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This guide has been made possible by 
Australian Regional Tourism’s National 
Agritourism Project, funded by an Australian 
Government Building Better Regions 
Fund grant.  Created primarily for local 
government with an interest in agritourism 
growth for their region, the guide is produce 
and destination neutral. 

It is a guide that summarises the feedback 
and experiences of more than 200 existing 
farmers and Agritourism stakeholders to 
provide insights to those beginning the 
Agritourism journey.  It’s not a how to guide 
designed to guarantee success.

Each producer, farm, local council region and 
tourism destination is unique, but the journey 
from farmer to tourism operator was striking 
in its similarity across the country.  

This guide is intended to be complementary 
to the wealth of small business resources 
available in each State and Territory and 
build on the catalogue of work that exists for 
Agritourism operators globally.

This document will be updated regularly.  If 
you’d like to see additional content or have 
an amendment please email agritourism@
artn.com.au or eo@regionaltourism.com.au 

Acknowledgement of Country

Australian Regional Tourism acknowledges 
and pays respects to the Traditional 
Owners of Country as the sovereign 
people of the lands and waters on which 
we live, work and play.

We acknowledge Elders – past and 
present and their ongoing connection with 
Country.
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1.0 Introduction

Despite the steps involved in developing a 
new stream of the business, many farmers 
did not know or realise they were in tourism 
until step 6.  Their advisors in step 1 and 2 
are often agriculture specialists, accountants, 
lawyers or planning experts and the 
possibility of their diversification including 
tourism is not top of mind.

Almost all the farmers interviewed had a 
touchpoint with their local council on their 
journey to Agritourism. For this reason, local 
councils play a unique role in the future 
development of Agritourism experiences.

Local government can:

•	 Upskill teams in the importance and 
contribution of the broader tourism and 
visitor economy to your region, ensuring 
agritourism is seen in the context of a 
thriving tourism sector

•	 Understand what is and isn’t Agritourism, 
making sure you have plans in place to 
know what you do and don’t want to 
encourage

•	 Proactively identify your agriculturalists 
and their advisors, supporting them with 
information that makes Agritourism a 
viable diversification choice that is on the 
table early in their journey

INTRODUCTION TO FARM DIVERSIFICATION

The development of the National Agritourism Strategy Framework provided the opportunity 
to engage with nearly 200 stakeholders across Australia unearthing interesting insights 
related to farmer diversification into tourism. 

In doing so, we found that entry into tourism (or agritourism) can be accidental. In planning a 
farm investment, business product expansion, technology improvement a visitor experience 
emerges. The development of a processing plan includes the addition of a farm shop; the 
resurrection of a heritage breed brings a realisation what they do is rare or unusual. 

Economic, environmental and social reasons are the key drivers of diversification. They are 
also provide excellent touchpoints for a farmer to evaluate whether tourism is right for them 
(see the companion toolkit for farmers in this series).

From our engagement, we have mapped a typical farmer journey to agritourism:

The Farmer to Agritourism Journey

In this section you will:

•	 Be introduced to the farmer journey to agritourism

•	 Consider what local government can do to support farmers on their journey

01
Trigger to 
diversify

02
Elevate
and plan

03
Prepare for 
submission

04
Planning 
submission

05
Council 
decision

06
Develop 
and launch

07
Review
and grow

Acute or
planned 1-3 months 3-36 months

3-5 year journey from inception to launch

3-18 months

•	 Ensure your strategy and statutory 
planning are aligned on what you are 
trying to encourage

•	 Provide supportive processes for farmers 
for planning permits. Often permit 
applications are complex due to land 
use overlays and the inclusion of food 
service businesses and applicants are not 
always experienced in the ways of local 
government

•	 Support farmers to map their stakeholders 
and engage early and often. Planning 
applications can have mixed reviews 
and in regional and rural communities 
- it’s important there trust between 
communities, councils and applicants that 
ideas are aligned with plans.
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INTRODUCTION – THE OPPORTUNITY OF 
THE VISITOR ECONOMY

Agriculture and tourism represent two of 
Australia’s major industries. Both support 
economic growth and employment in 
regional economies. The Agriculture sector 
has supported farm diversification for 
decades, embracing new technologies, crop 
diversification, sustainable and regenerative 
farming practices as well as embracing the 
land management practices of First Nations 
people. 

Agriculture consultants, government 
departments and financial advisors have 
often been the go-to for advice to support 
a business case for diversification. Tourism 
is not often the primary business case, but 
adding a visitor experience is at times the 
by-product of a different value add.

Tourism is now often referred to as the 
Visitor Economy. The Visitor Economy 
is made up of anyone who provides or 
promotes services to Australia’s domestic 
and international visitors1.  Those visitors 
include leisure and business travellers, events 
travellers, those visiting friends and relatives, 
students and people travelling on working 
holiday visas. 

