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ABSTRACT

India is an agrarian country with a substantial proportion of marginal farmers possessing limited land and income sources. Agritourism is a cutting-edge enterprise promising potential benefits to marginal farmers generating supplementary income from existing resources and mitigating unforeseen agricultural losses. Despites all the benefits its adoption by farmers remains limited. Understanding of previous studies suggests that insufficient knowledge among both hosts and tourists may be a key constraint. In this context, present study was carried out to assess and compare tourists’ knowledge levels of agritourism across genders. The investigation was conducted in Uttarakhand, a state recognized for its considerable agritourism potential. According to the Uttarakhand Tourism Policy Report, eight districts were identified for having significant tourism prospects; from those Almora (Kumaon region) and Pauri Garhwal (Garhwal region) were selected using simple random sampling. A purposive sample of 98 tourists was drawn and data were collected using a standardized questionnaire using an exploratory research framework, examining personal, socio-economic, demographic, and knowledge-related variables. Results indicated that the majority of respondents were middle-aged, predominantly male, and had limited higher education. Most participants demonstrated a medium level of knowledge related to agritourism. Gender-based comparisons using Levene’s test revealed significant variance differences (F = 6.788, p = 0.011). However, Welch’s t-test indicated no significant difference in mean knowledge scores between genders, t (69.78) = -0.202, p = 0.841, with a mean difference of -0.382. These findings enrich the academic discourse on agritourism and provide practical insights for farmers, policymakers, and tourism operators to enhance agritourism promotion and sustainable rural economic development.
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1. INTRODUCTION


 India is an agriculture-based country with more than half of the population depending on agriculture for subsistence (Annual report, DoAFW,2024-25). Most of the farmers are marginal with limited land holding and facing a lot of problems like fragmented land holdings, debt, inadequate access to advance technologies, low productivity and low income. Agritourism is as an emerging and innovative rural enterprise that integrates agricultural practices with recreational activities and has seen a significant rise in popularity in recent years. Agritourism has emerged as an innovative rural enterprise that integrates agricultural practices with recreational activities, offering supplementary income and risk mitigation opportunities for farmers. Globally, scholars identify agritourism as part of a sustainable tourism paradigm, where economic, social, and environmental outcomes are integrated to enhance rural livelihoods and as travelers increasingly seek authentic and immersive experiences, agritourism has offered the chance to connect with nature, local culture, and farming practices (Radhika, 2020; Wanole et al., 2020). From a consumer behavior perspective, demand is driven by tourists’ motivations for authentic, immersive, and nature-based experiences. Studies conducted in United States and Australia stated community engagement and experience of rural heritage through hands-on cultural activities, appreciating rural scenery, participation in farm activities such as petting animals and learning about food production as other factors affecting agritourism experience (Ingram, 2002); Maetzold, 2002). European studies also confirm this, Phillip et al. (2010) identified five models of agritourism in Europe, extending from “non-working farm stays” to “agriculturally active farms,” which demonstrates how tourist preferences are shaped by knowledge and engagement levels. Research in Italy and Spain also presents that agritourism not only boosts farm incomes but also preserves rural landscapes and traditions (Flanigan et al., 2014). As experiential consumption becomes central to tourism decisions, agritourism is positioned as a viable alternative to mass tourism, linking leisure with learning and cultural engagement (Haldar, 2018). 
Empirical studies in India and abroad highlight the mutual benefits of agritourism for farmers as it diversifies income and generates rural employment (Krishna et al., 2020; Sneha & Ali,2024; Vasave,2024) and for tourists by providing cultural immersion, relaxation, and recreational learning (Chadda & Bhakare, 2012; Malkanthi & Routray, 2012). Case studies in Uttarakhand emphasize its potential through community and women-led initiatives, while also documenting barriers such as weak market linkages, remoteness, and seasonal demand (Banerjie & Sharma, 2022; Bhatt & Kameswari, 2022). Despite such benefits, adoption of agritourism remains limited in developing countries due to knowledge gaps and awareness deficits among both hosts and tourists (Sneha & Ali, 2024).
Theoretically, this gap can be understood through the Diffusion of Innovations framework (Rogers, 2003), which suggests that new practices spread only when consumers (tourists) possess sufficient knowledge, perceive relative advantage, and have access to supportive infrastructure. Tourists’ knowledge plays a critical role as a demand-side driver of agritourism uptake. At the same time, consumer decision-making models (Howard & Sheth, 1969) imply that awareness is a prerequisite for shaping preferences and behaviors. Hence, inadequate tourist knowledge may act as a bottleneck in sustaining agritourism ventures, regardless of farmer readiness.
The research problem stems from evidence in previous studies suggesting that insufficient knowledge and awareness among both agritourism hosts and tourists may be a key barrier to its wider uptake of agritourism in developing countries (Sneha & Ali,2024). Given that tourists are the primary consumers of agritourism services, their level of awareness plays a decisive role in creating demand and ensuring the sustainability of such ventures. Although there exist extensive researches on agritourism in developed countries, studies in context of developing countries remain limited. In countries like India, despite vast agrarian base and growing tourism sector, there is substantial untapped potential for researches in agritourism for income diversification. However, empirical research on tourists’ knowledge of agritourism, particularly with regard to gender differences, is scarce. This gap highlights the importance and originality of the present study. The rationale for this study lies in addressing this knowledge gap to inform targeted awareness initiatives, capacity-building programs, and policy interventions that can foster agritourism development. This research aims to bridge the existing gap by offering meaningful insights into tourists' knowledge. By examining demographic trends, travel behavior, and levels of awareness. The objectives were to assess tourists’ knowledge levels regarding agritourism in Uttarakhand and to compare these levels across genders. The study sought to answer two research questions: What is the level of agritourism knowledge among tourists in Uttarakhand? and Does knowledge significantly differ between male and female tourists? The study is embedded within consumer behavior theory and the diffusion of innovations framework and will contribute to the global discourse on agritourism as a pathway to diversify.
2. METHODOLOGY

