
Getting Started in Agritourism Page 15 
 

  

6.  Marketing Your Agritourism Enterprise 

 

 

If you don’t plan how you will market your 

agritourism enterprise, it’s like throwing a 

party without sending invitations.  And 

sometimes invitations alone may not do 

the trick.  A multi-pronged marketing plan 

will be needed to attract both local 

customers and tourists.   

 

Marketing needs to be part of the process 

of planning the enterprise.  It is important 

to consider your target market – the kinds 

of people or groups you want to attract to 

your farm operation – right from the get-

go.  Your target market will impact the 

look of your farm and the activities and 

services you offer.  For example, if you 

plan to be a pick-your-own farm, the 

layout of the farm fields is important.  If 

you want to develop a farm bed and 

breakfast, the clientele you are targeting 

may want a home-stay experience, but 

that does not mean they want to be 

exposed to your personal clutter; 

everything should be clean, neat, and in 

top-notch condition.  School groups or 

scouts may be less concerned with clean 

and tidy, but they will want a fun and 

interactive experience.  Each target group 

has different expectations that you need 

to consider in planning your operation and 

for marketing it.  To reach the specific 

target market you hope to attract involves 

proper placement of your advertising and 

promotion efforts.   

 

Most agritourism enterprises are located 

in rural areas, where customers are few 

and far between.  To be successful at 

attracting visitors, an agritourism 

enterprise must become a destination - a 

place where regional visitors will 

intentionally visit.  Eventually, visitors 

from afar will travel with the intention of 

visiting your farm. 

 

Becoming a destination farm does not 

happen overnight, but it will NOT happen 

without marketing.  A key part of 

marketing never to be overlooked is what 

the visitors who come to your farm will 

say.  If they had a good experience, you 

can bet they will be raving about it to 

friends and family.  And likewise, they will 

also rave about a bad experience.  So, 

before opening doors to the public, make 

sure you have an experience that is going 

to create a positive “buzz”.  If you are not 

sure if you are ready for prime time, invite 

selected groups to visit.  Start with a 

group that is familiar and who will be 

honest.  Ask them what they find 

interesting about your farm operation and 

what could be improved.  Then make 

those improvements and delve into your 

marketing plan.   

  

Agritourism Marketing Milestones 

 

1. Identify your target audiences.  For 

each group, list the places and ways 

you can reach them.  For example, 

youth may be a major target audience 

for your farm – where can you find 

youth?  Start by contacting school 

district offices to see if you can get 

permission to promote school tours.  

Home schoolers often seek 

unconventional educational 

opportunities for kids; and the way to 

find out about them is to search the 

Internet or ask school guidance staff.  

Scout groups, sports teams, school 

clubs, local camps, church youth 

groups and 4-H clubs are other ways 

to connect to youth.  Marketing to 

youth also links you to young parents 

who are a great visitor group to target.  

They love to have a place to take kids 

that offers an educational and 

entertaining family outing. A colorful 

promotional brochure and cover letter 

mailed to groups is a good way to start 

out, and a follow-up phone call is a 

good way to personalize the approach.   

 

2. Define your target area for promotion. 

A farm agritourism experience 

provides an excellent opportunity for 

day-trippers so start by focusing 

media outreach in communities within 

one hour’s drive of the farm.  Target 

major population centers.  Start with a 

weekend open house to test the draw 
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from communities within your target 

area.  

  

3. Promotion includes press releases and 

calendar announcements.  Don’t pay 

for advertising if you can get free 

coverage.  Farm stories can be written 

to address many media angles.  For 

example, send an announcement 

about your “new” agritourism 

enterprise to the business editors of 

area papers.  Human interest stories 

might include your child’s egg business 

or vegetable garden.  Become the 

media expert on weather’s effect on 

crops - call area TV stations and invite 

them to your farm to see the apple 

crop, the giant pumpkins, grape 

harvest, etc.  Contact food editors to 

let them know what’s in season and 

encourage them to feature recipes for 

those products.  Most farm events can 

be listed free in event calendars found 

in papers, on the radio, TV, internet 

listings, etc.  One story in the paper or 

a short radio or TV segment is worth 

thousands in advertising dollars.  Don’t 

be shy about cultivating a relationship 

with the media in your area.    

