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What is Agritourism?

Source: Chase, L. C., Stewart, M., Schilling, B., Smith, B., & Walk, M. (2018). Agritourism: Toward a Conceptual Framework for 
Industry Analysis. Journal of Agriculture, Food Systems, and Community Development, 8(1), 13-19. 
https://doi.org/10.5304/jafscd.2018.081.016

• The core is on-farm experiences and product sales
closely tied to agriculture such as overnight farm stays, 
harvest festivals on farms, pick-your-own, farm 
dinners, and educational field trips.

• The peripheral tiers include activities that may or    
may not be considered agritourism, depending on     
the place and situation.

• Categories of agritourism include hospitality, 
education, direct sales, entertainment and         
outdoor recreation.

• Includes farms, ranches, vineyards, and       
aquaculture.

Copyright Oregon State University

https://doi.org/10.5304/jafscd.2018.081.016
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National Statistics – Growth in Agritourism and Recreational 
Services

No. of Farms Value ($M)

35%

24%



International Agritourism Projections



Opportunities and Challenges in Agritourism

Motivations – revenue, social, education, 
goodwill, diversification, customer traffic 

Demographics Variables – age, 
education/skills-set, gender

Firmographics Variables –
revenue, visitors, visitor distance 
travelled, days open, years in 
agritourism

Farm Offerings – products, on/off-
farm sales, lodging, recreation, 
education, entertainment 

Geographic variable –
distance from city, US 
region

Sustainable Tourism – agriculture, heritage, 
culinary, nature

‘Creative Class’ – Farm Diversification

Staycations, Authenticity and 
Experiential Travel 

‘Good Food Movement’ 

Multi-activity – direct sales, 
education, accommodation, 

recreation, entertainment
Agritourism 
Profitability

Benefits/Demand Motivations Supply Challenges



Methodology: Interviews and Qualitative Analysis

• Semi-structured interviews with 25 agritourism operators from Vermont, California, Oregon, West 

Virginia and Minnesota conducted between Winter 2018 and Spring 2019.

• Maximum variation sampling method used to select farmers and ranchers from each state.

• Focused on 5 key questions about agritourism perceptions.

• How important is agritourism to your farm or ranch?

• How do you define and measure “success” in agritourism?

• In what ways does agritourism bring other benefits?

• What are the key factors to success in agritourism that you have identified?

• What key lessons have you learned about agritourism? 

• Results used to develop quantitative survey, along with literature and past surveys.



Methodology: Online Survey

• Conducted November 2019 - February 2020

• On-farm experiences and product sales

• Pre-COVID responses

• Snowball Sampling Approach

• 1834 respondents from all 50 states

In the survey, we asked about:

• Total Farm Revenue (2018)

• Total Agritourism Revenue (2018)

• Net Income from Agritourism (2018)

• Products and activities

• Motivations

• Partnerships

• Plans for future

• Firmographics

• Demographics

• Challenges

• Support Systems 



Results Overview
Survey respondents:

Survey response by US region, n=1491

West
26%

Midwest
21%

Northeast
24%

South
29%

farmed 60 acres
(median farm size)

had a college degree
(70% of respondents)

were female
(58% of respondents)

were 55 years old
(average age)

had 10+ years
experience in agritourism (53%)



Motivations for Agritourism Operators: Qualitative Findings

Financial Goals

Financial goals vary widely. 

Most want their enterprises 

to pay for themselves, but 

some are willing to sacrifice 

income for other non-

economic benefits.

“Success can come in many 

different forms, but if someone 

is losing money, they’re not 

going to be able to sustain it.”

- livestock farmer, West Virginia

Personal and Family Goals

Farmers want to minimize burnout, spend time with and find 

employment for family members, and enjoy what they do. 

They make strategic decisions about what enterprises to engage 

in and enter into partnerships wherever possible to share 

responsibility.

“It’s rewarding to just have people come and see the farm. And it is 

both, of course, fiscally rewarding because they give you money for it. 

But to see the way they interact and hear the positive things that they 

say about the farm is nice because it just kind of reinvigorates your 

purpose. It’s affirming, and it’s an ego boost.”

- berry grower, Vermont



Motivations for Agritourism Operators: Qualitative Findings

Community-related Goals

Many farmers define success via their roles as 

educators. They see themselves as direct 

intermediaries between consumers and their food 

sources.

As public figures, they consider themselves 

advocates for and teachers of their version 

agriculture. They also see themselves as community 

leaders both for the public and for other farmers. 

“It is more than just profits. It’s really 

important today, if you have the attitude to do 

it, to open your door to people who aren’t in 

farming and ranching, to help them see the 

truth about the good work farmers and 

ranchers do. It’s really important that the voice 

of the ranchers and farmers, the real people 

that do the work, be heard by the majority of 

people who don’t.”

