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INTRODUCTION 

CONTENTS 

This report was written by the Culinary Tourism Alliance for Foothills Tourism Association, 

and by extension both its current and prospective members. The Culinary Tourism Alliance 

is a not-for-profit industry organization focussed on bridging the gap between the food & 

drink and tourism industries. As a whole, this report summarizes research commissioned 

to support agritourism development in the Foothills. The contents neither reflect the 

personal opinions nor perspectives of the authors or the Culinary Tourism Alliance, but 

rather insights garnered and conclusions made, from data gathered through a process 

that saw a breadth and diversity of stakeholders engaged. 

 

Intentions for the report include building awareness 
around the factors affecting agritourism development  
in the Foothills. 

 

As well as to shed light on the opportunity to grow this important segment of the tourism 

sector, and help to inform decision-making around how Foothills Tourism Association can 

further support its members.  

This report begins with an Introduction covering the background to the project along with 

the goals and objectives of the research, followed by the methodology that was used. The 

Context section reports back on the political, economic, sociocultural, technological, legal, 

and environmental factors affecting agritourism development in the Foothills. This is 

followed by the Market section, which explores relevant tourism trends and agritourism as 

a concept before looking at the state of the industry in the Foothills and the opportunity to 

grow agritourism as a meaningful contributor to the region. The Conclusion includes a 

summary of the strengths, weaknesses, opportunities, and challenges noted in the 

preceding sections, along with specific recommendations and consideration for Foothills 

Tourism Association. As part of the research, various Tools and Resources were identified 
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as valuable to industry, and these are described in the final section of the report. The tools 

and resources have also been developed and shared with Foothills Tourism Association to 

distribute to its members. 

PROJECT  

Background  
As early as 2015 tourism was identified as a target industry for the Foothills County.1 With 

the passing of Supporting Alberta’s Local Food Sector Act in 2018,2 and the success of 

Alberta Open Farm Days, which is entering its ninth year, public interest in locally produced 

foods has only grown, and multifold. It is anticipated that the demand for local food and the 

desire to connect with food producing peoples and places will not only motivate travellers 

in the post pandemic years but also drive increased visitation to rural and remote 

destinations across Canada. 

Tourism businesses in the Foothills have been working to harness this growth potential for 

some time, and the Foothills Tourism Association is a great example of industry coming 

together. What started out as an industry-backed initiative in the Fall of 2018, quickly 

evolved into a destination stewardship and marketing organization by February 2019. With 

a vision of developing a thriving community where the benefits of tourism are dispersed 

across the region, the Foothills Tourism Association is working to “attract visitors to the 

Foothills Region and offer them increasing value by enriching the region’s tourism 

opportunities.”3 

Of particular significance to the organization and its members, is agritourism. In Unlocking 

the Foothills Tourism Potential (2020), agritourism is identified as the sector with the 

greatest potential to generate demand and tourism growth in the Foothills.4 Nature, 

Heritage and Cultural Immersion, and Retail, Culinary and Artisan Experiences were also 

identified as areas of opportunity for economic development. 

Located along established transportation corridors and in proximity to Calgary, a 

significant tourism market, the Foothills offers visitors an indelible experience of driving 

through dramatic landscapes at the foot of the Rockies, which are dotted with multi-

generational farms and ranches that continue to embody Alberta’s agricultural traditions. 
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Since food and agricultural experiences are an important part of what is available in the 

Foothills, celebrating the region’s food and drink producers is key to developing its 

agritourism offer.5 There is also a significant demand for these tourism attractors from key 

market segments. To start, Calgarians have a high awareness of the Foothills, with 85% of 

respondents surveyed confirming the same. Of more significance, though, is the fact that 

the top five activities that they are already engaged in are highly complementary to 

agritourism, including hiking, enjoying nature, walking, visiting restaurants and cafes, and 

participating in cultural and community activities.6  

Additional relevant findings from the July 2020 report include the following: 91% of 

respondents view locally grown food as important; 70% would travel 30-60 minutes south 

from Calgary to buy products directly from farmers; and that 41% of those who would 

travel to buy products said they would visit a Foothills farm gate store between 4-6 times 

per year.7 In the wake of the pandemic, purchasing from small family-owned and -operated 

farms has become a tangible way for consumers to support local food systems, and an 

alternative to commodity and mainstream markets.8 

Most recently, the Calgary Metropolitan Region Growth Plan (2021), describes agritourism 

as an approach to strengthening connections between producers, processors, and 

consumers in the Calgary Metropolitan Region.9 Note, in the neighbouring municipalities of 

Wheatland County and Rocky View County, agritourism has also been identified as a key 

area for economic growth. 

Goals and Objectives 
Through the Investment Readiness Program of the Government of Canada, administered 

by the Calgary Foundation and Edmonton Community Foundation (IRP Alberta) on behalf 

of the Community Foundations of Canada, Foothills Tourism Association was granted the 

opportunity to conduct research into agritourism as a growth opportunity for the 

destination and its stakeholders. 

The overarching goal for the research was to establish a foundation of agritourism 

knowledge that would serve to guide development of the industry in the years to come. 

Related goals included increasing industry awareness of and interest in growing 

agritourism and preparing tools and/or resources that would assist them in doing so. The 

specific research objectives included: understanding the current level of agritourism 

development among businesses; identifying and confirming strengths and weaknesses for 
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agritourism development; fostering stakeholder buy-in towards overcoming challenges; 

stimulating both interest in and understanding of opportunities; and identifying and 

developing resources that will serve to increase the capacity of current and prospective 

Foothills Tourism Association members. 

Anticipated outcomes for the project were: increased awareness of the agritourism 

landscape in the Foothills, including the number and types of businesses involved; 

increased clarity around the factors influencing and affecting agritourism development; 

increased interest amongst stakeholders, including amongst current and prospective 

members of Foothills Tourism Association, in working together to overcome challenges 

and grow the industry; and an increased number of agritourism resources made available 

to industry members. 

Methodology  
The research and capacity-building project was divided into five phases over a time period 

from February 4th, 2021 – May 31st, 2021. The first phase was dedicated to project 

initiation, management, and communications, of which the latter two activities were carried 

out over the course of the project, and the second phase was used to plan and prepare a 

mixed methods approach to conducting the research. As part of the phase two, a research 

plan was developed to guide research into the agritourism context and market. Data 

gathering tools were also developed during this phase, for use across the remaining 

phases.  

Phase three began with gathering and compiling all background documentation and 

information about the current state of agritourism in the Foothills. After documents were 

reviewed, an inventory of relevant businesses was created, and a representative 

proportion of business types were researched to get a better understanding of their 

agritourism offer and value to the region. After the discovery process took place, specific 

research questions were explored in structured interviews with a total of 11 external and 8 

internal key informants. External key informants included individuals with a unique 

understanding of the environmental factors affecting agritourism development in Alberta, 

including provincial-municipal relationships, recent and relevant developments, and 

available resources and supports. Internal key informants included individuals with a 

unique understanding of the environmental factors affecting agritourism development in 
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Foothills County, county-business relations, relevant municipal bylaws, and available 

resources and supports. Market research, including research into relevant trends and the 

market demand for agritourism, also took place. As part of the market research an online 

consumer sentiment questionnaire was used to survey Calgarians, and this saw 354 

respondents. This was followed by case study research into five agritourism operations in 

destinations that have successfully grown agritourism. This phase ended with preliminary 

analysis on the data sets towards identifying strengths, weaknesses, opportunities, and 

challenges related to agritourism development in the Foothills. 

Stakeholder engagement was the focus of the fourth phase of the project. To start, one-

on-one interviews took place with select industry members. These interviews sought to 

gather intimate knowledge and experiences of developing agritourism in Foothills County, 

including County-business and business-business relations, challenges and barriers, 

areas of opportunity, and potential tools, resources, and/or training materials that would 

support agritourism development. In total 13 industry members were interviewed.  

Insights garnered from the interview process were both corroborated and supplemented 

by an industry survey that attracted 50 respondents to questions relating to their 

business, their involvement in agritourism, interest in growing the industry, and any 

challenges experienced or needs/supports that would help them to grow agritourism as a 

part of their business. On May 10th, 2021, industry came together for a virtual forum on 

agritourism that saw an international agritourism expert deliver a presentation and local 

agritourism business leaders participate in panel discussion. The forum also served as a 

platform to share findings from the research to date and gather additional input and 

feedback.  

The final phase of the project served to confirm what tools and resources should and 

would be developed to support industry with growing agritourism.  
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CONTEXT  

POLITICAL 

The Foothills is found south of Calgary in the province of Alberta. The area is comprised  

of multiple municipalities including the hamlet of Bragg Creek in Rocky View County at its 

northern tip, the Town of Nanton and the surrounding area of the Municipal District of 

Willow Creek No. 26 as its most southern tip, the mountains to the west, and Highway 2  

to the east.  

 

This means the area is comprised of three municipal 
districts or counties, six urban municipal governments, 
and two First Nations reserves.  

 

These 11 municipal jurisdictions include: Rocky View County, Foothills County, the 

Municipal District of Willow Creek No.26, as well as the towns of Nanton, Okotoks, High 

River, Turner Valley, Black Diamond, the Village of Longview, Eden Valley Bearspaw First 

Nation (which forms part of Stoney Nakoda Nation), and Tsuut’ina First Nation including the 

townsite of Redwood Meadows. Foothills County, which encompasses most of the 

Foothills, includes the hamlets of Aldersyde, Cayley, De Winton, Hartell, Heritage Pointe, 

Millarville, Naptha, Priddis, and Priddis Greens. 

The Calgary Metropolitan Region Board is a not-for-profit government corporation made 

up of elected officials from the 10 member municipalities of the Calgary Metropolitan 

Region. It was established in 2018 through the CMRB Regulation under the Municipal 

Government Act,10 and four of its member municipalities include Foothills County, Rocky 

View County, the Town of Okotoks, and the Town of High River. The mandate of the 

corporation is to “support the long-term sustainability of the Calgary Metropolitan Region 

by 1) Ensuring environmentally responsible land-use planning, growth management and 

efficient use of land; 2) Developing policies regarding the coordination of regional 

infrastructure investment and service delivery; 3) Promoting the economic wellbeing and 



 

 

 

 12 

competitiveness of the Calgary Metropolitan Region; and 4) Developing policies outlining 

how the Board shall engage the public in consultation.”11 

In 2018, the Calgary Metropolitan Region Board, released its Interim Growth Plan, pending 

the approval of its 2021 Growth & Servicing Plans. These plans were developed to serve as 

a best-practice guide for achieving long-term prosperity in the Calgary Metropolitan 

Region by providing policies and high-level guidance to member municipalities including: 

1) Residential, commercial and industrial land use; 2) Corridors for transportation, 

recreation, energy transmission, utilities and transit; 3) Infrastructure planning and 

development; 4) Water quality, water use and management (including flood mitigation); and 

5) Environmental sustainability and the conservation of agricultural lands.12 Importantly, 

these plans are aligned with policies of the South Saskatchewan Regional Plan and any 

parent policy documents, the Alberta Land-use Framework and enacting legislation, and 

the Alberta Land Stewardship Act.13  

The Calgary Metropolitan Region Growth Plan (2021) and Calgary Metropolitan Region 

Servicing Plan (2021) were finalized and approved by the Calgary Metropolitan Region 

Board in May 2021. They have been submitted to the Minister of Municipal Affairs for 

review, and if approved by the Minister, will replace the Interim Growth Plan and Servicing 

Plan. These plans are important to consider when planning for the development of 

agritourism activities in the Foothills as member municipalities will need to align their 

strategies and plans to these documents, noting that non-member municipalities may not 

be required to align with their strategies and plans. Relevant non-member municipalities 

include the towns of Black Diamond, Turner Valley, Nanton, the Village of Longview, and 

the Municipal District of Willow Creek No. 26. When planning for the development of 

agritourism, it is important to consider where development is occurring in the Foothills as 

different municipalities will have different goals, strategies, regulations, and bylaws that will 

impact agritourism development. In other words, having a clear understanding of the 

jurisdictional landscape is key to the success of agritourism development in the Foothills. 
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ECONOMIC  

In 2017, Calgary Economic Development—a not-for-profit corporation funded by the City 

of Calgary, community partners, other orders of government, and the private sector—

released an Agribusiness Value Chain Study. The study identifies agritourism activities as 

growth opportunities for the local economy. More specifically, it mentions the opportunity 

of building and expanding the distillery, brewery, and micro-brewery base of the city and 

its surrounding area, as well as scaling agritourism through craft beer tours, and 

promotions with premiere restaurants as examples.14 The study identifies the interest of 

Canadian and Albertan travellers in participating in agritourism activities as well as the 

opportunity to incorporate agritourism as a marketed offering for Alberta tourists. It 

specifically mentions fostering partnerships between established tourism assets and 

artisanal growers and/or farmers that could take on, or scale existing agritourism 

activities.15 Similarly, Calgary’s economic development strategy—Calgary in the New 

Economy (2018)—identifies tourism as an “emerging & growth cluster”.16 

As noted, the Calgary Metropolitan Region Board has released the Calgary Metropolitan 

Region Growth Plan (2021). The growth plan is “a policy framework for managing growth 

and implementing long-term vision for the Calgary Metropolitan Region.”17 The plan 

identifies driver industries that are expected to lead employment growth in the immediate 

term (1-2 years), short term (3-5 years), medium term (6-10 years), and long term (11-20 

years).18  

 

More specifically, the plan identifies four driver 
industries that are connected to agritourism and are 
expected to lead employment growth in the years to 
come.  

 

In the immediate term, this includes value added agriculture, which according to the 

Regional Employment Forecast Final Report (2020) includes “specialized food and 

beverage manufacturing.”19 During the short term, value added agriculture is identified, 

which is described as “speciality food manufacturing, seed cleaning, cannabis production.” 

Finally, in the medium term, both value added agriculture, including industries focussed on 
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“plant proteins, micro-breweries/wineries”, and tourism, which includes “food 

accommodation sector, outdoor adventures, equestrian,” are identified.20 

Within the Foothills, the towns of Black Diamond and Turner Valley published an 

Intermunicipal Economic Development Strategy (2019). The strategy identifies five 

strategic goals to improve economic development in both municipalities: 1) Build 

economic development capacity; 2) Foster a friendly-environment for new development 

and existing businesses; 3) Support business retention and expansion entrepreneurship; 

4) Target community-based economic development; and 5) Make Black Diamond and 

Turner Valley a destination.21 The strategy also notes that both towns will continue to 

experience population growth rates comparable to many of Calgary’s suburban 

communities.22 Importantly, the tourism industry is identified as a large sector of the local 

economy in both towns, and it was highlighted in previous strategic plans as a key source 

of economic activity. More specifically, the strategy identifies agritourism as an emerging 

consumer trend that rural communities should leverage for economic development 

growth.23 

As a result of the pandemic, major tourist hubs such as Calgary continue to experience a 

steep decline in economic activity, with a year-over-year decrease in hotel occupancy 

rates of 66%.24  

 

However, there is recognition of the role that agritourism 
can play in the tourism recovery effort.  

 

For example, Rocky View County released its Economic Recovery Task Force 2020: Rocky 

View County’s Economic Recovery and Resilience in Response to COVID-19 (2020). It 

identifies the development of a comprehensive marketing plan for Rocky View County to 

raise awareness of what the county has to offer; noting the success of “Shop Local” 

campaigns and their online business directory on their website, which highlight many local 

agricultural producers who offer farm-to-table experiences. Furthermore, the Economic 

Recovery Taskforce identified the need for future marketing to grow the business 

directory into business-to-business (B2B) opportunities and cooperatively oriented 

packaging of complementary products and services for growing markets including 

tourism and agritourism.25 
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Understanding the economic development context  
of the Foothills is key to successfully developing 
agritourism in the Foothills.  

 

As it identifying ways that agritourism is aligned with existing economic development 

strategies and recovery plans. It also fosters stronger opportunities to receive support 

from municipalities and economic development corporations. 
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SOCIOCULTURAL  

Since time immemorial, the land known today as the Foothills has be the home of 

Indigenous peoples. It forms part of Treat 7 Territory, which is comprised of the Blackfoot 

Confederacy members, Siksika, Piikani, and the Kainai First Nations, the Stoney Nakoda of 

Bearspaw, Chiniki and Wesley First Nations, and the Dene of Tsuut’ina First Nations. 

Additionally, the land is within the Metis Nation of Alberta’s Region 3. 

 

The Foothills has a diversity of agricultural areas with 
varied weather and soil conditions.  

 

The southwest is more suitable for grazing, while the east is more suitable for crop 

farming.26 The region produces beef, bison, poultry, eggs, and various crops, and it is 

home to both small- and large-scale processing plants as well as grain handling facilities.27 

Bar U Ranch National Historic Site (1882–1950) is also located in Foothills County, and it is 

considered “one of the first and most enduring large corporate ranches of the West [and it] 

achieved international repute as a centre of breeding excellence for cattle and purebred 

Percheron horses.”28 

Since the late 1800s, the Foothills has had a strong coal and oil history. In the early 1900s, 

the town of Turner Valley became a boomtown after the discovery of oil and gas. As a 

result, the region grew in population. Between 1914 to 1947, the area was known as the 

heart of Alberta’s petroleum industry. The Turner Valley Gas Plant, which is now 

recognized as a National and Provincial Historic Site, remained a large contributor to 

Western Canada’s energy supply until 1985. During these early flourishing years, the 

Village of Longview was made up of two communities, Little New York and Little Chicago.29 

However, as the surrounding industries declined, Little Chicago became a ghost town. 

