L’agrotourisme en fﬁ;
Amérique du Nord

m Brent Warner P.Ag.

r-m-‘ White Loaf Ridge

Qu’est-ce que I'agrotourisme?

“Travel that combines Traduction libre:
agricultural or rural settings | ¢ oyage qui combine

; . des paysages agricoles ou
with products of agricultural | - '~ % ec des produits

operations — a_” withina | gexploitations agricoles —
tourism experience that is |le tout dans une

paid for by visitors.” expérience touristique qui
Dr. Peter Williams - Centre for Tourism e,St_ payee par les

Policy & Research — SFU. 2004 visiteurs. »
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Pourcentage de Canadiens qui font confiance

|| 2006 2005 | 2004 | 2003 |

DI?“

Pompiers %% 97% 97% 96%

Infirmiéres %% 94% 95% 94 % = RESH
| Agriculteurs 2% 9% 91% 91% | . ;—_i’i

Médecins 8% 89% 89% 89%

Enseignants 88% 88% 88% 88%

Ingénieurs 88 % n. a. n. a. n. a.

Policiers 81% 83% 79% 80%

Juges 8% 72% 75% 73%

Notaires %% 7% 72% 71%

Avocats 48% 45% 44% 48 %

Courtiers d’assurance 46% 44% 41% 46%

Courtiers immobilier 42% 40% 39% 40%

Agents publicitaires 40% 37% 35% 38%

Syndicalistes 38% 38% 36% 39%

Vendeurs d’'automobiles 19% 18% 19% 20%

Politiciens 14% 16% 14% 14% Source : Leger Marketing

“The top trends this Traduction libre:

year -- local sourcing,
sustainability and
nutrition -- reflect wider
societal trends and
consumers’ growing

interest in these issues."

Dawn Sweeney, CEO of the
National Restaurant Association

Plusieurs restaurants se procurent des ingrédients
locaux et il n’est pas rare de voir des chefs
s’approvisionner dans les marchés publics pour
créer une panoplie de repas meilleurs-pour-la-sante,

tels que recherchés pa

« Les principales

I'approvisonnement
local, le développement
durable et I'alimentation
— refletent les tendances
sociales et I'intérét
croissant des
consommateurs envers
ces questions. »

tendances cette année — | _,

r la clientéele.




Vins médaillés ) A?re de
dégustation et

diner terrasse

Club d’amateurs de vin 3 h Concerts

Visite atome EXPERlENCE 360°

Ceci n’est pas de
I’agrotourisme
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Expériences

N Bob Nardelli, President and CEO, The Home Depot
mhe EXperience

Economy “When | became CEO, | reread The
Experience Economy. It became clear
early on that what had gotten the
Home Depot to its first $50 billion was
not going to get it to the next $50
billion. | knew that the new competitive

arena was the customer's experience.”
Traduction libre :
« Quand je suis devenu PDG, jai relu The Experience
Economy. Il est devenu clair des le début que ce qui avait
mené HOME DEPOT a son premier 50 milliards $ n’allait pas
le mener a son prochain 50 millards $. Je savais que le
nouveau secteur concurrentiel était I'expérience client. »

Qu’a-t-il dit?

. o ! ol U
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Les clients vont payer pour?

® e réel de l'authentique

® Pas |e faux du bidon




Produit et expérience

POMME (valeur faible)

{

JUS (1,95 $/750 ml)

|

VINAIGRE (20 $/750 ml)

\

CIDRE DE GLACE (60 $/750 ml)

DISTILLAT (150 $/750 ml)

VENTE AU COURTIER,
GROSSISTE OU DETAILLANT

{

VENTE A LA FERME

|

CONSOMMATION A LA FERME

}

CONSOMMATION A LA FERME
DANS LE CADRE D'UNE
EXPERIENCE
AGROTOURISTIQUE

Expérience — Produit

Présentation, gamme de

produits

Originalité (local)

Marketing — échantillon
Innovation (tendances)

Qualité — doit étre n° 1

Marque reconnaissable
Sécurité
Résolution de plainte




Expérience — Visiteurs

Puis-je vous trouver?
Premiéres impressions

Connaissance du personnel et
attitude globale

Thématique ou confus?
Propreté
Toilettes

Familiale (marché cible)
Derniéres impressions

Produit

Citrouille : 0,07-0,30 $/Ib

Expérience

Moment magique
... can’apas
de prix




Le café, c’est... ©
une experience |

Combien vaut I'expérience?

