Section |

ldentifying Options
&
Evaluating Your
Farm or Ranch

Agri-Tourism Workbook 9 Agri-Business Council of Oregon



Agri-Tourism Workbook
Section |

[. Identifying Optionsand Evaluating Your Farm or Ranch

a. ldentifying Options and Evaluating Y our Farm or Ranch

1)
2)
3)
4)
5)
6)
7)

8)

What is Agri-Tourism?

Recreational Possibilities

Inventory Checklist

What is Known About the Outdoor Recreation Industry
Why People Vacation

Assessing Y our Preferences, Options & Goals
Farm/Ranch Recreation Map

Property Management and Public Access

b. How to Proceed

11
12
13
14-17
18-20
21
22
23
24

25



Section I

IDENTIFYING OPTIONS AND
EVALUATING YOUR FARM OR RANCH

Getting away from the rush and pressures of the city are reasons that people want to

experience farm and ranch tourism/recreational opportunities.

Traveling to a remote area, enjoying the beautiful scenery Oregon has to offer,
experiencing something new, getting back to basics and “one’s roots” — these are all
reasons an increasing number of people want to spend time on a working farm or

ranch.

And often there is money to be made! Many people will pay significant amounts of

money for rural tourism/recreational experiences.

But quality tourism/recreational opportunities don’t happen by chance. The single most
important factor to consider — emphasized by experts and those who have been in
farm/ranch recreation for years — is the “people factor.” In other words, a
tourism/recreation experience is about people — working with people, working for

people, servicing people, and meeting people’s needs. So if you are sincerely interested

in a farm or ranch tourism/recreation component for your operation, you must like
working with people. The other option, if you’re not a “people person, is to find or hire
someone who is and let that employee, family member, or contractor coordinate the

interactive aspect of the enterprise.

Before answering the question, “Should I do it?” take time to examine your options and
goals. A fee-recreation enterprise, like other income-producing ventures, requires
capital, time, planning, marketing and management. It can only be successful if you
blend these components wisely. This resource guide will help you assess your options

and consider whether to proceed with a tourism/recreational enterprise.
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TEN COMMANDMENTS
OF GOOD BUSINESS

1. GUESTS are the most important

people in any business.

2. GUESTS are not dependent on us —

we are dependent on them.

3. GUESTS are not an interruption of

our work—they are the purpose of it.

4. GUESTS do us a favor when they
call—we are not doing them a favor by

serving them.

5. GUESTS are part of our business —

they are not outsiders.

6. GUESTS are not cold statistics; they
are human beings with feelings and

emotions like our own.

7. GUESTS are not to be argued with.

8. GUESTS are those who bring us their

wants — it is our job to fill those wants.

9. GUESTS are deserving of the most
courteous and attentive treatment we can

give them.

10. GUESTS are the lifeblood of the

farm and ranch recreation business.
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What is Agri-Tourism?

Farm/ranch recreation refers to activities conducted on private agricultural land, which might include fee hunting and fishing,
overnight stays, educational activities and the like. This category of tourism is a subset of a larger industry known as Agri-tourism. In
Oregon, Agri-tourism is “a commercial enterprise at a working farm, ranch, or agricultural plant conducted for the enjoyment of
visitors that generates supplemental income for the owner.”

Agri-tourism enterprises might include:

¢ Outdoor recreation (fishing, hunting, wildlife photography, horseback riding).
* Educational experiences (cannery tours, cooking classes, or wine tasting).

* Entertainment (harvest festivals or corn mazes).

* Hospitality services (farm stays, guided tours or outfitter services).

* On-farm direct sales (u-pick operations or roadside stands).

Agri-tourism is a subset of a larger industry called rural tourism that includes resorts, off-site farmer’s markets, nonprofit agricultural
tours, and other leisure and hospitality businesses that attract visitors to the countryside.