The Locale of the study is one of the states of India, Uttarakhand having natural beauty and tourist attraction. Uttarakhand Tourism Policy Report (2018) and Upadhyay (2021) have identified eight districts in Uttarakhand having agritourism potential viz. Uttarkashi, Tehri Garhwal, Rudraprayag, Chamoli, Pithoragarh, Almora, Bageshwar, and Pauri Garhwal. Of these eight identified districts Almora (from Kumaon division) and Pauri Garhwal (from Garhwal division) were selected through simple random sampling. Two blocks from Almora and three from Pauri Garhwal were chosen after consultation with the tourism department. The research used an exploratory design, as agritourism in Uttarakhand is still in its early stages. A total of 98 tourists (50 from Almora and 48 from Pauri Garhwal) were selected purposively considering the consent of respondents and availability of tourists. The knowledge of the tourists was assessed using a questionnaire consisting of two sections to study tourists’ knowledge level on agritourism. It covered respondents’ background details and their knowledge and awareness regarding various aspects of agritourism. On the basis of their knowledge scores tabulation and analysis of data was done using following statistical formula
i. Percentage

Percentage is the relative value indicating hundredth parts of any quantity and depicts the proportion of the total population and it is calculated as follow:


Percentage (P) = 𝑓
𝑁

𝑋 100	equation 1


Where, f= frequency and N= total number of responses

ii. Leven’s test

Lenven’s test assess equality of variance between two groups, If Levene’s test is found significant (p < 0.05) it signifies that the variances are unequal variances, and Welch's t-test (a modified t-test) should be employed. Leven’s test was employed through IBM SPSS statistics 27.


iii. Independent samples t-test (Welch's t-test)
                                   equation 2
𝑥̅1, 𝑥̅2= sample means of the two groups s12,s 2 = sample variances of the two groups n1, n2 = sample sizes of the two groups2

iv. Degrees of freedom:

Degrees of freedom are calculated using the following formula:

