the
agritourism
market

INTRODUCTION
In this short report, you will find information on
what agritourism is, at the international level
context and in Alberta.
Additionally, key information for the target market segments of agritourism in the

Foothills is synthesized and presented. As a final piece to this resource, you can find

customer personas from the Calgary Metropolitan Area with details about their “interest
in agritourism in the Foothills”, and “trip planning” considerations. The personas 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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Contents for this resource draw from Foothills Tourism Association’s summary report
on agritourism as a growth opportunity. For more information, please refer to the report
or contact Foothills Tourism Association.
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agritourism
Agritourism can be described as a subset

Individual

that exists at the meeting point between

differently. Some will choose to focus on

of culinary tourism; that is, a niche tourism

agritourism

businesses

also

development

accommodations,

agritourism, or agreement on the activities

educational programs, like a workshop on

associated with agritourism. Put simply,
different places understand agritourism
differently.

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

and to celebrate the harvest.

In North America, agritourism often

focusses on local markets and building
local awareness around local food

bed

&

breakfasts, others focus on delivering

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.

In Asia, it often invites visitors to

participate in farming-related activities

as

delivery

the tourism and agricultural sectors. That
said, there is no universal definition of

such

and

approach

For more information

on the types of agritourism activities
the

in the Foothills, check out

Agritourism Checklist on

the Foothills Tourism Association’s
website.

systems.
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GROWING AGRITOURISM
Some

common

agritourism

reasons

development

to

pursue

include

increasing the breadth and diversity of
tourism stakeholders, adding tools for

rural economic development, diversifying

revenue streams, and connecting locals

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

and visitors to producers and processors.

The big difference between an agritourism
experience, as opposed to a culinary tourism

All these attributes lead back to the people

to incorporate a taste element. For example,

culture evolved to shape their landscape,

experience, is that agritourism does not need

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 with
programming that includes a locally sourced

lunch can be considered either a culinary
tourism, agritourism experience, or both.

that call a place home, and how their food

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.

Figure 1.0 The difference and connection between agritourism and culinary tourism
AGRITOURISM
Visiting an Agricultural Society
museum or a grain elevator that
teaches visitors about the agricultural
history of the area.
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AGRITOURISM + CULINARY TOURISM
An Agricultural Society
museum or grain elevator with
programming that includes a
locally sourced lunch.

DEFINITIONS OF AGRITOURISM AT THE
PROVINCIAL AND REGIONAL LEVELS

Within the province of Alberta, agritourism
is seen from a diversity of perspectives.

Government of Alberta defines agriculture

Department of Culture and Tourism:

“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.”

tourism as presenting the opportunity for

Department of Agriculture and Forestry:

Alberta.

top industries – agriculture and tourism…

people from the city to experience rural
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.

The Province has also identified educational
agriculture tourism as an opportunity

for teachers, ag tourism operators, and
producers

educational

to

collaborate

content

in

through

offering

firsthand

rural experiences. To assist educators, the

“the marriage between two of Alberta’s
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.” 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.

Province developed guidance materials

At

making educational agritourism a part of

tourism in its draft Calgary Metropolitan

for teachers and farmers interested in
their programs. 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. Over two days this event

provides both resident of and visitors to
the province with an opportunity to visit the

farms, and taste local foods directly from
the producers.

the

regional

level,

the

Calgary

Metropolitan Region Board defines agriRegion

Growth

Agriculture

Plan

Background

(2021)

Report

and

its

(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.”
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market segmentation
The following section provides an introduction into additional tools that agritourism businesses in
the Foothills can use to think about who to target.
DESTINATION CANADA

Also,

MARKET SEGMENTS

current

pandemic

restrictions across the country

Destination Canada developed customer profiles
called Explorer Quotient (EQ) profiles. Destinations

and businesses can use these to target their

Destintion Canada is focussing
more

on

travellers.

high

value

Canadian

marketing and value messages as well as to develop
and/or enhance product.

TOURISM ALBERTA MARKET
SEGMENTS

The three profiles that Canada is focussing on at

Tourism Alberta has expanded on

and Authentic Experiencers. From within Canada,

grouped certain profiles together,

the global level are: Free Spirits; Cultural Explorers;
four additional profiles have been identified:
Personal History Explorers; No Hassle Travellers;
Rejuvenators; and Gentle Explorers.

Although none of the descriptions for these EQ

profiles specifically identify agritourism as an
interest, a potential interest in agritourism can
be pulled based on 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,

Destination Canada’s EQ Profiles,
and

identified

two

key

Curious Adventurers and Hotspot
Hunters.

