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Table 1. Analysis on idea sources for activity design (multiple choice with more then one option).

15 B N JIE {32
Category 0. Ranking
HREZER 10 2
Consumer demands

AEAEE 7 3
Internal suggestions

REERGLBR 12 !
Ideas from business operators

SERTZHE , RREEBR 4 4

Referring to other operators in the same field
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Table 2. Analysis on priorities in activity design considerations.

H H TEE B8 EE FEEE

Category Not Average Important Very
important important
no. % no. % no. % no. %

= JIE 2 133 8 533 5 333

Season, climate

NB 2 ZEM 3 200 7 467 5 333

Content variety

BREzES 4 267 9 600 2 13.3

Length of time

BREEHIHALDEE 6 400 9 600

Interaction between activity hosts and visitors

BEEBE Y E ST 1 6.7 10 667 4 267

Interaction among visitors

BE2%HE 3 200 8 533 4 267

Amount of resources

BEEEIEECES 1 6.7 1 6.7 5 333 8 533

Visitors” length of stay

BEW S 2SN 1 6.7 4 267 7 467 3 200

Characteristics of participating parties

WBYHRS ER 1 6.7 3 200 6 400 5 333

Grade in school or year in college of teaching targets

EABZSE 3 200 9 600 3 200

Number of activity participants

BB 5 333 5 333 5 333

Government or corporate units that provide guidance

or support

AEEE 3 200 9 600 3 200

To form the theme
WIENR 1 6.7 6 400 8 533
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To shape the image

EREEEER 1 6.7 3 200 7 467 4 267
To eliminate negative clues

mA AR 2 133 1 6.7 8 533 4 267
Add auxiliary souvenirs

S RERE R 1 6.7 3 200 6 400 5 333

To contain stimulations to five senses

= REBRTHNEREBRRRZEEN
HEk 3 BRTHNERZEBRRRZZEZEN S THETH , BE. BR. 7. BHSOETHE
EREBRTHAKEEBNERRR,

®3 REBRTHENEREBARCERMDST

Table 3. Analysis on priorities in strategy considerations for agricultural experience marketing.

HA rEE =i BEE FEEE
Category Not important Average Important ~ Very important
BEITE 2 13.3 9 60.0 4 26.7
Marketing that appeals to the senses

BT 2 13.3 10 66.7 3 20.0
Marketing that appeals to emotions

BETH 4 26.7 8 53.3 3 20.0
Marketing that appeals to thinking

TE1788 2 13.3 10 66.7 3 20.0
Marketing that appeals to actions

R 4T 48 1 6.7 1 6.7 10 667 3 20.0

Marketing that appeals to correlations

M, RETHIEEERE

HX 4 BETHELEEEIMER  RENEHEDEA=BULER 21.4% , AEDRHPRE
HEHNRZ  AATRAEEEEANTHE A IR NUNRSXEFEAREFARBEESER
ZHNECEBREAMEKRELE. BREMIROMES  § 1 RESARRIBAFTMN-—EEEER.
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Table 4. Analysis on farm marketing, operating, and managing (multiple choice with more then one option).

HE JE{L
Category No. Ranking
{BE8E B 1.B8& Free gifts 6 3
Promotional activities 2.{B#&#T$1 Price discount 3 5

3.EEEE Special treatment for regulars 7 2
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4EEEP Holding activities 8 1
5. {2 E55EE No promotional activity 5 4

EEER 1.E25R{THELS Collaboration with travel agents 8 6

Campaign channels  2.E222&E4 Collaboration with schools and colleges 9 5
3488 /& Promotion on the internet 11 1
ASREMEE Newspaper, magazines, and other print media 11 1
5. ZHRES TV commercials 1 8
6.4 EEE Advertisement flyers 4 7
7.0 E & Word-of-mouth promotion 11 1
8.RE. HEEXHEER 10 4

Promotion via farmers’ association and other relevant associations

i REEEERE

HR5 ZERBARSEFTEESH , TRLAIFI9EB 30.0% A LEEKEEE (40 ARL) R
HE(SAUT)EZ , BREHRNAMAERR 215 29.4% , HRERITEEA 265% ; ERSXFHE
FANY , MEBERE, ZHMHENHTE , EREF LREERKRENERM,

R5 RBEEEEIN
Table 5. Analysis on farm visitor management.