*® Le grain de café codte quelques cents
par tasse

*® Le produit emballé et vendu dans des
supermarchés codte un peu plus cher

®* Le service de fournir une tasse chaude
colte 1,00 $

® La valeur d’'une expérience peut
atteindre autant que 5,00 $




Combien vaut I'expérience?

Figure 1-1. Price of Coffee Offerings

6.0 — _— ——
F5 AN Fooerrorommiinntinsniasnrrrsnisntusbnnann i haan i
F4.00 [remiesrsimmmmiininsasisssansiis s iiasissassssss o
J3.00 [reirrrmsiiiiiiiiiiny
J2.0H) oesiiicsiniii i b e s e et A 1_ e
[
b 3 e e OV
N e |
Commadity Crovind Service  Experience




Les fermes de gibier sont...
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~ Pommes de terre?
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POTATO CHIPS

Omline Store 0ld Fashioned Kettle Stvle Polato l.'|1i|n

Shapping Cart
Member Signup
Member Login
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Bison?

o+~ A wild adventure for
the whole family

F oy LA
[ \ J\'-ﬂ

iy o

Weicoms

EANND BSTALD LAMTH b slesing chaseamiar of
Bl @5 les gy caaiss Samtp med b omEs e

& LR WPT S0 LI pOEN EESEN B0O 05

= icgrowiyson Tavme By of reneeoest taefeios
Sord T le bl e

o Ui o [T e g b peed S Sy

& Chikiess masgs SR pliy S

dg fau armanoe ot Pe Rerar & e o ofer e
Smre repaiy o res o Y ST e e S

Srawieig Baffes FMaesh ime s e a0 8 amas T

11



Instructions de cuisson — CRITIQUE - pour le bison!
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Les centres jardins et pepmleres sont..

Corn Hill Nursery

l---—-kl:.-t-ﬂ 1_m
wm o
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our Greanhouse Hole's Greenhowses & Gardens Lid

% Lo @ 2.5 heciare sibe housing & retsil
O I E S presnhbause, nersery, show garden, lnal gardens
and Qur wn growing ranges where we grow

Enjoy CGardening many diverse crops from pansies to poinsettiag.

Thet N basilding and beautiul fall vistas

Harme | What's thes all abowt? | Events | Owe parivers. | Employmen Pl o What's new || Contac

Videws
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Faits nationaux des Etats-Unis

* 63 millions d’Américains ont visité des fermes
entre 2000 et 2003

* Le tourisme rural croit a un taux de 6 %
annuellement

» Les ventes directes des fermes aux
consommateurs ont augmenté de 37 %
depuis 1997

* Les voyages et le tourisme comptent pour environ
11,3 % du produit intérieur brut de la nation

Agritourism: Legal Update

States with Agritourism Statutes

15



- Agritourism: Legal Update

What actions have states taken?

s Defining “agritourism” - at least 12 States

a Promotional Activities — 10 States
» Recognition of Agritourism Industry
= Creation of Marketing Authority
» Funding for Agritourism Efforts

m Tax Incentives — 6 States
s Zoning & Building Regulations - 4 States

s Liability Protections - § States

Agritourism: Legal Update

Liability Protections

5 States Total

m Kansas was the first in 2004

m North Carolina - 2006

w Virginia - 2008

m Louisiana was the most recent in late 2008

m Most of these statutes look very similar to the KEansas Act

m Utah's is less detailed
= Provides only an affirmative defense

16



Connaissez votre client!