Rural tourism differs from Agri-tourism in two ways. First, rural tourism enterprises do not necessarily occur on farms or ranches.
Second, if they do occur on a farm or ranch, or at an agricultural plant, they do not generate supplemental income for the agricultural
enterprise.
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Ideas???? Farm/Ranch Recreation Possibilities

Here is a listing of potential activities to get you thinking about how your current operation and assets may be

augmented with a tourism/recreational enterprise. The options are limited only by imagination and regulations.

Other sections in this workbook will help you assess factors that will help you decide what will work for you, including liability

issues, financing, marketing, etc.

Agriculture Food & Craft Shows
Animal Feeding

Archery Range

Fossil / Rock Collecting

Barn Dances (Square Dancing, etc.)
Bed & Breakfast (Rural & Historical)
Bird Watching & Wildlife Viewing
Boating & Canoeing

Camping / Picnicking

Children’s Camp (Summer or Winter)
Corporate picnics

Cross-country Skiing

Educational or Technical Tours
Elderhostel

Family Reunions

Farm or Ranch Work Experience (roundup, haying,
fencing, calving, cutting wood, etc.)
Fee-Hunting

Fee-Fishing (Ice Fishing in Winter)
Floral Arrangements

Flower Shows or Festivals

Fly Fishing and Tying Clinics

Food Festivals

Gardens (flowers, greenery, herbs, dried flowers)
Guided Crop Tours

Guiding and Outfitting

Agri-Tourism Workbook

Habitat Improvement Projects

Harvest Festivals

Hay Rides / Sleigh Rides

Hiking / Cave Exploring

Historical Museums and Displays (Ag History,
Machinery, etc.)

Horseback Riding

Hunting Dog Training & Competition

Off-Road Motorcycling, ATV, Mountain Biking

Pack Trips

Petting Zoo

Photography / Painting

Ranch Skills (horseshoeing, leatherwork, camp
cooking, horse training, etc.)

Roadside Stands & Markets

Rock Climbing

Rodeo

Self-Guided Driving Tours

School & Educational Tours and Activities

Snowmobiling

Swimming

Trap & Skeet Shooting

Tubing & Rafting

U-Pick Operations

Wagon Trains

Wilderness Experiences

Agri-Business Council of Oregon



Inventory Checklist: Start With What You Have

This publication is intended to serve as a workbook. Please write down your ideas, questions, or whatever will help you assess your
proposal as you go through the guide.

Start With What You Have
Begin with assessing the potential attractions that already exist on your property, rather than spending money on creating something
new. Below is an inventory checklist to help you identify and list your current assets; you will refer to this list as you evaluate

different options and ideas throughout this workbook.

1. Physical Resources:
A. Land Resources — list what you have (deeded, leased private property, state & federal allotments, rangeland, woodland,

hay meadows, cropland, riparian/wetlands, acreage, location proximity, elevation, topography, location of feed grounds, etc.)

B. Climate — consider how weather patterns, temperature, etc. will affect what types of activities you might provide:
Temperature (monthly variations; length of growing season)

Precipitation (monthly distribution)

Snow (ground cover periods & accumulation depth)

C. Developments & Improvements (buildings, fences, corrals and working facilities, equipment, roads and trails, etc.)

D. Other Attractions — list those things that might enhance your operation to a visitor, such as wildlife
streams, ponds, fishing, livestock, proximity to natural or man-made points of interest, etc.

E. Hazards — (Farm equipment, storage, areas that are off-limits to visitors)
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II. Operations and Management
A. Owner/Manager strengths and goals — list those intangible assets that can assist you in a farm/ranch recreation operation

(e.g., “people person,” marketing ability, knowledge or special skills such as horse riding, livestock management,

cooking, knowledge about history of the area, etc.).

