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Cambodia Mr. Y. Thearin
Acting Director of Inter Sector Division Preah Sihanouk
Provincial Hall

Republic of Ms. Yeh Ai-Ching

China Specialist

Council of Agriculture, Executive Yuan (COA)

Fiji Ms. Akisi Ravai Mavoa
Acting Deputy Director Non-Formal Education
Fiji National University

Ms. Chand Deepika
Team Leader Talent Development
Fiji Development Bank



India

Indonesia

Islamic Republic
of Iran

Ms. Jiokapeci Oila

Training Officer

Front Office & Customer Relations

National Training and Productivity Centre, Fiji National
University

Mr. Kelepi Komaisauvou Kubunameca

Senior Administrative Officer (Senior Trainer)

Ministry of Rural Development & Maritime Development
and National Disaster Management & Meteorological
Services

Ms. Lala Karolina Camari Rosawa
Senior Relationship & Sales Officer
Fiji Development Bank

Ms. Sheileshni Kamal

Training Officer

Travel and Tourism

Fiji National University, National Training and Productivity
Centre

Dr. Pawan Gupta
Assistant Professor (Selection Grade)
Indian Institute of Tourism & Travel Management

Prof. Sutheeshna Babu S.

Professor in Tourism

National Institute of Watersports, A center under Indian
Institute of Tourism & Travel Management

Ministry of Tourism, Government of India

Mr. Hibran Stephen Turangan
Chairman
Asosiasi Wista Agro Indonesia

Dr. Wawan Sujarwo

Head

Scientific Information and Services

Bali Botanical Gardens, Indonesian Institute of Sciences

Mr. Taghi Akbarpour BaghiAbadi
Manager



Malaysia

Mongolia

Pakistan

Sri Lanka

Thailand

Vietnam

Department Studies and Planning, Research and Publications
Unit
Eivan Emarat Consulting Engineers Co.

Mr. Zulkifli Bin Mohamad
Corporate Advisor
HELPY Sdn Bhd

Ms. Erdenejargal Tumurbaatar

Project Manager, Integrated Livelihoods Improvement and
Sustainable Tourism in Khuvsgul Lake National Park
Protected Areas Management Department

Ministry of Environment and Tourism of Mongolia

Ms. Tsenddavaa Nasanjargal

Director

Khatgal Tourism Association for Tour Company and Tourist
Camp

Nanjin Khangai Travel Co. Ltd.

Mr. Khawaja Mudassar Mehmood
Consultant and Agriculturist
Al-Rafay Enterprises

Mr. Nadeem Asif
Agricultural Consultant and Trainer
CATSBPO Private Limited

Mr. Weerasekara Mudiyanselage Madduma Bandara
Weerasekara
Commissioner General of Agrarian Development

Dr. (Ms.) Nantawan Muangyai
Lecturer

Faculty of Humanities

Chiang Mai University

Mr. Sorawich Saeng-ngam
Operation Division Director
Designated Areas for Sustainable Tourism Administration

Ms. Minh Thao Nguyen
Director
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Department of Business Environment and Competitiveness
Central Institute for Economic Management

Dr. Alexandra Coghlan

Associate Professor

Department of Tourism

Griffith University

Sport and Hotel Management, Building G27, Parklands
Drive, Southport

QLD 4222

Ms. Silvia Barbone

Director

FEST (Foundation for European Sustainable Trousism), Jlag
118 Pall Mall, SW1Y 5ED

