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Abstract
This study examines the range of products, services, and activitie,
in the Tohoku Region of Japan and identifies the functional models

based on their provision of Pick-Your-Own activities, bili
The findings show that all orchards in the study provide
on harvesting and tasting experiences. Some orchards perate farm shops,
elements to existing

literature - such as “relaxing in a leisure o iyery” - which broaden the

e Recreation Model (CRM), 3) the PYO

(RLM), 2) the PYO combined wi
i egintegrated PYO-ERM—-CRM model.

combined with the Eco-Recreati
Overall, the study helps fill ga
models that can support i agement in Japan, Thailand, and other
destinations worldwide.
Keywords: Orcha; apan, Orchard tourism services, Orchard tourism
models

Japan, situated in East Asia, has only 12.64% of its land classified as arable. In 2021, the
riculture sector ggntributed approximately 4,792.70 billion JPY (Global Bioeconomy Study, 2024;
, Japan ranked third globally on the Travel and Tourism Development Index with

illion JPY in 2021 (Trading Economics, 2024b).

Among Japan’s agricultural products, popular fruits such as Ichigo (Strawberry), Sakuranbo
herry), Melons, Suika (Watermelon), Momo (Peach), Ringo (Apple), Budo (Grape), Mikan
arin Orange), Kiwi (Japanese Persimmon), and Nashi (Japanese Pear) are highly esteemed
an-guide, 2023). Despite Japan’s renowned reputation for producing a variety of high-quality fruits,
he agricultural industry faces significant challenges. These include the high cost of living (Mariko,
2022), and issues prevalent in agricultural sectors worldwide, such as the declining number of young
orchard farmers (Jagdish, 2022; Terzuolo, 2020). Japan’s agrotourism policy aims to sustain rural
economies, preserve traditional agriculture, and offer unique tourist experiences. This policy promotes
rural destinations, diversifies products, provides financial and training support, enhances online
booking and promotion, and fosters collaboration between the government and the private sector. These
efforts address depopulation, economic decline, cultural preservation, and sustainability (Mirzokulova
Kumush Mirshakarovna, 2024; Chulalongkorn University, 2024).




In response, the concept of orchard tourism has emerged as a strategy to augment farmers’
incomes by leveraging tourism revenues (Awasthi et al., 2013; Roopklom, 2019; Ekawati et al., 2021).
Additionally, younger orchard farmers are 1ncreas1ngly engaging in activities beyond fruit cultlvatlon
involving themselves in reshaping, planning, and managing their farms (or businesses) with innova
ideas, environmental awareness, and technologies to cater to both domestic and international
(United Nations World Tourism Organization [UNWTO], 2021; Zhao, 2022; Habito, 20283
initiative seeks to foster heightened engagement and a deeper sense of stewardship am
generations towards agricultural practices, while also enhancing visitor experi
edutainment activities (Saili et al., 2020).

In recent years, despite numerous theories and case studies on agritouris

Na Songkhla & Somboonsuke, 2013; Awasthi et al., 2013;
Nakpathom, 2018; Roopklom, 2019).

Orchard tourism is a branch of agricultural and rural
their orchards to tourists (Sznajder et al., 2009). This p
experiences while learning about various aspects of fruit
storage (Awasthi et al., 2013). Additionally, orchardgteuri ic driver for rural

iti is et tegrates recreational,
m urban life, hands-on

(Ekawati et al. 2021) Awasthi et al. (2013) note it@perates as an agribusiness, with local farmers
prov1d1ng tours to educate visitors on i processing. This form of tourism also creates

local revenue through touris e creating employment for locals and
farmers (Rozman et al., 200
1 enterprises, aiding rural development and
19). The economic impact of orchard tourism

ational Tourism Organization [JNTO], n.d.). This area is celebrated for its consistent production of
igh- quahty and diyerse frults throughout the year, estabhshmg itself asa leadmg producer of fruit in

domestic production volume (Tohoku Tourism Promotion Organization, 2019). Iwate
is renowned as a premier location for strawberry picking, featuring five distinct varieties, including the
are white type (Fun Japan Communications, 2021). Fukushima, previously subject to agricultural
t bans due to radiation concerns following a nuclear power accident (Takebayashi et al., 2020,
now earned appellations such as “the Fruit Kingdom of Japan” (All Nippon Airways, n.d.). This
egion has also garnered acclaim as a favored destination for both domestic and international tourists
(Kyodo News, 2018; Japan National Tourism Organization [JNTO, 2022). All these factors contribute
to the Tohoku region emerging as a valuable geographic area for orchard tourism. Regrettably, there is
a dearth of research assessing orchard tourism products, services, activities, and functional models in
this region.