B. Family Strengths and Resources — list those skills and strengths that family members add:

IIIL. Activities
List activities you do on your operation that might appeal to the public. Remember, what seems routine to you is likely

unusual and interesting to the non-farm public. Be free with your ideas here: you’ll evaluate them later. Some examples
might include: cattle drives, calving or lambing, trail rides, roadside produce stands, machinery operations (harvesting,

planting, cultivating), on-site food processing.
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WILDLIFE INVENTORY

As you complete this inventory, you will want to add as much detail as possible, including total count, ratios of male/female, trends,
locations, size, age, condition, behavior, habitat, etc. This may take considerable time but will be necessary if you intend to build an
enterprise around wildlife. You will want this information if you are considering an enterprise to attract wildlife viewers,
photographers or hunters. Don’t forget that bird watching is one of the fastest growing outdoor activities in the United States. (Check
with the Oregon Department of Fish and Wildlife on hunting of all species as to dates, permits, licenses, etc.).

Big Game: Game Birds:
___Antelope ___ Turkey

__ White-tail Deer _ Mule Deer ____Elk 1 ___Grouse
___Moose ___Partridge
___Bighorn Sheep/Mountain Goat ___ Pheasant

__ Black Bear =L ___Mourning Dove

_ Mountain Lion

Other Birds:
Small Game: ___Songbirds
___Rabbit/Hare ___Large Birds (falcons, hawks, etc.)
___Red, Grey & Fox Squirrels ___ Other
A

_ Rock Chuck

Waterfowl:
Furbearers: ’ _ QGeese
___Beaver/Mink/Muskrat
____Badger
__ Bobcat
_ Weasel

Rodents:
Predators: ___ Prairie Dogs, Ground Squirrels, etc.

___Coyotes
- ___Raccoon
_ RedFox ___ Wolf___ Porcupine ___Skunk

_ Ducks
___ Cranes
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PEOPLE RESOURCES:

Rate the following based on characteristics important to a successful farm/ranch recreation operation (1 limiting factor, 5=asset for

success).
1 2 3 4 5

(Family or hired):
Are they friendly, confident, tolerant of strangers/guests?
Do they have special talents/abilities, etc.?

Name

Name

Name

Name

Name

Paid Assistants: Are they committed to working with you to make a successful venture?

Accountant

Attorney.

Lender/Financier

Consultant

Neighbors: Will they allow bordering access?
Any conflicts? Supportive of tourism/recreation options?

Sheriff and deputies: Are they supportive of proposals

or suspicious of outside

Game Warden & Biologists

Government officials and regulators (local, state, federal)
Do they understand and support your effort?

Economic Development Staff (local, county, regional, state):
Do they understand and support your effort?

Business & Tourism Associations

What can you do to improve the rating for those who may be a limiting factor in your business proposal?
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‘ What Is Known About the Outdoor Recreation Industry

Adapted from “Oregon Agri-tourism Industry Market Analysis”

Jan Woodruff, Market Advantage, June 1997

As you assess your property assets, take a look at these findings from recent surveys about outdoor recreation
enthusiasts, and see if ideas begin to develop about matching resources to particular markets.

Foreign Travelers:

German travelers, on average, spend almost $3,000 on a 20-day visit to the U.S. Most German visitors come to
the U.S. for vacation or holiday travel. Getting 14-15% of German visitors to stay one week on a farm or ranch
would add about $4 million to the Agri-tourism industry. There are about 1,000 “Western” clubs in Germany
with about 80,000 members. Authenticity is the focus of the clubs; members spend time and money researching
the U.S. West and Indian history ride horses, learn to shoot with a bow and arrow, and cook over a campfire.
German’s seek outstanding scenery, good value, and learning opportunities. These are visitor needs that the
Oregon Agri-tourism industry is uniquely qualified to satisfy.

Japanese tourists, in contrast, are seeking large theme parks, shopping experiences, exciting cities and lifestyle.
Japanese travel primarily in large groups and rarely rent cars on vacation, making travel to rural areas difficult.
Japanese tourists are not as adventurous as their German counterparts. They tend to travel to substantiate what
others have seen, rarely to discover something new.