The visitor economy encompasses the 
direct and indirect impact of these visitors 
travelling and spending in cities and towns 
across Australia.

Due to the impacts of COVID-19 and border 
closures due to the resultant pandemic, the 
Tourism Industry uses 2019 as its most recent 
fully viable operable year of reference. To put 
the Australian Visitor Economy in 2019 into 
context:

•	 The Visitor Economy earned over $39.6 
billion2 in exports making it Australia’s 
fourth largest export earner behind iron 
ore, coal and natural gas and ahead of the 
beef, petroleum and wool industries

•	 The total value was $138 billion3 in visitor 
expenditure, which grew 80% in 10 years

•	 The visitor economy accounted for 
686,000 jobs4, Australia’s 8th largest 
employer supporting one in twenty 
Australians

•	 One in 8 Australian businesses was 
sustained by the Visitor Economy

•	 48% or $66B5 of all visitor spend in 2019 
was in regions

The visitor economy includes industries such 
as food services, retail, accommodation, 

In this section you will:

•	 Understand the industry of tourism and the larger visitor economy

•	 Consider local government’s role in creating a supportive environment for the visitor 
economy

•	 An introduction to the structure and stakeholders in the visitor economy

aviation, education & training, transport and 
culture, arts and recreation. Many, if not all of 
these are present in your local government 
area.

Austrade is the Australian Trade and 
Investment Commission. Austrade’s remit is 
to acerate the growth of exporters, attract 
foreign investors and stimulates the visitor 
economy. 

Thrive 2030: Australia’s National Strategy 
for the Long-term Sustainable Growth of the 
Visitor Economy: 

Australia’s national strategy for the long-term 
sustainable growth of the visitor economy 
and all tourism and visitor economy 
strategies should align with the objectives 
and goals of this national plan.

In addition, your State or Territory 
government will have its own Tourism or 
Visitor Economy strategy, detailing the 
priority audience types they are planning to 
attract, the priority growth sectors and the 
spend and visitor numbers being aimed for 
over time.

Depending on your size, your local 
government area may have a shared resource 
or a dedicated team to support tourism 
and the visitor economy. Often this area is 
responsible for activities such as:

•	 Running your local visitor information 
centre

•	 Developing tourism plans

•	 Supporting inquiries from businesses 
about tourism

•	 Producing photos and images of your 
visitor experiences to use on websites and 
in council reports

If you are supported by a Regional Tourism 
Organisation (RTO) your tourism and visitor 

economy might be more sophisticated and 
include:

•	 Destination marketing campaigns to 
attract visitors

•	 Destination management plans to align 
future growth with experiences your 
region can excel at

•	 Business engagement with interested 
operators either directly or with other 
entities such as a local chamber of 
commerce

•	 Advocacy and lobbying for government 
support for investment and infrastructure

The visitor economy crosses over with many 
teams in your local council. These could 
include:

•	 Economic development: consider how 
important tourism is to your LGA. Where 
does it fit 

•	 Strategic planning: could welcoming 
more visitors change your region’s future 
prosperity? Tourism operators will look 
for indicators in strategies to encourage 
investment and growth.

•	 Statutory planning: construction 
stimulates economic activity and many 
tourism businesses will require permits 
and registration with council before 
opening to the public. Are you statutory 
planning teams across your strategic 
intent for the visitor economy?

•	 Events: community engagement activities 
such as events often create a reason to 
visit friends and relatives

•	 Roads, footpaths, and works teams: 
consider community and visitors to your 
regions as you invest in infrastructure 
renewal and upgrades.

And many more. 

2.0 The opportunity of the visitor 
economy

1 Austrade.gov.au – About the Visitor Economy
2 Australian Bureau of Statistics (ABS), Australian National Accounts: Tourism Satellite Account 2018-19 financial year (ABS 2019)  
3 Tourism Research Australia (TRA), National Visitor Survey and International Visitor Survey as at 31 December 2020 
4 TRA analysis of ABS Labour Force Survey as at December 2019 
5 Tourism Research Australia (TRA), Tourism Businesses in Australia, 2018-19 financial year  
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The Visitor Economy for our region is valued at:  $

The Visitor Economy employs        people in our local government

We attract         people to our LGA/region per year

Know your tourism region: We promote ourselves as

Is tourism and the visitor economy in your region planning to grow, shrink or stay the same?

Do you know what attracts visitors to your region?

Have you identified your stakeholders in tourism and the visitor economy?