Objectives

This study aims to investigate the current offerings of products, services, and activities at
orchard farms in Tohoku, Japan. Additionally, it seeks to explore the functional models of orchard
tourism applied in these farms.

Conceptual Framework
The conceptual framework of this research aims to explore orchard tourism throuyg

analysis of collected data, employing theoretical frameworks introduced by
Pitchayadejanant & Nakpathom (2018). Concurrently, the theoretical fra
Chen (2008), incorporating models such as the Pick-Your-Own Mod

Research Methodology
1. Population and Samples
Fridlund & Hildingh (2000) noted that the sam

collected data from thirteen orchard farms.
Region—specifically, Aomori (two orchards

Own,” provision of farm informatio (1n both English and Japanese), and active
promotion of their offerings including TripAdvisor,
Thingstodopost.org, Fukushim, -gurde.com, and Japan Fruits: The Way

nuanced bala ructure during interviews, allowing for detailed and
/" The interview questions were formulated based on the

lucidating their perspectives on various contexts (Oruh et al., 2021). A triangulation approach was
tilized in data collection, incorporating primary data gathered through site observations and in-depth

data was predominantly obtained through two periods of site observation and in-
ith semi-structured and open-ended questions. Photographs were taken to document

drmensron to the dataset Due to the seasonal nature of fruit harvesting in J apan, which occurs at various
es throughout the year and involves diverse fruit types, the study included two periods of site
ation to ensure thorough comprehension over the course of the research grant. These visits served
dual purpose of gathering firsthand, real-time data and facilitating a more effective analysis of the
orchard tourism landscape.

In addition, an extensive review of diverse relevant literature was conducted as a secondary
data source for the research to conduct grounded theory research, explore deep insights, and address
the gaps in up-to-date literature (Chutiphongdech and Vongsaroj, 2022). The secondary resources
included a variety of materials such as articles, textbooks, and official websites within the framework
of the research inquiry, covering topics related to orchard tourism products, services, activities, and
functional models.




4. Data Analysis

Content analysis is a reliable research method that offers a systematic and objective approach
to derive valid interpretations from various types of written documents (Berg, 2001), site observatlons
(Eastwood et al., 2011), and in-depth interview data (Wann-Hansson et al., 2005). Consequently, th
study employed content analysis for data interpretation. The collected data which included d
information from primary and secondary sources such as relevant literature, site observatiog
depth interviews with orchard owners or designated staff, was systematically coded, intg
analyzed to address each research objective.

Results

Orchard Tourism Products, Services, and Activities
Orchard tourism merges fruit production with diverse tourism $e

activities like observing productlon processing, partlcl
interacting with animals and nature. These activi
vibrant fruit colors, scents, and flavors.

Kastenholz, et al. (2012) and Agapit i at sensory experiences,
especially taste, are crucial to memorable tp# . Fruit tasting deepens tourists’ connection

ard tourism as including fresh fruits,
processed products, wine, agri i as fruit picking, farm tours, tastings,

reaping and tasting, w.
learning agricultu

ttending festivals, feeding animals, homestays,
ers’ lifestyles, purchasing souvenirs, acquiring

ucts, services, and activities offered by each of the thirteen orchard

urism Products and Services in Tohoku Area, Japan

Tourism Name Products Services and
Orchards Activities
Al - Fresh fruit (strawberry and - Fruits reaping and
cherry) tasting
- Walking in the
orchard
A2 - Fresh fruits (cherry, - Fruits reaping and
blueberry, peach, pear, tasting
grapes, and apples)
Iwate Prefecture 11 - Fresh fruits (strawberry - Fruit reaping and
and tomato) tasting (only
- Processed agricultural strawberry)
products (ice cream and - Walking in the

souvenirs) orchard



Tourism Name

Services and

Location Orchards Products Activities
- Agricultural shops - Purchasing
(flowers and plants) souvenirs
- Feeding anima)]
(Alpaca)
- Tasting s
12 - Fresh fruits (apple, peach,
grapes, pear, prune, plum,
and persimmon)
13 - Fresh fruit (gr
- Wine tasting
- Purchasing
souvenirs
asting sessions
- Attending festival
Yamakata Prefecture Y1 - Fruits reaping and

tasting

- Purchasing souvenir
- Tasting sessions

- Learning
agricultural practices
- Home delivery
service

- Relaxing in leisure
orchard area

Miyagi Pre

ture

M4

- Fresh fruit (blueberry)

- Processed agricultural
products (jam, juice and ice
cream)

- Fresh fruits (apple, peach
and pear)

- Fresh fruits (apple, grapes,
pears, blueberry, figs and
tomato)