Many of its remaining buildings were moved to Black Diamond’s downtown to rebuild the 

area after the 1949 fire that destroyed the downtown core.30 Nanton, which is at the 

southern tip of the Foothills, was known as the Tap House.31 It would provide free water 

collected from the foothills of the Rockies to travellers. Eventually, the town became one 
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of the first places in the country to bottle and sell water through what is known today as 

Nanton Water & Soda Limited.32  

According to the Vanier Institute of the Family, family farms have played a key role in the 

history of Canada through their contributions to both local and provincial economies. They 

also helped to shape communities and familial identities. As per Unlocking the Foothills 

Tourism Potential (2020), family farms in Alberta are an important means for communities 

throughout the province to sustain their food security and stable supply chains.33 For 

example, farm direct marketing allows producers and family farms to assume 

accountability and benefit from the delivery of quality food products directly to the 

customer through various methods.34 These include, farm gates, farmers’ markets, u-

picks, community supported agriculture, and direct sales to restaurants.35 More and more 

people are interested in knowing where and how their food is grown and raised, as well as 

who is behind its production. Family farms can cater to these interests while increasing 

their business revenues and sustaining their family farms and rural way of life.  

Additionally, a study conducted in Missouri, concluded that farms implementing 

agritourism activities had an impact on the conservation of tangible cultural heritage 

resources, such as historic buildings and artifacts related to the local agricultural history.36 

Since part of the appeal of visiting a farm is learning about where food comes from and 

how it is grown and harvested, farmers are able to use these tangible culture heritage 

resources to tell the story of their farm, while simultaneously maintaining the intangible 

cultural heritage value of continuing the practice of agriculture.37 

In 2020, the Foothills had a population of approximately 80,000, with almost 7% identifying 

as a visible minority and 4.32% identifying as Indigenous. Additionally, 3.74% of the 

population identified as speaking a non-official language. The median annual income for 

families (couple families, lone-parent families, and people without children) was $113,746 

as of 2018.38 During the same year, of the approximately 2,800 businesses in the Foothills, 

97.5% were small businesses employing between 1-49 employees.39  

In 2016, the Foothills listed over 1,000 farms, with the main agricultural activities being 

cattle and calf raising (approximately 125,000 animals) and cropland use (over 350,00 

acres).40 Notably, at the provincial level there was a 27.5% increase in young farmers under 

35 years (n=1,890) between 2011 and 2016. Additionally, female farm operators in Alberta 

are above the national average at 30.8 percent.41 The Foothills Tourism Association also 
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identifies approximately 409 visitor-facing businesses and service providers with a range 

of experiences, including food & drink and agritourism. Of these businesses and service 

providers, 29% (n=120) can be categorized as existing or prospective agritourism 

businesses. 

Understanding the diverse makeup of the peoples, histories, and cultures of the Foothills 

is essential to developing agritourism activities. The unique stories connected to 

agricultural production, the people behind agriculture and food, and the tangible and 

intangible cultural heritage resources present in the area, all make the experiences for 

visitors unique and difficult to replicate. 
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TECHNOLOGICAL  

Agritourism development often requires tourism-specific skills and experience to be 

developed by individuals who are primary focussed on agriculture. Some examples include 

customer service, hospitality, and online marketing.42 Having an online presence as an 

agritourism business is particularly important. Providing accessible information to visitors 

about a business, such as its operating hours, is essential for attracting agritourists. 

Visitors need guarantees when planning trips. This is especially evident in rural areas, 

where negative experiences can be had if after a driving all the way to a farm or other 

agritourism business a visitor finds it closed. This is compounded by the fact that 

urbanites are not always accustomed to “calling ahead,” which means strategies that may 

attract locals to an agritourism business may not necessarily work for out-of-town guests. 

Note, the pandemic is increasing call-ahead habits amongst all visitor segments. 

As a result of the pandemic, technology has become even more important for offering 

services and delivering value to prospective visitors. Having an online presence with key 

information, such as descriptions of product and service offerings on readily used 

platforms by agritourists, has become essential for many businesses’ survival in both rural 

and urban areas. Additionally, establishing innovative partnerships, such as those between 

customer delivery applications and producers, has become a more common service 

offered by businesses that have been forced to pivot in the current climate.  

 

Providing online spaces for industry members, locals, 
and visitors to connect is an excellent way to build 
community around agritourism and support local 
businesses.  

 

In many cases, industry members, locals, and visitors are unaware of what is next door to 

them and as a result may lose out on opportunities to experience an agritourism activity or 

to develop a unique agritourism partnership with another business. The official Foothills 

Tourism Association Facebook page, entitled Explore Foothills, has garnered over 2,100 

Likes and is updated almost daily. Content on the page features local businesses and 

destinations in the region, including food & drink experiences. Similarly, an industry-
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oriented Facebook group, created by the Foothills Tourism Association, entitled Growing 

Foothills Together, has over 800 members, comprised of local business owners and 

tourism operators. These high numbers of online engagement show the strong desire that 

people in the Foothills have to network and find information about visiting and 

experiencing the Foothills, including experiencing agritourism activities. 

Ongoing growth and maintenance of the region’s broadband internet service is vital to 

connecting rural businesses with visitors. In November 2020, the federal government 

announced a $1.75 billion investment into a Universal Broadband Fund which aims to 

support high-speed internet infrastructure projects to remote and rural communities 

nationally.43 While several communities in the Foothills were identified in the original 

project proposal for broadband internet expansion, including the hamlets of Priddis, 

Millarville, and Bragg Creek, only Bragg Creek qualified for infrastructure funding in March 

2021.44 

 

As the Foothills enters the post-pandemic era, there may 
be new opportunities to use technology to benefit the 
agritourism industry.  

 

More specifically, there may be opportunities related to ensuring the health and safety of 

visitors and staff, including providing information around up-to-date protocols, or creative 

approaches to connecting visitors to agritourism experiences. In the meantime, it is 

important for industry members in the Foothills to continue to grow their online presence 

and explore different partnerships that will further increase their resiliency in the years 

ahead. 
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LEGAL  

There are many policies, laws, and related regulations that impact where and how 

agritourism activities can be developed in a municipal jurisdiction. Health and safety 

regulations, heritage conservation policies, or environmental policies will all impact these 

decisions.  

 

However, land use frameworks, plans, and policies are 
perhaps one of the most significant influencers of where 
and how to develop agritourism.  

 

It is important to remember that the Foothills is made up of 11 municipal jurisdictions, with 

four being part of the Calgary Metropolitan Region Board. Four being part of the Calgary 

Metropolitan Region Board: Foothills County, Town of High River, Town of Okotoks, and 

Rocky View County. Every municipal jurisdiction has its own municipal development plan 

and subsequent sub-plans and land use bylaws. This is important to consider when 

developing agritourism in the Foothills, as different policy and regulatory frameworks will 

come into play depending on the location of a potential agritourism business. Below are 

some of the legal frameworks that will or currently influence agritourism development in 

the Foothills.  

 

Land-use Framework 

Land-use planning in Alberta begins with the Land Use Framework, which was 

implemented by the Government of Alberta in 2008. This framework outlines an approach 

for managing both public and private lands as well as natural resources, towards achieving 

the province’s long-term economic, environmental, and social goals. This includes how 

land use will be managed, as well as how decisions will be made regarding growth 

pressures at the provincial level.45 The Land Use Framework establishes seven land use 

regions and requires the development of a regional plan for each region.46 
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South Saskatchewan Regional Plan 

The South Saskatchewan Regional Plan is one of the seven regional plans that establishes 

a long-term vision for the South Saskatchewan Region, which includes the Foothills.47 The 

plan aligns provincial policies at the regional level and includes strategies for responsible 

energy development, sustainable farming and ranching, recreation, forest management, 

and nature-based tourism.48 Although the plan does not identify agritourism specifically, it 

does identify tourism as a key area of growth and opportunity. Additionally, it references 

objectives that could be achieved through agritourism development. This includes 

reducing the fragmentation and conservation of agricultural land, specifically recognizing 

that smaller parcels contribute to the diversification of the overall agricultural economy, 

particularly in the areas of local food, value-added production, and agricultural supporting 

activities.49  

 

Calgary Metropolitan Region Growth Plan 

The Calgary Metropolitan Region Growth Plan (2021) is a policy framework for managing 

growth and implementing long-term goals for the Calgary Metropolitan Region. This 

includes future population and employment growth that reflect the aspirations for the 

Region.50 Pending the approval by the Government of Alberta, the draft policy framework 

will guide future growth and development in the Foothills, including agritourism 

development. The plan defines agri-tourism as, “tourism that supports commercial 

agricultural production at a working farm, ranch, or processing facility; tourism that 

generates supplemental income for an agricultural producer; tourism related to activities 

that promote or market livestock and agricultural products such as fairs, market gardens 

and rodeos.”51 In the plan there are three areas that relate directly to agritourism 

development, including Section 3.1: Blueprint for Growth, Section 3.2: Economic 

Wellbeing, and 3.6: An Amazing Quilt of Rural and Urban.  

Section 3.1: Blueprint for Growth 

In Section 3.1.6.1, it states, “Municipalities shall comply with the following locational criteria 

when designating areas for placetypes: (a) employment areas should only be located in 

preferred growth areas, except the following, which have no locational criteria: i) resource 

extraction and energy development; ii) agriculture-related business including processors, 
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producers, and other agri-business and related accessory uses; and iii) home-based 

business.”52 Since agritourism can be considered a home-based business or an 

agriculture-related business including processors, producers, and other agri-business and 

related accessory uses, agritourism activities within these parameters are not required to 

be in urban municipalities, hamlets growth areas, or joint planning areas. Instead, they can 

exist in multiple locations within the municipality. 

Processors, in this plan, are defined as, “Businesses that process (or transform) primary 

agricultural products into intermediary or final products for consumption (i.e. seed 

processors/crushers, milling, slaughter houses, wool/leather production, milk/cheese 

production, food manufacturing, fibre production, preservation, packaging, etc.).”53 

Producers, in this plan, are defined as, “Primary producers are ranchers and farmers, 

greenhouse operators, aqua-culturalists, beekeepers, and other individuals who create 

primary agricultural products via biological processes.”54 

Section 3.2: Economic Wellbeing 

In Section 3.2.3: Agricultural Economy, it sees agriculture playing an important cultural and 

economic role in large and small communities across the Calgary Metropolitan Region. 

More specifically, it highlights the importance of having a balance between conserving 

agricultural land and promoting other forms of economic development; in a manner that 

promotes new land uses which are compatible with existing ones. Additionally, it 

recognizes the importance of supporting value-added agriculture and related industries in 

proximity to producers as important for supporting the agricultural industry.55 

Subsection 3.2.3.1 states, “Municipal Development Plans shall: (a) identify the role that 

agriculture plays in the municipality and include policies to support a strong, resilient and 

diversified agricultural economy; (b) include policies to support growth of agri-business 

and value-added agriculture and related industries, especially when located in proximity to 

producers, as appropriate to the local scale and context; (c) identify more opportunities to 

buy, share and sell locally produced food; and (d) identify opportunities for agri-tourism, as 

appropriate to the local scale and context.”56 Municipal jurisdictions are mandated to 

identify opportunities for agritourism development, as well as develop policies that will 

support a resilient and diversified agricultural economy. This includes supporting the 

growth of agribusinesses and value-added agriculture and related industries, such as 

businesses with the potential for agritourism development.  
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Section 3.6: An Amazing Quilt of Rural and Urban 

In Section 3.6: An Amazing Quilt of Rural and Urban, it mentions how the growth plan will 

cultivate growth in a way that maintains the rural, agricultural, and environmental 

characteristics of the rural area. It will focus most urban growth to higher density and 

mixed-use areas, including towns, city centres, hamlet growth areas, and strategic joint 

planning areas. It identifies this approach as benefiting all member municipalities by 

promoting, enhancing, and supporting the common regional framework in two ways, with 

one pertaining more to agritourism development. Specifically, “offering lifestyles in rural 

places where people can live in nature, hobby farm, keep horses for pleasure or sport, or 

explore opportunities to generate their own power, grow their own food, or operate a 

home-based business or a large agricultural operation.”57 Although it does not have 

specific policies related to celebrating the amazing quilt of rural and urban, this approach 

intersects within the policies contained in the Growth Plan. Agritourism can be a catalyst to 

maintaining and offering lifestyles in rural places where people are able to live by having an 

agritourism business on their property and grow or raise their own food.  

 

Intermunicipal & Municipal Development Plans 

Each municipality has its own municipal or intermunicipal development plan. It is a 

statutory policy document prepared by a municipality and enforced by provincial 

regulations.58 It outlines how growth and development will be managed in a municipality. It 

also identifies how a community will address immediate needs and create long-term goals 

for guiding future development.59 An intermunicipal development plan is one that is 

prepared collaboratively between two or more municipalities. 

Within the Foothills, the municipal development plans of Rocky View County, Foothills 

County, the towns of Okotoks and High River, all need to align with the Calgary 

Metropolitan Region Growth Plan. In addition, the municipal development plans of these 

four jurisdictions—along with those in the towns of Black Diamond, Turner Valley, Nanton, 

the Village of Longview, and the Municipal District of Willow Creek No. 26—must align with 

the South Saskatchewan Regional Plan. 
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In many cases, municipal development plans and strategies do not explicitly mention 

agritourism. However, many do include terms and reference activities that are connected 

to agritourism, such as local food production, value-added agriculture, urban agriculture, 

and farmers’ markets. Below are some examples found in the Foothills. 

• Town of Turner Valley & Town of Black Diamond: In the Joint Growth Strategy for 

the Towns of Turner Valley + Black Diamond (2016), future development 

recommendations are included to “Build sustainable communities by encouraging 

the following programs and planning techniques: agricultural urbanism and local 

food production to physically and programmatically integrate a local sustainable 

food culture and system into the towns’ environment and communities, through 

programs such as: community gardens, farmers markets, farm-to-table start-up, 

and educational events or school programs.60 

 

• Town of Nanton: In the Town of Nanton Municipal Development Plan (2019), two 

policies concerning economic development relate to agritourism. The first 

focusses on agriculture, specifically mentioning supporting the production of 

primary agricultural commodities and value-added agriculture industries, as well as 

supporting locally produced food and food products to be consumed at home and 

exported to all markets as a component to health and wellness.61 The second 

focusses on tourism, and encourages businesses, volunteers, public service 

groups, and cultural amenities oriented to Nanton’s tourism industry to work 

together and continue to define Nanton as an Authentic Alberta experience.62  

 

Land use Bylaws 

Because land use bylaws are reflective of intermunicipal or municipal development plans, 

most bylaws do not explicitly mention agritourism in the Foothills. However, many do 

identify activities that can be considered part of agritourism, such as bed and breakfasts, 

guest ranches, farmers’ markets, or lodging for example. Since there is a vast array of 

land-use bylaws with different yet sometimes similar activities related to agritourism, it is 

important to collaborate among the different municipal jurisdictions to build awareness 

amongst industry members about the pathways available to develop agritourism activities 
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in different areas. Below are some examples found within the Foothills.  

