business

case studies

INTRODUCTION
Five businesses that have successfully integrated
agritourism into their operation were selected for
case studies.
These case studies present valuable information on how businesses in regions like the
Foothills have successfully grown their business. 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.

OVERVIEW

3

THE HIDEAWAY EXPERIENCE

4

PRAIRIE GARDENS & ADVENTURE FARM

8

SEASON & SUPPLY

14

COVERT FARMS FAMILY ESTATE

18

BLACK MOUNTAIN RANCH

22

The Business Case Studies resource draws 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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the hideaway
experience
THEHIDEAWAYEXPERIENCE.CO.UK
The Hideaway Experience is located at

administrator, a house keeping supervisor,

Balkello Farm is a family-run 650-acre cattle

During the first few years of developing

Balkello Farm near Dundee in Scotland.

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

three

part-time

housekeepers.

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

Experience.

growing

The

Hideaway

accommodation with connections to local

GROWING AGRITOURISM

that visit the hideaways. As part of their

Caroline and Ross pursued agritourism

planning support, on-site experiences such

making enough money to support more

food products and ingredients for couples

service, Caroline and her team provide tripas 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
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and

development because the farm was not

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 income being
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generated by the farm, so they began to

opportunities to get into agritourism. Their

generated by farming activity.

to turn a worker’s cottage that was on the

explore options to supplement the revenue

Before the birth of their first child and

first opportunity came when they decided
farm grounds into their first hideaway.

settling into life at Balkello, the Millars had

As The Hideaway Experience grew as a

2 years. During this time, they experienced

realized that they were not in the “self-

lived and travelled around New Zealand for
a number of agritourism activities. Caroline

had also grown up in a farm that offered
accommodation

to

visitors.

Through

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

viable agritourism business, the Millars
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
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architects who brought their visions to life.

food and drink experiences for guests.

announced

desire for such experiences, and although

Most recently, The Hideaway Experience
the

opening

hideaway “The Stargazers”.

of

their

new

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 listen to what the market is

she still approaches them as business
decisions, looking to make profit through this
added value service, the new and expanded

food and drink offer is 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

demanding. This ongoing activity of listening

Caroline

the business offer led Caroline to hire more

sustainable part of the overall business. In

to market demands to evolve and adjust
staff to allow for more turnaround of the

hideaways and increase 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 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 the practice of listening to the

market and making adjustments accordingly,

The Hideaway Experience now offers more
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Caroline and her team have recognized a

describes

her

agritourism

enterprise, The Hideaway Experience, as a
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

key
takeaways
1

and privacy. More importantly,

Dundee on TripAdvisor and has 4.8

listen to what customers

stars on Google Reviews.

are saying and adapt your
business and its services

The Hideaway Experience is a member

the Scottish Tourism Alliance and its
subprogram “Scottish Agritourism”).

It has also received several awards

based on what you learn;

2

Accommodation

Awards,

being

as luxury hotels are doing

well. They incorporate these

shortlisted

learnings into The Hideaway

for the Courier Business Awards in

2016, and receiving the VisitScotland
5-star

award

accommodations.

for

self-catering

and her team bring a range

others in related spaces such

regional

winner from 2013 to 2015 for the
Thistle

Learn from others, Caroline
of experience and note what

and recognitions, including the Best
Holiday

and at specific times, while

respecting both their space

and is the #1 Specialty Lodging in

of GoRural Scotland (an association of

Ask customers questions

Experience;

3

Listen to market demands

and evolve the business to

meet them while staying true
to the brand value; and

4

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
Prairie Gardens & Adventure Farm (Prairie

AGRITOURISM OFFER

Accord,

Alberta,

A wide variety of agritourism experiences

Edmonton. The farm was established in

include animal interactions, such as a visit

Gardens) is located in the town of Bon
Sturgeon

County,

approximately 25km north of the city of
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, parttime, 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.

are available at Prairie Gardens. These

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.

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
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many repeat visitors to the business.

festival, named one of the Top Halloween

Supported

travel trade publication and featured on

Prairie Gardens also offers a Community
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,

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, all
helped them to explore further opportunities
for expanding the business.

French sorrel, edible flowers, culinary and

Collaborating with like-minded businesses

salsify, tatsoi, and golden turnips. They also

“we’ve been particularly successful because

tea herbs; and produce such as kohlrabi,
grow haskap berries, golden raspberries,
and apples. Customers can even sign up for
a farm egg share.

GROWING AGRITOURISM

and organizations is key, Tam notes, and
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.”

Prairie Gardens started as a vegetable farm

“The opportunity to engage people through

added a u-pick strawberry patch, which was

sophisticated than most of us think. People

with a small garden centre. In 1986, Tam
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

culinary experiences is wide open; it’s more
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.”

corn maze, and then planted pumpkins.

Tam sums up the development of Prairie

Haunted Pumpkin Festival in alignment with

“ultimately, we got involved in agritourism

Soon after, Prairie Gardens launched their
local tourism directives and with support

from Edmonton Tourism. This month-long
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Festivals in Canada in an international

Garden’s agritourism offer by saying that

not because we wanted to change our
careers as farmers, but because we wanted
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to stay on the farm. Agritourism was a way to

during the summer and fall, half of Prairie

just farming in the true sense. It’s welcoming

experiences. This includes office staff to

introduce new revenue streams, instead of

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

Gardens’ seasonal staff work on delivering

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.

utilize as much as of that acreage for visitor

experiences. At peak visitation periods
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Notable, over 1 million visitors have

MARKETING & ONLINE PRESENCE

with pre-pandemic visitation numbers at

Prairie Gardens is highly active through its

to the pandemic, Tam estimates that about

Twitter, and TripAdvisor.

come to Prairie Gardens since 1956,
approximately 50,000 visitors annually. Prior

80% of their revenue was associated with
agritourism and 20% to food production.