Age:

Baby boomers represent 30 percent of all Americans and half of all visitors to Oregon. Increasingly, baby
boomers are looking for self-fulfillment and examining their self-potential. This makes baby boomers an ideal
target market for tourism products that offer education and challenge. Baby boomers are doers, not sitters; many
are burned out in their jobs and hectic pace of life.

Young seniors (55-65 years of age) are the richest age group in the U.S. Those aged 55 and older represent 20
percent of the population and 80 percent of the vacation dollars spent in the U.S. To successfully attract mature
consumers, marketers must consider the important issues to this group: 1) independence and self-sufficiency, 2)
social and spiritual connectedness, 3) selflessness, 4) personal growth, and 5) revitalization. Seniors tend to be
better educated and hence, interested in museums, historical sites, cultural exhibits and activities. They value
security, cleanliness, value, and comfort.

Participation in outdoor recreation, particularly physically demanding activities, decreases with age.
Participation in passive activities (walking, visiting historical sites, wildlife viewing, observing nature, bird
watching) does not decrease with age.

Intergenerational travel (grandparent traveling with grandchild) is a growing trend. A shared experience
becomes a memory and legacy for both.

Families:

Children love animals and the outdoors. Activities and adventures that involve these attributes will bring
attention from parents. Affordability is important, as well as safety, proximity, and accommodations. Some will
want to “rough it,” while others want a softer adventure for younger children. Families with children are
characterized by bargain hunting, demand for quality service, and extra amenities. However, this can be a fun
and exciting clientele group.
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Childless Travelers:

Currently two-thirds of American households have no one under the age of 18 living with them. Childless
travelers spend more on vacation than families with children because they have more disposable income and
take longer trips. One-quarter of American households are occupied by just one person. One of the greatest
opportunities for leisure travel marketing, according to a renowned speaker in the travel industry, will be a
vacation for one.

Gender:

Women are more likely than men to influence decisions for short vacations. This is a key point about marketing
to families. Single women are also an important target market. [zzy Oren, owner of Oregon’s Ponderosa Ranch,
finds that virtually 90% of the inquiries he receives from German visitors are young, single women. In
developing marketing strategies and programs for most kinds of Agri-tourism enterprises, the interests and
values of women travelers should play an important role. When planning vacation itineraries, women are
motivated by: 1) geographic limitations, such as cold winter temperatures, 2) availability of time, money, and
babysitters, 3) social belonging and peer approval, 4) getting away from home, children, and work, 5) excite-
ment, 6) possibility of making new friends, and 7) discovering their roots.

Activities:

Off road bicycling grows at an annual rate of 20 percent a year. There are now about 10 %
million off-road bikers. Most are young, unmarried or childless men, aged 22-33. Many trails
on public lands are being closed to bike riders. Demand for new trails is increasing.

Non-hunting wildlife recreation activities, such as bird and game observation, photography, and animal feeding
are extremely popular. In Oregon, 18 percent of visitors participated in non-hunting wildlife recreation on their
trips. Nationwide, non-hunting wildlife enthusiasts outnumber hunters five to one and sport anglers two to one.
The most popular sites for viewing, photographing, or feeding wildlife are woodlands, lakes, and streams. The
most popular wildlife for these enthusiasts are birds and land mammals (deer, bear, etc.). In Oregon, according
to a 1995 industry inventory, only 25 agricultural landowners offer visitors the opportunity to view or
photograph wildlife. The demand for this type of activity is predicted to grow rapidly in the future. Bird
watching is the fastest growing outdoor recreation activity.

Hiking is one of America’s fastest growing outdoor activities. Hiking is correlated with income and age. Hiking
is significantly more popular for high-income households and younger aged Americans. Participation is not
correlated to gender. Hikers are typically ardent conservationalists. Hiking provides participants an opportunity
to improve physical fitness while enjoying nature.