London

Dr. Ksenia Kirillova

Assistant Professor

School of Hotel & Tourism Management, The Hong Kong
Polytechnic University

17 Science Museum Rd., TST East, Kowloon

Hong Kong

Mr. Egi Tikoi Dodd
Owner

Blue Plant Stand Up Paddle
Nadi
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. - Tentative
Date/Time | Tentative Program | resource persons/ orgs
DAY 0 (Sunday, 21 October)
Avrrival of participants in the venue Nadi, Fiji
DAY 1 (Monday, 22 October)
08:40-09:00 | Registration
Opening Session:
Opening remarks
_ _ Director NTPC, NPO Head and APO Alternate Director for Fiji
09:00-09:50 | AP yideo playing
Introduction of Resource Persons and Participants
Traditional group photo
09:50-10:10 Coffee break
Session 1: Ecotourism and agrotourism in a global world
Presentation 1 :
Introduction to ecotourism and agro-tourism Dr Ksenia Kirillova,
10:10-11:30 | o Concepts, principles, and features of eco-/agro-tourism; SHTM, Hong Kong
what differentiate eco-/agro-tourism from other types of Polytechnic Uni.
tourism
11:30-11:45 Coffee break
Presentation 2:
Review on and future-oriented decisions in tourism Dr Ksenia Kirillova,
11:45-13:00 | industry SHTM, Hong Kong
e How to make foresighted directions in tourism market in | Polytechnic Uni.
line with consumer identification
13:00-14:10 Lunch
Session 2: Tourism enterprises with strategic competitiveness
Presentation 3: Dr. Alexandra Coghlan,
Sustainable business models of tourism enterprises Associate professor,
14:10-15:30 | e Revenue-generating mechanism focusing on what to | Griffith Business
produce, who to target and how to deliver the eco-/agro- | School, Griffith
tourism services. University, Australia
15:30-15:45 Coffee break
Presentation 4:
Institutionalized system to develop eco-/agro-tourism Rgéﬁgfgzndr?fgszgplan’
15:45-17:30 | Products and services . . Griffith Business
: ' e Public organizations for national tourism development; School. Griffith
steps, process, systems and regulations in national Univer’sit Australia
tourism development Y.
DAY 2 (Tuesday, 23 October)
09:00-09:15 | Ice breaking & Report of Day 1
Session 2 continues




Tentative

Date/Time Tentative Program resource persons/ orgs

Presentation 5:
Value-added tourism products/ services through

community involvement Egi Tikoi Dodd,
09:15-10:45 | ¢ Community-based/ stakeholder-involved project Owner, Blue Plant
development and implementation; stakeholders’ Stand Up Paddle, Fiji

partnership/ cooperation at levels of value chains of
tourism enterprises

10:45-11:00 Coffee break

Dr. Alexandra Coghlan,

Presentation 6: Associate professor,

Innovations in ecotourism and agro- tourism

11:00-12:30 |, Innovative practices and out-of-box thinking in tourism: gcrrlgglh CB;lrjls]!f?tehss
i.e. ecological architecture and technology application Univeréity Australia
12:30-13:40 Lunch
. ] Dr. Alexandra Coghlan,
Ere_fentlatlon L have b ful . . Associate professor,
13:40-15:00 aily places that have become successful ecotourism sites Griffith Business
o Successful eco-tourism cases that transform daily living School. Griffith
places to touristic sites as a main reason to visit Univer’sity Australia
15:00-15:15 Coffee break
Presentation 8:
Value-added agrotourism: astrotourism with local Dr. Ksenia Kirillova,
15:15-16:30 | agricultural products SHTM, Hong Kong

e Utilization of agricultural resources in enhancing | Polytechnic Uni.
competitiveness through value-added food services

16:30-16:40 Coffee break
Session 3: Conveying good-will through travel experiences.

Presentation 9: Ms. Silvia Barbone,
Responsible travel through ethical tourism practices Director, Foundation
16:40-18:00 | ¢ Concept of responsible traveling, tourism ethics; | for European
developing discipline/ system for responsible tourists and | Sustainable
incorporating into management Tourism(FEST), UK

DAY 3 (Wednesday, 24 October)

Session 3 continues.
09:00-09:15 | Ice breaking & Report of Day 2

Presentation 10:

A new norm of promotion through digitized methodologies Dr. Ksenia Kirillova,

09:15-10:45 1§ Promotion strategies and various marketing methods g(l;:Ttl\e/léhT]?Cn%rlﬁong
through recent online and mobile use y '
10:45-11:00 Coffee break

Session 4: Country paper presentation




Date/Time

Tentative Program

Tentative
resource persons/ orgs

Facilitated by Ms. Silvia Barbone
All resource persons will join for support

Sharing innovative ideas on tourism/traveling service development through eco-friendly utilization of
pristine nature and local resources.

Presentation 11:
Community-based eco/agro tourism planning and
management for designing and mapping a sustainable

11:00-12:45 Country presentations Appx. 3 countries
12:45-14:00 Lunch

14:00-15:00 Country presentations Appx. 2 countries
15:00-15:15 Coffee break

15:15-16:45 Country presentations AppX. 4 countries
16:45-17:00 Coffee break

17:00-18:30 Country presentations Appx. 4 countries

DAY 4 (Thursday, 25 October)

