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DEFINITIONS 

 

The following definitions have been used in the thesis:  

Agritourism – is a form of tourism enterpreneurship used for overcoming 

economic decline in rural areas and for relevant usage of landscape resources which 

is implemented with the purpose of preserving peripheral territories and has favorable 

socio-economic impact in terms of generating alternative income, creating additional 

employment opportunities, reducing depopulation caused by migration to urban 

areas.  

Rural tourism – is a segment within the tourism services which offers nature-

based recreation exclusively in rural areas. The scope of rural tourism covers a broad 

spectrum of activities represented by other forms of tourism including natural as well 

as cultural elements. 

Agritourism business – a small-scale entrepreneurship or an innovative family-

run business initiative organized in rural settings and focused on provision of 

complex cluster of services, aimed at offering memorable rural experience in order to 

satisfy natural and socio-cultural needs of customers. 

Experience – memorable events that engage customers in inherently personal 

ways.  

Agri-experience – an essential element of agri-tourism which assumes direct 

participation of agri-tourist into rural activities in order to gain visual as well as 

emotional impressions.   

Agritainment – customer focused entertaining activities offered in a form of 

excursions, cultural programs and nature-based outdoor activities.  

Agri-recreation – rural type of recreation offered in a form of relaxation 

activities and agri-therapies.  

Agri-sales – direct sales of rural products including rural retail shops, pick-your-

own sales, and sales of homemade products and goods made by farms or households.  

Sustainable development – development which recognizes that growth must be 

both inclusive and environmentally sound to reduce poverty and build shared 

prosperity for today’s population and to continue to meet the needs of future 

generations. It is efficient with resources and carefully planned to deliver both 

immediate and long-term benefits for people, planet, and prosperity. 

Rural entrepreneurship – entrepreneurial activities emerging at village level 

which can take place in a variety of fields of endeavour such as business, industry, 

and agriculture and acts a potent factor for economic development.  

Supplementary agritourism enterprises – agritourism entities where the 

proportion of agritourism products or services is insufficient in product mix of a 

household or farm.  

Complementary agritourism enterprises – agritourism entities where agri-

tourism takes an equally important role in household’s or farm activities.  

Primary agritourism enterprises – agritourism entities where the proportion of 

agritourism products and services are predominated in household’s or farm activities.     
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Agritourism associations and networks – advanced forms of cooperation of 

agritourism entities and other related organizations providing benefits for agritourism 

enterprises in terms of information, marketing and resources.  

Family-run tourism business – a business activity  that is mainly predominated 

in the field of rural tourism and hospitality industry in which two or more family 

members are involved and the majority of ownership or control lies within a family.  

Visegrad Four (V4) countries – the Visegrad Group is an informal, regional 

form of cooperation comprising four Central-European countries – Poland, Czech 

Republic, Slovakia and Hungary. The Visegrad states are united not only through 

their common neighbourhood and similar geopolitical situation, but also through their 

joint history, traditions, culture and values. 

Nordic countries – are a geographical and cultural region in Northern Europe 

and the North Atlantic that consists of five countries as Denmark, Finland, Iceland, 

Norway and Sweden. 

Entrepreneurial opportunity – a specific condition that emerges at the nexus 

of individual aspirations with economic and social conditions perceived as favourable 

to create a new product or service, either in an existing market or a new one. 

Opportunity identification – an essential capability of entrepreneurs to 

perceive the potential for new profit and committing to exploit this potential either 

through starting up a new venture or by considerably improving an existing venture.   

Opportunity exploitation –   activities conducted in order to gain economic 

returns from the discovery of a potential entrepreneurial opportunity that involves the 

decision to act upon a perceived opportunity and the associated behaviors aimed at 

realizing the value of the opportunity.  

Entrepreneurial alertness – a combination of cognitive features and perceptual 

abilities of an individual interrelated with an advanced insight that induces the 

process of opportunity identification. 

Active search – the main capability of entrepreneurs applied to recognize 

presently existing opportunities owing to a systematic search technique.  

Prior entrepreneurial knowledge – specific information derived from previous 

entrepreneurial and work experience, learning activity or gained in a different way 

(Baron, 2006), and closely connected to creativity.  

Opportunity entrepreneurs – the opportunity seeking category of people 

considering rural or agritourism operations as a feasible and profitable business 

initiative. 

Necessity entrepreneurs – the category of people forced by a need and 

considering rural or agritourism operations as an alternative source of income.  

Irrational entrepreneurs – agritourism providers which are driven by strong 

patriotic and humanistic feelings, passion for an art or science, or the dream of life, 

and ready to start agritourism business without estimation of costs and benefits. 
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http://en.wikipedia.org/wiki/Atlantic_Ocean
http://en.wikipedia.org/wiki/Denmark
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http://en.wikipedia.org/wiki/Iceland
http://en.wikipedia.org/wiki/Norway
http://en.wikipedia.org/wiki/Sweden
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INTRODUCTION 

 

Relevance of the research topic. This doctoral dissertation represents current 

issues of tourism development from Kazakhstan perspective, with reference to the 

role of agritourism in improving socio-economic conditions and overcoming 

economic decline in rural areas. The study deals with the problems of rural economy 

development on the example of the Republic of Kazakhstan and represents an actual 

topic associated with rural development issues through agritourism, and corresponds 

to the requirements of modern time established by new trends emerging in the 

tourism industry nowadays.  

The rural economic development is considered as the representative indicator of 

the whole economy of any country. Nowadays rural economies in most part of the 

world are facing the socio-economic challenges associated with an inefficient usage 

of natural recourses, weaknesses in rural infrastructure, low level of well-being of 

local population, unemployment and increasing tendency of depopulation in rural 

territories.  Therefore the issue of rural economy enhancement is taken into 

consideration by many states in the world as a vital question of economic prosperity. 

A strategically important approach of stimulating entrepreneurship in rural areas 

and peripheral zones through agritourism has a significant importance, since business 

activities associated with rural tourism forms are recognized as an effective tool 

against economic depression in the countryside, and it conduces to significant socio-

economic improvements. In this regard the relevance of the research is in line with 

«Governmental program on accelerated industrial-innovative development of the 

Republic of Kazakhstan» where a special focus is given to rural development as well 

as «Strategic Plan of Tourism Development for 2011-2015», and «the Concept for 

Tourism Industry Development of the Republic of Kazakhstan till 2020» where a 

special priority is also given to agritourism as a promising direction which is 

considered as a generator of alternative employment in rural areas, ensuering socio-

economic development of rural areas.  

Agritourism in Kazakhstan can be considered as a supplementary strategy 

assisting to foregoing supportive measures and social programs provided by the local 

government because it has significant role for the rural economy, especially in terms 

of opportunities for generating extra income and creating more jobs [1]. Agritourism 

has a favorable effect on a territorial balance by stabilizing depopulation processes 

caused by massive migration from rural areas [2]. On the other hand, agritourism is a 

cost effective business activity that does not require expensive infrastructure, since it 

could be developed easily based on existing resources of most rural households and 

farms [3]. Moreover, at the microeconomic level agritourism has a cost-effective 

structure. It means agritourism product has a low level of self-cost, therefore it 

provides high level of competitiveness as compared to other types of tourism 

products.   

Agritourism is also efficient in terms of realization of agricultural goods 

produced by local households, farms and agricultural entities as it creates a market 

opportunity for retail trade in rural areas. Due to the direct sales not only farmers and 
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households providing agritourism services, but also rural community and small local 

enterprises take an opportunity to realize their production. 

Enhancing the tourist experience plays an increasingly significant role in today’s 

experience-based economy [4]. There is also a big change in consumer consumption 

patterns emerging from new trends in the tourism industry [5]. It is now argued that 

modern customers tend to consume memorable experiences rather than common 

products [6; 7]. Hence, carefully managed experiences provide considerable 

economic value for tourism service providers [8] and, creating unique experiences is 

identified as an important factor in generating more revenue, increasing satisfaction 

and building customer loyalty [9]. In this regard, tourism and hence agritourism can 

undoubtedly be considered as a part of the experience economy [10]. 

Level of knowledge and investigation degree. Many studies have been 

conducted in the field of agritourism in recent decades [11]. Past studies represented 

by Hurst and Niehm [12], Sonnino [13], Malkanthi and Routry [14], Niedziolka and 

Brzozowska [15] have shown that agritourism is an efficient economic driver against 

rural underdevelopment and depopulation which is used as an important element of 

regional development strategy. Carpio, Wohlgenant and Boonsaeng [16] claimed that 

it has a favorable impact on rural territories by generating alternative sources of 

income, diversifying households’ activities, and reinforcing economic activity of the 

rural population by creating additional work opportunities.  

While a great deal of studies concerning agritourism exists, there is a lack of 

internationally accepted definition.  Previous researches as McGehee and Kim [11, p. 

161], Carpio, Wohlgenant and Boonsaeng [16, p. 254] highlight the existence of 

more than thirteen definitions of agritourism concept. Such diversity may be 

explained by local conceptions of rural territories and agriculture in particular regions 

of the world. Agritourism and rural tourism conceptions vary depending on 

individual countries and each state is using its own national definition in tourism 

classifications [4, p. 28]. For instance, Sznajder, Przezborska and Scrimgeour 

asserted that in American comprehension, rural tourism and agritourism conceptions 

are almost the same [17]. In previous studies, particularly in works of Phillip, Hunter 

and Blackstock the terms “rural tourism” and “agritourism” are usually used 

interchangeably [18]. Although these terms are strongly interrelated, agritourism is 

not the same as rural tourism [17, p. 5].  

Another realm of research thoroughly discussed the questions related to rural 

tourism. For example, Udovč and Perpar [19] Drăgulănescu and Druţu [20] focused 

on the role of rural tourism for regional economic development and analyzed its 

impact on countryside. Jaafar, Kayat and Tangit [21] acknowledged economic 

benefits of rural tourism. Ionel [22] investigated the role of joint actions of 

stockholders for implementing rural tourism development initiatives.  

Ju [23] examined expectations of rural tourism consumers. Séraphin, Butler and 

Vanessa [24] explored the issues of entrepreneurial process in rural tourism 

destinations. Dávid [25] suggested the classification for rural tourism. Polo-Peña, 

Frías-Jamilena and Rodríguez-Molina [26] looked into marketing aspects of rural 

tourism.   
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Previous research carried out by Dong and Siu [27], Tung and Ritchie [28] in 

this field has emphasized the importance of providing superior customer experience 

in terms of competitiveness. Along with these studies have also investigated the role 

and nature of experiences in various contexts, particularly in the context of heritage 

tourism [29], mountaineering [30] hunting [31] and travel experiences [32, 33], as 

well as ecotourism [34].  

However, there seems to be limited research investigating the tourist experience 

in agritourism. Since recreational activities associated with rural lifestyle are the 

experiences themselves, it is important to investigate customer experience as applied 

to agritourism, in order to develop useful managerial implications for rural tourism 

providers in terms of enhancing the competitiveness of the destination. Verhoef, 

Lemon, Parasuraman, Roggeveen, Tsiros and Schlesinger claimed that focusing on 

the tourist experience is more efficient than focusing on price or service 

differentiation [9, p. 35-37]. However, increasing customer satisfaction by enhancing 

the tourist experience requires a better understanding of customer needs and their 

individual preferences [12, p. 199-201]. It is especially crucial for tourism providers 

operating in rural territories, due to the variety in consumer segments. 

Widely discussed current topics in research covering the problems of economic 

development have given rise to increasing interest in rural entrepreneurship [35]. 

Recent and forthcoming advancements in tourism entrepreneurship research 

characterized by growing attention to alternative tourism forms as entrepreneurial 

activities peculiar to rural areas. Many studies conducted by scholars such as 

Stathopoulou, Psaltopoulos and Skuras [36], Fuller-Love, Midmore and Thomas [37], 

Pyysiainen, Anderson, McElwee and Vesala [38], Vesala, Peura and McElwee [39], 

Zampetakis and Kanelakis [40] have focused on remote zones and rural areas as an 

entrepreneurial milieu distinguished by specific features, and farm enterprises have 

become the subject of investigations. Fuller-Love, Midmore and Thomas indicate that 

entrepreneurial activity is usually promoted as one of the most effective managerial 

approaches of redeveloping rural economies [37, p. 291].  

Considerable part of studies in the area of tourism entrepreneurship that 

conducted by foreign scholars as Perren [41], Thurik and Wennekers [42] and Amini 

[43] underlines socio-economic contributions of small enterprises, while Ateljevic 

[44] considers management issues in small tourism firms. Another topic of great 

interest to foreign researchers is entrepreneurial behavior. In this regard the nature of 

entrepreneurial intentions and traits have been investigated by Kobia and Sikalieh 

[45], Ferreira, Raposo, Rodrigues, Dinis and Paco [46], Bird [47], Mazzarol, Volery, 

Doss, and Thein [48], Gurel, Altinay and Daniele [49]. Influences of cultural factors 

on entrepreneurial intent have been reflected in works of foreign scholars as He and 

Engle [50], Ritchie and Brindley [51] and Morrison [52]. A number of authors as 

Galindo and Mendez-Picazo [53], Ndubisi and Iftikhar [54], Swami and Porwal [55], 

have examined the relationship between entrepreneurship, innovation, quality 

performance and economic growth, while another stream of research have devoted to 

the term “social capital” investigated by McGehee, Lee, O’Bannon and  Perdue [56], 

Zhao, Ritchie and Echtner [57]. However, there is a limited research investigating 
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specific aspects of entrepreneurship in rural tourism sector, particularly in agritourism 

business.  

Aim of research is an elaboration of a theoretical and methodological basis for 

agritourism development as an alternative form of business through the study of the 

state of agritourism market from customer’s and supplier’s perspectives. In order to 

achieve this goal the following objectives have been developed: 

1. To determine the nature of agritourism applying the thеory of «customer 

experience». Speсify the «agritourism» term. 

2. To justify the definition of «agritourism» considering its experience-based 

nature as well as social-economic significance and importance as an alternative 

employment activity for rural population.   

3. To analyze the demand for agritourism through the study of customers’ 

preferences and individual needs.  

4. To analyze the process of «opportunity exploitation» from a supplier’s 

perspective considering barriers faced by rural entrepreneurs.  

5. To evaluate the agritourism development potential of Kazakhstan, and 

estimate the future performance of the sector.            

6. To provide recommendations for agritourism development and overcoming 

the existing problems in the domestic sector of agritourism.   

Object of research – microeconomic environment of agritourism, particularly 

the customer and supplier markets of urban and rural areas of the Republic of 

Kazakhstan, including Central and Western Kazakhstan.  

Subject of research – conceptual, entrepreneurial and socio-economic aspects 

of agritourism business.  

Theoretical and methodical basis of the research were the scientific works of 

foreign and domestic scholars devoted to the issues of rural tourism, agritourism, 

customer’s experience and the theory of tourism entrepreneurship, also methods of 

comparative analysis, deduction, induction, and application of SPSS (Statistical 

Package for the Social Sciences) software to analysis of initial data collected 

personally by the author during the research.  

Informative basis of the research were reports of OECD (Organisation for 

Economic Co-operation and Development), master plans of UNWTO, documents of 

the Agency of Statistics of the Republic of Kazakhstan, and strategic plans of foreign 

countries for rural tourism and agritourism development.   

Methods of research. The study has been carried out based on quantitative as 

well as qualitative research methods: 

1) The empirical study adopts a survey data-based approach relying on a 

questionnaire data collection technique. 

2) Qualitative research has been conducted relying on a structured interview data 

collection technique.  

Scientific originality of the research is considered as followings: 

1. The full-scale research of agritourism market of Kazakhstan has been 

conducted from customer’s and supplier’s perspectives.  
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2. The «agritourism» term has been specified and the theory of «customer 

experience» for the first time has been applied in determining the nature of 

agritourism. 

3. Preferences of consumers regarding agritourism products classified by price, 

demographic and infrastructural indicators have been revealed based on quantitative 

analysis conducted by «independent samples Т-test».  

4. Problems of tourism entrepreneurs operating in rural areas have been explored 

and a special category of entrepreneurs peculiar to agritourism sector of Kazakhstan 

has been revealed based on qualitative analysis.  

5. The context of research, Kazakhstan, is also unique, offering new insights into 

the national tourism industry presented by the sector of agritourism.  

The following findings of the research are offered for defense:  

1. Author’s сonceptual model of agritourism characterizing it as a customer 

experience.  

2. Author’s definition of agritourism considering the distinctive features of the 

investigated phenomenon.  

3. The new type of an entrepreneur peculiar to agritourism entrepreneurship in 

Kazakhstan.  

4. The results of consumer market studies based on comparative analysis of 

preferences of rural and urban customers depending on agritourism offerings as well 

as price, demographic and infrastructural indicators.  

5. «The Model of Implementation of an Innovative Agritourism Product on an 

example of rural household or farm». 

6. The results of agritourism supplier market studies revealing urgent problems 

of entrepreneurs operating in rural areas.  

7. «The Model of Managing Agritourism Stakeholder Network».  

Practical importance of the research. The findings of the study provide 

important managerial implications for agritourism service providers doing or 

planning to start entrepreneurial activities in rural areas, marketing researchers 

focusing on product development, and policy makers working out regional 

development strategies through the implementation of tourism stimulation projects.  

Understanding a variety of consumer preferences is a question of vital 

importance for rural households and agritourism enterprises, since it helps them to 

improve tourism offerings, enhance tourist experience and thus, increase customer 

satisfaction.  

Empirical findings from the current research will especially be valuable for 

tourism service providers focusing on rural recreation in better understanding the 

individual needs and wants of local customers and giving important information 

which may help to generate innovative ideas about of differentiating agritourism 

products, according to the expectations of their potential client groups.  

Creating agritourism products and enhancing an agri-experience considering the 

specific differences and similarities existing in preferences of consumers may be an 

efficient strategy supporting sustainable business and economic growth. In general 
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the work fills a currently existing gap in Kazakh research due to the very limited 

studies made in the field of tourism.                                                                     

Approbation of research results. Main results of the research has been 

reported on international scientific conferences: 

- «Perspektivy i prioritety razvitija menedzhmenta v XXI stoletii: na puti k 

novomu kachestvu» (Karaganda, 2011); 

- «Poznanie stran mira: istorija, kul'tura, dostizhenija», (Novosibirsk, 2012); 
- «Current trends in economics and management: views of the youth», (Astana, 

2013); 
- «Scholarly Discussion: Innovations of the Modern World» (Moscow, 2013); 

- «World Conference for Graduate Research in Tourism, Hospitality and 

Leisure», (Turkey, 2012); 

- «6th International Conference of Service Management» (Cyprus, 2013).  

Publications.  Main results of the research have been published in 13 works, 

including 3 scientific journals recommended by the Committee of Control in the 

Sphere of Education and Science of the Republic of Kazakhstan, 2 papers have been 

published in academic journals that are indexed in an international bibliographic 

database Scopus:  

- «Actual Problems of Economics» (National Academy of Management, 

Ukraine); 

- «Worldwide Hospitality and Tourism Themes» (Emerald GPL, England). 

Structure of the doctoral thesis. This thesis consists of introduction, four 

chapters, conclusion and list of references. Chapter 1 is presented as a review of 

existing researches in the field of agritourism, and a theoretical overview of the 

concept of agritourism is introduced. Chapter 2 covers the geography of agritourism 

and provides comparative analysis of foreign practices in implementing rural tourism 

as a part of strategies for regional economic development. Chapter 3 considers the 

results of empirical studies based on quantitative and qualitative research methods     

presented from supply and demand perspectives and provides projections of future 

financial outcomes of the sector. In Chapter 4 main directions for agritourism 

development are reflected and managerial recommendations are suggested.  
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1 THEORETICAL FRAMEWORK OF AGRITOURISM AS AN 

ALTERNATIVE FORM OF RURAL ENTREPRENEURSHIP 

 

1.1Sustainability and the scope of rural tourism 

Sustainability issues in tourism industry development have received growing 

attention since 1980s. Responsible tourism approaches have been also implemented 

by hospitality sectors worldwide. For instance, Swarbrooke mentions, that the 

International Environmental Initiative has been established by the Inter-Continental. 

This organization provided the consulting support for other hotels in terms of 

utilization of resources in eco-friendly ways. Such kind of special measures 

connected to sustainable development are considered to be cost-effective from 

economic side. Regarding to Swarbrooke sustainability in general is characterized by 

different sides including economic, social and environmental. The growing trend of 

sustainability in tourism made an impact of transportation systems, forcing airline 

companies to change their policies [58]. Within the framework of sustainability the 

great concern was given to the social conditions of local communities, and the main 

focus was made on eliminating of negative effects of tourism and maximizing its 

benefits on regional development. As it was shown by foreign practices developing 

rural tourism forms contributes to maintain socio-economic sustainability remote 

rural regions and to prevent crisis situation in agricultural sectors. There is an 

increasing interest in sustainable tourism concepts in many foreign countries, 

particularly in Italy, Germany, USA, Scandinavia, and Canada. One of the leaders of 

sustainable tourism development is UK. As Swarbrooke notes “less developed 

countries of the Mediterranean, Eastern Europe and Aisa” tend to demonstrate less 

interest in responsible tourism concepts [58, p. 21].    

The term “sustainability” is closely interrelated with ethical issues in doing 

business. Swarbrooke describes that in the year 1980 the concern of many companies 

about ethics in using environmental resources has significantly increased due to the 

public influence. The operating companies have understood the importance of 

conservation and relevant usage of limited natural resources. On the other hand, 

environmental protection polices and regulations are established by countries’ 

governments [58, p. 9]. Nowadays eco-friendly concepts are very popular in 

hospitality industry represented by hotels successfully implementing more efficient 

water and energy consumption as well as waste reduction policies. Some hotels use 

their environmentally-friendly programs as a competitive advantage in international 

tourism market. Studying the concept of “sustainability” from different aspects 

Swarbrooke identifies the most valuable benefits of developing sustainable tourism 

that is generalized in a following way: 

1. Social benefits: creates more opportunities for employment, contributes to 

poverty reduction and society development, maintains the culture and identity of 

local community, offers additional opportunities for getting knowledge and gaining 

new skills.   

2. Economic benefits: develops and diversifies national economy, stimulates 

small and medium size entrepreneurial activities, contributes to the development of 
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other sectors of economy and infrastructure (transportation, communication, 

accommodation facilities), and attracts investments and foreign capital [58, p. 42, 

61]. 

3. Environmental benefits: enables better management of negative impacts of 

tourism, encourages the environmentally responsible ways of resource consumption, 

preservation of natural landscape, conservation of historical heritages, archeological 

objects and cultural values of local community.   

Relying on the above mentioned features sustainable tourism can be understood 

as tourism activity aimed to support long-terms sustainable development due to the 

economic, environmental, social and cultural benefits. The major goal of sustainable 

tourism is preventing environmental degradation and providing socio-economic 

benefits for local population.  Moreover, UNWTO defined sustainable tourism 

“should maintain a high level of tourist satisfaction and ensure a meaningful 

experience to travelers, raising their awareness about sustainability issues and 

promoting sustainable tourism practices” [59]. There are different forms of tourism 

that are viewed in a very close connection to the concept of sustainable tourism, such 

as ecotourism, nature-based tourism, rural tourism, agritourism or farm tourism, and 

cultural tourism.  

According to Yusof, Muda, Amin and Ibrahim rural tourism is strategically 

developed by many states as an efficient instrument for poverty reduction and socio-

economic development of remote rural areas [60]. One the one hand the development 

of rural tourism is stimulated by the governmental institutions as a strategic tool, and 

on the other hand it is driven by the considerable demand for nature-based recreation 

accompanied by cultural context. 

Rural tourism is a segment within the tourism services which offers nature-

based recreation exclusively in rural areas. The scope of rural tourism covers a broad 

spectrum of activities represented by other forms of tourism including natural as well 

as cultural elements [61]. The concept of rural tourism in Romania is understood as 

“classical rural tourism”. Rural tourism offers an opportunity for consumers to be in a 

close contact with the nature, to enjoy scenic landscape and to escape from stresses of 

everyday life by living in the countryside with the aim of recreation [62]. Rural 

tourism is a popular business activity and useful strategic approach supporting socio-

economic development throughout the world. For example, in UK and Australia are 

paying considerable attention to the process of rural tourism product development. 

Furthermore, special promotional projects and regional programs focusing on tourism 

development in rural territories have been successfully implemented by the 

government of the USA [63]. Lane states that rural tourism has several distinctive 

features:  

- It has to be occurred solely in rural areas. 

- It is usually characterized by small scales, implying settlements and buildings.  

- It performs the functions of stimulating small-scale entrepreneurship which is 

predominated especially in rural territories.  

- It is distinguished by gradual and slow growth rates. 

- It is in most cases is a family-run initiative.  
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- Its development is usually regulated and encouraged by local authorities [64].   