FIR LA
Proportion of cus-
tomer sources (%)

BEE Visitors
(people/day)

EFREB&R
(BZ)
Relationships
among visitor

(multiple choice
with more then one

KEHE 40 ALLL) FEE (2039 A) JEE 6-19A) #HE G AUT)

Large group Medium group Small group Individual visitors
(40 people) (20-39 people) (6-19 people) (5 people)
wE Py wE Py @E Py gE P
Rang Mean Range Mean Rang Mean Rang Mean
10-70 30.4 3-40 175 0-30 18.7 15-70 334
KE—IRA KE—MRA HEZE=—FRA HEE=—(RH
Low season Low season High season High season
non-holidays holidays non-holidays holidays
0-300 72.2 30-3000 551.1 50-1000 252.2 1505000 1116.7

BAF R HRATE BEREE HEER Hit
Friends and rela-  Tour Group Classmates Organizations, Others
tives institutions, and
other groups
N JEf2 JE £z JE £z JIE £z JIE 4z
- Ranking Ranking Ranking Ranking Ranking
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Table 6. Analysis on theme content, difficulties faced, and financing of agricultural experience activities.

REURSWFREBRES 58 4

=5 FTEAREH Sl g A RRETE B A R FEESE
R Name of theme content Time Fee Difficulties faced in  Date of business
Farm no. activity design commencement
1 BRERAE. X% EAEX TR HKEEE FAKBTHER 2005124
@ DIy Unlimited Price to Less predictable time  Dec. 2000
Mainly vegetable and fruit har- amount of customer visits
vests. There are also Hakka
ground tea, and vegetable steamed
buns with stuffing DIY activities
_____________ during the pumpkinseason .
2 BRATAERRR, E&XRm2hr BA100T |ESZIBMR 2000 £ 11 A
g NT$100 REE Nov. 2000
Experience planting mushrooms in per person No suitable restaurant
holes on wood sections, and enjoy or place for activities
_____________ tasty food made of mushrooms
3 EERREMEDIY, ¥BESM40min BAS0 T FEERABIE  2001F11 A
8 NT$50 Tour/activity guide Nov. 2001
DIY activities on making sticky per person training
millet candy and vanilla-flavored
steamed sponge cake; mask
_____________ painting ...
4 LERATEDIY, MEE, ¥R YAl BAS0T MRABHTIIKE 1998 F 2 A
BE Half-a- NT$450 B Feb. 1998
DIY activities centering at eggs, day trip per person Recruitment and
including collecting eggs and training for activity
decorating eggs guides and personnel
__________________________________________________________________________ turnover .
5 EMEFABE DY, BEMHRE 152 BAS0 T BEEESZE 1998 F 7 A
RiEws NT$50 Insufficient hardware  July 1998
DIY activity on making organic per person facilities
green tea flavored steamed sponge
cake, making green tea with cold
boiled water, and tea ceremony
_____________ eXperience ...
6 EMEEERTE. HKEM. W0mn BA107x XBASEI. ®E 2000 F8 A
W, ES NT$100 SHEMRHEEEE  Aug. 2000
Painting tomato baby coin safes; per person Insufficiently trained
harvesting tomatoes, sweet pep- staff; unable to pro-
pers, and strawberries vide omnifarious ser-
__________________________________________________________________________ vice forconsumers
7 THMER, BIBE, MEER 1hr BA10T HXAETH, HR 2002F 11 A
B, BERXE NT$100 D Nov. 2002
Make ink rubbing from tea leaves per person Lacks professional

onto T-shirts, collect egg laid by
native chicken, and make bamboo
dust basket and Hakka rice food.

personnel; nsufficient
resources

#TH
Continued next page.
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&= 6.
Table 6. Continued.
=5 FTEAREH A A RETEEEB R R 3 K
RaR Name of theme content Time Fee Difficulties faced in  Date of business
Farm no. activity design commencement
8 B AREH, FEE,. 2day BAL8007T ABMFREHAZHER 2002 F5 A
BAWLEE NT$1,800 per BEEUEITZ May 2002
A trip to leofoo: tea making ex- person Insufficient number of
perience, pick red bayberries, and visitors or too many
observe hercules beetles impromptu cancella-
tions
9 MHERE, #FHEIKDIY lhr  #®8A20xT EmOEEHE. T 200159 A
Shape persimmon cakes, persim- NT$20 iip 5] Sep. 2001
mon peeling DIY activity per person Short production sea-
son and process pe-
__________________________________________________________________________ iod .
10 MR EYE DIY 1hr  BA107T MBEAETR 2002 § 10 A
Pumpkin experience and DIY NT$150 Insufficient number of  Oct. 2002
_____________ painting ____  _ _ _____________________perperson _ guides
11 TBZREERRAE DIV, TrE e, 1hr #A120t ARABBZHBHEA 2000 F8 A
BAWLEE NT$120 2N Aug. 2000
Hakka ground tea and sticky mil- per person Occasional excessive
let candy DIY, bamboo pipe number of visitors
making, hercules beetle observa- cannot be accommo-
tion dated by the activity
__________________________________________________________________________ site ..
12 WFRR-RECHRF. B8 20min KA 100 T Z=HHAEE, RE 2002 F 10 A
Guided tour on persimmons: tasty NS0T HRERES Oct. 2002
persimmon cakes and shaping Adult: Too seasonal; process
persimmon cakes NT$100 improvement, and
Child: financing
____________________________________________________________ NTSS0 .
13 BBESBRERMH DY, 22 30min A BERESRERA/N 2001510 A
fea 60-100 Jt  Limited area of shade  Oct. 2001
Cotton candy, pressed flower art, NT$60-100  from the sun; cramped
or DIY persimmon cake, earth per person dining area
_____________ Kilning experience ...
14 TREYEEERASEER  30mn 8A 5N = Pd 2001 £ 6 A
HEAR 50-300 7t  Activity guide Jun. 2001
Ecological explanations on and NT$50-300 training
original experience of succulents; per person
_____________ succulent potting combinations .
15 ERKRERZIRDIY 2FEHK  4hr BA300T FTEEBHZEEEES 2002F1A4
RET NT$300 per 3 Jan. 2002
Hakka rice food DIY package person Unable to know cus-