Ms. Silvia Barbone,
Director, Foundation

Closing session

09:00-13:00 | tourism project for European

e An overview of a CBRT project life cycle. This Sustainable

presentation includes small-exercise to structure downa | Tourism(FEST), UK
project to find the best final output
13:00-14:00 Lunch
Session 5: Field visits
1. Garden of the sleeping giant
http://www.gsgfiji.com/
: Will be consulted and
SAHIOSLTETD ﬁﬁmy/(/jh%?ﬁ:’i gﬂ:@ﬁhﬁﬁ&?ﬁtherapeutic-hot-sprinqs/ lEre vt Lo
: : implementing orgs
3. Fiji Culture Village
http://www.fijiculturevillage.com/
DAY 5 (Friday, 26 October)
08:30- 10:30 | Group breakout session
10‘,30_11,'30 Presentation of group discussion output Planned and facilitated
. : Program evaluation by participants, resource persons, and by Ms. Silvia Barbone,

11:30-12:30 | . . e

implementing organizations All resource persons

Forr_nL_JIation of follow-up action plans by individual and local staff will join
12:30-13:00 participants for support

DAY 6 (Saturday, 27 October) - Departure of participants



http://www.gsgfiji.com/
https://hotfiji.deals/mud-pools-therapeutic-hot-springs/
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AgCache is a fun, exciting way to turn your business into an agritourism
destination.

How can hosting AgCache benefit you?

1. AgCache connects you to your customers at your farm and allows
you to build customer relationships.

2. AgCache allows you to tap into a new audience and expose your
business to new partners and customers.

3. AgCache visitors give you instant feedback on what appeals most to
your customers.

4. AgCache hosting provides an added product line to your product
mix, i.e. agritourism activity during non-production seasons.

5. AgCache hosting gives you an opportunity to educate people about
agricultural production realities.

6. AgCache requires very little time or money — select your site, choose your box (be creativel),
include the log sheet, and check in every week to track vyour visitors!

Bl 4 : AgCache # 5t
Y- BRETIAHEE L LML F7E 6 £ AgCache -

AgCache #_% 4 H % grvwns ¢t &6 GeoCaching s 3 s 37 »
GeoCaching % f8:& * GPS B 1 Hh& FM%K F FF 2 * GPS
TR FHERDF R o LEESRU IR | fg ERC S
* [B) ¥ foi®#% o AgCache B E_i# * ¥ ﬂ%%‘é}ﬁ:ﬁﬁé%%&%,ﬁ
Tepd s B ¥ AgCache 2 7 WU B LABSY R ¥ 4L

ff?%i%%%?ﬁ?%%ﬁﬂﬁﬂﬁff)ﬁ% R < AN ?%
ENE - EAFTAEH I E - BEBERT SN 0 BT
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https://pubs.ext.vt.edu/content/dam/pubs_ext_vt_edu/AAEC/AAEC-72/AAEC-72-pdf.pdf
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> &HlAJE © AgCache: An Innovative Marketing Tool for your Agribusiness

(https //pubs.ext.vt.edu/content/dam/pubs_ext_vt_edu/AAEC/AAEC-72/AAEC-72-pdf.pdf)

AR : BGRIRET o R B A — i.@iﬁﬁ DI SESEN 2 ik e (540 Pokemon Go ) HY—&(47
FREUA B SR B Ut i EIME B, S E RN R -
CREBRERE o 2RISR S !ETZEE’Jf& R ENER - EAlE S HFE RN
FEfERHY AN T8, AlE— (it T aEEE, RITE MBS A E 2 B AU iR Z 2 L 5/
HIEN#E -

18



(2) Gastro-tourism & z_*z

AR KA S A BB PG ok p TR > FF Y P h
AP W }*’*‘“’?fﬁHMW&WMWDﬂ@aiaﬁ
BESLPE LRGSR ERERS 2 Liog e

ﬁ%%@%M%%Q’Eﬁﬁjﬁﬁﬁéii%‘iﬁ‘%b

5;,%iﬁﬁﬂ?éﬁ?@mj NE L Sl
= B~ BERLF] 6 ehYs AR

& £
ﬁ%ﬁﬁﬁiﬁ;ﬁ#%%i:ﬂ&’%zﬁﬁ&%

(]
TR RAEGTRT o RS AT A L ﬁ% S ﬂﬁi
e K éx%?ﬁa%@@%’a%wﬁﬁgfﬁﬁﬁﬁ
U3 o #etsfe i & 45 PR e R BT E S B LS A
“k»&%mé*%%‘z“‘ﬁmﬁmL@*kﬁB%§§°