- livestock farmer, Oregon



Motivations for Agritourism Operators: Survey Results



Conceptual model for perceived success in agritourism
Farm Characteristics

Operator characteristics

Context

Fig. 1. Conceptual Model of Perceived Success in Agritourism

Number of visits
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Motivations for Agritourism & Success Factors: Analysis

• Operators who offered on-farm direct sales and 
accommodations & lodging felt more successful in 
increasing revenue

• Experience positively correlates with perceived success 
with all three goals

• Gender has both negative and positive associations 
based on goals

• Number of visits has positive associations with two goals, 
suggesting visitor interactions are important to perceived 
success

• Outdoor recreation has negative associations with two 
goals, perhaps because they involve less visitor 
interaction

Goal Significant Independent Variables

Increase farm/ranch revenue (+) On-farm direct sales

(+) Accommodations & lodging

(+) Log number of visits

(+) Years in agritourism

Formal education (-)

Female gender (-)

Educate the public (+) Log total acreage

(+) Education

(+) Female gender

(+) Age

Outdoor recreation (-)

Build goodwill (+) Log number of visits

(+) Age

Outdoor recreation (-)

Formal education (-)



Profitability in Agritourism and Direct Sales

Rationale

- Limited research for practitioners to make management 

decisions about agritourism destination development 

and investment

- In addition to non-economic benefits to operators and 

their operating regions, the success of agritourism 

entrepreneurs requires attention to issues of profitability. 

- Overall need to better understand what actions and 

attributes contribute to a successful, sustainable 

agritourism operation.

Goal - To identify the factors that 

influence the profitability of 

agritourism operations on a 

national scale in the United 

States. 



Agritourism and Farm Revenues

Total Farm Revenue

Agritourism Revenue

63%  /  58%



Agritourism Profitability



Profitability 
in 

Agritourism 
and Direct 

Sales



Summary - Profitability is correlated with:

Female Operator

Off-farm Direct 
Sales

Negative Positive

Offering 
Entertainment and 

Events

Offering On-farm 
Direct Sales

Being motivated by 
revenue generation

Being motivated by 
social interaction

Years of 
Experience

Gross Farm Revenue

Visitors >50 Miles 
from Farm

Being Motivated by 
Family Employment

Located in the 
Southern States



Challenges for Agritourism and Direct Sales Operations

“This has been one of the hardest jobs and ventures I have ever been involved in, and I make little to nothing 
to show for all the effort and work put into this business.”

- West coast operator



Regional Differences in Challenges to success for 
agritourism operations

• Concerns about agritourism liability issues

• State/local regulations

• E-connectivity

• Availability of operating capital

• Local/state taxes

• City/county zoning and permitting

• Opposition from town or neighbors



Challenges - Concept 
of Access

Availability

(Supply of needed resources)

Accessibility

(Physically accessing 
resources)

Affordability

(Cost of resource –
financial, social, etc.)

Accommodation

(Resources adapted to the 
local/regional needs)

Acceptability

(Available resources 
fit expectations of 

operator)

Figure 2. Dimensions of access reworked for agritourism operators, adapted from Penchansky and Thomas (1981).

Access



Access issues:

⮚ Availability

⮚ Affordability

⮚ Accommodation

⮚ Acceptability

Liability issues (n=1411)
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Additional challenges

• Connecting with visitors

• Difficulty during the season

• Visitor expectations

• Scale and capacity 

• (up/labor; down/finance)

• Infrastructure

• On-farm and local needs

Photo of Phil McGrath at McGrath Family Farm, Camarillo, CA 
courtesy of Roberta Almerez



Future Outlook and Supports Needed



Overcoming Challenges and Providing Support and Outreach 

 Regional Extension training and support should be tailored based on regional differences in liability issues, availability 

of capital, regulatory concerns and intra-state differences, and e-connectivity. 

 Partnerships and alliances (agritourism clusters) may help overcome challenges to entrepreneurship and profitability -

to drive agritourism diversification and innovation

 Improve training programs to enhance profitability

 Integrating motivating drivers in training and mentoring efforts

 Create/suggest innovative ways to monetize non-economic motivations

 Increase outreach and training opportunities for women and underserved communities to support a diverse group of 

rural tourism entrepreneurs 



Conclusion – Opportunities for Applied Research

Future research should consider comprehensive view of relationship between….

Agritourism 
Operators

Enterprise 
Profitability

Impact on Rural 
Tourism



Conclusion – Opportunities for Research

 Examine the relationship between gender and profitability, and the magnitude of differences

 Analyze which forms of events and entertainment are most profitable, and how this varies across 

different geographies

 Explore questions related to agritourism entrepreneur motivations related to environmental 

sustainability

 Include sample representatives across all US states and other countries

 Testing additional modelling approaches as well as testing interaction effects of variables of 

interest

 Consider other dimensions of ‘success’ beyond profitability – impact on rural communities



Roundtable Questions - Supports

• What resources do you need the most?

• Which agency/organization do you turn to for agritourism 

training?

• Should future trainings be region or state specific, or be 

national?

• What is your opinion of partnering with others in agritourism 

and related businesses (to form agritourism trails or clusters)?



Roundtable Questions 

• What surprised you in the results?

• Which results seemed the most obvious?

• How can these findings be useful to you?



Final question

If you had a magic wand and could make one wish, 

what would you want for the future of agritourism?
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