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Abstract

Farmers Association is a organization of juridical association whose objective is to
protect farmers' rights, enhance farmers techniques, promote the modernization of
agriculture, raise the profit of products, improve the quality of farmers' lives, and
devel op the economy of rural communities. Farmers Association is the intermediary
among the government, farmers, rural communities, and the agriculture. It sent out
giant energy for the farming industry of Taiwan during the process of economic
development. In contrast with the rapid growth of industry and business, agriculture is
marginalized and its output value is decreasing, particularly after Taiwan became a
member of the World Trade Organization in 2002. Facing the challenge of
globalization and liberalization of trade, the future of agriculture on theisland is
getting more and more puzzled. Searching for the vitality of the traditional agriculture,
it has been the objective and expectation of the governmental and non-governmental
institutions that guiding cultivating agriculture transform into servicing agriculture
that focuses on tourism and leisure,

The topic of this study is to provide the strategy of promoting leisure agriculture of
Chia-Yi County. In order to come up with the strategy, the following methods of study
were proceeded. First, undertaking questionnaire survey between the suppliers of
leisure farms and their consumers to know the consumers demands and expectations
to the agricultural tourism. Second, interviewing other farmers associations, travel
agencies, and the runners of the leisure farms to learn the obstacles and needs that
might meet during promoting the agricultural tourism. Additionally, doing the SWOT
analysis to conclude the strengths and weaknesses of the agricultural tourism of
Chia-Yi County. All the information collected were used to position the farmers
association in the development of agricultural tourism, to bring up the strategy of
promoting agricultural tourism, and to consult farmers association in assisting
transformation or promoting leisure agriculture.
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