PR R E G 2 R b2 - o

19



Z ~ i i B
(=) AR§epd § izsasy
ARG T (¥ WOF R E > RRRRE L 2R RS
A e FEORENER 1L Y FREAR R EE R
FHER - FH AT R BT
o & @«]aw 70 E * ¢ #2017 & %5 WA R 0sE B
I E A f%ﬁ%%%%&ﬁg%&»%kﬁﬁéﬁﬁ
?ﬂmﬁﬁ’%ﬁ@ﬁ%pwwﬁ PN I A F < S
FiBE it & o & T 2030 &% fﬁfﬁ» BHAR | foT FF R
P (SDG) enF F 7 > R XFRBSFEED DAt IF- BR
S g AR R R sl B ER G R E A
TR N E L T AT T B R ARAR B LB R R R g B
(=) #FHhEHRS L
(=) A-g e % fjﬁ?ﬁf‘iﬁ'% P %]
(Z2) Fh»d > BB FRHf-FIRF 28
(z) g - HER o 34
() B X iPip 3 oLfa ~ ik g ot 2%
UNWTO # & Af*%vss @ uat i
IR AR LA E A E REE

B g

i
é'rg—f\?%j\‘“ A~ AL
f" .’L ‘f\m’%\;ﬁ’—

Social Cultural

The Golde
Triangle

Ecomomic Environment

7 ARG R P rdn 1

20



AT RBLH LG TG RAGFE  ppER LA A E G
e g f—d R R 2 £ £ F £ (WCED, World Commission on
Environment and Development)

EAG %G BN FELEEF DGR b RaET
fgf%yi%ﬁﬁ%go;}‘ﬂ.’wf Bk~ BES P RF AR
B~ 2 F el G REF I R LR AL e ER T
K2 f e g (World Tourism Organization)

i

NS

KE TR P b 2 kg R HE BAEE - 4
R AL AT ER TR 4 KL R
iEs s M AR FRRL Ay BE ARG 2
ARFFRPBFEET R T AEEEILEFTE RARSEYY
ERLL = O R R RE AR SRR I S

P g B L Mt (32t R R ERDAIE )
Jods A E R 0 R L RS EE AR 7 H g

RAT2E = fy b RSP SR Aol B TR ET - BAK

FEREFE O NFREY LD ERE FHRIP R e mY A

ﬁ#%ﬁﬁé%iﬁ%ﬁ’@#%?%@@Wﬁé%ggxgﬁ

Ha&Fu2 Bhd 3 MREEH B SO s

ﬁ‘*ﬁﬁ‘ﬁéa%%ﬁ#ﬁg~ﬁ%%ﬂ%‘%ﬁ&@$‘

TR RS RS HFE S e i

Ligorg JIE M g 38 =S R gfrp 2

”ﬁ z ’ifrfu? AP frsic 7 71 |

S

44 i el %ﬁﬁ%ﬁlﬁ
SR foif B f 1 %

6.4 frg = p X
TR e p Rfre 1t é}gﬂfr
SIS L L £ E P AT 2 25

21



0.5 ey ¥ enP By & £ ey

104 % ¥ § § 25T amua ok

%/’?‘é.q(.fax T I]} a & Fﬁ?l 'f

A ‘?vfé**fr“*‘*f’{fff~ﬁﬁé)avww—:%,z'—zé(a
Bl B8 ) AP S F RS
2 ﬁ%%l’sfﬂ ’Vﬁé—;‘;ﬂ \’51« f’l‘7r-¥- ~ f&]}}—fr%éﬁ;‘; ‘fé 2 %,‘l}.““

S

¥ —ng HEE
L R N e A T
F AT g%%%
5 ;‘%3&; %'&‘%‘7“}’59? ’I{)‘mﬁfk

Flot o g R RS p 0 LRRGELFEEE AP 2

TREB AN > 2 F 0 P RABEET B AL gL

O 3 ul ‘S_q‘ : R ’ ‘;F'
GRATEA oA RSB (P R A2 R ERAF ) PRE
PR EER RS L g E o L AFLEGEATFREARS & D

HFRESTIREL  STETIRPIELELY

B FHEbA L S EhPo T fEE IR
H

CRRAR O 5k 0 11 R AlATcE B4 g



o em A E S SRR EA TR R %
EART LnF o R ROPREEEY AR

o AT i i AT RA e o

Step 4

Role of
Campaign | communi-
Audience Strategy cation

Bl 8: &+ T4l

Message &
Channel

Selection

Strategy
Drivers

4o £ T 4 105 (Marketing 4.0)i% g #ici it 0 R B3
RIPB@WRGNI NN BRI LER ~F N EE S K
SHEFA LA 2 B e F - B EHBEDE L JL
CECIRIRE v AR o BT AR R
WY oo A BT ERE B B

