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Introduction 

 



The road ahead… 
• The plight of the family farm 

• Trends influencing tourism to rural areas 

• What is agritourism? 

• How can farms engage in agritourism?  

• How will it change farm activity?  

• How are others capitalizing on and leading 
trends in agritourism? 

• BC’s diversification through agritourism manual 

• Questions… 

 

 



• “…tremendous concern relates to the stress and 
uncertainty within agriculture threatening the 
future of the family farm in Canada. The major 
concerns are the replacement of the family farm 
with corporate farms, financial barriers 
prohibiting young people from entering farming, 
increasing regulation burden on farms, farming 
and farmland, and a lack of understanding 
about the importance of agriculture and the 
benefit it holds for society” 

 (Ainley, 2012; Martz & Brueckner, 2003, p. iv). 



http://barrie.ctvnews.ca/family-run-farms-on-the-decline-1.2015776




  
Distribution of farms by age of the oldest operator, Canada and 
province 

  

Farms by age of the oldest operator 

Less than 
40 years 

40 to 44 
years 

45 to 49 
years 

50 to 54 
years 

55 years 
and older 

percent 
Canada 9.9 6.9 11.8 16.2 55.2 

Atlantic 
Provinces 

7.1 6.5 11.5 15.0 60.0 

Quebec 10.7 7.7 14.4 18.4 48.8 
Ontario 9.5 6.7 11.5 15.9 56.4 

Manitoba 11.5 7.7 12.3 16.6 51.9 

Saskatche
wan 

11.8 6.6 11.0 16.1 54.6 

Alberta 9.6 7.1 11.7 15.8 55.8 

British 
Columbia 

6.4 6.2 10.6 15.1 61.6 

Source: Statistics Canada, Census of Agriculture 2011  



“…agritourism for the family 
farm is “all about 
opportunity…to keep the family 
farm alive by creating new 
revenue streams” and a way to 
“keep the younger generation 
involved through creating new 
business roles and challenges” 
(Eckert, 2004) 
 



What is agritourism? 
• Types of agri-tourism activities 
• Benefits of agri-tourism 
• Potential costs of agri-tourism 
 





In BC, agri-tourism is defined as : a tourist 
activity, service or facility accessory to land that 
is classified as a farm under the Assessment Act.  



“We find that agri-tourism has statistically significant and 
positive effects on farm profitability. Profit  impacts are 
highest among small farms operated by individuals primarily 
engaged in farming. Positive but smaller effects are observed 
for lifestyle farms” 







Who are agri-tourists?  
 
  
 





We don’t know enough but… 

1. Understand who is already coming to your area as they are 
your primary market 

1. The BC market consists of 1,886,217 households with a population 
of 3,852,278.  

2. BC residents travel multiple times per year providing ample 
opportunity to entice them to the area or a stopover en route to 
other destinations,  

3. The BC resident market is projected to grow to 2026 

 

 

 



What is the product 
you are selling in 
agri-tourism? 





Is agri-tourism a good fit for your farm? If so, 
what type of experience would fit best? 

Agri-tourism? 

Hay 

Harvest 

Livestock 

Farmers’ 
Markets 

Professional 
Development 

Personal  
Life 

Other family  
members on 
property 

Farm  
gate  
sales 

Maintenance  
and  

repairs 

Daily  
farm  
chores 

Crops 



Deciding if agri-tourism is 
a good fit for your farm 
• Evaluating your resources & assets 
• Regulation & logistics 



Evaluating your Resources & 
Assets 

• Ensure agri-tourism activities align with your regulatory 
environment  

• Become familiar with the zoning bylaws and regulations - learning about 
these prior to the investing can save farms financial resources as well as time.  

• Policies and regulations of farm and non-farm activities on land in the ALR 
can limit a farms ability to provide certain agri-tourism experiences.  

• Food safety  

• Worksafe BC regulations 

 



Land & Space 
• Bringing visitors into a farm environment requires a number of careful considerations 

about land use  

• Think about… 
• Parking 

• Pathways 

• Fencing  

• Signage 

• The location of the start & end of the experience  

• Consider... 
• Neighboring properties 

• Noise 

• Zoing bylaws and set back requirements for buildings, stuctures and parking 

• Risks to visitors 

• Areas you do not want visitors to go ex.)working fields, livestock pens, barns, vegetable gardens 

 
 

 



• Surrounding Amenities 

• What makes your farm attractive to visitors? 