Le tourisme, ce n’est pas de 'agriculture! ¢

Tourisme intérieur

Les voyageurs canadiens ont fait :

® 214,6 millions de voyages intérieurs en 2007
(3,4 % de plus qu’en 2006)

® 9 sur 10 étaient dans leur province résidentielle
® Les Canadiens ont réalisé 79 % du total des

dépenses touristiques au Canada en 2008
(59,1 $ milliards sur 74,7 $ milliards)

17



do you feel the number of shoppers

visiting your site has increased, decreased or stayed the same?

Stayed the
same, 18%

| .

Decreased.
10%

Increased,
2%

Expérience

Marché cible? Savez-vous qui
ils sont?

Urder 18 1524 2534 3540 5084 T 85
Age Group

—p— Cuglomens Inberdewed [ne 1075 —g— Population of Ontano
Iwa-thirds of the customers interviewead are batwean the

ages of 23 and 49, This s sigrihcantly lagher than the
Dintane populonon of peopls the same age and reflacts

the core “family appeal” of en-farm markets,

18



Customer Group Composition

Tour group (0%
= Overal n= 1075

Qui est votre client?

Gender Profile

The survey was completed in-person at the thirty selected member
locations across Ontario during the fall of 2008. The customers
were intercepted at the end of their on-farm market visit to gain an
understanding of their overall on-farm experience. A total of 1075
customer interviews were completed throughout the two month
study.

Gender - Interviewed Customers
n=1075

7

Female customers
outnumbered males by a

WMnle W renele \ rafio of over 2:1.

19



Qui est votre client?

° Age, sexe, langue, culture

Qui est votre client?

Activities
On-site actvities offered: organized activities for school groups, U-pick,
tasting, mini-farm, cart rides, playground, feeding the animals, other.

U-pick: pears, apples, plums.
SUITE
<z

Products

Products

Seasonings : spices, oils, vinegars, vinaigrettes .

Mon-alcoholic beverages.

Specialty cold cuts : head cheese , foie gras , ham, mousses, bver pates,
potted meat, sausages, terrines.

Ciders.

lce Ciders.

Candies / Chocolates.

Specialty preserves : preserves/jams, compotes, marmalades , fruit sauces,
fruit syrups, jellies, butters, marinades, home-made ketchups, chutneys,
mustards.

Herbs : fresh .

Cheeses.

Fruits / Berries : fresh.

Snack foods.

Vegetables : fresh.

Liqueurs / Spirits : mistelles.

Prepared food.

Breads / Pastries / Pasta .

20



Qui est votre client?

Services Other service(s) : Activities

Basic services: English spoken fluently - Accepts reservations through
travel agencies.

Complementary services: picnic area, patio, products sales, explanatory
leaflet or panels {in French and English), bus parking, gift wrapping.

Productions

Principal productonis):

Fruits / Berries : pears, apples, plums.
SUITE
—

Relier 'alimentation a I'agriculture —
a nouveau

Partenariats

Coridfied sinre: 100
Frovnsad roafic gncngyg
Our eTiablshasnt i part of Rout

Sl e
i M
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Les résultats du local, un point de départ

; I 1 ‘
¢« Our chefs and our l6¢al farmers bring ,
ygU the pnique flavors 6f Hawaji 2

Les résultats du local, un point de départ

bmarrimanff

s ™

oy i
T ALTHENTIE FLavidE QY RARWA

= FARM TOuR

Peier Merrimar Restaurand : Catering ¢ Becipes ¢ Uar Commiimeni Farm Tour Heviews Press @ (ppsrrisimiibes