 

• Town of Black Diamond: The Town of Black Diamond Land Use Bylaw No. 98-14 

(2007) identifies bed and breakfast accommodation as an activity that it defines 

as, “a principal dwelling where sleeping accommodation with or without light meals 

is provided to members of the traveling public for remuneration.”63 It also specifies 

requirements such as providing one (1) parking spot per rented room, plus the 

number required for the dwelling, and to not employ any person other than an 

occupant of the principal residential building in which the bed and breakfast 

accommodation operation takes place.64 

 

• Town of Okotoks: The Town of Okotoks Draft Land-use By-law (2021) mentions 

agritourism as an example of an activity permitted in Agricultural & Land Holdings 

Districts. More specifically, it mentions that “agritourism can support local 

agriculture and economic development.”65 It also mentions agritourism activities, 

including farmers’ markets, farm gate sales and other farm-based businesses.66 

Last, it identifies Agriculture-Urban zoning as “community oriented, small-scale 

agriculture including, (but not limited to), community gardens, edible landscaping, 

rooftop gardens. It excludes Cannabis production. It may include keeping of 

animal(s) in accordance with relevant municipal and/or provincial regulations.”67  

 

• Municipal District of Willow Creek No. 26: The Municipal District of Willow Creek 

No. 26: Land use Bylaw No. 1826 (2020) identifies certain agritourism related uses 

as discretionary uses for rural zoning, such as bed and breakfasts, tourist homes, 

and guest ranches. It specifically defines a guest ranch as, “a ranch or resort in an 

agricultural setting designed for vacationers offering primarily lodging, horseback 

riding and other activities typical of western ranches.”68 

 

• Town of Nanton: The Town of Nanton Land Use Bylaw 1246-13 (2013) also 

identifies bed and breakfast; breweries, distilleries, and wineries; markets; and 

market gardens as permissible activities. More specifically, it defines a market as, 

“a development indoors or outdoors which provides to vendors, stalls or other 

similarly restricted areas for the demonstration of products and services, disposal 
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and sale of goods, wares or merchandise to the public, at a single location or 

premises, including but not limited to farmers’ markets, flea markets, craft shows 

or trade fairs.”69 Market gardens are defined as “the growing of vegetables or fruit 

for commercial purposes. This use includes an area for the display and sale of 

goods or produce grown or raised on site.”70 

 

• Foothills County: The Foothills County Land Use Bylaw (2019) identifies bed and 

breakfasts in its bylaws. It specifically identifies this activity as a discretionary use 

within Agricultural Districts. It also mentions the maximum number of commercial 

accommodation units (4) and the maximum stay time (14 days).71 Additionally, the 

bylaws identify Direct Control District #32 – Agricultural Societies, which allows 

for, “the operation of agricultural societies, and accessory community recreational 

facilities providing services and facilities for the agricultural related, recreational, 

tourism, or social needs of the community. This recognizes the need for the 

community associations and agricultural societies to operate as a viable business 

thus allowing for a multitude of uses accessory to the principal use of the site...”72 

Some discretionary uses as accessories to the primary use as an Agricultural 

Society include minor campground, cultural facilities, food service, and public 

market.73 
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ENVIRONMENTAL 

The landscape of a destination is one of its most prevalent features and can have a 

significant impact on a visitor’s agritourism experience and satisfaction.74 Agricultural 

landscapes reflect local cultures, traditions, and ways of living by illustrating how people 

have altered the natural environment. Alberta is divided into 6 Natural Regions and 

Subregions. These are based on features such as soils, landscape patterns, and 

vegetation. The Foothills is in the “mixed grassland” Natural Subregion.75 Over the last 

century, much of Alberta’s grasslands have been converted to agricultural land uses.  

The Foothills’ location in the Rocky Mountains-Prairie transition zone, means visitors do 

not need to travel far to witness noticeable landscape changes in the area. 

 

In fact, the Foothills sits at the transition of three 
physiographic regions, the Rocky Mountain Foothills, the 
Southern Alberta Uplands, and the Western Alberta 
Plains.76  

 

This makes the East-West corridor a defining landscape feature since the area’s change in 

elevation impacts vegetation, wildlife, and weather patterns. Additionally, this geographic 

diversity explains why the Montane Cordillera, the Boreal Plains, and the Prairies Terrestrial 

Ecozones converge near the Foothills.77  

Landscapes play a particularly defining role in agritourism development as alterations to 

the landscape is needed for agricultural production. In fact, many of UNESCO’s cultural 

heritage landscape designations around the world feature unique agricultural landscapes, 

from terraced rice fields to stone vineyard walls. These landscapes form part of the 

foodways of a place, which include the who, what, where, why, and how food is grown, 

produced, prepared, and shared. Foodways also reflect the uniqueness of a place’s 

geographic landscape and the ingredients that can be grown there because of the unique 

terroirs.   

Conserving natural landscape features, like mountain viewsheds or forest borders, can 

benefit agritourism development. These natural heritage features can also help to anchor 
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visitor activities to place. A key motivation for many rural tourists and agritourists is 

enjoying rural landscapes, and this can happen through farm-stay experiences, 

participating in farm activities, experiencing traditional hospitality, being close to farm 

animals, tasting farm-grown foods, viewing countryside scenes (e.g., farmstead 

buildings/structures, cultural/natural landscape), and experiencing the  living cultural 

heritage of rural life.78 Similarly, having healthy natural environments makes it easier to 

connect agritourism to other activities that agritourists may be interested in, including 

watching wildlife and simply appreciating the natural landscape. A key part of conserving 

the integrity of natural and rural landscapes is being mindful that there is a carrying 

capacity to visitation. At a certain point, too many cars, buses, and tourists detract from 

the “rural getaway” experience that agritourists seek. 

 

Since agritourism activities are so strongly connected to 
the landscapes in which they take place, it is important to 
consider the impact of climate change on agritourism 
development.  

 

Impacts such as flooding, severe storms, and other significant changes in weather 

patterns, as well as soil degradation and erosion, will have an impact on what can be raised 

or grown in the Foothills. Agritourism development should consider integrating 

approaches and process that actively support healthy ecosystems, such as using 

renewable energy sources, encouraging organic and regenerative farming, and eliminating 

single use plastics from the visitor experience.  

  



 

 

 

 30 

  



 

 31 

MARKET  

TOURISM TRENDS 

Escape from the City 
In recent years, there has been a tourism trend towards leisure in the country or “soft 

adventures”.79 More and more urbanites are looking to escape the city, reconnect with 

nature, and explore rural areas on short trips, close to home, in uncrowded open spaces. 

Busy schedules and ever-present expectations of digital connectivity contribute to this 

desire to disconnect from daily life. This trend has been amplified by the onset of the 

COVID-19 pandemic. With international getaways unavailable, people are looking for 

alternatives. The demand for restorative tourism presents an important opportunity for 

agritourism developers, especially for operators located in rural areas like the Foothills, 

which are located within a short drive from a major urban centre. 

There is also growing awareness amongst city-dwellers of staycation opportunities in their 

own backyards. For the Foothills, this presents a user-generated marketing opportunity. 

When visitors participate in and enjoy agritourism activities, they are more likely to 

recommend them to friends and neighbours who also live near the Foothills, opening up 

agritourism opportunities to more visitors. As noted in Unlocking the Foothills Tourism 

Potential (2020), Calgarians are likely to recommend the Foothills Region as a tourist 

destination, with 62% of respondents saying they are very likely or likely to do so.80 

The Search for Meaning 
In the wake of the COVID-19 pandemic, many people are revaluating their priorities. 

Visitors today are increasingly interested in connecting meaningfully to the places that 

they visit. More than ever, they are seeking to be transformed by their travels. Gaining new 

skills and engaging with communities to learn about different cultures are important goals 

for many travellers.81 Achieving this requires engaging directly with the people and 

landscapes of a place. From cooking classes to farm tours to mushroom foraging, 

immersive agricultural experiences are a great way to offer learning and growth to visitors. 
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At the same time, agritourism empowers business owners and operators to share their 

stories, which is an important element of developing meaningful visitor experiences 

connected to the people of the place. 

When the tourism industry begins to open up again, agritourism experiences can be 

geared to locals and those from nearby regions, reconnecting people to the products and 

producers in their own backyards. Visitors do not need to travel far to learn something 

new. This is an important point when considering the potential role of agritourism in post-

pandemic recovery. 

Responsible Consumption 
Interest in responsible consumption is growing and people are keen to understand where 

their food comes from. As the demand for local food in Alberta continues to increase, 

more and more consumers are interested in knowing where their food comes from.82 In 

2016, 23% of Albertan households chose restaurants because of their use of Alberta food 

ingredients83. At the same time, food purchased through farm retail reached $303.7 

million, while food purchased at farmers’ markets reached $924.5 million.84 This demand is 

mirrored in the Foothills. According to Unlocking the Foothills Tourism Potential (2020), 

91% of respondents viewed locally grown food as important, and 70% of Calgarians 

surveyed would travel 30-60 minutes south from Calgary to buy product directly from 

farmers, with 41% of those who would travel to buy products willing to visit a Foothills farm 

gate store between 4-6 times a year. 85 

For many, the importance of local food and supporting local businesses increased in 

importance as the pandemic laid bare the shortcomings of global food supply chains. A 

strategic consideration for destinations is the extent to which they incorporate 

sustainability into their development, management, and marketing efforts. For many 

agritourism destinations, there is a real opportunity to emphasize the environmental, 

economic, and sociocultural benefits of purchasing local food, and championing 

sustainable farming practices when possible. In doing so, these destinations are able to 

connect with discerning travellers looking to go somewhere that aligns with their values. 

For example, sustainability-minded travellers want to leave a destination feeling as though 

their visit and money benefited the community, people, and the environment they visited. 

For local visitors, this can be even more of a motivation when the money they spend goes 
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directly to support their community and neighbours. The Foothills has an opportunity to 

educate prospective visitors around the community benefits of travelling to places that 

are seeking to increase visitation as opposed to those overrun by tourists. More 

specifically, there is a real opportunity to market the Foothills as a more sustainable high-

season daytrip option for Calgarian than others, such as Banff & Lake Louise. 

Agritourism and Outdoor Tourism 
There is a natural overlap between agritourism and outdoor tourism that destinations 

around the world are seeking to capitalize on, and there is an opportunity for the Foothills 

to do the same. Many of the visitors that sign up for outdoor adventures also have an 

interest in local food, landscapes, and meaningful travel. There are several noteworthy 

tourism trends related to how rural destinations strengthen links between local foods and 

landscapes, including the following: 

• Offering food experiences that are connected to the places where the ingredients 

are grown while incorporating local history, through farm-to-fork, foraging and/or 

outdoor cooking and dining; 

• Offering local food experiences that are connected to wild and rugged landscapes. 

For example, setting up picnic tables stocked with local foods in remote, 

sometimes difficult to access locations; 

• Leveraging tour operators to play a key role connecting products to experiences, 

encouraging visitors to explore the destination and spend more at local 

businesses; and 

• Offering experiences that are changing, impermanent, flexible, and mobile, and 

tourism products that are unique and multifunctional, and have low requirements 

for infrastructure investment. 

Recognizing the success of these approaches in other destinations, there is an 

opportunity for businesses in the Foothills and the Foothills Tourism Association to 

capitalize on these trends through developing and marketing one-of-a-kind memorable 

agritourism experiences that highlight the beauty of the destination’s views, agricultural 

lands, including farmscapes, and other landscapes. 
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AGRITOURISM  

What is Agritourism? 
Agritourism can be described as a subset of culinary tourism; that is, a niche tourism that 

exists at the interface between the tourism and agricultural sectors. However, there is no 

universal definition of agritourism, or agreement on the activities associated with 

agritourism. Put simply, different places understand agritourism differently. For example, in 

Europe, agritourism is closely tied to working farms and farm-based accommodations. In 

Asia, it often invites visitors to participate in farming-related activities and to celebrate the 

harvest. In North America, agritourism often focusses on local markets and building 

awareness around local food systems. Individual businesses also approach agritourism 

development and delivery in a diversity of ways. Some focus on accommodations, such as 

bed & breakfast, others focus on delivering educational programs, like a workshop on 

preserving foods, while others sell produce at a farmers’ markets or the farm gate. For this 

reason, it is important to be genuine when defining agritourism, and connecting 

agritourism to the peoples, places, and processes that make the agriculture of an area 

unique is the easiest way to do this.  

Some common reasons to pursue agritourism development include increasing the 

breadth and diversity of tourism stakeholders, adding tools for rural economic 

development, diversifying revenue streams, and connecting locals and visitors to 

producers and processors.  

 

The big difference between an agritourism experience, 
as opposed to a culinary tourism experience, is that the 
former does not need to incorporate a taste element.  

 

For example, visiting an Agricultural Society museum or a grain elevator that teaches 

visitors about the agricultural history of the area can be considered agritourism. Notably, 

some tourism experiences can be categorized as both a culinary tourism and an 

agritourism experience. For example, an Agricultural Society museum or grain elevator 
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with programming that includes a locally sourced lunch can be considered either a culinary 

tourism, an agritourism experience, or both. 

Food and drink are innately linked to the histories, heritages, cultures, and geographies of 

place. All of these attributes lead back to the people that call a place home, and how their 

food culture evolved to shape their landscape, traditions, and livelihoods. This relationship 

is called “foodways”. Foodways address the who, what, where, when, why, and how food 

has become part of a community. For example, the stories of movement, migration and the 

passing down of food and food traditions from Indigenous peoples or brought to the 

community by historic setters, such as the Hutterite community, or newcomers to the 

Foothills, form part of the unique foodways of the area. Knowing the history of ranching in 

the Foothills, such as Bar U Ranch National Historic Site, or the history of bottled water in 

Nanton, provides insight into the long history of food and drink in the area. 

Agritourism at the Provincial and Regional Levels 
Within the province of Alberta, agritourism is seen from a diversity of perspectives. On the 

one hand, the former Department of Culture and Tourism (now the Ministry of Jobs, 

Economy, and Innovation) unofficially defines ag-tourism as “nearly any activity in which a 

visitor goes to the farm or other agricultural setting contemplates the farm landscape or 

participates in an agricultural process for recreation or leisure purposes.”86 On the other 

hand, the Department of Agriculture and Forestry defines the term as “the marriage 

between two of Alberta’s top industries – agriculture and tourism…present[ing] the 

consumer or tourist with an opportunity to engage in a direct exchange of values between 

themselves and the farm community – whether it is at a farmers’ market, on a farm tour, at 

an agriculture festival or fair, or at a country vacation farm or market gardens.”87 The 

Department of Agriculture and Forestry also provides some examples of ag-based 

attractions, events and services, including  attractions, heritage farms and ranches, farm 

recreation and visits, ag industry tours, events, festivals, fairs, and rodeos.88 

Additionally, the Government of Alberta defines agriculture tourism as presenting the 

opportunity for people from the city to experience rural Alberta.89 The province views 

agritourism as an effective way to inform young people about where their food comes 

from, and share the important work that people do at each stage of food production. The 

province has supported the Classroom Agriculture Program for K-12 students, a 

presentation of where food comes from in Alberta.90 The province has also identified 
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educational agriculture tourism as an opportunity for teachers, ag tourism operators, and 

producers to collaborate in offering educational content through firsthand rural 

experiences.91 To assist educators, the province developed guidance materials for 

teachers and farmers interested in making educational agritourism a part of their 

programs.92 

The Supporting Alberta’s Local Food Sector Act (2018) passed by the Government of 

Alberta, encourages the development and success of the local food sector. It also 

regulates agricultural products that are produced or processed in the province and 

marketed and sold as organic products within the province.93 As part of this Act, the week 

preceding the third weekend in August each year is proclaimed as Alberta Local Food 

Week. A Local Food Council also exists to advise the province on policies, programs, pilot 

projects or initiatives to support the continued growth and sustainability of Alberta’s local 

food sector.94 This Act indirectly supports agritourism because a main component of an 

agritourism experience is learning about local food production. 

Last, Alberta Open Farm Days is an example of a provincial agritourism event that provides 

Albertans with the opportunity to learn about and experience a farm, including learning 

about where their food comes from.95 Over two days this event provides both resident of 

and visitors to the province with an opportunity to visit the farms, and have a taste of local 

foods directly from the producers.  

At the regional level, the Calgary Metropolitan Region Board defines agri-tourism in its 

Calgary Metropolitan Region Growth Plan (2021) and its Agriculture Background Report 

(2020) as “tourism that supports commercial agricultural production at a working farm, 

ranch, or processing facility; tourism that generates supplemental income for an 

agricultural producer; tourism related to activities that promote or market livestock and 

agricultural products such as fairs, market gardens and rodeos.”96 Since a large portion of 

the Foothills is included in the Calgary Metropolitan Region, it is important for the Foothills 

Tourism Association to consider aligning its own definition of agritourism with this and 

other relevant definitions of agritourism. Of course, a Foothills definition of agritourism 

should also reflect the region’s specific local needs and context.  
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Agritourism in Other Municipalities 
Other municipal jurisdictions in Alberta have developed their own definition of agritourism 

or reference specific activities related to agritourism. For example, Strathcona County’s 

Agriculture Master Plan (2015) identifies agri-tourism activities as berry patches, u-pick 

gardens, food festivals. It also indirectly defines agritourism as “local food, food related 

businesses and food experiences.”97 

In Wheatland County, east of Calgary, its land use bylaw defines an agri-tourism business 

as, “a use, accessory to the principal agricultural use, that brings additional visitors to an 

agricultural parcel over and above the site visits generated by the principal agricultural 

activity(ies). This use is seasonal in nature and includes facilities for the retail sales of 

agricultural products on the same site as where the product is produced and/or, the use of 

features or facilities located on the land. Examples may include corn maze, petting zoo, 

informational centre related to agricultural activities, bouncy houses, potato sack slides, 

mini golf, playground activities, miniature trains, pedal karts and sandboxes.”98  

Additionally, Community Futures Wild Rose, in collaboration with the Government of 

Alberta, Wheatland County, Kneehill County and Rocky View County, are developing a 

strategy to grow and develop agritourism within the Community Futures Wild Rose Region. 

