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Diversification into ... such opportunities as agricultural or educational tours, u-pick operations, farm stores,
pumpkin patches, agricultural festivals, and farm stands is not a substitute for a pro family farm agenda....
[However,] one of my fears is that if farmers and ranchers are too tardy in their response to this emerging
opportunity, theme park operators will develop simulated farms and operate them as agri-tourism attractions.

—Desmond Jolly, Director
Small Farm Program
University of California— Davis
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U.S. Department of Agriculture. These organizations do not recommend or endorse products,
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Introduction

Joel Salatin, innovator in small-scale agriculture
and proprietor of Polyface Farm in Virginia, has
published a handbook for beginning farmers.
(1) Init he offers a perspective on an important
dimension of the future of American farm-
ing—education and entertainment. At least one
state— Vermont —has re-directed the bulk of its
support for agriculture into rural tourism. Salatin
and other agricultural writers believe that this is
what the public wants and will pay for.

While the popularity of specific enterprises —such
as pumpkin patches or U-Pick orchards—may
ebb and flow, the public’s desire for a “farm ex-
perience” remains. Small diversified farms are
ideally suited to agri-entertainment. Unlike the
mega-hog facility or a corn/soybean operation
producing bulk commodities, the small farm can
recreate an earlier, simpler, human-scale vision
of farming. The chief qualification for the rural
landowner who expects to make a living from the
land through agri-tourism is the desire and the
ability to cater to tourists and meet their expecta-
tions of a farm visit.

Tourism is an important industry in many states.
For example, it is the second largest industry in
New York and the largest in Arkansas. Most
writers agree on three main components of rural
tourism: small businesses, agricultural events,
and regional promotion. Some state agri-tourism
promoters lump direct-marketing methods such
as CSAs, as well as farm sales of such specialty
crops as flowers, garlic, and Asian pears, within
the general category of agri-tourism. State-led
agri-tourism initiatives work to expand exist-
ing businesses, create new festivals and farm
markets, and tie this all together regionally to
attract visitors. Federal, state, and corporate
grants funded the 500-mile Seaway Trail along
Lake Ontario in New York, providing advertis-
ing and promotion of its agri-tourism enterprises
along the way.

There are three agri-tourism basics: Have some-
thing for visitors to see, something for them to do,
and something for them to buy. How well you
relate the various components (through a theme
or otherwise) will determine how successful your
entertainment enterprise will be. Things to see
and do are often offered free, but there is still a lot
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of money to be made selling to visitors. Research
shows that tourists buy mainly food, beverages,
and souvenirs.(2)

Advice for New Ag Entrepreneurs

Starting any new enterprise can be risky.
Before investing money, time, and energy
in an unconventional agricultural busi-
ness, new entrepreneurs should complete
personal, market, project feasibility, and
financial evaluations. Workbooks are avail-
able to help work through the questions that
arise in enterprise planning. Technical and
managerial assistance in these evaluations
is available from a wide variety of sources.
These include county Extension educators,
local and regional organizations committed
to rural economic development, small busi-
ness development centers, state departments
of agriculture, economic development agen-
cies, banks, tourism agencies, state univer-
sities, and local community colleges. For a
brief agri-tourism development checklist,
see Appendix A. A business plan can then
be developed (basically a spreadsheet) to
evaluate the enterprise financially. For
guidelines, see the 2004 ATTRA publication
Agricultural Business Planning Templates and
Resources.

Things to See

Educational tours

In 1993, 14 farmers in largely agricultural
Dutchess County, New York, cooperated in cre-
ating an educational tour using “crop art” as the
focal point. Their aim was to publicize the plight
of the family farmer and create a positive image of
agriculture for the next generation of urban voters
and consumers. The art consisted of large sculp-
tures made from hay bales and other farm crops.
(Different types of crop art will be discussed in
more detail below.) One of the tour’s sponsors,
Farm Again, is an organization that matches be-
ginning farmers with retiring farmers to ensure
that land is kept in family-sized agricultural
production. Others involved in sponsoring the
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project included Cornell Cooperative Extension,
the local Farm Bureau, and the Dutchess County
tourism agency.

At the same time, Farm Again sponsored a farm
tour project for school children as part of its aim
to “re-invent agriculture” in a farming commu-
nity on the edge of suburban sprawl.(3) This
type of tour is part of an overall regional public
education strategy, exemplifying comprehensive
organization and far-reaching goals. At the other
end of the scale, the Wachlin farm (“Grandma’s
Place”), Sherwood, Oregon, provides a pack-
age deal for its specialty — school tours. They
charge $4 per child, and the children get any size
pumpkin they can carry from the field, food for
animals in the petting zoo, and a 20-minute talk
on farming.(4)

While having several tour farms in close proxim-
ity is always desirable, most farmers interested
in agri-tourism develop individualistic farm at-
tractions. Many herb farms open to the public in-
clude a tour of the different herbs they are grow-
ing, and may include “nature walks” to show
wild plants in their native habitat—riverbank
vegetation, scarce examples of native prairie,
rock outcroppings, or natural woods. (Former
pasture land or plowed ground let go to weeds
is not recommended for a nature walk.) For a
profile of an herb farm that offers tours, see the
ATTRA publication Lavender Production, Products,
Markets, and Entertainment Farms.

Archeological sites are usually too fragile to
become the focus of regular tours by the public.
However, many farms have done well with re-
creations of former eras.

Historical re-creations

Creating an agri-tourism attraction on your farm
can be a lot of work and must be a labor of love.
Some attractions grow out of the owners” hobby
collections —old farm machinery, log buildings,
heirloom seeds, old bird houses, even a narrow-
gauge railroad. Most, however, are created new
from the owner’s concept—especially one that
appeals to children.
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A unique Iowa “little village”

A unique form of agri-entertainment is the
“little village” run by Farn and Varlen Carlson
of Stanhope, Iowa. The tiny community includes
a school, general store, church, livery stable, and
blacksmithy. Appropriate artifacts fill the build-
ings, which are one-half to two-thirds scale. The
Carlsons hope to add a barber shop, telephone
office, bandstand, and fire station. There is an
admission charge for viewing all the build-
ings, and the Carlsons cater to bus tour groups.
Groups can also arrange to have barbecues at the
village. Special events scheduled during the year
include a threshing bee, an ice cream social on
Father’s Day, Apple Cider Days in August, and
a Christmas Stroll, when the Village is decorated
for the season.(5)

Processing demonstrations

Wineries and microbreweries have long appealed
to the public’s fascination with how foods and
beverages are made. Other possibilities are
water-powered grist milling, sorghum milling,
apple butter making, cider pressing, maple
sugaring, sheep shearing, wool processing—
all activities with an old-timey flavor.

A rural theme park

Smiling Hills Farm, Westport, Maine, con-
verted from a dairy farm into an agri-tour-
ism business in the 1980s. The farm now
draws 100,000 people a year and employs
100. Attractions include ice cream and sand-
wich sales, a petting zoo, a retreat center
specializing in one-day mini-retreats, and
activities for the 700 school children per
day that may visit. Kids can climb in, on,
and over a wooden train, a fire truck, and
a small barn with a loft and places for cute
photo opportunities. They can dig sand with
kid-powered backhoes and steam shovels.
Children mingle with animals in the petting
barn area. Ducks and rabbits have the run of
their own doll-house-like “Duck House” and
“Rabbit House.” Group activities include
tours, birthday parties, summer farm pro-
grams, wagon and sleigh rides, Halloween
and maple season events, and cross-country
skiing and skating in the winter.
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Crop art

Invite a crop artist to turn one of your cornfields
into a work of art. It will be the talk of the coun-
tryside and may attract national media atten-
tion (especially if an actor dressed in a pale blue
wetsuit with antennae on his head runs around
and periodically pops up at unexpected times
near the artwork). The crop art displayed by the
fourteen Dutchess County, New York, farmers
attracted thousands of visitors, including 1,000
school children, a month. Additional people came
to their summer on-farm educational programs
intended to strengthen urban ties to agriculture.
Many farms that encourage school tours aim to
build goodwill and long-term customers, rather
than charging for the tours.(6)

Crop art runs the gamut from the fanciful sculp-
tures of Dutchess County to floral designs, from
designs mowed in a field to Halloween pumpkin
displays like those seen on the Rohrbach Farm
near St. Louis. Most crop art—at least in the
Midwest — consists of designs cut into standing
grain crops in a field, or alternatively, designs
created by different colored plantings. Such
crop art is best viewed from the air or from a
raised structure. There have also been propos-
als for creating mound-like structures with Na-
tive American designs outlined in edible native
plants, and there are agricultural mazes —which
provide something to do as well as see. There
are a number of full-time professional crop art-
ists advertising on the Worldwide Web, as well
as maze designers and franchisers. (Mazes are
discussed more fully below.)

Madera County, California, farmer Darren
Schmall originated the “Pizza Farm” concept,
a subspecies of crop art. One field is devoted
to a circular arrangement of crops and animals.
Pie-shaped wedges of pepper plants, wheat, to-
matoes, and so on represent pizza ingredients.
Several sections house hogs and cattle (represent-
ing sausage and cheese). This is reportedly one
of the fastest-growing types of crop art. Children
use a coin-operated feed pellet machine to feed
the animals.
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Visitors expect to pay admission to farm attrac-
tions —even to view (and photograph) crop art.
Maze operators generally charge admission.
Joel Salatin advises farmers to build a haybale
observation deck with a view of the maze, so
that grandparents can take photos. Sales of food,
beverages, and photographic supplies can take
place here. Charge for some things, and give
something away free. “While no one is certain
that providing some activities free of charge im-
proves the net return to the farm, they undoubt-
edly increase the farmer’s gross receipts through
increased customer traffic.” (7)

Natural features

An outstanding natural feature on a farm may
become a tourist attraction—a bluff or rock
outcropping, a waterfall, a grove of persimmon
trees, a stream, or a spectacular view. Water is
a popular natural attraction; sometimes natural
features of interest to a visitor may have been
overlooked by the farmer.

©20()4Clipart.com
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Festivals/
pageants/
special events

Special events can mean
either private parties or
public events. They range
from offering food, drink,
and overnight accommo-
dations to sportsmen to
birthday parties, wed-
dings, company picnics,
and Halloween festivals.
To put on an annual festi-
val or pageant open to the
public may be beyond the
scope of all but the larg-
est farm entertainment
businesses. Individual
farms often participate in
a countywide or regional
festival, with significant
government and organi-
zational sponsorship. A
few farms are now hosting
700 to 1,000 visitors per
day for their unique of-
ferings. Farms along the
road to well-known annual
festivals can find many

Children’s Activities for a Harvest Festival

Vegetable Contest (from children’s
gardens)

Vegetable Bingo (cards with names
and/ or pictures; veggie seed prize)
Flower Smashing (using rubber
mallets to flatten flowers between
thick sheets of paper, making nice,
flower-patterned cards)

Vegetable Shape Mobiles (sticks and
cutouts from old office paper)

Ecopots (newspapers made into little
pots for planting seeds)

Chia Pets (paint faces on old footie
stockings filled with soil and grass seed)
Potato Prints (tried and true)

Making Recycled Paper (need blender,
water, flat strainers)

Hair Wreaths (raffia, flowers, ribbon)
Bookmarks (tried and true —wax
paper, flowers, and an iron.)
Root/Stem/Bud/Seed (kids have cards
with words and must match to
appropriate produce after brief lesson)
Seed Sprouts in Baggies (soaked

bean seeds, paper towels, baggies)
Leaf Prints (leaves, crayons, paper)

living for the devel-
opmentally disabled.
Many small herb or
vegetable farms of-
fer classes in cooking,
arranging flowers, or
making herbal medi-
cines. They depend
on these activities to
help build a clientele
for their main prod-
ucts.

Farms have tradition-
ally offered field days,
sometimes sponsored
by a farm organiza-
tion. Many tours are
also considered edu-
cational.

Some of the best ex-
amples of farm di-
versification involve
education. Two of the
most notable are The
Land Institute (which
has just received a
grant to launch a 50-
year research project
on perennial grains)

ways to participate in op-
portunities created by the
increased tourist traffic.

Things to Do

Farm schools/workshops/
educational activities

The educational activities offered on farms range
from day classes or short-term workshops to full-
scale, accredited courses of study. Farm schools
accommodate interns or apprentices, and some
charge tuition for the learning opportunity. There
are also farm schools geared toward residential
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(from Karen Guz, Horticulture Associate, Bexar
County, Arizona, listserve: communitygardening@ag.
arizona.edu, 6/25/98)

and Heritage Farm,
home of the Seed Sav-
ers Exchange and Seed
Saver publications.
Launching such an en-
terprise takes considerable connections, savvy,
outside-the-box thinking, and dedication. Itisa
life’s work dedicated to something beyond just
farming, and is certainly not for everyone.

Many of the farms listed in the on-line database
of Sustainable Farming Internships and Appren-
ticeships, maintained by the National Center for
Appropriate Technology (www.attra.ncat.org),
have elements of an educational or entertainment
farm. Several plantations on the Potomac River,
including Mt. Vernon, have been turned into
educational farms. The workers on Mt. Vernon
grow 18th-Century crops and gardens, use 18th-
Century tools, and dress in period costumes.
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Accommodations for outdoor
sports enthusiasts

Some farms adjacent to recreational areas build
a business catering to the needs of visitors to
those areas. A farmer in Missouri opened a lunch
counter for the convenience of parents bringing
children to a nearby summer camp. Farmers in
the Adirondacks regularly accommodate skiiers
and hikers with shade, food, and drink, some-
times extending to overnight accommodations. A
1500-acre wheat farm on the Great Plains became
a pheasant hunting ranch in the off-season, with
a lodge and a gift shop (more about fee hunting
below).

Petting zoos/children’s
amusements/playgrounds/
horseback riding/hayrides

Old McDonald’s Children’s Village, Sacket’s Har-
bor, is the largest petting farm in New York. Near
Watertown, on the Seaway Trail, the Children’s
Village was started as a way to increase cash flow
to expand a market hog and feeder pig business.
Ponies, rabbits, ducks, lambs, baby goats, calves,
and piglets are sure-fire attractions for city chil-
dren (and their parents). Pony and wagon rides
are part of the mix. Playgrounds and hayrides
also provide something for children to do at Pick-
Your-Own farms.

Balky Farms in Northfield, Massachusetts, invites
school classes to visit during lambing season in
March and April. Baby crias, pygmy goats, and
bunnies are also winners. Cheviot, Dorset, and
Navajo Churro sheep, geese, peacocks, emus,
oxen, Black Angus cattle, relief heifers, minia-
ture horses, and donkeys succeed with the more
venturesome. Tendercrop Farm in Newbury
offers “buffalo viewing,” while Valley View in
Charlemont hosts llama-picnic treks. More infor-
mation on animal entertainment can be found in
the 2004 NRCS publication Success Stories — Agri-
tourism, Direct Marketing, Education, Conservation,
Agritainment. (Call 1-888-LANDSCAPE or see
www.nhq.nrcs.usda.gov/RESS/econ/ressd.htm.)
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Pick-Your-Own (U-Pick)

In the 1970s U-pick farms were at their height of
popularity. Families with three or four hungry
teenagers and full-time homemakers were still
common. Canning a couple of bushels of green
beans or putting a flat of strawberries in the freez-
er helped out the family budget significantly.
Raw materials were harder to come by than labor,
compared with today. Canning has been all but
eliminated today as a home activity because it
represents a lost opportunity for the housewife
to be gainfully employed, instead of receiving
nothing for her hard work (i.e., the opportunity
cost of labor) putting up the winter food supply.
Small batches of gourmet recipes may be stored
in the family freezer, but more than 50% of U.S.
meals are now commercially prepared and eaten
away from home. While U-pick operations can
still be found, successful ones are most likely to
be part of the whole entertainment-farm enter-
prise mix.

U-pick offers several advantages to farmers. They
are relieved of the burden of finding and paying
temporary seasonal labor at harvest time. This
type of labor is becoming harder and harder to
find. The hours are long and hot; the work, back-
breaking. If people can be persuaded to pick as
entertainment and get a few cents off per unit,
the farmer is way ahead. However, sustainable
farmer Kelly Klober has observed, “The whole
premise of ‘here we are/come out and get dirty
picking our crops/then pay us handsomely for
the privilege’ is a hard sell” (8) in today’s world
and may depend on how attractively the experi-
ence can be packaged and how aggressively it is
marketed. Above all, the average farmer’s natu-
ral distaste for selling must be overcome and he
must learn to think like a customer. This means,
at a minimum, creating adequate parking, hav-
ing restrooms, having a safe entertainment area
for small children, and working with an insurer
on liability issues. Small children are best kept
away from the picking area, as they contribute
disproportionately to damaged crops and “in-
ventory shrinkage.” Attention to these basics
will help build repeat sales, a primary goal of all
direct marketing.
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Related ATTRA Publications

* Direct Marketing

e Lavender Production, Products, Markets,
and Entertainment Farms

* Reap New Profits: Marketing Strategies
for Farmers and Ranchers (with SAN)

» Agricultural Business Planning
Templates and Resources

U-pick operations do best when they are located
within an hour’s drive of a population center of
atleast 50,000 people. This stipulation leaves out
much of the Midwest, mountain states, eastern
Kentucky, and parts of the Deep South. U-pick
is about selling to families who do not have the
space to grow their own seasonal vegetables in
quantities sufficient for canning and freezing.
The mix of vegetables and fruits will depend
on customers’ tastes (constantly becoming more
sophisticated), rather than on what can most eas-
ily be grown. Like other forms of entertainment
farming, U-Pick will be adversely affected by any
dramatic rise in the price of gasoline.