The Organization for Economic Co-operation and Development (OECD) defines 

rural tourism as a form of tourism that exclusively takes place in the countryside 

closely connected to the activities consisting of natural, cultural, traditional and 

heritage elements. In addition, OECD considers rural tourism in a small scale, 

implying small and medium size businesses and minor infrastructure, characterized 

by a gradual growth. As it can be seen from European and other countries’ 

experiences rural tourism forms are usually leaded and controlled by local 

governments. On the other hand, rural tourism is associated with sustainable 

development practices oriented to preservation of natural environment, relevant 

utilization of resources and conservation of local cultural identities [65].  

The Organization for Economic Co-operation and Development in its official 

document “Tourism strategies and rural development” distinguishes the main 

differences between rural and urban tourism forms as it is represented in Table 1 

below:  

 

Table 1 - Distinguishing characteristics of rural tourism compared to urban tourism 

 
Rural tourism characteristics Urban tourism characteristics 

Much open space Little open space 

Settlements under 10 000 Settlements under 10 000 

Sparsely populated Densely populated 

Natural environment Built environment 

Many outdoor activities Many outdoor activities 

Infrastructure – weak Infrastructure – intensive 

Strong individual activity base Strong entertainment/retail base 

Small establishments Large establishments 

Locally owned businesses Nationaly/Internationally owned firms 

Much part-time involvement in tourism Much full time involvement in tourism 

Some farm/forestry involvement No farm/forestry involvement 

Tourism supports other interests Tourism interests self supporting 

Workers often live close to workplace Workers may live far from workplace 

Often influenced by seasonal factors Rarely influenced by seasonal factors 

Few guests Many guests 

Guest relationships personal Guest relationship anonymous 

Amateur management Professional management 

Locsl in etmosphere Cosmopolitan in atmosphere 

Many older buildings Many modern buildings 

Convervation/limits to growth ethic Development/growth ethic 

Specialist appeal General in appeal 

Niche marketing Broad marketing operation 

Source - OECD, “Tourism strategies and rural development”, Paris, 1994, p. 14-15 

  

Many recreational activities can be a product of rural or urban tourism, 

depending on the area where they are offered. Sometimes it can be difficult to divide 
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tourism offerings into separate categories. However, OECD identified tourism 

offerings which can be understood as a specifically rural type of recreation, indicating 

intermediary categories of touristic activities which are illustrated in Table 2:  

 

Table 2 – Categories of tourism activities  

 
Tourism offering which are 

specifically rural 

Tourism offerings which may 

be rural or urban 

Tourism offerings which are 

specifically urban 

Walking Swimming City sightseeing 

Climbing Low/medium intensity beach 

holidays 

Shopping 

“Adventure” 

holidays/wilderness holidays 

Medium intensity downhill 

skiing 

High intensity beach holidays 

Canoeing Sports requiring man-made 

infrastructure of a semi-

natural type,e.g. golf 

High intensity downhill skiing 

Rafting Cuisine-based holidays Urban heritage/culture holidays 

Cross-country skiing General heritage holidays Zoological gardens 

Show-shoe tours Conservation holidays Health resorts 

Low intensity downhill 

skiing 

Educational holidays Industrial tourism 

Nature study in outdoor 

settings, including bird-

watching, photography etc. 

Cultural festivals Major conferences/conventions 

Hunting Craft holidays Entertainment 

holidays/gambling 

Cycling/Cycle touring Camping Resort holidays 

Horse riding Sightseeing/Touring Sport requiring man-made 

infrastructure, e.g. international 

arena based events 

Landscape appreciation Small/medium sized 

conferences/conventions 

- 

Rural heritage Studies Sailing/cruising - 

Small town/village touring Sea angling - 

Relaxation holidays requiring 

a rural milieu 

- - 

Small scale 

conventions/conferences 

- - 

Rural festivals - - 

River and canal angling - - 

Sports requiring natural 

settings, e.g. orienteering 

- - 

Source - OECD, “Tourism strategies and rural development”, Paris, 1994, p.16-17 

 

In a given subsection the role and benefits of agritourism have been considered 

in context of sustainable development of economies of the countries. The 

interpretation of rural tourism developed and accepted by OECD has been provided 

as compared to urban tourism. Distinctive characteristics of tourism activities 

connected to rural context have been reflected.  
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1.2 Defining agritourism concept 

The role of agritourism in many countries’ economies has significantly increased 

because of its effectiveness in terms of overcoming economic decline in rural areas. 

As it was shown by foreign countries’ experiences such as Germany, France, Italy, 

Poland, USA, UK and Canada agritourism has a major contribution to rural economy 

enhancement as well as modernization of rural territories. [17, p. 165]. Referring to 

the reviewed world literature agritourism is defined as a cost effective alternative 

business activity organized by rural households, contributing to rural economy 

enhancement by generating additional source of income, creating new work places, 

aiming to increase family profit in order to improve the well-being of rural 

population. In wide extent agritourism includes the broad spectrum of recreational 

activities in rural areas in combination with entertainment in a form of excursions, 

experiences in a form of working activities in farms [72]. As the foreign practice has 

shown agritourism is the most appropriate way of farm diversification. Developing as 

preservation strategy for rural areas at the European Union level agritourism from 

rural restructuring tool turns into profitable sector of modern tourism industry [73]. 

Economic effectiveness of agritourism is explained by the following reasons:  

- At the microeconomic level agritourism has a cost-effective structure. It means 

agritourism product has a low level of self-cost, therefore it provides high level of 

competitiveness as compared to other types of tourism products.  Even so there is a 

possibility to vary tour packages from the simplest one to the VIP services.   

- Agritourism business is characterized by competitive prices, because the 

accommodation costs in agritourism sector are lower than in hotel industry.  

- Agritourism meets the needs of middle class, which provides high level of 

solvent demand in international market of tourism services [73, p.4]. 

On the other hand agritourism concept takes into consideration a modern trend in 

tourism, particularly the world tendency to the individualization of tourism product. 

There is also a big change in consumer needs, such as shift from mass tourism to 

tourism forms which are rich in content and full of experience. Reviewed literature 

describes this phenomenon as a transformation of 3S-model (sun, sea, sand) to 3L-

model (landscape, lore, leisure).  

As it was recognized by previous researches agritourism has several important 

functions, generally associated with additional income, employment, sustainable use 

of natural resources, and preservation of rural areas. Sznajder, Przezborska and 

Scrimgeour summarized agritourism functions in three categories:  

- Socio-psychological; 

- Economic; 

- Environmental [17, p. 9].  

Socio-psychological functions imply interactions with local community, gaining 

knowledge about traditions, customs and cultures of rural people.  The first category 

of functions is connected to the followings: 

1. Gaining unique experiences through direct participation to agricultural works 

and living in a real village, improving skills, motivating rural population to 

entrepreneurial activities, expanding tourism services, popularization of historical 
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heritages of local areas, and stimulating rural women to be involved in family-run 

entrepreneurial initiatives.   

2. Social interactions with other people, communication and new contacts, 

improving communication skills of households’ owners and farmers, expanding the 

knowledge about customer behavior and individual preferences of tourists. 

3. Conservation, protection, popularization and development of national 

traditions, local culture, relevant usage and improvement of rural infrastructure. 

4. Promoting healthy lifestyle between population (nature, climate, organic 

food) [17, p. 10]. 

With the progressive and dynamic development pace of humanity in conditions 

of massive informatization irreversible processes of globalization are increasingly 

covering different areas of our everyday life. Restructuring of the global economy, 

integration of states, social democratization are the most basic phenomena that more 

clearly characterize the globalization of the twenty-first century.  UNESCO considers 

the globalization as at least in four aspects such as economic, political, cultural 

globalization, and the globalization of the environment [74].  

Cultural dimension of globalization according to the understanding the modern 

world plays a crucial role in fortunes of each nations, because highly appreciated 

values, the unique singularities of nations and cultural identities are given a special 

place in today’s modern society. The cultural uniqueness, the national colours are 

understood as a superior heritages of humanity. Despite many positive influences that 

can be clearly traced in the world economy, globalization is accompanied by negative 

influences.  

In the context of globalization gradual progressive loss of a cultural identity of 

individual nations is occurring, which is intensified by an increasing speed of world-

wide integration.  This problem is defined by culturology as “cultural diffusion, 

implying the process of uncontrolled borrowing of cultural values”, the consequence 

of which is the full acculturation. In this regard, the concept of "conservation of 

culture" is gaining in global importance [75]. UNESCO leads disturbing evidence 

about the threat of the loss of cultural diversity:  

- Around the world there are 6,000 languages, but only 4% of languages are used 

by 96 percent of the world population.  

- 50% of the world's languages are in danger of extinction [76]. 

Today in order to resist the absorption of globalization, many countries are 

reconsidering their socio-cultural policy, because, figuratively speaking, they faced 

the question of «to be or not to be» as a nation. Referring to Laschenko, Germany 

successfully completed tasks of preserving the identity in the conditions of 

globalization, particularly in the context of European integration , recreating the 

national cultural heritage of German people through the development of agri-tourism. 

The experience of Germany is the most valuable example of the European policy, 

which had a positive impact in addressing the serious socio-cultural tasks, such as the 

popularization of the national culture, the revival of the lost heritage, preservation 

and development of the existing elements of the cultural environment [73, p. 10]. 
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Referring to world literature agritourism can be given the following definition. 

Agritourism is an alternative form of business carried out by rural households in rural 

areas, which contributes to the development of the rural economy by creating 

additional sources of income and new jobs in order to improve the wealthiness of 

rural population. This type of tourism with well-formed concept can have a beneficial 

effect on the development of the culture of the nation, and creates favorable 

conditions for the promotion and preservation of national traditions. Talking about 

the positive role of agritourism in the preservation of the national cultural identity, 

the approach of Asian countries can be emphasized. In the Asian model of 

development of agritourism, namely in countries as Malaysia, Japan, Sri Lanka the 

national elements in the organization agritourism services are dominated. In Anglo- 

American model on the contrary, the color of the national culture is almost not 

present, with the exception of England [77].  

As one of the possible examples of preservation of culture and identities a 

package of agritourism services called "the world of nomads" or "At the heart of the 

steppes" can be suggested.  Suggested packages involve accommodation in 

beautifully decorated national Kazakh ornament equipped yurts, which are usually 

located on the picturesque countryside. Since agritourism gives the large-scale 

opportunities for creating of services, ranging from the simplest to the VIP services, 

above mentioned packages can include the following types of agritourism services 

containing basic elements of agritourism:  

1) Recreation - rest, recovery; 

2) Entertainment - special programs, games, excursions; 

3) Memorable experience - directly involved in the training or cognitive 

activities, offering unusual sensations. 

Depending on the combination of elements and the cost of services, one can create a 

variety of services that meet the needs of different market segments, as well as make 

a substantial contribution to the development and promotion of national Kazakh 

culture:  

- Direct involvement in agritourism activities ( for instance, participation in the 

preparation of kumys); 

- Learning a production technology and storage of natural products of nomadic 

people;  

- Special programs related to the national folklore (songs, dances, kui, games); 

- Gastronomy (the national dish);  

- Equestrian skill and training of hunting birds; 

- Hunting; 

- Learning the culture and traditions of Kazakh people; 

- Handiworks.   

Agritourism businesses offering such kind of experiences aiming at in-depth 

study of the traditions are practiced in Zhetisu region of the Republic of Kazakhstan, 

and become increasingly popular. According to Pynjaev agritourism is a global social 

process that will eventually involve all countries where the sector of agriculture exists 

[78]. Being an integral part of global processes agritourism has a beneficial effect in 
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prevention of the problems posed by globalization. Challenges of our time (loss of 

national values, loss of identity, etc.) generated by global processes can be overcome 

by agritourism which is considered as the most effective alternative to the trend of 

globalization. 

The main economic functions of agritourism are creating additional source of 

income and new employment opportunities for rural population, maintaining farms 

and developing agriculture, especially during difficult periods. Particularly, economic 

functions of agritourism include: 

1. Renewal and improvement of accommodation facilities, diversification of 

production, enhancing service quality, development of direct farm markets, 

stimulation of handicraft production.  

2. Poverty reduction, stimulating employment, development of small and 

medium size enterprises, increasing the quality of human resources in rural areas, 

increasing the economic and social status of rural territories.  

3. Revenue growth for farmers, local economy diversification.  

4. Overcoming economic decline and stimulating regional development, 

increasing the wellbeing of population.  

5. Stimulating the development of other forms of activities in peripheral areas, 

improving of socio-economic conditions in rural territories [17, p. 10-11].  

Being a form of sustainable tourism, agritourism develops in a close connection to 

natural resources and environment.  These key elements are the basis of tourism 

development in rural areas. In this regard, environmental functions of agritourism can 

be summarized as followings: 

1. Creating respect to the environment, sustainable use of natural resources. 

2. Improvement and development of rural infrastructure, transportation system, 

and recreational facilities.  

3. Improving the standards of leaving of local people. 

4. Maintaining ancient buildings and conservation of rural heritages.  

5. Reduction of migration to urban areas and overcoming depopulation.  

Basically it is quite difficult to suggest accurate categorization of agritourism 

functions, since most of them are very interrelated. Other studies also made an 

attempt to identify functions of rural tourism. For instance, Liu distinguishes 

functions and impacts of rural tourism relying on certain categories:  

a) Economic functions: creating new work places; alternative incomes for rural 

society; rural economic development. 

b) Social functions: creating social networks; balancing wealth distribution 

between rural and urban population; improving living conditions.  

c) Educational functions: expanding the knowledge in agriculture, history, folk 

and culture; customer involvement into agri-experiences with educational elements. 

d) Environmental functions: nature and rural landscape protection; sustainable 

environmental resource management.  

e) Recreational functions: escape from city noises and stress; sport and leisure 

activities. 
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f) Therapeutic functions: medical therapy for handicapped children (animal, 

aroma therapy).  

g) Preservation functions: conservation of historical heritages; preservation of 

national culture; rural lifestyle [79].  

In addition to above mentioned functions of agritourism Williams, Paridaen, 

Dossa and Dumais highlighted a wide range of positive effects of agritourism on 

other sectors of the industry [80]. Moreover, agritourism is considered as vehicle for 

regional development. Potential benefits of agritourism should be understood as 

complex outcomes leading to interrelated sustainable improvements. For the sector of 

agriculture agritourism is an instrument of: 

- Enlarging households’ operations; 

- Innovative utilization of agricultural products; 

- Increasing the profitability of farms; 

- Focus on an additional customer niche; 

- Stimulating the sales of farm products; 

- Increasing the economic and social importance of rural agricultural areas; 

- Modernizing the rural living and facilities; 

- Offering possibilities for self-improvement through education and gaining 

entrepreneurial skills; 

- Facilitating farms’ sustainability.  

From tourism and hospitality industry perspective agritourism is considered as a 

means of: 

- Differentiating a tourism product; 

- Stimulating the inflow of tourists in remote zones; 

- Extending the season for tourism activities; 

- Stimulating the inflow of foreign currencies to domestic industries.  

From the perspective of regional development and community improvement 

agritourism may become a driver for: 

- Stimulating economic activities in rural areas during the visits of travelling 

tourists; 

- Improving public facilities in rural regions; 

- Preserving cultural and historical heritages of local communities; 

- Inducing farmers to proceed with agricultural activities despite many 

challenges of the industry of agriculture.  

- Facilitating rural economy; 

- Creating new socio-economic opportunities for rural populations [80, p. 4-5].  

There are two conceptual approaches of agritourism development. First 

approach characterizes the organization of tourism in rural areas on local 

entrepreneur’s own initiative.  In this case agritourism develops by the entrepreneur’s 

funds without external investment. The main disadvantage of this approach is the 

difficulties associated with the attraction of significant tourist-flow.  

In contrast the second model considers the complex development of agritourism. 

It means that agritourism is used not as additional income generating source but as a 

main entrepreneurship form in rural places, therefore in should be supported by local 
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government [81]. The distinctive features and the possible disadvantages of both 

approaches can be seen from Figure 1.  

 

 

 

 

 

 

 

 

 

 

 

 

Figure 1- Conceptual approaches of agritourism development 

Agritourism conceptions vary depending on countries and each state has its own 

national models of agritourism business and more diverse agritourism offerings. For 

instance European concept of agritourism is based on small-scale family business. In 

European practice agritourism was developed as an integral part of socio-economic 

program aimed to transform rural population from production sector into service 

sector. The main goal of this program were to prevent unemployment and rising 

migration from rural areas to urban settings, to increase the well-being of people by 

the creation of new sector of local economy.  

Despite economic and social problems all-European policy of agritourism 

development solves important socio-cultural problems [73, p. 5-6]. In other words 

agritourism enables to maintain cultural uniqueness and national identity in a 

framework of globalization. Socio-cultural impact can be clearly seen from Germanic 

model where agritourism is used as a tool of popularization and preservation of 

traditions. Regarding to the data provided by Oredegbe and Fadeyibi “in Germany 

44.4% of rural tourism operators who offered farm-based holidays generate 17% of 

their net income” from agritoursim operations [82]. According to clarification given 

by the Ministry of culture and tourism of Sverdlovsk region, the governmental 

support and regulation from the “top” is considered as the main peculiarities of 

agritourism development defined as success factor in a scope of European concept 

[83].  

In tropical countries where the private houses cannot be offered as an 

accommodation for foreign tourists other approach is used. Concept of agritourism in 
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these countries is oriented to the creation of agri-parks. Just like the above mentioned 

European conceptions this model is supported by governmental organizations         

[73, 7 p.].  

However, in Kazakhstan agritourism is still remaining unknown or unpopular, 

and it is not considered as an alternative form of rural business aimed to generate 

additional income in perception of rural population. Referring to the current situation 

it can be noticed that agritourism is developing in a spontaneous way without 

strategic guidance and governmental support in Kazakhstan. It is a new direction in 

national tourism industry. In fact, tourism industry of the republic itself is on its 

developing stage now, therefore the tourism had not been formed as a full-blown 

sector of state economy. Nevertheless, according to the opinion of local scientists 

Kazakhstan has a substantial potential for agritourism development [85]. 

 In addition to this tourism development is facing difficulties associated with 

weak tourism infrastructure, lack of practice and legislative norms, especially for 

agri-tourism, and the most crucial question is the low level of service quality. The 

quality of providing services is significantly important especially in agritourism 

because high level of service enables small business enterprises operating in 

countryside areas to transform their services into experiences, and the memorable 

experience is an essential element of agritourism which assumes direct participation 

of agritourist into rural activities in order to gain visual as well as emotional 

impressions.   

In the field of agritourism business agritourism ventures play the crucial role in 

the process of producing, planning and promoting a tourism product. The entities of 

agritourism can function under different legal forms such as individual enterprises, 

general, limited or limited liability partnerships, cooperatives or associations          

[17, p. 85].  

A significant part of agritourism businesses in the world is represented by 

agricultural farms or rural households. Nowadays there is an increasing number of 

another legal business forms, particularly households located in the countryside that 

work not as conventional farms, offering a different spectrum of agritourism 

experiences on a basis of a personal initiative and funds [17, p. 86].   

As it is suggested by foreign scientists – Sznajder, Prezezborska and Scrimgeour 

business entities operating in the sector of agritourism are classified into 4 different 

categories. The fist category implies agriourism entities which directly offer products 

and services related to the sector, generally represented by farms. The second 

category includes business unites particularly small-size food producing enterprises 

and farms realizing direct sales of productions relying on agritourism. The next group 

comprises entities such as business unites operating in food producing industry 

offering observational experience to customers that exploit the sector of agritourism 

as an instrument of promotion [17, p. 85].  

Agritourism is a sector which is closely connected to the food industry, implying 

that the sector consists of enterprises indirectly related to agritourism, but using it as a 

promotional channel for their productions. Enterprises operating in food industry and 

cooperating with agritourism providers usually offer observational excursions in 
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factories where agritourists can be familiar with the process of food production. Such 

kind of approach is defined as an efficient instrument of product promotion as well as 

beneficial investing tool in customer loyalty. Small agritourism enterprises producing 

food have a chance to directly sell all products to visiting tourists at relevant prices 

satisfying the seller [17, p. 130]. 

The last category is the ventures playing a supportive role in the sector of 

agritourism including tour operating companies, tourism agencies, souvenir shops 

and firms providing transportation services. Above mentioned categories of 

agritourism ventures is demonstrated in the Figure 2 provided below.  
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Figure 2 - Categories of agritourism ventures 

 

Source - Sznajder, Przezborska and Scrimgeour (2009), Agritourism, p.86 

 

Agritourism enterprises can exist and function independently or they can be 

involved into cooperation. In agritourism sector individual entities sometimes may 

create the integration consolidating several businesses focused on common interests. 

The process of integration can be realized in different ways and can be horizontal, 

vertical and territorial. The horizontal integration implies the cooperation of 

minimum two or more enterprises producing resembling products or services in order 

to attain similar aims. For instance, two agritourism households buy together needed 

materials needed for the improvement of customer service. Agritourism actors also 

can be integrated vertically, in case of the collaboration of entities pursuing common 

goals and operating in the same sector, while gaining the diverse market position. As 

an example the agritourism provider can be mentioned cooperating with tourism 

companies. Territorial integration is related to the joint works of agritourism subjects 

situating in the same place, but functioning in different sectors. As a result of 

collaboration with each other the subjects of agritourism industry may newly create 

another entity, implying the process of complete integration. The complete 

integration may occur in case of a weaker subject can be incorporated by a stronger 

business unite. Functioning in cooperation is rather effective than operating 

individually as a single agritourism unite. Joint collaboration is much more influential 

in terms of attracting clients. For a single agritourism providers to cover the 
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promotional costs are quite complicated, and because of this join business actions are 

the mutually beneficial solution [17, p. 124-125].  

The cooperation between agritourism entrepreneurs are usually developed in 

more advanced forms or in a simple way implying informal collaborations in 

organization of transport and entertaining events. In general the main purpose of the 

cooperation is the reducing of costs, and it is usually related to the territorial 

integrations. In some cases agritourism enterprises can develop the territorial 

cooperation in a formal way with the aim to increase the level of income, while 

cutting the expenses and may be integrated into the association or a company where 

the members maintain the individuality as well as independence. Sometimes, the idea 

of cooperation are eliminated, since several enterprises considers each other as 

competitors, and consequently weaker business unites may be not willing to join the 

collaboration process. As an advanced form of collaboration networks creating within 

the agritourism sector can be mentioned. The agritourism networks are defined as a 

cooperative work of an enterprises group sharing clients with each other. For 

instance, one provider can recommend services offered in another household for its 

customer. Such kind of networks is in a high demand between mobile tourists.  

Agritourism enterprises consisted in the network should offer diverse tourism 

products and different services. Every member of the network has to be able to create 

unique services or experiences. 

Networks generally focuses on short-term tourists visiting one agritourism farm 

for a several hours and then travelling to the next rural tourism attractions. 

Comparing to conventional agritourism networks a specific form of a network such 

as franchising provides the same services with response to the same quality standards. 

Enterprises involved into the franchising agritourism network operate under the same 

brand and logo. Agritourism providers functioning within the scope of the franchise 

are required to conduct the business according to the conditions dictated by the 

license. The considerable number of agritourism providers is working in franchising 

networks around the world nowadays. As an example “Kentucky Fried Chicken” 

operating in a catering sector and enterprises providing accommodations services 

such as “Sun Inn”, Novotel and Holiday Inn can be mentioned. It is also necessary to 

emphasize the successful application of a franchise network system by the 

international chain called Maize [17, p. 127-128].   

According to Polo and Frías individual enterprises are the drivers of economic 

development and social improvement of rural areas [86]. As Ryhänen states small 

and medium tourism enterprises may act as a generators of innovations in remote 

areas stimulating the social development of local communities. From a consumer’s 

perspective such kind of rural enterprises focuses on provision of personalized 

experiences corresponding to the needs of modern customers [87]. In this regards a 

network developing is a crucial aspect in small and medium entrepreneurship.  

Caalders claims that the regional development is mainly depends on activities 

realized by networks. Therefore, creating and widening the scope of networks is 

considered as a vital policy for many world tourism destinations. A network 

development generally associated with the improvement of communication channels 



24 
 

between key members and sharing knowledge or information [88]. Actually the 

theory of networks has become a widely discussed topic since the year 1990 in 

international research. Connections created between the actors through the networks 

are able to promote innovations. Actors of the networks gain an opportunity for easy 

business entry and obtain useful information. In addition to this strong networks 

develop advanced learning practices [87, p. 5]. Referring to Trejos, Chiang and 

Huang networks can be created at the regional as well as international scope, and 

comprises the following organizational structures: 

- Nongovernmental organizations (NGO); 

- Governmental agencies; 

- Intergovernmental organizations; 

- International financial institutions; 

- Private companies; 

- Communities [89].   

Caalders indicate that developing the linkages between local actors of the 

network is a question of a great importance for rural tourism, since it ensures a stable 

progress of the sector. Linkages facilitate joint actions of cooperating members and 

generate a favorable milieu for the development of innovations. For these beneficial 

conditions a well established linkages between rural tourism sector and other 

industries, co-operation with financial or educational institutions and state authorities 

are crucial. The effectiveness of promotional and marketing campaigns are also 

depends on a power of linkages [88, p. 73-74]. Depending on a chosen strategy 

different linkages can be developed as represented in Table 3.  

