
3 Steps Every Agribusiness Must Take to be Successful 

 

 
Aaron Curtis Graham 

Entertainment Area Manager 



Agritourism is about selling an experience. 

To do this successfully, you must: 

1. DEFINE it 

2. MARKET it 

3. PRESERVE it  



What do we mean by experience? 

• An experience is that nearly indefinable quality of 
your business which keeps patrons coming back 
year after year. It is often equated with nostalgia 
or loyalty, and is a hallmark of agritourism’s 
success in Illinois and throughout much of the US. 

 

• The experience that a business offers its patrons 
becomes part of its brand. 



Branding = Experience Offered 

• What experiences come to mind when you see 
the following names? 

 

– Walt Disney World 

– Sandals Jamaica 

– Door County 
 

• What experience do you want coming to your 
customers’ minds when they see yours? 



1. DEFINING your business’s experience 

• Some key questions to ask yourself: 
 

– What made you start this business? 

– What are some of your dearest values and greatest 
motivators? Your business should be a natural extension of 
these. 

– Where are you located? What communities are you near? 

– Are there any demographic trends in the customers you 
see? How about others you’d like to attract? 

– See if you can compose a mission statement; then boil it 
down to a slogan. This should be re-evaluated at least once 
a year. 

 



CURTIS ORCHARD’S IDENTITY 

• SLOGAN 
 

– “Come to the Country” (late 1980s-mid 1990s) 

– “Fun at the ol’ Apple Orchard” (2000s) 

– “Come spend a little time in the Country” (today) 
 

• LOGO 
 

– Clearly-defined red, green & brown for full-color (PMS #s). 
 

• MISSION STATEMENT 
 

– “We will be ambassadors of…” (excerpt) 



• Determine the demographics of the type of people 
you’d like to attract. 

• If marketing is tough for you to do, give it to some-
one else to handle! 
 

– A trusted family member or other employee. 

– An outside firm (try to get recommendations). 

– Reviews of advertizing efforts should be done annually. 
 

• A must-read book: The Age Curve by Ken Gronbach. 

 

2. MARKETING your business’s experience 



SOME THINGS WE HAVE DONE 









►PLAY 









3. PRESERVING your business’s experience 

• Some of the biggest threats to your business’s 
success are the ones that diminish or detract 
from customers’ experiences. The 2 biggest are: 

 

– Employee attitudes. 

– Threats to personal safety. 



ADDRESSING EMPLOYEE ATTITUDES 

• Use the Walmart model: Create ‘Team Spirit’. 
 

– Group orientation & activities. 

– Off-hours fun. 

– Uniforms. 
 

• Lead by example. 

• Layout clearly-defined guidelines during 
orientation and in a handbook (kept up-to-date). 

• Offer incentives (raises, bonuses, awards, etc.) 

• Don’t hesitate to warn and terminate if needed. 



THREATS TO PERSONAL SAFETY 

• Patron and employee safety is compromised when: 
 

– Their health is endangered. 

– Their wellbeing is threatened. 

– Their property is unsecured. 
 

• The major categories are: 
 

– Weather 

– Illness 

– Animals 

– Liabilities 

– Crime 













“CONSTANT VIGILANCE!” 

 
- ‘Mad-Eye’ Moody 














