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Agenda 

• Take-aways from meeting #1 

• More on definition, data, trends 

• Long term vision- reconstruct 

• 10 year goals- brainstorm and prioritize 

• Two year strategy- brainstorm ideas 

• Next steps 



MARCH- Convene, 
Share info, 
identify 
opportunities and 
issues, draft vision 

APRIL/MAY- 
Refine vision.  

Establish five 
year goals 
and potential 
strategies for 
the next two 
years. 

MAY- Reach out 
to other key 
stakeholders to 
gain input on 
strategy ideas 

MAY/JUNE- 
Prioritize 
strategies, 
develop action 
plan  

JUNE- 
Partnership to 
implement in 
place 

Action! 

Oregon 
Agritourism 
Strategy 
Process 



Working Definition 

Farm-based: 
Experience 

working 
landscape 

Food-based: 
Experience 

authentic local 
flavor 



Experiences! 



Longwoods TravelUSA- Oregon 2011 Visitor Final Report 



Longwoods TravelUSA- Oregon 2011 Visitor Final Report 



Why collaborative approaches matter 
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University of PEI, 2010 



 









 



Experiences! 







161 Chefs, 36 Institutions (colleges, hospitals, k-12 and nursing homes), 
5 Food Markets, 3 Food Distributors, 90 Farmers, 34 Food Producers 



Ag. and Culinary Tourism Council 
Members 

• Vermont Fresh Network 

• Northeast Organic Farmer Association - VT 

•Vermont Cheese Council Vermont 
Grape & Wine Council Vermont 

Maple Producers Vermont Farms 
Association Vermont Brewers 

Association 

• Vermont Farmers Market Association 
Tree Fruit Growers Association New 
England Culinary Institute 

• Shelburne Farms 

•Vermont Department of Tourism and Marketing 
Vermont Agency of Agriculture, Food and Markets 

Vermont Tourism Data Center at UVM 



Mission: Promote Vermont agriculture and culinary tourism by making it easy 

for people to find and participate in authentic Vermont food experiences. 





Vision 

In 2025: 

• What is different about farms and ranches? 

• What is different about the visitor experience? 

• What is different about life in Oregon 
communities? 



Ten Year Goals 

Given the vision what are specific (measurable) 
goals we should pursue? e.g. (only examples) 

• Increase the number of agricultural operations with 
culinary/agritourism income 

• Increase the number of visitors who participate in 
culinary/agritourism activities 

• Increase prominence of Oregon as a destination for 
diverse, high quality culinary/agritourism experiences 
in Oregon 
 



Two year strategies 

Strategy is a verb! (only examples) 
• Build a web presence that integrates working 

landscape and food experiences 
• Foster productive networking between rural producers 

and urban markets 
• Develop “epic” regionally focused experiences 
• Tie culinary/agritourism experiences more closely with 

outdoor recreation markets 
• Address policy barriers to expanding 

culinary/agritourism activities on the working 
landscape. 



Children at Leaping Lamb Farmstay, Alsea 