 

Table 3 - Linkages at different levels  

 
Linkages Communicative Instrumental Strategic 

Linkages with 

other local 

sectors/ 

institutions 

Linking tourism 

development to local 

identity 

Develop new products, 

based on special 

characteristics of the 

area 

Create support for tourism 

development 

Embedding of tourism 

activities 
Local synergies/learning 

Win-win: strategic 

cooperation with other 

sectors; tourism can 

improve image of region 

Linkages within 

local tourism 

sector 

Linking commercial 

and non-commercial 

initiatives 

Joint product 

development coherence 

of tourism product  

Cooperation between 

entrepreneurs, tourist 

office: joint marketing and 

promotion/ 

economies of scale 

Communication       

of tourism interests 

External linkages  

Create/retain supply for 

all target groups, also 

niches and less 

prosperous groups 

Knowledge of market 

trends  

Effective promotion, 

knowledge of market trends 

Product and process 

innovation, e.g. link up 

with ICT developments 

Chain approach 

Source - Caalders, J. (2002), “Rural tourism development: a network perspective”, p. 75 
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Developing of tourism activities in a close connection of a national identity can 

be realized though the process of creating linkages between local actors of rural 

tourism industry. New tourism product can be created as a result of joint actions of 

different actors, and the diversity of cooperating members influences the level of 

innovativeness of an obtaining result. Joint activities lead to significant improvements 

of a product, while external linkages affect the innovations. Enhancing the strategic 

cooperation between participating entities generates supportive measures facilitating 

the improvement of rural tourism sector. Collaborative implementation of marketing 

campaigns leads to the positive economic performance on entrepreneurial unites, 

while the chain approach enhances the effect of product promotion [88, p. 75].  

Polo and Frías suggest that on the way of establishing enterprises there can be a 

certain number of challenges. In most cases small rural business unites possess 

limited resources. Such kind of enterprises is usually family driven, and problems 

associated with the quality of human resources are common. It is also quite 

problematic for small rural businesses to invest in marketing campaigns. And finally, 

rural enterprises follow sustainability concepts implying the preservation of cultural 

heritages, natural and rural environments. However, entrepreneurial activities taking 

place in rural territories lead to positive socio-economic improvements of remote 

zones because of the consumers’ expenditures, and additional employment 

opportunities. Furthermore, entrepreneurial activities facilitate the process of 

developing local infrastructure and regional tourism destinations. These 

developments are connected to increasing an awareness of tourism destinations and 

enhancing their images in domestic as well as international tourism markets. The 

actual image of a tourism destination has a significant influence on consumers’ 

behavior in terms of decision making, repeat business and spreading word-of-mouth. 

In a whole creating and developing networks in the field of rural tourism lead to the 

following benefits: 

- A network facilitates the development of small and medium tourism 

businesses; 

- A network improves sustainable management practices; 

- A network helps to enhance the image of a rural tourism destination              

[86, p. 28-29].  

Business goals that could not be realized by rural tourism providers individually 

can probably be successfully implemented through cooperation relying on created 

networks. Networks offer direct advantages to joining business unities giving them an 

opportunity to increase occupancy rates. On the other hand the quality of tourism 

services which is usually recognized by consumers is ensured by well functioning 

networks. Commercial goals of individual business entities may be also achieved by 

co-operative management of resources. Thereby well established networks contribute 

to improve destinations of rural tourism in economically sustainable ways. Networks 

provide a training support for participating members and help to recognize new 

entrepreneurial opportunities. Working in response to the interests of participating 

business entities networks facilitates the development and implementation of strategic 

agendas [86, p. 36-38].  
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Since creating the association which officially is a non-profit organization, the 

members of agritourism networks operate within the framework of an agreement that 

applies to every subject. Agritourism associations conduct many important activities 

for the benefit of rural enterprises such as: 

- Advertising campaigns; 

- Training support; 

- Informational support; 

- Organizing thematic conferences; 

- Realization of research activities.   

As it can be seen from foreign countries practices there may exist many 

agritourism associations both local and regional within the one state. Moreover, in 

addition to associations established in the national scale, there are many international 

associations. The considerable part of agritourism association can be found in the 

United States of America, integrating different types of farms. Associations are also 

common in Europe. The most important one is “Eurogites” the European Federation 

for Farm and Village Tourism. The organization includes different associations 

represented by 24 countries of Europe. There is also a big federation in Poland such 

as “Hospitable Farms” which currently consists of 56 regional as well as local rural 

tourism associations [17, p. 129].  

Business activities related to agritourism are regulated by different legislations 

and norms depending of the type of enterprises and depending on a country’s law. 

There are a range of requirements that have to be met in the field of agritourism 

associated with registration procedures, tax paying issues, sanitary-hygienic, fire 

safety and environmental conditions. Mainly many types of possible regulations can 

be combined into 3 categories as followings: 

- General regulations applicable for the considerable part of agritourism 

businesses such as licensing, taxations, land utilization, in several foreign countries – 

zoning legislations, and other.  

- Legislations related to the employment which is applicable for agritourism 

providers recruiting working personnel (labor legislations, work place safety 

standards, taxations).  

- Special licensing and permits for several agritourism activities, particularly 

hunting and fishing regulations, different food licenses [17, p. 91-92].  

There is an increasing tendency of urbanization all over the world. As it is 

suggested by demographic projections the number of population living in cities is 

going to rise to 5 billion that probably will correspond to sixty percent of the total 

population by the year 2030.  Such kind of tendency may increase the demand for 

nature-based vacations taking place in remote zones far away from big cities’ noises. 

In this regards agritourism satisfies natural as well as recreational needs of modern 

consumers [17, p. 276].  

Nowadays the supply of agritourism products and experiences exceeds the 

demand, although the gradual increase of the demand for rural tourism services can 

be clearly noticed. Moreover, the assortment of agritourism products and services is 

expending, and new tourism experiences are innovatively creating that considerably 
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improve the rural tourism concepts around the world. A big variety of newly created 

contemporary tourism products imply that agritourism should be understand in a 

more broad context rather then solely associated with farm stays vacations. Many 

agritourism offerings are provided outside the territory of the traditional farms. 

Agritourism today is taking the massive character. According to the requirements 

dictated by the laws of marketing agritourism services will possibly be offered in city 

borders in future [17, p. 278-279]. 

Generally it can be concluded that agritourism is a widespread concept around 

the world mainly exploited in restructuring of an agricultural sector, diversifying 

local economies and improving social as well as economic conditions of regions. 

Agritourism is distinguished by important economic, social, environmental, 

educational and even therapeutic functions. According to the worldwide practices 

agritourism is developed based on 2 approaches, on a basis of individual initiative or 

government support. The first approach usually implies the development of 

agritourism in a form of small family businesses providing services of rural 

hospitality. The second approach is associated with the creation of a large-scale 

agritourism villages or national agricultural parks requiring considerable investment 

resources. For a successful implementation of an agritourism concept well-

functioning networks should be developed between agritourism entities.  

Based on the literature review main functions of agritourism have been revealed. 

Economic effectiveness of agritourism at microeconomic level has been considered. 

Generally accepted practices and models of agritourism development have been 

reflected and compared. The role of networks created at different levels in the sector 

of agritourism integrating tourism entities has been emphasized and explained.   

 

1.3 Theoretical justification for the conception of Agritourism as Agri-

Experience   

Agritourism is a phenomenon which has received growing popularity especially 

during the 1990s as an efficient instrument of rural restructuring and diversification.  

Particularly significant interest has been given to its development in European Union, 

where agritourism has gained strategic importance within the special programs aimed 

at revitalization as well as conservation of rural territories [66].  Despite the 

prevalence of the concept there is no internationally accepted definition of 

agritourism in the world literature [67].  

In previous studies two terms such as “rural tourism” and “agritourism” are 

usually used interchangeably [18, p.755]. Although these terms are strongly 

interrelated, agritourism is not the same as rural tourism [17, p.5]. According to the 

reviewed literature rural tourism is defined as “a part of tourism offer, which uses 

countryside as its source and is associated with the search by urban dwellers for 

tranquility and space for outdoor recreation rather than being specifically linked to 

nature” [67, p.1137]. In other words rural tourism being related to recreational 

activities such as relaxation in a village which is combined with an introduction to 

local culture, traditions and customs, first of all distinguishes with its ethnographic 

feature [17, p.5]. However, it does not mean that rural tourism has no connection to 
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natural context. Regarding to Hurst and Niehm rural tourism is considered as tourism 

taking place in peripheral or rural areas associated by “capitalizing on the advantages 

of nature” [12, p.195].  

As regards agritourism, it offers an opportunity to experience rural lifestyle, to 

be in close contact with the nature and directly to be involved in agricultural activities 

such as animal feeding, pick-your-own, participation in manufacturing process, etc. 

[68]. In spite the fact that both terms are defined by their natural, social and cultural 

context, there is a strongly pronounced difference between rural tourism and 

agritourism. 

On the one hand, a distinctive feature of agritourism consists in its main 

component – experience which includes direct participation into rural activities in 

combination with learning process. Individual services are combined in one complex 

agritourism package in order to create the whole rural experience aimed to satisfy 

recreational and socio-cultural needs of agritourists. On the other hand, agritourism is 

a unique category of tourism connected with direct farm sales, when agritourism 

enterprises sale homemade products to visiting tourists [69].  

Agritourism and rural tourism conceptions vary depending on individual 

countries and each state is using its own national definition in tourism classifications. 

Previous researches as McGehee and Kim [11, p. 161], Carpio, Wohlgenant and 

Boonsaeng [16, p. 254] highlight the existence of more than thirteen definitions of 

agritourism concept and several definitions are provided in Table 3. Such diversity 

may be explained by local conceptions of rural territories and agriculture in particular 

regions of the world. For instance, in American comprehension, rural tourism and 

agritourism conceptions are almost the same [17, p. 4-5].  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 3 – Models of systematization of terminologies associated with village-based 

tourism forms 

Source – Wojciechowska, 2007 
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There are three models of systematization of a rural tourism concept as it has 

been demonstrated in Figure 3. According to English and Polish terminologies 

concepts associated with a village-based recreation are clearly defined, while the 

Russian terminology does not make a distinction between rural tourism and 

agritourism. Different forms of village-based tourism are included in the ecotourism 

concept referring to the Russian system. Quite the contrary, in Polish comprehension 

concepts as «rural tourism» and «agritourism» are originated from the concept – 

«tourism in rural areas». As regards the English terminology, it is distinguished by 

the concept as «farm tourism».  

Several existing definitions of agritourism developed by previous scholars has 

been analyzed as it is demonstrated in Table 5, consequently another definition which 

matches majority of characteristics of agritourism has been suggested in this thesis.  

 

Table 5 – Analysis of existing agritourism definitions  

 
Year Author Definition Analysis 

2004 Sonnino R. 

Agritourism is “a sustainable strategy: in its 

stated objectives, it promotes the 

conservation of a broadly conceived rural 

environment through its socioeconomic 

development” (Sonnino, 2004, p.286). 

Main focus: social and 

economic problems of rural 

areas and sustainable 

development. 

Agritourism is not considered 

as a tourism product. 

Agritourism is not defined as 

a form of entrepreneurship.  

2005 

Che D.,  

Veeck A. & 

Veeck G. 

Agritourism is “any agricultural operation 

that caters directly to the general public with 

retail sales and/or the provision of services 

involving farm products and conducting 

sales at the production location” (Che et.al., 

2005, p.227). 

Main focus: agricultural 

features of agritourism. 

General characteristics of 

agritourism have been 

mentioned with the exception 

of social and economic roles. 

2008 

Carpio C.E., 

Wohlgenant M.K.& 

Boonsaeng T. 

Agritourism is “visits to farm, ranches, and 

other agricultural settings with recreational 

purposes. It may include farm stays, pick-

your-own produce, children’s educational 

programs, petting zoos, on farm fishing, 

hunting ” (Carpio et.al., p.255). 

General description of 

agritourism offerings. 

Agritourism is not defined as 

a form of entrepreneurship. 

2009 

Contini C., 

Scarpellini P.& 

Polidori R. 

Agritourism is “an opportunity for the visitor 

to come into direct contact with the rural 

world and with those traditions which are 

reminiscent of nature. It is an opportunity to 

experience the area and appreciate the 

landscape, the quality of local products and 

of the available services” (Continiet.al., 

2009, p.27). 

Main focus: rural and natural 

context. 

Agritourism is not defined as 

a form of entrepreneurship. 

2009 
Niedziolka A. & 

Brzozowska A. 

Agritourism is “a form of rural tourism 

which is organized by farmers within the 

farm limit. It is treated as an additional 

income for farmers, out of agricultural 

income” (Niedziolka&Brzozowska, 2009, 

p.105). 

A narrow definition, 

associating agritourism only 

with farms.  
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Continuation of Table 5 

2011 Ezung T.Z. 

Agritourism is “the process of attracting 

visitors and travelers to agricultural areas, 

generally for educational and recreational 

purposes” (Ezung, 2011, p.135). 

Main focus: recreational and 

educational characteristic of 

agritourism. 

Agritourism is not considered 

as a tourism product. 

2011 
Malkanthi S.H.P. & 

Rountry J.K. 

Agritourism is “an important strategy that 

can contribute to agricultural development 

through diversification of farming activities 

and providing opportunities to rest, relax, 

enjoy and study about farming for the 

visitors”(Malkanthi&Routry, 2011, p.45). 

Main focus: diversification of 

agriculture. Agritourism is 

narrowly associated with 

farms. 

2012 

Said H.M., Aziz 

D.A. &  

Adlan M.F.S. 

Agritourism is “a form of tourism which 

emphasizes nature and capitalizes on rural 

culture as a tourism attraction. It is similar to 

ecotourism except that its primary appeal is 

not the natural landscape but a cultural 

landscape” (Said et. al., 2012, p.188). 

Main focus: cultural aspect of 

agritourism.  

 

Sustainable development is 

not taken into consideration  

Source – Developed by the author  

 

Agritourism is a small-scale entrepreneurship or an innovative family-run 

business initiative organized in rural settings as a «supplementary», 

«complementary» or «primary» enterprise and focused on provision of complex 

cluster of services, aimed at offering memorable rural experience in order to satisfy 

natural and socio-cultural needs of customers and used as a strategy for sustainable 

development of rural areas.  

Broadly defined, agritourism is a strategic approach used for overcoming 

economic decline in rural areas and for relevant usage of landscape resources which 

is implemented with the purpose of preserving peripheral territories and has favorable 

socio-economic impact in terms of generating alternative income, creating additional 

employment opportunities, reducing depopulation caused by migration to urban areas 

[4, p. 29; 69; 16, p. 255; 13, p. 287].   

According to the classification developed on a basis of foreign experience 

agritourism entrepreneurs in rural areas usually operate as supplementary enterprises, 

complementary enterprises or primary enterprises.  

Functioning as a supplementary enterprise means that the proportion of 

agritourism products or services is insufficient in product mix of a farm. In this case 

agritourism partly supports other activities of any farm or rural household. The 

example for this can be the activity of household owner related to livestock 

production in combination with a provision of observing experience to consumers. In 

other words, the owner can offer for special segment, particularly for children the 

experience of learning sheep breading process, etc [84].   

If agri-tourism takes an equally important role in farm’s activities it is 

considered as a complementary enterprise. For instance, the owner of a household 

specializes on horse milk production. This agri-product can be sold to a wholesaler as 

well as agri-tourist visiting a farm. Thereby agritourism entrepreneur’s products can 

easily reach both wholesaler and direct markets.  
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Agritourism is understood as primary enterprise, when it is predominated in 

household’s activities. There are a lot of possibilities here. Farmers or household 

owners can create a variety of recreational activity. For instance, for Kazakhstani 

market it is relevant to develop agri-tour packages including: “yurt house” 

accommodation, horse riding activity, horse milk tasting, learning experience by the 

involvement into dairy products production, traditional kyui festivals, hunting show 

with wild birds and hunting dogs, etc [84, p. 3]. 

According to Wicks and Merrett agritourism is “a hybrid concept that merges 

elements of two complex industries – agriculture and tourism – to open up new 

profitable markets for products and services and provide travel experience for a large 

regional market” [90]. It is necessary to mention that the experience is the key 

component of agri-tourism, because it is a specific form of tourism focusing on direct 

participation of a tourist into agri-activity. For instance, in case of Kazakhstan it can 

be preparation of house milk with the direct involvement of a tourist into production 

process.  

“Experience is memorable events that engage customers in inherently personal 

ways” (7, p. 18). Agri-tourism offers an opportunity to experience rural lifestyle and 

directly to be involved in rural activities (animal feeding, pick-your-own, 

participation in manufacturing process, etc.). Individual services are combined in one 

complex agri-tourism package in order to create the whole rural experience aimed to 

satisfy various needs of different segments. If appropriately organized agri-tourism 

services may considerably enhance a competitiveness of agri-tourism enterprises 

because of spreading positive image by satisfied consumers [8, p. 520].   

Generally speaking agritourism combines three broad categories such as 

recreation, entertainment, and experience.  Extending given definition one can be 

added that agritourism has also a compound nature in comparison with other forms of 

tourism. As it was mentioned above agritourism is first off all an experience which is 

innovatively created with the purpose of customer satisfaction. Even if agritourism is 

perceived as a rural experience, so-called element and other mentioned categories 

cannot be fully and accurately describe the features inherent in the nature of 

agritourism. As a matter of fact, agritourism consists of four elements, where 

experience plays crucial role as a key element in process of designing agritourism 

products and services.   

According to Sheng and Chen there have been many studies investigating the 

concept of tourist experience in last fifty years and in different stages of theory 

development this term have been explained in various ways [91]. Uriely indicates that 

there have been four shifts in conceptualization of the tourist experience such as:  

1. De-differentiating; 

2. Pluralizing; 

3. Subjectivity; 

4. Relative interpretations [92].  

At the beginning, a tourist experience has been understood as a specific form of 

experience which has no any connection to daily consumption. With the advent of 

first shift in a theory the concept has begun to consider as an element of daily 
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consumption. At the next stage the term “tourist experience” has been pluralized, and 

it has been assumed that different categories of tourists will require different 

experiences. In the third shift scholars focused on the role of subjectivity, in other 

words one found that interpretations of individuals have an impact on their 

experiences. Finally, it was suggested that the tourist experience is an individual 

interpretation, and it depends on culture [92, p. 210].  

Kim, Ritchie and McCormick states that, two terms, such as “experience” and 

“memorable experience”, are diverse and recognizes a discrepancy between them 

[93]. Similarly, Oh, Fiore and Jeong identify that a crucial role in memorable 

experience is taken by a memory, and only single dimension (i.e. aesthetics) has an 

influence on it [94]. Nevertheless, it is argued that tourist experience is defined by 

two dimensions:  

1. Peak touristic experience; 

2. Supporting consumer experience.  

Referring to Quan and Wang  first dimension relates to various attractions 

arousing tourist’s motivation, while the second dimension describes experiences 

connected with basic customer wants (food, accommodation, transport) [10, p. 300]. 

If the tourist attractions are not able to awake the motivation or it is unsatisfactory, 

even superior level of basic services will not correspond to customer expectations.  

Reflecting the importance of delivering memorable experience, Tung and Ritchie 

additionally define four key dimensions, which play significant role in increasing the 

value of experiences and making them really memorable such as: 

1. Affect; 

2. Expectations; 

3. Consequentiality;  

4. Recollection [28, p. 1372].  

Additionally they emphasize the necessity of several conditions required for the 

process of creating memorable tourist experience. The first important thing is 

qualified human resources, in particular skilled tour guides; second, stimulating 

interaction between tourists and local community, and the last one is a creation of a 

surprise implying the high level of customer satisfaction [28, p. 1369]. Wang, Chen, 

Fan and Lu reveal major factors effecting tourist experience: “resource conditions, 

recreational activities, tourism facilities, integrated management, related personnel”, 

and the quality of service that is considered a main determinant factor of customer 

experience [34, p. 1776].  

Delivering high quality experiential offerings stimulates repeat business and 

positive word-of-mouth [28, p. 1367]. In this regard, Pine and Gilmore suggest 

intensifying customer satisfaction, reducing customer sacrifice, and creating customer 

surprise in order to enhance consumer experience leading to competitive advantage 

[7, p. 20]. Komppula and Gartner [31] rely on Walls, Okumus, Wang and Kwun [95] 

state that hospitality and tourism service providers can improve their experiential 

products by enhancing the role of physical and human interaction components. 

Satisfying personalized demands of consumers can be successfully realized through a 

competitive business strategy relying on a value co-creation process with costumers. 
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The co-creation implying customer involvement helps to provide exact products to 

consumers according to the exact customer wants [96].  

As it was explained by Kristensson, Matthing and Johansson the customer 

involvement not just linked to identification of consumer wants, in contrast it implies 

a high and active level of participation in experiential services defined as “practical 

involvement which elicits latent needs” [97]. Khalifa recognizes four distinct forms 

of customer value, which are functionality, solution, experience and meaning, and 

emphasizes the importance of service transformation process leading to memorable 

experiences [98].  

Pine and Gilmore divide experience into four dimensions: entertainment, 

educational, escapist and aesthetic experience [99]. In case of agritourism individual 

services are combined in one complex agritourism package in order to create the 

whole rural experience aimed to satisfy recreational and socio-cultural needs of agri-

tourists.  In general agritourism services and products are classified into nine 

categories: “agri-accommodation, agri-food service, primary agritourism, direct sales, 

agri-recreation, agri-sports, agritainment, agri-therapy and cultural tourism”          

[17, p. 133]. Basid on this classification the research work suggests a classification 

for agritourism describing it as an experience (Figure 4). 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

 

 

Figure 4 - Conceptual model of the Essence of Agritourism 

 

Source – Created by the author, source: Kenebayeva, 2014, p. 31 
 

Agritourism is first off all a tourism experience, innovatively created with the 

purpose of customer satisfaction and it consists of four experiential elements, playing 

crucial role in process of designing agri-tourism services as following: 

1. Agri-experience; 

2. Agritainment;  

3. Agri-recreation;  
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4. Agri-sales [4, p. 31].  

As it can be clearly seen from Figure 1recreational activities associated with 

agritourism are the individual experiences themselves.    Diversity of products gives 

an opportunity to vary agritourism offerings from the basic to VIP services. 

Consequently depending on resource conditions it allows creating different 

agritourism services in accordance with the needs of diverse tourist segments, 

simultaneously establishing a relevant pricing policy varied from the cheapest to the 

most expensive.  If each element elaborately combined and agritourism implemented 

in an innovative way, it enables enterprises to gain competitive advantage as well as 

to create a value from a memorable agri-experience for targeted customers [7, p. 19].  

Big variety of experiences aiming to satisfy individual needs of specific 

customer segments can be developed in agritourism destinations. However, creating 

those experiences, which are really unique and able to exceed tourist’s expectations, 

while supporting regular economic returns, may be quite problematic for local rural 

tourism providers [100]. Richards and Wilson suggest a creative tourism concept for 

managers as a successful strategy [101]. They believe that using destination assets in 

an innovative or creative way leads to enhancement of tourist experiences, and 

transforms them into creative experiences providing more value for consumers.  This 

approach can be applied to agritourism destinations, because creative skills are 

significantly needed for local service providers operating by their own initiative in 

order to improve the content of offered agri-experiences.  

Understanding the nature of agritourism experience is a question of vital 

importance in creating unique rural tourism product especially among the conditions 

of modern trend associated with the increasing demand for countryside recreation. 

Todays’ consumers are seeking something beyond the usual and need specific 

product able to satisfy their individual wants. Family atmosphere, quite life 

conditions, natural environment supplemented by cultural context are the main 

characteristics of nowadays’ market demand determining by globalization processes 

[100, p. 70]. 

Tourism is inherently service-focused industry, where the service quality plays 

crucial role in customer satisfaction [5, p. 337]. Indeed it is vitally important to 

provide to the consumers those kind of services which are really expected, and which 

are not only able to satisfy the expectations, but also able to exceed them. Since 

modern tourists are becoming more fastidious and sophisticated in their tastes 

developing differentiated agritourism product is required [102].  

As it is indicated by Jauhari and Sanjeev enchasing the quality of offered 

services by transformation of services into outstanding memorable experiences is a 

precondition for gaining competitive advantage and creating positive image of 

agritourism destinations [103]. In competitive environment many companies are 

successfully using transformative approach in offering their products and services. In 

other words the services are transformed into experiences with the aim to increase 

service quality, consequently to create high level of customer satisfaction [7, p. 20].  

Well-planned experience helps to increase customer satisfaction and build a trust 

ensuring considerable economic returns. However, Pine and Gilmore argue that in 
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order to be efficient experiences have to be refreshed and continuously filled with 

interesting elements that maintains a novelty of offerings. It depends on personal 

initiative and ideas of agri-tourism providers as well as their effort in improving 

offered services and keeping their uniqueness. 