Tam Andersen, who was named a 2014

course has shifted, and Andersen estimates

head of the Edmonton Regional Tourism

With pandemic restrictions in place, that

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. “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.”
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website, as well as on Facebook, Instagram,

Global Woman of Vision, is also a former

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.

key takeaways
1

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;

2

Collaborating with other farmers, producers, local artisans, and tourism operators is

3

Providing opportunities for visitors to experience a real “taste of place” can happen in

4

Agritourism allows family-run farms such as Prairie Gardens to expand their revenue

key to developing agritourism in the region;

multiple ways at the farm, throughout the year; and

stream while continuing to celebrate Alberta’s rich agricultural heritage with visitors
who are keen to support community built around food.
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Season & supply
SEASONANDSUPPLY.COM
Season & Supply is a pop-up farm-table
dinner experience in the Calgary Region of
Alberta. The business was started in 2017

profile and emerging chefs to prepare the
meals.

by Dayna Cameron, who currently lives

GROWING AGRITOURISM

View County. Season & Supply is a family-

Season & Supply grew as an agritourism

heavily on partnerships with local farmers,

of her friends in the city of Calgary were

and works on her family farm in Mountain
owned and operated business that relies

growers, and producers toward showcasing
locally and responsibly grown food and
drink products.

AGRITOURISM OFFER
On-farm dining experiences is what Season
& Supply does, and it does it well! Before

Covid-19, the business hosted at least one
farm-table dinner per month at different
locations across the areas surrounding the

business after Dayna realized that many
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”.

city of Calgary. Through Season & Supply

Season & Supply is founded on taking

dinner participants about where food comes

experience design and delivery. Since

Dayna’s aim is to build education among

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-

a collaborative approach to agritourism

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 & Supply,

partnering to host on their property or to
showcase their products is a way to enter

the agritourism space and directly reach
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consumers without needing to develop a

what really sets the business apart.

that “seeing people working together is an

Since starting in 2017, Season & Supply

it’s not just about me but about having a

from farmers and producers and has also

new side of their business. Dayna highlights
attractive quality in a business. Knowing
greater reach.”
Importantly,

Dayna

acknowledges

a

challenge faced by businesses in Alberta

since every County has its own rules, and

it is difficult for individuals to be aware
and navigate regulation and policy around

agritourism. Through her role at Season &

Supply, she takes on the organization of
the dinners in accordance with the relevant

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,

many

partnership

proposals

expanded into organizing and hosting
private dinners for organizations like Travel
Alberta and Arc’teryx. Currently, due to

Covid-19 lock downs, Dayna has temporarily

suspended the farm-table dinners until the
situation allows for group gatherings again.
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.

the farmers and producers participating in

MARKETING & ONLINE PRESENCE

products and share knowledge with guests

Season & Supply communicates primarily

to their plates or glasses. Dayna highlights

a part of Alberta Open Farm Days.

the dinner are invited to speak about their
about how the ingredients and products go
that paying attention to such details as well
as the quality of the dining experience is
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receives

through its website and Instagram. It is also

key takeaways
1
2

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;

3

A challenge faced by businesses in Alberta is that each County has its own rule, and it
is difficult for individuals to be aware of and navigate through various regulations and
policies if they are not aware of them; and

4

Agritourism provides opportunities to highlight the uniqueness of seasons, food
products, and people in a destination.
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covert
farms
family
estate
COVERTFARMS.CA
Covert Farms is a fourth generation, 650acre 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 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
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Chardonnay,

Sauvignon

Blanc/Semillon,

The farm practices regenerative farming

is open five days a week (Wednesdays to

cover, fostering species diversity, keeping

Rosé, and proprietary red blends. The winery
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.

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
potential increase in wine quality attributes”
according to their website.

AGRITOURISM OFFER

MARKETING & ONLINE PRESENCE

A variety of agritourism experiences are

Covert Farms has a very user-friendly

vineyard tours and wine tastings, including

Instagram,

offered at Covert Farms. These include

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. 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 on-site

retail. The majority of these activities and

experiences can be booked directly through
the company website.
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through minimal tillage, keeping ground

website, and it is active on Facebook,
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.

key takeaways
1

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;

2

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,

3

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
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

cattle driving and roping, line dancing,

When guests arrive, each guest is assigned

and spin fishing, swimming, are also offered,

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.

leather working and glass etching. Hiking, fly

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.

When it comes to activities for guests, the

MARKETING & ONLINE PRESENCE

guests can interact with through horseback

Black Mountain Ranch has its own website,

the cattle on horseback from one field to

testimonials. The business is also active

ranch has a herd of cattle and horses that
riding around the area or joining in herding
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

where it shares high quality videos and guest
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.
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key takeaways
1
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The guest experience is personalized by assigning each guest their own horse and
handler for their stay;

2

On-farm experiences are facilitated through interactions with animals, for adults as well

3

Additional activities connected to rural living such as line dancing or backcountry

as children; and

camping have been incorporated as part of the visitor experience.
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