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3. Work to earn repeat customers. 
 

The importance of repeat customers was stressed by 
many of the host entrepreneurs. Many of these 
operations are off the beaten path and work hard to earn 
a good reputation. Suggestions on how to earn repeat 
customers included: 
 

• Offer high quality products, service and experiences 
• Offer unique products and experiences 
• Develop a brand for your enterprise 
• Develop a customer database and use it to 

communicate with customers 
 
4. Dazzle customers with displays. 
 

It was apparent that the operations toured spend a lot of 
time and effort developing dazzling displays. Visually-
appealing, functional displays will help products sell. 
 

 
Attractive product displays at Huber's Orchard, Winery and 
Vineyards in Starlight, IN make shopping a delightful 
experience. 

(More information on developing effective product displays is 
available on-line at 
http://cpa.utk.edu/workshops/directfarmmarketing/index.html) 
 
5. Waste not. 
 

Several operations visited on the tour direct marketed 
fruits and vegetables from their on-farm retail markets. 
They have utilized second-quality and excess produce to 
make jams/jellies, salsa, ice cream, breads, wines and 
more. Products that were once waste are now adding 
value. 
 

 
Value-added products produced by Hinton's Orchard in 
Hodgenville, KY. 

6. Want not. 
 

A couple of operators mentioned the challenges they 
were having in starting to charge for an activity or 
service after offering the same activity or service for 
free. It is important for entrepreneurs to carefully 
evaluate pricing strategies as some things can be difficult 
to change once customers are used to them being a 
certain way. 
 
7. Details may make it or break it. 
 

Attention to detail adds value to the farm visit 
experience. Good attention to detail observed on the tour 
included: 
 

• Appeal to customers senses (cleanliness, visual 
appeal, enticing aromas) 

• Tie the operation’s theme/image together (artwork, 
trash can covers, materials used) 

• Develop locations for photo opportunities (include 
farm name, Web site and year) 

• Provide information to customers 
• Make staff available, friendly and knowledgeable 
• Utilize directional signage 
• Make announcements to customers by using a public 

address sound system 
• Create something unique/memorable 
 
8. Get involved in the community. 
 

Community involvement has benefited several of the 
operations toured by helping them create awareness of 
their business and earn a good reputation in the area. 
Entrepreneurs encouraged tour participants to join local 
and regional chambers of commerce and tourism 
organizations, cross promote other agritourism and 
tourism operations and include other local products in 
retail markets.  
 
9. Communicate with family/partners involved in 

the business. 
 

Agritourism operations are often family owned and may 
include many family members. Having open and 
frequent communication among these family members is 
vital according to successful entrepreneurs. Some tips 
for successfully working with family members included: 
 

• Involve everyone in planning and decision making 
processes 

• Keep everyone informed of current activities and 
future plans 

• Develop and communicate a succession plan 
 
 
 