Merriman®s alfers a specsal behind -the-scenes look at Hawaii Regional Colsine with
Hawaii Forest & Treil's popolar Farm Tour, Befora enjoying en snthantic dining

exparience at the restaurant, our guests viet the lands where Kahoa Ranch now 2
prospers, the same lands where, many yoars carlier King Komnehameha traned his Y oan
whrTiors to conquer the island chein. Today these historic Kohale grasslands, st - s
3,000 wondrous feet, are home to one of the most respected range-fed sheep and
cattle ranches in Flawaii. kapalua, Maui

(80|) 669.6400

Waimea, Hawan

Guasts also visit the charming and Poipu, Kauai
picturesque Honopoa Family Farm, feaming in '05]
renowned for its organic vegetables,
livender, and eut lowers. Owniers Ken
&nd Rowen Hufford offer a personal tour
and samplings from the farm.

22



Guider le client vers la ferme — au Québec

3

g e T

Le circuit La Route des Saveurs provient de liens étroits
établis entre agriculteurs, producteurs et chefs cuisiniers
qui se sont associés pour partager leurs produits, leurs
bétails et leurs fantastiques cuisines

23



Guider le client vers la ferme — au Québec

l"'“ & truly unique expenence, enjoy & delicvous meal ot one of Charlevon s rencwn tables. For
& peaceful evemng in 8 chamung decor, indoors or on & terace, Chatlevon welcomes you wath
s suthenbe reponal cusime. Savour uruque and trendy deahies, from fedh pasta 10 dedseni
by way of 2 myviad of flaveurs concocted by mnpassioned Chefs

The far-resching reputation of Charlevon' s cussine is not & whim of fate. Over the years,
several sward-winmung Chefs have developed an excellent radition that others have pursued
So today, an mnpressive number of exceptionally fine Tables make up the region’s gastronomic
landscape

A mavel tsp: ergoy your stay 1o the maxsmun and offer yourselves memorable meals st several
of Chardeveln's fine Tables

Guaranteed vanety!

Auberge La Courtepointe Mon amt Alex

Chez Bouquet Eco-hiatro Restaurant L' Orange Bistro

AL

Le Mouton nos Restauzant Le Marion Gaill

Restaurant mcrobrassens Le
Saint-Pub

Auberge Motel Beausejous

Auberge des Faluses
Auberge des 3 Canards
: Auberge Petite Plasance
Auberge des Peuplers
v Fairmont Le Manoir Richebeu
Restautant [ Orchidée

Hétel Cap-aux-Prerres

Relais & Chiteaux La Pinsonniére

Guider le client vers la ferme — au Québec
. rI_.—-—-I Mams | Varssen Sramgzs

——

T 2 and 4

| CormitMap | Camsamt

Clinstrms s somps poadtucss and Sahes ane the nemis of 3 Leagey precam s Sralvx
padiucrm. and mamrtrren. Foodaoom and mssaacon of loead O pradu . s
iy EuAnomd Sudion.

sy o sher Lol Savene Crrlapeple Buve been pricsieong dws 1 S gven gencrrmeen
Sozenm of encheorae dovelog Sacal predures which impiar oven dhe S drmandng Chok

Eacatsy.

Them, amd e over 10 yeam, the Regiom's pradwen and mamshercn kv poaicd ticlr karaledpe
=0 ks Chusfievets 3 eefinene in radies’s S o -

Dhacoves e TR Suey, VEQCrIbicn md VARCRN ML, 38 CH 28 RS PRt Bk 13
cider, beer, pindy, cheown, WpEccy, chocalane, 1md much mors

We're maising Sr yo’

B L'Acmcis i gl Fumcir S=nt-Antcinc

B Fooe Lo b

L= Velina de Bac-3=neFaul

B e Chelovoix B 1 lhcn d'sfnsge Moudce
BOOWOMUSEES du. foomgr Duftur e
or o O [ LT
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Qu’est-ce qui attire les clients?

- Recommandations d’amis

- Entrée bien identifiée et facile a trouver

- Stationnement facile d’accés

- Belle apparence et bel aménagement paysager
- Entrée propre et attrayante

- Couleurs stimulantes

- Site web attrayant et a jour

- Articles médiatiques (imprimés / électroniques)

Attirer les gens a la ferme ne se fait pas
seulement du bord de la route!