In the Community Futures Wild Rose Agritourism Phase 1 Report (2019), agritourism 

businesses are defined as “those businesses that are growers/producers of food and who 

have an agritourism focus, such as: farms, ranches, greenhouses, you-picks, orchards, 

brewery/wine/mead, apiaries and culinary.99 

Because the Foothills is relatively close to these other municipal jurisdictions, and Rocky 

View County as well as portions of Wheatland County form part of the Calgary 

Metropolitan Region, there may be opportunities to explore how their understandings and 

definitions of agritourism and its related activities can inform how the Foothills defines 

agritourism. 
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AGRITOURISM IN THE FOOTHILLS  

Overview  
Towards garnering intimate knowledge of and insight into the agritourism landscape of the 

Foothills, thirty-two (n=32) interviews were conducted from March to April 2021, including 

thirteen (n=13) industry interviews, eight (n=8) internal key informant interviews, and eleven 

(n=11) external key informant interviews. 

When asked about their understanding of agritourism in the province, respondents shared 

many similar answers, all connecting agritourism to visitor experiences, including:  

• learning about where food comes from and how it’s grown (n=26); 

• building an environment where travellers can establish a strong connection to the 

Foothills, through its natural landscape (n=21); and 

• learning the history of foods grown in the region, including the rich cultural 

heritage of Alberta farmers and ranchers (n=12).  

At the community level, respondents associate agritourism with specific activities, 

including: 

• on-site farm tours (n=8); 

• ranch vacations and farm stays (n=8); 

• going to farmers’ markets (n=7); 

• farm to table dinners (n=5); 

• u-picks (n=2); and  

• rodeo events (n=2).  

Agritourism as a driver for rural economic development was also mentioned across all 

respondent groups. 

On the perceived benefits of creating a local food brand for the Foothills, the majority of 

internal key informants identified such an initiative as one avenue for regional 

development. While challenges around funding and the selection of businesses that have 

market-ready products for such a campaign exist, there is opportunity to develop the 

Foothills as a “top of mind” destination where visitors can easily find and enjoy locally 

produced food. 
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On supports that are available for agritourism development, all respondent groups shared 

examples of agritourism development supports provided by different tiers of government 

and/or industry associations: 

• At the national level, toolkits from Destination Canada and membership in the 

Indigenous Culinary of Associated Nations were mentioned;  

• Provincially, Travel Alberta’s mandate to support product and experience 

development, strengthened by post-pandemic recovery measures, brought up 

programs such as the SHiFT Experiential Training Program and the Cooperative 

Investment Program;  

• The Alberta Association of Agricultural Societies, which oversees the annual 

Alberta Open Farm Days event, provides webinars and educational materials for 

participants, which may include farmers and ranchers opening their farm to the 

public for the first time; and 

• Commodity groups, such as the Alberta Wheat Commission and Alberta Beef, 

agricultural service boards, chambers of commerce, Tourism Calgary, and 

industry-led organizations such as Community Futures were also identified as 

providers of individual services to support agritourism development. 

The range and number of already existing supports for agritourism development are a 

good foundation for Foothills Tourism Association to draw from toward supporting its 

members and other businesses in growing agritourism in the Foothills. 
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61%21%

18% Exisiting agritourism
operators n=89

Prospective agritourism
operators n=30

Other/Unsure n=27

Agritourism Landscape  
In March 2021, an online database of agritourism-related businesses in the Foothills was 

developed. Of 146 businesses inventoried, 61% were proactively categorized as existing 

agritourism operators, 21% as prospective agritourism operators, and 18% as 

other/unsure. Of the businesses proactively categorized as existing agritourism operators, 

several were confirmed to be miscategorized through further research, indicating a 

disconnect between perceived agritourism businesses and businesses actively marketing 

and promoting agritourism. To ensure accurate reporting of agritourism enterprise in the 

Foothills, a regional definition of agritourism is required. 

 

 

 

 

 

 

 

 

 

 

 

 

  

 

The database also indicates a variety of businesses in the Foothills, including 

accommodations, attractions, beverage producers, farmers’ markets, festivals/events, 

growers/producers/suppliers, restaurants, retail, tours, and other business types. The 

following graph indicates a version of the agritourism landscape in the Foothills as put 

together through the internal process of creating the database.  

FIGURE 1.0   AGRITOURISM STAKEHOLDERS IN THE FOOTHILLS 
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In April 2021, an industry questionnaire on agritourism development was sent directly to all 

businesses inventoried and shared more broadly to attract additional industry 

respondents from the Foothills. Of the total 50 responses received, forty-two (n=42) 

respondents self-identified as an agricultural business owner/operator in the Foothills.  

When asked to highlight attributes of their business, there was much overlap between 

responses (See figure: Profile of Businesses in the Foothills for full breakdown). The 

current profile of businesses in the Foothills includes having many family-run, privately-

owned operations that raise livestock and whose location showcases the landscape. This 

business profile provides a good foundation for building agritourism at the destination 

level. 

FIGURE 2.0   AGRITOURISM BUSINESSES IN THE FOOTHILLS 
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Additionally, 66% of respondents indicated that their property has natural heritage 

features, such as picturesque views of the landscape and access to land and water trails. 

Another 29% said their property features elements of cultural heritage, such as old 

farmhouses and barns, grain silos, etc. Highlighting these types of natural and cultural 

heritage assets brings the history of the Foothills to life for visitors. This is especially 

important since, farms that take part in agritourism can tangibly contribute to the 

conservation of natural and cultural assets. 

Respondents’ property acreages were quite evenly distributed across size categories; 

with some operating on as little as under 3 acres of land and others covering more than 

481 acres. The fairly even distribution of farm sizes across the Foothills combined with 

conducive business attributes (e.g., family-run, privately-owned) and the presence of 

natural and cultural heritage features suggest that a variety of agritourism experiences 

could be developed in the Foothills.  

19%

18%

12%
10%

8%

6%

5%

3%

3%

2%
1%

13%

Family-run n=28

Privately-owned n=26

Open to visitors n=17

Livestock n=14

Regenerative agriculture, permaculture,
agroecology n=11
Cash crops n=9

Organic n=8

Hobby farm n=4

Diversified crops n=4

Market garden n=3

None n=2

FIGURE 3.0   PROFILE OF BUSINESSES IN THE FOOTHILLS 
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Staffing levels at the businesses surveyed varied throughout the year. While most had 1 to 

4 full-time staff, a high number of seasonal workers is noted as a need of most agritourism 

operators. This is consistent with the realities of the short tourism and growing seasons 

across Canadian destinations. Part of future work for industry and Foothills Tourism 

Association will be to identify ways to expand tourism into the shoulder seasons through 

agritourism activities in a way that does not impede or conflict with farming and ranching 

activities. 
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FIGURE 4.0   NUMBER OF OPERATORS BY FARM SIZE 

FIGURE 4.0   STAFFING LEVELS AT FOOTHILLS BUSINESSES 



 

 

 

 44 

Marketed Experiences 
On the Foothills Tourism Association website, “agritourism” is listed as an experience 

category. As of May 2021, 22 members of the Foothills Tourism Association were tagged 

as offering agritourism experiences; however, a visitor-facing description of what 

agritourism experiences include is missing from the website. In addition, not all businesses 

tagged as “agritourism” have agritourism activities listed under the “activities” section of 

their business profile page (e.g., many simply list “Shopping” or “Dining” as a visitor 

activity). There may be several reasons for this, including but not limited to businesses 

offering agritourism activities on their premises but in an informal manner. This means 

there is an opportunity to further engage prospective visitors by providing more detail on 

the agritourism activities currently offered; for example, a seasonal u-pick or an excursion 

on horseback. 

Assets 
A multi-level asset scan was conducted to better understand the agritourism business 

landscape of the Foothills. The data for this research draws from the industry 

questionnaire, industry interviews, and desk research into select businesses’ online 

properties. The research involved three different levels of inquiry, with each level of inquiry 

looking into a smaller pool of businesses. 

 

High-level Inquiry 

Based on the 42 agritourism business owners and operators that responded to the 

industry questionnaire, below are the five agritourism activities most-offered by 

businesses: 

• Workshops, cooking classes, trainings, etc. (n=15);  

• Festivals or events, including pop-up farm dinners (n=11);  

• Retail, including farm stores or roadside stands (n=10); 

• Volunteer opportunities, e.g., WWOOFing (n=10); and 

• Animal interactions, e.g., horseback riding, petting zoo (n=9).  
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Other agritourism experiences currently offered to visitors include accommodations, 

farmers' markets, farm tours, on-site cafés or restaurants, nearby picnic spots, games and 

activities (e.g., corn maze) access to hiking trails, and a u-pick.  

Current and prospective agritourism operators noted the top following activities as those 

they would consider including in their offer: 

• Workshops, cooking classes, trainings, etc. (n=15); 

• Picnic spots (n=11), and Retail, including farm stores or roadside stands (n=11);  

• Festivals or events, including pop-up farm dinners (n=9), and Tours (n=9); and 

• Accommodations (n=7), e.g., bed and breakfast. 

The consumer sentiment survey shows that Calgarians expressed a strong desire to stay 

at on-farm accommodations, and this latent demand is an opportunity for local 

businesses. Other experiences that agritourism operators are considering include 

volunteer opportunities, animal interactions, adding a café or restaurant, operating a 

farmers' market, having games and activities, and u-pick experiences. Providing support 

for current and prospective operators to establish more on-farm or ranch 

accommodations, and create new or improve upon existing visitor experiences, are areas 

of opportunity for agritourism development in the Foothills. 

 

Medium-level Inquiry 

Of the 42 agritourism operators that completed the industry questionnaire, 12 businesses 

were selected for further research. This included comparing their answers to the 

questionnaire with data collected through a review of their online assets (website and 

social media). This comparative research shed light on what a selection of businesses 

were offering and marketing to potential visitors. Below are some of the key highlights 

from this research. 

Business Profile 

• Operating hours: Six businesses currently don’t list operating hours online. Two 

say pick up by appointment only, and three advertise that their online shop is 

always open. Seasonal events, such as festivals or tournaments held on farm-

adjacent properties, are noted online for some businesses. 
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• When business was established: There is a mix of legacy businesses (e.g., 

ranches that have been passed down generations), some that began operations in 

the 90s, and most in the late 2000s. 

• Attributes from online scan: 75% of businesses advertise that they are family-

run, with 66% operating as a privately-owned business. Only 25% are regularly 

open to visitors; the rest are by appointment/reservation, or not open to the public. 

16% operate as a hobby farm, with the same percentage indicating they raise 

livestock on property. Regenerative agriculture is also practiced by 16% of the 

businesses reviewed. 

Experiences 

• Agritourism experiences offered: Interestingly, only 25% of businesses reviewed 

clearly list the experiences/activities they offer. This presents a huge disconnect 

and area of opportunity. Through a comparative review of the businesses’ online 

assets with the industry questionnaire, 66% of businesses listed specific 

agritourism activities offered at their property (e.g., accommodation, hosting 

festivals and events, on-site café/restaurant). 

• Unique selling points: Unique selling points highlight what is special about the 

Foothills. One business won the Made in Alberta Awards. Another has agricultural 

connections dating back hundreds of years; this history and intimate ties to the 

land allow visitors authentic interactions with the people and culture of the 

Foothills, including the region’s ranching traditions. Grass fed and finished Alberta 

beef are a point of pride for local ranchers. A strong awareness of the region’s 

ecosystems resulted in one business focussing on heirloom seed production, 

while another is focussed on grasses and their value in contributing to soil health. 

Accommodations also highlighted picturesque views of the Foothills and 

surrounding farmland. 

• Other comments: One business highlighted collaborations with other local 

businesses throughout the year, and two businesses that have strong ties to 

agriculture (e.g., hosting permaculture workshops and on-farm volunteers) do not 

mention these connections on their respective websites. 
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Marketing and Promotions 

• Partnerships in agritourism: More than half of businesses do not have visible 

partnerships. One business indicated that it is an Alberta Approved Farmers’ 

Market. Only one business advertised that it is part of the Foothills Tourism 

Association. 25% of businesses had some connection to other agritourism 

operators in the area, but these only appear as referral links to other websites. 

• Social media: Except for one business that only has an Airbnb listing, all 

businesses scanned had a public Facebook page. Because of Facebook and 

Instagram integrations, most businesses cross-posted updates to both channels. 

Some have LinkedIn, and only one business actively uses Twitter. 

• Brand affiliation: The vast majority of businesses (83%) do not advertise any 

connection to a larger brand, whether destination- or industry-specific, although 

one did list their accreditation as an Alberta Agricultural Tourism Destination, while 

another featured membership in the Alberta Bed and Breakfast Association. 

This research shows the strength of having legacy (multi-generational) businesses in the 

area, who are strong candidates for helping tell and share the region’s foodways, including 

ranching traditions of the Foothills. It has also highlighted a weakness in the current visitor 

experience, which starts with trip planning; many businesses do not accurately list the 

agritourism activities they offer on their websites and related online properties. 

 

Focussed Inquiry 

Of the 42 respondents who completed the industry questionnaire, a final eight businesses 

were identified for a more focussed review. The review process included looking at the 

online properties associated with each business, revisiting the data collected through one-

on-one interviews with each of the operators, and contributions from their participation in 

the industry forum. This ‘deep dive’ into select businesses, builds upon questions asked in 

the high- and medium-level inquiry, and provides a richer understanding of the agritourism 

landscape in the Foothills. 

The selection of operators represents a variety of agritourism businesses operating in the 

Foothills, including accommodations, ranches, food and beverage producers, and one 

prospective agritourism operator. 
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Business Profile 

• Operating hours: Half of the businesses have operating hours posted on their 

website. The remaining half were online-only, by appointment, industry-facing, or a 

prospective agritourism business. 

• When business was established: One business began operating in the 1880s. 

Three businesses were established in the mid-1990s. No information is available 

on the remaining businesses. 

• Attributes from online scan: 75% of businesses operate as a privately-owned 

enterprise. Approximately two-thirds of the businesses are family-run, with the 

same number indicating they are open to visitors. Ranching experiences (with 

cattle and horse interactions) are advertised on approximately a third of these 

businesses.  

Experiences 

• Agritourism experiences offered: Workshops, cooking classes, and other 

training experiences are offered at the majority of the businesses. On-site tours, 

either through the farm or at a small production facility, are offered at over two-

thirds of the businesses, with the same number participating in various on-site 

festivals and events (including pop-up/long table dinners) throughout the year. Half 

provide opportunities for animal interaction. One operator has a wide range of 

seasonal programming. Through a comparative review of the businesses’ online 

assets with the industry questionnaire, two operators said they offer on-farm 

volunteer opportunities, though these are not advertised on their websites.  

• Unique selling points: Again, there are multiple opportunities to celebrate what 

makes the Foothills special. The region’s ranching traditions are incorporated into 

visitor experiences at half of these businesses, with two operations having strong 

historical, location-specific ranching experiences. Locally grown crops and 

agricultural products are turned into award-winning consumer goods at a couple 

of the businesses. The Foothills’ rolling landscapes are a feature of staying in local 

accommodations. 

Insights on Agritourism 

• Revenue from agritourism activities: Two operators shared that 100% of their 

business revenue was associated with agritourism experiences offered to visitors. 
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Three said their revenue from agritourism ranged from 70-90%, another two 

operators said it ranged from 40-50%, with the last respondent being a potential 

operator. 

• Previous agritourism initiatives: Approximately two-thirds of businesses have 

offered some type of agritourism experience for visitors. These include activities 

such as collaborating with local chefs for long-table dinners; hosting a harvest 

festival at the farm; hosting events that feature traditional chuckwagons; and going 

on foraging tours around the Foothills. A couple of the businesses encountered 

challenges (e.g., around permitting) that prevented them from offering agritourism 

experiences to visitors.  

• Challenges and opportunities: Almost all businesses (n=7), including the potential 

operator, cited issues around permitting as a barrier to agritourism development. 

Opportunities mentioned include establishing industry partnerships, educational 

programs on agritourism, and more Indigenous involvement with agritourism 

product development. 

• Resources and supports: Half of the businesses mentioned grant funding and 

program development support from Travel Alberta as a resource for agritourism 

operators. Asked about new supports that would be beneficial, half of the 

businesses said there’s a need for developing a peer-to-peer network to facilitate 

knowledge-sharing and industry connections. 

Marketing and Promotions 

• Partnerships in agritourism: 75% of businesses promoted some form of 

agritourism partnership on their website. Examples of partnerships include 

working with a community garden; providing a venue for local Indigenous 

communities to share their knowledge of the land; and being an active part of 

industry/commodity groups. 

• Social media: All businesses scanned had active Facebook and Instagram 

accounts. There were also direct links to TripAdvisor for half of the businesses. 

• Brand affiliation: Half of the businesses were affiliated with a regional or industry-

specific brand. 

• Membership to Foothills Tourism Association: A couple of the businesses are 

tagged as “agritourism” experiences on the Foothills Tourism Association website. 

Of the remaining businesses, half are on the Foothills Tourism Association 
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website, but not tagged as agritourism, and the rest are currently not listed on the 

website. 

Through this inquiry, select operators who have incorporated agritourism into their 

businesses reported that a high percentage of their revenue now comes from those 

agritourism activities. Industry partnerships and brand affiliations (among operators, and 

to the public) were also promoted, where applicable. With these strengths, the biggest 

challenge identified by agritourism operators in the Foothills relate to issues around 

permitting. 