Camping is most popular with younger people. Those aged 25-34 are more likely than any other age group to go
camping more than once a year. It is also an attractive activity for families, enabling parents an experience in
the outdoors with children.

Hunters and anglers are motivated by a love of the outdoors. Those who fish and hunt tend to be men who live
in rural areas, between the ages of 16 and 34. Access is one of the key issues facing sportsmen. In Oregon,
landowners can charge a “trespass fee” to licensed sportsmen during a legal hunting or fishing season.
According to the 1995 industry inventory, Oregon has 21 properties that offer fee hunting and 23 that offer fee
fishing to guests. The number of anglers has consistently increased during the past 20 years and is expected to
continue to do so.
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Winter Enthusiasts:

Millions of Americans love winter snow activities. Sledding, ice skating, cross-country skiing, and related
activities are seasonal attractions that can augment some farm or ranch recreational enterprises. People aged 25-
35 dominate these sports. People in households earning over $100,000 a year are three times as likely as lower
income households to participate in cross-country skiing and other winter sports. Snowshoeing is one of the
fastest growing winter sports.

Horseback Riding:

In 1994-95, seven percent of Americans aged 16 or older went horseback riding at least once. The largest share
of horse enthusiasts are between the ages of 15 and 19 years. People in higher income households are more
likely to participate in horseback riding. According to the 1995 industry survey, 30 farms and ranches in Oregon
offer horseback riding to guests. Some offer paddock and trail riding. Others offer cattle drive experiences.
Others offer riding lessons.

Adventure Enthusiasts and Extreme Sports:

Adventure travel is a booming segment of the tourism market. Nearly 10,000 tour operators offer adventure
trips, tapping over $110 billion annually. Adventure tourism is nature-based involving thrills, excitement, and
challenge. Examples include mountain climbing, off-road mountain biking, whitewater rafting, and other sports
that involve physical or mental challenge. Adventure seekers tend to be intensely social and tend to travel in
larger groups. Since adventure travel often involves a high level of physical activity, adventure seekers tend to
be young and healthy with higher than average income levels.

Learning Enthusiasts:

Gardeners—Gardening in the U.S. has grown from a hobby to an obsession. Next to walking for pleasure,
gardening is America’s most popular physical activity. Currently, 55 percent of American adults garden as a
hobby. Public and private gardens or gardening education provides an opportunity to engage simultaneously in
a variety of popular outdoor activities—sight-seeing, walking, studying nature, and nature photography,
satisfying visitors’ needs for relaxation, knowledge building, connectedness, and escape.

Heritage Travelers—Almost half of all U.S. adults planning a pleasure trip say they intend to visit an historical
site. Three in ten Americans are “Western enthusiasts.” These include “historians” who are enthralled by the
Native American cultures, the Oregon Trail, Lewis and Clark and westward expansion; “new pioneers” who are
interested in contemporary Western lifestyle; and “city slickers” who are interested in the look and the
experience, less so in the history and lifestyle. Two-thirds of Western enthusiasts are women. More than half are
aged 26 to 44. The median income is slightly higher than average.

Nature-Based Tourism—Nature-based tourism attracts people who want an active adventure vacation and an
intimate encounter with nature. They seek hands-on experience. Rather than passively observing wildlife and
plants, people will spend money and invest labor to help build and restore sites. They prefer wilderness settings,
wildlife viewing, hiking or trekking. Typically, 35 to 54 years of age, only a handful of this group travel with
children. The nature-based tourist prefers trips lasting 8 to 14 days.

Culinary Tourists—Cooking school vacations and gourmet tours are another important trend for Agri-tourism
marketers. Shaw Guide the bible of cooking school guides offers 339 pages of choices. Cooking tours tend to
attract childless travelers, most aged 50 or older, who love food, wine, hand crafted beers, and gourmet cooking.
Education is the main thrust of all trips. They want to meet the locals, see how Parmesan cheese is made and try
the local specialties. Many classes coincide with agricultural or cultural events, or are associated with museums
or other local attractions. The Northwest is on the leading edge of culinary tourism with its reputation for
organic farming, specialty crops, innovative chefs and tremendous diversity of ag products.
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Why People Vacation ...