- Processed agricultural
product (jam and ice cream)

- Fresh fruits (apple, pear,
blueberry, grapes, figs, kiwi,
strawberry and raspberry)

- Fruits reaping and
tasting

- Purchasing souvenir
- Tasting sessions

- Relaxing in leisure
orchard area

- Fruits reaping and
tasting

- Walking in the
orchard

-Purchasing souvenir
- Relaxing in leisure
orchard area

- Fruits reaping and
tasting

- Purchasing souvenir
- Tasting sessions

- Relaxing in leisure
orchard area

- Fruits reaping and
tasting

- Walking in the
orchard




Tourism Name Services and

Location Orchards Products Activities
- Processed agricultural - Purchasing souvenir
products (jam, juice and ice - Tasting sessions
cream)
Fukushima Prefecture F1 - Fresh fruits (peach, cherry, - Fruits reapin

apple, pear and grapes) tasting
- Processed agricultural

products (ice cream)

F2

F3 - Fruits reaping and
tasting
- Walking in the
orchard

- Purchasing souvenir

A notable commofiali 1 tourism orchards (100%) is the provision of

age in selecting and enjoying fresh fruits within the
e of fresh fruit for tourists, while others provide up to
. Moreover, within the cohort of these 13 orchard farms, seven
dditionally offer visitors a diverse array of processed agricultural
ages, jams, juices, ice creams, as well as floral and botanical
s study, it is noteworthy that, a singular orchard farm (I1 = 7.69%)
op specializing in the sale of floral and botanical specimens.
dditionally, one orchard farm (I3 =7.69%) focuses on wine production as its primary agricultural
utput derived from grapes.
Focusing ol the services and activities within these orchard farms, the investigation revealed
ch of the thirteen orchard farms (100%) provides tourists with the opportunity to engage in fruit
ting” activities. Among the surveyed orchard farms, it was observed that 10
(11,13, Y1, M1, M2, M3, M4, F1, F2, F3 = 76.92%) facilitated a “Purchase souvenirs”
activity for their tourists, while 8 farms (I1, I3, Y1, M1, M3, M4, F1, F2 = 61.53%) hosted “Tasting
ssions”. Additionally, 7 farms (A1, A2, 11, M2, M4, F2, F3 = 53.85%) provided the opportunity for
s to engage in “Walking in the orchard”, 7 farms (I1, Y1, M1, M2, M3,F2 = 46.15% ) facilitated
elaxing in leisure orchards area”, 2 farms (12, Y1 = 15.38%) offered programs for “Learning
agricultural practices”, 2 farms (12, Y1 = 15.38%) provided “Home delivery”, one farm (I1 = 7.69%)
allowed for “Feeding animals”, another (I3 = 7.69%) offered participation in an “Attending festival”,
and finally, 1 farm (F1 = 7.69%) provided a platform for tourists to “Gain insights into the cultivation
and harvesting process”.
Remarkably, within the purview of this study and in alignment with the theoretical frameworks
proposed by Awasthi et al. (2013) and Pitchayadejanant & Nakpathom (2018), two new activities were
discerned. The results revealed that six farms (46.15%) offer the activity termed “Relaxing in a leisure

seven distinct
Y1,M1,M3,




orchard area” to their visitors, whereas two farms (15.38%) provide the service of “Home delivery” for
enhanced customer convenience.

Functional model of orchard tourism in Tohoku area, Japan
Orchard tourism models delineate the delivery of products, services, and activities to
varying by location, orchard type, and audience (Pehin Dato Musa & Chin, 2022). A fundamesnfa

attracts visitors and benefits local communities.
Zhou & Chen (2008) identified six models of Chinese tourist orchards:
1) Traditional Management Model (TMM): Offers conventional fruit
2) Rural Landscape Model (RLM): Focuses on scenic environmen
3) Theme Park Model (TPM): Includes thematic activities like jud
science education.
4) Eco-Recreation Model (ERM): Emphasizes sustainabili
5) Tech-Education Model (TEM): Combines technolo
6) Comprehensive Recreation Model (CRM): Co
which provides a mix of orchard experiences and leisure
Additionally, some models incorporate the “AgresEnterta odel” (AEM), featuring
activities such as hayrides and petting zoos to appeal togab i jder et al., 2009; Shang
& Zhu, 2022). Suhartanto et al. (2020) deme
satisfaction and recommendations. The “Farm

and connects visitors with food activities. , culinary workshops, and
tastings, allowing visitors to learn about the orc tices and reconnect with the cultural roots of
food (Fanelli, 2019).