According to the Kastenholz and Lima tourist experience has 3 phases such as: 

pre (expectations of tourist before consuming the tourism product); during (fillings 

occurred during consuming various services); after (satisfaction and assessment of a 

vacation) [100, p. 68]. In earlier studies the psychological approach has been applied 

to understanding the experience theory. The theory has been advanced by scientists as 

Pine and Gilmore [7], Stamboulis and Skayannis [104]. Regarding to the authors 

tourism experience is characterized by the following 4 relms:  

- Education – as an example can be activities having educating aspects such as 

observing and learning production process. It is classified as an active form of 

involvement. 

- Esthetics – activities having connection with visiting natural environment or 

historical places. In this case tourist is only appreciating without active involvement; 

- Escapism – activities associated with direct and active participation in 

entertaining programs determined a kind of active absorption experience; 

- Entertainment – activities related to enjoying special events in a form of 

concerts, shows or festivals without any involvement [105].  

As the theory of tourism experience develops many scholars have expanded its 

scope, therefore new aspects have been broadly investigated. Referring to Aho 

experiences have 4 elements: emotional sensation, informational of educational 

effect, assimilation of skills and practices, transformational impacts [106]. The 

element of emotional sensation can be found in most of experiences. Informational or 

educational element of experiences which is divided into intentional or unintentional 

processes usually occurred when tourist has direct or indirect participation in 

entertaining activities with learning context. The next element such as assimilation of 

skills and practices are described by different forms from basic to professional 

experiences. Finally, transformational experiences have a connection to those 

recreational activities which have a mental or physical impact such as cultural and 

medical tourism forms.  

Moreover the author suggested 7 stages of tourism experiences depending on 

visiting periods separated into pre-visit and post-visit phases defining as followings: 

1. Orientation (awakening interest) 

2. Attachment (increasing interest) 

3. Visiting (actual visit) 

4. Assessment (comparing) 

5. Keeping (memories, photos, feelings)   

6. Reflection (repeated presentation) 

7. Enrichment (new knowledge and skills gained during the vacation, continued 

contact with memorabilia) [106, p. 35]. 

Transformation process of a basic tourism product into memorable rural 

experience requires from agritourism providers not only satisfying customer needs, 
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but also exceeding consumer expectations. In order to enhance consumer experience 

leading to competitive advantage Pine and Gilmore suggest intensify customer 

satisfaction, eliminating customer sacrifice, and creating superior customer surprise 

[7, p. 18]. The level of tourist satisfaction may be explained by a hierarchy of 

experiences.  

For instance, the bottom level of experiences represent agritourism services 

focusing on provision of basic forms of recreation organized in rural settings. In most 

cases such kind of offerings includes common B&B type agri-accommodation 

services and opportunity to buy homemade or agricultural products from rural 

households.  

The second stage is associated with offerings which are beyond the basic 

agritourism services aiming to provide an exclusive opportunity to experience rural 

lifestyle. In this case agritourism enterprises usually offer basic services with the 

combination of complementary items such entertaining activities (farm tours, rural 

excursions, fishing, riding etc.) and involving tourists into agricultural works.  

The top level represents a high quality of provided services aiming to create high 

level of customer satisfaction. In order to exceed customer expectations a broad 

spectrum of agritainment is offered as a complementary items combined in a whole 

agri-experience. This type of rural experience consists of different entertainment 

activities, various cultural programs (folk, festivals, and excursions), learning and 

observing of production process with direct involvement [107].  

On the other hand, the quality of agritourism services depends on several 

important factors: 

- Social skills –ability of household owners or agritourism providers to deal with 

tourists. In this context hospitality is considered as a determining factor in 

communication with different customer segments. It means that not only pleasant, 

well-mannered interaction with tourists, but also special approach to children is 

required from agritourism entrepreneurs.  

- Aesthetics –level of comfort conditions, especially cleanness and fireside 

comfort in agritourism accommodations. This factor describes the importance of 

improving living infrastructure and developing additional facilities (in site restrooms, 

parking).  

- Location – accessibility of farms, households, rural private houses and the 

quality of roads [108].  

In this subsection of the dissertation previously existing definitions of 

agritourism have been comparatively analyzed. With an application of the theory of 

customer experience the concept of agritourism has been justified identifying its 

integral elements as «agri-experience», «agritainment», «agri-recreation» and «agri-

sales». The definition of «agritourism» considering its experience-based nature as 

well as social-economic significance and importance as an alternative employment 

activity for rural population has been justified. A conceptual model of agritourism has 

been suggested.  
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1.4 The classification of Agritourism products and services 

Being the innovative form of tourism business modern agritourism provides a 

wide range of services. Relying on the theory developed by Sznajder, Przezborska 

and Scrimgeour [17, p. 133] it is generally assumed that agritourism products and 

services are classified according to the specific criterions. The first criteria closely 

associated with seasonality context, while the second one to the group of services and 

products into agritourism offerings.  

Depending on seasonal character products and services related to agritourism are 

separated into two groups such as constantly and seasonally available offerings. Since 

constantly available products and services do not depend on weather conditions they 

can be offered all year round. However, considerable part of agritourism products and 

services are temporary offerings which have a seasonal character. In comparison with 

agritourism offerings available during the whole year temporary services are quite 

expensive. Flower blooming happening in an exact period of season could be 

mentioned as an example of temporary agritourism offering.  

In many countries with well-developed tourism industry tourism services are 

provided all year round. For instance recreational services in Mediterranean islands 

are usually provided continuously during the whole year; therefore the prices are 

relatively not expensive. Despite this, there is an interesting fact here, in some 

countries the prices for the temporary agritourism services are relatively cheap 

instead of to be high as usual. Such kind of situation depends on how agritourism is 

perceived. In an initial stage of development agritourism is perceived as a cost 

effective business that is why the prices for all forms of agri-recreation were lower 

than for other tourism forms. This is also results from the aim to attract more tourists.  

However, the increasing demand for tourism forms with natural and rural 

context can significantly change the character of agritourism. So various VIP services 

occurring in the field of agritourism can also has an impact on prices. In the near 

future it is projected that the prices for agritourism offerings will be becoming higher 

and higher [17, p. 133]. Based on this, factors affecting pricing in agritourism can be 

summarized as seasonality, increasing demand for rural recreation, and expanding 

assortment of agri-products.  

Sznajder, Przezborska and Scrimgeour classified agri-tourism products and 

services into 9 categories, which are named by the scientists as “clusters” [109]. Each 

“cluster” consists of defined number of product and service groups. Such kind of 

classification has been made relying on research conducted on farms in the USA, UK, 

Italy and Poland. On a basis of the study most commonly offered agritourism services 

have been identified. Figure 5 provides the deeper understanding of agri-tourism 

products classification that is given below.    
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Figure 5 - Classification matrix of products and services offered within rural  

and agritourism activity 

 

Source - Sznajder, Przezborska (2004), 170 p. 
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In the USA and UK agritourism offerings are distinguished by deeply thought-

out content with high quality of provided services. The distinctive feature of Italian 

agrioturism is a weak connection to agriculture, but it is also characterized by high 

standards. Comparing with above mentioned countries in Poland the number of 

agritourism providers offering individual accommodations is quite small.  The 

analysis of farms reviled that agritourism services associated with production process 

are the most broadly spread offerings, because such kind of services can be provided 

without additional input as a common process occurring in everyday life of 

households.  

Agri-accommodation services are usually provided by farms or rural 

households. Equally with hotel industry the sphere of agri-accommodation services is 

also considered as individual industry called agri-accommodation industry. As it was 

explained in literature there is a problematic issue between these two industries. Hotel 

industry includes broad spectrum of accommodation services and hotels are able to 

serve diverse segments of agri-tourists. In addition to this ordinary clients seeking for 

lodging for a night in cities or towns are not willing to consume services provided by 

agri-accommodation industry.  

Agritourism providers are not able to compete with hotel industry. Agri-

accommodation industry has its particular segment of consumers. Such kind of 

situation causes a strain between two industries. In order to defuse the tension many 

countries have established special regulations limiting the number of beds. For 

instance in Italy the limit is 45 beds, while in Poland the limitation is 5 rooms. In 

general agri-accommodation industry has a different character in comparison with 

hotel industry, which is explained by provision of specific services to particular 

groups of consumers with individual needs. In this regard Sznajder, Przezborska and 

Scrimgeour state that agri-accommodation services can be classified into the 

following categories: 

- Farm stays; 

- Cottage stays; 

- Agri-hotels; 

- Self-service beds; 

- Agri-camping; 

- Special agri-hotel services [17, p. 137].  

Farm stays represents accommodation services provided farms at least for one 

night. This type of accommodation is very typical. Such kind of recreation services in 

farms usually includes dinner served as a rule at the moment of arrival of guests, 

continental or cooked breakfast and farm tours, which approximately lasts 2-4 hours. 

This scenario is mostly common in New Zealand.  

Agri-camping is another type of accommodation services offered by agritourism 

providers and associated with the provision of lodgings in a form of tents with 

required facilities: bathroom, toilet, and shower.  

One more interesting form of accommodation is self-service beds. In this case 

all necessary facilities and services are provided, but no one serves arriving tourists. 

Coming guests are informed about ways of access into rooms in advance.  
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Special agri-hotel services can be mentioned as an unusual accommodation form 

offering unique experience, related to sleeping on hay. But at the same time it is 

necessary to mention that such kind of rural recreation is accompanied by a certain 

level of risk associated with low sanitary-hygienic standards and fire hazard.  

Despite the existence of typical models of agritourism accommodation there is 

variety of otherforms of agri-accommodation services depending on geographic 

region of the world:   

- Accommodation in historical buildings located in rural areas – the practice of 

Western Europe.  

- Accommodation in camps located close to the sport facilities, specialized on 

active types of sport (equestrian, cycle racing, tennis, swimming, e.t.c.) – not in all 

countries it is considered as an agri-tourism.  

- Accommodation in traditional dwellings equipped by the comfortable 

amenities – not in all countries it is considered as an agri-tourism [83, p. 8]. In case of 

Kazakhstan it can be accommodation in ancient nomadic dwelling, in other words 

accommodation in furnished yurt-house camps.    

In Russia 3 forms of agritourism facilities such as “touristic homestead”, 

“touristic village” and “historical settlement” are developing nowadays. In Russia 

tourism facilities which functions like rural hotels are understood as “touristic 

homestead”. It is commonly consists of 2 rooms with bathhouse, summerhouse and 

utility structures. As regards the “touristic village” in Russian concept, it is 

specialized hotel consisting of several buildings which have a common infrastructure 

and management. “Historical settlement” is established on historical territory where 

cultural and historical heritages are located. The main purpose of “historical 

settlement” is preservation and reconstruction of socio cultural environment [83, p. 7-8].  

One the most important and integral part of agritourism is agri-food services 

provided for agri-tourists by rural households, farms, restaurants. Sometimes agri-

tourists consume self-prepared meals. According generally adopted classification 4 

forms of agri-food services are exist: 

1. Meals offered by household owners (tourist and farmer’s family eat together); 

2. Picnic meals; 

3. Canteens associated with the meal provided by household owners regarding to 

the menu and timetable in separate place (tourist and farmer’s family eat separately).  

4. Restaurants owned by farmer or other catering enterprises offering food 

service for agri-tourists as well as out-side guests [17, p. 139].  

There is a variety of agri-food services which are distinguished depending on 

dining habits, period of time when agri-food services are provided, and place where 

meals from rural cuisine are served. Rural households or farmers commonly 

specialize on provision of bed and breakfast type services including continental or 

cooked breakfast. Agri-food services can be offered in any part of the day in a form 

of breakfast, lunch, dinner, supper or tea in different places: inside the house, 

outdoors or in restaurants. As regard the dining habits agri-food services can be 

divided into family, regional or national cuisines. The distinctive feature of agri-food 
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services is an enormous diversity of offerings. It means that each farm or every 

household serves totally different homemade meals.  

As regards the next category such as primary agritourism it includes services that 

have a direct connection to the agricultural activities or to the process of farm 

production as followings: 

- Observation of production or manufacturing process; 

- Participation in production or manufacturing process; 

- Educational tours; 

- Contact with animals, farm zoos [17, p. 140]. 

Observation of production or manufacturing processes gives an opportunity 

clearly imagine everyday farm activities demonstrating especially for agri-tourists. 

There are several processes that can be observed by customers: crop, livestock or 

food productions. As an example production of dairy products in Kazakh auls can be 

mentioned, where agri-tourists will observe and learn how to derive nomadic 

products from ordinary milk of domestic animals. In foreign countries agri-tourists 

are invited to visit small manufacturing companies in order to observe production 

process.  

According to its nature agritourism also offers an exclusive experience to be 

involved in above mentioned activities, which means that tourists directly take part in 

farm activities such as animal feeding, making horse milk under the supervision of 

farmers, and shaking cream in order to derive butter from it and many others.  

Educational tours are usually organized with the aim to enable tourists to have 

close contact with local culture and nature. In many foreign countries it is associated 

with the demonstration of national parks.  

In general this category of agritourism product is offered in a form of farm tours, 

demonstrating picturesque local landscape, rural villages, and ancient historical 

places in order to make an agri-tourist familiar with history, culture and traditions of 

local people in combination with natural context.  

The last category of primary agritourism is related to direct contact with 

domestic animals. This is a special product of agritourism aiming to satisfy the needs 

of specific segment such as children. Some household owners and farmers are 

successfully practicing an interesting approach such as imitation of small zoos in 

territory of their farms.  

Agritourism can be defined as a unique form of tourism which creates a market 

opportunity for retail trade in rural areas. Due to the direct sales not only farmers and 

households providing agritourism services, but also rural community and small local 

enterprises take an opportunity to realize farm goods. Thereby it helps to create so-

called rural retail networks and satisfies the increasing demand of consumers in terms 

of organic products. Direct sales associated with agritourism are divided into the 

following branches: 

- Direct sales; 

- Pick-your-own sales; 

- Agricultural product stands; 

- Farm orrural retail shops [17, p. 143]. 
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Offerings related to direct farm sales as an important agritourism service is 

provided especially for agri-tourists while accommodating them in a farm. Agri-

tourists according to their needs can by various kind of vegetables, fruit and animal 

products. As regards pick-your-own type sales it is usually organized by agritourism 

providers in harvesting periods in order to enable agri-tourists to enjoy real contact 

with nature, and at the end of activity to buy picked products. While picking fruits or 

berries agri-tourists are allowed to eat them, and as a rule they will be charged for the 

service.  

The practice of selling farm products from stands arranged along the roads is 

often used by many countries of the world. This is a relevant possibility for rural 

community to deliver produced commodities to consumers and also to increase 

income. Farm or rural retail shops are also considered as an additional option for agri-

tourists to purchase farm produced products as well as for rural population to sell 

goods.  

Products and services of agri-recreation which include accommodation and food 

services offer for consumers a special vacation away from city noise combined with 

short-term (1-3 day) or long-term (a week) rural experience. There is also an agri-

recreation lasting from one to four weeks. Such kind of holidays taking place in rural 

areas is very popular and common in Poland, especially in period between June and 

August.  

Products and services of agri-sports generally do not represent activities related 

to agritourism. Nevertheless different kind of sports is used as a form of important 

agritourism attractions between many household owners and farmers. According to 

the practice that is used successfully all over the world the following branches of 

agri-sport services connected with agritourism can be mentioned: 

- Walking and hiking; 

- Horse riding; 

- Fishing; 

- Hunting; 

- Large space sports; 

- New-generation area games [17, p. 146].  

One of the most popular agri-sport activities is all types of riding such as horse 

riding lessons, riding under the care of an instructor, and cart or wagon riding. 

Diversity of provided agri-sport services makes different offerings of one farm from 

another.  

Since hunting and fishing are usually take place in rural areas the connection of 

these sport activities to agritourism can be easily justified. However, Sznajder, 

Przezborska and Scrimgeour claim that some agri-sport services have no typical 

character of agritourism products. In this regard bloodless safari and hunting can be 

emphasized. On the other hand falconry is considered as a typical product of 

agritourism. Falconry has quite big popularity in Kazakhstan, particularly in a central 

part of the country and could be developed as one ofthe main agritourism attractions.  

Services associated with sport requiring large spaces can vary from the most 

common such as walking and riding a bicycle to the most complicated and relatively 
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expensive forms like golf or big-time tennis. In addition to these categories farmers 

usually offer big variety of conventional as well as extreme sports. It is necessary to 

mention that offeringsports such as golf or tennis requiring complicated equipment 

and necessary facilities (large space, tennis courts) needs big effort and big 

investment. However, some agritourism enterprises are able and ready to offer VIP 

agri-sport attractions for the sake of considerable profit.  

The last category called new-generation area games is a fashionable form of 

agri-sports which has a growing popularity in European countries, especially in 

Poland. The main point of the game is to play live-action roles and with the help of 

fantasy and imagination imitate the situation, time that was written by different 

authors [17, p. 146].  

Agritainment is the next large group of products and services of agritourism. It is 

difficult to clearly identify the activities which are really related to entertainment. A 

big variety of entertaining programs are available for tourists in cities as well as in 

rural settings. Agritainment is a specific form of entertainment offered especially in 

rural areas or in some parts of a city. As distinguished by Sznajder and Przezborska 

products and services of agritainment are consists of the following offerings: 

- Visiting parks and gardens; 

- Agri-excursions and outings; 

- Maize and soya mazes [17, p. 148].  

Entertaining activities such as visiting parks and gardens are defined by many 

scholars as an oldest form of entertainment practicingfor a long time and occurred 

much earlier than agritourism concept has been originated. Parks and gardens are 

considered as favorite places of visitors where different events are organized.   

Some agritourism services such as excursionsare provided jointly with 

household owners and travel agencies. Excursions can be in a form of educational, 

adventure or exploratory trips offered for children of adults. Such kind of trips are 

organized with the aim of enabling agri-tourists to visit new places that are not seen 

before, to learn agricultural characteristics of an area and to have contact with the 

nature. Since agri-excursions are offered for school children which is a main segment 

of consumers, increasing number of household owners and farmers are focusing on 

provision of school trips.  

In foreign countries such as Poland, Canada, France, New Zealand and the 

United States a new category of agritainment such as maze is enjoying wide 

popularity. Mazes are usually built on farm area closer to town in order to ensure 

constant tourist flow interested in this kind of agritourism attraction. Maize mazes are 

especially popular in the United States. For the convenience of agri-tourists, 

particularly for little children small size mazes are constructed. In order to attract 

more visitors mazes are designed in a form of historical villages and in most cases 

made from straw or wooden materials. 

Another intensively developing category of agritourism is agri-therapy services. 

The relation of therapy to agritourism can be justified by the fact that such kind of 

services are provided in rural areas. Nowadays several agri-therapy services exist in 
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practice of many countries which are identified by Sznajder and Przezborska as 

following categories: 

- Animal assisted therapy; 

- Therapy applying plant and animal specifics, which is divided into two 

categories: aromatherapy and apitherapy; 

- Specific diets; 

- Mini-health resorts [17, p. 150].  

Animal assisted therapy is efficient in many ways and has a favorable impact on 

physical and mental states of people by helping to treat diseases and reducing the 

feeling of loneliness. In most cases in agri-therapy animals such as horses, dolphins, 

dogs, birds, cats, and even rabbits are used. International organization focusing on 

human health The Delta Society identified that there are two types of contacts with 

different groups of animals including: 

1. Animal-assisted activities (AAA); 

2. Animal-assisted therapy (AAT).  

Animal-assisted activities are related to the direct contact with animals in order 

to enable agritourists to gain recreational benefits and fulfill emotional or educational 

needs. As regards animal-assisted therapy, it is a process of curing patients with the 

assistance of individually selected animals aiming to recreate their physical, 

psychological, cognitive and emotional states. This therapy is usually provided for a 

group of agritourism consumers as well as on an individual basis.  

Most of AAT programs called horse or hippotherapy are organized with the help 

of horses in a form of riding activities having therapeutic modality in improving 

coordination. Hippo therapy is provided for disabled or mentally handicapped people 

with the aim of rehabilitation. It has a positive psychological impact due to the direct 

contact with animals, and improves locomotor system, coordination and orientation 

skills [17, p. 150-151].  

Between various types of animal-assisted curing services a dolphin-assisted 

therapy used for the rehabilitation of autistic children can be emphasized as one of 

the most efficient one. Such kind of therapy is well developed and broadly used in 

Australia, Turkey, the USA and Ukraine. Moreover, in curing emotional or speech 

disorders of children so-called dogs-assisted therapy is used at recent times.  

As an integral part of agritourism farm agriculture also is applied for a treatment 

in a form of aroma or apitherapy. Aromatherapy is a method of the cure using volatile 

oils extracted from plants and aroma. Apitherapy is a practice of treatment provided 

by bee products. In Kazakhstan kumis-therapy that is distinguished with its strong 

health giving quality may be developed as a product of agri-therapy for the domestic 

and even for the international markets.   

In addition to above mentioned categories of agri-therapy specific diets can be 

provided by agritourism enterprises. In places where curative water can be found 

mini- health resorts also can be developed.  

One of the other important features of agritourism is its close connection to 

cultural tourism. Usually such kind of services is offered not only by individual 

households, but also by rural community. Within the framework of gari-recreation 
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farm visiting tourists are offered special ethnographic services represented by 

traditions, customs, culture and lifestyle of local people. In this regard products and 

services of cultural tourism provided within agritourism include the following types 

of offerings: 

- Staying in historic farms and villages; 

- Living in villages with specific folk character (living structures, dialect, 

national clothes, traditions etc.); 

- Folk and festivals [17, p. 151].  

In foreign countries historic farms are organized as an old farm focusing on 

ancient manufacturing processes. Since it requires special technology maintaining 

historic farms could be very costly. Therefore agritourism services associated with a 

staying historic farm is offered rarely. In order to attract tourists historic villages 

could be arranged. Historic villages are divided into two types such as natural 

villages or ethnic villages. In Kazakhstan such kind of services are also exist in a 

form of ethno-auls. Natural villages are a type of inhabited historic villages especially 

conserved for tourists in a primordial form. Ethnic villages or so-called cultural parks 

are the old houses situated in rural settings which have a unique cultural character or 

some kind of ethnographic value. Cultural museums are also can be considered as an 

object of agritourism.  

In foreign countries agritourism activities associated with a stay in villages with 

specific folk character is one of the most popular services offered for agri-tourists 

looking for unique or even exotic experiences such as being in a close contact with 

communities maintaining their cultural or national identity.  

The theoretical justification of agritourism products and services shows that 

there is a big diversity of offerings aimed to satisfy various needs of particular 

consumer groups. Innovatively developed content and relevantly designed portfolio 

of agritourism products and services enables agritourism providers to attract more 

tourists, differentiate their offerings and to gain competitive advantage.  

In this part of the work agritourism products and services have been examined 

according to an international classification describing them by several categories. 

Moreover, foreign countries’ experiences of creating different agritourism products 

have been considered.    

 

1.5 Agritourism Entrepreneurship in Rural Context 

During many years the concept of “entrepreneurship” has been recognized and 

studied as a field related to management research [110; 111]. More recently, a 

growing number of investigations highlighting different aspects of entrepreneurship 

and creating comprehensive understanding of the term have been conducted, thus 

providing relevant preconditions for entrepreneurship to become an independent area 

of research [112]. Analyzing the progress of entrepreneurship research published 

between the period from 1985-1999, Busenitz, West, Shepherd, Nelson, Chandler and 

Zacharakis argue that it is the emerging academic field [113]. According to Sørensen, 

Lassen and Hinson it is suggested to understand entrepreneurial process as “a 
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dynamic phenomenon that is shaped in a wider interactive terrain of individual and 

social meaning construction” [114].  

Some issues in the field of entrepreneurship studies are broadly addressed, while 

other topics still require further investigations. For instance, the research area of 

major consideration as mentioned by Li is small scale business in hospitality and 

tourism [112, p. 1014]. At much earlier stage of entrepreneurship research Carland, 

Hoy, Boulton and Carland (1984) have provided a distinction between 

entrepreneurship and small business [115]. Considerable part of research works 

considered socio-economic contributions of small enterprises [41, p. 219 ; 42, p. 141; 

43, p. 370]. Ateljevic has highlighted problems of management in context of small 

tourism firms [44, p. 307-309]. Another topic of great interest to scholars is 

entrepreneurial behavior. Several studies have explored the nature of entrepreneurial 

intentions and traits [47, p. 442; 48, p. 48; 45, p. 110 ; 49; 46, p. 424]. The 

importance of culture and impact of cultural factors on entrepreneurial intent have 

been examined as well [52, p. 192; 51, p. 104; 50, p. 597]. On the other hand, there 

has been a growing appreciation of innovation concept in tourism entrepreneurship 

research during the last two decades. Hjalager explored prime movers of innovative 

behavior, introducing five important categories of tourism innovations [116]. 