Themes for
entertainment farming

Most entertainment farming depends in large
part on attracting visitors from urban centers.
Your neighbors in all likelihood won’t be your
customers. Something about your farm must
be so distinctive that it draws people from long
distances — even Canada or Europe. Perhaps you
could invite a Native American group to hold
regular pow-wows on your land; you operate
the food concession and give tours of your farm
dressed in a pioneer costume. Hold a summer
festival. Add a historical garden to increase the
draw. Add a gift shop, an antique shop, a lunch
counter, crafts, botanical products. Add a herd
of buffalo. People will come from Europe to see
a herd of buffalo or prehistoric White Park cattle
when they won’t cross the road to see your prized
Black Angus. Have a widely publicized farm
festival —harvest festivals with music and plenty
of good food and drink, and maybe face painting
and personalized cupcakes. In the fall, public
schools emphasize the American fall holidays,
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in which the pumpkin plays a significant role.
Pumpkins are easy to grow, readily available,
large, and colorful. Invite busloads of school
children to visit your farm.

Following the disastrous Missouri/Mississippi
River flood in 1993, the Rohrbach Farm, 50 miles
from St. Louis, turned a significant portion of
corn/soybean acreage into an entertainment farm
featuring pumpkins. One field became a park-
ing lot, with ample room for tour buses. When
visitors come (by busloads) to view the large,
attractive, free crop-art displays constructed by
the Rohrbach clan, few leave without buying a
pumpkin or something from the farm store.

The pumpkins are, of course, not pumpkins of
eating quality. Those pumpkins remaining after
the season is over are taken out into the woods
to compost. One lesson the modern farmer
learns, according to Joel Salatin, is that you have
to accept a certain amount of waste and have to
give something away free at times. (For a more
complete account of activities at the Rohrbach
Farm, see the ATTRA publication Direct Market-
ing and the Winter 1999 issue of USDA’s Small
Farm News).

Mazes

Mazes are another option. In 1993 Don Frantz
(a former Disney producer) created a 3.3-acre
dinosaur maze in a Pennsylvania cornfield, and
later created the American Maze Company, now
producing increasingly elaborate mazes around
the country and advertising on the Internet. The
success of this farm entertainment venture has in-
spired a number of competitors throughout the
American Cornbelt. Frantz says, “We try to keep
them entertained for about two hours (about
the length of a movie), and charge them about
what they’d pay for a movie.” He recommends
good crowd control, ample restroom facilities,
refreshments, and other farm products to sell.
Most important is an integrated marketing plan,
which the top maze designers now all sell as part
of their design packages.

The Jamberry Farm, Madill, Oklahoma, features
a 3-acre maze, funded in part by a grant from the
Kerr Center in Poteau, Oklahoma. Visitors pay $5
to walk through the maze and the farm’s 5-acre
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Maze puts Colorado farmer in the black

A cornfield “Bronco” maze has put the Glen Fritzler 350-acre vegetable farm in the black for the
first time in 10 years. Busloads of school-children and tourists pay $6 each to walk through the
maze, created by Utah designer Brett Herbst's patented process. By the fall of 2000 Herbst had
done 61 mazes. The Bronco is, of course, the mascot of Denver’s professional football team.

Herbst gets a fee for the design and a percentage of the gate. The Fritzler family mans the ticket
booth and sells t-shirts, often until 10 p.m. on weekends. Fritzler is thankful to have found a good
way out of the agriculture boom-bust cycle by offering to entertain the public and create a new
stream of steady income. For more information on Fritzler’s maze, call 970-737-2129.

From the listserve Market Farming, Sept. 12, 2000. Market-farming@franklin.oit.unc.edu.

pumpkin patch (or ride a hay wagon). The farm
also features a picnic area, a playground, and
pumpkin sales. Personnel from the nearby Noble
Foundation assisted in setting up the maze.

Joel Salatin’s List of
Farm Activities

# Straw bale maze

# Arts and crafts

# Haunted house

# Miniature golf

# Observation deck

# Catering

# Face painting

# Bonfire with
marshmallows

# Petting zoo

# Baked treats

# Hay rides

#” Homemade toys
# Full food service
# Company parties
# Pumpkin patch

# Concessions

See Appendix B for more ideas about entertain-
ment farming enterprises.
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Things To Buy

The bottom line for most entertainment farms is
how much you can sell —either now or later —to
the people attracted to your farm. Surprisingly,
many farmers feel that even farmers” markets are
primarily useful in building a steady customer
base, not in daily sales. These potential custom-
ers will get to know you and later seek you out
to meet their unique needs. This is the principle
of “relationship marketing.” Sell to people who
come to know you and count you as a friend.
Your farm store or gift shop should display your
farm’s finest products to maximum advantage to
build repeat sales.

Food and drink

Outdoor activities on a warm day will make
anyone thirsty. Ready-to-eat food and a selection
of beverages are part of the experience of your
entertainment farm. They can also be a profit
center. Be as creative as you can, and try to have
refreshments that fit your farm'’s theme.
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If you operate a winery, you will

or more —if, typically, you must

naturally have your products dis-

build a separate building from

played. Think of opportunities Farmers who have become he oround up. You will need

for selling cold beverages to the
grandparents photographing the
maze, the u-pickers, the children
who have just done 100 turns on

successful in value-added en-
terprises typically find retail
profits so attractive that they
begin to purchase, rather than
grow, much of their raw mate-

access to an approved slaugh-
terhouse for any meat products.
(For more information, see Joel
Salatin’s book.) Alternatives in-

the slide out on the miniature hay- ja]. The farm then takes on clude a cooperative community
mow. On a recent visit to an herb the character of a land-based kitchen or renting a commercial
farm, I was offered the opportunity business enterprise, not just kitchen. Cornell University is
to buy a commercially bottled nu- a producer of commodities. even developing a mobile com-

traceutical drink —containing St.
Johnswort, valerian, and guarana. Apple cider
is a good drink for the Midwest, and people may
want to buy a gallon to take home.

Homemade ice cream, sandwiches, fresh fruit,
barbecue, and roasting ears are all possibilities
for ready-to-eat food sales.

Gifts and souvenirs

There is a huge industry overseas manufacturing
regional souvenirs for the U.S. If at all possible,
have your gift items represent your farm, some-
thing that is actually produced locally. Stick
to a theme, something that truly represents the
uniqueness of your farm and your region. Items
for sale on an herb entertainment farm can in-
clude everything from potted rosemary plants to
a complete set of essential oils for aromatherapy.
Wood carvings (traditionally done in the slow
winter months), dolls, quilts, basketry, wheat
weavings, pottery, packets of heirloom seeds, and
decorative items such as fresh and dried flow-
ers, pumpkins, corn shocks, and handloomed
wool —as well as foods, such as meats, cheeses,
other milk products, and winter squash—are all
possibilities. One farmer realized that decorative
shocks were worth more than his corn. Another
sold echinacea flowers when the bottom dropped
out of the market for echinacea root. Research
by the North Central Region Extension Service
revealed that wood is the medium preferred by
tourists for crafts. This research also determined
that women probably don’t charge enough for
the craft items they market, since men typically
charge two to four times as much.

You will need an approved commercial kitchen
for any value-added food products produced on
the farm. This type of facility can cost $100,000
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mercial kitchen. Be familiar with
your state’s processing regulations if you are
planning to sell on-farm processed food to the
public State health departments or depart-
ments of agriculture, universities, and business
incubators can assist.

Shopping at the farm store

Maureen Rogers of The Herbal Connection
provides this advice (originally from Bottom
Line/Business, 1/97).

The key to successful retailing for [the next few
years] will be to make shopping not merely
pleasant but entertaining as well. Despite the
growth of catalog shopping, consumers will
continue to go to stores. But the stores they visit
will be the ones where they not only find what
they like at the right price, but where they can
have a good time. Bookstores with coffee bars
are a good example.

A 1992 study of tourists” shopping habits,
conducted by the North Central Regional Ex-
tension Services, determined that “after meals
and lodging, [tourists] spend most of their
tourist dollars on clothing, crafts, and local
food products. Almost 70 percent buy gifts for
future events and for mementos” (Small Farm
News, September-October, 1993, p. 3). Consider
installing a convenient automatic teller machine
(ATM).(9)

Farmers must be prepared to sell themselves as
well as their businesses, so image is all-impor-
tant. People want to see an attractive facility
and personnel —neat and clean. Location and
appearance are the most important aspects of
a farm business that caters to the public— not
necessarily price.
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Remember that return customers are the key to
success. Eighty percent of your business comes
from 20% of your customers, and it takes five
times as much money/time/effort to get a new
customer as it does to keep an old one.

A Maine farm store

In the mid-1980s Gregg and Gloria Varney bought
his parents” Maine farm after they sold their dairy
herd.The farm included excellent crop land. The
Varneys’ first farm business was Gloria’s yarn
shop, which started people coming to their farm.
This became the impetus for the Varneys to ex-
pand their offerings at the farm store to include
their own meats (beef, veal, lamb, pork, chicken,
and turkey), raw milk, and baked goods. In 1994,
with the help of apprentices, Gloria and Gregg
implemented a five-year plan to “learn how to
make cheese and raise small scale animals with
minimal grain purchases.” After initially hitting
awall when they realized they needed a state-in-
spected cheese facility and pasteurizer that could
cost $10,000, they arranged to borrow the money
from future customers, paying off the loans with
food from the store. For example, a $100 loan
could be redeemed at a later time for $110 worth
of farm-raised food.

The goat-cheese operation has been a huge suc-
cess, and it allows an April to November sched-
ule that fits in well with their farmers” market
schedule and the Thanksgiving season, giving
them a break from the end of November for the
next six months. In 1995 the Varneys became
100% organic with the conversion of the dairy
cow operation. They now have more than 100
organic COws.

Their product line in the farm store has expanded,
as well. Surplus vegetables go into value-added
products such as pickles, relishes, and stewed
tomatoes. Other excess is used to feed the pigs
and chickens. This integrated operation is a big
hit with customers, who now have no question
about where their food originates. People now
come to the farm not just to buy their food but
to spend time there and let their children see the
animals.(10)

The Varney Farm is not the only farm in Maine
oriented toward tourism, and there are regularly
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scheduled regional farm tours. Tickets to farm
daytrip tours in Maine, generally including two
or three farms in a single county, cost $12 to $15
per person, with children under 12 free. Lunch
is extra.

Highlight a garden path

Appleton Creamery is a small-scale goat
farm and dairy where Brad and Caitlin
Hunter also grow flowers and organic veg-
etables, including many heirloom varieties.
Brad, a home brewer and wine maker, has
included in the garden two essential ingre-
dients for beer and wine —hops and grapes.
A collection of bird houses surrounds the
traditional cottage garden, where the Hunt-
ers grow edible flowers and herbs to use in
the farm’s goat cheeses, and a path through
the garden leads to the barn, where visitors
can see the goats.

The grounds also house “garden sculpture”
created out of found objects —old farm
equipment, flea market furniture, cast-off
children’s toys.

Nature-based tourism

A further option for recreational farming is
leasing wooded land or marginal cropland for
hunting, fishing, or hiking. Hunting leases are
the most common form of recreation leases and
can range from one-day trespass fees to guided
trips and lodging. Of course liability, licenses,
and regulations are important considerations in
planning for a recreational lease.(11) Such use
can sometimes be combined with overnight lodg-
ing, campgrounds, and a farm store. Texas A&M
University, http;//survey.tamu.edu/ntactivities, has
a program at its La Copita Ranch to train land
managers in hosting this type of tourism.

For information and technical advice on licenses
and regulations, contact local offices of the fol-
lowing agencies.

¢ Fish and Wildlife Service

e USDA Natural Resources Conservation
Service

* State Department of Natural Resources
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Another source of information on hunting leases
is Managing Your Farm for Lease Hunting and a
Guide to Developing Hunting Leases.(12)

e-Commerce

With a click of the mouse a worldwide audience
can gain access to your information. More and
more sites featuring particular farms and selling
farm products directly to consumers are joining
the organization-sponsored producer directories
now on-line. Some farm Web sites are listed in
ATTRA’s Direct Marketing publication.

Liability

Liability issues for farms that host the public are
generally resolved with appropriate insurance.
Insurance needs will vary by operation. Neil
Hamilton’s book The Legal Guide for Direct Farm
Marketing provides guidance on choosing and
consulting with an independent insurance agent
(see Resources, below). Insurance representa-
tives can provide guidance on specific steps for
reducing risks of your operation. A new data-
base on farm injuries can be found at www.nsc.

org/necas/.

Specific examples of how individual farms have
handled insurance needs may be found in the
NRCS publication Success Stories — Agritourism,
Direct Marketing, Education, Conservation, Agritain-
ment. (Call 1-888-LANDSCAPE or see www.nhg.
nres.usda.gou/RESS/econ/ressd.htm.)

Complying with the
Americans With Disabilities
Act (ADA)

Modifications to allow the differently abled ac-
cess to your farm attraction include the
following.

* space reserved for handicapped parking

* afarmstand with a hard packed or paved
surface

* one bathroom accessible to the
handicapped (can be rented)
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e aramp to a platform that’s
slightly higher than the hay wagon
(for handicapped access to hayrides)

* a”long reacher” for apple picking

* raised beds for strawberry picking

» for seasonal events, a sign saying, “If
you need assistance....”

* large-print signs, brochures, or audiotapes
of brochures.

* door openings at least 32 inches wide
(to accommodate wheelchairs) and
doors able to be opened with a closed
fist (knobs are out).

* rugs taped to the floor with velcro.

Guarding against risks to children
on the farm

Age 0-5

Careful supervision by adults. Physical bar-
riers such as locks and fences. Safe distrac-
tions. No riding on farm machinery.

Age 5-10

Consistent rules; discussing safe behavior;
careful supervision of activities.

Age 10-16

Consistent rules, with consequences for in-
fractions and rewards for safe behavior.

Age 16-18

Prohibition of drugs and alcohol. Empha-
sis on acceptance of adult responsibilities.
Opportunity to be role models for younger
children.

An Americans with Disabilities Act (ADA) rep-
resentative will usually be glad to come out and
advise you on specifics.

Risks incurred when the public is invited to a
farm may include soil compaction, damage to
orchards and crops, litter, and of course increased
liability. Such costs have been estimated at $1 to
$2 per visitor, which should be factored into fees
and prices.
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Conclusion: The New Outlook

Professor Duncan Hilchey of the Cornell Sus-
tainable Agriculture program advises American
farmers:

Growers have to adopt a new outlook and switch
their thinking away from production toward
giving today’s consumers what they want. That
might include farm tours, value-added products,
or even adding a petting zoo. People come out
to the farm these days not so much to buy large
quantities of produce, but for the immersion
experience for themselves and their children.
They are looking for a farm-fresh feeling —not
just food.(6)

The University of California’s Small Farm Center
has developed an on-line agricultural tourism
directory (www.calagtour.org) to provide tourists
with an easy way to “search for a farm experi-
ence.” Farm proprietors interested in a listing
are encouraged to contact the Center.(13) A
national agri-tourism database (www.farmstop.
com) complements those developed by Illinois,
Texas, and other states.

The number-one requirement for a successful
agri-entertainment venture is an abundance of
energy and enthusiasm. A willingness to think
unconventionally may be equally important.
Whatever you do, do it with a flair for show-
manship. Let your creative side come out. With
enough thought, ingenuity, determination, and
capital, almost any farm anywhere could be
adapted to agri-entertainment. Stiff-necked indi-
vidualism and suspicion of change work against
success in entertainment farming. A willingness
to provide what the public truly wants and is
willing to pay for is the way to success. Just as
the railroad barons of the 19th century needed
to start thinking of themselves as being in the
transportation business (instead of the railroad
business) in order to compete successfully in
the 20th; so the farmers of the 21st century must
begin thinking of themselves as being in the land
management business, rather than the farming
business, in order to reach their farm family goals
and dreams.
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Databases

National: www.farmstop.com
California: www.calagtour.org

Texas Nature Tourism Database and
Workbook: http.//survey.tamu.edu/
ntactivities

Ilinois: www.leisurestudies.uiuc.edu
/agritourism
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Farming and Agri-Tourism is located at:
HTML
http.//www.attra.ncat.org/attra-pub/entertain-
ment.html
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http.//www.attra.ncat.org/attra-pub/PDF/entertn.
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Appendix A

Checklist of Agri-tourism Development Considerations*
Agri-tourism businesses Farm festivals

] Personal evaluation

] Market evaluation

] Project feasibility evaluation
] Financial evaluation ] Licenses and permits

] Business plan development ] Attractions, entertainment, food

[ ] Planning committee
[
[
[
[
] Marketing plan development [ ] Budget strategy
[
[
[
[
[

] Festival mission
] Location of festival

] Insurance needs ] Promotional campaign

] Regulations and permits ] Insurance needs
] Management considerations
] Public safety plan
] Evaluation

[
[
[
[
[
[
[
[

] Vendor support and policies
] Coupon programs
] Evaluation

Farmers’ markets Regional agri-tourism planning
[ ] Market coordinator [ ] Region identification

[ ] Planning meetings [ ] Community involvement

[ 1 Advisory committee [ ] Concerns about development
[ ] Organizational structure [ ] Visitor market groups

[ ] Visitor market groups [ ] Planning sessions

[ ] Location of market [ ] Goals and objectives

[ ] Vendor fees [ ] Resource and attraction inventory
[ ] Promotional campaign [ ] Theme

[ ] Insurance needs [ ] Action plan

[ 1 Appearance of market [ ] Promotional plan

[ ] Customer amenities [ ] Evaluation

[

[

[

* from: Kuehn, Diane et al. 1998. Considerations for Agri-tourism Development. p. 1.
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Appendix B: Some Successful Entertainment Farming Enterprises and Techniques
(farm recreation and hospitality businesses)

Wineries with Friday Educational tours Historical re-creations
happy hours
Arts & craft's Farm schools Living history farms
demonstrations
Farm stores K-12 schools Heflrloom plants and
animals

Roadside stands Outdoor Schools Civil War plantations
Processing demonstrations Challenge Schools Log buildings

. . Movement-based retreat .
Cider pressing o Maple sugaring
Antique villages Native American villages Sheep shearing

Herb walks Frontier villages Wool processing
Workshops Collec;hons of old farm Sorghum milling
machinery
Festivals Miniature villages Apple butter making
. Farm theme playgrounds for — .
Cooking demos children Fee fishing/hunting
Pick-your-own Fantasylands Farm vacations
Pumpkin patches Gift shops Bed and breakfasts
Rent-an-apple tree Antiques Farm tours
Moonlight activities Crafts Horseback riding

Pageants Crafts demonstrations Crosscountry skiing
Speakers Food sales Camping

Regional themes Lunch counters Hayrides

Mazes Cold drinks Sleigh rides

Crop art Restaurants Rest areas for snowmobilers or

cross-country skiers

Pancake breakfasts during
sugaring season

Pizza farms

Themes (apple town, etc.)