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.
The below descriptions are adapted
from Travel Alberta’s website.

listed as an appealing activity. The chart below

What is the Explorer
Quotient Toolkit?

relevant to agritourism. Note, the data is from 2012,

Find out more at:
destinationcanada.com
/en/tools

pulls interests and disinterests from the EQ profiles
which means the preferences may have shifted.

future

traveller markets for the province:

more

specifically, “Visiting small towns and villages” was
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with

EQ Profile

experience appeal

FREE SPIRITS

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

(% Canadian and Alberta markets)

Canadian: 12%
Alberta: 25%

CULTURAL EXPLORERS
Strong interest in many food
and drink related activities
Canadian: 9%
Alberta: 7%

AUTHENTIC
EXPERIENCERS
Canadian: 12%
Alberta: 13%

PERSONAL HISTORY
EXPLORERS
Canadian: 13%
Alberta: 5%

NO HASSLE
TRAVELLERS
Canadian: 10%
Alberta: 7%

REJUVENATORS
Canadian: 5%
Alberta: 11%

GENTLE EXPLORERS
Canadian: 5%
Alberta: 11%

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.)
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
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

Most Appealing Activities (related to agritourism)
• Dining at restaurants offering local ingredients
• Wildlife viewing - land based animals & bird watching
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
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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CURIOUS ADVENTURERS

Hotspot Hunters

•

•

Rooted in the EQ Learner segment
– Cultural Explorers, Authentic

Experiencers, Personal History

Looking for a different perspective
on the world, to discover new

Tourists
•

places, explore, connect
•

They use editorial sources for

•

Motivated by discovery,

inspiration over social media

exploration and rich experiences.
They want to learn about

the people they meet”
•

Looking for smaller activities to

•

Spontaneous and open-minded,

complement must see attractions

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

•

the destination through it’s

“landscapes, authentic culture and

Indulgers EQ segment - Free

Spirits, Social Samplers, Group

Explorers, Cultural History Buffs
•

Rooted in the Enthusiastic

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.

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.
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WHO ARE ALBERTA’S
ULTIMATE TRAVELLERS?
Find out more at:
industry.travelalberta.com

market OPPORTUNITY
The below section presents key findings

INTEREST IN AGRITOURISM

consumers from the Calgary Metropolitan

Amongst respondents, there is a high level

The survey, which received 354 responses,

rate their interest in agritourism on a scale

from a survey of potential agritourism
Area conducted in April and May 2021.
was shared through Foothills Tourism
Association and Tourism Calgary channels.

DEMOGRAPHICS
The majority (62%) of respondents live

in the city of Calgary, followed by 10% in

of interest in agritourism. When asked to

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.

Foothills County and almost 30% in other

The most common agritourism experiences

Calgary Metropolitan Area.

past 3 years include:

municipalities and townships within the

respondents had participated in over the

More than half of the respondents (56%)

1. Farmers’ Market

between 51-65 years of age, and 17% were

3. Hiking trail

were over 51 years of age, 39% were
older than 65 years. Most respondents

2. Retail

(58%) travel with one other person. This was

Additional popular selections included on-

and 16% that travel in a group with children.

interacting with animals (e.g., horseback

followed by 19% that travel independently

Nearly half of all the respondents have a
before-tax household annual income of
$80,000 or more, with 20% making between

$80,000 and $99,000, and 32% making
$100,000 or more.

farm café or restaurant, picnic spots, and
riding, petting zoo). 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.
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The agritourism experiences consumers

or less, while just under half (44%) budget

enjoyed include the following:

experience in the Foothills.

are most interested in but have not yet

1. On-farm accommodation

When asked how many agritourism trips

3. On-farm café or restaurant

make to the Foothills per year, nearly all

they would be interested and able to

2. Workshops, classes, training, etc.

Other agritourism experiences consumers
are interested in are festivals or events
(incl. pop up farm dinners), farm or facility

tours, and u-pick experiences. Notably,

respondents would make at least 1 trip, but
the majority (62%) would make between 2

to 3 trips to the Foothills for agritourism,
and 29% would make 4 or more.

the experiences they are interested in all

SIZING TARGET MARKET SEGMENTS

production.

Based on consumer survey responses and

likely take place on a farm or at the place of

Significantly,

the

vast

majority

of

respondents (91%) 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. 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

Statistics Canada data, the market size for

agritourism within the two target market
segments have been calculated. In the

following pages you’ll find the size of the
addressable target market, serviceable
available target market, and serviceable

obtainable target market for each of the two
segments and for the total target market of
agritourism in the Foothills.