Stakeholders in the Visitor Economy include: 

•	 Tourism boards: responsible for the 
promotion of tourism to a destination, 
be it a city, region, country, state or a 
collection of multiples of these. They may 
also be known as Destination marketing 
Organisations or DMOs

•	 Transport services: it’s generally accepted 
that tourism involves travelling away from 
home in some capacity and therefore 
requires transport to reach their planned 
destination. Transport operators include 
road, air, water, foot, public and private.

•	 Accommodation providers & services: 
services and operators offering a place 
to stay for visitors. This could include 
hotels, models, hostels, holiday and 
caravan parks, campgrounds, home 
stays, farm stays and other innovative 
accommodation.

•	 Conference and events: conference and 
events bring people together in one 
place for a particular topic or common 
interest. They can be business or pleasure 
related and themed across a spectrum 
of interests. Large or small they are an 
important component of visitor economy.

•	 Attractions: built or natural, paid or free, 
large or small, well known or known to 
locals attractions add depth to the visitor 
economy. Some attractions are specifically 
for tourism purposes (theme parks) and 
others may be built for another purpose 
entirely and become and attraction 
(Sydney Opera House).

•	 Tourism services: include tour operators 
who put together trips and packages, 
online, inbound and offline travel agents 
who sell things other people operate, and 
all the other ancillary services that go 

into delivering a tourism experience be it 
parking, airports, the hospitality sector, 
travel insurance

•	 The broader community: community 
members, Traditional Owners, park 
agencies, public land managers and of 
course the visitors themselves are all 
stakeholders in the Visitor Economy.

It’s important to map or identify who the 
stakeholders are in your visitor economy 
network for your local government. Then 
develop a stakeholder engagement plan to 
help keep them informed of the important 
updates over time. More information on this 
is available in section 6.

CHECKLIST: HOW IMPORTANT IS THE VISITOR ECONOMY TO YOUR REGION?

Understand the value of the Visitor Economy for your region 

		  Develop & publish a tourism or visitor economy plan

		  Promote the value of your visitor economy across your colleagues

		  Promote the value and importance of your visitor economy to your councillors

		  Promote the value and importance of your visitor economy to your community
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3.0 Understanding Agritourism

Agritourism is a type of experiential travel 
which connects people to product or 
produce, delivered on farming land through a 
direct “on farm” experience.

Four essential elements:

•	 Combines tourism and agriculture 
industries

•	 Attracts members of the public to visit the 
agriculture enterprise, on farm

•	 Is designed to increase farm income and

•	 Provides recreation, entertainment and 
or educational experiences related to the 
agriculture product

In Australia in year ended 2019, visitors 
who included an “on farm” experience in 
their holiday represented $5.9 billion in 
visitor spend, with the CSIRO identifying in 
2018/19 this type of diversification had the 
opportunity to be valued at $18 billion by 
2030. 

Visitors who included a winery experience 
in their itinerary represented a further $10 
billion in visitor spend in 2019. 

Agritourism comes about most commonly 
when farmers diversify their farming 
activities to include a visitor experience.  
These visitor experiences can include 
providing tours, experiences and education 
around agriculture, providing direct 
connections with customers. Often it involves 
sharing the stories of their land and where 
food and agriculture products come from.

WHAT’S ESSENTIAL IN AGRITOURISM?

Agritourism does not include all farm tourism 
or all regional tourism. For something to be 
specifically known as agritourism the key 
elements are:

Place (essential): On Farm: To be called 
Agritourism, the experiences must be 
delivered on farm.

Then at least one other or both of the 
following:

People: engagement with farmers or farm 
workers to facilitate a connection to farm 
and product

Product: an experience of the agriculture the 
farm exists to produce

In this section you will:

•	 Be introduced to what is Agritourism

•	 See that on farm experiences are part of an Agritourism eco system

•	 Understand what triggers a farmer to diversify

A
GRIT

OURISM IN REGIONS IS STRENGTHENED BY:

Farm to Fork 
cooking classes

Pick your own 
produce

Indigenous cultural 
experiences

Educational 
experiences

Behind the 
scenes tours

Business agriculture 
experiences

Farm tours 
& demonstrations

Caravan sites/ 
 glamping/camping

On farm cafes 
&/or restaurants

Experiential farm 
stays & B&B

On farm 
retail outlets

On farm events - 
weddings/conferences 

etc.

Farmer’s 
Markets

Learning 
& Education

Opportunities

Regional 
Food & Drink 

Events

Food 
Itineraries & 

Touring Trails

Providores & 
Regional Food 

Stores

Accommodation*
*no farm

engagement

Regional 
Restaurants 

featuring local 
produce

Apps & 
Technology

C
O

RE
 O

N FA
RM AGRITOURISM EXPERIEN

C
ES

On Farm Farm Product

Farm People

Agritourism is an eco system
Core Agritourism is strengthened by regional supporting 
services, creating an eco system of visitor experiences.
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WHY DO FARMERS DIVERSIFY?