Bad weather

Native prairies

Picnic grounds

accommodations preservation
. August D(?g Days _50/? off Shady spots for travelers
Tastings dogwoods if customer brings
g : to rest
picture of family dog, etc.
Buffalo Campgrounds Hieroglyphics, rock art

Dude ranches

Indian mounds,
earthworks art

Hunting lodges
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Foreword

A significant number of value-added
projects evaluated and analyzed by the
Agricultural Development Center (ADC) have
been agritainment enterprises. Critical to
the overall success of these enterprises has
been a reliance on a significant amount of
sales to groups — particularly school
groups. In many cases, agritainment enter-
prises must rely on hosting groups during
the week to break-even on their fixed and
operating costs. Also, most agritainment
enterprises do not have the luxury of being
“build it and they will come” successes
overnight. Rather, a significant amount of
planning, marketing and promotion is
required to develop short-term and long-
term successful enterprises.

To effectively and efficiently plan
agritainment enterprises that target elemen-
tary school groups, a survey of elementary
schoolteachers was conducted by the ADC
in 1999. The survey was developed, admin-
istered, evaluated and summarized under
the leadership of the ADC’s marketing
specialist, Dr. Kent Wolfe. Results of the
survey have been the source of numerous
presentations, fact sheets and project
reports. However, prior to their use in an
official publication, Dr. Wolfe accepted a
position outside of The University of
Tennessee Institute of Agriculture. How-
ever, due to the valuable information
obtained by Dr. Wolfe’s work in the survey,
his results are used as the basis of this
publication.

Appreciation and credit are extended to
Dr. Wolfe for his leadership, analysis and
contributions to the survey and to this
publication. Appreciation is also extended
to Dr. Kim Jensen, Mrs. Wanda Russell, Dr.

George Smith and Mr. Stanley Trout who
served on the peer review and editing
committee for this publication.

While the information in this document
is based on survey data obtained from
elementary schoolteachers and is intended
for the specific use by those involved with
or considering agritainment enterprises, it
should be used as a companion to Exten-
sion publication “Considering an
Agritainment Enterprise in Tennessee ,
PB 1648.

It should be noted that this publication
is intended to serve as a summary of the
results obtained in the survey. Interpreta-
tion and application of the information
should be done with caution and should
serve as a guide rather than a recommenda-
tion of action.

Rob Holland
Agricultural Development Center
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Introduction

The past few years have witnessed an
increased interest in agritainment activities
(agritourism and entertainment farming) on
Tennessee farms. Animal petting pens,
pumpkin patches, hay-bale and corn mazes,
farm tours and farm festivals have become
almost commonplace across the state.
Other agritainment activities such as
children’s camps, corporate events and
cabin rentals are also being implemented.
These and other agritainment activities
have created new uses for many farm
resources and have contributed to addi-
tional sources of farm revenue.

Often begun as educational and aware-
ness programs, many agritainment activities
have been developed from small-scale,
hobby-type activities into full-time, primary
farm enterprises. When done as a hobby, it
is often difficult to cover all costs and realize
a positive net return. Therefore, many
agritainment enterprises are being devel-
oped as recognizable entities of the total
farm operation. With this distinction comes
the commitment of many farm resources,
including a significant amount of managerial
time and farm labor and a significant invest-
ment in marketing and promotion.

The primary focus of all marketing and
promotion activities must be aimed at
attracting visitors to the farm . . . and the
more people the better. The primary audi-
ences for agritainment activities are often
separated into two classifications: families
with children and groups. Groups are often
targeted during weekdays, while families
are targeted on weekends and holidays.
Many different types of groups and several
different methods for marketing
agritainment activities to them exist.
Groups include school groups, senior
citizen groups, church groups, civic groups,
daycare groups, children and youth groups

and tour groups, just to name a few. Mar-
keting methods may include brochures,
print, radio, Internet, television, signs,
sponsorships, use of a logo and positive
word-of-mouth comments and referrals.

The effectiveness of different promotion
tactics often varies with particular groups
targeted. Therefore, understanding a par-
ticular target group can be extremely
helpful in planning and developing a
promotional strategy. Because school
groups are considered a good target audi-
ence for agritainment activities, obtaining a
good understanding of their preferences,
constraints and opinions can be helpful to
farm families considering or enhancing an
agritainment enterprise.

School groups are often considered
good target audiences for agritainment
activities for a variety of reasons. Some of
the reasons are:

« most school classes take field trips

e farm and agritainment activities can
easily relate to educational curriculums

« school classes are accustomed to plan-
ning and taking field trips and have an
infrastructure to do so

< individually or collectively, school
classes tend to represent large numbers
of individuals (i.e., average classes may
have 20 students, an average grade level
may have 100 students, an average
school may have 600 students and an
entire county system may have thou-
sands of students)

< school groups normally have a specific
point of contact (teacher) who under-
stands the group’s constraints and pro-
vides leadership for arrangements

Many successful agritainment enter-
prises rely on school groups for a bulk of




their business. Especially during October,
school buses flock to pumpkin patches
around the state, sometimes unloading
more than 200 students each hour. At a
per-person fee of up to $6.00, agritainment
enterprises can generate substantial rev-
enues. However, there are often many
challenges to developing a thriving, multi-
thousand-dollar enterprise. First, you must
get the people to the farm. Then, they must
have an enjoyable experience. And finally,
they must be convinced that they will have
an equally pleasing, new experience if they
return the next week, the next month or
the next year. Each of these areas requires
a great deal of work.

Attracting visitors to the farm initially
requires development of a high-quality
enterprise and high-quality marketing/
promotion plan. Keys to insuring a quality
experience include a well-planned and
well-executed agenda from arrival to depar-

The Survey Sample

The survey targeted public schoolteach-
ers in kindergarten through fifth grade. A
one-time, mail survey was used. A total of
1,202 surveys were mailed to 95 public
elementary schools in a six-county area
around Knoxville, Tennessee. The six
counties included in the study were
Hamblen, Grainger, Cocke, Jefferson,
Sevier and Knox. Elementary schools were
identified and a packet of surveys, accom-
panied by a cover letter that explained the
importance and purpose of the study, was
mailed to the school’s secretary. Inside the
survey package was a memo asking the
secretary to place a questionnaire in each
elementary teacher’s school mailbox. The
elementary schoolteachers were asked to
complete the postage-paid questionnaire
and return it to the Agricultural Develop-
ment Center. A total of 201 questionnaires

ture, a safe environment and a good value.
To ensure repeat visits, customers must
realize that their next visit will be equally
pleasing, yet different enough to decrease
chances of repetition or boredom.

Keep in mind that different groups have
different expectations. That is, the expecta-
tions and requirements of a senior citizen
group will differ from those of a kindergar-
ten class. So, targeting different groups may
require different promotion methods.
Because elementary school classes can be
such a vital target market for agritainment
activities, a survey of elementary school-
teachers in a six-county area was con-
ducted by the Agricultural Development
Center in the spring of 1999 to identify the
needs, expectations and desires of school
groups. This publication is devoted to
summarizing the results of the school-
teacher survey.

were returned for a response rate of 16.7
percent. Table 1 summarizes the return rate
by grade level. The return rate was not
uniform, with some counties having a
higher return rate than others.

Table 1. Percent of Total Surveys

Returned by Grade Level
Kindergarten 33%
First 21%
Second 13%
Third 13%
Fourth 12%
Fifth 8%




Market Potential

Elementary schoolteachers indicated a
strong interest in farm field trips. When
asked how likely they would be to take a
farm field trip, 63 percent of the teachers
said they would be very likely, while a total
of 90 percent were very likely and some-
what likely to do so. Table 2 presents the
likelihood of teachers by grade level to take
a farm field trip.

A number of different field trip opportu-
nities are available to schoolteachers and
their students. Therefore, determining the

number of field trips that various grade
levels take over the course of a year is very
important in assessing the level of competi-
tion for an agritainment enterprise. On
average, it appears as though elementary
classes take between three and four field
trips each school year. On average, kinder-
garten students take four field trips per
year. Table 3 presents the average number
of field trips taken by each grade level. The
average number of field trips taken each
year did not vary substantially by grade or
by county.

Table 2. Likelihood of Teachers to Take a Farm Field Trip

Grade Level
Likelihood First Second | Third | Fourth| Fifth
Kindergarten | Grade | Grade | Grade | Grade | Grade | Average*

Very Likely 82% 62% 71% 52% 29% 33% 63%
Somewhat 17% 35% 14% 35% | 48% | 33% 28%
Likely
Somewhat

. 2% 0% 0% 9% 10% 17% 4%
Unlikely
Very Unlikely 0% 3% 14% 4% 14% 17% 6%

Because school field trips are often

Table 3. Average Number of
Field Trips Taken by Grade Level

Kindergarten 4.0
First 3.5
Second 3.2
Third 3.3
Fourth 3.8
Fifth 3.5

planned on an individual class or grade-
level basis, it can be important to have
some information about the number of
students and adults to expect from each
class. Knowing the class size will help
determine the amount of labor that will be
needed for a particular group. According
to the survey, the average size kindergar-
ten through fifth grade class is 22 students
and five adults. Table 4 presents the
average number of students and adults per
class by grade level.

*In tables that present data by grade level and average, the average column/row presents straight averages

across

all grade levels, not weighted averages and therefore should be interpreted with caution.




Table 4. Average Number of Students and Adults Per Class by Grade Level

Grade Number of Students Number of Adults
Kindergarten 22.5 5.5
First 18.2 5.2
Second 23.5 5.3
Third 19.1 4.1
Fourth 23.1 4.8
Fifth 32.8 5.6
Average 22.4 5.2

In addition to competing with other field
trip opportunities, an agritainment enter-
prise should only be targeted to those
school groups within a reasonable distance
of the farm. A reasonable distance may be
determined in minutes or miles. Table 5

presents the maximum distance (in miles
and minutes) that teachers indicted they
would travel for a field trip. According to
these results, agritainment enterprises
should be targeted to schools within 35
miles and 45 minutes of the farm.

Table 5. Maximum Distance and Time That Teachers Will Travel

for a Field Trip

Grade Level
First Second | Third | Fourth Fifth
Distance | Kindergarten | Grade Grade Grade | Grade | Grade | Average
Miles 30.4 37.7 35.4 31.1 38.1 41.4 34.7
Minutes 42.0 50.6 45.9 43.5 47.0 57.7 46.3

Price Determination

Getting an idea of how much school
groups will pay for an agritainment farm-
ing experience can be difficult. One
method might be to evaluate the prices
they normally pay for field trip activities.
Obtaining an understanding of the cost
limits teachers use in planning their field
trips provides useful information in setting
the per-student field trip price. The field
trip’s price must be high enough to cover

associated costs, yet not so high that it
discourages participation. According to the
survey, teachers do indeed have cost limits
for their field trips. Exceeding these limita-
tions could exclude an agritainment enter-
prise from a teacher’s consideration as a
potential field trip. The survey found that
the upper limit for field trip costs was
about $6.80 per student. This figure is an
average of all grade levels and may vary




according to the nature of a field trip and
the associated activities. Table 6 presents
the average upper cost limit for field trips
by grade level.

Table 6. Average Upper Cost Limit
for Field Trips by Grade Level
Kindergarten $6.93
First $6.03
Second $6.44
Third $7.73
Fourth $6.16
Fifth $8.03
Average $6.79

Knowing the upper price limit is helpful,
but it does not mean that an agritainment
enterprise can succeed at that price. The
important thing to remember about pricing
is that the customers must perceive the
experience to be a good value compared to
the price. However, it is important to
remember that just because teachers

consider $6 to $7 as the upper cost level,
they still expect a quality field trip. The
upper price level allows the agritainment
operator to work backwards and see what
products and service can be provided at
various prices.

A simple scenario was tested among
schoolteachers to determine their willing-
ness to pay for a fictitious farm field trip.
The scenario describes an agritainment
enterprise where students could take a
hayride across the farm to a pumpkin patch
and then pick their own pumpkin. Other
activities described in the fictitious field
trip included allowing the children to paint
their pumpkins and to hear a Halloween
story. A picnhic area was also provided in
the scenario, but the class was responsible
for bringing their own food. The facilities
would also include a limited play area.
Teachers were asked if they would pay $3,
$5 or $6 for the aforementioned field trip.
The results of the teachers’ willingness to
pay different prices for the described
agritainment field trip are presented in
table 7 by grade level.

Table 7. Teachers' Willingness to Pay for the
Described Agritainment Field Trip
(figures represent the percent of teachers in a particular grade level who were
willing to pay the specified price per person for the described field trip)
Per Person Price Level
Grade Level $3.00 $4.00 $6.00
Kindergarten 95% 39% 10%
First 100% 34% 6%
Second 100% 58% 29%
Third 92% 38% 9%
Fourth 96% 65% 5%
Fifth 78% 23% 8%
Average 95% 42% 10%




The willingness to pay for the example simple scenario reveals the price sensitivity
field trip decreases significantly with each of the teachers surveyed. Therefore, once

price increase. Nearly all of the teachers an agritainment enterprise is in operation,
were willing to pay $3, only a third of the it will be important to obtain feedback
teachers were willing to pay $4 and less about the value of the enterprise and the

than one in 10 teachers were willing to pay  price charged.
$6 for the fictitious farm field trip. This

Scheduling School Field Trips

Understanding when most school field out the school year. Understanding when
trips are taken not only helps an teachers plan their field trips can also help
agritainment enterprise better plan to host an agritainment entrepreneur schedule the
school groups, but it can help identify timing of promotions. Similarly, under-
times when other groups should be tar- standing when teachers take field trips can
geted. There is, however, a difference in help determine when school-related activi-
the time teachers plan a field trip and the ties should be featured at the farm. Table 8
time they actually take a field trip. Teach- presents the percentage of teachers we plan
ers tend to plan their field trips before the their field trips at various times of the year,
school year begins or at the beginning of while Table 9 shows the percentage of
the school year. However, some teachers teachers who take field trips at various

indicate that they plan field trips through- times of the year.

Table 8. When Field Trips Are Planned
(percentage of teachers who plan their trips at each of the given times)

Grade Level

First | Second | Third | Fourth| Fifth
When Planned | Kindergarten | Grade | Grade | Grade | Grade | Grade | Average

Beginning of

school year 49% 40% 46% 41% 35% 30% 43%
Throughout

school year 20% 24% 39% 35% 12% 20% 23%
Before school

year 11% 16% 8% 12% 35% 50% 18%
Beginning of

year and January 7% 8% 8% 6% 0% 0% 6%
Fall / spring 2% 4% 0% 0% 6% 0% 3%
A month in

advance 7% 0% 0% 0% 0% 0% 3%
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Table 9. When Field Trips Are Taken
(the percentage of teachers within each grade who take field trips at specific times)

Grade Level
First | Second | Third | Fourth | Fifth | Average
When Taken | Kindergarten | Grade | Grade | Grade | Grade | Grade
Fall & Spring 25% 25% 67% 67% 60% 17% 36%
Fall, Winter,
Spring 6% 0% 11% 33% 0% 33% 9%
September,
October, May 0% 19% 0% 0% 20% 0% 7%
October, April,
May 25% 0% 0% 0% 0% 0% 7%
Depends on
availability 0% 13% 11% 0% 0% 0% 6%
October,
February,
March 13% 0% 0% 0% 0% 17% 5%
December &
Spring 13% 0% 0% 0% 20% 0% 5%

Important Field Trip Components

The best way to sell a product is to offer
a product that people want. This holds true
for farm agritainment enterprises. Whether
teachers plan field trips by curriculum,
grade level or mere availability can influ-
ence both the theme of an agritainment
enterprise and the promotion tactics used
to attract school groups. According to the
survey, elementary schoolteachers are very
interested in scheduling field trips related
to the materials they are teaching and that
are educational and informative. The
teachers overwhelmingly indicated that an
educational trip related to their curriculum
is very important in their field trip selec-
tion criteria. Table 10 presents the percent-
age of teachers, by grade level, who use
certain criteria when selecting field trips.