• Presence of other agri-tourism operators 

• Opportunities for cross promotion, to attract visitors in, complimentary 
experiences? 

• Human resources 

• Who is going to staff your experience? Do they have the appropriate training? 

• Financial resources  

• What additional financial resources will be needed to enhance your farm and get 
it ready to host visitors? 

 

 

 



Determining the level of 
investment in agri-tourism 
  
 



Continuum of exposure to tourists 

Purchase products 

Gate sales, markets, restaurants, 
stores 

Increases demand for products 

Visit farms (day trips) 

Education, events, activities,  U-pick,  
demonstrations 

Diversify farm revenue streams  

Stay on farms (overnight) 

Farm stays in venues like Bed, Bale 
and Breakfast, camping,  cottages, 

cabins, Teepees, Yurts, etc. 

Diversify farm revenue streams 

Tangible products   Intangible product: experience 



How invested do you want to be in 

agritourism? 

Neck deep: 

 Invite visitors 
overnight to your 

farm for authentic 
experiences 
(overnight)  

• Farm stays 

• Bed Bale Breakfast 

• Wwoofing 

• Camping 

Waist deep:  

Invite visitors to your 
farm (day) 

• Gate sales 

• Demonstrations 

• Activities and events 

• Education 

Knee deep:  

Place products in 
front of visitors 

• Farm markets or stores 

• Links with restaurants 



Neck deep: 

 Invite visitors 
overnight to your farm 

for authentic 
experiences (overnight)  

•Changes the activity of the working farm but opportunity for better 

returns 

•Requires investment in farm enhancements to host visitors, provide 

activities, etc.  

•Requires expanded business network and engagement with tourism 

partners 

•Requires a focus on visitor experience (customer service, interaction) 

Waist deep:  

Invite visitors to your 
farm (day) 

•Changes the activity of the working farm but opportunity for 
enhanced returns 

•Requires investment in farm enhancements to host visitors (volume), 
provide activities 

•Requires expanded business network and engagement with tourism 
partners 

•Requires a focus on visitor experience (customer service, interaction) 

Knee deep:  

Place products in front 
of visitors 

•Core activity of the farm remains the same 

•Visitors provide additional customer base for sale of farm products 



Knee deep 

Numerous examples – most farms however, do not recognize 
the role that tourism plays in generating demand for their 
products and thereby, their overall success. 



 



Morning Star Farm 



Neck deep 

 



Ensuring the safety of your 
visitors: Risk management  
• Risk management 
• Risks to visitors  
• Risks to the farm  









Risk to the farm 

• It is important for farms to think about the potential risks for 
your property as well: 



Getting your agri-tourism business 
in front of potential visitors 



Stages of a visitor journey 



Important points… 

• Get involved with your local and regional destination 
marketing organization and make sure they know you exist!  
Bring them out to the farm for a FAM (familiarization) tour! 

• Identify other farms involved in agri-tourism. Go visit them, 
invite them to your farm – discuss ways to collaborate on 
marketing investments, special events or circle tours 

• Identify your desired market and learn as much as you can 
about them.  Figure out what they read or where they are 
and get your message in front of them using a range of 
promotional tools. 



Get on, or start a circle tour… 

http://www.circlefarmtour.com/




Consider events as 
promotional tools 



Designing and delivering 
memorable experiences 
• Preplanning: Staging the experience  
• Delivering the experience  
• Customer service 
• Staff and volunteer management  
• Evaluating the experience 
 



Designing and delivering memorable experiences 



Designing and delivering memorable experiences 



How do you want them to remember 
their experience at your farm? 

• What tangible items are you providing for them to take 
away? 

• Farm products? 

• Non farm products? 

What intangibles are you providing for them to take away? 

• Memories 

• Photos (amplified via social media creates free marketing) 

• Education or awareness 

 



Wrap up Nicole Vaugeois – Nicole.Vaugeois@viu.ca  
• AVP, Scholarship, Research and Creative 

Activity 
• Emeritus BC Regional Innovation Chair in 

Tourism and Sustainable Rural Development 
• Owner/operator Broody Rooster Farm 

mailto:Nicole.Vaugeois@viu.ca