3

o A R BRFHFLE LS

N

A e &S §
‘__;ﬁg \‘@ AN e
SO B

L

Fig. 1: Optimizing the Interchanging Role of Traditional and Digital Marketing

Level 3 Digital marketing
Engagement - d marketing approach

Level 2

Experience Traditional marketing

Conventional marketing approach
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Agrotourism in ROC (Taiwan)
Yeh, Ai-Ching

Republic of China (Taiwan)

Agrotourism is a current trend in tourism in Taiwan. Initiating to nurture
value-added agriculture, together with private-sector efforts to offer agrotourism, rural
cuisine and agri-gifts and agricultural festivals, COA have led to growing interest in
agrotourism.  According to tourist behavior survey, the factors that attract tourists to
visit Taiwan are the scenery, cuisine, local customs and the friendly people of Taiwan.
agrotourism obviously has the aforementioned factors, which is very competitive to

attract foreign tourists.

Recreational districts have been built up around farming and fishing villages by
integrating their local specialty products, cultural festivals, and natural scenery. In
every season of the year, growing numbers of domestic and foreign visitors now
spend time at farms of many different styles; harvest fruit at pick-your-own fruit
farms; go hiking or birdwatching in forest parks; or take boat trips for angling or
whale-watching. Agricultural tourism gives people the opportunity to open up their

senses and experience Taiwan’s flavors to the fullest.

In short, we not only promote domestic tourism and inbound tourism also. And
expanding foreign tourists to engage agrotourism is considered as important target.
Moreover, to promote the internationalization of the agrotourism industry will help to

enhance industrial competitiveness.

By the end of 2017, the COA had designated 82 recreational agricultural areas,
and assisted 405 leisure farms to receive certificate. In 2017, about 26.7 million
tourists, including 500 thousand foreigners, have visited Taiwan’s agrotourism,
creating NT$10.7 billion (US$356 million) for the industry.
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Agrotourism in ROC (Taiwan)

Yeh, Ai-Ching

Republic of China (Taiwan)

Abstract

Agrotourism has been promoting in Taiwan since the 1980s to improve farmers’
income as well as integrate production, food processing and service sectors of farming.
To successfully promote agrotourism, the Council of Agriculture (COA) in Taiwan
uses two key strategies to develop agrotourism. Firstly, “designated arcas for
agrotourism” (recreational agricultural areas) have been created, with respect to
supply infrastructure such transport and tourist information. Secondly, many
“agrotourism operators” are set up and encouraged to provide tourists with agrarian
related activities such as eating, picking your own, accommodation or landscape
amenity.

1. Introduction of Agrotourism in ROC

Land size of Taiwan is about one tenth of that of Japan, or less than 2% of
Indonesia. There are two main features of farming sector in Taiwan: farmers whose
average ages are above 62 and individual farm with an average land size of less than 1
hectare. The fact of small scale businesses make it difficult for farm households to be
economic viable. Development of agrotourism is thus considered as a useful approach
to overcome the difficulty and upgrade capacity of agriculture.

The agricultural development policy in Taiwan is governed by the Agriculture
Development Ordinance. The closest to development of agrotourism in the Ordinance
is the definition for “recreational agriculture” which is defined as “A kind of farming
management that applies landscapes of countryside, ecosystem and environmental
resources, integrate the production of agriculture, forestry, fishery and animal
husbandry, agricultural activities, culture of farm villages and life of peasant families,
provide citizen recreation and enhance the objective of experiencing agriculture and
farm villages.” Accordingly, the “recreational farm” is defined as “the farm that is
managed for recreational agriculture activities.” In article 63 of the Ordinance
requires that the local government (the city or county/municipality) “in accordance
with regional agricultural features, landscape resources, ecosystem and cultural

heritage, shall schematize agricultural regions for recreational purposes that should be
32



submitted to central authorities for sanction.” The establishment of the recreational
farm is required by the Ordinance to be examined by the competent authorities at city
or county/municipality level. And after the examination, the application should be
submitted to the central authority for approval. Based on the Ordinance, the Council
of Agriculture is the authorized of “enacting regulations about recreational
agricultural areas, such defining conditioned, procedures, assisting construction,
minimum area, granting conditions, permit issuing and abolishment, land usage,
managing construction behavior and other items should be complied with.” Such

regulation is first enacted 1992 and amended several time since its enactment.

The COA had approved 82 recreational agricultural areas to help start-up of farm
households diversifying from traditional farming into tourism activities. Meanwhile,
there are over 400 recreational farms which have gained permissions from the
government. These tourism operators are situated in the designated areas for
agrotourism, where agrarian environment is the main attraction. Individual
agrotourism farm operators take advantage of transportation, landscape amenities,
tourist information center and so on.