Avez-vous un site web?

Sinon, oubliez...

... les pétunias — les jeunes
vont D’ABORD sur le web

Est-ce que vous « tweetez »
ou « bloguez » ou est-ce
que ce ne sont que des
mots de 7 lettres pour vous?

Qui est votre client de la
prochaine génération?

25



Les sites web sont le futur du tourisme

e e

F Saarid by raghn

**Ajouter des coordonnées GPS aux différents lieux!

Elever la barre du tourisme

Tha Quality Assuwrance Program (accred
The BC LgeTewmm Cofe of Sandand a devignad o promete rosth n B2 1 atoumnm T
or Bgricesram sooun the proseda. [ 3001, trsasrthans Marss That praat 3 Servics Suils 000 ybangs
B s agrisuinm iy Thiep fercormendad B B0 eeriop (railly sb el ard $nosa sis e s ol B
Handandy. BCATA Follewidd ths recommardston sngd deveitped the Quaslly Lior snee Progrem Eo fese B guaslly of
sgiounen prodkcts snd senaces m BL

Ther Chuafly Auaarmece Program i dedgned ke

= Increase the quality of agritourism products and services

= Improve consumer safety and health at agritourism businesses

> Enhance our reputation for agritourism experiences

= Strengthen the local, regional and international agritourism markets
= Increase farmer and consumer awareness of quality assurance.

= Showcase British Columbia as a leading agritourism destination

How does the Quality Assurance Program work?

The Quality Assurance Program allows agritourism operators to become "accredited”. You can become accredited by
completing an application form (see bottom of page) and meeting the required quality standards. Once you have met
the required standards and submitted your completed application form, you will be eligible for the benefits of
accreditation. Sometime in the first year, your business will be visited by a BCATA inspector to ensure that you are
continuing to meet the required standards and make recommendations for helping you improve your business.

26



Elever la barre dans I'industrie

T NCATA - Biitich Calumbis Agil ouies - Micsoeolt bnteanst [aplomsr I
Do L Yew Fyooes Dooh  lep

[B@‘_Dqﬂgri ourism T

BOATR | Agelsssdiin | Cusveal Peojicti | Disblipibal Séveitbl | ABhaced B Pickiging | Rebieesss

> truiningladucabion v et e i i et T Svearyora i ety
 $arumm

[T
BC Agritourism Code of Standards Famndniann
- Dralt for yowr reviewe and refioemene | TEEeeE
welcame ta the BC AgrktourEm Oraft Code of Standards. In this
datumant, the code of standards i first isted, then details are giver

I
NG the standands, and recommendations are made for the Cﬂl'li]dii
sdministration of the grogram

This Draft Code of Standards has been developed throwgh input from

. JL-!-I"_—""'E egrbourism coerators who participated in ndusty workshops conducted
. "—“"‘““*. P in the Fraser valley durirg July and August, 2003, This it nok the final %

PR i Aecdr Thie Aesft e inkasdsd ke aesuide usii sad skhess ik s ssnss sk

|| e vern

|

! TR !j 2!!]! 'jg]] ﬂj S| [ My Doeurmerts @ Lrh"‘lCQ‘:i ﬂ.}ﬂ!g 1152 A4

Pourquoi des normes de qualité?

* Expériences des visiteurs

* Perceptions des touristes

* Crédibilité pour I'industrie touristique
* Assurance

* Opportunités de commercialisation

* | 'industrie doit élever la barre!

F I'WANT TO STAY - ACCOMMODATIONS F | 'WANT TO TASTE - GOOD FOOD

Auberge su Soleil Levant
Fiepols, Canlons-de-[Esl

B Les Ronding
Mirabiel, Laurentides

= .. Gile ches Framoe B Au Pied de La Chule
tainl Alban, Quebes (regon de| '—-'.I"—-LI Lachisbe, Lasirenlides
OO0 OO worr inormaniun OO OO pare nformatior Gn.{g
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Pourquoi des normes de qualité?