Talking with more than 60 farmers in the 
development of the National Agritourism 
Strategy Framework we found the top 5 
reasons farmers diversify:

1.	 Environmental: A natural disaster triggers 
a change in approach to farming, land 
management or creates an income 
pressure that could be improved through 
diversification

2.	 Economic: Take back control of supply 
chains and reducing distribution costs

3.	 Economic: Need more employment to 
keep/attract family back to the farm

4.	Social: Need more social contact and an 
opportunity to learn and try something 
new

5.	 Cultural: Lifestyle change or change 
in values which could be triggered by 
redundancies, growing awareness of 
climate change or desire to be more 
values aligned in life.

The above triggers are not naturally 
associated with tourism. In fact more than 
two thirds of the farmers we spoke with 
didn’t realise they were in tourism until they 
launched their experience.

When you are speaking with farmers looking 
to diversify, the circumstances may not be 
of their own making. Farmers need empathy, 
support and information that is clear and 
concise.

Credit: Tourism Western Australia

WHO MAKES A GOOD AGRITOURISM 
OPERATOR?

Farmers are passionate about agriculture and 
their farms. But are they equally passionate 
about sharing their stories with visitors and 
having people visit their properties on a 
regular basis? Being extroverted is not a 
prerequisite for being great at Agritourism, 
but being open to hosting visitors is.

If you are planning to grow the number 
or range of Agritourism operators and 
experiences in your region you may need to 
consider:

•	 Supporting farmers to align their business 
behind your regional strategy, giving them 
confidence that their enterprise is valued 
by the region

•	 Helping them network with other farmers 
on the journey as they expand into a new 
business

•	 Providing support for expanding their 
skills capabilities including training in 
customer service, media interviews, 
hosting journalists and how to sculpt 
and shape their value proposition into a 
compelling story.
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4.0 Agritourism and sustainability

Many farmers identified that diversifying into 
tourism was part of a broader farm change 
brought on by:

-	 Growing awareness of the impact of 
conventional farming on the environment

-	 A shift in values towards more sustainable 
environment and land management 
practices

-	 Considerations of the future on the land 
for their children and

-	 An appreciation of the quality of life 
available in the country versus urban areas 
and making sure this was available for 
generations to come.

Acute factors such as drought, floods and 
bushfires were responsible for some of the 
shift, but for others it was growing awareness 
through media, business and farm advisors 
and even their children nudging them 
towards change.

Tourism is an income diversification stream, 
but it also becomes a storytelling channel as 
the journey towards sustainability becomes 
part of the broader farm change.

How is this relevant to you as a local 
government?

Encouraging Agritourism to be as 
sustainable as possible as it evolves makes 
good business and community sense.  Many 
councils are implementing sustainable 
and  circular economy practices. Planned 

developments that are supportive of good 
social, cultural, environmental and economic 
outcomes will become the sorts of industries, 
businesses and employers regions will need 
in the future . 

WHAT IS SUSTAINABLE TOURISM?

Sustainable tourism is defined by the UN 
World Tourism Organisation as “tourism that 
takes full account of its current and future 
economic, social and environmental impacts, 
addressing the needs of visitors, the industry, 
the environment and host communities” .

In practical terms, applying sustainable 
tourism policies and management techniques 
means balancing social, cultural, economic 
and environment considerations of 
stakeholders.

Agritourism is evolving as an inherently 
sustainable form of tourism.  Examples of 
this include:

•	 Support for rural and regional economies, 
keeping people on farms and on Country

•	 Increasing understanding of culture and 
heritage

•	 Support for environmental practices

•	 Locally retained earnings

•	 Visitor experiences and expenditure that 
support increased skills for local people, 
provide jobs and diversity of farm income

•	 Embracing Indigenous Australian’s ethos 
of “look after country and country will 

In this section you will:

•	 Become aware of the growing importance of sustainability to farmers

•	 Understand what is sustainable tourism

•	 Be encouraged to consider what you can do to support farmers to be sustainable in 
Agritourism

look after you” with growing adoption 
of regenerative farming and circular 
economy techniques

Biosecurity challenges caused by increased 
visitor traffic to farms can be managed with 
good risk management and safety planning.  
Innovative sewerage and septic treatment 
systems support zero waste outcomes on 
farm and growing efficiencies in off grid 
power capture mean sustainable visitor 
experiences are now a reality.

What’s next for you as a local council?

Ensure your sustainability and circular 
economy strategies include farmers and rural 
land.  Make provision for agritourism as a 
diversification opportunity as an allowable 
land use, farmers are open to becoming 
more sustainable.  Help upskill farmers in 
how to embrace sustainable practices and 
make them part of their experience story.

Credit: Tourism Australia


