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ABSTRACT 

Craft tourism is a new and very popular form of tourism under which the participants travel to 

seminars and craft schools often in the remote rural areas. In North America the interests in the 

craft tourism is presently very high. The paper discerns two types of the craft tourists: (1) people 

who want to participate in the remote school and/or seminar which offer the classes on certain 

skills and trades, (2) the craft store owners which require seminars on extending their craft skills 

as well as the classes on types and uses of the new products. The main idea of the paper is 

combining rural and craft tourism in the same place. Urban crafters visiting the rural areas 

become not only a source of revenue but also a source of advertising. The number of rural 

businesses and their small size do not allow them to generate the effective advertisement to the 

urban crafters. We show that craft tourism can maximize the revenue of the rural hospitality 

businesses in two different ways: (1) by providing the revenue stream in the off-peak season and 

(2) by attracting both craft tourists and their spouses in the peak-season thus maximizing hotel 

revenue stream. We assert that craft tourists may be both source of revenue and advertising 

vehicle for the rural destinations as they are often parts of craft guilds and collectives. The 

combination of rural and craft tourism can create a true symbiotic relationship between the 

rural businesses and the craft guilds.  
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INTRODUCTION 

Recession period in North America which started around 2007 has been largely viewed as a 

trigger of the decline of the tourist activities. According to (Richardson & Velotta, 2010) Las 

Vegas, NV, has seen a 3% drop in the number of visitors in 2009 as compared to 2008 numbers, 

which results in missing over  1.2 million visitors. Other North American attractions have seen a 

decline in numbers of the similar magnitude.  Canadian statistics show a decline of the overnight 

stays in Canada by the overseas visitors by 12.8% in 2009 as compared to the previous year 

according to (Clancy, 2011). The decline in visiting rates can be explained by a strong Canadian 

Dollar and by the recession in the bordering USA which accounts for the largest numbers of 

visitors to Canada. Warm winter was another factor which contributed to the decline of the 

number of tourists who view Canada as a hub for winter activities such as alpine and cross 

country skiing, snowmobile rides, etc.  



In the described situation a large number of hotels especially in the rural areas were affected 

more severely than their urban counterparts because rural tourism lives of the activities described 

above. Rural hotels do not have a steady inflow of visitors. They have heavily accentuated peak 

seasons, such as Summer Months, Christmas and March School Breaks, where they see 70-80% 

of their guests. In the off peak periods such as April or November these hotels often close for 

maintenance or just operate with very low numbers of visitors. In the recent years these hotels  

started arranging different events, schools and seminars in order to fill the rooms in the 

mentioned of peak seasons in order to fill the capacity albeit at the heavily discounted rates.  

The number of events and activities which are offered based on the capacities of the rural hotels 

is quite large. In this paper we discuss the seminars based on various crafts which are very 

popular in Canada, such as Knitting, Crocheting, Quilting and other hand crafts. These crafts are 

a very common pastime for Canadians, predominantly women. They spent a significant amount 

of time practicing these crafts, learning new techniques and new creative patterns. Many of these 

activities have prompted the creation of guilds and clubs, where members can practice these 

activities in larger groups. Quite often these groups invite more experienced, renowned 

craftspeople in order to learn a certain style or technique of the craft.  In the recent years guilds 

started organizing schools and retreats outside of their immediate area by cooperating with the 

remote hotels and convention centers.  

Being based on the specific activity these retreats cannot accommodate the spouses and other 

members of the families because they do not have any other attractions to offer to the partners of 

the attendees. Canadian (and US) hotels are predominantly family based and offer practically no 

single rooms. As it was previously mentioned members of the guilds and clubs often travel 

alone. The hotels are offering rooms with the space for double occupancy to the single guests, 

which reduce their revenue. This paper discusses the phenomenon and offers the potential ways 

of maximizing the hotel revenue during the mentioned schools and retreats.  

LITERATURE REVIEW 

(Roberts & Hall, 2001) in their comprehensive study of rural tourism opportunities argue that 

rural tourism has become much more than just an extension of the conversion of the rural 

agricultural properties into golf courses and other tourist attractions. (Briedenhann & Wickens, 

2004) state that clustering of the tourist attractions may contribute to maximizing the value of the 

rural tourism for the tour operators and local businesses. In many cases the attractions depend on 

the certain destination. (WTO, 2008) guide for developing sustainable tourism talks about the 

necessity to tailor the development of tourism opportunities to the target area. It is important to 

note that the vast majority of the remote tourist locations, such as hotels and conference centers 

are usually small to medium size companies based on their capacities and income. (Ionica, 

Balamaci, & Bocanete, 2011) state that not only these enterprises are vital for the functioning of 

the whole economy, they can be vital for driving forward the development of tourism in the area.  



The development of the tourist opportunities in the remote areas is not as simple as a similar 

development in the city boundaries. Internet exposure and advertisement must become an 

integral part of the overall tourism/hospitality offering in the remote areas. (Briggs, 2001) shows 

the ways of increasing of visibility of the tourism based business by using World Wide Web. 

