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Agricultural restructuring involving capital-intensive, large-scale, low-cost globalized production poses particular problems for intermediate-sized U.S. farms.  While the number of farms with over 500 acres will grow and those under ten acres will survive due to their niche production, direct selling, and alternative off-farm income, intermediate-sized farms lacking scale economies will decline by 71%.  In Michigan, where half of the farms are intermediate-sized, survival will require direct marketing, such as that through agritourism.   For farmers accustomed to commodity production, the transition will necessitate targeting what consumers find central to the agritourism experience.  To examine whether what visitors find key in agritourism matches what operators consider and thus stress, this paper importantly draws from both surveys of over 300 producers and of over 1,500 customers at 31 agritourism sites around Michigan. Specifically, this paper examines operator and visitor attitudes on how important aspects such as the farm experience, personal service, access to and learning how to use farm-fresh products, and enjoying a family activity are in agritourism.  The findings can help present agritourism operators refine their on-site activities as well as provide direction for those farmers considering agritourism as a means of keeping their land in production. 

Theme for the Main IGU Congress, SECC Glasgow: Tourism, Leisure, and Economic Restructuring