Moreover, a number of studies have analyzed the relationship between 

entrepreneurship, innovation, quality performance and economic growth [55, p. 54; 

54, p. 214; 53, p. 501]. The other stream of research have devoted to the term “social 

capital”. In this regard, McGehee, Lee, O’Bannon and Perdue  have found that there 

is a significant relationship between social capital and other forms of capital [56, p. 

490], while Zhao, Ritchie and Echtner have examined the effect of different types of 

social capital on entrepreneurial activities in tourism sector [57, p. 1580-1583].  

Referring to Li (2008) despite significant progress in entrepreneurship research more 

extensive investigations are required that explore family-run business issues [112, p. 

1013-1014]. However, sufficient number of studies on such topic has been 

accelerating. For instance, Getz and Carlsen have discussed the role and importance 

of family-run businesses in community development [117]. Furthermore, Getz and 

Nilsson have analyzed the influence of seasonality demand on performance of family 

owned business ventures [118]. Morrison has proposed a systematic framework for 

understanding organizational context of family business [52, p. 195-200].  

Previous studies have highlighted diverse aspects of entrepreneurship theory. 

One of the broadly discussed topics has been small business issues and the role of 

small enterprises [115, p. 354; 41, p. 220; 42, p.140; 43, p. 371; 44, p. 307]. On the 

other hand, tourism entrepreneurship literature has explored behavioral side of the 

phenomenon expressing considerable interest in the term “entrepreneurial intention” 

[45, p.111; 49, p. 647; 46, p. 426; 52, p. 193; 51, p. 105]. Additionally, the 

importance of innovation has been widely investigated within the scope of 

entrepreneurship [55, p. 56; 54, p. 215; 116, p. 2].   

Entrepreneurial activities imply the process of gaining competitive advantage 

against business rivals, where opportunity identification and exploitation play crucial 

role being a core conception of the domains of strategic management [119], 
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marketing [120] or a fundamental construct in theory of entrepreneurship [121; 122; 

123; 124]. As defined by Corner and Ho entrepreneurial opportunity is a combination 

of socio-economic conditions interpreted as favorable to start up new business [124, 

p. 640]. According to Ucbasaran, Westhead, Wright, and Binks opportunities are 

newly generated ideas of a potential entrepreneur which have been unnoticed by 

another individual [125] originating as a result of creative thinking [126]. In 

particular Peiris, Akoorie and Sinha consider opportunities as “market need, 

economic benefit, under-utilized resources or a competitive advantage” [127]. In this 

regard, opportunities are mainly characterized by an expected economic value, 

novelty and desirableness [128].  

Several studies, for instance the works of Smith, Matthews and Schenkel of 

determined different types of opportunities: tacit and codified opportunities [129], 

while Hunter identified imitation-based, allocative-based, discovery-based, 

construction-based opportunities [130]. Burg, Podoynitsyna, Beck and Lommelen 

[131] as well as Gregoire and Shepherd [132] recognized supply and demand 

opportunities. As described by Smith, Matthews and Schenkel codified opportunity is 

a condition favorable for an individual to exploit market insufficiency with 

orientation to product (service) imitation or its tempered improvement, while in case 

of tacit opportunity the main focus is a significant improvement or a novel innovation 

[129, p. 40]. Imitation based-opportunities are business concepts observed by 

entrepreneurs and further exploited with insignificant changes and minor innovations, 

generating minimum value, whereas allocative opportunities are associated with a 

resource monopoly or a new demand arisen due to the demographic shift [130, p. 

130-132]. Discovery-based opportunities occur as a result of discovery actions of an 

individual possessing industrial knowledge, while construction opportunities are 

created as a result of intuitive thinking through investigation and learning processes 

[130, p. 138-141]. Supply opportunities derive from a situation of demand and supply 

discrepancy or changes in process of production, whereas demand opportunities 

occur owing to alterations of consumers’ preferences and demographic changes [131, 

p. 1003]. 

New business opportunities arise from the process of acquiring actual 

information and relevant knowledge about the conditions of an external environment 

affected by socio-political and economic factors [120, p. 25-28; 125, p. 7-9; 133].  

Referring to Dean and Mcmullen an opportunity occurs in a situation of the 

knowledge imperfection [134]. Not every person perceived as a potential 

entrepreneur is able to utilize knowledge and information for opportunity 

identification and further exploitation, since individuals have diverse abilities as well 

as different levels of opportunity alertness. DeTienne and Chandler claim that the 

capability associated with identifying opportunities is a key distinctive feature of 

prosperous entrepreneurs leading to successful business ventures [135].  

Ucbasaran, Westhead and Wright suggesting that entrepreneurs possessing an 

advanced ability in relation to the identification of many different opportunities most 

probably are able to find those opportunities which have a greater value, in this 

connection emphasize the importance of human capital including both general and 
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entrepreneurship-specific [136]. Business initiators with an enhanced human capital 

identify multitude opportunities due to being knowledgeable and more skilled. A 

recent study concur that individuals “with greater prior knowledge of customer needs 

or problems tend to identify more opportunities” [133, p. 249]. Moreover, an 

estimated value received from opportunity exploitation is projected to be increased 

depending on a quality of human capital [136, p. 157]. As identified by Ucbasaran, 

Wright, Westhead and Busenitz from the comparative behavioral study on habitual 

and novice entrepreneurs, individuals having wider cognitive capabilities are able to 

better process information enabling them to recognize opportunities more often, 

furthermore identify more unique and innovative opportunities [137].  

DeTienne and Chandler indicated that opportunity identification is realized by 

male and female entrepreneurs in different ways based on a different content of 

acquired knowledge, whereas business ideas do not differ in terms of innovativeness 

[123, p. 370]. In this regard, Gonzalez and Husted added that there is no difference in 

the number of opportunities recognized by men and women [133, p. 242]. 

Nevertheless, Smith claimed that males are able to identify opportunities without the 

consideration of owned resources, and on the contrary females recognize 

opportunities in conformity with existing resources [138].      

Butler, Doktor and Lins indicate that in certain cases opportunities imply the 

process of searching new possible ways of recombining currently owned resources 

[139]. For instance, in the sector of rural tourism and agritourism that is considered as 

its segment, entrepreneurs usually establish their businesses on a basis of existing 

resources diversifying private dwellings into guest houses providing country 

hospitality or recombining resources in order to create complementary services 

additional to primary agricultural activities in case of farm tourism business that 

offers rural experience.  

The literature defines two theoretical realms in entrepreneurship research 

studying opportunity identification issues from the discovery and creativity 

perspectives. According to Peiris, Akoorie and Sinha discovery theory recognizes 

opportunities as an independently existing phenomena that focuses on a role of prior 

knowledge and intentional information search, defining them as main crucial factor in 

a discovery process, while creation theory comprehend opportunities as an innovative 

phenomena created by entrepreneurial actions, originating in changing conditions of 

an external environment [127, p. 29-31]. However, Clydesdale argues that 

entrepreneurs are engaged in both discovering and creating processes [140]. On the 

one hand, DeTienne and Chandler distinguish four models in opportunity 

identification process, namely “active search, passive search, fortuitous discovery and 

creation”, considering antecedent approaches from the ontological perspective [135, 

p. 244]. On the other hand, Baron through an integrative study examined three factors 

including active search, alertness and prior knowledge, identifying them as the most 

important and generally accepted by previous investigations [128, p.108].  

Entrepreneurial alertness is considered as a combination of cognitive features 

and perceptual abilities of an individual interrelated with an advanced insight that 

induces the process of opportunity identification [135, p. 242-245; 141]. Reffering to 
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Li and Gustafsson entrepreneurs display alertness to emerging conditions of 

unsatisfied market demands or undeveloped resources [142]. Saks and Gaglio 

describe the pursuance of alertness by three phases such as “motivation”, “reasoning” 

and “breaking the existing means-end framework” [143]. Li and Gustafsson expound 

that the alertness arise from a real reason generating a motivation [142, p. 25]. The 

motivation occurs in case of existing favorable socio-economic conditions augmented 

by inducements that probably can be an expected value, enabling an entrepreneurs to 

exhibit alertness. Webb, Ireland, Hitt, Kistruck, and Tihanyi expaine that such kind of 

motivation inspires individuals to acquire relevant information and knowledge [144]. 

The second phase is characterized by a transition of an entrepreneur from the 

motivation to reasoning stage, implying the process of a real situation appraisal [143, 

p. 319]. Alert entrepreneurs are very sensitive to  signals of changes and through 

breaking “the existing means-end framework” they are able to implement new visions 

and creative decisions presented as products, services or processes which are 

developed in innovative ways [145; 143, p. 316-321]. Generally speaking, alertness is 

a rare ability to exercise vigilance to opportunities existing at the moment without 

relying on a systematic search [146].  

Active search is one of the main capabilities of entrepreneurs applied to 

recognize presently existing opportunities owing to a systematic search technique 

[135, p.245]. Finding useful information as a result of active search is significantly 

important in opportunity identification [128, p. 107]. According to Ucbasaran, 

Westhead and Wright individuals demonstrating an intensive searching behavior and 

exploiting various possible sources of information tend to reveal more opportunities 

[136, p.160]. 

Prior knowledge is specific information derived from previous entrepreneurial 

and work experience, learning activity or gained in a different way [128, p. 111], and 

closely connected to creativity [147]. Individuals explore almost dissimilar 

opportunities depending on diverse prior knowledge that has been formerly gained 

[148]. Shane divides prior knowledge as “prior knowledge of markets, prior 

knowledge of ways to serve markets, and prior knowledge of customer problems” 

[148, p. 452].  

Referring to Fischer active search is apprehended as an active process related to 

detecting actual situations and changes, and since alertness is a capability to identify 

an opportunity when it exists, it is understand as a passive action. However, there is 

an important connection between the first two factors, showing that in case of strong 

alertness, complementary search is not required or inversely [149]. Furthermore, the 

past study conducted by Baron indicated that all above mentioned factors are 

correlated with each other [128, p. 117]. Similarly, a rich content of prior knowledge 

decreases the need for a systematic search.  

According to Haugh [150], Perrini, Vurro and Costanzo [151] the process of 

opportunity identification is followed by an exploitation phase realized through 

acquiring resources and assets. However, only minority of opportunities that has been 

identified at an initial stage might be exploited by an entrepreneur, as expected 

benefits and projected costs need to be estimated in order to select the most valuable 
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opportunity [136, p. 162]. According to Plummer, Haynie and Godesiabois the 

exercise of exploitation is perceived by entrepreneurs as feasible enough, when the 

anticipated value will considerably exceed opportunity expenses [152]. Consequently 

entrepreneurs make a decision on opportunity exploitation when they detect a 

significant estimated value and strong potential demand [153]. However, it is argued 

that in addition to the factors of an external environment entrepreneurial strategizing 

determines the success of exploitation, implying that entrepreneurs think over the 

relevant strategies relying on personal projections [152, p. 370].   

Shane and Venkataraman analyzing individual differences in the opportunity 

exploitation process found that people demonstrating high levels of risk readiness, 

optimism and locus of control are more willing to exploit opportunities [153, p. 220-

223]. Moreover, exploitation of opportunities depends on individual’s previous 

experience and knowledge [146, p. 19], that is considered as a main source of 

valuable information that probably can decrease the exploitation costs [153, p. 221]. 

An entrepreneur possessing a superior level of human capital has a greater chance to 

exploit opportunities in more efficient ways [136, p. 170].  

In case of family businesses the willingness of adult children becomes an 

important factor in the opportunity exploitation process, because identified 

opportunities can be rejected due to the uncooperative behavior of an adult child 

demonstrating unwillingness to take part with parents in further realization of 

business opportunities [154].  

Widely discussed current topics in research covering the problems of economic 

development have given rise to increasing interest in rural entrepreneurship [35, p. 

333]. Recent and forthcoming advancements in tourism entrepreneurship research 

characterized by growing attention to alternative tourism forms as entrepreneurial 

activities peculiar to rural areas. Many studies have focused on remote zones and 

rural areas as an entrepreneurial milieu distinguished by specific features, and farm 

enterprises have become the subject of investigations [36, p. 404; 37, p. 289; 38, p. 

21; 39, p. 48; 40, p. 122].  

Entrepreneurial activity is usually promoted as one of the most effective 

managerial approaches of redeveloping rural economies [37, p. 292]. In rural areas 

tourism entrepreneurship functions as an effective economic driver owing to its 

stimulative effect on agricultural industry and other related branches, and thereby 

entrepreneurial activities improve economic welfare and livelihoods of local 

population [12, p. 195; 1, p. 1009]. According to Chowdhury [155], Zampetakis and 

Kanelakis [40, p. 123-125] many developed and developing countries are actively 

supporting entrepreneurship nationwide, as a stimulation tool for a sustained 

economic growth as well as poverty reduction. Moreover, foreign scholars such as 

Zhao, Ritchie and Echtner [57, p. 1571]; Gurel, Altinay and Daniele [49, p. 646-649] 

and Chowdhury [155, p. 240-243] emphasize that the contribution of 

entrepreneurship is significant to the economic development, since it generates 

employment, ensures community empowerment and promotes innovation.   

Rural entrepreneurship is considered as small and family business initiatives 

implying new product or service development that occur in rural settings [52, p. 198]. 
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As identified by Vesala, Peura and McElwee (2007) entrepreneurship in rural context 

widely spreads within the farm sector and involves the process of diversification 

(pluriactivity) [39, p. 51]. Business owners involved in diversification are more 

inclined to be entrepreneurial comparing to conventional farmers [38, p. 22-24; 156]. 

It is explained by the difference existing between diversified business and 

conventional farming in terms of entrepreneurial tasks, meaning that some of 

important tasks associated with product development, marketing and opportunity 

identification can be carried out solely through diversification [38, p. 25]. Equally 

Phelan and Sharpley emphasize that the considerable part of modern farms tend to 

operate as entrepreneurial units, and conventional farm activities are increasingly 

shifted by an alternative farm entrepreneurship that is becoming the main 

development strategy for rural households and for the region in a whole [157]. In this 

regard, the diversification strategy can be defined as an innovative combination of 

basic farm activities with supplementary non-agricultural activities, and this form of 

diversified activity is usually implemented through tourism [158]. Recently emerging 

new forms of rural enterprises are aiming at satisfying niche market needs [159]. 

Referring to European Commission property and household owners targeting at the 

diversification of income sources offer gainful activities such as camping sites or 

B&B farmstay services, thus fill growing market niche represented by agritourism 

[160].  

Diversified rural business connected to tourism service delivery generally 

includes small-scale recreational pursuits and family-owned accommodation 

properties [161]. For instance, considerable part of small businesses in America is 

represented by family farms [162]. According to Fuller-Love, Midmore and Thomas 

small enterprises predominate especially in rural areas [37, p. 296]. Being a popular 

approach to restructuring farm systems agritourism is recognized by Nickerson, 

Black and McCool as a form of entrepreneurship [162, p. 22]. In most of rural areas 

agritourism business is dominated by micro and small-scale enterprises, consequently 

their effective functioning has a direct as well as favorable impact on industrial 

improvement and regional development [117, p. 241]. Investigating agricultural 

tourism in Virginia Blacka, Couture, Coale, Dooley, Hankins, Lastovica, Mihalik, 

Reed and Uysal classify agritourism entrepreneurs operating in rural areas and 

distinguish the following categories: 

1. Supplementary enterprise; 

2. Complementary enterprise; 

3. Primary enterprise [84, p. 3].  

Functioning as a supplementary enterprise means that the proportion of agritourism 

products or services is insufficient in product mix of a farm. In this case agritourism 

partly supports other activities of farms or rural households. If agri-tourism takes an 

equally important role in farm’s activities it is considered as a complementary 

enterprise. Agritourism is understood as primary enterprise, when it is predominated 

in agricultural activates of households [84, p. 3].  

It is argued that there is no significant difference between entrepreneurial 

processes taking place in urban areas and rural regions. Nevertheless, rurality implies 
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several categories of specific conditions defined as elements of external environment. 

In connection with this statement, Stathopoulu, Psaltopoulos and Skuras (2004) 

identified main factors affecting entrepreneurship such as physical, social and 

economic environments [36, p. 406-409]. Moreover, Zampetakis and Kanelakis claim 

that rural entrepreneurship deals with unique challenges that can cause a negative 

influence on business growth [40, p. 130]. Specifically, previous studies stress the 

disadvantages of rural territories associated with the geographic distance, making 

entrepreneurial activity especially challenging, meaning that rural areas are located 

far from larger markets, skilled human resources and important information sources 

[163; 40, p. 135; 36, p. 413-415].  

However, Bosworth and Farrell argue that rural areas can be perceived as quite 

attractive to start business for lifestyle entrepreneurs primarily driven by personal 

motives [159, p. 1481]. On the one hand, this type of entrepreneurs is less profit-

oriented and specifically motivated by local environment, and on the other hand 

being self-employed, they contribute to the rural economy through stimulating 

employment. Despite this fact, lifestyle entrepreneurship and self-employment can 

provide only a short-term contribution, and unable to assure sustainable development 

of local economy [117, p. 241-242]. Although the remoteness of rural areas is 

acknowledged as an obstacle on the way of entrepreneurial actions, allocation of 

unique natural resources in the countryside provides a wide range of opportunities for 

the responsible use of local resources [36, p. 405].  Since small-scale 

entrepreneurship is particularly prevailed in upcoming sector such as sustainable 

nature-based tourism, rurality presents favorable opportunities and necessary 

conditions for the development of agritourism business [117, p. 251].   

Tourism oriented small businesses have a considerable socio-economic as well 

as environmental effect on rural economy. As Morrison states, small sized family-run 

tourism businesses “positively contribute social and financial capital to rural and 

peripheral communities and local economies” [52, p. 204].  However, Ateljevic note 

that small enterprises connected to the sector of tourism have a certain weaknesses in 

management, particularly problems in marketing, business networking, planning and 

managing human resources [44, p. 311].   

In conclusion it can be mentioned that based on the theory of entrepreneurship 

the process of opportunity identification and exploitation has been considered as 

applied to agritourism. Moreover, the process of opportunity exploitation has been 

discussed depending on different types of entrepreneurs considering their motivations 

as well as intentions. As a result of literature review 3 categories of agritourism 

enterprises as «supplementary enterprise», «complementary enterprise» and «primary 

enterprise» have been revealed. On the other hand, the role and importance of an 

entrepreneurial activity, defined as one of the most effective managerial approaches 

of redeveloping rural economies, have been considered.  
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2 GEOGRAPHY OF RURAL TOURISM AND FOREIGN EXPERIENCE 

2.1 Preconditions for rural tourism development in the world 

A conventional agriculture is not able to ensure the sustainability in rural areas 

nowadays, therefore in worldwide practice agritourism is considered as an alternative 

activity to agriculture. Taking into consideration a favorable impact of tourism on 

rural areas, agritourism is able to assure the economic sustainability. Tourism taking 

place in rural territories is a new emerging trend characterized by recreational, 

economic and social aspects. Since the implementation of agritourism is accompanied 

by the investment in rural infrastructure it significantly contributes to regional 

development and community improvement.  

Luzhanskaja, Mahlinec and Tebljashkina (2008) reported that in many European 

countries tourism has been actively promoted as an instrument of rural restructuring 

since 1970s. The main reason for this was the difficult economic situation in 

agricultural sector in most of states of Europe. At that period there was a necessity to 

develop non-agricultural sectors with the aim to create jobs for rural population. 

During that period the role of nature-based alternative tourism forms has significantly 

increased [164]. According to the European Union rural development legislation a 

considerable attention has been paid for an agricultural diversification and economic 

improvement through the implementation of the Integrated Rural Development 

strategy. The strategy has been a relevant continuation of previous agendas of the 

European Union and has affected rural regions in positive ways [165].  

At the end of 1990th national rural tourism organizations are confederated into 

the European Federation for Farm and Village Tourism (EuroGites). It includes 35 

professional associations of rural tourism from 28 countries. The major goal of the 

organization is promoting tourism in rural places, increasing the potential of rural 

tourism forms in Europe, encouraging the development of sustainable tourism, 

investing in tourism projects, maintaining ethno-cultural diversity, providing 

consulting, marketing and training support for rural tourism enterprises [166].  

Rural tourism in the European Union countries, particularly in Poland, Austria, 

France, Spain, Italy and Germany is an integral part of socio-economic development 

strategy where the potential of rural landscapes is utilized for the purpose of creating 

employment opportunities for rural society as well as improving rural infrastructure. 

At the same time the development of small and medium size enterprises was 

stimulated and the quality of country hospitality units has considerably increased. As 

it was proved by world practice the implementation of rural tourism development 

projects has become a relevant solution for comprehensive socio-economic problems, 

and Luzhanskaja, Mahlinec and Tebljashkina emphasize the following outputs:  

1. Creating opportunities for rural community in terms of improving financial 

conditions of the population through additional incomes. 

2. Creating employment opportunities within the tourism industry or in other 

related sectors.  

3. Contributing to the development of SMEs in rural or peripheral areas.  

4. The rational utilization of natural resources and environment protection.  

5. Establishing affordable prices for accommodations. 
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6. Expanding the assortment of individualized tourism products. 

7. Promoting national folk, traditions, culture and maintaining ethnic identity.  

8. The development of modern tourism facilities and improvement of skills in 

customer service delivery.  

9. The research in regional ethnography and tourism [164, p. 76].  

European countries such as Italy, Hungary, Poland, Spain, Lithuania and Latvia 

are purposefully developing different forms of rural tourism, and each of the 

countries is using diverse approaches. For example, in Italy rural recreation is closely 

related to resort services offering luxury village accommodations (not lower than 3 

stars), thus the prices for agritourism are remarkably high. Well-developed tourism 

infrastructure creates necessary conditions for agritourism development. 

Luzhanskaja, Mahlinec and Tebljashkina argue that there are 3 types of agirtourism 

product in Italy, namely “nature and health”, “traditional gastronomy” and “sport-

agritourism” [164, p. 80].  

In whole main preconditions for rural tourism as well as agritourism 

development were the challenging issues of rural areas. Deepening problems of rural 

economies associated with rising unemployment, depopulation, low incomes in 

agricultural production and general socio-economic crisis of remote villages gave a 

relevant impetus for implementation of agritourism practices around the world.  

In this regard, rural tourism has been considered as an efficient instrument 

against comprehensive socio-economic problems of remote zones and fundamental 

preconditions for the development of countryside hospitality has been discussed.   

 

2.2 Rural tourism development in Visegrad Four (V4) countries 

In Visegrad Four countries or within the alliance of Central European states 

including Czech Republic, Hungary, Poland and Slovakia (Figure 6) tourism had 

been developing during the post-communistic reforms and socio-political 

transformations. The main features of tourism development in Visegrad Four 

countries were examined and reflected in Vagner’s investigations. The importance 

and role of tourism has significantly risen not only as an efficient sector of economy, 

but it has also taken a special place in the policy of these countries, sine tourism bas 

been supported within the framework of the regional development policy of the 

European Union. Up to the year 1989 these Central European countries had poor 

opportunities of inbound as well as outbound tourism.    

Disintegration of socialistic regime allowed the Central European countries 

including Poland, Slovakia, Czechia and Hungary socio-political, cultural and 

economic transformations, and such kind of changes contribute to the rise in number 

of incoming tourists. Consequently, these countries have begun to enhance their 

positions in European tourism market with an increasing market share. The progress 

in tourism industry was usually explained by the rich variety of natural, cultural and 

historical heritages of the region, advanced quality of services, and stable political 

situation.  Generally tourism development in V4 countries can be characterized by 

several stages [167].  
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                                   Figure 6 – Countries of Visegrad group 

 

The first stage including the period between 1990 and 1998 was described by 

the considerable increase in inbound tourism in V4 countries and they became 

“Central European Tourist Tigers”. The leading position was taken by Hungary. The 

remarkable growth in tourism was due to the implementation of visa-free system, 

relatively short distances between neighboring countries, cultural resemblance, high 

touristic potential of the countries and affordable prices for tourism products. This 

period is labeled as a time of “fashion effect”, meaning that previously unexplored 

V4 countries have become popular tourism destinations of western tourists interested 

in history of post-socialistic states. One of the most well developed directions was 

shopping tourism during that period.  

At the second stage (1999-2000) tourism suffered from negative effects of 

external as well as internal factors such as unfavorable political situation, 

environmental hazards and weaknesses in tourism management. Despite the 

considerably strong historical and cultural potential tourism industry faced obstacles 

due to the lack of well considered concept, poor promotion and unimproved 

infrastructure. On the other hand, there was the lack efficient coordination in the field 

of tourism. However, it can be mentioned that congress tourism was in a quite good 

demand.  