  

4. Advertise selectively to get your name 

out.  Advertising can be expensive so 

be selective with how you spend your 

money.  For example, if you are a new 

nursery business, many papers have a 

special spring gardening issue to 

advertise in.  Or for a farm market, 

place an ad appear on a cooking page 

and highlight what is in season fresh 

from the farm.  Many newspapers 

publish summer supplements that list 

things to do in the region.  List your 

farm agritourism destination in these 

summer papers because both local 

folks and visitors pick them up.   

 

5. Contact your Community Chamber of 

Commerce or County Tourism Agency.  

This is a valuable connection that you 

should make as soon as you start 

formulating your agritourism 

destination plans.  Your local tourism 

professional can tell you about the 

kinds of visitors that come to the area, 

share ideas for marketing, advise you 

on how to develop your visitor 

experience so that you meet their 

expectations.  They will also include 

your farm in county tourism  

brochures, on websites, and market 

your destination to travel writers, hook 

you up with tour groups and promote 

your farm at travel trade shows.  

There may be a few associated with 

some of these services.  Agritourism 

combined with eco-tourism, edu-

tourism or culinary tourism is hot…so 

make sure you make the tourism office 

your first stop for promotional 

assistance.  Regional tourism agencies 

are another resource that offer similar 

services to members.  

 

6. Build your marketing image and 

presence.  This includes:  developing a 

logo and unifying marketing theme 

that captures your standards and what 

you have to offer. Creating a colorful, 

eye-catching rack card that can be 

placed in tourism offices and at other 

tourism outlets in the area and most 

importantly, develop a website.  These 

days, travelers search the web for 

places to visit.  If you do not have 

your own website, at minimum have a 

page on your county tourism site if it 

is offered. 

   

7. Other free outlets to list your farm:  

One place to make sure you are listed 

is NYS Dept. of Agriculture guides.  

Touch base with your county 

Cooperative Extension office as they 

often get calls from groups or 

individuals who want to visit farms.  

They may also publish listings of you-

pick farms, farm markets, and 

agritourism destinations, and may be 

looking for a farm where they can host 

educational events.  Also, extension 

staff can help you with business 

planning and marketing ideas for your 

agritourism enterprise.  Additionally, 

they may be able to provide you with 

media listings so you don’t have to 

create your own list.   
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8. Participate in community events.  It 

may cost a fee to set up a table at a 

community festival or other 

community event, but reach out and 

take part.  A booth that promotes your 

business, features products you have 

to sell, provides a discount coupon for 

farm products sold at your farm are all 

good ways to get exposure.  When you 

are first getting started, getting out in 

the community is a good idea.   

 

9. Signage is a great investment to 

promote your business.  A sign with 

the farm name, hours, days and 

season of operation is a 

communication tool for all to see that 

pass by.  A permanent year-round sign 

with your season of operation provides 

a year-round reminder to come back 

when you are open.  A seasonal or 

temporary sign is not as effective.  

Check the signage ordinance in your 

community for placement and size 

requirements.  In addition to a sign at 

the farm, the other place for a sign is 

the main roads leading to the farm.  

Placement may be an issue and you 

should find out what the rules are.  

Your State Department of 

Transportation may have an 

agricultural signage program for 

posting Tourist Oriented Directional 

(TOD) signs in rural areas.   

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

10. Putting it all together in a plan.  As 

you can see, it takes some effort to do 

marketing outreach but it will pay off.  

All of the strategies you plan to use to 

promote yourself should be organized 

into a marketing plan that includes:  

who your target market is, where and 

how you will reach them, your 

promotion and advertising plan for the 

year, and a list of the connections you 

need to make to get your name in 

front of the public.  Take time to plan 

out the whole year in the fall and 

winter prior to the next season.  

Generate the ideas for press releases, 

write the stories, do the outreach to 

get yourself listed in county brochures 

because if you wait till the growing 

season, you will have missed the 

deadlines and won’t have the time to 

invest in promotion.  Planning your 

promotion should be a fun and 

creative exercise that will be rewarded 

if you take the time to do it in 

advance.  You don’t have to hire a 

marketing agency and spend a lot of 

money.  Check in with your county 

Cooperative Extension, Chamber and 

Tourism staff for assistance.  For a list 

of helpful contacts, see the appendix 

listing.   