Pehin Dato Musa & Chin ively influences visitors’ perceptions

of the food system and support;
but also fosters a deeper
sustainable agricultural pr

ot only enhances the visitor experience
and local food producers, promoting

Orchards AEM | TMM | RLM | TPM | ERM | TEM | CRM
Name
Al 4
v
v v
v v
v v
v v
v v v
v v
v v v
v v
v v v
v v




Tourism

Orchards | PYO FTM | AEM | TMM | RLM TPM ERM | TEM | CRM
Name
F3 v 4

The results revealed that within the scope of the study in the Tohoku region, all touti
(100%) implemented the Pick-Your-Own Model (PYO). Nonetheless, the findings also j#id
simultaneous involvement with other functional models. This multifaceted engagemen

classified into four interrelated functional groups of models.

Table 3 Four Interrelated Functional Groups of Models

Groups Concepts
Group 1:Al, A2, 12, and F3 Visitors can harvest fresh
Pick-Your-Own Model fruits while enjoying the
combined with and the Rural artisanal charm and scenic
Landscape Model rural landscapes of the

orchards.

Group 2:11, 13, and M4
Pick-Your-Own Model
combined with the

Comprehensive Recreation
Model

Group 3:Y1, F2, and M

Group 4:M1, M3, an
A combination ofjthe Pick-

and tasting
the orchard

- Feeding animals

- Attending festivals
-Tasting sessions

- Relaxing in leisure orchard
area

- Fruit reaping and tasting

- Purchasing souvenirs

- Relaxing in leisure orchard
area

Options:

- Tasting sessions

- Learning agriculture
practices

- Home delivery service

- Walking in the orchard

Visitors can harvest and taste
fresh fruit, enjoy eco-
recreational activities, and
access various facilities for a
comprehensive orchard
experience.

- Fruit reaping and tasting

- Purchasing souvenirs

- Relaxing in leisure orchard
area

- Tasting sessions

Options:

- Gaining insights into the
cultivation and harvesting
processes

roup 1: Al, A2, 12, and F3 (PYO combined with RLM)

Four orchard farms (A1, A2, 12, F3 = 30.77%) are characterized by the confluence of the Pick-
Your-Own Model and the Rural Landscape Model. Within this paradigm, tourists are not only presented
with the opportunity to harvest and consume fresh fruits, but they are also afforded the experience of
appreciating the artisanal and aesthetically pleasing landscapes intrinsic to the orchard environment
through leisurely walks.



Source: The researchers during visiting

Group 2: 11, 13, and M4 (PYO combined with CRM)

Three orchard farms (I1, 13, M4 = 23.07%) within this cluster,
Pick-Your-Own Model and the Comprehensive Recreation Model. Tg
only engage in the harvesting and consumption of fresh fruits b
experiences with associated recreational activities, compreheng
This approach embodies a holistic and multifaceted strategy

Group 3: Y1, F2, and
Three touris

leisure areas actively participate injjoutdoor recreational activities amid the serene orchard
environment.

Figure 3 Outdoor Facilities in Tourism Orchards in Tohoku Region, Japan
Source: The researchers during visiting

4: M1, M3, and F1 (Integration of PYO, ERM, and CRM)

Three orchard farms (M1, M3, F1 = 23.07%) implemented a combination of the Pick-Your-
Model, the Eco-Recreation Model, and the Comprehensive Recreation Model. Consequently,
patrons at these orchard farms have the opportunity to partake in the harvesting and tasting of fresh
fruit, participate in both indoor and outdoor recreational activities facilitated by comprehensive
facilities within the orchard’s ambient setting, and combine orchard experiences with associated leisure
pursuits.



Figure 4 Souvenir Shops in Tourism Orchards in Tohoku Region,
Source: The researchers during visiting

To sum up, the findings indicated that the orchard tourism farms 4

Management Model, Theme Park Model, Tech-Educatiom, Model,
Entertainment Model.

-Table Model, or Agro-

Discussion

Products, Services, and Activities Discussion

are essential activities at leading orchard tourism sites, where efforts
¢ concentrated o visitor experiences through additional amenities. Many of these sites
cature souvenir shops, opportunities to sample fresh and processed agricultural products, and guided
chard tours to bopst visitor satisfaction. Ekawati et al. (2021) endorse these approaches, advocating
orchard agro-tourism strategies that prioritize service quality across all visitor interactions and
outdoor ififrastructure to attract a broader audience. As orchard tourism gains prominence,
iCe quality necessitates careful attention to both product quality and visitor engagement
rall satisfaction. These initiatives can economically benefit local farmers, promote
sustainability, and preserve cultural heritage (Sznajder et al., 2009; Albu & David, 2012; Sangkapitux,

Additionally, interactions between orchardists and tourists often involve direct, close contact
h orchard operations and growers, fostering intimate relationships. These findings resonate with
Awasthi et al. (2013); Kastenholz et al. (2012); and Agapito et al. (2013), who emphasize similar
themes. Furthermore, to protect planting areas, orchard owners establish dedicated harvesting stations.
Some orchardists require large tour groups to schedule visits at least a month in advance to ensure
adequate time for fruit preparation and arranging fruit-based products, illustrating a strategic effort to
enhance visitor service quality.