Industry Sentiment  
General 

From the industry interviews (n=13), when asked to describe the current state of 

agritourism in the region, respondents said that heightened interest in local food and 

supporting small businesses have led to a new way to appreciate the Foothills. Attracting 

more visitors with an interest in food production and unique culinary experiences are an 

area of opportunity for local operators, who understand that market demand for 

agritourism experiences will remain high in the wake of Covid-19. Developing agritourism 

also allows for diversified farm income and provides a way to sustain small-

scale/generational family farms. 

On the future state of agritourism in the Foothills, industry interview respondents said that 

efforts to create rural employment through the creation and expansion of agritourism 

experiences leads to economic development. A focus on developing agritourism 

experiences unique to the region, such as horseback excursions through the Foothills and 

expanded programming with the Stoney Nakoda First Nations at Bar U Ranch, was also 

mentioned. Respondents identified a need to strengthen partnerships amongst local 

operators and improve relations with local government.  

From the industry questionnaire, when asked if agritourism would be a part of their 

business over the next 1-3 years, 40% of respondents said they were extremely confident 

that agritourism would be part of their operations. 

On May 10, 2021, an industry forum on agritourism was hosted virtually. Although 31 

stakeholders confirmed their attendance, only 20 attended; and it is assumed that several 
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of those who could not attend were unexpectedly affected by the school restrictions that 

took effect the same day.  The forum included presentations on Growing Agritourism in the 

Foothills and Agritourism in Action, with local and international guest speakers, including 

Caroline Millar—whose Hideaway Experience is presented as a case study in this report—

and breakout sessions focussed on Supporting Agritourism Development in the Foothills. 

During the breakout sessions at the forum, facilitators asked what attendees were most 

excited about in relation to agritourism. Responses included: 

• exploring on-farm/ranch accommodations; 

• growing other types of crops beyond what local farms currently produce, e.g., 

mushrooms; 

• developing new products and experiences; and  

• increased collaboration amongst operators.  

When asked what prevented participants from pursuing agritourism as part of their 

business, attendees shared: 

• changing weather/climate, and seasonality of experiences; 

• staffing limitations, especially in the post-pandemic context; 

• restrictive municipal and county regulations; 

• financial limitations; and 

• confusion around permitting processes. 

On opportunities to collaborate with or support fellow operators, responses included: 

• reaching out to Tourism Calgary to offer packages with hotels that include 

transport to the Foothills; 

• hosting more events to bring Foothills Tourism Association members together; 

and  

• establishing clusters of agritourism operators in the region. 

Through the forum, industry members voiced a need for increased collaboration with 

destination marketing organizations, and other regional operators, to further market the 

Foothills as an agritourism destination. 
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Key Challenges 

Policies and bylaws that inhibit agritourism development, on both the municipal and 

regional level, were identified by multiple industry members. The primary areas of concern 

include: 

• the lack of a regional definition for agritourism; 

• unclear processes around permitting; 

• limitations on vehicle visits at home-based businesses; and 

• limitations for businesses with properties zoned for agricultural (versus 

commercial) use. 

On challenges that constrain local operators from developing agritourism, respondents 

shared what they perceive as barriers to growth in the Foothills. Among these perceptions, 

a negative sentiment towards working with local government (e.g., Foothills County) and 

dealing with neighbours who exhibit a “not in my backyard” attitude towards rural 

development, were identified as key challenges. Via the interviews conducted, one 

respondent shared that local government has “created so much bureaucracy and rules, we 

are going to regulate ourselves out of business”; another shared that operators 

experience “trepidation around inviting people to your community who aren't from there, 

that stigma will have to be addressed in the long term”. Another respondent shared that “a 

$450 development permit can turn into thousands of dollars for remedies to make all other 

buildings on the property come into compliance".  

 

It’s important to consider that agritourism is a 
diversified on-farm use that can become an 
important alternative revenue source for farmers.  

 

Specifically, those who are looking for more opportunities while still keeping their property 

zoned as agricultural. If forced into commercial zoning, these operators face different tax 

requirements and additional costs (e.g., retrofitting buildings on-site) that may counteract 

the new revenue gains of their agritourism business. Via the interviews conducted, one 

respondent also shared that for an event that attracted local chefs, they had to coordinate 

carpooling to remain within the limit of allowed number of vehicles on property, and that 
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“we are constantly nervous of the trouble we will get in; we rarely worry about the event 

being successful.” 

Multimodal tours are also becoming an increasingly popular agritourism activity, for 

example, cycling from farm to farm. Several respondents mentioned that unsafe road 

conditions for cyclists are worsened by tensions between drivers and those travelling by 

bicycle. There may be an opportunity for local municipalities to collaborate with business 

owners for special events, such as Open Farm Days, to reduce traffic speeds and warn 

drivers of increased cyclists in the area. 

 

Amending land use and other bylaws may help to address challenges and barriers to 

agritourism identified, including related to the following:  

• constraints around signage for rural businesses; and  

• regulating noise, roadway usage, and parking for festivals and events. 

Looking into potential amendments can help municipalities foster a policy environment 

that enables current and prospective businesses to support economic activity in the 

region through agritourism development. While research has identified a negative 

perception of working with municipal government as a primary concern for operators, an 

opportunity to work to improve that relationship exists for both businesses and 

municipalities. 
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CASE STUDIES  

Overview 
Five businesses that have successfully integrated agritourism into their operations were 

selected for case studies. These case studies present valuable information on how 

businesses in regions like the Foothills have successfully grown their businesses. Note, 

case studies were selected for their alignment with existing and prospective agritourism 

businesses in the Foothills and their role in helping to position their destination as a place 

of agritourism, among other factors, such as perceived commercial success. Interviews 

were conducted with business owners that were available, and these interviews focussed 

on their reasons for getting into and experience in developing agritourism as well as 

advice they would give other business owners. 
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THE HIDEAWAY EXPERIENCE  

www.thehideawayexperience.co.uk 

Profile 

The Hideaway Experience is located at Balkello Farm near Dundee in Scotland. Balkello 

Farm is a family-run 650-acre cattle farm, and the Hideaway Experience currently consists 

of 4 hideaways spread across the farm grounds and taking up a total of 1-acre. The 

Hideaway Experience, which is run by Caroline Millar and her husband Ross, is a family-

owned and operated luxury on-farm accommodation agritourism experience. The 

Hideaway Experience is bookable and operates year-round. 

Agritourism Offer 

The Hideaway Experience specializes in providing luxury and quality self-catered 

accommodation with connections to local food products and ingredients for couples that 

visit the hideaways. As part of their service, Caroline and her team provide trip-planning 

support, on-site experiences such as picnics, and recommendations for visits and 

activities in the surrounding area.  

Caroline and Ross are very hands-on owners, but at present they also have one full time 

manager, one part-time accounts administrator, a house keeping supervisor, and three 

part-time housekeepers. During the first few years of developing agritourism as part of 

their farm business, all of the activities related to running The Hideaway Experience—from 

marketing to cleaning the cottages after guests left—were carried out by Caroline and 

family. As a result, they were unable to handle more than 52 guest transactions per year. 

However, they recognized that to grow their agritourism business, they needed to bring in 

staff to support day-to-day management and operations, freeing up needed time for 

Caroline to focus on other agritourism activities and growing The Hideaway Experience.  

Growing Agritourism 

Caroline and Ross pursued agritourism development because the farm was not making 

enough money to support more than one generation. Before the Hideaway Experience was 

established, Caroline commuted to work off the farm at an office job and Ross worked on 

the farm. After they had their first child, they realized it was quite difficult to live on the 

https://www.thehideawayexperience.co.uk/
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income being generated by the farm, so they began to explore options to supplement the 

revenue generated by farming activity.  

Before the birth of their first child and settling into life at Balkello, the Millars had lived and 

travelled around New Zealand for 2 years. During this time, they experienced a number of 

agritourism activities. Caroline had also grown up on a farm that offered accommodation 

to visitors. Inspired by Caroline’s experience growing up on a farm open to guests and 

their shared experiences visiting different types of agritourism during their travels, the 

Millars researched opportunities to get into agritourism. Their first opportunity came when 

they decided to turn a worker’s cottage that was on the farm grounds into their first 

hideaway. 

As The Hideaway Experience became a viable agritourism business, the Millars realized 

that they were not in the “self-catering” accommodation market but rather in the hotel 

market, where guests were booking shorter stays rather than longer stays; and looking for 

food to be provided as part of their experience. They also began to add more hideaways, 

which they designed in collaboration with architects who brought their visions to life. Most 

recently, The Hideaway Experience announced the opening of their new hideaway “The 

Stargazers”. 

 

For The Hideaway Experience, attention  
to detail is crucial.  

 

Caroline put it forward this way, “A lot of our competitors are buying cheaper off the shelf 

accommodation. But you can go across Scotland staying in identical buildings. It costs 

more to stand out but when you stand out you get more business.” Caroline highlighted 

the importance of evolving the business as you go as well as listening to what the market is 

demanding. Listening to market demands to evolve and adjust the business offer led 

Caroline to hire more staff to allow for more turnaround of the hideaways and increase her 

capacity to welcome more visitors across the year.  

Since hiring her first full-time manager back in 2013, Caroline has explored a number of 

ways to grow the business. Among these is an attempt to franchise The Hideaway 

Experience in Australia with a friend and business partner. Although she decided not to 
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move forward with developing a franchise model, Caroline stresses the value of the 

experience and openness needed to grow while keeping in mind the brand values for The 

Hideaway Experience.   

Through listening to the market and making adjustments accordingly, Caroline and her 

team made a business decision to offer more food and drink experiences for guests. They 

recognized a desire for such experiences, and the expanded food and drink offer is now 

another reason why guests choose The Hideaway Experience over competitors. As 

Caroline puts it, “it’s about trying to stay one step ahead of the market.”  

Agritourism as a Revenue Generator 

Caroline describes her agritourism enterprise, The Hideaway Experience, as a sustainable 

part of the overall business. In fact, farming activity currently generates approximately 

200,000 Pounds Sterling while the Hideaway Experience generates 300,000 Pounds 

Sterling a year.  

Marketing & Online Presence 

The Hideaway Experience has a full booking platform on its website, and information and 

updates are shared through Twitter, Instagram, Facebook, and TripAdvisor. The business 

has a 5-star overall review from 588 reviews and is the #1 Specialty Lodging in Dundee on 

TripAdvisor and has 4.8 stars on Google Reviews. 

The Hideaway Experience is a member of GoRural Scotland (an association of the Scottish 

Tourism Alliance and its subprogram “Scottish Agritourism”). It has also received several 

awards and recognitions, including the Best Holiday Accommodation regional winner from 

2013 to 2015 for the Thistle Awards, being shortlisted for the Courier Business Awards in 

2016, and receiving the VisitScotland 5-star award for self-catering accommodations. 

Takeaways 

• Ask customers questions at specific times, while respecting both their space and 

privacy. More importantly, listen to what customers are saying and adapt your 

business and its services based on what you learn; 

• Learn from others, Caroline and her team bring a range of experience and note 

what others in related spaces such as luxury hotels are doing well. They 

incorporate these learnings into The Hideaway Experience;  
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• Listen to market demands and evolve the business to meet them while staying 

true to the brand value; and  

• Think about how to differentiate your business through details and quality. It’s 

important to plan for profit to have a sustainable business but it’s equally important 

to ensure quality and guest satisfaction through investment and adaptation. 
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PRAIRIE GARDENS & ADVENTURE FARM  

prairiegardens.org 
 

Profile 

Prairie Gardens & Adventure Farm (Prairie Gardens) is located in the town of Bon Accord, 

Sturgeon County, Alberta, approximately 25km north of the city of Edmonton. The farm 

was established in 1956 and today it is run by Tam Andersen, who purchased the farm in 

1984. Prairie Gardens is a privately-owned agritourism enterprise operated by the 

Andersen family and a mix of full-time, part-time, and seasonal staff, including up to 50 

workers during peak season. The farm operates on 55 acres of land, with 35 acres 

allocated to agricultural production, and it is open daily from 11:00am – 5:00pm, with an 

on-site farm market open on weekends.  

In 2016, Prairie Gardens participated in Travel Alberta's SHiFT Experiential Training 

Program. This resulted in the development of the Fire Roasters Long Table Stories 

program, which celebrates heirloom pumpkin varieties unique to its region of Alberta and 

grown on-site. 

 

Agritourism Offer 

A wide variety of agritourism experiences are available at Prairie Gardens. These include 

animal interactions, such as a visit to the petting zoo and heritage chicken experience, and 

on-site workshops and cooking classes, including their workshops on raising chickens, 

pickling, and breadmaking. A graduate of Olds College, Anderson's background in 

horticulture—paired with decades of experience at the farm—led to the development of 

their new full-day Prairie Tree to Table Experience. This experience includes a guided tour 

through the adjacent forest to learn about trees in prairie parklands, followed by a wood-

fired lunch, and then a hands-on activity at the woodworkers' shop where guests create 

their own charcuterie board using wood planks harvested from the forest; all before 

enjoying locally sourced charcuterie, cheese, and preserves.  

https://prairiegardens.org/
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Annual festivals and events, including an Easter Egg Hunt, Mother’s Day Picnic, Fairy-Berry 

Festival, Open Farm Days, Sweet Harvest Fun, ‘Fall-o-Ween’ Fest, and Country Christmas 

at the Farm, bring many repeat visitors to the business. Prairie Gardens also offers a 

Community Supported Agriculture (CSA) program, where customers can personally select 

the produce that goes into their CSA box at the time of pick-up from the farm market. 

Prairie Gardens grows approximately 150 varieties of vegetables, berries, and apples. 

These include multiple varieties of potatoes, carrots, onions, lettuce, tomatoes, beets, 

cabbage, cauliflower, cucumber, kale, Brussels sprouts, mustard greens, bok choy, Swiss 

chard, Japanese spinach, French sorrel, edible flowers, culinary and tea herbs; and 

produce such as kohlrabi, salsify, tatsoi, and golden turnips. They also grow haskap 

berries, golden raspberries, and apples. Customers can even sign up for a farm egg share. 

Growing Agritourism 

Prairie Gardens started as a vegetable farm with a small garden centre. In 1986, Tam 

added a u-pick strawberry patch, which was one of the first in the region. As visitation to 

the farm grew over time, offering more activities was a natural progression, she shares: 

“the opportunity presented itself when people asked, what else can we do?”  

Following the u-pick patch, Tam added a corn maze, and then planted pumpkins. Soon 

after, Prairie Gardens launched their Haunted Pumpkin Festival in alignment with local 

tourism directives and with support from Edmonton Tourism. This month-long festival, 

named one of the Top Halloween Festivals in Canada in an international travel trade 

publication and featured on CTV News, welcomes thousands of guests to the farm every 

weekend in October. The annual event has also become known as a showcase of the 

farm’s seasonal products. 

 

Tam notes that joining the North American 
Farmers' Direct Marketing Association, the 
Alberta Farm Fresh Producers Association, and 
working with Alberta Agriculture, helped them to 
explore further opportunities for expanding. 
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Collaborating with like-minded businesses and organizations is key, Tam notes, and “we’ve 

been particularly successful because of that.” She shares: “one farm alone doesn’t make 

an attraction.” When people go on a Sunday drive, for example, Tam goes on “they want 

several opportunities to visit places, and they want places to eat.” 

“The opportunity to engage people through culinary experiences is wide 

open; it’s more sophisticated than most of us think. People have evolved 

palates, we have a yearning for connections and social engagement, to meet 

the actual farmer, and talk about building community around food. It’s a real 

opportunity.” 

Tam sums up the development of Prairie Garden’s agritourism offer by saying that 

“ultimately, we got involved in agritourism not because we wanted to change our careers 

as farmers, but because we wanted to stay on the farm. Agritourism was a way to 

introduce new revenue streams, instead of just farming in the true sense. It’s welcoming 

visitors to experience our lifestyle. I think it’s key that if you’re involved, you have to be 

passionate and love what you do and want the opportunity to share that with visitors.” 

Agritourism as a Revenue Generator 

With 35 acres of the farm dedicated to food production, Tam shares their intent is to utilize 

as much as of that acreage for visitor experiences. At peak visitation periods during the 

summer and fall, half of Prairie Gardens’ seasonal staff work on delivering experiences. 

This includes office staff to handle reservations, chefs who prepare food & beverage that 

is sold on site, and farmers, whose intimate knowledge of the fields help bring the region’s 

agricultural heritage and culture to life. Prairie Gardens also offers “rhythm in nature” walks 

through the property’s forested areas. A section of this has evolved to become an apple 

orchard, and about 2-3 acres are devoted to the corn maze.   

Notably, over 1 million visitors have come to Prairie Gardens since 1956, with pre-

pandemic numbers at approximately 50,000 visitors annually. Prior to the pandemic, Tam 

estimates that about 80% of their revenue was associated with agritourism and 20% to 

food production. With pandemic restrictions in place, that course has shifted, and 

Andersen estimates that their current agritourism business accounts for about 50% of the 

farm’s overall revenue. 