Given these results, it is obvious that
elementary teachers prefer to select field
trips that relate to a teaching curriculum.
Therefore, it should be worthwhile for an

agritainment enterprise to gain a better
understanding of what elementary school
children learn about. A general understand-
ing of the topics they cover in science and
other related subjects may provide addi-
tional ideas that could be incorporated into a
farm field trip. By incorporating educational
activities in the agritainment enterprise so
the students are actually learning about
topics related to their classroom curriculum,
an agritainment business may increase the
likelihood of attracting school groups.

In addition to curriculum, elementary
schoolteachers consider interactive or
hands-on experiences to be very important
in selecting field trips. Table 11 presents
several factors and how important teachers
of each grade level feel they are in selecting
a field trip.

Again, this information is valuable in that
it provides direction to the type of activities




to Select Field Trips

who use certain criteria in selecting a field trip)

Table 10. Percent of Teachers Who Use Various Criteria

(figures represent the percent of teachers in a particular grade level

Selection Criteriat

Grade Level Curriculum Grade Level Availability/Interest
Kindergarten 59% 35% 0%
First 55% 36% 9%
Second 63% 25% 13%
Third 67% 17% 0%
Fourth 17% 0% 33%
Fifth 50% 0% 50%
Total 55% 26% 10%
Table 11. Important Factors in Selecting A Field Trip
(the percentage of teachers within each grade level
who indicated a particular factor was important)
Grade Level
First | Second | Third | Fourth | Fifth
Factors Kindergarten | Grade | Grade | Grade | Grade | Grade | Average
Curriculum/
class studies 57% 61% 61% 59% 38% 33% 52%
Hands-on,
interactive 45% 32% 50% 14% 38% 27% 37%
Fun, enjoyable,
interesting,
exciting 20% 24% 27% 18% 29% 33% 23%
Educational,
informative 17% 19% 14% 9% 43% 54% 21%
Age-level
appropriate 27% 16% 9% 9% 0% 7% 16%
Unigue, new
experience 15% 5% 9% 9% 5% 0% 9%
Cost 3% 11% 9% 5% 10% 13% 7%
Distance, location 3% 5% 5% 9% 5% 13% 6%
Safety, organized 5% 0% 4% 9% 4% 13% 5%
Cultural 0% 3% 9% 4% 4% 7% 3%
Facilities 3% 0% 0% 4% 9% 0% 3%
Activities 5% 3% 5% 0% 0% 0% 3%

! Those who select field trips based on “curriculum” likely prefer that field trips relate to a subject, topic,
lesson or educational curriculum being studied. Those who select field trips based on “grade level” likely are
required to take the same field trip as other classes in their grade level or are restricted from taking a field trip
that another grade level takes. Those who select field trips based on “availability/interest” likely prefer trips
that fit their schedule and interest.

11
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the farm should offer and how to promote
them to school groups. For example, a cur-
riculum activity at the agritainment enter-
prise could include planting a seed in a small
container. This would provide each child
with an opportunity to plant a seed at the
farm with instructions on how to care for and
nurture the plant at home or in the class-
room. This ties into agriculture, as well as
into the spring theme of rebirth and growth.
By including hands-on activities for students,
the agritainment enterprise becomes an
extension of the in-class curriculum.

In addition to providing a hands-on field
trip experience that is related to a classroom
curriculum, the trip must be enjoyable for
the children. You may have the best educa-
tional material and picturesque setting, but
if the children do not enjoy the field trip,
teachers may not return. The purpose of the
field trip is to provide children with a fun,
new venue for learning. If the activities and
experience are not fun, children will lose
interest and divert their attention to other
non-related activities like talking, playing
and getting out of control.

Marketing Agritainment Enterprises

to Schoolteachers

Understanding why teachers have not
participated in farm field trips in the past
could be helpful in evaluating the competi-
tion and targeting promotions to school
groups. Nearly one third of the elementary
schoolteachers interviewed in the ADC’s
survey did not take a farm field trip during
the previous year because they were un-
aware of any such enterprises. This is
surprising because a number of farm-tour
opportunities are located within 30 miles of
the six-county area in which the teachers
were surveyed. Therefore, schoolteachers
appear largely unaware of available farm-
tour and agritainment enterprises.

Another reason teachers indicated they
did not take a farm field trip was that
“other grades take that trip.” This reason
may imply that in some schools, field trips
may only be taken on a grade-level basis
(various grades cannot take the same field
trip). This is not necessarily negative, but it
may mean that an agritainment enterprise
must stress that a variety of age-appropri-
ate activities will be offered at the farm.
That is, the enterprise may feature hand-
milking a cow for fifth-graders, a corn maze

for third-graders and a pumpkin patch and
hayride for first-graders. By offering a
variety of “activities” or different field trip
alternatives, each focused on different
grade levels, a farm enterprise may be able
to overcome the obstacle of attracting only
one grade level. Table 12 presents the
percentage of teachers in each grade level
who did not take a farm field trip in the
previous year for the selected reasons.

Given the large percentage of teachers
who were unaware of farm field trip oppor-
tunities, it is essential that the agritainment
enterprises be aggressively marketed and
promoted to schoolteachers. Apparently,
the most effective marketing and promo-
tional media is word of mouth. Nearly
eight of 10 teachers indicated they learned
about field trip opportunities via word of
mouth. This may mean that teachers who
have a satisfactory experience at an
agritainment enterprise will be the best
form of advertisement and promotion to
other teachers. Therefore, efforts should be
focused on not only getting groups to the
farm, but on making sure they have a great
experience while there.




Word-of-mouth advertising can impact a
business both positively and negatively,
depending on an individual’s experience. If
a teacher, student and/or parent visits a
farm and has a less-than-satisfactory experi-
ence, they will pass this information on to
others. Table 13 presents the percentage of
teachers who learn about field trip opportu-
nities by a variety of methods.

Following word-of-mouth, brochures
and flyers were the methods mentioned

most often. Therefore, creating an attrac-
tive and informative agritainment bro-
chure/flyer should be included in an
enterprise’s overall marketing and promo-
tion plan. More than four of 10 teachers
indicated they learn about field trip oppor-
tunities via brochures and flyers. About
two-thirds of teachers indicated the best
way to inform them of field trip opportuni-
ties is to mail them something. In addition
to mailing information, it may be a good
idea to distribute brochures/flyers in person

Table 12. Percentage of Teachers Who Did Not Take A Farm Field Trip
for Selected Reasons

Grade Level
First | Second | Third | Fourth | Fifth
Reasons Kindergarten | Grade | Grade | Grade | Grade | Grade | Average
Not aware
of any 31% 30% 40% 29% 47% 43% | 36%
Another grade
takes that trip 15% 17% 30% 29% 41% 21% | 25%
Went
somewhere
else 19% 30% 5% 5% 0% 0% |12%
Trips planned
prior to
learning of
farm trip 15% 13% 10% 10% 6% 7% |[11%
Does not fit
curriculum 4% 0% 5% 0% 6% 7% | 4%
Money, cost 4% 0% 0% 5% 0% 0% 2%

Table 13. Percentage of Teachers Who Learn About Field Trips
by Selected Methods

Grade Level
First | Second | Third | Fourth | Fifth
Methods Kindergarten | Grade | Grade | Grade | Grade | Grade | Average

Word-of-mouth 91% 74% 96% 71% 77% 54% 81%
Brochures/

flyers 36% 37% 48% 35% 75% 31% 42%
Mail 34% 45% 36% 52% 23% 50% 39%
Newspaper 8% 8% 18% 5% 9% 7% 9%
Bulletins 7% 10% 5% 10% 5% 7% 7%
Mass media 0% 3% 5% 5% 5% 7% 3%

13
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at schools at the beginning of the school
year. Schools generally have teacher in-
service training days prior the opening of
the school year. This could be a great time
to provide teachers with information about
an agritainment enterprise. In addition,

brochures and flyers should be handed out
at the farm and circulated in the commu-
nity. This will increase exposure of the
business and may reach teachers and
parents who did not received the informa-
tion somewhere else.

Activities and Facilities Needed

In addition to a quality experience that
relates to a classroom curriculum, teachers
tend to have certain expectations of gen-
eral field trip activities and facilities.
Among these, restrooms, eating area and
learning centers are very important. While

a play area was the least important fea-
ture, it was desired by almost half of the
teachers in the survey. Table 14 presents
the percentage of teachers who believe
certain activities/facilities are a necessary
part of a field trip.

Table 14. Percentage of Teachers Who Believe
Certain Activities/Facilities Are Necessary

Grade Level
First | Second | Third | Fourth [ Fifth

Activity/Facility | Kindergarten | Grade | Grade | Grade | Grade | Grade | Total
Restrooms 95% 97% 100% | 100% | 92% 87% 96%
Eating area 82% 89% 79% 76% 83% 80% 82%
Learning centers 76% 87% 100% 83% 75% 73% 81%
Play area 48% 60% 47% 38% 41% 50% 48%
Conclusions

Substantial market potential exists for
agritainment enterprises in Tennessee.
School groups are often considered one of
the primary target markets for farm tours
and field trips. However, to compete with
the many other field trip opportunities
available to school groups, agritainment
enterprises must understand the prefer-
ences, constraints and needs of teachers.

On average, elementary classes take
about 22 students and five adults on each
field trip and tend to pay less than $7 per
person. On average, teachers prefer to
drive less than 35 miles and less than 45
minutes to a field trip destination.

Most teachers plan their field trips
either at the beginning of the school year or
before the school year starts. Most field




trips are taken in the spring and fall. Most
teachers prefer to select field trips that
have a relation to their class curriculum. In
addition, many field trips are selected
because of grade level constraints, hands-
on/interactive components and the level of
fun and enjoyment. Teachers also indicate
that restroom facilities, an eating area and
learning centers are necessary for school
field trips.

In general, elementary schoolteachers
are interested in farm field trips. However,
many teachers are simply not aware of
such opportunities. Sometimes, teachers
are not able to take a certain field trip
because another grade-level already takes
that type of trip. This may imply that some
schools do not allow the same field trip to
be taken by different grades. However,
stressing a variety of age-appropriate
activities may enhance an agritainment
enterprise’s chances of attracting more
than one grade from a single school. As is

the case for many local value-added busi-
nesses, word-of-mouth advertising is the
most frequent way teachers learn about
field trips. It is important to remember that
providing a high-quality, good-value
agritainment experience is the best way to
influence word-of-mouth advertisements.
In addition, one of the best ways to
heighten awareness about agritainment
activities by schoolteachers is through
brochures and flyers.

To maximize returns, agritainment
enterprises should host as many groups as
their resources will support. That is, a plan
should be considered that allows numerous
groups to be at the farm at the same time.
According to the study, the average amount
of time that classes stay at a field trip
location is two hours. Without sacrificing
safety or quality, an agritainment enterprise
should be able to host several groups and
numerous individuals in a day.
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Nature-Based Tourism & Agritourism Trends: Unlimited Opportunities

James A. Maetzold, National Alternative Enterprises and Agritourism Leader, USDA /NRCS, Washington, DC

If you own and operate an agritourism or alternative
enterprise or have visited an agritourism farm or
purchased products directly from a farmer, you are
supporting your local farmer.

Introduction

Rural tourism has been increasing rapidly over the last
two decades. Many factors have contributed to this trend.
Briefly, people are taking more and shorter trips, doing
more traveling by car, combining business travel with
vacations, looking for new experiences, adding diversity
to their experiences, traveling as a family, and looking to
"get back to their roots." In most cases, one family member
has a grandparent who grew up on a farm/ ranch orin a
rural community. These are the "roots" tourists want to visit.

I have five take-home points I would like you to learn
from my presentation: (1) What are alternative enterprises
and agritourism? (2) tourism trends and projections, (3)
income-producing ideas, (4) available resource material,
and (5) tourism ideas for Oklahoma. My goal is to get you
to think outside the box about your farm/ranch and rural
community. How can you use your natural and human
resources differently for income-producing opportunities?
Or, as George DeVault of the Rodale Institute says, "Get
small and get in."

What are Alternative Enterprises and Agritourism?

1. An "alternative enterprise” is marketing what you
produce differently, adding value to the product you
produce or adding a new enterprise. It is also using
your natural or other resources differently or using
the same resource in multiple ways.

About James Maetzold

"l was born and raised on a small grains and livestock farm
in North Dakota. | have been a Federal employee for over 39
years.| began my career in the US Army followed by two years
as county extension agent in North Dakota. Following gradu-
ate school in agricultural economics at North Dakota State
University and University of California, Davis, | have worked in
Washington, D.C., since 1969.| have had the opportunity to
work for the Economic Research Service, Farmers Cooperative
Service, Farmers Home Administration, Executive Office of the
President, and the Natural Resources Conservation Service for
the last 22 years. | worked on the Soil and Water Resources
Conservation Act for 17 years and as the National Alternative

2. Agritourism is an alternative enterprise where you
invite the public onto your farm or ranch. It can also
be defined as "a set of activities that occur when
people link travel with the products, services, and
experiences of agriculture." The product itself can be
an "experience."

3. Agritainment is the fun side of agritourism and
includes mazes, petting farms, pumpkin picking,
haunted houses, horseback riding, and the like.

4. Agrieducation is teaching your visitors about
agricultural production, how food and fiber are pro-
duced, rural values, and quality of life. It is building
support for agriculture through educational experiences.
I have no data to prove this point! But I firmly
believe that farmers and ranchers like you teach
more people about agriculture than any other form
of education in the United States. When they visit
your farm, you have children’s undivided attention
for twenty minutes to an hour to teach them about
their food and how farmers and ranchers produce it.
At the same time you teach, you also provide an
experience about cultural and heritage tourism, two
of the fastest-growing tourism niches.

5. Nature-based tourism ranges from hunting and fishing
(consumptive tourism) to bird watching, flower/
tree/rock identification, hiking, rock climbing, or
just being with nature (nonconsumptive tourism),
and

6. Avitourism or bird watching is the fastest growing

nature-based tourism activity in the nation.

Twenty-First-Century Agriculture-Consumer

Enterprises and Agritourism Leader for the past 5 years."

For more information, contact:
James A. Maetzold
Nat'l Alt. Enterprises & Agritourism
NRCS-USDA
P.O.Box 2890
Washington, DC 20013
202-720-0132
Jim.Maetzold@usda.gov



Industry Structure

Today’s agricultural production, marketing, and distri-
bution system can be described as an hourglass. We have
more than two million farmers/ranchers producing the
nation’s food who sell to a few firms that add value
through processing, packaging, and transporting, like the
neck of the hourglass, and then sell it to the 290 million
domestic and foreign consumers. These firms incur the
costs, risks, and management, add value, and store and
transport these products before they are sold.

With alternative enterprises, the farmers "add value"
to their own products and realize a larger income by
performing marketing activities and incurring the risks
by processing, packaging, storing, transporting, and selling
directly to the consumer. The farmer becomes a competitor
with agribusiness firms for a larger share of the consumer’s
dollar.

In 1913, farmers received 46 percent of the consumer’s
dollar compared to less than 20 percent today. This
occurred because many small farmers carried out the
marketing at the local level such as delivering milk,
manning the butcher and bake shop, and selling "in-season
produce," or consumers visited farms to buy directly from
the farmer/rancher. In 1950, farmers received 50 to 80
percent of the consumer’s dollar spent on fruits and
vegetables. Today, the figure is less than 30 percent.

A farmer or rancher entrepreneur who diversifies into
value-added agriculture or agritourism has several market
opportunities. These can be categorized as: food (processing,
packaging, branding, specialty markets, farmers’ markets),
roots (heritage and culture), agrieducation (schools,
retreats, conferences), experiences (farm stays, ranch
stays, B&Bs pick-your-own), agritainment (petting farm,
mazes, hayrides), and nature-based adventure (horseback
riding, rock climbing, hunting, fishing). Most entrepreneurs
develop several of these activities as alternative enterprises
or as their agritourism activity grows. It is a natural fit.
You have a very important and responsible job: You are
developing friends for agriculture forever! It is not just for
the profit! This fits nicely into the values of rural America.

Income-Producing Opportunities for Your Farm or
Ranch and Community

Agritourism or any other alternative enterprise is a
different business than farming. Two major changes will
occur. First, you are no longer a price-taker but a price-
setter. You are not going to the elevator or livestock auction
and asking, "What will you give me?" Now, you are
telling the consumer how much you want for your product
or service. Secondly, you are now in the people business.
You are working directly with the consumer in a relationship
just as important if not more important than the product

you are selling. Someone in your family must enjoy working
with people to succeed at agritourism or other alternative
enterprises. You are marketing directly to the consumer.
You are producing memories, adventure, experiences, and
friendships.

Thinking about the "customer" is probably more

important than thinking about "production” in this scenario.

When you think about your customer, you must think

about how you operate your business. When are you
going to be open? How many people will you hire? What
type of facility will you need? How small can you be to
start? These are just a few of the questions you will need
to answer when developing an agritourism or other alter-
native enterprise.

These farm or ranch income-producing opportunities

may be put into fourteen groups:

1. Farm Markets and Specialty Products—These
markets provide an excellent opportunity to sell all
types of value-added products from food to crafts,
depending upon the rules of the farmers” market.
Specialty product markets exist everywhere. The
Internet has made this a more easily accessible
market. Also, many farmers are now marketing to
restaurants, schools, and nursing homes. Many state
government and local communities support this
type of activity. If they don’t, help them get started!

2. Product Processing—These products include maple
syrup, wood products, dairy products, and wine
production, to name a few. They can become an
education activity as well as resulting in product
sales. The ideas are almost limitless as to what you
can do with product processing and packaging.
Customers like to shop, so you need to provide them
with the opportunity to take something home for
themselves or for friends.