The findings also revealed that the products, services, and activities within the orchard farms
examined in this study include offerings such as “Relaxing in leisure orchard area” and “Home delivery



service,” which are not explicitly addressed in the theoretical frameworks of Awasthi et al. (2013) and
Pitchayadejanant & Nakpathom (2018). Approximately half of the orchard farms analyzed in this
research, provide designated relaxing zones equipped with tables and chairs within the orchard
premises, aiming to enhance the leisure experiences of tourists following the activities of reaping
tasting fresh fruits. Orchard tourism offers not only fresh fruit products but also unique and a;
experiences, such as the opportunity to consume freshly harvested fruits in their natural en
This aspect of sensory engagement in tourism experiences is underscored by the studies of
et al. (2012); Agapito et al. (2013). Additionally, two orchard farms included in this stud

by Wainwright’s research in 2015 (Wainwright, 2015).

In light of these findings, this study recommends expanding the
orchard tourism products, services, and activities by incorporating
area” and “Home delivery services” to align with global trends. Fu:
tourism operators, whether existing or prospective, integrate
enhance the authentic experiences of their visitors and adop
delivery to cater to their guests.

Functional Models Discussion

Given that the primary role and functionfe ism i -Your-Own activity
(Awasthi et al., 2013; Pitchayadejanant & Nak
all thirteen farms (100%) examined in thj this model. This finding underscores the
necessity of integrating references to the Pic model within functional frameworks of
orchard tourism. Furthermore, the ¢ knowledged for its potential to address
contemporary challenges faced b ancing agricultural income through

model as a fund, m, the study suggests that functional models within
other or across multiple frameworks. Insights from in-

In scenic landscapes, certain orchard tourism farms have adopted a combination of the Pick-
our-Own Model (PYO) and Rural Landscape Model (RLM) This strateglc approach leverages natural

orchard farmers to capitalize on picturesque landscapes and diverse recreational
offerings. Careful management of these landscapes is crucial.

Another effective strategy to enhance these farms is combining the Pick-Your-Own Model
with the Comprehensive Recreation Model (CRM). This approach includes offering agricultural
ps, cafés, and a range of activities, such as walking tour in the farms, to enrich visitor experiences
ith fresh produce, restaurants, souvenirs, and coffee, aligning with studies by Van Winkle &
Bueddefeld (2021) and Kastenholz et al. (2012). Therefore, diversifying recreational activities and
amenities such as restrooms, dining options, and souvenir shops is essential for orchard tourism
operators to improve visitor experiences of rural landscapes.

Moreover, integrating the Pick-Your-Own Model (PYO) with the Eco-Recreation Model
(ERM) at orchard tourism farms underscores a commitment to environmental sustainability. This
approach provides outdoor recreational opportunities amidst the orchard’s serene ambiance, akin to
practices observed internationally, such as at the Krishnaraja Saga Dam's north bank in India (Awasthi




et al.,, 2013) and in Manitoba, Canada (Van Winkle & Bueddefeld, 2021). Establishing outdoor
recreational areas can thus enhance the appeal of orchard tourism by offering authentic outdoor
experiences like fruit picking and eating in a natural setting.

Based on the findings, it was noted that certain orchard tourism farms incorporate a triad
models (integration of PYO, ERM, and CRM) within their establishments, aiming to allure and 3

their own resources, including budgets and available space.

Finally, the absence of models such as Farm-to-Table, Agro
Management, Theme Park, or Tech-Education within orchard tourism f
This observation underscores opportunities for enhancing operationa
both in the Tohoku region and beyond. Orchard tourism farm
capacity may consider adopting these models to enhance the
Conversely, their absence may suggest that these particular
with prevailing global contexts.