The census on agriculture indicates that for farm household that engaged in some
diversified operation on the value added activities such as food processing and other
agrotourism activities tend to have on average a higher (2~8 times) return compared
with farm households that only takes care of traditional agriculture productions. The
activities include collecting or enjoying agricultural products, to farm for the public,
to experience the rural life, to narrate the course of farming, meals services, board and
lodging, and other creation activities. The top three most popular provisions for
recreation activities for farms were meal services, collecting or enjoying agricultural
products and lodging.

The ideal for farms to engage in agrotourism activities is initiated from
generating supplementary farm income. But just as the commodity market, the world
is changing from the insufficient to the ear of abundant supply. There is more than the
intent to help farming household that matters for the survival of the rural community.
But it has to resort to the consumers to accomplish the cycle of sustainability.
agrotourism carry with it an important mission to revitalize the rural community and
culture, even to educate the public about the heritage or even how did the food come
about.
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In order to attract tourists and introduce the ideal of agrotourism to the general
public, efforts through media report, newspapers, travel guidebooks and though
popular television shows and dramas. The tourists get interested about where the
popular drama got filmed; eat the same thing as the actors and actress ate in the film,
stay in the rural home-stay site to the film; tryout the activities on the farm; and even
to act out.

2. Strategy & Result

Since set-up of recreational agriculture areas aim to help both tourists and farm
tourism operators, there are some criteria to follow. The government has to ensure
sufficient cultural and natural resource to attract visitors. So, there is an official
restriction on proper land size for each individual area. When it comes to urban area,
land size between 10 to 100 hectares is required, while in non-urbanized areas, land
size between 50 to 600 hectares is accepted. Establishment of recreational agricultural
area relies on close collaboration of residents in agricultural villages, farmers’
associations, and local government. Each of them is eligible to propose a plan for
setting up an recreational agricultural area. When a proposal is ready and received by
the COA, the plan is being reviewed and then decided whether it is approved. As far
as start-up of individual tourism farm in concerned, both traditional farm households,
local businesses are qualified to apply for a license for a recreational farm. But these
applicants have to consider how much the diversified business will cost to set up?
How to finance the plan? How profitable it will be? How to market it? In Taiwan,

agrotourism farm must be authorized and licensed by the COA.

Besides that, the COA works to create a tourist friendly environment, promotes
value-added and creative uses for these farms, strengthens the quality of manpower
and overall service capabilities in the rural leisure industry, and guides recreational
farms to move in the directions of having themes, having unique characteristics, being
“smart,” and being regional. By the end of 2017, the COA had designated 82
“recreational agricultural areas,” and licensed 405 recreational farms, as well as
assisted 133 “Tian-Mama’s cuisine units.” We also selected 22 agro-gift or souvenir
items, to enrich the unique elements of agro- tourism.

The COA also promoted 81 themed itineraries for rural travel, including
fruit-picking, “Happy Farmer,” and rural itineraries, and developed regional

promotional activities like “Agro-Tour in Hualien/Taitung, Let’s Go!” and the “Sea of
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Flowers in Xinshe.” We also utilized online social networks and diversified integrated
marketing to develop virtual-reality sales channels and strengthen cooperation with
other industries, in order to deepen the domestic tourism market and broaden the
tourism market for people from New Southbound Policy countries, Japan, and
Muslims to come to Taiwan. In 2017, the agrotourism industry attracted 26.7 million
tourists, including 500,000 foreigners with total production value of NT$10.7 billion.

3. lIssues and Impediments

One of the challenge in the agrotourism industry is majority of the scale
operation of the agrotourism enterprises are small. The government implemented the
evaluation system for conducting on-site evaluation (appraisal) of the recreational
farms. Since many of the farms are small scale and that the concept to use customer
data based marketing scheme is not attractive option for small farms that could offer
only Limited options of onsite experience that re-visit during the same season is
hardly likely. Therefore, in most cases, the recreation farms are visited by families and
small groups.

Besides, the commonly weaknesses also included the items such as low sales
revenue, aging farm managers and farm workers, the number of days working on the
farm is limited, and unavailability of labor force. Other commonly raised weakness
included low arable land area, low revenue from processing and agrotourism activities,
the farms are too scattered, and too far away from major metropolitan areas.

In addition, the enterprise used the term of agrotourism but the context of the
operations do not conform to the ideology of agrotourism defined in the regulations
and some of the farm cannot be legalized because of the size of the operation and
other violation of land use requirements set forth by related regulations such as
zoning.