3. Fairs, Festivals, and Special Events-Farms hold
festivals as well as communities. People just need
something to rally around. These festivals range
from food and crafts to nature, flowers, art, heritage,
and cultural themes. Farmers have found festivals to
be a very profitable way to attract customers. Many
economic development or chamber of commerce
groups will sponsor these events. Plan your activities
around these festivals or hold your own.

4. Horses and Other Farm Animals—This can range
from petting farms to the training of horses or raising
buffalo. These enterprises can be educational, produce
food, fiber, and fun, or develop skilled horsemen.
Exotic animals often attract many visitors. Many
entrepreneurs raise llamas, sheep, and other fiber-
producing animals. They market the fiber in both the
finished and unfinished form and sell the meat and
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in some cases milk to local customers. Some dairy
goat producers deliver milk more than three hundred
miles. Others have raised ostrich and emus. The
changing diversity of the American population has
led to the development of many niche markets for
goats, sheep, and other livestock products.

. Unique Dining Experiences—Opportunities exist
for farms and ranches to serve food to the public.
You may have a special location and setting with a
view, provide plays, or other entertainment, develop
a catering service, or have a dining/fun experience
on the farm with great country cooking. People are
looking for a new experience, and dining on the
farm is a "new experience." Dining is the number-one
tourist activity!

. Wildlife and Fish—This includes fish production,
bird watching, hunting, and fishing. You can raise
several different species and release the game birds
for hunting or mange your land for improved game
habitat. You can offer guided or unguided hunts.

. Nature-based Recreation—Opportunities exist on
farms and ranches to market natural resources as
nature-based recreation for a fee. These include hiking,
biking, walking, snowmobiling, all-terrain vehicles,
swimming, canoeing, float trips, boating, picnicking,
water-skiing, paintballing, and other outdoor team
sports. Water-based activities are a very popular
form of outdoor recreation.

. Floriculture—The raising and marketing of flowers
at farmers” markets, community supported agriculture
groups, and other markets have increased rapidly in
the past decade. Fresh flowers on the table have a
high priority in most of our homes today. In addition,
one can raise bedding plants for the wholesale and
retail markets as well as wildflowers and herbs.
There are many niche markets for floriculture
products. It is surprising how much people will
pay for fresh cut flowers.

. Education—Education can become a part of almost
every agritourism and alternative enterprise.
Education may even be the focus of the enterprise.
Either approach provides for many income-producing
opportunities on the farm and ranch. Public and
private education systems are looking for ways to
broaden students’ educational experiences. Most
schools are open to an invitation to visit your farm
once you explain your education program. Be sure
to have different programs for the various age
groups, from preschool to senior citizens.

. Heritage and Culture—This is one of the fastest-
growing tourism activities. American and foreign
visitors are very interested in the history of the

United States. Since most people come from an
agricultural ancestry, they want to learn more about
what their great grandparents or grandparents did
for a living. This is a great opportunity to sell the
rural "quality of life." Agriculture has a tremendous
heritage and culture that can also be marketed to
tourists by people staying and/or working on the
farm or ranch. The more original the better, including
the antiques, claim cabins, homesteads, and the like.

. Arts and Crafts—Tourists’ second-favorite activity is

shopping. Local arts and crafts have always been in
demand by domestic and foreign tourists. This
includes food items and other value-added food
products produced on the farm. Quality products are
needed to attract and keep tourists coming back.
There are several regions in the United States where
journeyed crafters live and market their products.
They have succeeded in establishing high-quality
products and experiences for the customer.

. Farm/Ranch Stays—There are three types of stays:

vacation (visitors are looking for rest and relaxation),
working vacation (visitors participate in the
farm/ranch daily chores and work), and dude
ranches/ farms (visitors are specially treated by staff
members, who do all the necessary preparation for
the activities during their stay).

. Tours and Touring—These enterprises are generally

tied to activities involving a group of farms/ranches
or community festivals or events. Tourists travel to
see foliage or blossoms or farm harvest activities
such as maple syrup, cheese, or ice cream processing
or events such as threshing bees or fall harvest activities.
Either a group of farmers or a community / county
sponsors such events. It is a time to open your enterprise
to the public.

. Pick, Cut, Gather or Grow Your Own—Farmers

have been selling the pick-your-own fruits and veg-
etables events for decades, and some have been renting
land to people who want to grow their own. A relatively
new enterprise is rent-a-tree, cow, or bush.

Here the farmer still maintains complete control
in the production management aspects and the cus-
tomer pays the farmer for these services. For exam-
ple, you can rent/lease an apple tree to a customer.
You still prune, spray, and perform the functions
involved in production. The customer is invited to
watch the pruning, see the apple blossoms, and
watch other production practices. When the apples
are ready to pick, the customer can bring friends and
pick whatever quantity they want from the tree they
rented. The farmer then harvests the remainder for
himself.



This type of program allows the farmer to get the
customer to visit his farm several times a season, pro-
viding opportunities for sales of other value-added
items and development of a loyal relationship.

We have just identified several agritourism and alter-
native enterprises possible on your farm or ranch. I suggest
talking these ideas over with neighbors, your local exten-
sion agent, or other entrepreneurs. This is a difficult time
for most farmers/ranchers; they are concerned their
neighbor will do the same thing if they talk to them about
their ideas. This should not be a concern because research
has proven that the more tourist attractions there are in
an area, the more people will come. Customers recognize
they have an opportunity to pick and choose. Don’t be
afraid of getting your neighbor involved in an alternative
enterprise a little bit different than yours. This is where
teamwork really pays off.

As you start to develop your business, you will need to
consider the type of customer you want to attract or
serve. For example, do you want to lease your place to
hunters who guide themselves and hunt whatever game
is in season for about $1,500 per week, raise and release
game, or manage your game so there are more trophy
animals available and provide guided hunts for $12,000
per week? These decisions need to be made when you are
developing your business and marketing plan.

Some people get very nervous as they think about
these new and different enterprises. You need to look at
it the same as you do new farm and ranch production
practices: Read about them, attend seminars, talk to peers,
read research reports, and discuss with technical staff.
Finally, try to test your new business by selling your
services or products to family, friends, church groups,
and other civic groups. Don’t make a big investment
immediately. Build and learn.

The NRCS has a put together a publication (see
resource list) describing seventeen success stories. The
stories tell you how people started and built their busi-
ness, the mistakes they made, and how they took advan-
tage of things that went right.

Tips for Staying on Track and Getting Started
(Recommended for a one to two-year period)
1. Assess your resources—

e Look at the notes you have made in considering
alternative enterprises and use them to make a
more in-depth assessment of the resources avail-
able to you and your family.

2. Get informed—

e Attend seminars, workshops, trade shows, and
schools.

e Purchase books, videos, newsletters, magazines,

and other publications.

e Go to the library and do some research. Use the
Internet to get the most up-to-date information.

If you don’t have an Internet connection at home,
one should be available to you at the library.

e Look through the resources listed in the NRCS
"Alternative Enterprises and Agritourism: Farming
for Profit and Sustainability" tool kit available at
your area Resource Conservation & Development
Office.

. Find out what other entrepreneurs are doing-

e Talk to neighbors, friends, and strangers about
their businesses.
¢ Visit businesses in your surrounding area and in

neighboring counties and see what they are doing.

. Consult potential customers—

* Ask your relatives, friends, and neighbors about
the product(s) you are thinking of providing
through your new enterprise. Are they interested?

. Research the market for your products.
6. Network-

* Join organizations or groups for people involved in
enterprises similar to the one you are interested in.

e Join the chamber of commerce, rotary, and other
business and planning organizations or commit-
tees in your community.

e See if other local entrepreneurs would like to join
you in your business venture or start their own

agritourism or alternative enterprise.

. Get help-

e Visit resource people in your county, region, or
state. County agents, RC&D coordinators, state
Extension staff, Department of Agriculture staff,
state tourism directors and staff, small business
development center staff, and other specialists
should all be willing to answer questions and help
you get started.

8. Develop a business and marketing plan—

e Various books, worksheets, and programs
designed to help you develop a successful business
and marketing plan are available through
- the Internet
- your local library
- your local outreach program
- your local college
- SCORE
- SBDC
- your local RC&D office

9. Create a financial plan—

e Decide how you will finance your business.
e Find out about financial assistance (grants and
loans) available to you.
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BEYOND THE THE TABLE
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10. Start small, learn from your experience, and

expand the business.

In summary, there are many income-producing oppor-
tunities available on your farm and ranch. Search out the
ones you are interested in pursuing and that seem of
interest to the public. Then gather your information and
develop a business plan and a marketing plan. There are
many resources and people available to assist you.

WHAT DO RURAL TRAVELERS LIKE TO DO?
(Source: Travel Industry Association of America, 2001
Rural Tourism Travel Poll)

ACTIVITY PERCENT
Dining 70
Shopping 58
Going to Beach/River/Lake 44
Visit Historical Sites 41
Fishing/Hunting/Boating 32
Attend Festival/Fair 29
Bike Riding/Hiking 24
Attend Religious Service 23
Camping 21
Attend/Participate in Sport Event 18
Visit Winery/Working Farm/Orchard 15
Gambling/Gaming 12
Visit Native American Community 11

NATIONAL SURVEY ON RECREATION AND THE ENVIRONMENT:
AGRICULTURE RECREATION QUESTIONS

(Preliminary, September 2002)

REASON FOR TRIP PERCENT
Enjoy Rural Scenery 75
Pet a Farm Animal 67
Source of Information Is Family/Friend 62
Less Nonfarm Development 58
Visit Family or Friends 55
Like to See More Grazing Animals,

Orchards, Vines, Woodlands 47-50
Learning Where Food Comes From 48
Watch/Participate in Farm Activities 42
More Pasture, Farmsteads, and Croplands 28-35
Pick Fruit or Produce 28

Opportunities for Oklahoma
* Western theme— Both domestic and especially
foreign tourists enjoy the West, the dress, festivals,
rodeos, and culture in general.
* Heritage and culture
-Cowboy and ranching—On-ranch working stays,
B&B, dude ranches
-Oil industry—Most people do not understand the
role of oil in Oklahoma.

-American Indians—Both domestic and foreign
tourists are interested in Native American history,
culture, and handmade products.

-Black history—Most people do not understand the
role African-Americans had in developing
Oklahoma.

* Open spaces—Driving, horseback, camping, bird
watching, hunting, and fishing

* Land and landscape opportunities—Tourists love to
drive, see, and photograph the landscape, especially
in the West.

* Route 66 or Chisholm Trail—Provides a great
variety of activities, and tourists look for this
experience and history

* Hunting and Fishing—Leases, catch and release,
viewing

* Opportunities lie in the people—The opportunity
lies in you here today and with your friends at
home. Just sit back and dream about what you can
do. Then, make it a reality.

You have some great resources in Oklahoma. The
Resource Conservation and Development Councils
(RC&D) of the Natural Resources Conservation Service
(NRCS) are very active in developing agritourism and
other alternative enterprises. The Oklahoma Department
of Agriculture has some very good programs. The
Extension Service also has a good support system available
to you. You will need to work closely with the tourism
industry to have them promote Oklahoma agritourism.
This is new to most tourism agencies, so a team effort
needs to be implemented.

Finally, | want you to continue to THINK OUT OF THE BOX!
NRCS resource material is readily available on the

website www.nres.usda.gov / technical / RESS/ altenterprise

or you may order it by contacting Jim Maetzold at

(202) 720-0132 or email, jim.maetzold@usda.gov

The following information is available free:
o Agritourism and Alternative Enterprises: Farming for
Profit and Sustainability Resource Manual, 2002 update.
Also available: A 175 page summary of the 3,000 page
resource manual
A compact disc version of the manual. Includes websites
and lists of people working in the area
e Brochure: "Alternative Enterprises for Higher Profits
and Healthier Land"
¢ Information sheet AE-1, "Alternative Enterprises
for Higher Profits, Healthier Land—General
Introduction to the topic, including a list of 150 ideas
for alternative enterprises
e Information sheet AE-2, "Alternative Enterprises—



Community-Supported Agriculture”

e Information Sheet AE-3, "Alternative Enterprises—
Heritage Tourism"

e Information Sheet AE-4, "Alternative Enterprises—
Value-added Agriculture”

e WSSI Technical Note 1: Sustainable Agriculture

e "Taking the First Step: Agritourism and Alternative

Enterprise Opportunity Identification Guide (Making

the Right Decisions to Sustain Your Farm or Ranch
and Natural Resources)-Draft

e Stories (17) in Agritourism and Nature-Based
Tourism and Alternative Enterprises

e Press Release Drafts

¢ Alternative Enterprises and Agritourism
Information—Talking Points, Definitions, Key Points
for Speeches, Media, and Workshops.

Funding Sources and Other Resource Considerations

1. Resource Manual Chapter 16 has a number of
websites for nonprofit groups and farmers

2. Rural Business Services (RBS)—multimillion—
value-added grants in the 2002 farm bill

3. RBS loans and grants—B&I Guaranteed Loan Program,
Intermediary Relending Program, RBEG, RBOG, VT,

IL, CA examples, recreation approval is pending.

4.

Farm Service Agency—Beginning Farmers Program

5. Sustainable Agriculture, Research, and Education (SARE)

6.

7.

9.

"Using Free Money to Grow Your Agribusiness"
Workshop, AZ

-Need one-on-one to see how you can make USDA
programs work for you and tips on how to use them
-Grant-writing, proposal review, and competitiveness
Small Business Innovation Research Grants (CSREES)
-Community Food Program

-Value added

-Federal and State Market Improvement Program
-Initiative for future agricultural and food systems

. Building Better Rural Places—More than fifty

programs are discussed. To obtain a copy, go to
www.attra.ncat.org or call (800) 346-9140
Business planning and marketing—Such as
NxLevel, Fasttrack, Chapters 12 and 15 of the
Resource Manual

10. Small Business Development Centers

11. Chamber of Commerce

12. County Extension Educator

13. Convention and Visitor’s Bureau
14. RC&D Coordinator
15. State Departments of—Tourism, Agriculture, and

Natural Resources/Conservation
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Forms of Agritourism

Horseback riding
Wildlife viewing & photography
Fee fishing
Camping/picnicking
Fee hunting
Wagon rides
School tours
Garden/nursery tours
Winery tours
Agricultural exhibits
Game preserve
Skeet shooting
Exotic farm animals
On-farm sales
Roadside stands
Agricultural crafts
U-pick operations
Petting zoo
Hunting/working dog trials/training
Farm/ranch vacations
Bed and breakfasts
Guest ranch
Youth camp
Farmers markets
Bird watching
Christmas tree farms
Guided crop tours
Hay bale maze
Corn maze
Pony rides
Hiking trails
Packing trips
Pumpkin patch
Agricultural fairs and festivals

Agritourism is a business venture on a working farm, ranch or
agricultural enterprise that offers educational and fun experiences
for visitors while generating supplemental income for the owner.
Visitors participate in friendly “discovery” and learning activities
in natural or agricultural settings. Because it blends entertainment
and education, agritourism is also known as “agrientertainment,”
“agritainment” or “agrotourism.”

Agritourism dates back to the late 1800s when city dwellers
escaped urban life on short vacations to the farm to visit their
relatives. In the 1920s, the growth of automobile travel made it
easier for people to head for the country. Rural recreation rose
significantly in the 1930s during the Great Depression and in the
1940s following World War II. In the 1960s and 1970s, horseback
riding and farm petting zoos became popular. In the 1980s and
1990s, farm vacations, overnight stays at bed and breakfasts and
commercial farm tours became popular. Today, demand continues
to grow for agritourism.

Benefits of Agritourism

Agritourism can provide many benefits to the agricultural producer:
¢ Cash flow during the off-season
e Opportunity to sell the “experience” of your agricultural venue
¢ Opportunity to sell products grown and harvested in your agricultural
operation
¢ Opportunity to share your passion of agriculture with others

Agritourism as a Business

Anyone planning to start an agritourism venture should look at the venture
as a BUSINESS. First, ask yourself, “What type of agritourism business do I
want to operate?” Will it be to (1) supplement cash flow, (2) earn a profit or (3)
provide educational fun and enjoyment to others without making a profit?

Supplementing cash flow during lean months can help agricultural owners
meet the demand of payroll and keep competent workers year-round.

Ventures expecting to make a profit must make sure that expenses are

less than the income generated and that profits are sufficient to satisfy the
supplemental income needs of the owner and still allow for reinvestment dollars
to expand or upgrade the venture for continued growth.

Ventures that provide fun and __- J
enjoyment to others without the L ==
burden of making a profit still require

capital to operate and must have cash S

flow to continue operation even though

their mission is not to make a profit. '
Few people have the dollars to operate
entirely for free.




So, where do you begin?

Suggested Steps in Planning Your Agritourism Business

Assess your personality. Are you

the type individual who would enjoy
agritourism? Find out by answering
these questions: Do you enjoy people?
Are you a good communicator? Are you
patient? Are you organized? Can you
adapt to change? If the answer to the
majority of these questions is yes, you
are a good candidate for agritourism.

Identify your goals. What are your
dreams for your agritourism venture?
What do you hope to accomplish

by opening this business? Are you
interested in making a supplemental
income? If so, how much money will
you need? If you are not interested in
supplemental income, are you aware
of the cost involved in launching

this venture, and can you support it
from your own funds? Once you have
answered these questions, make a
timeline for reaching your goals.
Within what time period do you expect
to open your operation? Will it take 1-2
years, 1-3 years, etc? Once you decide,
put your goals in writing.

Do a market analysis. With a clear
vision of your goals, see if there is a
market for your agritourism venture.
How do you do this? You can (1) hire
a marketing firm and pay for the
service, (2) consult a local Small
Business Development Center and
ask if they offer the service or (3) do it
yourself.