Conclusions
Amid increasing challenges faced by agrie ome and a dwindling
number of young orchard farmers, orchard to

tourlsm expands opportunities for value and e gieration. As a subset of agritourism, orchard
tourism offers an escape from urb , jsitors to reconnect with nature, engage in

agricultural activities, and enjoy t e exgensive research on agritourism, there
is a noticeable lack of dedicate xisting research in this area is outdated
and fails to explore success d in Japan. The selection of the Tohoku

as a primary producer of high-quality and
the concept of orchard tourism farms for both

y gathered through site observations and in-depth interviews,
accuracy. The research focused on orchard tourism farms in the

eaping and tasting” seasonal fresh fruits. Several farms also provide visitors with
ral products, agricultural shops, and wines. Within the surveyed orchard farms, it
ten establishments facilitated a “purchase souvenirs” activity for their visitors, eight
farms organized “tasting sessions,” seven farms offered opportunities for “walking in the orchard,” and
“relaxing in leisure orchard areas,” two farms provided programs for “learning agricultural practices,”
allowed for “feeding animals,” another presented the option of “attending festivals,” and one
offered a platform for tourists to “gain insights into the cultivation and harvesting process”.
oreover, the results indicated that every tourist orchard adopted the Pick-Your-Own Model (PYO) as
the fundamental concept of orchard tourism. However, the findings also revealed their concurrent
utilization of other models. This diversified engagement can be categorized into four new groups:1)
PYO combined with RLM, 2) PYO combined with CRM, 3) PYO combined with ERM and 4)
Integration of PYO, ERM and CRM.

The research findings also revealed that offerings such as “Relaxing in leisure orchard area”
and “Home delivery service,” found in the orchard farms under study are not explicitly covered in the
theoretical frameworks of Awasthi et al. (2013) or Pitchayadejanant & Nakpathom (2018). This study




recommends expanding orchard tourism literature by including “Relaxation in a leisure orchard area”
and “Home delivery services” to align with global trends. It also advises operators to incorporate these
activities and services to enhance visitor experiences and broaden service channels. Moreover, in light
of the theoretical framework proposed by Zhou & Chen (2008), and other models like the Pick-YQ
Own Model (PYO), Farm-to-Table Model (FTM), and Argo-Entertainment Model (AEM), the gf@

reflect resource limitations or misalignment with global trends.

The outcomes of this study fill significant gaps in the
concerning products, services, activities, and functional
such as Tohoku, Japan. Moreover, the findings from this
farmers and stakeholders, both within Japan and global arable circumstances and
challenges, offering new perspectives and opportunities i

Suggestions

To function as an economic cataly;,
tourism revenue, local governments must adopt 0 urism policies. These policies should promote
rural areas, diversify products, provi ial 3 raining, enhance online systems, and foster
private-sector partnerships. By dai the, region as a leading orchard tourism

Like any research as inherent limitations that can serve as
important starting points i ancing memorable experiences in orchard
tourism.

Primarily, itg the data in this study mainly originated from the

is perspective may not encompass all stakeholders

ing orchard tourism in
incorporating from visitors and,other/pertinent organizations, thereby providing a more thorough
and inclusive chension of the diverse aspects of promoting and developing tourism orchards.

ducted during the peak season of orchard tourism to effectively
ment in real settings. However, the limited availability of time for

dditionally, the study focused on thirteen tourist orchards that have been successful in orchard tourism
ure research should broaden its scope by including a larger number and diverse

ccessful completion of this research was made possible through the contributions of
numerous collaborators and the cooperation of many individuals. We wish to extend our heartfelt
ratitude and appreciation to the Sumitomo Foundation for their trust and financial support, which
d us to conduct this research.

eferences

Agapito, D., Mendes, J., & Valle, P. (2013). Exploring the conceptualization of the sensory dimension
of tourist experiences. Journal of Destination Marketing & Management, 2(2), 62-73.

Albu, G. R., & David, E. C. (2012). Tourist orchards: An opportunity for sustainable development
tourism in Romanian traditional fruit growing areas. Bulletin of the Transilvania University
of Brasov, 5(54), 137-144.

All Nippon Airways. (2019). Japan travel planner: Marue fruit farm. Retrieved December 12, 2021,

from https://www.ana.co.jp/en/kh/japan-travel-planner/fukushima/0000015.html



Awasthi, O. P., Singh, A. K., & Verma, M. K. (2013). Orchard tourism as an enterprise. Horticulture
for Environment and Ecotourism, 4(3), 285-292.

Back, R. M., Tasci, A. D., & Milman, A. (2020). Experiential consumption of a South African wine
farm destination as an agritourism attraction. Journal of Vacation Marketing, 26(1), 574
https://doi.org/10.1177/1356766719858642.

Barbieri, C. (2013). Assessing the sustainability of agritourism in the US: A comparison
agritourism and other farm entrepreneurial ventures. Journal of Sustainable To
252-270. https://doi.org/10.1080/09669582.2012.685174.