                                                                    equation 3


3. RESULTS AND DISCUSSION

3.1 Personal, demographic and socio-economic characteristics of tourists

The study on agritourism revealed valuable insights into tourist demographics, preferences, and expectations regarding agritourism destinations. The majority of tourists (52 %) were in the middle age group (31-43 years), followed by 29 percent in the younger group (17-30 years), and 19 percent in the older group (44-56 years) (Figure 1). This distribution aligns with previous research by Bansal and Gangotia (2010), which noted that most tourists visiting Uttarakhand were under 35 and engaged in adventure tourism, yoga, and meditation. In terms of gender, Table 1 reflects that more than half (57 %) of the tourists were men, while 43 percent were women. The educational background of tourists was relatively low, with only 12 percent having graduate and 8.2 percent holding postgraduate degrees. Regarding tourist’s employment the study revealed that 46 percent worked in the private sector, 25 percent were entrepreneurs, 13 percent held public sector jobs, 9 percent were students, and 7 percent were farmers. Geographically, 55 percent of tourists were from other states, 42 percent were locals from Uttarakhand, and just 3 percent were international visitors.
As reflected in Table 2, the primary reason for visiting agritourism destinations was for a family vacation (48 %), followed by professional work (41 %), adventure (24 %), religious activities (22 %), and nature/wildlife tourism (12 %). Regarding the frequency

of visits, 81 percent of tourists visited 1-10 places annually, 17 percent visited around 11-20 places, and only 2 percent visited 21-30 places per year. The duration of stays was found varying in days with the majority of tourists (38%) staying for 3-5 days, 30 percent staying for 1-2 weeks, 20 percent for 2-3 weeks, and 12 percent staying just 1-2 days.
3.2 Knowledge of tourists on agritourism

Perusal of Table 3 indicate that a significant 88 percent of tourists expressed they are aware of the concept of agritourism, echoing the findings of Haldar (2018), who found that 75 percent of respondents were interested in rural tourism. Tourists were primarily drawn to agritourism for the opportunity to experience life on an agricultural farm, connect with nature, and enjoy the peaceful rural environment. Agritourism also provided an opportunity to immerse in local culture, taste fresh, organic food, learn about the local ecosystem, and participate in hands-on farming activities. However, tourists who were not interested in agritourism cited factors such as limited facilities, lack of time for additional activities, poor service standards, inadequate internet connectivity, and the general inaccessibility of remote locations as deterrents.
Components of Agritourism: Analysis of respondents' awareness of different components of agritourism (Table 4) revealed that a substantial majority (92%) recognized village stays as a key element followed by interactions with rural residents (72.73%), participation in farming activities (63.64%), experiencing rural lifestyle and culture (52.27%), and learning about agriculture and allied sectors (38.64%). These results were found consistent with those reported by Maetzold (2002), who found that 75 per cent of individuals associated agritourism with taking holidays in rural settings. In related findings, rural tourism preferences included enjoyment of rural landscapes (75%), interacting with farm animals (67%), observing or engaging in farm activities

(42%), understanding food origins (48%), and visiting orchards and woodlands (47– 50%). A smaller proportion (28–35%) expressed awareness of harvesting fruits or produce, suggesting varying degrees of engagement across experiential components.
Tourist attractions at Agritourism Centers (ATCs): When asked about attractions at Agritourism Centers, the majority of respondents identified retail outlets offering rural and agricultural products (71.59%) as the most prominent feature. This was closely followed by exhibits of traditional agricultural practices and technologies (69.32%), guided farm visits (68.18%), orchard and garden tours (53.41%), and live demonstrations of farming or livestock-related activities (45.45%), such as harvesting and transplanting. Furthermore, a strong consumer interest was noted in purchasing fresh, organic produce directly from farms, highlighting the role of agritourism in promoting local agricultural value chains.
Activities Enjoyed by Tourists: According to tourist awareness most enjoyed activity was fruit and vegetable harvesting (78.41%), followed by participation in traditional dances with local communities (75%), hiking (72.73%), fishing (65.91%), trekking and milking (64.77% each), and feeding farm animals (60.23%). Additionally, a notable portion of respondents mentioned passive and nature-based activities such as picnics (56.82%), bullock cart rides (55.68%), cycling (52.25%), village walks (52.27%), and bird watching (47.73%). These findings align with the findings by Haldar (2018), who noted that approximately 46 per cent of tourists were drawn to natural attractions including forests, deserts, wildlife habitats, and marine ecosystems. Furthermore, tourists indicated a desire for guided interpretation from knowledgeable facilitators to enhance the educational value of their experiences.
Activities for Children at ATCs: Regarding agritourism activities suited for children,