If you choose the third option,
consult chambers of commerce,
tourism boards and state tourism
centers to see what types of
agritourism ventures are popular
in your area. If you are hoping to
attract school-age children, ask the
schools if they are interested in what
you plan to offer. For example, ask
how many classes would come if you
had a petting zoo field trip? If similar
agritourism businesses exist in the
area, observe how busy they are. If
the owners are approachable, ask for
their input.

Do some research online, too.

Look at the U.S. Census records to
determine the age classifications
of people in your market area. The

U. S. Census has a quick facts page
that provides age classifications

at quickfacts.census.gov/qfd/
states/00000.

The Louisiana Office of Culture,
Recreation and Tourism and the
Louisiana Sea Grant College Program
at Louisiana State University offer
travel resources and economic data on
line at www.latour.Isu.edu.

Evaluate your land resources. Do
you have sufficient property resources
for the venture and parking? Is your
venture located near the market you
hope to attract? Are directions to your
location easy to give? What will you
have to change about your property
to accommodate your new venture?
Will it be affordable? Is it possible

to open your business for a trial run
without making any major changes or
investments?

Assess your financial resources. Be
realistic. Will you have the cash you
need to begin your venture or will you
need to get a loan? Are you willing

to borrow the money? Assessing your
financial resources can be difficult. In
most cases, it’s a good idea to involve
other family members and outside
professionals to assist you in making
that decision.

Estimate your time and labor needs.
Anyone beginning an agritourism
venture will need the full support of
his or her family. The time and energy
needed to run an operation will require
work and support from the whole
family.

Most agricultural owners already
have workers, and those workers
will need to adjust to new changes.
For example, when the cows are not
being milked, workers can assist
with the field trips or plant corn for
the corn maze. Lots of multitasking
and learning of new skills will be
necessary.

If you cannot run your new
agritourism venture with the help
of your family and existing workers,
will you have sufficient funds to hire
people? Hiring people affects your

bottom line, but if it’s the difference
between offering a good attraction
and charging more, choose charging
more. Remember, people want the
“experience,” so it needs to be a good
one.

Identify safety issues and comply
with state law. Are you ready for
visitors? Is your facility handicapped
accessible? Are there plenty of
restrooms? Are there handwashing
areas? (If not, do you plan to offer
hand sanitizers?) Are ponds or other
dangerous areas fenced off from
visitors? If your mode of on-farm
transportation is wagons, what
safety features do they have? Do they
have high rails to keep children in?
Are there safety barriers to prevent
accidents? Are the steps into moving
forms of transportation safe and
secure? Are people in place to assist
visitors who might have difficulty?
Is there a plan in place to care for
someone who has an accident?

In 2008, the Louisiana legislature
expanded the limitation of liability
found in La R.S. 9:2795 et seq to
include limitation of liability for
certain agritourism activities: to
provide for definitions, to provide
for exceptions, to provide for certain
warnings and to provide for related
matters. These provisions have now
been adopted and can be found in La
R.S. 9:2795.5.

Seek legal assistance. As the owner,
it is your responsibility to see that
your visitors are safe and protected.
Accidents happen, however. To protect
yourself legally, from the actions of
people employed by you, you might
want to consider becoming a limited
liability company (LLC). An LLC is a
form of business organization that is
a “legal person” having one or more
members organized and filing articles
with the Secretary of State. As an
LLC you are removing liability from
you personally for others’ negligence.
Legal issues are complex, and you
should consult your local attorney for
advice in this matter.



Explore insurance options. Insurance
is a necessity. Be advised that not all
companies insure agritourism ventures.
The best place to start shopping for
insurance is with the company that
writes your present insurance. Tell
them you are planning to expand your
operations and will need more coverage.
Ask for their suggestions.

Market your venture. With your
marketing analysis in hand, begin
planning your marketing strategy.
Where do the people live and work

who would like to participate in your
agritourism venture? How do you

reach them with information? Make a
budget and consider the following as
possibilities: newspaper ads, television
commercials, brochures, flyers, Web site,
personal appearances and word of mouth.

Develop a business plan. Once you have
thought through the process, you are
ready to formally write the business plan.
Many people say, “I'm not borrowing
money, and I know what I want to do, so
why do I have to write a business plan?”
Business plans offer an opportunity
to think through your operation and
plan for the perfect as well as the not-
so-perfect days when you experience
hardships from equipment failure or
employee problems. After you create the
plan, consult with a banker. Even if you
don’t need the additional funds, it’s wise
to know whether you have a marketable
venture.

Free help with business plans
are available from Small Business
Development Centers. For a Louisiana
directory of SBDC log onto
www.lsbdc.org/Default.aspx.

Business Startup Help
from the LSU AgCenter

Starting your new agritourism business
venture can be overwhelming, but
community rural development agents
with the LSU AgCenter are available to
assist. To contact an agent, call your local
LSU AgCenter parish office and ask for a
member of the CRD Team.

For more information contact:
Dora Ann Hatch
Area Agent
Community Rural Development
318-927-9654 Ext. 229
dhatch@agcenter.lsu.edu

Suggested Online Reading References

www.naturalresources.msstate.edu/resources/agritourism
This Web site provides links to other states resources in agritourism.

www.nrcs.usda.gov/technical/RESS/altenterprise/resmanual
Alternative Enterprises and Agritourism: Farming for Profit and
Sustainability Resource Manual. This Resource Manual contains 2,300 pages
of reference material. It is divided into 20 chapters and 37 subchapters to
guide you to a subject of interest. Among the most interesting parts of this
manual are the 200 pages devoted to success stories in agritourism.

extension.tennessee.edu/publications/pbfiles/PB1754.pdf
Agritourism in Focus, A Guide for Tennessee Farmers, Extension PB 1754
from the University of Tennessee has 10 chapters and an appendix that deals
with topics of agritourism operations.

This is an excellent manual to assist people beginning an agritourism
venture.

www.sare.org/publications/naf2/naf2.pdf
The New American Farmer is available on this Web site. It contains success
stories of on-farm operations.

www.latour.Isu.edu is a Louisiana tourism data Web site maintained
by the Louisiana Sea Grant College program at LSU and the Louisiana
Office of tourism, Department of Culture, Recreation and Tourism. The
site contains recent statistical data, resource materials such as impact
reports, demographic projections, industry trends and links to various
tourism Web sites.

Article References

Agricultural Tourism Operation Fact Sheets, Small Farm Center, University
of California at Davis, 2006. www.sfc.ucdavis.edu/agritourism/
factsheets.

“Agri-Tourism: Selling an Experience” Ag Opportunities Newsletter,
November-December (Vol.12, No 3) Bruce Wicks, University of Illinois.
agebb.missouri.edu/mac/agopp/arc/agopp040.txt.

Agritourism in Focus, A Guide for Tennessee Farmers, Extension PB 1754,
University of Tennessee, 2005. extension.tennessee.edu/publications/
pbfiles/PB1754.pdf.

“Developing Agri-Tourism Attractions,” Action Newsletter, Alabama
Cooperative Extension Service, J. Thomas Chestnut, Editor, Summer 2006
issue, www.aces.edu/crd/publications/action/ActionSummer2006.pdf.

Individual Source
James R. Hatch, attorney at law, Homer, LA.
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AGRITOURISM RULES

Title 7

Agriculture and animals

Department of Agriculture and Forestry
Office of the Commissioner

Agritourism Activities

(LAC 7:

§101. Definitions
A. The words and terms defined in R.S. 9:2795.5 are applicable to this Chapter.
B. The following words and terms are defined for the purposes of this Chapter.

Agricultural operation — a working farm, ranch, or other commercial agricultural,
aquacultural, horticultural, or forestry operation.

Agritourism plan of operation — a planning document that will assist agritourism
professionals in identifying and addressing possible inherent risks on their operations
through recommended best management practices. Components of the plan will include
listing of activities, their risks, suggestions for minimizing those risks, and a plan for the
location of warning signs.

Commissioner — the Commissioner of Agriculture and Forestry for Louisiana.
Department — the Louisiana Department of Agriculture and Forestry.
8103. Agritourism activities

A. Agritourism activities are activities engaged in by a participant for one or more of
the purposes of enjoyment of, education about, or participation in, the activities of an
agricultural operation.

B. The commissioner has defined certain activities as agritourism activities when such
activities are conducted in relation to an agricultural operation. The defining of an
activity as an agritourism activity also includes the enjoyment of, education about or
participation in closely related activities even though such closely related activities may
not be specifically listed in the definition. For example, an agricultural craft tour or visit
includes such things as attending on-site lectures, hands on participation in the making of
an art or craft article, and purchase of an article.

1. The commissioner may add or remove activities to or from the list of
agritourism activities from time to time by publishing a supplemental list of agritourism
activities in the potpourri section of the State Register and by updating the list of
activities on the department’s website.
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2. Interested persons may request activities to be added or deleted from the list of
agritourism activities.

a. All such requests shall be submitted in writing to the department by letter or
e-mail. Each request shall provide the name, address, and contact information for the
person making the request, a description of the activity, and how it is related to an
agricultural operation.

b. The commissioner shall make the determination as to whether the activity
will be added or deleted from the list of agritourism activities. The requesting party shall
be notified of the commissioner’s decision.

C. A list of the agritourism activities shall be published annually in the potpourri section
of the February issue of the State Register and on the department’s website.

D. The initial annual listing of agritourism activities established by the commissioner is:
ANNUAL LISTING OF AGRITOURISM ACTIVITIES

NOTICE: THE ACTIVITIES LISTED ARE AGRITOURISM ACTIVITIES ONLY
WHEN CONDUCTED IN RELATION TO AN AGRICULTURAL OPERATION

Agricultural crafts tours and visits

Agricultural exhibits tours and visits

Agricultural fairs and festivals visits and participation

Agricultural operations planting, harvesting and working activities
Agricultural operations tours and visits

Bed and breakfasts tours, visits, and stays

Bird watching

Boating/swamp tours

Camping/picnicking

Christmas tree farms visits and tree cutting

Corn/hay bale/other mazes visits and participation

Crop harvesting at U-pick operations

Educational tours and visits

Equine activity [as defined in R.S. 9:2795.3(A)(3)] attendance and participation
Farm animal activity [as defined in R.S. 9:2795.1(A)(3)] attendance and participation
Farm/ranch vacations

Farmers markets/on farm sales/roadside stands visits and participation
Fishing

Game/ exotic farm animal tours and visits

Garden/nursery tours and visits

Guided crop tours and visits

Hiking/packing trips

Historical tours of or visits to former agricultural operations
Horseback/pony riding
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Hunting

Hunting/working dog trials/training

Petting zoos tours, visits, and interaction with animals
Pumpkin patch visits and participation

Skeet shooting

Wagon rides attendance and participation

Winery tours and visits

Youth camp stays and participation

8103. Procedure for submission of plan of operation

A. Any agritourism professional who conducts an agritourism activity and seeks
to avail himself of R.S. 9:2795.5 shall submit a written and completed agritourism plan of
operation for each such activity to the Louisiana Cooperative Extension Service of the
Louisiana State University Agricultural Center for approval. Multiple activities may be
included in the plan. The agritourism plan of operation may be sent to LSU AgCenter,
11959 Highway 9, Homer, LA 71040.

1. An agritourism professional who adds an agritourism activity after his
agritourism plan of operation has been approved shall submit an agritourism plan of
operation for the new activity to the Louisiana Cooperative Extension Service of the
Louisiana State University Agricultural Center for approval.

2. An agritourism plan of operation shall be submitted for each separate
agricultural operation where agritourism activities are to be conducted.

B. The agritourism plan of operation shall include:

1. The name, physical address, mailing address, and telephone number of the
agritourism professional.

2. The name under which the agritourism professional will operate, the
physical address, mailing address and telephone number of the agricultural operation, if
different than the information provided for the agritourism professional.

3. The business structure, (sole proprietorship, partnership, corporation, limited
liability company, joint venture, or other structure).

4. The physical location of the agricultural operation.

5. The nature of the agritourism activities to be conducted at the location.

6. The known inherent risks to participants in the agritourism activities.

7. The best management practices, including the placement of warning signs, to

be used by the agritourism professional for reducing these risks and for warning
participants of the risks.
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8. Any other information requested by the Louisiana Cooperative Extension
Service of the Louisiana State University Agricultural Center.

C. An agritourism professional, upon approval and implementation of his agritourism
plan of operation, shall be presumed to be conducting an agritourism activity for each
activity listed on an approved agritourism plan of operation.

END OF REGULATIONS
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Introduction

Throughout the United States, farmers are recognizing that
agritourism has the potential to sustain the farming industry and
grow rural economies through tourism. Recent statistics provided
by the Louisiana Travel Promotion Association in 2007 suggest
that Louisiana has potential to grow an agritourism industry. This
report cited that one in four travelers to Louisiana came to enjoy
the great outdoors.

Those numbers aren’t surprising to owners of bed and break-
fasts located on working farms and ranches who have hosted
guests for years. To foster the statewide growth of this industry
known as agritourism, the 2008 Louisiana Legislature passed a
bill limiting liability for agritourism professionals known as La
R.S. 9:2795.5.

The legislation provides that the Louisiana Department of
Agriculture and Forestry will develop a set of rules and regula-
tions and that the LSU AgCenter will define a “plan of operation”
for an agritourism venture. This publication contains the defini-
tion for the plan of operation and suggests best management
practices for agritourism professionals to follow to minimize their
risks.

A copy of the plan of operation is included in this brochure. The
plan can also be found online at www.lsuagcenter.com/agritourism.

With much of Louisiana’s agriculture in a challenging economic
situation, specialty crops offer growers alternatives to consider.
Specialty crops are crops new to a region where they have not
been grown commercially before. Ranging from sweet and hot pep-
pers to more commonly known crops like sweet potatoes, specialty
crops generally introduce farmers to a new way of growing. These
crops and others have enabled the continuance and even growth
of the family farm with an economic impact on the state of more
than $300 million. Many specialty crops are used as staples in our
cuisine and help make our food and culture unique. We encourage
you to visit our Louisiana agritourism operations, where you can
enjoy our specialty crops, including:

¢ Blackberries ¢ Organic fruits and vegetables

¢ Blueberries ¢ Peaches and other fruit crops

¢ Cabbage and other winter ¢ Pecans and other tree nuts
vegetables e Southern peas

e Christmas trees e Strawberries

e Citrus e Strawberries

e Cut flowers ¢ Sweet and hot peppers

e Figs e Sweet corn

¢ Foliage * Sweet potatoes

¢ Garlic and onions e Tomatoes

¢ Mushrooms e Watermelons

¢ Okra e Wine



What Is
Agritourism?

Agritourism is a business operation
on a working farm, ranch or agricul-
tural enterprise that offers educational
and fun experiences for visitors while
generating supplemental income for the
owner.

Visitors participate in friendly
“discovery” and learning activities in
natural or agricultural settings. Because
it blends entertainment and education,
agritourism is also known as “agrien-
tertainment,” “agritainment.” (See LSU
AgCenter Publication AC-5.)

A Plan of Operation

A plan of operation is a planning document
that assists agritourism professionals in iden-
tifying and addressing possible inherent risks
on their operations through recommended best
management practices. Components of the plan
include listing of activities, their risks, sugges-
tions for minimizing those risks and a plan for
the location of warning signs.

Under La R.S. 9:2795.5, agritourism activities
are defined as activities related to agritourism
as defined in rules and regulations adopted by
the Commissioner of Louisiana Agriculture and
Forestry (LDAF). A copy of those rules and regu-
lations can be obtained by logging onto the LDAF
Web site at www.ldaf.state.la.us

Risks shall be defined as the “inherent risks
of agritourism activity" as described in La R.S.
9:2795.5. “Inherent risks” mean those conditions,
dangers or hazards that are an integral part of
an agritourism activity, including surface and
subsurface conditions of land and water; natural
conditions of vegetation; the behavior of wild or
domestic animals; those arising from the form or
use of structures or equipment ordinarily used on
a working farm, ranch or other commercial agri-
cultural, aquacultural, horticultural or forestry
operation; and the mistakes or negligent acts
of a participant that may contribute to injury
to the participant or others, including failing
to follow instructions given by the agritourism
professional or failing to exercise reasonable cau-
tion while engaging in the agritourism activity,
according to La R.S. 9:2795.5.

Best Management Practices

Best management practices are suggested
practices that an agritourism professional can
use to minimize risks in an agirtourism enter-
prise. These best management practices can be
used in the plan of operation under “suggestions
to minimize risks.”

When reviewing or inspecting the various
areas and activities around an agricultural enter-
prise, identify potential hazards, try to consider
how others without your agricultural knowledge
and experience would view each situation. Con-
sider the perspectives of customers with little or
no knowledge of potential agricultural hazards,
especially your most at-risk customers such as
children or the elderly. Also consider the perspec-
tives of your employees who may also have little
or no knowledge of potential agricultural hazards
and may need training in identifying and han-
dling hazards.

You may consider asking a friend or represen-
tative from an appropriate agency to assist in



this process. Friends who have operated similar
enterprises can point out potential hazards or
management difficulties. Your insurance agent
may be able to identify items with a history

of contributing to claims. Activities subject to
regulation should be reviewed and may require
inspection prior to opening as well as at other
times. It is better to discover and correct prob-
lems before injuries and, perhaps, legal problems
occur.

Access to the Enterprise

You have heard the old adage, “You never get
a second chance to make a first impression.” The
entrance to your enterprise is often one of the
first impressions customers will have of your
business, and the entrance should, of course, be
free of hazards. In particular, make sure traffic
can safely enter and leave your enterprise.

