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T his profile was compiled from
904 customer interviews con-
ducted at farm outlets in Cochise
County between mid-July and the end of
October, 1993. The full results of this

study are available in a separate exten-
sion bulletin.

The more than 20 farm outlets in Cochise
County include pick-your-own farms, and
orchards, roadside stands and some re-
tail operations. They offer a variety of
products and services including apples
and apple bakery products, pistachios,
meats, vegetables, honey, live plants, hay
rides, fishing ponds and animal displays.

Many of the visitors to the outlets come
from the nearest metropolitan area, Tuc-
son, which is located over 80 miles away.
The willingness of visitors to drive this far
to buy fresh produce is somewhat unique.
An important characteristic of these visi-
tors is that nearly half of them indicated
that what they liked best about visiting
the outlets was the opportunity to have a
farm or rural experience. In other words,
many of these visitors are more interested
in having an experience than in neces-
sarily buying produce.

Visitor Characteristics
Almost three-quarters of all visitors to the

farm produce outlets in Cochise County
were from metropolitan Tucson or else-

where in Pima County, and 18% were
local visitors from Cochise County. Only
2.1% were out-of-state visitors (Figure
1). Of the 83% of visitors to the farm
outlets that were from outside of Cochise
County, 77% came to Cochise County
for the primary purpose of buying fresh
farm produce. Sixty-four percent of all
outlet visitors can be defined as agricul-
tural tourists because they were visitors
from outside the county who came to the
area primarily to visit the farm outlets
(Figure 2). Out-of-county visitors trav-
eled in groups averaging 4.22 people per
party. However, their median party size
was 3 people. The average or mean is

Figure 1. Origin of Visttors to Farm Oullets
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Figure 2. Purpose of Trip by Out-of-County Visitors

(Number of responses = 746)

Business (3.1

%) O*ther (4.1%)

Visit family & friends (4.0%
Y (0%~
Outdoor recreation (3.8%)—p, |
)\
 \

|||

General sightseeing (7.9%)

Buy fresh farm produce (77.1%)

Consumer Profiles & Tourism Trends

1995 5



somewhat larger than the median be-
cause of the number of large groups,
especially groups of either older people
or children, that visited the farm outlets.
While 85% of the visitors were Cauca-
sian, Hispanics represented over 8% of
all visitor parties (Figure 3). The mean
family income was $42,300, well above
the Arizona mean for 1990 of $35,400
(Figure 4). Respondents had an aver-
age of 14.3 years of education (Figure 5)
and many were professionals or working
in management positions. Twenty per-
cent of all respondents were retired and
about one-quarter of all visitors were over
the age of 60 (Figure 6).

Non-local visitors were different in impor-
tant respects than local visitors. They
were more likely to bring children, they
were looking for a different mix of prod-
ucts, they made fewer trips to the farms
over a single season. Non-local visitors
were also more likely to indicate that what
they liked best about visiting the outlets
was the opportunity to have a farm or rural
experience.

Roughly 44% of the out-of-county visitor
parties, but only 39% of the locals,
brought children. Children under the age
of 18 represented 29% of all visitors.
Unlike similar studies in other parts of the
country, women did not constitute the
overwhelming majority of visitors. Ap-
proximately 55% of all visitors, whether
from Cochise County or from outside,
were female. The difference may be be-
cause the trip to Cochise County is
viewed more as a family or group experi-
ence rather than exclusively as a trip to
secure fresh fruits and vegetables for pre-
serving.

Trip Characteristics

Out-of-county people who came prima-
rily to visit farms spent an average of half
a day in the area. Visitors who came to
the area for reasons other than purchas-
ing farm produce (e.g., for general
sightseeing, to visit family or friends, or
for outdoor recreation or camping) aver-

aged 1 3/4 days in the area. Agricultural
tourists generally visited 2 or 3 fresh farm
produce outlets during their stay. For al-
most one-third of the out-of-county visi-
tors, this was their first trip to the farm
outlets (Figure 7). A surprisingly high per-
centage, 21% of local visitors, were mak-
ing their first trip to the farm outlets.
These percentages indicate potentially
large annual increases in the number of
visitors at the farm outlets. Less than
20% of non-locals visited outlets six times
or more versus almost 40% of locals.
Repeat visitation during the season was
common. Thirty-seven percent of out-of-
county and 70% of local respondents had
visited the fresh farm outlets at least twice
during the previous season (Figure 8).
Nearly half of the local respondents vis-
ited the outlets four times or more.

Only 5% of the visitor parties that come
mainly to visit farms, stayed overnight,
while 31% of visitor parties coming to
Cochise County for other reasons who
also visited farm outlets stayed overnight.
Almost two-thirds of all visitor parties that
stayed overnight chose to stay in Willcox.

Eighty-two percent of all out-of-county
travelers visited local farms only and did
not visit any other local attractions on this
trip. The most popular other attractions
visited were the Chirachuas and the Rex
Allen Museum which were visited by 4%
and 3% of the out-of-county visitors re-
spectively (Figure 9).

