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

68% of U.S. travelers rate 8+
859% of U.S. international travelers rate 8+

US data, 2023; International data, 2024
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Travelers understand the

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

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

Eating local food allows me to contribute to
the local economy

Eating local food allows me to be in solidarity

with local farmers



Continual marketing
‘i@ny different reasons for visiting

| We can’t meet the needs of everyone

lourists consume quickly



Visiting Friends & Relatives
Do locals know you?

Have they had a great
experience?
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Who has'money?
<129% of-Americans havel

~32% of the wealth
MOb'I'tV/aCCESSIblllty
Multi-gen tra\Le] ~



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.
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~ Storytelling

at story will you tell?
Who tells the story?




NEW &
EXPANDED

Becoming part of e
the visitor’s |
personal story

How do you convey your story simply?

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

What gap are you filling in their life? a Clarify Your Message
So Customers Will Listen




L' Breanna Holbert
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https://www.csuchico.edu/academics/
college/agriculture/farm



Is your DMO telling your story?

Tour, Taste & Discover the Best of *“*The Best Family- Butte County: An
Experience Wineries Butte County, Friendly Pumpkin Under-the-Radar
& Farms in Butte California, Farms & Patches in Butte California Wine
County, California Agriculture County, California Destination




Resewations

SIP AND SAVOR ALONG

WINE AND

Michigan is home to 100 wineries drawing from 2,700 acres of vine
Michigan also ranks fifth in the country for the number of craft bre
craft beer scene is steadily gaining popularity, and vacationers enjc
Huron House, the perfect way to sample northeastern Michigan wi

Trail.

The Sunrise Side Wine and Hops Trail is situated along Michigan's €
trail was born from the desire to showcase the region's unique terrc
produce high-quality beverages. A small group of boutique winerie
you can stop in for tastings during your Lake Huron getaway.

Are partners

telling your
story?
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Farm Stand (Seasonal)

A variety of offerings (sweet corn,
watermelon, cantaloupes, honey, cut
flowers, organic cheese) are typically
available early July through late
August.

Visit our University Farm Facebook
page or call the farm office at 530-
898-6343 for information on the latest
offerings.

Peach Sales (Seasonal)

Fresh peaches are typically available in
late July through early August.

* Follow us on Facebook and
Instagram for daily availability.

Meats Lab

Our Meats Lab sells student-
processed beef, pork, lamb, and

sausage products.

The lab is closed for renovation and
will re-open in September.

* Please call 530-895-6028 or visit
the Meats Lab Facebook page for

information.

Visit the Farm

We welcome group tours by
appeointment, including K12 (grades 4
and up)} schools, university groups, and
community organizations. Advance
notice reguired (min. 2 weeks

preferred).

Organic Vegetable Unit

Certified organic produce grown by
students is available for sale

seasonally.
Farm Stand Hours (Spring & Fall):

* Thursday: 9 a.m.-1 p.m. {at the OVU
site)

* Upon entering the farm, the
Organic Vegetable Unit is locsted
approximately 500 yards on your
left.

Contact and Directions

University Farm
31 Nicholas C. Schouten Ln, Chico, CA
95928

530-898-6343

California State University Chico
Farm Sales & Hours of Operation

Make It easy
for visitors



FOCus on
benef
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t attractions
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57% of US
International travelers
are very interested in a
multi-day food tour

Multi-day
food tours



PR A
Attractions desired on meg \\

Eat with locals 830/ol
\ . ;
Farmers market or food market 83%
Fine dining (gourmet) restaurant 77%
Winery ' _. 74;’/0 |
Food truck or street food 74%

Farm or orchard 72%

Food hall with restaurants e 7904

American international travelers, 2024




WO

th

Eat w
locals



el
i1
i
!
i |
R
g 1

i
B: L

Food Halls

Connections
Branded products




Farmers Markets

Connect with lodging options

Expand the experience
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experience: et
Where else can .
they find you?
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Extend the
experience: Retail

ACACIA HONEY

IMesongy 457 e

Make it easy to find 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
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Kel§ey Knight (unsplash): Peopl to

mn 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
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BIRRIFICI

MASTING
MAGIC ROTK
i

1291 ties 43
MTALUNA s 51

Special Events:
Focus on

partnerships



Sierra Oro
Farm Trail

2025 Sierra Oro Farm to Fork Experience
Tickets are Selling Fast!
New: Choose Reserved Table Seating

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



https://www.downtownoroville.com/events/odba-farm-to-table-fundraising-dinner/
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Over the top:
Tower Bridge
Dinner

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



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

Matthew Stone
@GlobalPostmark
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