80.68 per cent of respondents identified fruit picking as one the children engagement that could be done at agritourism centres. Other frequently mentioned activities included feeding poultry and goats (63.64%) and swimming lessons (62.50%). Additionally, there was notable recognition of educational and cultural activities such as local language learning (59.09%), tree climbing (54.55%), nature photography workshops (51.14%), and farm-based educational programs (56.82%). Cultural enrichment through folk dance and music sessions (46.59%) and participation in school or youth tours (42.05%) were also acknowledged. These findings underscore the multidimensional nature of agritourism offerings for children, combining physical activity, cultural exposure, and experiential learning.
3.3 Knowledge level of the respondents 
According to Table 5 most of the respondents had medium level knowledge (39.8%) followed by high level (32.7%) and low level (27.6%). This suggests that there is a high need to do campaigns and formulate policies to popularize agritourism so that farmers as well as potential target population could be attracted so as to help farmers generate an additional source of income
3.4 comparative analysis of agritourism knowledge scores across genders

An independent samples t-test was conducted to compare knowledge test scores related to agritourism for male and female. First assumption for normality and Leven’s test were assessed. Levene’s Test indicated a significant difference in variances between the two groups (F = 6.788, P = 0.011), so the assumption of equal variances was not met, and results from the “equal variances not assumed” row were taken into considered. The analysis further revealed that there was no statistically significant difference in knowledge scores between genders, t (69.78) = -0.202, P = 0.841, as P value is greater than 0.05. The mean difference in scores was -0.382, suggesting that the difference in average performance between male and female participants was minimal. In this sample the results indicate that gender does not have a significant impact on knowledge test performance.
The results of the study revealed that tourist knowledge of agritourism in Uttarakhand is at a medium level, with no significant differences across gender. According to consumer behavior theory (Howard & Sheth, 1969), knowledge and awareness are primarily required for shaping tourist preferences. The absence of gender variation indicates that through digital media, educational campaigns, and shared cultural narratives the exposure to agritourism knowledge has become gender-neutral in this region. This finding aligns with researches by Phillip et al. (2010) and Flanigan et al. (2014) who found that in Europe demographic characteristics such as education and rural/urban origin often explained more variance in agritourism engagement than gender alone suggesting that in developing countries the pattern is similar.
From the perspective of diffusion of innovations theory (Rogers, 2003), the results indicate that agritourism in India and similar demography of developing countries remains at an early adoption stage and detailed knowledge and active participation is still lacked. Similar studies in Sri Lanka (Malkanthi & Routray, 2012) and Thailand (Srisomyong & Meyer, 2015) also indicated that factors such as education, socio-economic status, and accessibility are more important factors responsible for adoption than gender, supporting the relevance of our findings.
The finding provides important insights but the critical reflection reveals several limitations. Firstly the study was conducted with a relatively small purposive sample which restricts the generalization of findings. Secondly, the data was collected during a particular season, potentially biasing responses of the tourists. Thirdly, reliance on a three-point scale may have constrained variation in knowledge measurement, limiting the detection of subtle differences. Finally, socio-economic characteristics such as income, education, and travel motivations were not examined in multivariate models, leaving scope for deeper explanatory analysis. Apart from these limitations the null gender difference highlights that future promotion strategies agritourism on agritourism should not be designed on gendered assumptions rather focus on socio-economic and educational profiles of tourists. This contributes to the international discourse by demonstrating that in similar contexts like India, knowledge diffusion appears inclusive across gender, but structural barriers such as digital infrastructure, market linkages, and seasonality are critical challenges to scaling agritourism.
4. CONCLUSION AND IMPLICATION