The third stage was associated with the tendency of a substantial growth in 

tourism flows that occurred by the year 2003. The number of people employed in 

tourism sector has been also increased. Extending of stays and high seasons because 

of high demand leaded to the positive image of the V4 countries. Moreover, progress 

in low-cost airlines stimulated travelling activities within the Europe. Along with 

mass tourism alternative tourism forms had been emerging as well, owing to the 

rising interest of a society in sustainable tourism [167, p. 79-84]. Positive effect of the 

financial support provided for the V4 countries from the side of European Union has 

be seen in four years after the membership as an improved infrastructure, enhanced 

quality of services, positive image, higher level on income, a rise in number of 

foreign students as well as common tourists. Vagner recognized the most developed 

tourism forms in V4 countries as followings: 
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- Cultural and historical tourism; 

- Mountain tourism; 

- Spa and health tourism; 

- Pilgrimage tourism; 

- City breaks and lakes holidays;      

- Ecotourism 

- Agritourism [167, p. 85-86]. 

However, the main focus is given on alternative tourism forms including ecotourism 

and rural tourism. Referring to Milics legislation in V4 countries defines rural 

tourism as an activity related to the provision of accommodations with the number of 

rooms no more than 5 and with the number of beds no more than 10 (food service is 

included or not included) in rural properties[168]. 

Poland is the country in the Central Europe with the territory of 312 679 km² 

and 38.1 million of population. The capital city is Warsaw. Poland is the member of 

European Union since the year 2004 and also the member of Schengen area from the 

year 2007. One of the most popular destinations in the country is the Masuria region 

[169].   

Referring to Jonas and Zygulski the development of agritourism in Poland 

originates from the 18th century and it has received a growing popularity at the time 

of socialistic regime. Countryside vacations were in a great demand during that 

historical period. However, the Polish agritourism has received a real professional 

development path only since the beginning of 2003. Firstly, it happened due to the 

crisis in the agricultural sector and farmers had to diversify agricultural activities with 

the aim of gaining an alternative income. Secondly, it happened because of the 

implementation of an effective agritourism concept as well as providing 

informational support [170]. Consequently, a mass awareness about agritourism 

business has been spread among farmers. According to Hegarty and Przezborska 

national institutions of Poland which are responsible for tourism development in 

1990s started joint project with experts of the European Union on estimating the 

country’s potential in terms of creating and promoting unique products with the 

higher level of competitiveness such as: 

- Rural and agritourism; 

- Cultural and city tourism; 

- Active tourism; 

- Transit tourism; 

- Border-zone weekend tourism [171]. 

In Poland agritourism development was coordinated by Agricultural Advisory 

Centres focused on implementation of local agritourism programs. The organization 

also provided a consultancy support for entrepreneurs. Nowadays agritourism in 

Poland has become one of the most attractive businesses for many rural 

entrepreneurs. If at the beginning of 1990s there were 590 agritourism enterprises, 

today this number has been significantly increased by 8000 agritourism providers, 

generally accommodating 80000 tourists. Malopolska and Podkarpacie provinces are 
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well known agritourism destinations today. Moreover, there are other attractive 

agritourism zones namely: Pomerania, Podlasie, Warmia-and-Mazuria [170, p. 2].  

In Poland rural tourism is understood as “country hospitality”. Rural tourism 

business initiatives are encouraged by the government of the country. Tourism 

enterprises involved in rural hospitality provide tourism services on a basis of their 

own households. Comparing to other forms of entrepreneurship rural tourism 

enterprises have special privileges. Rural tourism services usually include the 

provision of rented rooms, buildings, tents and homemade food or the experience 

related to the living in households and participating in farm works. The owners of 

rural household mainly focus on agricultural production processes and additionally 

provide rural tourism services relying on their own funds [164, p. 91].  

In Poland the Ministry of Agriculture and Rural Development plays a vitally 

important role in agritourism development. The ministry aiming at increasing the 

well-being of rural population and maintaining rural regions through agritourism 

during many years has been providing organizational as well as the financial support 

for small rural enterprises within the framework of LEADER program. The financial 

support is provided according to the Rural Development Program implementing by 

the European Union. Furthermore, considerable number of tourism development 

projects has been financing and realizing based on Regional Development Program 

for 2007-2013. According to the program special financial means assigned for 

agritourism entrepreneurs for the refurbishment purposes. This made it possible to 

enhance the service quality and improve recreational facilities. In rural areas of 

Poland different types of touristic facilities are being developed. An informational as 

well as promotional support is also being actively provided. The main work in 

agritourism development is being carried out by Polish Federation of Rural Tourism 

and Agricultural Advisory Center. In addition to these approximately 120 agritourism 

associations are functioning across the country [170, p. 2-3].  

Regarding to Jonas and Zygulski rural tourism accommodations in Poland are 

classified referring to three-leveled service standards identified by “sun symbols”. 

According to the Countryside Accommodation Classification System the third level 

is the highest level of services applied to rural tourism accommodations. The system 

is regulated by Polish Federation of Rural Tourism. The classification is implemented 

on voluntary lines. It means that categorization of rural accommodation is not 

obligatory in Poland. Owners are concerned with the categorization process because 

of the aim of easier promotion of their services in tourism market. Relying on the 

latest statistical data 400 categorized accommodations exist within the country 

nowadays. A specific aspect of Polish classification is separating rural 

accommodations into two general categories such as farm stay and countryside stay 

accommodations [170, p. 3]. As Luzhanskaja, Mahlinec and Tebljashkina state that 

Poland has quite a big experience in categorization of rural tourism accommodations, 

which have to meet sanitary standards and security. According to the classification of 

Polish Federation of Rural Tourism there are four types of rural accommodations 

such as guest houses, property units, group apartments and small touristic towns [164, 

p. 93].       
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Czech Republic is a European country with a total areas 78 866 km² and the 

population of 10.5 million. The capital of the state is Prague. It became the member 

of European Union in 2004, and the republic is the member of the Schengen area 

[172]. The most attractive destination in Czech Republic is its capital city Prague. 

Moreover there are many historical tourist attractions in Bohemia, Moravia and 

Silesia [173].  

In Czech Republic the industry of tourism remained undeveloped at the period 

of communistic regime and even the private ownership was prohibited. After the 

collapse of socialism, economy of the country experienced transformational process 

worsened by general crisis, difficulties in industrial sectors and unemployment. 

Especially rural population suffered from an insufficient income due to the extinction 

of transport subsidizes. Comparing with Hungary tourism had the totally different 

development path. Because of the absence of a private ownership there was no any 

kind of individual entrepreneurial activities, consequently there was a shortage of 

experience in this field, and individuals did not have start-up capital needed for a 

business initiative [174]. 

Since the year 1995 in Czech Republic tourism development measures have 

been taken. Within the framework of «Tourism at the Service of Rural Development» 

program for 1995-1998 and «Heritage Trails» project for 1998-2000 developing of 

tourism product and strategy has been started. Moreover, a considerable attention was 

paid for training. «Tourism at the Service of Rural Development» program covered 

the main important directions in development of the country’s tourism that can be 

summarized as followings:  

- Building institutional capacity; 

- Training  

- Developing tourism products [174, p. 13]. 

An initial attempt in implementation of the project focused on estimation of a 

potential for cooperation between public - private sectors and governmental 

institutions. Measures of building institutional capacity covered five regions, and 

special seminars expounding the importance and benefits of a joint cooperation was 

conducted. As a result such kind of seminars significantly contributed to partnership 

development. The next step of the project related to training activities aimed at 

service quality improvement and spreading tourism awareness. At that moment it was 

very important for Czech Republic to increase the awareness on tourism potential of 

the country among local population. Local authorities and the government 

appropriated funds in order to train villagers that had been involved in tourism 

business with the aim to earn alternative incomes. Activities on training were realized 

as a long-term strategy and within the framework of the strategy offices of European 

Centre for Eco Agro Tourism started their advisory services all over the country. 

Tourism product development actions included different promotional measures [174, 

p. 13]. 

Ryglová claimed that in fact rural tourism development in Czech Republic has 

started since the year 1993 with the participation of 15 farms [175]. By the year 1994 

the number of farms has increased to 51 and 800 tourists has been accommodated. 
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Nowadays villages are visited by 28000-38000 tourists and the considerable part of 

them is foreign visitors. A preferable length of say of rural tourism consumers is 3-4 

days. Generally, 1000 rural tourism providers are currently operating in the country. 

Different types of rural tourism services are mainly offered in Šumava (the South of 

Bohemia), Podkrkonošský regions as well as in the Orlické mountains. Furthermore, 

rural tourism products can be found in other regions of the country as well. As 

Ryglová mentioned there are different types of rural accommodation in Czech 

Republic such as:  

- Campsites; 

- Cottages; 

- Running farms; 

- Summer flats; 

- Boarding houses; 

- Themed hotels [175, p. 425-426].  

Rural tourism sector of the country has been increasingly developing during the 

last ten years [176]. Comparing to neighboring states such as Austria and Germany 

tourism industry in Czech Republic is quite slowly developing. In the country rural 

tourism is not distinguished as a particular form of tourism [177]. There are obvious 

weaknesses in tourism development in Czech Republic due to the high prices for 

tourism services and relatively low quality. There is the same situation in the 

Republic of Kazakhstan and rural tourism is also not considered as an individual form 

of tourism products. Moreover, Holland, Burian and Dixey emphasized several 

problems in rural tourism development that were typical for Czech Republic as 

followings: 

- Lack of support from the side of government; 

- Weaknesses in coordination and poor local leadership; 

- Shortage of resources for marketing activities [174, p. 18-21].  

Hungary is landlocked country with the population of 10 million people, that 

borders on other European countries such as Slovakia, Ukraine, Romania, Serbia, 

Croatia, Slovenia and Austria, and takes in total 93 000 km².  The capital of the 

country is Budapest. The country is a member of European Union and Schengen area. 

The famous touristic centre of Hungary is Lake Balaton [178].  Balaton is the largest 

lake in Central Europe. Budapest is also considered as a popular tourist destination.  

In Hungary despite the socialistic regime there has been the basis for the 

industry of tourism since 1970s. There were favorable conditions to use foreign 

investments and develop touristic facilities according to western standards. It 

contribute significantly to the development of tourism within the country and in 

1990s Hungary became one of the most popular destinations for tourists coming from 

Western European states [174, p. 13].  

In Hungary rural tourism is considered as a previously existed phenomenon. As 

indicated by Kulcsár 35-45 % of all holidays has been occupied by rural vacations till 

1941-1945 years [61, p. 122-123].  By the year 1945 rural tourism has vanished from 

the sight. The revival of rural tourism has started only in 1960s as a part of regional 

development project. However, this attempt was not very successful. Kulcsár 
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expounds that there is no a high demand for rural tourism products due to common 

visits of local population to their relatives living in villages. Local people perceive 

that there is no need to spend money for rural tourism services, as they can stay in the 

countryside with relatives. On the other hand, many people in Hungary have their 

own properties located in rural areas. Such kind of situation hinders rural tourism 

development, because it makes impossible to attract required number of tourists. 

Nowadays Hungary is trying to attract visitors by creating real rural experience for 

consumers. In general rural tourism is required innovative improvement in order to 

increase a competitiveness of the country in tourism and hospitality industry. 

However, Hungary has a rich diversity of natural as well as cultural resources needed 

for rural tourism development including: 

- Attractive environmental resources; 

- Culture and traditions; 

- Historical heritages; 

- Hospitality of local communities; 

- Countryside lifestyle; 

- Gastronomy.  

- Ancient style of villages [61, p. 125].  

Referring to Fotiadis in 1997 rural tourism development project started to be 

implemented by Hungarian Tourism Corporation [179]. As a result rural tourism 

accommodations have been created through the renovation of existed resources and 

new construction. There are several organizations which are responsible for rural 

tourism promotion and marketing namely Hungarian Federation of Rural Tourism 

and Hungarian Federation of Rural and Agritourism, providing informational support. 

In Hungary rural tourism has a seasonal character, and tourism service provider 

usually operate in summer months. There is a quite satisfactory demand for rural 

tourism products especially from the side of German and Austrian tourists. An 

approximate length of stay corresponds to 5 days. Tourists coming from other 

countries usually prefer the following rural tourism products:  

- Rural festivals and fiesta;  

- Gastronomy and wine; 

- Low cost rural accommodation [179, p. 80-82].  

In the country non-farm activities connected to rural tourism are not regulated 

by special norms and legislations applying to other enterprises, consequently 

individual incomes gained from the utilization of rural properties and households are 

not subjects to taxation. However, agritourism operators are required to provide no 

more than 10 beds especially in countryside areas not belonging to resort zones.   

Family households which are already involved into rural tourism sector or interested 

in starting own business initiatives particularly in underdeveloped rural zones and 

peripheral regions are provided by special benefits based on governmental programs. 

Candidates should be the residents of local rural areas with the population size no 

more than 3000 people, located in economically underdeveloped regions, which have 

a rural property and able to offer agritourism services. Individual business initiatives 

of the candidates have to be oriented at the improvement of living quarters, 



61 
 

modernization of rural dwellings, development of supplementary infrastructure, 

marketing. Accepted business projects are financially supported by the government 

and provided by nonrefundable loans (8000$) in case of successful implementation 

[164, p. 105].  

Slovakia is a country that situated in the heart of Central Europe. Slovakia is the 

landlocked country with the territory of 48 845 km² that borders Czech Republic, 

Austria, Poland, Hungary and Ukraine.  The population of the country is 5.4 million 

people, and the capital of the state is Bratislava. Slovakia is the member of European 

Union and the euro zone. Since 2007 the republic became the member of the 

Schengen area [180].  

Clarke, Denmann, Hickman and Slovak indicated that during the historical 

period of the Velvet Revolution that has taken place in 1989 communistic regime in 

Slovakia has been dissolved [181]. Later on the former state of Czechoslovakia was 

separated and by the year 1993 Czech Republic and Slovak Republic became the 

independent countries. At that period Czech Republic demonstrated a rapid increase 

in international tourism, first of all owing to the growing image of Prague as one of 

the most attractive tourism destinations in Europe.  Visited by 17.4 million 

international tourists Czech Republic by the year 1997 has been ranked as 6th leading 

European countries, while Slovakia received only insufficient number of arrivals 

corresponded to 807,600. Difficulties in tourism development in Slovakia can be 

explained by several reasons. First of all the country had no popular image as the 

well-known tourism destination among other foreign countries. Moreover, the 

awareness of Slovakia as a sovereign state was very week. Slovakia has remained 

largely unknown at that period. Other obstacles in the way of tourism development 

were bureaucracy and political problems that had a negative effect on private and 

public sectors’ cooperation. And finally, there were the problems of undeveloped 

infrastructure and low quality of tourism services, hindering the rise in number of 

international arrivals. There are official organization regulating tourism policy in the 

country, namely The Slovak Agency for Tourism that has been founded in 1995 and 

The Council of Tourism that has been established one year later. In 1995 Slovakia  

started to implement the national tourism development initiative that was focused on 

the following directions: 

- Classifying accommodation as well as catering facilities according to the 

national system of classification.  

- Implementing “Tourism Development Support Programme in Slovakia 111”. 

The program provided considerable support and motivation for tourism businesses by 

70 percent interest loan paybacks. The support extended to new hospitality and 

tourism business startups, improvement of facilities, transformation and 

reconstruction of historical buildings, and developing winter tourism services and 

facilities.  

- Considering tourism as a strategic sector of country’s economy generating 

opportunities for employment as well as foreign income [181, p. 195].   

Despite the governmental support, there were weaknesses in coordination at 

local administrative levels. On the other hand, in Slovakia considerable attention is 
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paid for rural tourism development as a panacea for socio-economic decline in the 

countryside. The state government assigned special means for agritourism projects 

applied to farm enterprises gaining half of their income from agricultural activities. In 

addition to this different promotional materials were published [181, p. 195].  

Nowadays there are different categories of rural tourism accommodations in 

Slovakia including small farms, boarding and family houses, cottages. In Slovakia 

number of farms operating in a rural tourism sector is around 62 units, 42 of them are 

engaged in agritourism business.  

Comparing to other European states the Slovak sector of rural tourism is 

considered quite small.  

For example, in Hungary approximately 6800 farms operate in the field of rural 

tourism, while in Czech Republic this number ranges from 355 to 400 unites.   

The Slovak Association for Rural Tourism and Agro-tourism (SARTA) that was 

established in 1993includes 300 members including farmers, different organizations, 

agricultural enterprises, and individuals.  

The organization provides consultancy support and produces informative 

materials. Agritourism accommodations in the country are classified according to the 

quality standards ranging between one and five stars depending on levels of service 

[166, p. 37-38].  

Generally, the distinctive aspects of rural tourism development in Slovakia were 

represented by Habán, Macák and Otepka as SWOT analysis in the Table 6:  
 

Table 6 - SWOT analysis for Agritourism development in Slovakia 

 

1. Strong points 2. Weak points 

1 2 

- geographical location; 

- attractive environment; 

- favourable infrastructure; 

- easily access by means of the nearby 

international roads; 

- relative closeness to Vienna and 

Budapest; 

- places of interest, both cultural and 

natural; 

- agricultural and sheep breeding 

tradition; 

- premises suitable for rural tourism and 

agritourism; 

- hardworking, friendly, hospitable 

people; 

- wide range of sport facilities. 

- low awareness of the opportunities 

for rural tourism and agritourism; 

- insufficient infrastructure for the 

purposes of tourism 

(accommodation facilities); 

- shortage of finances and low 

accessibility of external resources 

necessary for building -renovation 

for rural tourism and agro-tourism 

purposes; 

- insufficient promotion of the 

protected landscape; 

- low level of co-operation of 

inhabitants; 

- non-functioning public transport, 

except during working days; 

- indebtedness of companies dealing 

with agriculture. 
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  Continuation of Table 5 

 

1 2 

3. Opportunities 4. Threats 

- large and unique agricultural 

settlements well-suited for rural 

tourism and agritourism; 

- large number of farmers with private 

property; 

- possibility of getting subsidies from 

funds; 

- possibility of staff training; 

- chance to get information and 

experience from Austrian and 

Hungarian farms and mutual 

cooperation; 

- exploitation of expertise and 

experience from abroad; 

- possibility of utilization of the natural 

environment; 

-  development of activities for the well-

off clientele (e.g. horse riding, golf). 

- lack of interest on the side of 

governmental institutions; 

- low support of local authorities; 

- competition (other tourist places); 

-  impact of unemployment in some of 

the regions, lower standard of living. 

Source - Habán, Macák, Otepka (2012), Roczniki Naukowe Ekonomii 

Rolnictwa i Rozwoju Obszarów Wiejskich, 99 (3): 38-39p 

 

According to the Tourism Development Strategy of the Slovak Republic until 

2013 the country gives the main priority on tourism product development focusing on 

its uniqueness. Within the framework of the strategy Slovakia is planning to improve 

country’s tourism products with the more focus on experiences, culture, folk and 

heritages. Priority-driven tourism forms are expected to be as followings: 

- urban and cultural tourism; 

- health and spa tourism; 

- winter tourism; 

- summer tourism and waterside holidays; 

- rural and agricultural tourism [182].  

Belda argues that in addition to above mentioned tourism forms Slovakia has 

also feasible opportunities to develop ecotourism, adventure and business tourism 

[183]. Among all planned tourism forms the country gives a special priority for rural 

tourism and agritourism development.  

The Rural tourism product of Slovakia includes farm stays, different types of 

recreation, participating in agricultural activities, learning customs, traditions and 

folk. Developing and promoting rural tourism business is an issue of a great 

importance for Slovakia, because it helps to overcome unemployment problems and 

economic decline currently existing in several regions of the country [183, p. 192]. 

http://www.wne.sggw.pl/czasopisma/rnr/
http://www.wne.sggw.pl/czasopisma/rnr/
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Rural tourism development, as well as general development of tourism industry 

in Central European countries started as a result of economic reforms and socio-

political transformation after the replacement of communistic regime. At an initial 

stage of tourism development countries as Poland, Czech Republic and Slovakia had 

similar problems as Kazakhstan, particularly small number of arrivals, weaknesses in 

infrastructure, the lack of support and coordination, poor cooperation and promotion, 

which affect the sector of agritourism as well. The process of formation of the sector 

of agritourism in Central European countries has been examined and compared in a 

given subsection of the dissertation.   

 

 2.3 Rural tourism development in the Nordic countries 

In the Nordic countries including Norway, Denmark, Sweden, Finland (Figure 

7) tourism has been considered an efficient instrument of rural development since the 

beginning of 1990s owing to the general economic decline in rural regions caused by 

agricultural restructuring reforms. The socio-economic situation in rural areas was 

worsened by depopulation. In a whole rural tourism has been developing on a basis of 

personal initiatives of individual entrepreneurs without the systematic approach. 

Rural tourism business usually was driven by individual entrepreneurs who had no 

prior experience and required skills related to the sphere.  The main purpose was to 

find a source of income in a situation of unemployment. As Müller characterized 

rural tourism providers have a limited knowledge in consumer expectations. On the 

other hand, the quality of tourism services in rural areas sometimes is not perfect. 

This is significantly important, since in the Nordic states prices are quite higher 

comparing to other foreign countries [184].  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 7 - Nordic countries 

 

Additionally, in the Nordic countries, excepting Finland, there is no a complete 

strategy for promoting and developing rural tourism business. The main peculiarity of 

the Nordic countries is expensive tourism services due to the high costs. It hampers 
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the growth in domestic and inbound tourism. As the currency of Sweden is cheaper 

comparing to other Nordic countries, it attracts relatively more domestic and foreign 

tourists.  

Moreover, shortage of investment is also quite a big problem for the Nordic 

countries. There is no strong willingness to invest in tourism in this region because of 

low revenues and strict legislations. Therefore rural tourism in the Nordic countries 

mainly relies on public and private investments as well as development programs. 

Furthermore, the lack of research in the field of hospitality and tourism negatively 

effects on the process of strategic planning.  

Although the Nordic countries have certain challenges in tourism development, 

the region is considered as a fashionable tourism destination for foreign tourists. As 

Müller confirmed that the rural tourism product offered in the Nordic countries has 

been significantly improved in its quality, and tourism entrepreneurs have become 

much more skilled. Basically tourism development projects are supported by 

European Union programs [184, p. 22-23].  

The concept of rural tourism has become the one of the most economically 

efficient instruments of diversification not only in the Nordic regions, but also all 

over the European states, developing as a complementary or an alternative economic 

activity. The main reason to implement rural tourism fist of all was connected to the 

need to solve socio-economic problems rather than the exploiting demand 

opportunities in world tourism market. Individual entrepreneurs perceived rural 

tourism as an opportunity of gaining additional income and employment, while 

governmental authorities used the concept for the purpose of regional development 

[185].  

Denmark is a constitutional monarchy with a territory of 43 094 km² and with 

the population of 5.5 million people. The country is the member of European Union 

since the year 1973 and also the member of Schengen areas from 1996. The capital of 

the country is Copenhagen city [186]. Although in the country farm tourism exists, 

the distinctive feature of rural tourism in Denmark is that it develops in a close 

connection to coastal tourism. In the country rural tourism is equated with coastal 

rural tourism because popular coastal areas which are in a high demand among 

visitors are situated in the countryside remote from towns. In this regard Denmark 

applies a special approach through combining rural and coastal tourism forms into 

one tourism product. In particular a summer house renting is a widespread type of 

vacation among local and international tourists. Especially there is a quite satisfactory 

demand for such kind of recreation among Norwegian and German holidaymakers. 

Denmark gains competitive advantage by attractive natural resources, particularly by 

sandy beaches. Moreover, the country offers a wide variety of outdoor activities for 

tourists. The general segment is families. Rural vacations are especially popular 

during summer months including the period from June till August that is considered 

as a high season [185, p. 25-26].   

Referring to Halkier it can be claimed that the tourism product of Denmark has a 

strong advantage in terms of high level of awareness in domestic as well as 

international markets. Traditional tourism offering is successfully supplemented by 
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cultural and experience-based tourism elements, and such kind of approach helps to 

increase customer satisfaction leading to the growth in tourists flows. Destination 

management organizations of the country are very interested in following this 

direction, since it enables to increase the image and attractiveness of national tourism 

destination of Denmark. However, a considerable part of tourism activities of the 

country has a seasonal character. On the other hand, destination management 

organizations responsible for tourism development usually provide insufficient 

support for innovations, and instead of this they pay more attention to promoting 

traditional tourism activities [185, p. 26]. Rural tourism development in Denmark 

also suffers from inefficient coordination. Problems and advantages of Denmark in 

terms of rural tourism development can be clearly demonstrated through Halkier’s 

SWOT- analysis provided below in Table 7.     

  

Table 7 - SWOT analysis for rural tourism development in Denmark 

 
1. Strong points 2. Weak points 

- Destination well known by national and 

close-by international markets; 

- Public Destination Management 

Organizations engage partners; 

- Nature activities are connected to 

culture experiences. 

 

- Highly seasonal, and adds to the main 

nature-based activities; 

- Fragmented nature of firms – need for 

coordination; 

- Destination Management Organizations 

do not always prioritize innovation and 

development; 

- Destination Management Organizations 

mainly support existing nature-based 

products through marketing activities; 

3. Opportunities 4. Threats 

- Sector dominated by small firms, entry 

barriers relatively low; 

- Well-known destinations – the task is to 

add dimension to the existing image; 

- Willingness to cooperate has increased 

among small firms; 

- Current trends: “Simple Living”, “Slow 

yet cultural”, “City breaks” from hectic 

city life.  