There is clearly strong desire for the legitimate agrotourism farms want to be
clearly identified as such. The permits issuance and appraisal system is a good
mechanism to be in the stratified segmented market for the consumers who believed
in the certification as the basis for quality guarantee for this highly experience based
activities. The hurdle of the entry serves as a burrier to increase the number of
Agrotourism enterprises on the market and thus the competition in the limited tourism
market.

4. Conclusion
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For any successful farming business, awareness of local residents and farmers is
the most important factor. To build an agrotourism area, the government carries out a
bottom-to -up approach to encourage local people’s ideas and asks tourism businesses
to treat each other as partners, rather than competitors. This adds to the possibility of
successful business span. To conclude the experience of agrotourism in Taiwan, macro
approach (designated areas for agrotourism) and micro approach (agrotourism farm
operators) carrying out at the same time has to be emphasized. Proper governmental
intervention and reviewing laws and regulations continually to ensure that they are

optimal are also critical to ensure the quality of tourism.
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Agrotourism in ROC

Yeh, Ai-Ching

Specialist, Department of Farmers’ Services,
Council of Agriculture, Executive Yuan,
ROC(Taiwan)

An Overview of Agrotourism
Developmentin ROC

Development of the agrotourism has its legal foundation in the
“Agriculture Development Ordinance.

Recreationd agricultureis a kind of farming management that
applies landscapes of countryside, ecosystem and environmental
resources, integrate the production of agriculture, forestry, fishery
and animal husbandry, agricultural activities, culture of farm villages
and life of peasant families, provide citizen recreation and enhance
the objective of experiencing agriculture and farm villages.

Value-added
Agriculture

Recreational
Agriculture

Traditional
Agriculture

Quality
Agriculture
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* Overviewof Agrotourism Development in ROC
* Issues & Challenges

* Solutions & Strategies

* Best Practice

+ Conclusion

Natural Environments
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T | Zone
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« Agrotourism is the agriculture
combining production, live and ecology.

* In terms of operation, it is the rural
tourism merging agricultural production,
manufacturing of agricultural products
and tourism service industry.

Recreational
Agricultural ArEaN; e

* Urbanized Area:10~ 100 ha
Non-urbanized Area:50~600ha

AuonNshnip al'a cUlth

agrotourism and agrotourism businesses



The role of local & central government

*Thelocal government
- schematize recreational agricultural areas (in accordance with
regional agricultural features, landscape, ecosystem and cultural

heritage) Issues, Challenges and Solutions

- inspect each area every 5 years

+The central government (COA)
- review & approve the proposal by the local government
- supervise local government
- provides job training and management skill for agrotourism
operators

) . AN 3
Issues & Challenges Strategies
The approach takenin ROC to enhancethe
» Aging and Lack of Labors competitive strength of agrotourismis focusing
on:

- s
Small scale operation Human resource development

« Lack of specialized skill in managing Consulting(coaching) service for the industry
Providing diversified options for tourists

recreation facilities nfearaied markaling platiomn
* Violation of land use requirements + Review relevant laws and regulations continually

Fruit Travel Brochure https://ezgo.coagovtw/
& J||led 73 ‘E& S
iy ruits 'y
7](’5& x’,’ams Tn‘w'b
'e vy riootfino ®
2red 4% NM":"""C&} @uwaly

Tealeaves plucking is an Tourists are experiencing Tea leaves plucking is an Tourists are experiencing
important feature of tea farm tea making by themselves. important feature of tea farm tea making by themselves.
tourism. tourism.
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Conclusion

+ Agrotourismis arising due to multifunctional use
of farming areas.

« Ecology, production and residents’ life are
jointly promoted by agrotourism development.

Taiwan teaand relevant Tea food is very attractive + Create a new way of agriculture by diversifying
products are known world- to tourists. it into tourism.
wide.
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(;J * The garden of the sleeping giants is regarded as the biggest
botanical nursery in Nadi which has vast variety of trees and plants
* Product D

) -Cross breeding of frees and plants.(Separate
Nursery).

cni-Local Employees ,Trained and natured.

Broachers and flyers giveaways, welcome

-Nature Preservations.

o BRIEFING

O e The culture village is the most spectacular village experience of Fijian life
o
style of the ancient days.

\=111-showcase the ancient Fifian lifestyle(nature, cooking,
lighting fire, pottery making, weapons , mats, clothing ,chiefs Bure and the
experience and village femple.

ocal Employees ,Trained and natured.