This research has put forth a comprehensive insight into tourists’ knowledge of agritourism in Uttarakhand and it was highlighted that while most respondents demonstrated a medium level of awareness, there were no significant gender-based differences. These results indicates that knowledge dissemination in agritourism may already be inclusive across genders, similar finding has been reported in an international research indicating that factors such as education, occupation, and rural–urban background often exert stronger influence on engagement than gender (Phillip et al., 2010; Flanigan et al., 2014). Considering these results from the perspective of consumer behavior theory and diffusion of innovations, the results direct to an early stage of agritourism adoption in which broad awareness exists but profound knowledge and sustained participation remain uneven.
The finding suggests twofold implications. First, promotional strategies should be designed and implemented beyond gender-targeted approaches and instead the focus should be made on raising awareness among younger, educated, and urban-based tourists who are more likely to act as early adopters. Second, policies supporting digital infrastructure, market linkages, and farm-to-table experiences can uplift both tourist engagement and farmer participation, creating a virtuous cycle of rural development and improvement of farmer’s income.
At the same time, there are few methodological limitations. First, the study employed a relatively small sample which was selected using purposive sampling method, which constrains the statistical power of the analysis and limits the external validity of the findings. Second, data collection was undertaken during a particular season, which may have led to temporal bias while excluding seasonal variability in tourist flows and preferences. Third, the use of a three-point continuum for measuring knowledge might have impacted the analytics, as it reduces the variation and differences across responses. Collectively, these factors might limit the generalizability and explanatory depth of the study.
Future researches of agritourism in context of developing countries needs to address these constraints by employing larger and more representative samples across multiple states, the data could be collected longitudinally for seasonal variation and measurement instruments such as five- or seven-point Likert scales could be employed. Additionally, advanced statistical techniques, including regression modeling, exploratory and confirmatory factor analysis, and structural equation modeling, could be utilized to examine causal relationships, validate constructs, and generate stronger explanatory insights.
In conclusion, by situating Uttarakhand, the mountainous state of India as a case study within the broader international discourse, this research demonstrates that tourist knowledge is a decisive factor in shaping the sustainability of agritourism. While the findings are ingrained in a regional context, they offer valuable lessons for other developing countries seeking to leverage agritourism as a pathway to rural diversification and sustainable economic development.
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Figure 1: Distributions of the tourists on the basis of age



Table 1: Distribution of respondents on the basis of characteristics (n=98)


	S. No.
	Variables
	Categories
	Frequency
	Percentage

	1.
	Age
	17- 30 (Young)
	28
	29.0

	
	
	31- 43 (Middle age)
	51
	52

	
	
	44- 56 (old)
	19
	19

	2.
	Gender
	Male
	56
	57

	
	
	Female
	42
	43

	3.
	Education qualification
	Illiterate
	6
	6.0

	
	
	Primary school
	41
	42.0

	
	
	Middle school
	20
	21.4

	
	
	Graduate
	12
	12.2

	
	
	High school
	11
	11.2

	
	
	Post-graduate or above
	8
	8.2

	4.
	Occupation
	Private sector job
	45
	46.0

	
	
	Entrepreneur/ business
	24
	25.0

	
	
	Public sector job
	13
	13.0

	
	
	Student
	9
	9.0

	
	
	Farming
	7
	7.0

	5.
	Place of residence
	Within India but outside the state
	54
	55.0

	
	
	Within the state (Uttarakhand)
	41
	42.0

	
	
	Foreign country
	3
	3.0


*multiple responses

Table 2: Distribution of tourists on the basis of their general information related to tourism (n=98)

	S. No.
	Variables
	Categories
	Frequency
	percentage

	
	
	Family Vacation
	47
	48.0

	1
	Purpose of
visits
	Professional work
	40
	41.0

	
	
	Adventure
	24
	24.0

	
	
	Religious
	22
	22.0

	
	
	Nature & Wildlife
	12
	12.0

	
	
	Educational
	8
	8.0

	2
	Number of visits per year
	10
	79
	

	
	
	
	
	81.0

	
	
	11-20
	17
	17.0

	
	
	21-30
	2
	2.0




	3
	Length of
stay
	3- 5 days
	37
	38.0

	
	