* Expériences des visiteurs
* Perceptions des touristes
* Crédibilité pour I'industrie touristique
* Assurance

* Opportunités de commercialisation

* | 'industrie doit élever la barre!

... Votre clientéle (66 % de femmes)
a des attentes...

Cleanliness

Washrooms

28



... Votre clientéle (66 % de femmes)

a des attentes...
Dear Valued Customer:

Thank you for choosing to visit our family farm.

We have provided these rest area facilities for your convenience.
We have selected these units because they are not invasive to
the low-lying environment surrounding The Vollmer Farm. Our
fmbordm?hzTarRWanda-oohedau&.Mofﬂme
Pamlico River Basin, While they are not as comfartable as full
service facilities, please keep in mind that they have minimal
impact on the environment and help us to preserve all that you
come here to see.

Please enjoy your visit and return soon!

Sincerely,

Farmer John Vollmer and Family

Animaux et sécurité

29



A quoi pensent-ils?

e

30



Exposition au risque

trés bientot!

31



L'impression marquante?
PP S
FO0D-DRINKS AND SERVICE'
ARENT UP TO YOUR STANDN
PLEASE LOWER YOUR STAHDR

L'impression marquante?

o
%

-

| Bonn'i&,Jo&

lL&_ Fﬂml!g;‘l

L

The members of our famil}- want

you,"Our Customers” to know how
much we appreciate you coming to
our farm. We're a family farm, and
we can survive only through your
continued support. Please tell your
Friends and neighbors about our

family farm. Fhank you,
F he jfm Heker jﬂmﬂ:"
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Et rappélez-vous tonéQrs ceci
/

4 | _f
~
\ L

%

»

for nk

“Expiehce is.one thing you can't get

. ’”
|ng Oscar Wilde

Xperience est une chose
[€Z pas obtenir pour rien »
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Agritourism in North f‘
America

Brent Warner PAg

A WhiteLoafRidge
=)

What is agritourism?

“Travel that combines agricultural or rural
settings with products of agricultural
operations - all within a tourism experience

‘% FARM fresy o O
== TAMILY GROWN!




Percentage of Canadians who trust.

2006
Fire fighters 96%

Nurses 95%

Farmers 92%

Lawvyers
Insurance Brokers
Real Estate Agents
Publicists
Unionists

Car Salespeople

Politicians

Source: Leger Marketing

“The top trends this year --

reflect wider societal trends and
consumers’ growing interest in these ¢

issues." Dpawn Sweeney, CEO of the National
Restaurant Association

Many restaurants are sourcing some ©of theirg
ingredients locally, and you often see chefs
shopping at farmer’s markets to create a-hos
better-for-you options that today’s diners-want.




360° EXPERIENCE




e EXperience
Economy

Experiences

“When | became CEO, | reread The
Experience Economy. It became clear |\
early on that what had gotten the |
Home Depot to its first $50 billion was -
not going to get it to the n&xt-$50

billion. | knew that the new competitivg,
arena was the customer's experience.” }

What did he say’sé




Product & Experience

APPLE (low value) SALE TO BROKER,
WHOLESALER OR RETAILER

JUICE ($1.95/750 ml)
ON-FARM SALE._ 7

VINEGAR ($20/750 ml)

ON-FARM-CONSUMPTION

ICE CIDER ($60/750 ml)

ON-FARM CONSUMPTIO
WITHIN A WIDER AG}

DISTILLATE ($150/750 ml) T Exorn

Product Experience

Presentation, product range
Uniqueness (local)
Marketing - sampling
Innovation (trends)
Quality — Has to be # 1
Recognizable brand