Now that you’ve examined some information on the types of travelers and some demographic facts, let’s take a
quick look at why people take vacations. Understanding what the client is looking for can help assess the
opportunities on your property for various recreational enterprises.

The major reasons people go on vacation, ranked by survey results, include:

1. To build or strengthen relationships. The number one reason for vacation is to “be together as a family.”
Families find they have little time to be alone together—they want to get away from the stress of home and
work. They look to travel as an opportunity to rekindle relationships. Many seek social interactions on trips, a
time for making new friends.

2. To gain better health and well-being. The vast majority of adults say that a vacation is vital to their family’s
physical and metal well-being. Most travelers who visit Oregon want to refresh and renew themselves by
actively participating in outdoor activities.

3. To rest and relax. Getting away from work, worry, and effort enables vacationers to refresh and renew. This
is the third most common reason why Americans vacation.

4. To have an adventure. Many travelers look to vacations for exciting experiences that stir emotions.
Adventure, whether dangerous or romantic, provides the heightened sensation that these consumers seek.

5. To escape. Many people travel to gain respite from routine, worry, and stress. They are looking for something
different—a better climate, prettier scenery, slower pace of life, cleaner air, quiet surroundings or anything else
that is missing or deficient in their lives back home.

6. For knowledge. Learning and discovery are strong motivators for today’s better educated travelers. People
travel to learn or practice a language, study a culture, explore gourmet foods or wines, investigate spirituality,
discover something about themselves, and a host of other learning pursuits. They want to see, touch, or feel
something unfamiliar. “Bragging rights” or good stories to tell back home are powerful motivators.

7. To mark a special occasion. Some travelers take vacations to celebrate milestones in their lives—a new
relationship, a marriage, a birthday, or a professional achievement. Vacations to mark special occasions are
usually taken with loved ones and provide memories that last a lifetime.

8. To save money or time. Although going on vacation almost always costs money and time, where one goes on
vacation can influence costs. Money and time constrain virtually every vacation decision. By traveling close to
home, or taking a short vacation, a traveler can save time and money. Oregon residents can be key targets of
Agri-tourism ventures.

9. To reminisce. Many people travel to relive fond memories. In the case of Agri-tourism some vacationers,
especially older travelers, will choose a farm visit to rekindle memories of the simple, rural lifestyle they
remember from childhood. Vacationers pay money for food, lodging, transportation, and souvenirs—but they
are buying a sentimental journey.
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Assessing Your Preferences, Options and Goals

A key point before venturing into farm/ranch recreation is to identify or revisit the real goals of the farm or ranch and to
discuss these with all those who may influence the decision-making. If any of the “partners” do not have the same goals,
success will be limited and interpersonal stress may be the major result. ALL partners (this may be family members or
outside interests) must meet together and seriously express their personal and business goals.

Define your target market:

* What kind of visitors do you want to attract?

* What kind of guests can you attract to your farm/ranch with what you have today?
» What kind of visitors will you be able to attract in the future?

One real market advantage of farm/ranch recreation is that potential clients are numerous and there are few operations
offering this type of service. Using a shotgun approach to attract anyone and everyone is expensive and seldom effective
without a massive advertising campaign. A more effective use of time and money is targeting a particular audience (e.g.,
sportsmen, families, retired persons, bird watchers, photographers, etc.) who may be interested in what the farm or ranch
has to offer.

Let’s start creating a profile of the customer you want to attract. The section on MARKETING will further help you
refine this
description:

The ideal customer is:

Where does she/he live? (in-state or out-of
state/foreign)

Age composition (young? retirees? variety?)
Single/Married?

Income Level $ Party Size and Composition
Children?

Hobbies/Interests (Hunting background? Horse experience? Photographers?
Etc.)