	1-2 weeks
	29
	30.0

	
	
	2-3 weeks
	20
	20.0

	
	
	1-2 days
	12
	12.0


*multiple responses Table 3 Distribution of tourists on the basis of preferences for agritourism (n=98)
	S.
No.
	Category
	Yes
	No

	1.
	Are you interested in agritourism?
	88 (89.8)
	10 (10.2)

	2.
	Do you think Uttarakhand has potential of agritourism?
	98 (100)
	0 (0)



Table 4 Distribution of tourists on the basis of their knowledge regarding various aspects of agritourism (n=88)

	S.
No
	Aspect of Agritourism
	
	Category
	Frequency
	Percentage

	1.
	Components agritourism
	of
	Staying in village
	81
	92.05

	
	
	
	Making contact with people
	64
	

	
	
	
	in rural areas.
	
	72.73

	
	
	
	Performing farm activities
	56
	63.64

	
	
	
	Experiencing rural life style
	46
	

	
	
	
	and culture on a farm.
	
	52.27

	
	
	
	Learning agricultural and
	34
	

	
	
	
	allied activities
	
	38.64

	2.
	Tourist attractions at
	
	Retail outlet of rural/farm products
	63
	

	
	ATC
	
	
	
	71.59

	
	
	
	Display	of	traditional
	61
	

	
	
	
	agricultural implements etc.
	
	69.32

	
	
	
	Visit to farm
	60
	68.18

	
	
	
	Natural landscape like water
	53
	

	
	
	
	bodies, hillocks, wilderness,
	
	

	
	
	
	etc.
	
	60.23

	
	
	
	Visit	to	gardens	and
	47
	

	
	
	
	orchards
	
	53.41

	
	
	
	Demonstration	of	farm/
	47
	

	
	
	
	livestock activities
	
	53.41

	3.
	Preferred activities*
	
	Harvesting of produce by tourists
	69
	78.41


	
	
	Traditional	dancing	with
local people
	66
	

	
	
	
	
	75.00

	
	
	Hiking
	64
	72.73

	
	
	Fishing
	58
	65.91

	
	
	Trekking
	57
	64.77

	
	
	Milking
	57
	64.77

	
	
	Feeding animals
	53
	60.23

	
	
	Picnics
	50
	56.82

	
	
	Bullock cart ride
	49
	55.68

	
	
	Cycling
	46
	52.27

	
	
	Village walks
	46
	52.27

	
	
	Bird watching
	42
	47.73

	4.
	Activities	for children*
	Picking fruits
	71
	80.68

	
	
	Learn swimming
	55
	62.50

	
	
	Feeding hens and goats
	56
	63.64

	
	
	Learn local language
	52
	59.09

	
	
	Farm school programs
	50
	56.82

	
	
	Learning to climb tree
	48
	54.55

	
	
	Nature	photography
workshop
	45
	51.14

	
	
	Learn folk dances and music
	41
	46.59

	
	
	School/youth tours
	37
	42.05



*multiple responses

	Table 5: Categorisation of tourists on the basis of their knowledge

	
	Levels
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	low
	32
	32.7
	32.7
	32.7

	
	medium
	39
	39.8
	39.8
	72.4

	
	high
	27
	27.6
	27.6
	100.0

	
	Total
	98
	100.0
	100.0
	






	Table 6: comparative analysis of agritourism knowledge scores across genders

	Group Statistics

	Gender
	N
	
	Mean
	Std.
Deviation
	Std. Error Mean

	knowledge score
	Female
	42
	19.88
	10.509
	1.622

	
	Male
	57
	20.26
	7.422
	0.983




	Independent Samples Test

	
	Levene's Test for Equality of Variances
	
	t-test for Equality of Means
	

	
	
	F
	Sig.
	t
	df
	Sig. (2-
tailed)
	Mean Difference
	Std. Error Difference

	knowled
ge score
	Equal variances assumed
	6.788
	0.011
	-
0.212
	97
	0.832
	-0.382
	1.802

	
	Equal variances not assumed
	
	
	- 0.202
	69.775
	0.841
	-0.382
	1.896











image1.png




image2.png