tour, including fruit harvesting

and hiking

tomer demands pre-
cisely
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t. BEELXEHR

BMBEZ 15 RKFRS , SRHM 20 BilEF |, 51300 B. AR 7 BEFELFEHSMAETH ,
MRIZERK , B 31-50 BlEE & Z15 80.3% , HEREUREREELSHE 49.0% , BixURBE =
BZH 23.0% , BEUARBILEKERTTERTIEZEE 54.0%,

®7. BEEXERDN

Table 7. Analysis on visitor personal information.

1HH N | Bok
Category Number of Percent
person
no. %
MBI Sex B Male 146 48.6
Z Female 154 51.4
Flp Age 20 8 2.7
21-30 42 14.0
31-40 133 44.3
41-50 108 36.0
51-60 9 3.0
2 61 0 0
2B E Education level BF LT Under junior high 16 5.3
=B High school or vocational school 97 32.3
KE College 147 49.0
ffZRPT Graduate school 40 13.3
[E{E b Place of residence  AJt Taipei 97 32.4
4T Taoyuan and Hsinchu 162 54.0
Hfth Others 41 13.6
B2 Occupation E MR Forestry fishing, and animal husbandry 0 0
I Industry 38 12.7
™ Commerce 54 18.0
2 Civil service 38 27
&M Teaching 46 15.3
EE Military or police 9 3.0
IR{KAE Retired 8 2.7
BR#E % Service trade 69 23.0

B4 Student 15 5.0
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KRE House-keeping 23 7.7
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N, BEERE BRI

MK 8 EERERBERNWRASTEH , EEUREMFSALBBIEEL 327% , BBEKR
NHBEL 273% ; B MINEFURRARERARLEBEEIENDE  HARREHESBE(L
15.6% ; FEHFEBERSRSRARABBE M 58.3%,

10

& 8. b ERE E BRI DA

Table 8. Analysis on visitors’ travel conditions.

"H A8 Bk
category Number of Percent
person
no. %
BERAUASXSHALEBEHE |MEMT 98 32.7

How do visitors know the farm  Magazines, newspapers, and other print media
features

BEN4B Introduced by friends and relatives 82 27.3
EfE4E& Computer networks 60 20.0
B & Tourist information 45 15.0
R BISH B R #72%18 Pass through by chance 15 5.0
Motive of visiting this farm
ik & A E =% Appreciate farm scenery 56 15.6
¥R 3H Enhance friendship 11 3.1
% U & BA, Absorb information 21 5.8
#7#% TYE 1 Release pressure from work 23 6.4
ML 3 41 11.4
Know the culture of one’s native soi
FA MR Attracted by its reputation 36 10.0
&I Get exciting experience 13 3.6
B8 B 5 SR 4 B8 Experience the nature’s ecology 123 34.3

¥#35 Out of curiosity 35 9.7
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R E R A A KA B Families and/or relatives 175 58.3
Who is/are travel companion(s)
BAA& Friends 62 20.8
[EZ Colleagues 31 10.4
FEZEf& Classmates and/or teachers 13 4.2
19 6.3

f iz @ &8 Group tour

N, BEERZAEDN

HEX IBEERCAESINEH  EEBSREHEERTSERYK , BEEETBEREMN 81.0% , iF
BEE-RIGEBIEERSZIN58.3% , EEAESE R EMEMAE S 97.3%.

®O. BEERERZDH

Table 9. Analysis on visitor requirements.