What Visitors Want

An overwhelming 97% of all visitors in-
terviewed planned to return to the farm
outlets. Forty-four percent of all visitors
indicated that what they liked most about
visiting the farm outlets was the experi-
ence of being on afarm orin arural place
(Figure 10). The next most commonly
cited reasons for liking the outlets were
the freshness of the produce (28%) and
the quality of the produce (19%).

Over three-quarters of the visitors made
the trip in search of specific products (i.e.,
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Figure 3. Racial or Ethnic Background of Visitors
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Figure 4. Income Level of Visitors Compared to State Average
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Figure 5. Education of Visitors Compared to State Average
(Number of responses = 904)
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Figure 6. Age Distribution of Visitors
(Number of visitors in interviewed parties = 3600)
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Figure 7. Times Respondents Had Visited Farm Outlets in This or Prior Years
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Figure 8. Times Visited Last Year
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Figure 9. Other Attractions Visited by Out-of-County Visitors
(Number of responses = 746)
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Figure 10. What Respondents Liked Most About Their Visit to
the Farm Oullets

(Number of responses = 904)

Freshness of Produce W
Quality of Produce %
e e

Service at the Outlets ]

I I I I I I I I I I
0% 5% 10% 15% 20% 25% 30% 35% 40% 45% 50%

Local . Nomn-local

Note: Visitors could give multiple responses.

Consumer Profiles & Tourism Trends 1995



76% of non-local and 86% of local visi-
tors). Almost one-third of all visitors were
looking specifically for apples (37% of
non-locals but only 9% of local visitors).
The other most popular products in de-
scending order were: sweet corn, pump-
kins, tomatoes, peaches, string beans
and squash (Figure 11).

Although visitors appear to really enjoy
their current experience, they had sug-
gestions for improvements. The most
common suggestions were to improve
signage, provide better rest rooms, im-
prove the roads and do more advertis-
ing, each of which were mentioned by 5%
of all respondents. Sixty-two percent of
all respondents had no suggestions for
improvement.

When asked if there were other types of
food products or produce they would like
to buy, the most commonly mentioned
products were berries, especially straw-

berries, peaches, cherries, peas, lettuce,
and various types of corn (sweet, pop,
white and yellow). A number of products
that people mentioned are already avail-
able in the area. However, they may not
have been available at the particular farm
outlets that the respondent visited. This
is one indication of the need for the farm
outlets to promote each other and make
referrals directing customers to other op-
erations that have these products. It is
also an indication of the need to inform
customers about when certain products
are available during the season.

Visitors indicated that they would be in-
terested in doing other activities while
they were in the area. The most com-
monly mentioned of these activities were
riding horses, swimming, fishing, farm
tours, seeing crafts, and hiking or camp-
ing. Suggestions for various types of fairs
and festivals also were common.

(N

Figure 11. Specific Products Visitors Came For

umber of responses = 904)

Sweet Corn

17%]

Tomatoes 9

Pumpins
%

Number of Visitor Parties

Consumer Profiles & Tourism Trends

1995 11

Peaches
String Beansi 8%/
Other 38% |
0 50 100 150 200 250 300 350



Visitor Expenditures

An estimated 19,032 non-local visitor
parties went to one or more of the
Cochise County farm outlets during the
1993 late summer season. This repre-
sents approximately 81,450 visitors.
These visitors spent an average of $58.00
per party, of which $42.00 was spent at
the farm outlets. Over one-half of the visi-
tors spent money in local restaurants and
almost one-fourth bought gasoline locally.

The total expenditures by out-of-county
visitors are estimated at $1 million dur-
ing the 1993 season, of which $768,000
was spent at farm outlets.

Conclusions

Visitors to Arizona fresh farm produce
outlets differ from visitors to U-pick op-

erations in other states in the distance
they are willing to travel to visit the out-
lets and by the fact that the farm experi-
ence is such an important reason for their
trip. Typical visitors are Caucasian with
above average income and education.
Visitors are generally coming out only as
part of a day trip and are traveling in small
groups. They do not tend to visit attrac-
tions in the area other than the farm out-
lets. Over three-quarters of the visitors
come to the outlets looking for a specific
product.
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FROM:

Direct Farm Marketing and Tourism Handbook.

Disclaimer

Neither the issuing individual, originating unit, Arizona Cooperative Extension, nor the Arizona Board of
Regents warrant or guarantee the use or results of this publication issued by Arizona Cooperative Extension
and its cooperating Departments and Offices.

Any products, services, or organizations that are mentioned, shown, or indirectly implied in this publication
do not imply endorsement by The University of Arizona.

Issued in furtherance of Cooperative Extension work, acts of May 8 and June 30, 1914, in cooperation with
the U.S. Department of Agriculture, James Christenson, Director, Cooperative Extension, College of
Agriculture, The University of Arizona.

The University of Arizona College of Agriculture is an Equal Opportunity employer authorized to provide
research, educational information and other services only to individuals and institutions that function
without regard to sex, race, religion, color, national origin, age, Vietnam Era Veteran's status, or disability.

Consumer Profiles & Tourism Trends 1995 13



Consumer Profiles & Tourism Trends

1995

14