- Cultural trends such as greater 

appreciation of city life may make this 

kind of holiday obsolete in the eyes of 

many customers, and hence this 

particular product needs to be 

developed and marketed with regard to 

a carefully segmented group of 

customers. 

Source - Halkier (2013). Nordregio Working Paper, № 3, p. 26 

 

In Denmark barriers for entry are considered to be low in the sector of rural 

tourism business. Rural tourism destinations of the country are characterized by a 

strong awareness and in order to maintain popularity it needs to diversify a tourism 

product by enriching its content with innovative elements. The growing tendency of 

simplicity among modern consumers leads to the increase of demand for different 

rural tourism services. However, there is also an apprehension that a big number of 

consumers may possibly understand rural recreation as an old-fashioned activity, due 

to changing preferences and new cultural trends [185, p. 26].  
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Rural tourism in Finland is understand as a business conducted in the 

countryside based on specific elements of rurality represented by virgin natural 

environment, beautiful landscape, local culture and community. Rural tourism 

entrepreneurship is driven by small-scale firms and family businesses and relies on a 

consumer-oriented approach. Rural tourism includes many varieties of activities 

organized in rural settings. In Finland rural tourism is implemented and supported as 

a strategy for an integral development. Rural tourism services are in a good demand. 

According to the statistical data there was the 5% gradual increase in the year 2012. 

Furthermore, in local tourism market the growth in group tourism can be also 

observed. One of the most important segments of rural tourism is Russian, Estonian, 

German and Swedish tourists [187].  

As Pesonen, Tahvanainen, Vesterinen and Taatinen indicated in the country 

rural tourism business was implemented and promoted within the framework of 

development projects. There are many extensive networks of rural tourism in Finland 

nowadays. The main focus in developing tourism within the country is made on 

product improvement and efficient marketing activities. Since a tourism product 

depends on a complex combination of hospitality related resources owned by 

different stakeholders, creating strong networks becomes a question of a grate 

importance. There are three main organizations functioning in the field of tourism in 

Finland, namely the Finnish Association of Rural Tourism Entrepreneurs, The 

Finnish Nature-based Entrepreneurship Association, and the last one is Finnish 

Country Wineries. The Finnish Association of Rural Tourism Entrepreneurs that has 

been found in 1995 includes more than 160 tourism service providers as well as 

important rural tourism operators, with the view of developing and enhancing the 

cooperation between individual enterprises and promoting countryside tourism. The 

Finnish Nature-based Entrepreneurship Association is considered as another powerful 

organization functioning on a national level since the year 2001. Being the 

nongovernmental organization it develops cooperation in tourism, handicraft 

industry, and food and service sectors. Besides antecedent activities it focuses on 

education and research. There are also other national networks functioning all over 

the country [187, p. 27].  

At the beginning of the year 2000 when Finland has started to be promoted as 

Northern European tourism destination there was no really attractive tourism product. 

Because of this reason in 2006s special development projects has been confirmed 

within the framework of National Tourism Strategy of Finland. Actions on rural 

tourism development have been leaded by cooperative actors including the Ministry 

of Education and Culture of Finland and Rural Tourism Working Group [187, p. 28].  

In the countryside of Finland rural tourism is considered as a source of 

complementary income and alternative job opportunity. The country put the accent 

on interesting point of rural villages such as national culture, attractive nature and 

historical heritages, with the aim to create unique rural tourism packages enriched by 

national singularities in order to attract international tourists by the real Finnish 

experience. According to the national tourism project that has started to be 

implemented from the year 2009 and currently working, has a positive effect not only 
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on tourism development, but also on socio-economic conditions in Finnish villages. 

Rural tourism project is implementing within the country according to the following 

directions: 

- developing own models of rural tourism activities; 

- creating rural tourism product on a basis of Finnish culture and traditions; 

- enhancing knowledge and communication [187, p. 28-29].  

In a whole the Finnish rural tourism sector is able to provide various experiences 

to customers. However, there are some difficulties with one night stay 

accommodation services. Most of renting accommodations are oriented to a client 

group who prefer long-term stays of approximately a one - week duration. In order to 

find a relevant solution for an existing problem Finland started to implement 

Homestay Project since 2011 that is functioning up to this date, with the aim of 

expanding the rural lodging supply. As a result Finland started to develop a novel 

concept implying the creation of home-based hospitality services. The concept 

implies that house owners provide accommodation and food services at their 

properties. It also may positively affect on customer satisfaction, because tourists can 

clearly see the way of life of Finnish people and directly learn national traditions and 

customs of the country. The concept of homestays is considered as a sustainable form 

of accommodation, since it can function on a basis of currently owned resources and 

infrastructure without considerable additional investments.  

According to Pesonen, Tahvanainen, Vesterinen and Taatinen Finland has 

favorable prior conditions for rural tourism development. A national tourism product 

of Finland combines exclusive natural resources, developed tourism infrastructure, 

modern technologies, cultural identity and stable socio-political situation having a 

positive influence on a whole tourism industry. Finland gains competitive advantage 

in hospitality and tourism industry well-developed leadership in the field. The 

country has different tourism clusters and centers, organizations effectively 

coordinating the development process, and the most important strength that can be 

mentioned in this regard is comprehensive research activities contributing to the 

progress of tourism entrepreneurship. Furthermore, there are all necessary conditions 

in terms of education for entrepreneurs who are willing to improve personal skills and 

knowledge in business.  Even though the prices in the country are in a high level, 

quite affordable prices are set for outdoor recreational activities. A significant 

advantage of tourism in Finland is international tourists from Russia. Finland 

recognized business opportunities in emerging and growing demand for multi-

activities in the sector of nature-based tourism, and the country is going to occupy 

that niche.  

However, Finland is a tourism destination that has a low level of awareness in 

international market. This situation is sophisticated by a difficult access to the 

country, moreover travel expenses are relatively high. Therefore in tourism strategy 

to 2020 the country is planning to improve air, train and bus traffics, and also 

stabilize prices. In Finland rural tourism plays mainly the role of supplementary 

activities, as a result the majority service providers do not improve or expand their 

businesses. This becomes an obstacle on the way of regional development and 
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intensifies seasonal character of tourism. Several areas of Finland are characterized 

by poor informational support about recreational activities and other facilities that 

complicate consumer’s vacation. Difficulties also exist in distribution and marketing 

tourism services. On the other hand, due to the high employment costs and tax rates 

tourism products in the country are remaining expensive within the scope of 

European countries. The lack of statistical data in the field of rural tourism services 

reduces the reliability of industrial analyses [187, p. 31]. 

Nowadays there is a tendency of a rapid decline in number of international 

tourists coming from Russia. This affects on occupancy rates which are also 

decreasing. Moreover, the seasonality hampers the situation, and the shortage of 

qualified labor causes problems in entrepreneurial operations. General competitors of 

Finland in tourism industry are Norway and Sweden, therefore the diversification of 

tourism products and making them more unique in terms of the content of 

experiences and quality are the main strategic goals of the country. Main important 

aspects of rural tourism development in Finland can be seen through the recent 

analysis carried out by Pesonen, Tahvanainen, Vesterinen and Taatinen as the 

following (Table 8).  

 

Table 8 - SWOT analysis for Rural tourism development in Finland  

 
1. Strong points 2. Weak points 

- nature environment; 

- safety; 

- good accessibility from main market 

areas (Russia). 

- high prices; 

- difficulties in accessibility from central 

Europe; 

- lack of strong brands. 

3. Opportunities 4. Threats 

- increased interest towards multi-

activities among nature tourists; 

- fragmentation of consumer group.  

- decrease in number of Russian tourists; 

- low utilization rate (high seasonal); 

- availability of information in electronic 

distribution channels; 

- shortage of service providers.  

Source - Pesonen, Tahvanainen, Vesterinen and Taatinen (2013). Nordregio 

Working Paper, №3, p. 33. 

 

According to the opinion of experts and policymakers rural tourism is defined as 

the concept which is not very easy to implement in Northern European countries, 

however most every country in Europe are successfully developing this sector. In 

Sweden rural tourism is known as nature-based tourism, and it is a widespread type 

of recreation in northern regions of the state. There are two well known rural tourism 

forms in Sweden such as camping and home-based tourism which are well-developed 

in the country. The average indicator of stays in camping is approximately 14, 5 

million nights, and in home-based accommodations the figure corresponds to 35 

million nights every year. The form of tourism related to the provision of camping 

sites creates on average 15,000 seasonal employments. Different outdoor activities 
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taking place in rural areas is also one of the important categories of tourism services 

in Sweden, and this product is currently in a high demand [184, p. 41].   

Rural tourism in Sweden is promoted by the Federation of Swedish Farmers 

aiming to create opportunities for alternative income in rural areas. Over 300 

entrepreneurs are involved in rural tourism sector offering farm-stay services. 

Agritourism services in Sweden consists of popular offerings such as selling 

agricultural products in farm shops, local cuisine, festivals, entertaining events, 

hunting and horse riding activities. Sweden attracts many tourists by interesting 

tourism objects represented by museums and other historical heritages. Additionally, 

winter tourism services are becoming one of the leading directions of Swedish 

tourism industry. Another demanding tourism product is fishing. Sweden has a quite 

a big experience in accommodating domestic and international tourists in well-

equipped fishing caps providing one of the best memorable experiences in this field 

leading to the high level of customer satisfaction, and consequently ensuring repeat 

business. The considerable part of work on the way of developing rural tourism is 

realized by public company Sveaskog promoting tourism services through media 

tools [184, p. 42]. 

Müller states that in the field of rural tourism Sweden has an advantage in terms 

of a high potential of environmental resources – nature, scenery and meadows create 

eco-friendly image of the destination. In the country there is no strong competition in 

utilization of the land, which dose not limit business activities of rural entrepreneurs. 

Many firms operating in rural tourism sector are proponents of innovative and 

relevant ways of development, and they receive public and governmental support. 

Despite this fact, Sweden has problems with tourism investment, and the financial 

help is needed from the side of public organizations. Qualified and skilled human 

resources are another problem in tourism and hospitality industry of the country. 

Sometimes, several tourism services are unavailable, and the quality of offerings is 

different. Regulative norms related to the product security and insurance measures 

reduce the willingness to start tourism business. Usually tourism offerings are not 

supplemented with other activities, and tourism entrepreneurs are located far from 

each other, therefore Swedish tourism is not able to stimulate long stays. On the other 

hand, domestic tourism market is characterized by the weak competition hampering 

quality improvements [184, p. 43]. 

Other difficulties on the ways of rural tourism development are seasonality and 

comparatively high prices for tourism services. The current situation in tourism 

industry of Sweden shows the positive growth in inbound tourism as well as in local 

tourism. Nowadays the country is trying to develop tourism destinations and improve 

the quality of provided services. There is a growing demand for rural tourism 

offerings and experiences in domestic tourism market that creates more opportunities 

for future business expansions. Depopulation of rural areas increasing as a result of 

urbanization causes the shortage human resources needed for rural tourism. 

Considerable number of tourism service providers is generating insufficient economic 

benefits, and negative changes that can occur in economic environment may have 

unfavorable impacts on the economic performance of tourism enterprisers. In general 
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measures on developing rural tourism destinations in Sweden are implemented in 

unsystematic ways [184, p. 43-44]. Relying on SWOT-analysis Müller estimates rural 

tourism development in Sweden as presented below in Table 9.  
 

Table 9 - SWOT analysis for rural tourism development in Sweden 

 
1. Strong points 2. Weak points 

 

- A perceived unspoilt landscape; 

- Image – clean and safe; 

- Little competition. 

- Access to capital; 

- Lack of tourism skills and knowledge; 

- Immature tourism production systems; 

- lack of competition and spatial isolation; 

- Seasonality and relatively high prices. 

3. Opportunities 4. Threats 

- Market position and goodwill; 

- Destination development efforts; 

- Public support; 

- Ongoing urbanization; 

- Willingness to pay for activities.  

- Declining interest; 

- Rural depopulation, service decline and 

competition from other industries; 

- Economic change and turmoil; 

- Overrated expectations; 

- Disturbance of resource base.  

Source -  Müller (2013). Nordregio Working Paper, № 3, p. 44 

 

In Norway activities on rural tourism development has started since the 

year1980 with the implementation of the project of creating a rural tourism product. 

Works on developing rural tourism product was financed by the National Agreement 

of Farm Subsidies. In order to increase the involvement of local people and 

profitability of farms special scholarships were provided as well. Different sectors 

connected to tourism including accommodation (through differentiating traditional 

buildings), handicrafts, cultural entertainments, food productions were organized 

based on the above mentioned funding.  

According to Flognfeldt early in the past Norway made many attempts towards 

creating all year-round tourism, however as more than 30 years of previous 

experiences indicated this strategy was unfeasible. Despite the seasonality tourism 

industry of Norway is able to operate equally during summer, autumn and winter 

months. During the periods of a low season the country gains benefits from 

agritourism that can be offered at harvesting times.  There are several organizations 

responsible for the marketing of rural tourism including the Union of farmers and 

Norway Nature Travel. The distinctive feature of Norway tourism comparing to other 

Nordic countries is the existence of high quality accommodation providers offering 

modernized farm dwellings in traditional styles. Such kind of rural enterprises 

provide a big variety of additional services: 

- Organization of seminars; 

- Different cultural and educational programs; 

- Organization of special events (birthday, wedding); 

- High quality cuisine [188].  

Rural tourism providers focusing on quality accommodation services usually 

hold reconstructed heritage buildings, and considerable part of them participants of 
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the Heritage Association of Norway. Norway has its national branding system 

applying to the rural accommodation providers corresponding to the highest quality 

requirements which are distinguished by “Olav’s Rose” logo. Within the scope of 

rural tourism Norway offers fishing and hunting experiences. Moreover, the 

destination focuses on sport activities. However, as mentioned by Flognfeldt there are 

major hindrances to the development of rural tourism in the country such as: 

- Human resources. It is quite problematic, because of the necessity of skilled 

chefs for the food service sector. As the factor of seasonality creates difficulties for 

rural tourism, entrepreneurs have to attract tourists by local cuisine.  

- The level of wages and prices. Norwegian tourism industry is characterized by 

high production costs. Many attractive employment opportunities exist in domestic 

labor market.     

- Accessibility. Rural tourism entrepreneurs are situated in locations which are 

reachable only by personal transport, so the tourists have to rent a car which is quite 

expensive. As regards the public transportation system it covers only limited number 

of regions.  

- Combined activities. Due to the high seasonality a considerable part of rural 

enterprises have to seek for complementary employment opportunities.  

One of the most attractive products of Norwegian rural tourism is different 

interesting festivals and entertaining events. Almost every village in Norway is able 

to offer its own festival. Festivals are attractive for international tourists because they 

have foreign as well as local cultural elements. Such kind of festivals consist of a 

broad spectrum of experiential activities including folk, music, demonstrations, 

historical tours, gastronomy and even sport games [188, p. 36]. 

Protected territories of Norway have a high potential for rural tourism 

development. There are many self-catering unites such as rented chalets, caps, B&B 

lodgings, private houses, farm accommodations that expands the capability of 

national tourism industry. Norwegian farmers are given the possibility to start up 

farm tourism business based on provided financial support.  

There is big number of museums all over the country offering a cultural 

experience for consumers. However, human resources are expensive in the country, 

and it implies that a significant of employees of the national tourism sector is 

immigrants, unable to give relevant information to consumers about local things.  

The management system of national parks of Norway is considered as the 

weakest in comparison with other European countries. In order to offer new nature 

oriented rural tourism product the management needs to be significantly improved. It 

is also important for Norway to develop a strategy focused on low-spending category 

of tourists.  

Despite the possibility of using low-cost airlines on the way to the destination it 

is quite problematic to move within the country in order to reach remote villages 

[188, p. 37-38]. General issues of rural tourism development in Norway are 

demonstrated in Table 10 as results of SWOT analysis made by Flognfeldt.      
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Table 10 - SWOT analysis for rural tourism development in Norway 

 
1. Strong points 2. Weak points 

- The extreme variations in landscapes; 

- A highly developed transport system; 

- A cultural landscape containing many 

active small farms, even in remote areas. 

- Plenty of self-catering accommodations; 

- The subsidizing of farming and farm 

tourism;  

- The many small museums. 

- Many single-season areas in Norway; 

- The high costs of using human capital 

in tourism products; 

- A scarcity of labor; 

- Insufficient focus on active tourists’ 

total transport demand by the National 

Railways; 

- The management of national parks.  

3. Opportunities 4. Threats 

- The variation of landscapes and natural 

beauty; 

- Diversification of markets – low – and 

high-value consumers; 

- Grater accessibility of national parks and 

protected areas; 

- Managing national parks and world 

heritage areas as other nations do.  

- Declining interest; 

- Rural depopulation, service decline and 

competition from other industries; 

- Economic change and turmoil; 

- Overrated expectations; 

- Disturbance of resource base.  

Source -  Flognfeldt, (2013). Nordregio Working Paper, №3, p. 39 

 

An overall socio-economic situation occurred in Northern European countries 

during the period of implementation of rural development projects has been 

examined. Common problems as well as specific challenges of these individual 

countries have been revealed. Tourism development practices and rural tourism 

projects of Nordic countries have been considered, main directions in creation of a 

rural tourism product have been defined.  

 

2.4 Rural tourism development in Southern and Western European 

countries 

Like in most of European countries rural tourism, particularly agritourism 

concept has been implemented in Italy during 1980s. Agritourism is an innovative 

combination of an agricultural sector and tourism industry providing socio-economic 

and even environmental benefits for its stakeholders including a local community as 

well as consumers. Italy has developed the national legislative framework regulating 

agritourism business within the country in the year 1985 that identifies agritourism as 

hospitality and tourism oriented activity of agricultural entrepreneurs which has to be 

related or supplement farm works. The main goal of Italian strategy of agritourism 

development was to keep the population including farmers in rural areas. The Italian 

strategy consists of the following steps: 

- Developing the governmental and industrial support framework covering 

financial, marketing and planning aspects relying on well-considered coherence.  

- Developing marketing strategy with the focus on branding of agritourism 

products.   

- Developing the quality control system for agritourism services.  
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- Increasing the intellectual potential of the sector through obligatory training of 

agritourism providers.   

In this regard it can be mentioned that Italy successfully created its national 

agritourism brand called “Gallo Rosso” related to the northern tourism destination of 

the country. In addition to this the Union of Farmers of South Tyrol also developed a 

special brand aimed at destination promotion. It helped to increase occupancy rates 

and sales revenue gained from agritourism business. In short-term period, exactly 

during 8 years the region demonstrated a 107, 4% remarkable growth in overnight 

stays. Italy has considerably enriched its supply, and instead of conventional forms of 

tourism the country started to give priority to creating innovative agritourism 

products, and it became the competitive advantage of Italy in international rural 

tourism market. The crucial aspect of agritourism development system of Italy was a 

considerable financial support from the side of government for rural area households 

[189].  

Investigating of the Italian concept of rural tourism development can facilitate 

the implementation of agritourism in remote zones of Kazakhstan demanding 

additional attention and support from governmental authorities and society. Main 

objectives determined by Italian national strategy of developing agritourism 

destinations indicate the well-considered application of the model: 

- Improving the ways of utilization of natural and artificial resources of rural 

environment; 

- Advanced environmental management and increasing sustainability; 

- Promoting tourism products that have distinctive features and specific 

peculiarities of rurlality; 

- Promoting local customs, traditions and culture; 

- Elaboration of agricultural zones; 

- Stimulating social as well as youth tourism forms; 

- Increasing the cooperation between rural and urban communities [189, p. 15].  

One of the most developed agritourism destinations in Italy is Tuscany. There 

are plenty of agricultural enterprises creating the basis for agritourism in the region, 

and a considerable part of them is wineries. Another important region is Veneto 

practicing agritourism business because of the small size of farms. The number of 

farms in Veneto is around 15,000 unites with the common size of farms of 4,5 

hectares, meaning that such kind of small households have a big necessity for 

alternative activities in order to survive. There are a great number of vineyards in 

Veneto the same as Tuscany region. As regards agriculture Veneto mainly focuses on 

barley and corn productions. The next popular agritourism destination in Italy is 

Trentino Alto Adige that is famous for its agritourism brand. In general the region has 

quite uncomfortable environmental conditions for agriculture. Many agricultural 

households are situated in mountainous areas where the application of agricultural 

technologies is impossible, and farmers have to do everything by hand. Despite these 

difficulties Italian agricultural entrepreneurs have found innovative ways of 

promoting their region in world tourism market [189, p. 24].  
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According to the Veneto law rural entrepreneurs willing to operate as 

agritourism providers have to start up their business on a basis of currently owned 

resources and properties without new constructions and renovations. This is maid 

with the aim to maintain primary agricultural activities as well as keeping unique and 

natural features of Italian rural landscapes. Preserving historical identities of rural 

buildings the country applied sustainable approach to accommodation services. 

Italian agritourism sector is developed relying entirely on the governmental support. 

The financial support covers new start-ups as well as functioning agritourism 

enterprises planning additional improvements. Agritourism providers are offered non-

refundable subsidies allocated by the government. The main responsibility laid on 

farmers is minimum ten years of operation since the moment of taking financial 

means. Moreover, during the years of 2000-2006 agritourism in Veneto has been 

financed by European Union [189, p. 27].  

The total number of agritourism businesses in Veneto is approximately 1167 

unites offering different agritourism services, including operators providing more 

than one tourism activities. Agritourism enterprises of the region can be divided as 

followings (Table 11):  

 

Table 11 - Agritourism offerings in the region of Veneto  

 
Types of agritourism services Number of unites 

Restaurant services 644 

Accommodation services  627 

Recreational activities  177 

Product sales  490 

Agricamping 39 

Wine tasting and snacks  563 

Source - Porcaro (2009), Agritourism in Italy, p. 28 

 

The agritourism brand Gallo Rosso was developed in order to promote the 

destination and to stimulate the rise in agritourism product sales. In Italy under this 

brand 2506 agritourism accommodations, 34 farm bars and 37 farms producing 

organic products are successfully operating. Several farms provide above mentioned 

services all together, while another household offer some of them. The Gallo Rosso 

provides different spectrum of services including: 

- Advisory support for agritourism providers; 

- Training programs and conferences; 

- Advertising campaign through catalogues of Gallo Rosso; 

- Promoting by web sites; 

- Comprehensive marketing activities; 

- Publishing business newsletters [189, p. 30].  

There are approximately 300 farms in Veneto region providing restaurant 

services, but only small number of farm unites, exactly 40 of them are entitled to use 

the Gallo Rosso brand because of the very strict measures of national standardization 

system. The quality of agritourism products are regulated by the authenticity system 
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practicing in Italy, meaning that 75 percent of products have to be originally from the 

household where agritourism service is provided. Using the products that have been 

produced in another farm is allowed with the proportion of 25 percent, and they 

should exclusively come from the local region. As regards the accommodation, it 

should be in a range of maximum 6 rooms or 4 apartments [189, p. 32].   

One of the most interesting agritourism product concepts in Italy is so-called 

“didactic farms” offering different education oriented entertaining activities. There 

are around 150 didactic farms operating in the field of agritourism within the Veneto 

region. Mainly such kind of farms is focused on a specific customer segment 

represented by children. Generally educational households provide a big variety of 

services listed as follows: 

- Traditional and agricultural food making; 

- Acquaintance with flora and fauna; 

- Animal feeding; 

- Environmental education through hiking activities; 

- Hand making activities [189, p. 48].  

Such kind of agritourism start-ups are supported by the regional governments of 

Italy. The local governmental institutions usually organize training courses for 

tourism providers on developing didactic farm business. Agri-accommodation 

services in Italy are represented by different levels of standard from the cheapest to 

the luxurious types, including camp sites, rented apartments or rooms, and expensive 

resort style accommodations [189, p. 49]. Agritoursm in Italy is originated from 

Tuscany region. According to the statistical data the number of agritourism 

businesses in the region exceeds 5000 units. As established by regional regulations 

agritourism entrepreneurs are able to provide no more than 28 beds in Tuscany, while 

in Alto Adige region tourism providers can offer no more than 4 apartments or 6 

rooms [189, p. 52]. The national Law of Italy on agritourism that has been passed in 

the year 2006 clearly distinguishes two terms such as “agritourism” and “rural 

tourism” empathizing their distinctive features as well as main differences. Italian 

Law considers agritourism apart from rural tourism [190].  

According to Nuriahmetova rural tourism in France has been developing since 

1950s. The Rural Movement consisting of two important confederations organization 

plays considerable role in rural tourism development in the country. The fist 

confederation is the “National confederation of rural households, associations and 

animations development”, and another organization is “National sport federation in 

rural areas”. The Rural Movement organization generally includes more than 2700 

rural associations and households as well as two hundred thousand members. 

Moreover, two hundred volunteers and one thousand tourism animators work for this 

organization. The organization focuses on regional rural development as well as on 

creating antinational programs for tourists. In addition to the above mentioned goals 

it provides educational support for rural population planning to start rural tourism 

business, and develops cooperation between stakeholders [191].  