Berg, B. L. (2001). Berg Qualitative research methods for the social sciences (4th
and Bacon.

Chase, L. C., Stewart, M., Schilling, B., Smith, B., & Walk, M. (2018).

study of Japanese experiences and its i 1- 10.
http://www.mabe.econ.chula.ac.th/downloagdéea 0 1s5ue%202024%20
No0%204_March2024.pdf
Chutiphongdech, T. & Vongsaroj, R. (20 irport Business Model
Curtis, K., Slocum, S., Teegerstrom, T., Bi andis, M. (2017). Innovative food tourism
aerican Indian reservations. Journal of Food
Distribution Research,
Eastwood, G. M., O’Connell,
an  observationa

flow oxygen therapy in intensive care:
Care, 24( 4) , 269- 278.

farmhouses with an educational farm. Tourism Review, 75
. emerald. com/ insight/ content/ doi/ 10. 1108/ TR- 07- 2019-

12, 2021, from https://www.fun-japan.jp/en/articles/12893
Study. (2024). Agriculture, forestry, and fishing in Japan. Retrieved June 1, 2024,
s://globalbioeconomystudy.com/japan/11-3-sectors-in-japan-that-make-up-japans-

ce, A., & Johnson, L. (2006). How many interviews are enough? An experiment with data
saturation and variability. Field methods, 18(1), 59-82. https://doi.org/10.1177/1525822X05279903
C. F. (2023) When young people farm. Philippine Daily Inquirer. Retrieved August 23, 2023,
from https://opinion.inquirer.net/165883/when-young-people-farm
mzah, A., Suiaiman, Y. M., Bahaman, S. A., Jeffrey, D. L., Neda, T., Hayrol Azril, S. M., & Jegak,
U. (2012). Socio-economic impact potential of agro tourism activities on Desa Wawasan
Nelayan community living in Peninsular Malaysia. African Journal of Agricultural Research,
7(32), 4581-4588. https://doi.org/10.5897/AJAR11.295
Jagdish. (2022). Urban farming in Japan: How to start, benefits, importance, and challenges. Retrieved
June 1, 2024, from https: // www. agrifarming. in/ urban- farming- in- japan- how- to- start-
benefits-importance-and-challenges



Japan Fruits. (n.d.). Experience Fruit Picking in Tohoku Region. Retrieved June 1, 2024 from
https://japan-gastrotourism-and-trade.com/fruits/en/feature/tohoku/

Japan National Tourism Organization [JNTO]. (2022). Taste the best of Japan s fruits all year round at
3 Tohoku fruit- picking spots. Retrieved  June 1, 2024,
https://www. japan. travel/ en/ my/ fascinating- suburb- japan/ fruit- season- summer-
fruit-picking-spots-kingdom-fruit-tohoku/

Japan National Tourism Organization [ JNTO]. (n.d.). Tohoku. Retrieved June 1
https://www.japan.travel/en/destinations/tohoku/

Japan- guide. ( 2024) . Fruit picking. Retrieved  July

https://www.japanguide.com/e/e2268.html
Japan- guide. (2023). Japanese fruits. Retrieved October 23, 2023, fi
guide.com/e/e2347.html

Perspectives, 4, 207-214. http://dx.doi.org/10.1016/j.t
Khamung, R. (2015). A study of cultural heritage and sustainal

Humanities, and Arts, 15(3), 1-35.
Kim, S., Lee, S. K., Lee, D., Jeong, J., & Moon, J. (20
consumers’ future food purchase pa
https://doi.org/10.1016/j.tourman.20 1340
Klein, C. (2023). Gross domestic product val 0 2 igrJapan from 2015 to 2021.
Retrieved October 23, 2023, fié
agricultural-sector-value-gdp/

ritourism experience on
70, 144— 152.

the state of agritourism in the Malopolska
region of Poland. Touri, ] -524. https://doi.org/10.1080/14616688.
2017.1300935
Kyodo News. (2018, July 3 i i ify among foreign visitors to Japan. Retrieved

eign-visitors-to-japan.html
. A conceptual framework for agri-food tourism as an
farms. Sustainability, 9( 10) , 1683.

ovation  strategy
1.0rg/10.3390/su9101683
Lupi, C., Giac V., Mastronardi, k., Gidnnelli, A., & Scardera, A. (2017). Exploring the features of
i i ibution to rural development in Italy. Land Use Policy, 64, 383-390.