The following suggestions may help to ensure
safe access to your enterprise. Use the check
boxes provided to indicate items relevant to your
planned or existing operation. You may also want
to mark actions you want to explore further.

¢ Make your driveway or entrance visible from
at least 500 feet in either direction so motor-
ists can see vehicles entering and leaving with
time to stop safely. According to the Louisiana
Office of Motor Vehicles Handbook, the total
stopping distance for a car traveling at 55 mph
is 228 feet, and at 60 mph the total stopping
distance is 305.7 feet.

e Keep the entrance free of brush, weeds, signs,
junk and other obstructions that could block
drivers’ views of the driveway and highway
from all vehicle heights (low cars to high SUVs
or pickups). Signage must not be on the public
right-of-way and must not obstruct visibility
for people entering and leaving your property.

¢ Make the driveway entrance wide enough to
allow a turning space for the longest vehicles,
such as school buses, to enter and leave with-
out swinging across the highway center line
into oncoming traffic, dropping wheels off the
drive or backing up.

¢ Remove limbs, brush and other items that can
scratch or damage vehicles.

e Make the driveway wide enough for the larg-

est vehicles to meet and pass. If you can’t,
provide pullouts adequate for even the largest
vehicles or use one-way routing.

e If your driveway has a steep slope, sharp turn
or other characteristics that could be problems,
create a plan for alternative routes, closures
or transportation for customers. Consider the
hazards in both good and bad weather condi-
tions.

e [fthere are concerns about load limitations
on bridges on your property, consult with an
engineer or your highway department to check
maximum load limit.

e Make sure all bridges and drop-off hazards, for
both vehicles and pedestrians, have adequate
guardrails that will prevent vehicles from
falling from the roadway or people falling
from the walkway. If the drop-offs are along a
public road, contact the highway department
for assistance.

¢ Ifvehicles are required to drive through a
creek, ditch or other waterway, have a plan
to prevent vehicles from attempting to cross
during flash floods. As little as 1 foot of flowing
water pushing against the body of a vehicle
can lift and carry it away.

e Ifyour driveway is along a busy highway or
if you are planning a major event, consider
hiring off-duty law enforcement officers to pro-
vide traffic assistance.

Parking and Traffic Control

The second impression customers get of your
business might be the parking lot. Check local
ordinances regarding parking requirements for
businesses. Some local jurisdictions may have
specific requirements based on the type of busi-
ness and expected number of vehicles. Here
are some general recommendations for parking
areas:

¢ Provide parking spaces adequate for the larg-
est expected crowd, including spaces for both
automobiles and larger vehicles such as RVs
and buses, depending upon the customers you
expect.

e Make traffic lanes in the parking area at
least 20 feet wide so automobiles can enter
and leave parking spaces easily. Lanes and
turnarounds in bus parking areas must have a
minimum turning radius of 55 feet.

e Make parking areas firm, smooth and
adequately drained to minimize the risk of
vehicles getting stuck.

e Fill all holes to prevent falls and injuries.

e Keep the area mowed low so customers’ shoes
and clothes do not get wet from dew or rain on



the grass.

e Ifthe parking area also serves as a pasture,
remove the livestock a couple of days before
parking vehicles there and use a drag harrow
to scatter manure piles.

¢ Be prepared to order a load of gravel to fill
muddy areas that develop in the drives and
lanes during wet weather. You can avoid the
negative publicity by maintaining good drive-
ways and parking areas.

¢ If used between dusk and dawn, provide the
parking area with adequate lighting for secu-
rity and for customers to see where they are
going.

¢ You must provide parking and reasonable
accommodations for people with disabilities or
mobility limitations. Reasonable accommoda-
tions could include the following:

¢ A pick-up and drop-off location closer than the
parking area

¢ Wheelchair/handicap accessible parking
spaces that are level, on a firm surface and as
close as possible to activities

e Valet parking or golf cart shuttle services for
customers with disabilities.

Walkways

The walkways between parking and other
facilities may be the next opportunity to make
a good impression and prevent safety hazards.
Walkways should be easily identified, with clear
signage directing customers to the areas they
wish to visit.

¢ Walkways must have firm, smooth surfaces to
minimize risk of trips, slips or falls. The sur-
faces should be safe
for all customers,
including customers
with disabilities.
Avoid loose materi-
als like sand, gravel
and mulch. However,
a smooth surface
of firmly packed
crusher-run 75
3/8-inch and under
gravel (includes
particles 3/8-inch diameter down to fines) can
accommodate wheelchairs and scooters.

¢ Walkways must have a minimum clear width
of 36 inches for wheelchairs and scooters used
by individuals with disabilities.

e Walkways must have adequate drainage and
be free of puddles and mud.

¢ Avoid steep grades whenever possible. The

maximum grade for walks and ramps used
by wheelchairs is 1:12; that is, 1 inch rise for
every 12 inches (1 foot) of horizontal run.

e Minimize the use of steps and stairs as much
as possible. They are not only tripping and fall-
ing hazards but are barriers to customers with
some disabilities.

¢ Provide handrails on all stairways and guard-
rails or other barriers around all drop-offs,
including wheelchair ramps.

¢ Remove or barricade all overhangs, obstruc-
tions, sharp objects or other hazards that could
cause injury if customers bumped against
them. Check regularly for loose bolts, nails
and other protrusions and correct identified
hazards immediately.

Access to Buildings, Food
Services and Rest Rooms

Customers must have safe access to business
facilities. While regulations permit some excep-
tions to the accessible design guidelines, you
must provide reasonable accommodations for all
customers. Building codes for both new construc-
tion and for remodeling older facilities require
accessible design. Structures that can accom-
modate individuals with disabilities are also
easier for able-bodied people to use. Refer to the
Americans With Disabilities Act manual online
at http://www.ada.gov/

Consider the following access guidelines:

e Provide step-free access to the entrance, either
by designing the ground surface and doorway
at the same elevation or by installing an ADA-
compliant ramp. Many customers will use the
ramp instead of the stairs because they feel
safer. You can also use hand trucks and carts
on the ramp.

e Make sure doorways have a minimum clear-
opening width of 32 inches to accommodate
wheelchairs.

¢ Avoid installation of raised thresholds and
elevation changes from room to room. These
can trip customers and are also difficult for
wheelchair users.

e Make sure door hardware have handles that
do not require a strong grip. Replace round
knobs or install handle extensions. Test exist-
ing doorknobs, bathroom fixtures and other
fixtures yourself. You should be able to oper-
ate them with a closed fist. If not, the devices
should be replaced or upgraded.

e Make wheelchair-accessible bathroom stalls a
minimum of 5 feet by 5 feet to accommodate
the wheelchair. If using portable toilets for
events, you must provide a wheelchair acces-



sible toilet. These also benefit customers with
small children by providing enough space to
change diapers or assist children.

Place portable toilets in shaded locations,
especially wheelchair-accessible toilets.
Summertime temperatures can become dan-
gerously high in portable toilets located in full
sun. Customers with disabilities may require
more time in the toilet, and heat-related
conditions are a real threat to those who no
longer have the ability to regulate their body
temperature.

Lighting

Proper lighting is essential both for prevent-

ing injuries and as a security measure. Lighting
considerations include the following:

All public areas must be lighted if custom-
ers are present at night. If darkness is a key
ingredient of parts of the business, walkways
can have low-level lighting to help prevent
trips and falls.

All stairs or steps must be lighted to minimize
trips and falls.

Position lights so they do not blind drivers
using driveways or public roads.

Security

It is important for your customers to feel safe

and secure at your operation. Customers may by
unlikely to return if they feel unsafe or uneasy,
for either their personal safety or the safety of
their vehicle and belongings. Adopting the follow-
ing procedures will help customers feel safe:

Clearly identify all staff, whether paid employ-
ees or volunteers, so customers will know
whom to contact for assistance.

Train all staff to recognize potential safety
and security threats and to implement proper
communications and response procedures.

Monitor parking, walkways and other public
areas. Staff should occasionally walk or ride
through the various areas to look for problems
and offer assistance.

Check off-limits and restricted areas for tres-
passers, who should be escorted back to the
proper locations. If they refuse to cooperate,
contact law enforcement for assistance. Be
sure to document any incidents.

Enforce a zero-tolerance anti-drug policy —
including illegal use of tobacco and alcohol.
Contact law enforcement for assistance imme-
diately upon discovery of illegal activities and
document any incidents.

Animal Control and
Biosecurity

Animals are part of the farming experience,
but safety should be a major consideration when
deciding how animals are to be included in your
agritourism operation. Animal control and bios-
ecurity procedures may include the following:

¢ Dogs and other farm pets should not be per-
mitted to roam freely. Some people are afraid
of dogs, and many people are allergic to cats.
Maybe your dog has never bitten anyone, but
there is a first time for everything. Also, cus-
tomers may not want your dog marking their
vehicles as his territory.

¢ All livestock pens, stables, dairies, pastures
and kennels should be secured and off-limits.
This is necessary for the safety of people as
well as the animals and also as a biosecurity
measure to prevent introduction of diseases.

¢ Petting zoos, in addition to the federal licens-
ing requirements, should have animals
appropriate for the intended audiences. Super-
vision by adults with proper training and
experience can minimize injuries to customers.

¢ Hand-washing facilities or hand sanitizers
should be available and all visitors instructed
to wash their hands upon leaving the petting
Z00 area.

¢ Customers should not be permitted to bring
personal pets to the operation.

¢ Customers from other farms or who have
recently returned from other countries should
be restricted to nonlivestock areas to prevent
introduction of diseases.




Water Features

Natural water features — ponds, lakes,
streams, rivers or swimming pools maybe part
of the landscape in agricultural enterprises.
Because water poses a danger, care should be
given by:
¢ Posting warning signs near the water features

¢ Fencing in or fencing off the water feature
from customers

¢ Instructing children not to go near the water
without an adult

¢ Providing rescue equipment nearby the water
surface in case of an accident

Pest Control

West Nile Virus and other diseases can be
spread to animals and humans by insects and
other vectors (a vector is an organism that does
not cause disease itself but which spreads infec-
tion by conveying pathogens from one host to
another). Rabies can be spread by mammals,
particularly skunks, raccoons and bats. Flies,
roaches, mice and other pests can also be vectors
for diseases. Therefore, a pest control program
must be in place. Consult regulations for the
particular enterprise you will be operating to
determine specific requirements. Pest control
methods may include the following:

¢ Develop an Integrated Pest Management
(IPM) plan. An IPM is a safer and usually less
costly option for effective pest management.
It employs commonsense strategies to reduce
sources of food, water and shelter for pests.
IPM programs take advantage of all pest-
management strategies, including judicious,
careful use of pesticides when necessary.

¢ Always use pesticides in strict compliance with
label instructions. Restricted-use pesticides
should be applied only by licensed applicators.

e Keep records of all pesticide applications.
Areas that have been treated with pesticides
must be posted as required by the EPA Worker
Protection Standard. Contact your county
Extension office for information on the EPA
Worker Protection Standard requirements for
worker training and compliance, or visit http://
eppserver.ag.utk.edu/PSEP/Worker_Protec-
tion.htm.

Food Safety

All food and drinks must be stored, prepared,
served and sold in strict compliance with health
department regulations and guidelines. All food
service establishments should pass the health
department inspection, even concession stands

that may not require a permit. Contact your
parish health department regarding permits and
requirements. Contact the LSU AgCenter for
information on proper food handling and your
parish health department for information on food
service employee classes.

One often-ignored aspect of food safety is
customer sanitation practices, particularly hand
washing. Provide hand-washing facilities and/or
waterless hand sanitizers and post signs encour-
aging proper sanitation. When hosting school
groups and similar tours, direct employees or
chaperones to require hand washing before serv-
ing snacks or meals.

Fire Prevention

A fire can have a devastating impact on any
business, but particularly if it occurs in crowded
areas. Therefore, you should develop a fire pre-
vention and control strategy for your agritourism
enterprise.

e Store flammable and combustible materials
properly. That’s one of the first rules of fire
prevention. This means minimizing the accu-
mulation of combustible materials against and
near buildings. Maintain fire-safe zones that
are kept clean and green — free of combustible
debris — and use low-flammability landscap-
ing plants and materials.

¢ Enforce a strict no-smoking policy except in
designated smoking areas located downwind
of other customers. Smoking, besides its nega-
tive health impacts, contributes to many fires.
Careless disposal of ashes or cigarette rem-
nants can ignite hay, dead grass, crop stubble
and other materials.

¢ Purchase and install Class A-B-C multipur-
pose fire extinguishers in all vehicles; on all
tractors and major equipment; and in the
office, cooking areas, barns and fuel storage
areas. These extinguishers are safe for almost
all fires likely to be encountered on the farm.
If you have sufficient pressure and flow, water
hoses can be installed for controlling small
fires in barns and outdoors.

¢ Finally, develop an emergency exit plan for all
areas of the enterprise and train all staff on
how to evacuate customers in the event of a
fire or other emergency.

Operation of Machinery

Farm machinery is fascinating to children of
all ages. Tractors and other machinery, however,
are designed for one operator and no passengers,
with few exceptions. Therefore, operation of
machinery should be kept to a minimum and



incorporated in only very carefully planned activ-
ities that do not place staff and customers at risk.
Some safety procedures for machinery operation
include the following:

¢ Do not operate
tractors or other
machinery in
public areas.
There can be
significant blind
spots around
farm machinery,
and children in
particular can
be run over.
Mowers and other machinery that can eject
objects should never be operated near people.

¢ Do not permit passengers on tractors for any
reason.

e Keep all guards and shields in place on all
machinery or equipment, even tabletop exhib-
its. In cases where installing guards would be
impractical or detract from the historical sig-
nificance of the machine, such as with antique
engines, rope off or barricade safety zones to
prevent access and contact with the equip-
ment.

¢ Equipment must never be left running
unattended. Instruct staff to shut down any
unattended equipment.

¢ Chock wheels on all parked equipment, even
on level ground, and never rely solely on park-
ing brakes. People examining or climbing on
the equipment could release the brake, result-
ing in a runaway.

e Lower all implements to the ground and cover
all blades and sharp protrusions.

Transportation of
Employees and Customers

When transporting employees and customers,
use vehicles designed for that purpose. When
transporting people on public roads, use only
licensed motor vehicles with manufacturer-pro-
vided seating for each passenger. Golf carts and
other off-road utility vehicles are suitable choices
for many off-road trips.

As suggested earlier, there may be times when
it is desirable or necessary to transport person-
nel and customers for events such as hayrides.
This should be done with great care. Properly
used, tractors and wagons can be safe for off-road
transportation. Proper use includes:
¢ Being sure the tractor is heavier than the

loaded wagon in order to have adequate brak-

ing ability

¢ Using a locking coupler and safety chain

¢ Putting front, rear and side walls or rails on
wagons to keep people from being jostled off

¢ Requiring every passenger to stay seated with
no legs or arms dangling over the sides or ends
of the wagon

¢ Requiring steps and/or sturdy rails for loading
passengers onto trailers or wagons

e Stating the safety rules after everyone is
seated

e Traveling at speeds safe for the operating

¢ Using an experienced operator who can start
and stop smoothly

Recreational Activities

Providing recreational activities can increase
customers’ enjoyment of their visits and allows
them to spend more time or visit more often,
perhaps increasing sales. As with other aspects
of the enterprise,
however, recreation
is not without cer-
tain risks. Research
the activities and
learn the potential
risks; then select
appropriate activi-
ties and enforce safe
behavior. Here are
some examples:

e Require proper personal protective equipment
(PPE) for the activity.

Horseback riding — Proper dress is long
pants, shirt, shoes or boots with heels and
approved equestrian riding helmet.

Bicycling — Proper dress is close-fitting
pants and shirt, closed-toe shoes and
approved cycling helmet.

Shooting — Use approved eye protection
(ANSI Z87 rating) and hearing protec-
tion.

Boating — Use U.S. Coast Guard approved
Personal Flotation Device (PFD).

¢ Use only large-diameter natural fiber ropes for
tug-of-war games because they will not stretch
and cause recoil injuries if broken. The work-
ing load limit should be at least 100 pounds
times the number of children on each side and
200 pounds times the number of adults on
each side of the game. Never use nylon ropes
for tug-of-war as they can stretch considerably
and will recoil like a giant rubber band if they
break, severing fingers and causing other inju-
ries in the process.




Storage Areas

Storage areas are necessary for agritourism
ventures, but they also can pose danger if not
properly secured by a lock. Storage areas can
be used to store unused equipment that poses
danger to children. Having a storage area that
can be locked will eliminate the need for roping
or fencing off areas. When selecting storage
items:

¢ Store equipment not in use.

¢ Store sharp equipment such as tools and
power tools.

¢ Place chemicals that are used on the farm,
such as fertilizers, pesticides and fuels, in a
storage facility.

¢ Store loose grains, bags of feed, etc. behind
locked doors.

Attractive Nuisances

Some states have attractive nuisance laws
that require property owners to safeguard
customers, visitors and even trespassers from
attractive nuisances. Their laws and court judg-
ments concerning attractive nuisances address
their risks to children, but similar concerns may
exist for adults unfamiliar with farms and for
individuals with developmental disorders.

Louisiana is different with respect to attrac-
tive nuisance laws. “The traditional common law
categories defining the duty of care to persons on
the premises according to their status as invitee,
licensee, trespasser or child trespasser were
abandoned in the Shelton and Cates cases in
1976 and 1977. The attractive nuisance doctrine
as to child trespassers was also abandoned. The
resulting rule is that a landowner owes a duty
of care according to the degree of danger and
the foreseeability on the premises of those who
might be harmed.” (Crawford, Willam E., James
dJ. Bailey Professor Law, Louisiana State Uni-
versity, Louisiana Civil Law Tretise, Volume 12,
Tort Law, St. Paul, MN, West Group 2000 pages
362-363.)

