
Kuehn, Diane and Duncan Hilchey.  “Agritourism in New York:  Management and 

Operations.”  Oswego, NY:  Sea Grant New York (SUNY), c. 2000.  

Small Farms Center, University of California at Davis.  www.sfc.ucdavis.edu
Moore, Roger and Christos Siderlis.  “Use and Economic Importance of the West Branch of the Farmington River.”  http://www.americanrivers.org/assets/pdfs/finalfrmingtonreport2b06bc.pdf.  Accessed May 11, 2009.

University of Vermont.  “The Vermont Legislative Research Shop: Government Activities in Support of Agritourism.”  http://www.uvm.edu/~vlrs/EconomicIssues/agritoruis.pdf.  Accessed May 11, 2009.
Wisconsin Country Adventures, marketing site for agricultural tourism.  www.visitdairyland.com.

      World Tourism Organization.  www.world-tourism.org
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