(Ramseook-Munhurrun & Naidoo, 2011) base their study on the case in Mauritius and (Akis, 

Peristianis, & Wagner, 1996) base their study on the similar case in Cyprus. Both studies show 

positive attitude of the local residents towards the development of tourism in the area. These two 

studies correlate very closely with the earlier study by (Ap, 1992). All of the mentioned studies 

present a stronger case for a development of more comprehensive opportunities, which may not 

necessarily exist in the target area.  

Recent years also saw the increase of the demand in so-called eco-tourism (García, de Jesús, & 

Montero, 2011). Eco-tourism does not require as much development as the regular tourism 

accordingly to (Gómez, Aparicio, & Alcocer, 2011). As such it can present a viable opportunity 

as a secondary offering to the topic tourism described in the introduction.   

(Getz & Carlsen, 2000) state that the majority of the tourist destinations in the rural areas are 

family operated businesses involving all members of the family. This kind of business would be 

very interested in hosting events which would involve the whole families of guests. On the other 

hand, (Sharpley, 2002) writes about the challenges of diversification of local tourist businesses in 

Cyprus. This problem can be traced to the rural businesses in the other countries and must be 

addressed for the benefit of tourists and business operators alike. Describing rural tourism in 

Israel, (Fleischer & Pizam, 1997) lists the same favorite activities of the rural tourists, such as 

hiking, visiting nature reserves and water related activities. In many areas including Israel these 

activities are seasonal and make rural tourism operators idle for a prolonged period of time 

which may lead to the poor sustainability of the operators as business entities.  

The review of the literature leads the researcher to the following conclusions. Sustainability of 

the businesses in the rural areas is dependent on the successful operation of these businesses in 

one or several short intervals during every year when the surrounding nature attractions are 

accessible. On the other hand the diversification of the rural tourism based businesses towards 

the other forms of tourism should increase the sustainability of the business as well as give an 

additional opportunity to the adjacent businesses in the area. 

PROPOSED SOLUTION 

Demand for the craft tourism (Creighton, 1995) increased over the years. Among the locations 

proposed for craft tourism (seminars) are boat cruises, summer retreat locations based on Bed 

and Breakfast Inns or small hotels, larger craft shows, etc. Rural areas are considered to be the 

places where all hand crafts are practiced and are passed from generation to generation. This 

paper proposes two solutions which may increase the profitability of the rural businesses: (1) to 

move these craft seminars towards the rural locations especially during the time when these 



hotels and inns are operating at the reduced capacity. The certainty in booking of these events 

would give rural operators the opportunity to account for the extra revenue beforehand. (2) to 

cluster attractions in the peak times in order to attract members of the families who want to 

attend the craft based seminars and also the members of the families of those attending who will 

be interested in the other activities the immediate area surrounding the rural hotel could offer.  

METHOD 

The author of this paper has been the owner and the operator of the craft based business. While 

attending the local knitting and crochet show we performed the informal surveys and count of 

people attending the shows based on the following criteria: 

 The number of vendors present at the shows and the number of businesses where both 

spouses were active at setting the trade booth and operating it 

 The overall number of people attending the show was approximated based on the show 

operator data and the number of people attending the author‘s booth 

 We counted the number of couples attending the show and made the special note of the 

couples where both partners were equally interested in the craft and participated in 

discussions and/or selection of the product 

The data was collected over the span of five years when the company owned by the author of the 

paper participated in the craft shows. During this time the company participated in four shows 

yearly (two specialized in the knit/crochet craft only and two specialized in all kinds on 

needlecraft, such as knit/crochet, cross-stitching, sewing and quilting).  The following table 

presents the statistics collected based on the customer count. 

Table 1. Shows the percentage of the craft show customers attending in couples and 

percent of the couples where both partners were interested in the show. 

 Show 1 Show 2 Show3 Show 4 

Customers  800 1500 5000 3200 

Couples 78 187 313 219 

Interested Spouse 12 35 27 22 

% Couples 9.75% 12.4% 6.26% 6.84% 

%Interested 15.4% 18.7% 8.62% 10.0% 

 

The statistics presented in Table 1 show several notable trends. The participants in the smaller 

(specialized) shows are somewhat more likely to attend together with their spouses. At the same 

time the spouses of the ―avid‖ knit/crochet crafters attending the specialized shows tend to be 

somewhat more knowledgeable and willing to participate in the spouse‘s activity even when they 

do not take on the craft. Considering that craft tourism attracts the participants mainly from those 



who also attend the craft shows
1
 it can be stated that there is a significant probability that the 

same spouses may want to attend the remote craft seminars given that they can use other 

attractions in the area.  

The statistics related to the vendors participating in the show is presented in the following table  

Table 2. Shows the number of spouses helping during the setting/dismantling the show 

booth as well as the number of spouses working in the booth
2
. 