Safety

Complaint resolution




Visitor Experience

Can | find you?
First impressions

Staff knowledge & overall
demeanour

Themed or confused?
Cleanliness

Washrooms

Family friendly (target market?)
Last impressions

Product

Pumpkin - $.07-$.30/lb




Coffeeis...  #¥ a\KAILR
' WA ANy,

an experience Wipaluulueu .'
oy ORTH KON

£6.00

Commroding Good Service Expericnce [ e



Lavender is an...
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POTATO & CHipg

Oline Store Old Fashioned Ketile Sty le Polato ( 'Illl|l'-

Shepping Cart
Memmiber Signup
Mesnlber Login

News & Evenits

Latesl Newy
Events Calendar

A wild advenmre for
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our Greenhouse Hole's Greenhouses & Gardens Lid

HOLE®S

Enjay CGardening

Lo @ 2.5 heciare sibe housing & retsil
presnhbause, nersery, show garden, lnal gardens
and Qur wn growing ranges where we grow
many diverse crons from pansies o poinssthas.
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enjoy centre

Thee s bll ding and besutiiul fal vistas

Home | Whst's this all about? || Events | Owr pariners. | Employmesit || Fosld @3 What's new | Uontact | Video

National US Facts

63 million Americans visited farms
between 2000-2003

Rural tourism is growing at the rate of 6%
annually

Direct sales from farms to consumefs-has
risen 37% since 1997 (

Travel and tourism is about 11.3% of the
nation’s gross domestic product
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Agritourism: Legal Update

States with Agritourism Statutes

Agritourism: Legal Update

Liability Protections

5 States Total

m Kansas was the first in 2004

m North Carolina - 2006

m Virginia - 2008

m Louisiana was the most recent in late 2008

m Most of these statutes look very similar to the Kansas Act

m Utah's is less detailed
m Provides only an affirmative defense
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Know your customer!

Tourism is not agriculture!

Domestic Tourism

Canadian travelers made:
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Growth in Customer On-Farm Visits

in the past TWO years Jdo you fesl the number of shoppers

ISIING your Sité ha reased, decreased or stayed the same?

Stayed the
same, 18%

Customer Group Composition

Tonw growp | 0%
= Overad n= 1075
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Who is your customer?

Gender Profile

The survey was completed in-person at the thirty selected member
locations across Ontario during the fall of 2008. The customers
were intercepted at the end of their on-farm market visit to gain an
understanding of their overall on-farm experience. A total of 1075
customer interviews were completed throughout the two month

study.
Y Gender - Interviewed Customers
n=1075

Female customers
outnumbered males by a
ratio of over 2:1.

Who is your customer? —

Activities

tasting, mini-farm, cart rides, playground, feeding the animals, other.

Services Other service(s) : Activities

Basic services: English spoken fluently - Accepts reservations through
travel agencies.

Complementary services: picnic area, patio, products sales, explanatory
leaflet or panels {in French and English), bus parking, gift wrapping.

Productions

Principal produc tionis):

Fruits / Berries : pears, apples, plums.
SUITE
—

On-site activities offered: organized activities for school groups, U-pick,

A\l
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Cafe da ['Anse du Centre

Culturel Le Griffon

phan beer] (el premoien B maritsy Cwliee
Cerifled sece 1008

Provinglal covtficementsll Coetifind Talie sm Savmr

Our s1aablsbesent b part of; Ko
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Baifly smpdoad fnh Tlask

THE AT RERTIE L AYDRS OF SARAS

5 FARM TOUR b

B

Hawan Foreat  Traal's popular Farm Tour. Beforo enfoyiog an authentic dining
experience st the restanrant, oar guests visit the lands where Kahos Ranch now
prospérs, the same lands where, many years sarlier King Kameharieha trained his
warniors to comiger the island chan. Today these historie Kohala grasdlands, of
3,00 wondrows fiset, are home to one of the most respected range-fed sheep and

camtle ranches in Hawsii.

Guasts aleo visit the charming and
picturesgue Honopua Family Farm,

renovwned for its organic vegetables,

and samplings from the farm.