Metropolitan Area, distance is not a barrier

TOTAL MARKET SIZE

markets.

Based on the combined totals from the

When asked about their daily budget for

the total serviceable obtainable target

to attracting consumers from these large

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 budget $51-$100

and 25% budget $101-$150. Notably, just
over half of respondents (54%) budget $50

10

a minimum of $101 for an agritourism

above target market segment calculations,
market for agritourism in the Foothills from
visitors from the Calgary Metropolitan Area
is $7,195,890.04.
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Figure 2.1 $80,000 to $99,000 Earners
Addressable target market segment (100% of target
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

Figure 2.2 $100,000 Plus Earners
Addressable target market segment (100% of target
market segment (n=84,745) spending the weighted average
($127.84) over the weighted number of trips (3.4))

$69,540,025.58

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))

$15,994,146.04

Serviceable obtainable target market (23% penetration
rate (n=19,491) over minimum number of trips (n=1))

$4,704,160.60

Figure 2.3 Total Market Size
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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

Figure 3.0

Sizing Target Market Segments
TOTAL
ADDRESSABLE
TARGET
MARKET
$106,374,948

TARGET
ADDRESSABLE
MARKET

$36.83M

TARGET
ADDRESSABLE
MARKET

$69.54M

TOTAL
SERVICEABLE
AVAILABLE
TARGET
MARKET
$24,466,026
TARGET
SERVICEABLE
AVAILABLE
MARKET

$8.47M

TARGET
SERVICEABLE
OBTAINABLE
MARKET

$2.49M

$80,000 TO $99,000 EARNERS

TARGET
SERVICEABLE
AVAILABLE
MARKET

$15.99M

TARGET
SERVICEABLE
OBTAINABLE
MARKET

TOTAL
SERVICEABLE
OBTAINABLE
TARGET
MARKET
$7,195,890

$4.70M

$100,000 PLUS EARNERS
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customer
pERSONAS
14

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

getting her hands dirty with farm activity

Pat and Chris have made a habit of

from a farming family and is interested

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.

and gardening. Meanwhile Chris comes
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 visited the Foothills for a horseback

They are particularly interested

ago but have not explored the area in

accommodation, workshops or classes,

riding trip with friends several years

recent years. They are interested in being
outside and planning a longer stay at a

in festivals or events, on-farm

and on-farm café or restaurant.

farm learning about farming practices,

TRAVEL TIME: 45-minute to 1 hour drive.

a chance to participate through gardening

NUMBER OF TRIPS: Around 2 trips for

unique products of the region, and getting
or cooking classes.

Overall, they are interested in a range of

different agritourism experiences in the
Foothills a year.

agritourism experiences. They look for

BUDGET: $100 dollars for the two of

if staying at a farm. Pat is particularly

to increase their budget, if also booking

things they can do together and apart

interested in interacting with animals and

them per day ($50 per person). Willing
accommodation
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MARIA, AHMED, AMY & RUTHIE

FAMILY TRIPPERS

The Family Trippers are a family of four, with

parents Maria and Ahmed (33 and 35 years old
respectively) and daughters Amy and Ruthie

who are 7 and 6 years old. They live in Okotoks
and 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

stimulating, and educational for the whole

As a family, they’ve visited several

interested in more immersive agritourism

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 Maria 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

experiences, whether its staying on a

farm that offers kid-friendly classes or a

festival 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.

TRAVEL TIME: 45 minutes and up to 1
hour.

food comes from. Maria grew up on a farm

NUMBER OF TRIPS: Around 3 trips to the

which they’ve all visited during their last

these might be an overnight trip to a farm

in Mexico. Her family still has the farm,
oversees vacation.

As the girls get older, Ahmed and Maria

are hoping to find activities that are fun,
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family, like horseback riding. They are

Foothills for agritourism per year. One of
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

workshops she can take. Sometimes

Jan lives in the city but looks to get

she would be open to staying on the farm

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 gets out 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

even enrolling in course for a term and
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.

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.

such, she usually looks for classes or
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OTHER
Aside from the above customer personas,
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,

Overnight Visitors

travellers stayed in the homes of friends and

Transforming

travel season. An average-spend of $181

spend. By staying longer and spending more,

and 12% arrived for business. 72% of
relatives, with summer being the busiest
per person/visit was recorded.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. 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.
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day

trippers

to

overnight

visitors can dramatically increase visitor

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. It is then 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.