iving: The shock of rising prices in Japan. The British Broadcasting
etrieved June 9, 2022, from https://www.bbc. com/news/business-

irzokulova Kumash Mirshakarovna. (2024). Agritourism As a Supportive Tool in The Tourism

encebring.com/index.php/ijast/article/view/790
Somboonsuke, B. (2013). Interactions between agro-tourism and local agricultural
rces management: A case study of agro-tourism destination in Chang Klang District,
Southern Thailand. Journal of Agriculture and Food Sciences, 1(3), 54-67. Retrieved from
https://www.cabidigitallibrary.org/doi/pdf/10.5555/20143025677
E. S., Mordi, C., Dibia, C. H., & Ajonbadi, H. A. (2021). Exploring compassionate managerial
leadership style in reducing employee stress level during COVID-19 crisis: the case of
Nigeria. Employee Relations. The International Journal, 43( 6) , 1362- 1381.
https://doi.org/10.1108/ER-06-2020-0302
Patton, M. Q. (1990). Qualitative evaluation and research methods (2nd ed). CA: Sage.
Pehin Dato Musa, S. F., & Chin, W. L. (2022). The role of farm- to- table activities in agritourism
towards sustainable development. Tourism  Review, 77( 2) , 659- 671.
https://doi.org/10.1108/TR-02-2021-0101.



http://www.japanguide.com/e/e2268.html

Pitchayadejanant, K., & Nakpathom, P. (2018). Data mining approach for arranging and clustering the
agro-tourism activities in orchard. Kasetsart Journal of Social Sciences, 39(2018), 407-413.

Roopklom, P. (2019). The characteristics of tourist orchard practices in Trat province towards their
multifunctionality and values. Journal of Cultural Approach, 20(38), 91-104.

Rozman, C., Potoénik, M., Pazek, K., Borec, A., Majkovi¢, D., & Bohanec, M. (2009). A multi
assessment of tourist farm service quality. Tourism Management, 30( 5) ,
http://dx.doi.org/10.1016/j.tourman.2008.11.008

Innovation.
Shang, F., & Zhu, W. (2022). Planning of ecological agricultural touri

Specca, D., Specca, S., & Ayeni, A. O. (2022). The “pi
marketing of ethnic group in Central New,
https://doi.org/10.3390/agronomy12030751

Srisomyong, N. (2010). Agritourism, rural developimei inigiatives in Thailand.

( Doctoral dissertation) 2023, from

https://shura.shu.ac.uk/id/eprint/2039

020). Tourist éxperience with agritourism
Recreation Research, 45( 3) , 1- 12.

Sznajder, M., Przezborska, L., &
Takebayashi, Y., Murakami, M,

ism. Wallingford: CABI.
subokura, M. (2020). The trajectories of
i nuclear plant disaster: A five- year

thaburi - Rayong: Soak yourself in tropical fruits
Retrieved June 1, 2024, from

rading Economics. (2024a). Japan GDP. Retrieved from https://tradingecanomics.com/japan/gdp
rading Economic (2024b). Japan GDP from Agriculture. Retrieved from https://tradingeconomics.

macademy ie. edu/2021/09/y0ung people- and thelr-lnﬂuence-on-the-tourism—sector
mkle, C. M., & Bueddefeld, J. (2021). Free-choice learning in agritourism. World Leisure
Journal, 63, 182 - 200. https://doi.org/10.1080/16078055.2020.1832025
ight, S. (2015, October 12). Pick-your-own fruit orchards in the Hawkesbury helps growers
survive in a  tight  market. Retrieved  October 12, 2015, from
https://www.abc.net.au/news/rural/programs/nsw-country-hour/2015-10-12/pick-your-own-
model-proves-viable-hawkesbury/6846646
Wann- Hansson, C., Hallberg, I. R., Klevsgérd, R., & Anderson, E. (2005). Patients’experiences of
living with peripheral arterial disease awaiting intervention: a qualitative study. International
Journal of Nursing Studies, 42(8), 851-862. https://doi.org/10.1016/j.ijnurstu.2004.11.009
World Economic Forum. (2024). Travel & Tourism Development Index 2024. Retrieved October 12, 2024
from https://www3.weforum.org/docs/WEF_Travel and Tourism Development Index
_2024.pdf

Van



about:blank

Zhao R. (2022, November 03). Improved conditions attract young people back to rural villages. China Daily.
Retrieved November 03, 2022, from https://global.chinadaily.com.cn/a/202211/03/WS6363139ba3
10£d2b29e80009.html
Zhou, Z., & Chen, Y. (2008). Orchard Tourism in China. Chronica Hoticulture, 48(2),
https://www.cabidigitallibrary.org/doi/full/10.5555/20083151593

Article Info
Received: 27 July 2024
Revised: 21 November 2024

Accepted: 8 May 2025

Author
Phob-udom et al.

Email
angkana.ya@ku.th