Peter Mesriman Restwurani ;. Catesing Bedipes o Oy Commitmént | Farm Tous

Mecriman's offers a special behind-the-scenes look at Hawali Regional Culsine with

lavender, and cut flowers. Owners Kan
&nd Rowen Hufford offer a personal tour

Revigw s Press ; Dppdriunitics

Wakmea, Hawalbi
gl g

Kapalua, Maui
(B09) G5Y.G400

Foipu, Kauai
(cxming in 09

Order Merrman’s Gift
Crrtificabes in any amount
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Tad: (250} X38-5403
Lottty

B =
U L D,
Tt BT VI ]

T v o

Homw | Version Sraagzm
.. “Route
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le Charlevoix

Trasafsrmcy asd praduce | Ransaat spoatsn | Cioit Map | CastactTa

The Ié\:}(_)UfTraicircif“originates from close ties
established between growers and producers and'
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What draws customers in?

Friends recommendations

Well signed, easy to find entrance
Easy to negotiate parking lot

Good landscaping and appearance
Clean, attractive entrance
Stimulating colors

Attractive, up to date website
Media articles (print / electronic)

Curb appeal is not only roadside!

Do you have a website?
If not forget...

... the petunias — young people go to the web
FIRST

Do you tweet or blog or are these 4 and 5
letter words to you?

Who is your next generation customer?
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Websites are the future for tourism’

@ ol T 1 har
fon agritcuram sorou the prosende. In 2
0BG s agrisainm niduntty. They remmmanded tht
standands. BOATA folewed thes necommardlaton and deveftged the Quakly Asurence Progesm to rese e gually o
sgrinurEn predits and senaces n B

Thet Qruality Assarascr Program i desdgned ke

= Increase the quality of agritourism products and services

= Improve consumer safety and health at agritourism businesses

> Enhance our reputation for agritourism experiences

= Strengthen the local, regional and international agritourism markets
= Increase farmer and consumer awareness of quality assurance.

= Showcase British Columbia as a leading agritourism destination

How does the Quality Assurance Program work?

The Quality Assurance Program allows agritourism operators to become "accredited”. You can become accredited by
completing an application form (see bottom of page) and meeting the required quality standards. Once you have met
the required standards and submitted your completed application form, you will be eligible for the benefits of
accreditation. Sometime in the first year, your business will be visited by a BCATA inspector to ensure that you are
continuing to meet the required standards and make recommendations for helping you improve your business.
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Raising the bar in the Industry
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Why Quality Standards?

Visitor experiences

Tourist perceptions

Credibility with tourism industry
Insurance

Marketing opportunities

Special Mention
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. your customers (66% female)
have expectations...

< p LS

Dear Valued Customer:
Thank you for choosing to visit our family farm.

We have provided these rest area facilities for your convenience.
We huve selected these units because they are not invasive 1o

the low-lying enviranment surrounding The Volimer Farm. Our
mmhhﬂmﬂwﬂﬂmdhm

S Pomlico River Basin. While they are not as comfortable as full

“service facilities, please keep in mind that they have minimal
w“mwﬂﬂuwmdﬁﬂﬁ
come here fo see.

Please enjoy your visit and return soonl

Sincerely, Cleanliness
Farmer John Vollmer and Family Washrooms

Animals and safetyg

N
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What are they thlnklng’?
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‘The industry is changing...

double fence will be the industry standard... very soon!

asting impressi

r P

The members of our family want
you,"Our Customers” to know how
much we appreciate you coming to
our farm. We're a family farm, and
we can survive only through your
continued support. Please tell your
Friends and neighbors about our

family farm. Thank you,
Tre oo Haker Famly
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And always rémember fHié

l

a3
|e

“Expefienee is.one thing you can't get
fOI’ ﬁﬁ”ng” Oscar Wilde

.’f] f - 1 : MerCi !

4
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