Participating in Travel Alberta's SHiFT Experiential Training Program “really changed the 

way we looked at what we offered, and seeing the value in what we offer,” she shares. 



 

 

 

 62 

“Initially we developed experiences thinking we would have an international market. We’re 

not quite ready for that, though we’ve done a lot of work. But we offer a really unique 

experience, and what’s come of it is that our local market and corporate programs have 

done well. SHiFT taught us to be more sustainable, with fewer staff and higher net return.” 

Marketing & Online Presence 

Prairie Gardens is highly active through its website, as well as on Facebook, Instagram, 

Twitter, and TripAdvisor. 

Tam Andersen, who was named a 2014 Global Woman of Vision, is also a former head of 

the Edmonton Regional Tourism Group. Prairie Gardens is the 2015 winner of the 

Entrepreneurial Challenge at the Growing Rural Tourism Conference, and the business 

won the 2016 Edmonton Event Award for Best Venue and Most Innovative Idea – Culinary 

Frontiers. 

Takeaways 

• Offering a diversity of experiences at the farm, and evaluating the success of 

those experiences from both a business and visitor perspective, helped Prairie 

Gardens to grow over time; 

• Collaborating with other farmers, producers, local artisans, and tourism operators 

is key to developing agritourism in the region; 

• Providing opportunities for visitors to experience a real “taste of place” can 

happen in multiple ways at the farm, throughout the year; and 

• Agritourism allows family-run farms such as Prairie Gardens to expand their 

revenue stream while continuing to celebrate Alberta’s rich agricultural heritage 

with visitors who are keen to support community built around food. 

  



 

 63 

SEASON & SUPPLY  

 
www.seasonandsupply.com 
 

Profile 

Season & Supply is a pop-up farm-table dinner experience near Calgary, Alberta. The 

business was started in 2017 by Dayna Cameron, who currently lives and works on her 

family farm in Mountain View County. Season & Supply is a family-owned and operated 

business that relies heavily on partnerships with local farmers, growers, and producers 

toward showcasing locally and responsibly grown food and drink products. 

 

Agritourism Offer 

On-farm dining experiences are what Season & Supply does, and it does them well! Before 

Covid-19, the business hosted at least one farm-table dinner per month at different 

locations across the areas surrounding the city of Calgary. Through Season & Supply 

Dayna’s aim is to build education among dinner participants about where food comes 

from. The dinners come together through a collaborative effort. Largely organized by 

Dayna, the pop-up dinners take shape with product contributions from the farm that is 

hosting as well as Dayna’s friends and family who are part of the seasonal waiting staff. 

Season & Supply also works with high-profile and emerging chefs to prepare the meals.  

Growing Agritourism 

Season & Supply grew as an agritourism business after Dayna realized that many of her 

friends in the city of Calgary were unaware and disconnected from farmers and producers. 

Having grown up on a farm in Mountain View County, Dayna has an intimate awareness of 

the value that farming stories have and the importance of creating connections between 

consumers and producers. She recognized her responsibility and the opportunity to help 

educate people in a positive way, as she puts it “what better way than through eating 

together”.  

Season & Supply is founded on taking a collaborative approach to agritourism experience 

design and delivery. Since the pop-up dinners take place across various locations, there is 

no overhead cost as a permanent business. For the businesses that work with Season & 

http://www.seasonandsupply.com/
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Supply, partnering to host on their property or to showcase their products is a way to enter 

the agritourism space and directly reach consumers without needing to develop a new 

side of their business. Dayna highlights that “seeing people working together is an 

attractive quality in a business. Knowing it's not just about me but about having a greater 

reach.” 

 

Importantly, Dayna acknowledges that it can be difficult 
for business owners to be aware of and navigate 
regulations and policies around agritourism.  

 

Through her role at Season & Supply, she takes on the organization of the dinners in 

accordance with the relevant local policies and regulations in the area that the dinner is 

being hosted. 

When she was preparing for her first dinner, to showcase Alberta beef and grains, she 

reached out to her personal and professional network and worked with approximately 10 

producers to incorporate and showcase their products at the dinner. Everything on the 

menu at a Season & Supply dinner has been grown and raised in Alberta. When she works 

with partners, farmers and producers typically donate the food used for the dinner and can 

sell their products at a marketplace set up after the experience. Additionally, the farmers 

and producers participating in the dinner are invited to speak about their products and 

share knowledge with guests about how the ingredients and products got to their plates or 

glasses. Dayna highlights that paying attention to such details as well as the quality of the 

dining experience is what really sets the business apart.  

Since starting in 2017, Season & Supply receives many partnership proposals from 

farmers and producers and has also expanded into organizing and hosting private dinners 

for organizations like Travel Alberta and Arc’teryx. Currently, due to Covid-19 lockdowns, 

Dayna has temporarily suspended the farm-table dinners until the situation allows for 

group gatherings again. 
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Agritourism as a Revenue Generator 

100% of Season & Supply’s revenue is attributed to agritourism. Dayna noted that when 

first starting the business she did not turn a profit as she had to offer a lot of 

complimentary tickets to get people to the first dinner. The costs of the pop-up dinners 

are high, as cooks and chefs are paid, and details with participating farmers are organized 

through partnerships. The concept took off and after the second farm pop-up dinner, the 

business is turning a profit and generating revenue for participating farmers who sell their 

products after the dinner.  

Marketing & Online Presence 

Season & Supply communicates primarily through its website and Instagram. It is also a 

part of Alberta Open Farm Days. 

Takeaways 

• Agritourism development calls for open-mindedness and collaboration; 

• Agritourism is an opportunity to create connections, between consumers and 

producers; between neighbouring businesses, and between businesses and 

municipalities; 

• It can be difficult for business owners to be aware of and navigate regulations and 

policies around agritourism; 

• Agritourism provides opportunities to highlight the uniqueness of seasons, food 

products, and people in a destination. 

  



 

 

 

 66 

COVERT FARMS FAMILY ESTATE  
 

www.covertfarms.ca 

 

Profile 

Covert Farms is a fourth generation, 650-acre regenerative organic farm, vineyard, and 

winery. Located in the town of Oliver, it is the largest organic farm in the Okanagan Valley, 

which is considered BC’s premier grape-growing region and is home to over 120 wineries.  

In 1964, George and Winnifred Covert (originally from California) started Covert Farms, at a 

time when few other farmers showed an interest in the area; they grew a variety of produce 

before focussing on Gala apple production in the 1980s. In 2005, Gene and Shelly Covert 

(the farm’s current operators) converted 140 acres of their land to organic production, and 

they also began operating the winery and vineyard.  

Regenerative agriculture is practiced on Covert Farms’ vineyards, which stretch across 

three “blocks” of distinct soil and climactic conditions. Their award-winning, 100% estate 

grown wines include Chardonnay, Sauvignon Blanc/Semillon, Rosé, and proprietary red 

blends. The winery is open five days a week (Wednesdays to Sundays) from 11:00am – 

5:00pm PT.  

In 2010, Gene and Shelley jointly won the B.C./Yukon Outstanding Young Farmer Award. At 

the International Organic Wine Awards in 2019, their wines also won 4 gold and 3 silver 

medals. 

 

Agritourism Offer 

A variety of agritourism experiences are offered at Covert Farms. These include vineyard 

tours and wine tastings, including a Private Harvest and Wine Enthusiast Tour.  

They also host on-site festivals and events, including pop-up dinners with local chefs, Live 

Music Sundays, weddings, and corporate events. Private picnic experiences featuring 

local charcuterie, artisanal cheese, and seasonal farm fresh vegetables are also offered.  

http://www.covertfarms.ca/


 

 67 

Animal interactions during the Kids’ Farm Tour, and u-pick experiences, booked through 

Seacrest Organics (who manage the farm’s vegetable plots) allow for guests to be more 

hands-on. Finally, there are opportunities to hike near the property and to enjoy on-site 

retail.  

 

The majority of these activities and experiences can be 
booked directly through the company website.  

 

The farm practices regenerative farming through minimal tillage, keeping ground cover, 

fostering species diversity, keeping roots in the soil, and integrating livestock. They are 

currently exploring the possibility of “dry farming” their vineyards, which “would have 

multiple benefits such as enhanced resiliency to climate change, and a potential increase 

in wine quality attributes” according to their website. 

Marketing & Online Presence 

Covert Farms has a very user-friendly website, and it is active on Facebook, Instagram, 

YouTube, LinkedIn, and TripAdvisor, where they have a 5-star overall rating and are noted 

#1 of 53 things to do in Oliver, BC. Snapshots of life at the vineyard, and of the team behind 

the farm, are featured on their social media feeds. 

Takeaways 

• A deep understanding of the farm’s primary crop (grapes for winemaking) and of 

the principles behind regenerative agriculture set Covert Farms apart from other 

wineries in the region; 

• An easy-to-use website with its own booking system, along with an active online 

presence that includes 5-star reviews, strengthen the farm’s appeal during the 

pre-trip planning phase; and, 

• Offering “Kid-Approved Tours and Tastings” expands the farm’s customer base for 

new and repeat visitation. 
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BLACK MOUNTAIN RANCH 
 
blackmtnranch.com 
 

Profile 

Black Mountain Ranch is a 1,000-acre family-owned and privately run working guest ranch 

that offers both accommodation and all-inclusive vacations. It is in the town of McCoy in 

Eagle County, Colorado. The ranch offers year-round booking of week-long and all-

inclusive vacations, typically from Sunday to Sunday. The area has a similar geography to 

the Foothills because it is located in the foothills of the Colorado Rocky Mountains. 

 

Agritourism Offer 

When guests arrive, each guest is assigned a horse and handler for their entire stay.  

 

There are several accommodation options for guests, 
including four studio suites and eight private cabins.  

 

Guests can also join a backcountry camping trip during their stay, which is organized by 

the ranch. When it comes to activities for guests, the ranch has a herd of cattle and horses 

that guests can interact with through horseback riding around the area or joining in 

herding the cattle on horseback from one field to another. Guests have access to 

“unlimited horseback riding” while they stay on the ranch and kids can also feed the 

chickens and goats. On the food and beverage front, there is a dining hall that serves 

gourmet meals and a “saloon” with a full-service bar.  

There are many additional activities for guests to experience, from skeet shooting, 

archery, and white water rafting to longhorn cattle driving and roping, line dancing, leather 

working and glass etching. Hiking, fly and spin fishing, swimming, are also offered, along 

with seasonal rodeo visits. Guests can also explore the area on horseback in a guided 

horseback ride or hiking, and picnics are provided on-farm or for backcountry exploration. 

https://blackmtnranch.com/
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Marketing & Online Presence 

Black Mountain Ranch has its own website, where it shares high quality videos and guest 

testimonials. The business is also active on Facebook, Instagram, YouTube, and 

TripAdvisor. Affiliations include membership to the Dude Ranchers Association and being 

registered as a Colorado Outfitter. Black Mountain Ranch won the Top Dude Ranch Award 

in the 2013 Signature Ranch Awards and the 2020 TripAdvisor’s Traveller Choice Award. 

Currently, it has a 5-star overall review on TripAdvisor out of 289 reviews. 

Takeaways 

• The guest experience is personalized by assigning each guest their own horse and 

handler for their stay; 

• On-farm experiences are facilitated through interactions with animals, for adults as 

well as children; and 

• Additional activities connected to rural living such as line dancing or backcountry 

camping have been incorporated as part of the visitor experience.  
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MARKET SEGMENTATION  

Defining Segments 
Defining segments for niche tourism markets is not straightforward because there are 

several ways that user profiles can be broken down, in addition to basing these on 

demographics, interests, and behaviours. Often, there is considerable overlap between 

various visitor segmentation strategies. The following section breaks down some of the 

ways that agritourism businesses in the Foothills can think about who to target in the years 

to come. 

Food Tourists 

Agritourism is steadily growing in importance within the world of food tourism. This opens 

opportunities for agricultural businesses to participate in tourism, for destinations to work 

with a broader set of food tourism stakeholders, and for visitors to access more diverse 

food tourism experiences in a destination. Since agritourism is a subset of food tourism, 

agritourists are a type of food tourist. This being said, food tourists can have an interest in 

agritourism activities. Therefore, it is beneficial to have a general understanding of the 

characteristics of food tourists before thinking of potential agritourism visitors. 

 

Food tourists are “visitors who plan their trips partially or 
totally in order to taste the cuisine of a place.”100  

 

They plan some, but not necessarily all, trips around food and drink experiences, including 

agritourism experiences. When food tourists travel for other reasons, they look for ways to 

incorporate local tastes into their trip. For instance, a food tourist travelling on business or 

visiting family may stop by a craft brewery or incorporate a day trip to an agricultural place 

into their itinerary. With its proximity to Calgary, these are important behaviours to keep in 

mind when planning for agritourism development in the Foothills.  

According to the UNWTO, food tourists have a “higher average expenditure, are 

demanding and appreciative.”101 Food tourists are motivated by experiential travel and 

include visitors looking to sip local wine at a vineyard as well as those hoping to participate 
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in a local cooking class. A key feature that sets food tourists apart is that they consider 

their food and drink experiences in tourism to be about more than just sustenance. 

Instead, they see food-based experiences as something worth investing in because these 

allow them to connect more meaningfully with the places that they visit. 

Based on their desired to connect with places through food, food tourists can be an 

important target market for new agritourists. This is especially important given the current 

COVID-19 context. Food tourists in Calgary who normally travel further afield to sample 

new tastes will be looking for a way to have similar experiences closer to home. According 

to the Unlocking the Foothills Tourism Potential report, 85% of Calgarians surveyed were 

aware of destinations in the Foothills region and visiting restaurants and cafes, and 

participating in cultural and community activities, were listed among the region's top 5 

activities.102 Considering that 1.3 million people live in the city of Calgary,103 this 

represents a significant market for the Foothills to tap into. 

Agritourists 

In her report entitled Selling the Farm Experience, Caroline Millar points to the market 

demand for agritourism from a public that is willing to pay for a chance to experience 

interaction with a farmer.104 More specifically, the agritourist seeks “experiential, life-

enriching vacations that involve culture, nature, the outdoors and learning.”105 

Although eating and drinking are not primary motivators for participating in 

agritourism, food and drink can be used to enhance agritourism experiences and 

increase visitor interactions with agricultural spaces. Some additional motivations for 

participating in agritourism include: 

 

• Searching for authentic experiences (e.g., participation in farm activities); 

• Wanting to explore their region;106  

• Seeking to engage with family, learning, and relaxing;107  

• Seeking experiential, life-enriching vacations that involve culture, nature, the 

outdoors, and learning;108 

• Valuing experiential travel (e.g., participation, eating, purchasing); and109 

• Looking to engage with tradition and receive a rural welcome.110 
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Agritourists in Canada are predominantly defined by the following characteristics: 

• Mostly urban, residing close to the farm visited; 

• Highly educated; 

• In their early 40’s, with a small family (average of 3 family members); 

• Earning average national income; 

• Travelling independently instead of as part of a group; 

• Predominantly domestic travelers; and 

• Care about environmental quality. 

 

These characteristics are important to keep in mind when thinking about who to target for 

agritourism in the Foothills. In 2017, domestic tourist visitation to the Greater Calgary Area 

numbered 7.27 million person-visits in 2017, with 79% of these arrivals being from other 

parts of Alberta.111 Notably, 72% of these domestic travellers stayed with friends and 

relatives, and summer was the busiest travel season.112 Furthermore, Canadian 

agritourism market segments are primarily looking to escape the city for family time, 

learning experiences, and/or relaxation.113 They are interested in discovering the places 

where their food comes from first-hand, and the processes involved, through directly 

participating in an experience, such as a workshop, harvesting produce, joining a farm tour, 

or volunteering to stomp grapes at a winery.  

 

In addition to food production processes, agritourists 
want to learn about the people behind the food.  

 

Regardless of their motivations for travel, regular, posted operating hours are essential to 

attracting agritourists. Most tourists want guarantees when planning their trips, especially 

in rural areas. It is incredibly disappointing to make a long journey to a farm and then find 

out that it is closed for the day. Urbanites are not always accustomed to “calling ahead” 

and strategies that may work for locals will not necessarily work for out-of-town guests. 
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That said, there still ways to attract agritourists spontaneously such as advertising in local 

maps or guides, selling products roadside, or communicating offerings to local 

accommodations. 

Everyone Else 

There is another type of visitor to target, which makes up a much larger market segment 

than agritourists and that’s everyone else! All tourists eat, and there is the potential for 

businesses and destinations to leverage this. When you think of everyone as a potential 

food tourist, this opens up opportunities to localize dollars in communities. Even if 

someone’s primary reason to visit a destination is unrelated to food and drink, it can still be 

leveraged to enhance their experience and encourage more local expenditure. In 2017, 

51% of domestic travellers to the Greater Calgary Area were visiting friends and relatives 

(VFR), 29% came for leisure, and 12% for business.114 These groups should all be targeted 

by agritourism businesses in the Foothills. 
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Destination Canada Market Segments 
Destination Canada (née the Canadian Tourism Commission) leveraged social values-

based market research to develop customer profiles called Explorer Quotient (EQ) profiles. 