"H AE Bok
Category Number of person ~ Percent
no. %
BEEERELES g — X Once 175 58.3
How many times have the visitors been to
this farm =% Twice 73 24.3
88 =X Thrice 45 15.0
#&E % Frequently 7 2.3
RERUREREEHBY  BEITWER  FREE Very willing 97 323
How willing are the visitors to use the home
delivery order service provided by the farm BEE Willing 146 48.7
T EIE No idea 33 11.0
TFEE Unwilling 24 8.0
JEHBEE Very willing 57 18.9
BEEEEABSEREZERRE BEZE Willing 235 78.4
How willing are the visitors to revisit this farm
T A8 No Idea 8 2.7
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1. BEHRSRE KR REEFERENAZED N

HE 10 REREIKAREEBBEENAZEINEREN  BEEEHIREEEE. FES5
i, BERBRETEEERITEE  HRRLLARNA ; ARERSHNRERABNEEN 97.3% ,
EERNARESEFTREREDEENHEROURAINE -5,
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Table 10. Analysis on satisfaction survey on farm facilities or leisure/touring relevant services.

HE FERE mE i A TRE  FETRE

Category Very Satisfactory Average Not Very
satisfactory satisfactory unsatisfactory
no. % no. % no. % no. % no. %

| SHEEREE 138 460 154 51.3 8 2.7 - - - -

Staff attitude

I\ FIFR 32 107 154 513 114 380 - - - -

Public lavatories

BE 24 8.0 113 37.7 57 19.0 41 13.7 65 21.7

Restaurants

BiEEg 81 270 170 56.7 41 137 8 2.7 - -

Environment cleanness and

Sanitation

EREE 97 323 146 487 41 137 8 2.7 8 2.7

Value of goods

(EEIBFT 65 217 105 350 57 190 65 217 8 2.7

Parking area

ERMEM N 81 270 162 540 41 137 8 2.7 8 2.7

Resident friendliness

TEHEM 73 243 162 540 57 190 8 2.7 - -

Traffic convenience

BB fRRE R e 41 137 130 433 41 137 73 243 15 5.0

Road signs and sign-plates

TEmER R

KARSEXEREDRFABREIEREEEELAGCER , REXEARREIEDEEN
RAR#ERXRFERRAR  WEREHBSNABEEVNIHEEI , ARARSRERE,

RERUOMH. BAW, AARAEEMNE, FAKSHFE, FHRBTERRER  URAE
FERBREMERRCNRRED A CERSARESCBREHSAMRERE  HAHBRARNER

]
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Study on Agricultural Experience Activities and
Marketing Strategies of Leisure Farms

Jih-Pyng Su

Summary

This survey was conducted on fifteen leisure farms located in Hsinchu county including: one in
Erh-mei township, three in Cyonglin township, five in Hsin-pu township, and six in Kuan-si town-
ship. Results of the survey revealed: 36.4% of the design and creation of the agricultural experience
activities originate from the farm operators’ ideas and considerations for interactions with tourists in
these agricultural experience activities. It was found that nine farms (approximately 60% of the
surveyed population) utilize the Internet, newspaper, magazines, word-of-mouth and cooperative
arrangements with educational institutions, the farmers’ association and associations of related in-
dustries to advertise their business. Groups constitute the most essential source of the farms’ tour-
ists, making up to 29.4% of the visiting population. Nine farms use “food” as the theme of their ex-
perience activities, coupled with DIY exercises, while three farms offer packaged tours. Operators
of the leisure farms are of the opinion that the most difficult obstacles to overcome in designing the
activities include the shortage and lack of training of their staff, uncertainty of the visitors’ visiting
time, limited time allowed for the processing of seasonal agricultural products, inability to fully
grasp customer needs and the lack of suitable DIY venues and restaurants.

The survey on the profile of customers revealed: visitors in the “31-50 age group” make up the
largest population, which is approximately 80.3% of the total number of visitors. Amongst which
49% are college graduates and 23% have a career in the services sector. The majority of the visitors
come from Northern Taiwan (Taoyuan, Hsinchu), making up 54% of the surveyed population;
32.7% of the visitors learn about the features of the farms from newspapers and magazines, while
27.3% of the visits were referred by relatives and friends; 34.3% of the visitors’ main motive to visit
the farms is to experience the natural ecology, while the second most popular motive is to appreci-
ate the landscaped gardens, making up 15.6% of the survey result. The majority of the visitors travel
in groups with family members or relatives, making up 58.3% of the surveyed population. Where
the delivery service is available, 81% of the visitors were found willing to purchase the agricultural
products. The majority of the visitors were found to visit the farms for the first time, making up
58.3% of the population. An extremely high percentage of the visitors, 97.3% of the survey popula-
tion, expressed their willingness to revisit the farms. A small percentage of the visitors were unsat-
isfied with the services including: restaurant facilities and services, the lack of parking space, the
inadequacy of road signs and directions to the farm and the cleanliness of public restrooms. The
majority of the visitors, 97.3% of the surveyed population, were satisfied with the service attitude of
the sales staff and this is indeed the most crucial consideration and the first successful step for lei-
sure farms in hosting the experience activities.

Key words: agricultural experience activities, marketing strategies.