How does he/she access information? (Newspapers, magazines,
websites?)

What characteristics do you want your guests? (Independent people who emphasize self-fulfillment and self-help? Action
oriented? Seeking relaxation? Desire for entertainment and
activities?)
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As you begin to develop ideas about your farm or ranch recreation enterprise, sketch out the locations on your
property where you think these activities will best be located. Is there adequate access? Will guests have to
drive to get to various sites? Is there drinking water and restrooms at appropriate locations? Enough space for
privacy and solitude? What about aesthetics and topography?

Farm/Ranch Recreation Map
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Property Management & Public Access
Farm and ranch recreational enterprises provide a unique opportunity to both supplement farm income and educate the non-farm
public about agriculture. Recreational activities can be suitable for the small farm, a large ranching operation, and an entire rural

community.

In developing a recreational enterprise, you will need to determine the extent of public access to your property and what types of

activities you will provide.

Recreational enterprises need not be a full-length vacation. You may want to begin with one-hour tours and half-day excursions,
depending on the attractions you feel your property and operation provide (be sure to review your inventory checklist), your time
commitment, and your philosophy and goals about adding a recreational component to your operation.

In general, visitors prefer activities rather than to simply observe a farm or ranch. You will need to create an environment where they
can experience activities, or provide opportunities for self-directed recreation (fishing, hunting, canoeing, etc.). For example, one of
the most wonderful visitor activities is hand-feeding calves or lambs.

Take advantage of natural settings and scenic areas for locating activities, capitalizing on historic aspects of the farm or ranch as well.
If you have a century Farm, put up a sign and promote it in your advertising and brochures (see MARKETING section). Does your
farm or ranch border old mining claims, the Oregon Trail, or Indian paths? If so, tell the story.

Property Appearance

Quality attractions and activities are important. Quality means facilities that are pleasing and neat in appearance as well as interesting.
Pick up the barnyard, paint the fence, and add some colorful flowers. Be authentic; don’t bring in new modular buildings if you have
existing buildings that can be renovated.

Of course, you can’t change everything. Some farm odors are unavoidable. Consider a clever sign that says, “Odor on this farm smells
like money.

Location & Access

A remote location can be an asset if marketed correctly. But make it easy for visitors to find you. Provide clear and simple directions
in all printed materials and place a sign at the front of the driveway to make it obvious to guests that they are at the right place. Keep
driveways graded and set up parking locations near the activity site. If guests arrive after dark, light the signage and driveway.

Here are a few more ideas:

1. Provide more sophisticated facilities. Relatively more senior citizens and elderly are looking for better facilities than in the past.

2. Solitude! This is highly marketable, especially since solitude in many state and national parks is virtually impossible now.

3. Security. This is also highly marketable.

4. Reservations and access. This should be an advantage because some public sector recreation opportunities are so limited that

waiting lists of several months are common.

5. Service to special constituencies. Provide access and services to physically and mentally impaired.

6. Education. Private sector can provide guide services, tours, and special experiences. Photographic opportunities, especially for
foreigners, are also a possibility.

7. Nurturing activities. City people may be especially good clients for experiences such as gardening, harvesting fruit, or other
outdoor agricultural activities.

8. Memberships in campsites, hunting, or lodging arrangements.

9. Visual qualities. The more natural amenities a site possesses, the less development and monetary risk is needed. Pick your sites
carefully.
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How to Proceed

Once you have some ideas in mind regarding attributes of your farm or ranch and how these might be managed
to include a tourism/recreation activity or attraction, and the type of guests you want to attract, the next issues to
investigate are:

Zoning and Land Use Regulations
Licensing Requirements (where applicable)
Liability Insurance and Risk Management
Developing a Business Plan

Financing Your Enterprise

Marketing Your Product

Networking and Identifying Resources

The following sections will take you through each of these areas in some detail. All are important steps to a
successful enterprise, so spend adequate time in each area.
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