 Show 1 Show 2 Show 3 Show 4 

Number of Vendors 46 78 400 250 

Spouses Helping 38 62 214* 117* 

Spouses in Booth 17 23 57* 46* 

% spouses help 82.6% 79.5% 53.5% 46.8% 

%spouses work 37.0% 29.5% 14.3% 18.4% 

 

The numbers presented in Table 2 show that spouses of the booth operators at the specialized 

craft shows are very likely to help them with the activities related to the show. From the other 

hand only 30-37% of spouses are willing to participate in the activities to the full extent, i.e. 

participate in the booth operations. This count generally correlates with the count obtained for 

the show customers. Therefore we can conclude the following: 

1. The spouses of the craft vendors are willing to accompany their spouses to the craft 

shows and participate/help in the activities indirectly related to the craft business 

2. The spouses of the craft vendors are less likely to participate in the craft related activities 

to the full extent. 

These two conclusions mean that in the case of the craft tourism spouses are less likely to 

participate in the craft related seminars, shows and classes but they are willing to accompany 

their spouses during these events. In addition to the aforementioned conclusions we can also 

observe two categories of customers who are willing to participate in the craft related events, 

namely the vendors of the craft shows and the attendees (customers) of the trade shows.  

While these two categories are related (vendors vs. customers) they have different goals and 

different availability patterns during the calendar year: 

 Craft Vendors (in the area of knit/crochet) have a peak business season starting in 

September and ending in April/May of the following year. They are likely to participate 

                                                 
1
 This statistics was obtained from the web site http://www.ravelry.com by observing that the large percent of people 

who participate in craft seminars (close to 90%) also attend the local knit/crochet shows.  
2
 The asterisk denotes the fact that many booths in the larger shows are occupied by the corporations hence the count 

does not reflect the true picture 

http://www.ravelry.com/


in the organized events during the summer months when business operations are the 

slowest.  

 Craft Customers are available all year round and will likely to participate in the organized 

events in late fall and early spring when the traveling/hotel costs are the lowest. The 

mentioned periods also coincide with the off-peak periods of the rural hotels. 

DISCUSSION 

The review of the literature on rural tourism shows that small and medium hospitality businesses 

in the rural area operate on the seasonal basis with long off-peak areas (Fleischer & Pizam, 

1997). At the same time authors suggest that diversification would be very beneficial to the rural 

hospitality businesses (Briedenhann & Wickens, 2004). We suggest that the craft based tourism 

may be able to address some of the concerns which are present in the rural hospitality industry 

today. 

Craft tourism in the forms of seminars and craft schools can be offered in the rural areas in the 

off-peak times for the hotels. As the majority of the craft activities are the in-house activities the 

customers would be willing to participate in them when the hotel rates are the lowest. Attendees 

of the craft events prefer continuity of these events. Customers frequent the same shows year 

after year. In the event of success of the particular craft school and/or seminars these customers 

are likely to attend the same event on the periodical basis which would turn into a steady off-

peak source of revenue for the rural hotels.  

Seminars for the craft store owners can only be offered to the participants at the summer time 

when rural hotels operate at their highest capacity. However, the mentioned events also mean the 

steady cash flow and high occupancy rate for the hotel at the time when these events are offered. 

The presented informal study shows that spouses of the craft store owners are likely to 

accompany them to such events. Creating additional offerings, such as discount golf course rates, 

fishing tours, local theater tickets, area tours, etc, would create an additional incentive for the 

spouses to attend such events. Since the vast majority of the North American hotels offer double 

occupancy rooms the attraction of both spouses to the same event would maximize the rural 

hotel revenue for the period of the event.  

Overall the study shows that craft tourists attending seminars and rural hotel operators would 

both benefit from the craft tourism. According (Gilbert, 1989) marketing in the rural tourism is 

even more important than the other forms of tourism. Craft tourists by the nature of their hobby 

represent another marketing vehicle as they would communicate their tourism experience 

together with their primary craft related experience to the number of people in their craft guild or 

association. (Hjalager, 2001) stresses the importance of customer feedback in the success of both 

marketing and management of rural tourism. Craft store owners and their spouses may 

communicate their experiences to even larger groups of co-workers (for the spouse) and store 



customers (for the store owner) thus becoming the hub of the viral marketing for the area they 

had visited.   

CONCLUSION 

Despite the large numbers of B&B, rural hotels and motels operating in Canada their operation 

peaks are often attributed to certain seasons. Even these seasonal operations are affected by the 

weather conditions and the availability of the attractions, which bring tourism to the areas where 

these small rural enterprises operate. In addition to the previous fact the off-season operations of 

the small rural businesses in Canada are all but ground to a halt. The addition of the off-peak 

season activities will extend the earning period to these small businesses and lead to lower 

expectations to the peak season earnings. This change alone must increase the longevity and the 

sustainability of these businesses. It must be noted that not all of the rural businesses require the 

shift in their operations. However, for many of the rural Canadian businesses which remain on 

the edge between the survival and bankruptcy this additional influx of cash can be vital for the 

continuation of their operation. This paper describes a way of creating a true symbiotic 

relationship between the craft guilds, store owner associations and the rural businesses which can 

provide a steady beneficial relationship for all parties.  
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