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1 The Tourist
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3 Ideas & Inspirations



When choosing a 
destination, how 
important is food & 
drink (or food & drink 
related activities)? 
(from 1-10)

68% of U.S. travelers rate 8+
85% of U.S. international travelers rate 8+

US data, 2023; International data, 2024



THE TOURIST



Travelers understand the importance

75%

87%

77%

78%

Eating local food allows me to be in solidarity
with local farmers

Eating local food allows me to contribute to
the local economy

Eating local food allows me to contribute to
maintaining the agricultural landscape

Eating local food contributes to conservation
of the environment and natural resources



Tourism isn’t 
perfect

Continual marketing
Many different reasons for visiting

We can’t meet the needs of everyone
Tourists consume quickly 



VFR
Visiting Friends & Relatives

Do locals know you?
Have they had a great 

experience?



Who has money?
<12% of Americans have 
32% of the wealth
Mobility/accessibility
Multi-gen travel
Luxury opportunities

Age 

70+

32%

55-69

42%

40-54

20%

Under 40

6%

The Fed - Distribution: Distribution of Household Wealth in the U.S. since 1989
United States Population by Age - 2025 Update | Neilsberg

https://www.federalreserve.gov/releases/z1/dataviz/dfa/distribute/chart/#quarter:142;series:Net%20worth;demographic:age;population:all;units:levels
https://www.federalreserve.gov/releases/z1/dataviz/dfa/distribute/chart/#quarter:142;series:Net%20worth;demographic:age;population:all;units:levels
https://www.federalreserve.gov/releases/z1/dataviz/dfa/distribute/chart/#quarter:142;series:Net%20worth;demographic:age;population:all;units:levels
https://www.neilsberg.com/insights/united-states-population-by-age/#:%7E:text=Of%20the%20total%20population%2C%2018.24%25%20were%20under%20the,1.92%25%20were%2085%20years%20of%20age%20and%20older.
https://www.neilsberg.com/insights/united-states-population-by-age/#:%7E:text=Of%20the%20total%20population%2C%2018.24%25%20were%20under%20the,1.92%25%20were%2085%20years%20of%20age%20and%20older.
https://www.neilsberg.com/insights/united-states-population-by-age/#:%7E:text=Of%20the%20total%20population%2C%2018.24%25%20were%20under%20the,1.92%25%20were%2085%20years%20of%20age%20and%20older.
https://www.neilsberg.com/insights/united-states-population-by-age/#:%7E:text=Of%20the%20total%20population%2C%2018.24%25%20were%20under%20the,1.92%25%20were%2085%20years%20of%20age%20and%20older.


STRATEGY & 
STORY



Strategy
More than a logo or a slogan

What are your shared goals?



Storytelling
What story will you tell?

Who tells the story?



Becoming part of 
the visitor’s 
personal story
How do you convey your story simply?

How do you make it have relevance into 
your visitors’ l ives?

What gap are you f i l l ing in their l ife?



Are you telling your story?

https://www.csuchico.edu/academics /
college /agriculture /farm



Is your DMO telling your story?



Are partners 
telling your 

story?



IDEAS & 
INSPIRATIONS



Make it easy 
for visitors

California State University Chico
Farm Sales & Hours of Operation



Focus on 
benefits –not 
just attractions



Multi-day 
food tours

57% of US 
International travelers 
are very interested in a 

multi-day food tour 



72%

72%

74%

74%

77%

83%

83%

Food hall with restaurants

Farm or orchard

Food truck or street food

Winery

Fine dining (gourmet) restaurant

Farmers market or food market

Eat with locals

Attractions desired on multi-day food tour

American international travelers, 2024



Eat with 
locals



Food Halls
Connections

Branded products



Farmers Markets
Connect with lodging options

Expand the experience



Extend the 
experience:
Where else can 
they find you?



Extend the 
experience: Retail

Make it easy to f ind you

Are you in retail? Gift shops?

67% like to buy food/drink products to 
enjoy at home

65% like to buy food/drink products to 
give as gifts



Extend the 
experience:

Clubs & 
memberships

Kelsey Knight (unsplash): People tossing their clear wine glasses photo – Free Autumn Image on Unsplash

https://unsplash.com/photos/people-tossing-their-clear-wine-glasses-udj2tD3WKsY
https://unsplash.com/photos/people-tossing-their-clear-wine-glasses-udj2tD3WKsY
https://unsplash.com/photos/people-tossing-their-clear-wine-glasses-udj2tD3WKsY
https://unsplash.com/photos/people-tossing-their-clear-wine-glasses-udj2tD3WKsY


Importance of 
basic market 

research



Special Events: 
Focus on 
partnerships



Sierra Oro 
Farm Trail

Farm to Fork Dinner - Sierra Oro Farm Trail

https://www.sierraoro.org/
https://www.sierraoro.org/
https://www.sierraoro.org/


ODBA Farm 
to Table 
Dinner

ODBA Farm to Table Fundraising Dinner | Downtown Oroville

https://www.downtownoroville.com/events/odba-farm-to-table-fundraising-dinner/


Over the top: 
Tower Bridge 

Dinner

Stick a Fork into Sacramento, America's Farm to Fork Capital

https://www.pinterest.com/pin/102245854018934279/


There’s so much more.

Matthew Stone
mjstone@csuchico.edu
@GlobalPostmark

mailto:mjstone@csuchico.edu

	What to expect? �Food for Thought��1 The Tourist�2 Strategy & Story�3 Ideas & Inspirations
	Where I’m coming from
	When choosing a destination, how important is food & drink (or food & drink related activities)? �(from 1-10)
	THE TOURIST
	Travelers understand the importance
	Tourism isn’t perfect
	VFR
	Who has money?�<12% of Americans have 32% of the wealth�Mobility/accessibility�Multi-gen travel�Luxury opportunities�
	STRATEGY & STORY
	Strategy
	Storytelling
	Becoming part of the visitor’s personal story
	Are you telling your story?
	Is your DMO telling your story?
	Are partners telling your story?
	IDEAS & INSPIRATIONS
	Make it easy for visitors
	Focus on benefits –not just attractions
	Multi-day food tours
	Attractions desired on multi-day food tour
	Eat with locals
	Food Halls
	Farmers Markets
	Extend the experience:Where else can they find you?
	Extend the experience: Retail
	Extend the experience:��Clubs & memberships
	Importance of basic market research
	Special Events: Focus on partnerships
	Sierra Oro Farm Trail
	ODBA Farm to Table Dinner
	Over the top: Tower Bridge Dinner
	There’s so much more.