Destinations and businesses can use these to target their marketing and value messages 

as well as to develop and/or enhance product. The three profiles that Canada is focussing 

on at the global level are: Free Spirits; Cultural Explorers; and Authentic Experiencers.115 

From within Canada, four additional profiles have been identified: Personal History 

Explorers; No Hassle Travellers; Rejuvenators; and Gentle Explorers. 

None of the descriptions for these EQ profiles specifically identify agritourism as an 

interest; however, a potential interest in agritourism can be extrapolated from the other 

interests identified. For example, for all three of the global target markets, “Dining at 

restaurants offering local ingredients” was a top-rated appealing activity. For Authentic 

Experiencers and Cultural Explorers, more specifically, “Visiting small towns and villages” 

was listed as an appealing activity. The chart below pulls interests and disinterests from 

the EQ profiles relevant to agritourism. Note, the data is from 2012, which means the 

preferences may have shifted. Also, given the pandemic context, Destination Canada is 

shifting its focus to high value Canadian travellers. 
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EQ PROFILE (as % markets) EXPERIENCE APPEAL 

FREE SPIRITS  
Canadian: 12% 
Alberta: 25% 

Most Appealing Activities (related to agritourism) 
• Wildlife viewing - land based animals & bird watching  
• Dining at restaurants offering local ingredients  
Least Appealing Activities (related to agritourism) 
• Farm stays  

CULTURAL EXPLORERS  
(strong interest in many food  
and drink related activities) 

Canadian: 9% 
Alberta: 7% 

Most Appealing Activities (related to agritourism) 
• Attending farmers’ markets  
• Dining at restaurants offering local ingredients  
• Wildlife viewing - land based animals & bird watching  
• Visiting small towns, villages  
• Food related factory tours (Cheese, chocolate, etc.)   

AUTHENTIC 
EXPERIENCERS  
Canadian: 12% 
Alberta: 3% 

Most Appealing Activities (related to agritourism) 
• Wildlife viewing - land based animals & bird watching  
• Visiting small towns, villages  
• Dining at restaurants offering local ingredients  
• Mountain and glacier viewing  

PERSONAL HISTORY 
EXPLORERS  
Canadian: 13% 
Alberta: 5% 

Most Appealing Activities (related to agritourism) 
• Wildlife viewing - land based animals & bird watching  
• Dining at restaurants offering local ingredients  
• Attending farmers’ markets  
• Seeing autumn leaves   

NO HASSLE TRAVELLERS  
Canadian: 10% 
Alberta: 7% 

Most Appealing Activities (related to agritourism) 
• Dining at restaurants offering local ingredients  
• Wildlife viewing - land based animals & bird watching  

REJUVENATORS  
Canadian: 5% 
Alberta: 11% 

Most Appealing Activities (related to agritourism) 
• Wildlife viewing - land based animals & bird watching  
• Mountain and glacier viewing  
• Seeing autumn leaves  
Least Appealing Activities (related to agritourism) 
• Farm Stays   

GENTLE EXPLORERS  
Canadian: 25% 
Alberta: 8% 

Most Appealing Activities (related to agritourism) 
• Dining at restaurants offering local ingredients  
• Wildlife viewing - land based animals & bird watching  
• Food related factory tours (Cheese, chocolate, etc.)   
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Agritourism is usually an activity undertaken by visitors exploring closer to home, so it is 

worthwhile looking at the EQ profiles specific to the Canadian market and their interests in 

food and drink related activities. The chart shows a widespread interest in tasting local 

ingredients across Canadian target markets, whereas activities like farm stays are less 

appealing to certain groups. Based on the type of experience offered, agritourism can 

appeal to broader, higher paying international markets as well, but appealing to these 

markets is dependent upon a “wow” factor and uniqueness. The chart also illustrates 

potential activities to incorporate into agritourism, such as on-farm wildlife and bird 

viewing, capitalizing on the rural landscapes and interest in ecotourism activities. As 

mentioned earlier, combining culinary tourism and agritourism with the outdoors is an 

effective strategy employed by rural and remote destinations around the world. 

Travel Alberta Market Segments 
Travel Alberta has expanded on Destination Canada’s EQ Profiles, grouped certain profiles 

together, and identified two key future traveller markets for the province: Curious 

Adventurers and Hotspot Hunters.116 Travel Alberta refers to these visitors as their 

Ultimate Traveller personas because the interests of those visitors match the experiences 

on offer in the province. If the marketing initiatives of Travel Alberta are successful, more 

of these visitors will be coming to the province, and this provides important context for the 

Foothills to be aware of in developing agritourism. For instance, both segments spend time 

learning about the destination in advance of their travels, and this underlines the 

importance of developing inspiring online assets that are linked to the destination. Another 

point to note is that Curious Adventurers leave time for spontaneous additions to their 

travel plans and itineraries. This presents an on-the-ground opportunity to attract visitors 

to farmers’ markets, farm stands, and other agritourism experiences, which travellers may 

not be aware of in advance of their trip to the Foothills. Both groups are looking for local 

experts to guide them, and this means that recommendations from business owners and 

other local ambassadors can influence their behaviour. While an interest in food was not 

directly mentioned as a motivator for these groups, by focussing on how food ties visitors 

to place and provides authentic one-of-a-kind experiences, agritourism can appeal to both 

personas. The below descriptions are adapted from Travel Alberta’s website. 
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Curious Adventurers  

• Rooted in the EQ Learner segment – Cultural Explorers, Authentic Experiencers, 

Personal History Explorers, Cultural History Buffs 

• Looking for a different perspective on the world, to discover new places, explore, 

connect 

• They use editorial sources for inspiration over social media 

• Motivated by discovery, exploration and rich experiences. They want to learn 

about the destination through it’s “landscapes, authentic culture and the people 

they meet” 

• Looking for smaller activities to complement must see attractions 

• Spontaneous and open-minded, they know that organic moments can provide the 

best experiences.  

• They are planners, taking time before their trip to do research, forging connections 

with the destination in advance. 

 

Hotspot Hunters  

• Rooted in the Enthusiastic Indulgers EQ segment - Free Spirits, Social Samplers, 

Group Tourists  

• For them, travel is a way of life about conquest and accomplishment 

• They have an aspirational self-image, want to collect stories, and are influenced by 

social media 

• They visit top attractions, take part in one-of-a-kind experiences, and connect with 

local experts.  

• They’re driven to make the most of every minute and they plan accordingly, leaving 

little to chance and even deprioritizing sleep. 
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MARKET OPPORTUNITY  

Consumer Sentiment  
Overview 

Towards better understanding consumer interests and awareness of agritourism in the 

Foothills, consumers located in the Calgary Metropolitan Area were surveyed from April 

21st to May 4th, 2021, and a total of 354 qualified respondents participated.  

Demographics 

Of the total respondent base, 62% (n=219) of respondents indicated living in the city of 

Calgary, followed by 10% in Foothills County (n=35) and almost 30% (n = 100) in other 

municipalities and townships within the Calgary Metropolitan Area.  

More than half of the respondents (56%, n=199) were over 51 years of age, 39% (n=138) 

were between 51-65 years of age, and 17% (n=61) were older than 65 years. Age is 

distributed quite evenly across respondents living in urban (62% of respondents from the 

city of Calgary) and rural areas (38% of respondents outside of city of Calgary).  

When asked how they typically travel (i.e., independently, with one other person, in a group 

of 3 or more without children, in a group of 3 or more with children, or other) the majority of 

respondents (58%, n=204) travel with one other person. This was followed by 19% that 

travel independently (n=67) and 16% that travel in a group with children (n=56). 

Nearly two thirds of all respondents (69%, n=225) have a before-tax household annual 

income greater than $60,000. About half (48%, n=169) have a household annual income of 

$80,000 or more, with 20% (n=66) making between $80,000 and $99,000, and 32% 

(n=103) making $100,000 or more. 

Interest in Agritourism 

Amongst respondents, there is a high level of interest in agritourism. When asked to rate 

their interest in agritourism on a scale from 1 to 10 (with 1 being ‘not interested at all’ and 

10 being ‘extremely interested’) the average level of interest in agritourism is 8. This is 

great news for agritourism businesses in the Foothills, as the Calgary Metropolitan Area 

market has a relatively high interest in agritourism. 
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The most common agritourism experiences respondents had participated in over the past 

3 years include: 

1. Farmers’ Market (85%, n=290); 

2. Retail (incl. farm store or roadside stand) (57%, n=195); and 

3. Hiking trail (56% n=191). 

Additional popular selections included On-farm café or restaurant (44%, n=152), Picnic 

spots (43%, n=150), and Interacting with animals (e.g., horseback riding, petting zoo) (42%, 

n=145). Interestingly, of the top three agritourism experiences consumers have already 

participated in, only retail is likely to take place on a farm or at the place of production. This 

being said, the agritourism experiences consumers are most interested in but have not yet 

participated enjoyed including the following: 

1. On-farm accommodation (48%, n=161); 

2. Workshops, cooking classes, training, etc. (41%, n=139); and 

3. On-farm café or restaurant (40%, n=133). 

Other agritourism experiences consumers are interested in are festivals or events (incl. 

pop up farm dinners) (35%, n=117), farm or facility tours (29%, n=96), and u-pick 

experiences (28%, n=95). Notably, the experiences consumers are interested in are all 

likely take place on a farm or at the place of production. 

Significantly, the vast majority of respondents (91%, n=306) would drive up to 45 minutes 

for an agritourism experience, and nearly half (45%, n=151) would drive 45 minutes to 1-

hour to participate in an agritourism experience. Approximately one third (32%, n=108) 

would drive more than 1 hour. Considering that the Foothills is about a 35-minute drive 

from the city of Calgary and not much further from other parts of the Calgary Metropolitan 

Area, distance is not a barrier to attracting consumers from these large markets. 

Interest in Agritourism in the Foothills 

As noted, the average level of interest in agritourism was high (8 on a scale of 10) from 

consumers located in the Calgary Metropolitan Area but what is very significant is that of 

all respondents to the question inquiring into agritourism interest (n=331) only 17 selected 

5 or lower. This means that 95% of respondents to the question have more than a medium 

level of interest in agritourism, having selected a number from 6 to 10 on the scale. 
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When asked about their daily budget for experiencing agritourism in the Foothills, keeping 

in mind how they typically travel (independently, with one other person, etc.) and leaving 

out transportation costs, 35% of respondents (n=117) budget $51-$100 and 25% (n=84) 

budget $101-$150. Notably, just over half of respondents (54%, n=179) budget $50 or 

less, while just under half (44%, n=144) budget a minimum of $101 for an agritourism 

experience in the Foothills. 

When asked how many agritourism trips they would be interested and able to make to the 

Foothills per year, nearly all respondents would make at least 1 trip (n=323) but the 

majority (62%, n=207 would make between 2 to 3 trips to the Foothills for agritourism, and 

29% would make 4 or more.  
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Target Market 
Sizing Target Market Segments 

Based on an analysis of the consumer survey data, more than half of consumers interested 

in agritourism from the Calgary Metropolitan Area have a household annual income before 

taxes of $80,000 and more. More specifically, 20% of respondents (n=66) make between 

$80,000 and $99,000 and 32% (n=103) make $100,000 and more. Comparing this data to 

population and income group data from the 2016 census data from the Calgary 

Metropolitan Area and visitation data from the Calgary and Area Tourism Region, the total 

serviceable obtainable market can be calculated. 

In 2016, residents from Calgary and area accounted for 23% of visits made to the Calgary 

and Area Tourism Region, which includes the Foothills.117 As such, 23% was used as the 

penetration rate to calculate the serviceable available market and serviceable obtainable 

market of the below segments. In other words, the percentage of the total residents of the 

Calgary Metropolitan Area in the market segments that can be assumed to travel within 

the Calgary Metropolitan Area and represent a viable market for agritourism in the 

Foothills. 

$80,000 to $99,000 Earners  
20% of all respondents (n=66) identified their annual household income before taxes 

between $80,000 and $99,000. Of this group, 59% live in the city of Calgary (n=39). Age 

demographics are fairly spread out, with two largest groups being 31-40 years and 51-65 

years; followed by 29% being 51-65 years of age (n=19) and 21% being 31-40 years of age 

(n=14).  60% of those in this bracket travel with one other person (n=40), followed by 20% 

who travel in a group (3+) with children (n=13). 

Their interest in agritourism is within the sample average of 8 out of 10. They are primarily 

interested in the following agritourism activities: 

1. On-farm accommodation (51%, n=34); 

2. Workshops, cooking classes, trainings (48%, n=32); 

3. On-farm café or restaurant (42%, n=28); 

4. Picnic spots (36%, n=24); and 

5. Farm or facility tours (36%, n=24). 
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Nearly all respondents in this group (94%) are willing to drive up to 45 minutes for an 

agritourism experience they are interested in (n=62) and 79% (n=52) would drive up to 1 

hour for an agritourism activity that they are interested in. Their interest level for visiting 

the Foothills for agritourism is higher than the average across all respondents, with 

respondents from this group averaging at a 9 out of 10. 

More than half of this group, 57% would budget more than $100 dollars per day, per group 

(n=38). About a third, 32% would budget $51 to $100 (n=21). The weighted average daily 

budget for experiencing agritourism in the Foothills is about $127.84. 

Nearly all respondents in this group, 95% would make at least 2 agritourism trips a year to 

the Foothills (n=63). The majority, 60% would make 2-3 trips (n=40) and 34% would make 

around 4 to 6 trips (n=23). The weighted average of agritourism trips this group is willing to 

make is 3.4 trips per year. 

The total size of the market segment, based on the 2016 Calgary Metropolitan Area 

census profile is a population of 84,745.118 

 

Figure 5.0  $80,000 to $99,000 Earners 

 

Addressable market target segment (100% of market segment 
(n=84,745) spending the weighted average ($127.84) over the 
weighted number of trips (3.4)) 

$36,834,922.70 

Serviceable available target market (23% penetration rate 
(n=19,491) based on the percentage of total visits to the Calgary 
and area tourism region by residents of Calgary and area in 2016, 
over the weighted number of trips (n=3.4)) 

$8,471,880.10 

Serviceable obtainable target market (23% penetration rate 
(n=19,491) over minimum number of trips (n=1)) 

$2,491,729.44 
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$100,000 Plus Earners 
32% of all respondents (n=103) identified their annual household income before taxes 

being $100,000 and over. Of this group, 65% live in the city of Calgary with the remaining 

(n=67) 35% living in the Calgary Metropolitan Area (n=36). The vast majority of this group, 

80% is 41 years or older (n=82), with 40% being between 51-65 years of age (n=42). Half of 

them, 51% travel with one other person (n=53), followed by 23% who travel in a group (3+) 

with children (n=24).  

When asked about their interest in agritourism, respondents in this group averaged an 8 of 

10. They are highly interested in the following agritourism experiences they have not 

participated in yet: 

1. On-farm accommodation (48%, n=47) 

2. On-farm café or restaurant (47%, n=46) 

3. Workshops, cooking classes, trainings (47%, n=46) 

4. Festivals or events (31%, n=30) 

5. Farm or facility tours (28%, n=28) 

Most respondents in this group, 84% would drive up to 1 hour for an agritourism 

experience they are interested in (n=82), of these the majority 48% would drive 45 minutes 

to 1 hour (n=47). On a scale from 1 to 10 (with 1 being ‘not interested at all’ and 10 being 

‘extremely interested’) their interest level in visiting the Foothills for agritourism is 8. 

Nearly half of this group 46% would budget at least $101 or more for experiencing 

agritourism in the Foothills (n=45). About a third 37% would budget $51-$100 for 

experiencing agritourism in the Foothills (n=36). The weighted average daily budget for 

experiencing agritourism in the Foothills is about $117.34. 

More than half 59% would make 2 to 3 agritourism trips to the Foothills per year. The 

weighted average of agritourism trips this group is willing to make is 3.4 trips per year. 

The total size of the market segment, based on the 2016 Calgary Metropolitan Area 

census profile is a population of 174,305.119 
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Figure 6.0  $100,00 Plus Earners 

 

Addressable target market segment (100% of market segment 
(n=174,305) spending the weighted average ($117.34) over the 
weighted number of trips (3.4)) 

$69,540,025.58 

Serviceable available target market (23% penetration rate (n=40,090) 
based on the percentage of total visits to the Calgary and area 
tourism region by residents of Calgary and area in 2016, over the 
weighted number of trips (n=3.4)) 

$15,994,146.04 

Serviceable obtainable target market (23% penetration rate 
(n=40,090) over minimum number of trips (n=1)) 

$4,704,160.60 

 

Total Market Size 

Based on the combined totals from the above market segment calculations, the total 

serviceable obtainable market for agritourism in the Foothills from visitors from the 

Calgary Metropolitan Area is $7,195,890.04. 

 

Figure 7.0  Total Market Size 

 

 

Customer Archetypes 
The below customer archetypes draw from the consumer survey data. They are designed 

to represent the types of customers that Foothills Tourism Association members and 

other tourism businesses interested in capitalizing on agritourism can market to at the 

moment and into the near future.  