Duty of care for a landowner in Louisi-
ana would require that the landowner take
responsibility for the unseen; things that are
not observable by an individual. For example,
if a landowner allowed someone to swim in a
pond that had old pier pilings hidden under
the water’s surface, and the swimmer became
injured, the landowner could be guilty of neg-
ligence because he did not warn the swimmer
about the dangerous condition of the pond. In the
same way, an agritourism business is protected
from liability except for “An act or omission
that constitutes willful or wanton disregard

for the safety of the participant and that act or
omission caused injury, damage, or death to the
participant” (5) (LA R.S. 9:2795.5); for example,
a donkey that frequently kicks people being

allowed to run loose among agritourism guests.

This immunity statute, gives further protec-
tion to agritourism businesses provided they
follow the rules and regulations set forth by the
Louisiana Department of Agriculture and For-
estryin La R.S. 9:2795.5 and complete a plan of
operation and post warning signs.

Weather-related
Emergencies and
Natural Disasters

Perhaps no other business is as affected by
weather as agricultural enterprises. Even the
best plans can be wiped out by unfavorable grow-
ing conditions. Similarly, agritourism operations
can be influenced by weather. Severe thunder-
storms may be the most threatening situation.
They pose multiple threats such as lightning,
high winds and tornados, hail, heavy rains and
flash flooding. They can also arrive quickly. Other
elements such as heat, cold, sun and wind also
can be hazardous.

Louisiana experiences almost every form of
natural disaster. Some can be forecast several
days in advance, such as tropical and ice storms.
Your safety and emergency response plan should
include procedures and preparations to protect
customers and employees from weather or
natural-disaster-related injury.

¢ You should have at least two ways to keep
yourself and your employees informed of
approaching storms. Most local radio and
television stations routinely broadcast weather
forecasts, and many broadcast emergency
information from the National Weather Ser-
vice. Cable television channels, such as The
Weather Channel, also can provide up-to-date
radar images, forecasts and warnings. The
Internet offers a variety of sources for weather
information and warnings. The National
Weather Service Web site provides local
weather forecasts, current warnings and radar
images. You can also subscribe to notification
services that deliver e-mail and text mes-
sages for local warnings and watches. Finally,
consider purchasing a NOAA Weather Radio,
especially one of the newer models with Spe-
cific Area Message Encoding (SAME) that can
be programmed to deliver warnings for only
your parish.

¢ Designate shelters for customers during
storms. Shelters should be structurally sound
and not in danger of collapse during severe



thunderstorms and should provide protection
from wind, blowing debris and lightning. Do
not permit anyone to seek shelter near trees
or other tall objects and keep them away from
doorways, windows, electrical appliances and
plumbing. Wired telephones should not be
used during thunderstorms because of the
risk of electrocution, but cordless and cellular
phones are safe to use.

e Provide access to shaded or air-conditioned
areas during hot weather and access to heated
areas in cold weather.

¢ Provide adequate supplies of cool drinking
water and paper cups at various locations
around the farm. Water coolers must be sani-
tized daily.

¢ Train staff to recognize symptoms of hypo-
thermia and heat stress. Your staff also should
be familiar with at least basic first-aid mea-
sures.

Responding to Injuries and
Medical Emergencies

Because quick response is critical in medical
emergencies, someone trained in basic first aid
and CPR should be on the premises whenever the
business is open. In fact, the Occupational Safety
and Health Administration (OSHA) standard
for general industry, 29 CFR 1910.151, requires
that employers provide personnel trained to
administer first aid and that first aid supplies be
made available unless there is a hospital, clinic
or infirmary in “close proximity” for treating all
injuries.

The purpose of this standard is to provide
first aid until emergency medical services can
respond. OSHA does not define “close proximity.”
Past interpretations from OSHA, however, sug-
gest that a response time of three to four minutes
is needed in incidents involving suffocation,
severe bleeding and other life-threatening or
permanently disabling injuries.

Other injuries or conditions may permit longer
response times, but prompt treatment is still
needed. Medical personnel often refer to the first
hour immediately after a serious injury, when
caring for the victim is critical to survival, as the
golden hour. For many conditions, the prospects
of survival and full recovery decrease drastically
if medical care is delayed beyond the first hour.

e Several employees should complete the Ameri-
can Red Cross courses for Community First
Aid and Safety, Adult CPR and Infant and
Child CPR. These employees should keep their
certification cards in their possession. There
should be enough trained employees to provide

emergency first-aid in all areas of the agritour-
ism business. Each should have a functional
cell phone or two-way radio available for emer-
gency communications.

¢ Inform customers of the location of the first-
aid station with an appropriate sign. There
should be at least one first-aid kit that can be
readily accessed by any staff member. Inspect
the kit often, replacing any missing or out-of-
date supplies. Additional first-aid kits might
be placed at locations that are more than a few
minutes walk from the first aid-station.

Warning Signs
According to La R.S. 9:2795.5, “Every agritour-

ism professional shall post and maintain signs
that contain the warning notice:

WARNING

Under Louisiana law, R.S. 9:2795.5, there
is no liability for an injury to or death of
a participant in an agritourism activity
conducted at this agritourism location if such
injury or death results from the inherent risks
of the agritourism activity.

Inherent risks of agritourism activities
include, among others, risks of injury inherent
to land, equipment and animals, as well as the
potential for you to act in a negligent manner

that may contribute to your injury or death.
You are assuming the risk of participating in
this agritourism activity.

It shall be placed in a clearly visible location
at the entrance to the agritourism location and
at the site of the agritourism activity. The warn-
ing notice shall consist of a sign in black letters,
with each letter to be a minimum of 1 inch in
height. Every written contract entered into by
an agritourism professional for the providing of
professional services, instruction or the rental of
equipment to a participant, whether or not the
contract involves agritourism activities on or
off the location or at the site of the agritourism
activity, shall contain in clearly readable print
the warning notice above.”

Liability Insurance

It is suggested that agritourism professionals
purchase liability insurance. Insurance provides
coverage to protect your investment and the
safety of others. La R.S. 9:2795.5 does not exist
to replace insurance but provides a limitation of
liability for certain agritourism activities.



To learn more about your needs: Additional Resources
* Consult with your present insurance agent ® The Access Board — a Federal agency committed
for price quotes. to accessible design http:/www.access-board.gov/
¢ Ask the agent to walk through your venture (Information on accessibility issues, regulations and
and point out ways you can reduce your risk. accessible design for businesses, recreation and public
facilities.)
e Agricultural Safety and Health. A listing of sites by
La R.S. 9:2795.5 the University of California appropriate to agricul-
Failure to comply fully with the require- tural health and safety issues. http:/are.berkeley.edu/
ments of La R.S. 9:2795.5 shall prevent an APMP/links/agsafety.html
agritourism professional from invoking the ¢ Interpretation of the First Aid Standard. U.S.
limitation of liability provided by the law. A Department of Labor. Occupational Safety &
plan of operation must be approved by the LSU Health Administration, 200 Constitution Ave,
AgCenter to show compliance with LA R.S. NW, Washington, D.C. 20210 http://www.osha.
9:2795.5. gov/pls/oshaweb/owadisp.show_document?p_

table=INTERPRETATIONS&p_id=22314 (OSHA’s
requirements for providing first aid capabilities in the

Review workplace.)

Although the primary goal of a business is e Farm Safety 4 _JUSt Kids
usually to earn a profit, failing to maintain a http://www.fs4jk.org/
safe environment for your family, employees * UC Small Farm Cen@er ) )
and customers can contribute to injuries, ill- http://www.sfc.ucdavis.edu/agritourism/ o
nesses and property damage. This can result ¢ University of Tennessee Extension. Agritourism in
in significant financial losses from direct focus a guide for Tennessee farmers. PB 1754. Avail-
expenses, fines, legal fees and lost income due able at http://extension.tennessee.edu/publications/
to disruptions in the business and negative pbfiles/PB1754.pdf _ _
publicity. In other words, safety matters. ¢ Natural Resources Conservation Service

For assistance from the LSU AgCenter http://www.economics.nrcs.usda.gov/altenterprise/res-

. manual.html
g%%aagi’ ng:iﬁr?;ggﬁigggizﬂtgﬁ 1(8?111-221327_ ¢ Louisiana Department of Health and Hospitals pro-

vides contacts to local services pertaining to water
and water disposal. Louisiana Department of Health
Disclaimer & Hospitals, 628 N. 4th Street, Baton Rouge, LA

This broch ‘< intended t d ful 70802 http://www.dhh.louisiana.gov/offices.asp

o 18 t.roc ];Hte ‘1ts (;n en i 0 I?;gvz elusel u ¢ Louisiana Department of Agriculture and Forestry.
n orm? iOIfl,’ u ; 0€s 1o d c(cl)r}s ! ude etga d A listing of the rules and regulations for the La R.S.
counsel. inlormation provided 1s understoo 9:2795.5 can be found on their Web site at: www.ldaf.
to be correct and current with regulations in state la.us

force and information available at the time of o LSU AgCenter. Articles on agritourism are found

f;}ﬁi?gﬁ;a%%%u;itéogfé Egtvgﬁvfgjggesélm ect under community or crops and livestock on the home
repealed or added. All agritourism Ventu’res T e S s v

are unique, and the authors recognize that no
one document can address all the needs of any References:

agritourism professional. 1) Materials adapted from Agritourism in Focus, A

Guide for Tennessee Farmers, Extension PB 1754,
University of Tennessee, 2005. extension.tennessee.
edu/publications/pbfiles/PB1754.pdf.

2) “Who Visits Louisiana?”A Presentation For the
Louisiana Travel Promotion Association: March 15,
2007 found on the Web at http://www.latour.lsu.edu/
presentations/WhoVisitsLa.pdf August 21, 2008.

3) ” Louisiana Driver’s Guide, Classes D and E” Loui-
siana Office of Motor Vehicles found on the Web at
http:/www.dps.state.la.us/omv/Guide_DandE.pdf

4) Crawford, Willam E., James J. Bailey Professor Law,
Louisiana State University, Louisiana Civil Law Tre-
tise, Volume 12, Tort Law, St. Paul, MN, West Group
2000 pages 362-363.)

5) LA R.S. 9:2795.5




Check all that apply:

( First Application

[ Repeat application

1 Added activities application
(d Directory Application

Date Received:

(office use)

Eligibility Requirements

An ag ritourism p lan Of opera- The Commissioner of Agriculture and Forestry

tion is a plannlng document that shall make the determination as to whether an
assists agritourism professionals in activity is considered an agritourism activity. A
identifying and addressing possible list of agritourism activities can be found in the
inherent risks on their operations rules and regulations prepared by the Louisiana

through recommended best manage- Department of Agriculture and Forestry. Anyone can
ment pra ctices. C omponents of the request an activity be added or deleted from the list

et ot WYY of agritourism activities. The requesting party shall
plan will include hStlng of activities, be notified of the commissioner’s decision. A list of

their risks, suggestions for minimiz- the agritourism activities shall be published annu-
mg those I‘lSkS and a plan for the ally in the potpourri section of the February issue of
location of warning signs. the State Register and on the Louisiana Department

of Agriculture and Forestry’s Web site.

Instructions

Type appropriate responses in the spaces provided and return this form to Dora Ann Hatch, LSU
AgCenter, 11959 Highway 9, Homer, LA 71040 or e-mail to: dhatch@agcenter.lsu.edu If you have any
questions, contact Mrs. Hatch at 318-927-9654 Ext. 229 or e-mail questions to address above.

La R.S. 9:2795.5 requires that an updated application be filed with the LSU AgCenter each time new
activities are added to your venture; this can be done by completing a plan of operation form for each
new activity and mailing it along with a copy of your previously approved application.

A plan of operation form is provided. Complete the plan of operation form for each activity located on
your agritourism venture. An example is provided. Make as many copies of the plan of operation page
as necessary to report all activities on your venture. List one activity per page. Number the activities
consecutively.

For assistance in completing this form contact your local LSU AgCenter Extension Office and request
a copy of the Agritourism Best Management Practices brochure to help with completing the suggestions
to minimize risk section (also available online at www.lsuagcenter.com). Refer to La R.S. 9:2795.5 for
proper placement of signs.

The LSU AgCenter will review your application within 4-6 weeks after receiving your plan of opera-
tion.

Applicant Information

Applicant Name:

Physical Address:

Mailing Address:

Town: Zip Code:

Home Phone Number: Other Phone Number:

Fax Number: E-mail address:




Agritourism Venture Information
Name of Agritourism Venture:
* If address and phone numbers are the same, indicate by circling YES. If different, provide the following
information below:
Physical Address:
Mailing Address:
Town: ZIP Code:
Business Phone Number: Other Phone Number:
Fax Number: E-mail address:
Web site address:

Agritourism Venture Structure
Provide a brief description of your venture:

Are you a working: Select the appropriate response that defines your business
a Farm structure:
O Ranch 1 Sole proprietorship 0 Limited liability company
O Commercial agricu]tural | Partnership 0 Joint venture
0 Commercial aquacultural 0 Corporation 0 Other

0 Commercial horticultural
Q Forestry Operation

Hours of operation:
O Seasonal a Year Round 1 Weekend only a Other

Additional comments:

Number of estimated visitors to your venture each year:

How long have you been in business?

0 0-1 years a 5-10 years a 20 or more
0 1-5 years 0 10-20 years

If you would like to be listed in the LSU AgCenter’s Agritourism Directory do the following:

send a copy of pages 1-2 of this form, check “directory application” on page one in the upper
right hand corner, mail to Ms. Hatch between Januaryl- 31st of each year.
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The Louisiana Department of Agriculture
and Forestry is proud to partner with the
LSU AgCenter in a Louisiana agritourism
initiative, a program whose goal is to
provide economic development and cultural
opportunities for our farms, ranches, forests
and working lands.

Dora Ann Hatch, Area Agent

Community Rural Development &
Extension Agritourism Program Coordinator

www.lsuagcenter.com/agritourism

Louisiana State University Agricultural Center
William B. Richardson, Chancellor
Louisiana Agricultural Experiment Station
David J. Boethel, Vice Chancellor and Director
Louisiana Cooperative Extension Service
Paul D. Coreil, Vice Chancellor and Director
Pub. AC-6 (2M) 2/09
Issued in furtherance of Cooperative Extension work,
Acts of Congress of May 8 and June 30, 1914, in
cooperation with the United States Department of
Agriculture. The Louisiana Cooperative Extension
Service provides equal opportunities in programs and
employment.

The LSU AgCenter wishes to acknowledge the
significant contribution of Tim Prather from the
University of Tennessee for his contribution of
literature in safety hazards found in this publication
under best management practices and also published
in a larger publication, Agritourism in Focus (PB1754),
published by the University of Tennessee Extension,
with permission.




Agritourism Resources

Recommended by:
Dora Ann Hatch, LSU AgCenter Agritourism Coordinator
318-927-9654 Ext. 229 dhatch@agcenter.Isu.edu

www.lsuagcenter.com/agritourism is a website maintained by the LSU AgCenter to provide
information on how to start and grow an agritourism business. The site includes information on the
limited liability agritourism legislation passed in 2008 by the Louisiana Legislature.

http://www.louisianaagritourism.blogspot.com/ is a blog featuring agritourism in Louisiana.

www.latour.lsu.edu is a Louisiana tourism data website maintained by the Louisiana Sea Grant
College program at LSU and the Louisiana Office of tourism, Department of Culture, Recreation,
and Tourism. The purpose of this site is to make research available. The site contains recent
statistical data, resource materials such as impact reports, demographic projections, industry
trends, and links to various tourism websites.

http://www.crt.state.la.us/ is the state website for the Louisiana Department of Culture,
Recreation, and Tourism. This site contains information on the state’s mission and the impact of
tourism on the state’s economy.

http://www.sfc.ucdavis.edu/agritourism is the Small Farm Center at the University of California at
Davis website that contains resource guides and fact sheets to assist farmers interested in
agritourism.

http://www.naturalresources.msstate.edu/resources/agritourism.html is the website of Mississippi
State University which contains links to resources in other states.

http://www.economics.nrcs.usda.gov/altenterprise/resmanual.html is the website featuring
Alternative Enterprises and Agritourism: Farming for Profit and Sustainability Resource Manual -
The Resource Manual contains 2,300 pages of reference material. It is divided into 20 chapters and
37 subchapters to guide you to a subject of interest. Among the most interesting parts of this
manual are the 200 pages devoted to success stories in agritourism.

http://www.ces.purdue.edu/extbusiness/stories/PB1754.pdf

Agritourism in Focus, A Guide for Tennessee Farmers, Extension PB 1754 from the University of
Tennessee has 10 chapters and an appendix that deals with topics of agritourism operations. This
publication is written in workbook style and is an excellent resource to begin your business plan.

http://www.sare.org/publications/naf2/naf2.pdf
The New American Farmer is available on this website. It contains success stories of on-farm
operations.

The New Farmers’ Market by Vance Corum, Marcie Rosenzweig & Eric Gibson, 2001. This book
covers the latest tips and trends from leading sellers, managers, and market planners to best
display and sell product. Its available thought the sustainable agriculture network.

http://resourcesfirstfoundation.org/aea/ is a website with an on-line tool to help farmers evaluate
their resources when considering alternative enterprises or agritourism potential for their farms.
This site was developed with resources from NRCS.
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http://www.lsuagcenter.com/agritourism
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