0 oachers and flyers giveaways, welcome drinks,
Website, inflight magazines and Tourism magazines(Fiji ME)
- Responsible Practices-Cultural Preservations with a touch of entertainment
—
D2 Eh e LD

THE SABETO MUDPOOL BRIEFING

(? * Natural Setting with Scenic view of the Sleeping Giant in the
~ background — Nature showing it's wonders — thermal heating
caused by volcanic activity.

ieni-Health Benefits (Mud Pool, Steam Bath)

— good for cold, body pains. Local Employees from the nearby
villages.

Inbound fravel agents and Word of

s-Income & opportunities for the villagers/
community.
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Coastal Area—Surfing&  Biodiversity & Chained ~ Water Falls
Fishing Cultivation (Eco - Tourism)
(Eco = Tourism) (Agri =Tourism)

Old Ruins &World
Heritage - Sigiriya
Heritage

(Eco = Tourism)
Wisit Buddhist place & Botanical Garden

Events. (Eco - Tourism)

(Eco = Tourism)

= A 4 night/ 5 days package

B e Es
‘Whale & Dolphin Cultural Events —Villages Tea Planting Hilly Areas  Pagoda and Kingdom
Sightseeing &Traditional Cooking ~ (Agri =Toursim) Reservoirs

(Eco - Tourism) (Eco - Tourism)

(Eco - Tourism)
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COMPOSITION
-

Accommodation Cottages owned by hotel owners.
Travel Bus Excursion, Boat, Safari Jeep. Push Bikes (Bicycle).
Restaurants

Hotel &Village Restaurants,Village House (Traditional Cooking Experience)

Activities As detziledin the Daily Package

CUSTOMER EXPECTATION

= Knowledge of traditional Sri Lankan experiences.
= Fun & Family Time,
= Whale & Dolphin watching,

Meet locals & learn their language.

Villas and architectural gems (both ancient and modern) hidden from the usual tourist trail
including Heritage Sites,

= Relaxation & Discovery.

TIMESCALE

= Approximately 3 months

Approvals 3 months (from the Local Government, Provincial Councils, Stakeholders)
SetlUp I month (Colombo Office)
Connections 0

(2 weeks) Advertise through local tour operators

(1 week) Pragram and timing of the trips with Bus & Boat Operators

(3 month) Buy in the Villagers into our “Explore Sri Lanka” idea, provide
training & guidance to the Local Tour Guides

(1 month) Hotel Reservations & Special Deals for our Company

(1 month) Arrangement withTea Factory on the Tour & Expectations
(Variety of Teas, Harvesting, Processing & Tasting).

(2 weeks) Miscellaneous & Others
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Office Set Up— Rent, Furniture, Fixtures, Computers. Telephone, Fax, $4.000.00

Internet (Professional) Guide Staff L0 TR

Approvals - Licenses, Registration $1,000.00
Insurance & Medical $2.000.00

Hired&Trained  Villagers&  Customer (OCAL STAKEHOLOER INVELYEMENT
according to Fishermen  Service
CompanyValues, Experience,
Quality & Project —_
Standards Management, o et

Financial

Management

Office Staff Salary— Executives, Senior Suppliers, Project Assurance, $6,000.00
Project Manager, Project Support, Team Manager, Tour Guides, Trainer (&

ATCTONS  MMSTISTRCS WA EPAYE
s owe
months)

oy CowERTVALSS

PHASEZ

COUITL  (VROTL
OICLUSE WOSNTRSIY opT

L

Advertisement & Marketing — VWebsite Development, Social Media, $4.000.00

Billboards. Banners, Brochures, SMS Marketing, Newspaper COST SENEFIT

Company Vehicle (on monthly rental) $6,000.00 'l'ﬂl“\-:.tlllﬂ‘llﬂ
e

PHASE D

Others $2,300.00
TOTAL START UP COST $25,300.00USD

ET CoE

1 80% Customer Satisfaction Rate in
Year 1.
Reach Breakeven Point in Year 1 of 4
Operation.
2 25,000 followers on Facebook in Year
1
1,000 Customers of “Explore Sri 5
Lankal in Year 1.
10% increase in the Monthly Income
of the Villagers part of our Project.
RISKI
Natural Disasters = Accidents, Injuries & Death (Tourist
i s Based) - Becoming Famous for the "wrong
reason’
Political Risk
Credit & Liquidity Risk of Sri Lankan e R e
Snakes)
Rupees
- Vi
Marketing Outreach not maximized llagef Community (Lack of Engagement)
Competition from Similar Operators ? ImgEgRlm
= Cultural Dilution
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