Total addressable target market   $106,374,948.28 

Total serviceable available target market  $24,466,026.14 

Total serviceable obtainable target market  $7,195,890.04 
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PAT AND CHRIS 
RETIRED BUT NEVER TIRED! 
 

Pat and Chris are a recently retired couple from the City of Calgary who usually travel together. 

They are both in their late 50s (57 & 58) and have a household annual income (before taxes) of 

$90,000.  

 

Interest in Agritourism in the Foothills 

Pat and Chris have made a habit of visiting the farmers' market over 

the last few years. They are an active couple that enjoys leisurely trips 

out of the city for hikes and often stop at farm shops, small cafés, craft 

breweries and wineries on their way to or back from a hike.  

 

They visited the Foothills for a horseback riding trip with friends 

several years ago but have not explored the area in recent years. They 

are interested in being outside and are planning a longer stay at a farm 

learning about farming practices, unique products of the region, and 

getting a chance to participate through gardening or cooking classes.  

 

Overall, they are interested in a range of agritourism experiences. 

They look for things they can do together and apart if they stay at a 

farm. Pat is particularly interested in interacting with animals and 

getting their hands dirty with farm activity and gardening. Meanwhile 

Chris comes from a farming family and is interested in learning about 

on-farm production activities and interacting with the farmer/owner. 

They both have a group of friends that often looks for activities to do 

together and have joined a farm-table dinner before. 

They are particularly interested in festivals or events, on-farm 

accommodation, workshops or classes, and on-farm cafés or 

restaurants. 

Trip Planning 

TRAVEL TIME:  

45-minute to 1 hour 

drive. 

 

NUMBER OF TRIPS: 

Around 2 trips for 

different agritourism 

experiences in the 

Foothills a year. 

 

BUDGET:  

$100 dollars for the  

two of them per day  

($50 per person).  

Willing to increase  

their budget, if also 

booking 

Accommodation. 

 

 

 

 



 

 
MARÍA, AHMED, AMY, AND RUTHIE 
FAMILY TRIPPERS 
 

The Family Trippers are a family of four, with parents María and Ahmed (33 and 35 years old 

respectively) and daughters Amalia and Ruthie (7 and 6 years old). Although they live in Okotoks, 

both parents commute into the City of Calgary for work. The family has an annual household 

income (before taxes) of $130,000 and with expenses and saving for the kids’ future, they focus on 

smaller trips closer to home.  

 

Interest in Agritourism in the Foothills 

As a family, they’ve visited several agritourism businesses close to 

home for weekend trips and activities with the kids. The kids love 

visiting farm petting zoos and getting a chance to feed goats or 

chickens. As a family, they have enjoyed their past agritourism 

experiences and have a high level of interest in agritourism.  

 

Ahmed and María are often looking for new activities to do as a family 

and to get outside over the weekend. They also want the kids to grow 

up aware of where their food comes from. María grew up on a farm in 

Mexico before moving to Canada for school. Her family still has the 

farm, which they’ve all visited during their last oversees vacation. 

When planning for the weekend, sometimes Ahmed and María will split 

up and one parent will take one child out with them to the farmers' 

market. As the girls get older, Ahmed and María are hoping to find 

activities that are fun, stimulating, and educational for the whole 

family. For example, horseback riding or another type of class. They 

are interested in more immersive agritourism experiences, whether its 

staying on a farm that offers kid-friendly tours and workshops/classes 

or a festival or event that allows them all to participate in different 

activities. Since the kids are very active and highly interested in seeing 

new places and interacting with animals, the family is less interested in 

more passive agritourism activities such as visiting a farmers' market 

or farm shop. 

 

Trip Planning 

TRAVEL TIME:  

45 minutes and up  

to 1hour. 

 

NUMBER OF TRIPS: 

Around 3 trips to the 

Foothills for 

agritourism per year. 

One of these might be 

an overnight trip to a 

farm with a variety of 

activities. 

 

BUDGET: 

 $100 to $150 for the 

whole family per day 

($25 to $35 per 

person) to experience 

agritourism in the 

Foothills.  



 

 
JAN  
INDEPENDENT EXPLORER 
 
Jan is 52 years young and enjoys travelling on her own or with friends. She lives in the City 
of Calgary and has a household annual income (before taxes) of $50,000. Through her 
experience, she knows she enjoys visiting farms and rural settings and would describe 
herself as an agritourist. 

 

Interest in Agritourism in the Foothills 

Jan lives in the city, but looks to get out and explore, both the city and 

the surrounding area, whenever she gets an opportunity. She has 

family who lives in the Foothills, so she visits them quite often. She has 

a high level of interest in agritourism and usually goes to a farmers' 

market at least once a week during the season. She's also an avid 

hiker and has visited a few ranches in the area during her weekend 

trips to enjoy the outdoors.  

Jan usually visits the Foothills to visit and spend a day with her sisters 

and her nephew. She also takes a number of solo trips to go hiking, 

horseback riding, or for classes in the area. She is interested in 

learning and doing something different than her “Monday to Friday 9-

5” job. As such, she usually looks for classes or workshops she can 

take. Sometimes she even enrolls in a course for a term and would be 

open to the idea of staying on the farm where her course is taking 

place.  

She is also interested in stopping at a farm after one of her hikes to 

purchase some foods at the farm shop, or rest and catch up if she is 

traveling with friends. Jan is quite outgoing, so she really does not 

mind getting out on her own to learn something new, try a new activity, 

or explore a new part of the area. 

Trip Planning 

TRAVEL TIME: 

Flexible and willing 

to drive more than  

1 hour. 

 

NUMBER OF TRIPS: 

Around 3 trips on 

her own out to the 

Foothills. 

 

BUDGET: Around 

$100 a day for 

herself for a special 

activity.

.
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Other  

Aside from the above customer archetypes, other types of travellers and consumers with 

an interest in agritourism include: 

Out-of-town Day-trippers 

Domestic tourist visitation to the greater Calgary area numbered 7.27 million total person 

visits in 2017, with 79% of visitors arriving from other regions of Alberta. 51% of travellers 

came to visit friends and relatives, 29% arrived for leisure purposes, and 12% arrived for 

business. 72% of travellers stayed in the homes of friends and relatives, with summer 

being the busiest travel season. An average-spend of $181 per person/visit was 

recorded.120 As such, out-of-town day-trippers to the Foothills are a viable consumer 

market to target as domestic travel picks up across Canada. 

When visitors are looking to add on a day or two of travel after attending a festival, 

conference, or event in Calgary, Foothills can position agritourism experiences as 

worthwhile options. Making these kinds of add-ons easy to organize is essential to 

capitalizing on these markets. Similarly, with limited time, these visitors will be more 

discerning with the experiences they add to their itinerary. Offering unique, one-of-a-kind 

experiences tied to place will be key. This means that seasonal activities that might appeal 

to a Calgarian, such as berry picking, would need to be elevated to appeal to an out-of-

towner.  

Overnight Visitors 

Transforming day trippers to overnight visitors can dramatically increase visitor spend. By 

staying longer and spending more, overnight visitors bring considerably more money into 

communities than day-trippers. They are a market worth going after. Those travelling to 

visit friends and relatives are an important market for overnight stays across the country. 

By inspiring such visitors to stay at local accommodations, their trip spend can be 

significantly increased. Similarly, by increasing familiarity amongst residents of the 

agritourism experiences on offer in the Foothills, it becomes more likely that hosts will 

bring their visiting family and friends to these activities. Therefore, it is important to market 

both to residents and visitors, focussing on attributes such as the beautiful open spaces, 

scenic vistas, and farms/farm communities in the Foothills that are experienced through 

agritourism. 121  
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CONCLUSION 

By way of conclusion, this section summarizes the key strengths, weaknesses, 

opportunities, and challenges surrounding agritourism development in the Foothills. These 

are followed by specific and action-oriented recommendations and considerations for 

Foothills Tourism Association to support its members. 

STRENGTHS 

Place 

• Unique ecozones with diversity of flora and fauna. 

• Attractive landscapes with views and vistas of both farmscapes and 

mountainscapes. 

• Rich agricultural and ranching history.  

• Fairly even distribution of farm sizes by acreage across the region. 

• Located along established transportation corridors and in proximity to Calgary. 

Agritourism 

• Agritourism already exists in the region. 

• Existing agritourism operators see high percentage of revenue associated with 

tourism. 

• Attributes of businesses are a good foundation for building agritourism.  

• Multi-generational businesses run by legacy families are well positioned to share 

the region's foodways. 

• Industry is open to partnership and brand affiliation. 

Policy 

• South Saskatchewan Regional Plan identifies tourism as a key area of growth and 

references agritourism related activities. 

• Government of Alberta is supportive of local food production and agritourism. 
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• The Calgary Metropolitan Region Growth Plan defines agritourism and identifies 

agritourism as an economic opportunity, with specific language instructing 

municipalities to identify opportunities for agritourism within their respective 

development plans.  

• Several municipalities within the Foothills include agritourism-related activities and 

references in their development plans, strategies, and bylaws. 

Market 

• The demand for local food is on the rise. 

• Most agritourists are domestic, and Calgary has high domestic visitation. 

• Existing target market segments are likely to be interested in agritourism. 

• Calgarians have a high level of interest in agritourism. 

• Calgarians have a high level of interest in visiting the Foothills for agritourism. 

 

WEAKNESSES 

• There are multiple municipal jurisdictions with specific policies and bylaws. 

• Businesses and the Foothills Tourism Association are not actively or accurately 

marketing agritourism experiences.  

• Few visitor experiences available in the winter and shoulder seasons. 

• Lack of industry or peer network for agritourism operators. 

• Operators lack trust in and have a negative perception of working with the MD. 

• Operators perceive a culture of NIMBYism (not-in-my-backyard sentiment)  

• Current agritourism offer is the same as what the target market has already 

experienced in the last three years.  

• Lack of on-farm/ranch accommodation options. 
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OPPORTUNITIES 

Experience Development 

• Increase the total number of agritourism businesses (incl. on-farm/ranch 

accommodations)  

• Diversify and cluster agritourism experiences that are directly connected to place 

and meets the needs of target customers. 

• Use pop-ups to overcome barriers to entry, challenges, and/or to pilot new 

experiences and temporary changes to regulations (such as adjusting rural road 

speed limits to accommodate cyclists on special event days)  

 

Collaboration 

• Strengthen relationships between Indigenous and non-Indigenous businesses.  

• Connect with First Nation communities around potential to develop Indigenous 

agritourism experiences. 

• Increase collaboration between local/provincial DMOs and agritourism operators. 

• Work with local/provincial DMOs, including Indigenous Tourism Alberta, Travel 

Alberta, and Tourism Calgary (for example through marketing partnerships). 

• Work with municipalities to grow agritourism together, including creating an 

enabling policy environment.   

Marketing 

• Market agritourism in the Foothills as the local post-pandemic tourism option.  

• Grow through cross-promotion, paying it forward, and referrals.  

• Emphasize positive environmental, economic and sociocultural impacts of 

agritourism in marketing messages. 

• Capitalize on the strong VFR (visiting friends and relatives) market as well as 

business traveller markets coming into Calgary.  

• Inspire visitation through developing/marketing itineraries that align to customer 

interests.  

• Adjust messaging and content to target market segments. 
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CHALLENGES 

• Climate change will bring uncertainty to the region because of how it may impact 

the ecozones and what can be produced in the area. 

• No common definition of agritourism in Alberta. 

• Ambiguity and/or lack of mention of agritourism in policy documents. 

• Agritourism businesses have needs that are unique from other home-based 

businesses. 

• Uncertainty around staffing needs during the post-pandemic era.  

• Overcoming confusion around what bylaws are related and relevant.  

• Negative industry perception of permitting process disincentivizes their 

investment in and innovation around agritourism 

• Operators face multiple issues around permitting (e.g., rules around vehicle visits 

are limiting)  

• Operators lack awareness of existing grant funding and experience development 

supports from Tourism Calgary and Travel Alberta, e.g., SHiFT program 

• Businesses are struggling to access agritourism revenue streams while staying 

zoned as agricultural. 

• Regions around the Calgary area have competing agritourism offers. 

• Daily budget of potential agritourism consumers is low ($51-$100). 
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RECOMMENDATIONS AND CONSIDERATIONS 

1. Host a town hall meeting on red tape that sees municipal representatives and 

tourism stakeholders discussing agritourism development in one room. 

 

2. Work collaboratively with municipalities in the Foothills to clarify existing policy 

and inform new agritourism enabling policy across the region, including land-use 

definitions of agritourism. 

 

3. Create a tourism-based definition of agritourism and its related activities that 

complements the Calgary Metropolitan Region Board definition of agritourism. 

 

4. Work with Tourism Calgary to package and promote agritourism in the Foothills, 

beginning with targeting Calgarians to reach VFR markets and then expanding to 

attract domestic and international visitors, including business travellers. 

 

5. Work with Travel Alberta to recruit businesses located in the Foothills into the 

experience development programs. 

 

6. Refresh website to accurately represent agritourism businesses and activities, 

utilizing the agritourism checklist as part of this process. 

 

7. Work to position the Foothills Tourism Association as a supporter of agritourism 

businesses, including fostering industry connections as part of the membership 

value proposition. 

 

8. Identify and support businesses that are not yet agritourism market ready to 

participate in Alberta Open Farm Days. 
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TOOLS AND RESOURCES 

PURPOSE 

A total of six (6) industry-facing tools and resources have been identified for development 

as part of the agritourism research and capacity building project for Foothills Tourism 

Association. Each of the descriptions below include details on the needs that the tool or 

resource addresses, their structure, and identified use by industry and Foothills Tourism 

Association. 

DESCRIPTIONS 

Factors Affecting Agritourism Development in the Foothills 
This resource includes high-level insights on the political, economic, socio-cultural, 

technological, legal, and environmental context. The short report gives existing and 

prospective agritourism industry members the needed context to understand agritourism 

development as it pertains to the region and their business. 

The Market Opportunity 
Based on the research conducted, it has been identified that sharing knowledge on what 

makes up agritourism, who agritourists are, and what their interests include would be 

beneficial for members of the industry. This resource synthesizes past research and 

reports about the market segments in Alberta, Calgary, and the Foothills with a particular 

focus on the agritourism market. The tool includes customer archetypes as personas and 

details about their “interest in agritourism in the Foothills”, and “trip planning” 

considerations. The archetypes draw from the consumer survey data and insights, and 

have been crafted to represent the types of customers that Foothills Tourism Association 

members and other businesses interested in agritourism could market to in the present 

and near future. 
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Business Case Studies 
An important part of building capacity and sharing knowledge among industry is 

showcasing the experiences, learnings, and advice of other agritourism operators. 

Although there are some business case studies crafted and published for general use, 

such as those that are part of the SHiFT Experiential Learning program run by Travel 

Alberta, these case studies are not all agritourism focussed. This short and highly 

designed document features five (5) business case studies of rural businesses that have 

successfully grown agritourism operations. The case studies present valuable information 

on how the businesses, in regions like the Foothills, have successfully grown their 

business through agritourism development. 

Recordings: Agritourism in Action with Industry Speakers 
Knowing that there is significant work to be done around growing awareness of 

agritourism and related opportunities, as well as connecting the agritourism industry in the 

Foothills, this resource fills an immediate need to share operator experiences directly with 

industry. Additionally, the video amplifies knowledge shared at the Forum on Agritourism in 

an accessible way for all of those who were not able to attend the forum. The video 

presents both local success stories of agritourism business development through the 

Farm Table Talk with Forage & Farm, Season & Supply, and Eau Claire Distillery.  A more 

detailed presentation from an inspirational example, The Hideaway Experience in Scotland 

is also part of the resource. Through this video resource, various types of agritourism 

businesses are presented from pop-up farm-table dinners to luxury on-farm 

accommodation. The latter is particularly relevant for the current gap in demand and offer 

of agritourism accommodation in the Foothills. 

Agritourism Checklist 
There is an existing need to identify and qualify the types of agritourism businesses, 

activities, and experiences both for visitor-facing and industry-facing materials. A short 

and usable checklist will be developed to address this need. On the one hand, Foothills 

Tourism Association can use the checklist to review existing businesses and their 

activities. This will allow for an accurate tag of agritourism businesses on the website and 

better represent the Foothills’ agritourism offer for potential visitors. On the other hand, 

existing and prospective agritourism businesses can refer to the checklist to get a sense 
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of what agritourism development in the Foothills includes, inform their agritourism 

development work, and align their marketing efforts with that of the Foothills Tourism 

Association.  

Agritourism Tools & Resources 
This resource compiles a variety of existing agritourism related tools and resources that 

are useful for industry members and partners. By collecting, compiling, and describing 

these tools and resources that already exist, this resource facilitates industry access to 

different supports that could address specific needs not addressed in the previous tools 

being developed for this project. Examples of existing agritourism related tools and 

resources to compile include, event handbooks, business development guides, industry 

networks/knowledge sharing platforms, or educational resources such as webinars. 
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