French rural tourism products are represented by the “National organization of 

holiday houses and green tourism” offering high quality and certified recreational 
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services corresponding to national standards of the state. The county annually is 

visited by 7 million agritourists demanding rural experiences. One of the most 

important segments in domestic tourism market are children, and they are usually 

offered animal feeding, hiking activities and active entertaining outdoor games. 

These activities are supplemented by educational experiences such as learning folk 

dance, making crafts, local traditions and customs, and even learning foreign 

languages. The main competitor of the France in agritourism industry is Spain 

offering more than 5000 types of rural recreational services [192].  

In 1967 France started to implement the agenda on development of rural areas 

and tourism in south-western region Aquitaine. According to the plan the coastal 

areas have been divided into sixteen sectors, and nine of them have been assigned for 

tourism development. As a result all necessary facilities and infrastructure required 

for the development of tourism industry have been created with the orientation to the 

internal tourism demand.  Within the framework of the national agenda many 

agritourism camping sites have been established within the country which are 

inspected and certified according to the national quality standards [164, p. 106].  

According to Bessière gastronomy takes the most important place among rural 

tourism products of France. The unique component of French tourism product is a 

culinary heritage that has been promoted since the year 1980. A wide diversity of 

rural tourism products related to the national culinary heritage of is offered all over 

the country: 

- Fresh farm products are usually offered for domestic of international tourists 

through direct sales in farms or sold in supermarkets as well as in public catering 

units. Natural farm products are certified and labeled as “Farmstead Hospitality” 

representing the quality and safety conditions of agritourism offerings.  

- Fermes-auberges – a special accommodation offered in farmsteads providing 

food service that may have a quality label.  

- Tables d’hôtes – a type of B&B accommodation service provided by family 

houses offering complementary meals of national cuisine made from local products.  

- Fermes de séjour – regular farm stays offering rural experiences, entertaining 

activities and farm produced food.  

- Goûters à la ferme – farm snacks services offered for visitors during the lunch 

time that can be supplemented with farm excursions and other entertaining activities.  

- Entertaining programs associated with the local culinary heritage including 

gastronomical fairs, cheese or wine museums, food making sessions, cheese factory 

tours and other.  

- Traditional restaurants offering a real gastronomic experience where 

international tourists can be familiar with the national cuisine and see the 

craftsmanship of well-known chefs [193].  

Rural tourism is a common phenomenon for many western countries. 

Recreational activities related to rural tourism are mainly destined for consumers of 

the medium class. The process of industrialization causes the shifts in socio-

economic conditions of rural areas. The mass movement of people from rural areas to 

cities led to the growing number of holidays and vacations taking place in remote 
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villages. A tendency of spending holidays in the countryside has been growing very 

fast especially among families. Such kind of new trend had a positive and progressive 

effect on rural areas due to additional income opportunities. As a result of this trend 

in most of European countries national rural tourism traditions has been emerged. 

The same experience is also has been developed by Spain since 1960s [194].  

In Spain rural tourism was the tool of revitalization of depressed remote 

territories aimed at an economic development. During the development process of the 

concept rural tourism from its ordinary form shifted to the sustainability conception. 

In Spain the same as other European countries two trend is consumers’ demand has 

been emerged such as the increasing interest in environmentally friendly recreations 

and pursuit of an authenticity. These changes have gone with additional factors 

particularly shortening the length of holidays leading to the growing demand for short 

distance rural vacations. As studies conducted in Spain indicate rural tourism 

products such as agricultural experiences, scenery viewing and outdoor sports are in a 

big demand among Spanish consumers [194, p. 1103].  

The leading destination in the field of rural tourism in Spain is Andalusia region. 

In Spanish rural tourism industry the Association of Rural Hotels of Andalusia plays 

a crucial role and it comprises 62 tourism establishments. The main works of the 

association relies on a voucher system in order to deseasonalize the rural tourism 

industry. Moreover, the general objective of the organization is to increase the 

occupancy rate. Association of Rural Hotels of Andalusia cooperates with many 

tourism intermediaries in terms of developing special tourism programs combining 

travelers into small groups with the aim to preserve rural environment and to reduce 

the anthropogenic factor. Well developed tourism networks contribute to spreading 

positive image of Spanish destinations in the international tourism market [86, p. 30-32].  

Another important organization is Spanish rural tourism sector is the Andalusia 

Network of Rural Accommodation including 450 small scale rural type 

accommodations, that can offer 7 beds in average. The organization focuses on 

advertising, developing of contacts and online reservation system. Moreover, the 

Andalusia Network of Rural Accommodation organizes workshops aimed at the 

development of sustainable tourism businesses. Additionally it suggests 

recommendations for business projects and organizes training programs for its 

members [86, p. 33; 35, p. 332-336].  

Romania is the southeastern European country with the population of 21.5 

million people, integrating into European Union membership since 2007. Romania 

demonstrated a remarkable development of its tourism industry in the year 1960. By 

the year 1960 the accommodation capacity of the country has been significantly 

expanded, especially in national tourism destinations located closer to the Black Sea. 

The level of international awareness of Romanian tourism destinations has been 

increased by the year 1970 and the country has became in  demand among German, 

English, French, Austrian, Belgian, Italian and Scandinavian travelers. The most 

popular tourism destinations in Romania are Maramures associated with old 

heritages, Bucharest that is famous for museums and city attractions, Transylvania 

attracting many international tourists by “Dracula tours”.  However, by the year 1980 
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there has been a rapid decline in inbound tourism, and the decrease has been lasted 

till the 1990s. Such kind of unfavorable situation is explained by the deficiency of 

investments, problematic privatization policies, unreasonable fiscal regulations and 

other socio-political and economic difficulties. Romanian tourism industry started to 

operate efficiently since the country entered the European Union. Romanian achieved 

a progress in tourism development owing to the financial support provided according 

to the programs of the European Union and the well considered national strategy 

[195].  

The advantageous geographical location of the country, particularly in a zone of 

Carpatians and Black Sea creates favorable conditions for tourism development. 

Despite a strong tourism potential the promotional policy of the country was not able 

to demonstrate its effectiveness. On the other hand weakly developed infrastructure 

reduces customer satisfaction. The quality of provided tourism services is relatively 

lower and prices established for tourism offerings are not competitive comparing to 

other countries such as Cyprus, Turkey, Greece and Bulgaria. Moreover, entertaining 

rural activities need to be significantly diversified in order to gain competitive 

advantage against other countries and the transportation system need to be improved 

[195, p. 174].    

The agricultural sector always takes the most significant place in economy of 

Romania. The same as many other European countries rural tourism in Romania has 

been newly developed after the transformation started from the year 1989. Romanian 

rural tourism was connected to transformation processes of rural villages of the 

country aimed at realization of structural adjustments in order to meet western 

standards. On the other hand, Romania used rural tourism as an instrument against 

negative aftereffects of the communistic regime such as economic depression, 

depopulation and general socio-economic decline of rural areas. Romanian rural 

tourism policy pursued the following objectives:  

- To increase the value of rural area resources; 

- Crating new buildings for agritourism accommodations combining modern and 

rural features; 

- Creating employment and additional opportunities for business investments in 

remote zones; 

- Developing rural sector with the focus on food industry; 

- Promoting national heritages; 

- Developing other industries in rural areas; 

- Generating additional livelihood opportunities for rural communities.  

Romania focuses on development of different forms of rural tourism. Classical 

rural tourism in the country functions all year round satisfying the needs of various 

customer segments with different profiles and it is consumed by the main part of 

travelers. Such kind of rural tourism is offered in different tourism destinations within 

the country. The services are provided in natural context and accompanied by 

historical elements. Another form of rural tourism such as agritourism is associated 

with a vacation taking place in farms situated in the countryside. It is considered by 

Romanians as one of the ancient holiday activities practicing transmitted from the 
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past. However, agritourism was significantly modernized and it is perceived now as a 

totally new phenomenon. Ecotourism is a relatively new concept developing in 

Romania in response to the modern sustainable trends. Nature based tourism are 

popular among tourists seeking for a tranquility in isolated remote areas far from 

urban noises. There are various nature based activities are offered in rural areas of 

Romania such as sky diving, mountaineering, water racing, fishing or hunting, and 

many other [62, p. 903].  

As indicated by Ancuţa, Olaru and Ianăş there are several rural tourism 

destinations in Romania offering boarding houses accommodation services, namely 

Valiug, Carasova, Brebu Nou, Sasca Montana, and the most important rural tourism 

centers are represented by Bihor and Mountainous Banat [196]. The Banat region has 

a high rural tourism potential due to the favorable environmental and geographical 

conditions offering needed opportunities for different rural tourism activities. These 

favorable factors are facilitated by the work of an agritourism network that comprises 

several organizations contributing to regional tourism development – “Cooperative of 

the Owners of Agro Touristic Pensions” and “National Association for Ecological 

and Cultural tourism”. Despite the existing strengths Romanian tourism industry is 

hindered by challenges associated with poor public and tourism infrastructure, limited 

categories of services. Additionally the rural tourism destinations are facing the 

difficulties due to the shortage of qualified human resources in the countryside. A 

contemporary style of management is also required. However, the country identified 

feasible opportunities in rural tourism implying the focus on high quality of natural 

products, entertaining rural activities, outdoor activities, and educational agritourism 

programs. Moreover, local authorities are more concerned about regional tourism 

development, and this contributes to effective implementation of development 

measures. In this regard many projects have been realized within the framework of 

the “Integrated Development Strategy for Tourism in Mountainous Banat”. 

According to the rural tourism development strategies national agendas of Romania 

are targeting at the following objectives: 

- Applying European approach to the current strategies with the focus on a quality 

of tourism services.   

- Developing complementary rural tourism services.  

- Creating agritourism networks. 

- Creating awareness about Romanian rural tourism through informational 

campaigns. 

- Creating a rural tourism brand through identification of a unique selling point 

enriched by the element of cultural identity and ethnic peculiarities of the country 

[196, p. 207].  

Another well known rural tourism destination in Romania is Bihor County 

offering interesting touristic attractions in combination with a variety of heritages. 

Several national resorts are located in a county area. Moreover, the region is rich in 

ethno-folkloric places attracting domestic and international visitors.  
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Detailed descriptions of the main aspects of Romanian rural tourism destination – 

Bihor are suggested by Tirpe as a result of SWOT analysis demonstrated below in 

Table 12 [197].  

  

Table 12 - SWOT analysis of Romanian rural tourism destination – Bihor  

 
STRENGHTS  WEAKNESSES 

Accessibility: 

1) Advanced road networks. 

2) Location in the neighborhood of 

Hungary. 

3) Airport.  

Touristic resources: 

1) Apuseni Mountaints National Park. 

2) National crafts. 

3) Ethnical diversity. 

4) Fascinating countryside architecture. 

5) Big diversity of natural attractions. 

6) More than 6000 grottos. 

7) Thermal and mineral water resources. 

8) Favorable environmental conditions for 

different forms of tourism. 

Specific infrastructure:  

1) Categorized accommodation services. 

2) Well developed tour operating 

networks within the region.  

Legislation: 

1) Combined application of European 

Union and national legislations.  

Others:  

1) Current tourism projects. 

2) Human capital.  

 

Accessibility: 

1) Undeveloped transport infrastructure 

2) Undeveloped public transit system 

connecting tourism destinations.  

3) Poor quality of roads.  

Touristic resources: 

1) A relatively low ecological quality of 

natural resources. 

2) Degradation of several historical 

touristic objects.  

3) Unsatisfactory quality of tourism 

services.  

Specific infrastructure:  

1) Insufficient number of rural tourism 

accommodation in mountainous zones. 

2) Undeveloped facilities for tourism 

forms connected to sports.  

3) The lack of a recycling system.  

Promotion: 

1) Insufficient promotion of national 

tourism destinations. 

2) Deficiency of informational centers. 

3) Shortage of skilled human resources in 

rural areas. 

4) Shortage of training programs. 

5) The lack of actual statistical data.    

OPORTUNITIES THREATS 

1) Current strategies on tourism and 

regional development. 

2) Financial support available by EU 

programs and other sources. 

3) A growing tourist flow in Eastern and 

Central parts of Europe. 

4) A rising demand for nature based 

recreation. 

5) Rural development programs. 

6) Currently functioning tourism 

associations.  

1) Inefficient economic reforms. 

2) Strong rivalry in European tourism 

market. 

3) Taxation.  

4) Depopulation rural territories. 

5) Migration from the country abroad. 

6) Bureaucracy  

7) Mining activities starting in zone of 

Apuseni Mountains.  

8) Economic stagnation.  

 

        Source - Adapted from Tirpe, O-P. (2010), “SWOT analysis of Bihor county 

regarding the development of the rural tourism in this area”, p. 889-893 
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According to Balteş and Ciuhureanu rural tourism potential of the country is 

able to bring economic benefits, if it has been improved in terms of infrastructure. 

Moreover it is required to be supported financially in order to achieve an impressive 

economic performance. Aiming at tourism development the government of Romania 

implemented special programs contributing to the advancement of the whole 

industry: 

- “National Program for Rural Development” of Romania; 

-  Financial program “SAPARD”; 

- “Encouraging the travel activities” [198]. 

Relying of the above mentioned programs the governmental institutions provide the 

financial support for activities focusing on enhancement of the competitiveness of 

Romanian rural tourism products, and for developing rural tourism networks. 

Financial means are applied to medium scale tourism enterprises.   

Tane and Thierheimer state that in order to enhance the competitiveness of rural 

tourism the country started to implement European standards in the sector of 

agritourism. Particularly quality concepts have been applied to agricultural products 

produced and utilized in rural households. As a result in Romania a quality 

management system such as “Hazard Analysis and Critical Control Point” (HACCP) 

has been implemented. In modern tourism market in conditions of a strong rivalry 

agritourism service providers are tend to satisfy the heterogeneous needs of today’s 

hard-to-please customers demanding high quality of products for the relevant price. 

Consequently agritourism enterprises focus on provision of high quality of products 

at a possibly low price. Therefore many agritourism farms around the world 

specialized in production of high quality organic products and they became more 

anxious about the safety of consumers [62, p. 106-107]. According to Tane and 

Thierheimer European quality management standards adopted by Romania based on 

the following important principles:  

1. Customer focus (meeting the expatiations of consumers in terms of a quality 

of products, increasing the satisfaction, customer relationship management). The 

quality of offerings is directly managed by service providers; 

2. Using the quality control system like a process; 

3. Adapting the process approach in managing and directing the quality system; 

4. Persistent improvement of the process; 

5. Making the decisions relying on a factual approach (analyzing the data and 

information); 

6. Well-established relationships with suppliers [62, p. 108]. 

As it is defined in «Romania National Tourism Development Master Plan for 

2007-2026» rural tourism products of the country comprises agritourism as well as 

ecotourism services. The accommodation sector of rural tourism in Romania has been 

considerably improved not only in terms of a quantity but also in terms of quality as a 

result of provided financial support from the side of SAPARD and private investors. 

There are another organizations contributing to rural tourism development in the 

country such as Ecotourism Association, ANTREC and ADEPT which contribute to 

the successful operation of rural enterprises. Romanian rural tourism strategy gives a 
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priority for developing non accommodation tourism services. In order to attract more 

tourists the country pays a considerable attention to the implementation of publicity 

strategies [199].  

Agritourism development strategies of Southern and Western European 

countries as Italy, France, Spain and Romania have been discussed in a given 

subsection of the thesis. On the one hand, well-developed agritourism destinations of 

this investigated region have been considered. On the other hand, famous agritourism 

product brands, ensuring the competitive advantage of national tourism industries of 

those countries have been identified. The role and duties of rural tourism 

organizations as well as main aspects of local legislations, regulating agritourism 

have been reflected.  
 

2.5 Agritourism in the United States of America and Canada  

Agritourism is also well established concept in the United States of America. As 

it is indicated by Walden, Webb, Hobbs and Hepler agritourism taking place usually 

in countryside farms has been developing since the year 1920 in the territory of the 

United States of America. Such kind of new trend in recreation was explained by the 

rapid development of automobile transport that significantly facilitated the movement 

of travelers. There are a certain types of growing sectors in American agritourism 

industry today:  

- Farmers markets; 

- Corn mazes; 

- Farm-to-table dinners [200].  

During the last ten years a large quantity of agritourism programs has been 

developing within the country. Consumer oriented agritourism programs have been 

created all over the United States meaning that every state has developed its own 

unique experiential content. This makes American agritourism more diverse.  

One of the popular American destinations offering agritourism products is the 

state of Colorado. Colorado as well as other states of the country has similar aspects 

in term of agritoursm implying that the considerable part of agritourism services are 

associated with gastronomy and most of tourist attractions are offered by small scale 

ranches or farms [200, p. 6]. There are approximately 37000 agritourism farms 

functioning in Colorado nowadays. The same as other countries relying on 

agritourism as tool of sustainable socio-economic development, the USA also pursues 

the aim of developing rural territories. The agritourism development strategy of 

Colorado aimed at the following objectives: 

- Creating and developing the novel forms of agri-experiences and realization of 

a quality improvement measures. 

- Stimulating the work of regional business clusters in order to ensure further 

progress of an agritourism sector [200, p. 3]. 

The well-considered strategic planning in the field of agritourism was the key 

success factor in agritourism development in this state. Comparing to European 

countries the Colorado’s approach had quite different features. Firstly, agritourism 

offerings can be found closer to urban areas, while commonly agritourism products 

are provided in rather remote zones. Secondly, agritourism destinations are situated 
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closer to other tourism clusters. And finally, agritourism providers possess well-

established strong business networks. The agenda of agritourism development 

consists of the important directions listed below: 

- Implementing the versatile promotional campaign towards agritourism as well 

as heritage tourism forms. 

- Enhancing the partnership between tourism stakeholders. 

- Defining regulatory obstacles hindering agritourism activities. 

- Developing the quality control system for agritourism products. 

- Analyzing investment returns within the sector of agritourism [200, p. 3-4]. 

In order to realize the second direction agritourism partnership networks has been 

developing that is expected to facilitate the processes of product improvement and 

promotion. The agritourism product development agenda concentrates on the creation 

of different experiences and broad partnership networks developing between private 

and public actors that are presented in Table 13.  

 

Table 13 - Partnership networks in promotion and agritourism product development 

 

Agritourism type 
Examples of experiences for 

travelers 
Partners 

1)Outdoor recreation 

Hunting; 

Fishing; 

Bird watching; 

Wildlife viewing. 

Farmers and ranchers; 

Food and Farm 

Groups;Colorado Parks 

and Wildlife; 

Outfitter; 

National Park Service; 

US Forest Service; 

Bureau of Land 

Management; 

DMOs/Chambers of 

Commerce  

2) Entertainment and 

special events 

Pumpkin patches; 

Corn mazes; 

Harvest festivals; 

Haunted hay rides; 

U-picks; 

Pizza gardens; 

Farm stands; 

Farmers markets; 

Event Venue (weddings, 

concerts) 

Farmers and ranchers; 

Food and Farm Groups; 

Colorado Department of 

Agriculture; 

DMOs/Chambers of 

Commerce Cultural 

Heritage; 

Tourism Groups; 

Dude and Guest Ranches 
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  Contiuation of Table 12 

Agritourism type 
Examples of experiences for 

travelers 
Partners 

3) Local food dining 

experiences; 

Farm to table dinners; 

Restaurants featuring ; 

Local Foods 

Local food and beverages; 

Winery/Brewery/Distillery 

tours; 

Cheese making classes; 

Beer and wine making 

classes; 

Canning classes; 

Bee keeping; 

Mushroom foraging; 

Fiber classes; 

Soil preparation classes; 

Greenhouse construction; 

Barn tours; 

Open farm days; 

Farm stays 

Farmers and ranches; 

Food and Farm Groups; 

Colorado Department of 

Agriculture; 

History Colorado; 

CO Scenic and Historic 

Byways; 

NPS National Heritage 

Areas; 

State and Local Affairs; 

CO Department of Local 

Affairs; 

CO Creative Industries; 

DMOs/Chambers of 

Commerce; 

Cultural Heritage Tourism 

Groups.  

Source - Walden,J., Webb, A., Hobbs, D. and Hepler, K. (2013), “A three-year 

action plan for the promotion of agritourism in the state of Colorado”, p.15 

 

Financing of promotional activities in agritourism sector is regulated by the 

statute of Colorado. There are also other legislations regulating the land using issues 

and equine services. Most of American states have enacted the “Limited liability 

legislation” controlling and regulating exclusively agritourism businesses. Such kind 

of law has been firstly adopted by the state of Carolina in the year 2005, then other 

states particularly Mississippi, Virginia and Georgia has followed this practice. The 

legislation covered several aspects of agritourism operations such as zoning 

specifications, tax benefits and the liability protection for tourism service providers. 

Many states of the USA have agritourism associations defending individual 

agritourism enterprises’ interests. The associations also play a significant role in the 

process of passing agritourism laws. Moreover, many American states have 

developed business insurance programs supporting agritourism providers. Such kind 

of support is conducted by experts assisting business owners in terms of risk analysis 

and offering further suggestions [200, p. 7-8].  

Walden, Webb, Hobbs and Hepler claim that in Colorado recreational activities 

related to agritourism has known from the late 1800s, and such kind of vacation is till 

popular especially among 3 customer segments including: 

1. Outdoor recreationists; 

2. Families with children; 

3. Gastronomists and Education enthusiasts [200,  p. 11] 
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Attractions offered for outdoor recreations usually cover horse riding, hunting, 

fishing and many other different activities. Such kind of recreational services are 

characterized by financial advantages for providers in terms of low investment costs, 

since these experiences are based on simple rural accommodation infrastructure. 

Nowadays there is also an increasing demand for bird watching tours and other 

activities associated with wildlife. For the second category of consumers Colorado 

offers pumpkin patches, pick-your-own activities, a popular American attraction – 

corn mazes, various rural festivals, and organization of special events, for instance 

wedding ceremonies, thematic concerts. Mainly such kind of agritourism experiences 

are offered by small or medium scale farms that are located closer to population 

centers. One of the unique agritourism attractions originated from the USA is corn 

mazes. The fist attraction has been created in the year 1990. Today the number of 

mazes has been rapidly increased with the country and became popular around the 

world. There is a tendency of supplementing the content of agritourism experiences 

by the elements of gastronomy representing traditions of local cuisine in today’s 

tourism market. The last category of tourists are offered food oriented farm tours, 

wine tours, cheese producing master classes, making dishes and other activities. Agri-

tourists have an opportunity to learn the process of food production [200, p. 12].  

Among different organizations involved into the agritourism product 

development and promotion The Colorado Department of Agriculture is considered 

as the most influential organization playing an important role in the field of 

agritoruism. It focuses on conducting seminars for agritourism entrepreneurs, 

supporting marketing activities, offering special grants for agritourism providers. 

There are different granting programs in the sector of agritourism namely: 

- “Farmers Market Promotion Program”. 

- “USDA Rural Development Grants”. 

- “Specialty Crops Block Grant Program”. 

- “Value Added Producer Grants” [200, p. 16].  

In the state of Colorado agritourism is developing in connection to heritage tourism, 

implying rural heritage experiences such as traditional food making and handiworks. 

Many agritourism enterprises have started to offer more food related experiences 

during the last decade, since demand for local cuisine has been significantly increased 

among modern travelers. The possibility to enjoy local cuisine is available through 

food festivals that is a wide spread agritourism experience in the USA. There are a 

certain types of agri-experiences associated with food festivals that can be mentioned: 

- “Potato Fest”. 

- “Strawberry Days”. 

- “Peach Festivals”. 

- “Chili and Frijoles Festival”. 

- “Mushroom Foray”. 

- “Sweet Corn Festival”. 

- “Apple Fest”. 

- “Sugar Beet Days”.  

- “Greeley Beef Fest” [200, p. 21].  
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The strategic approach of agritourism development in Colorado applies to the 

implementation of effective marketing activities in order to realize an efficient 

promotional campaign for agritourism products facilitating the process of clusters 

creation in rural areas. In addition to the marketing activities special road shows is 

conducted in order to increase customer satisfaction seeking for observational 

experiences and in order to promote progressive agritourism products. Moreover, 

currently working online resources are going to be significantly improved and “Peer 

Mentors Program” will be realized in order to share the experience and practice with 

agritourism business owners, or provide consultancy support and industrial 

recommendations [200, p. 22].   

California is the state of America generating the major portion of revenues 

especially from the sector of agriculture. The state implements its practice in 

agritourism successfully connecting agriculture to tourism related activities. 

Attractive image of destinations, rising interest in countryside recreation have made 

favorable conditions for rural tourism enterprises. In California agritourism is used as 

an instrument of managing incomes and improving economic performances of local 

communities. Currently more than 800 agritourism operations are functioning within 

the state. Moreover, agritourism of California is represented by more than 300 

“Certified Farmers Markets”. Most of rural tourism attractions are highly-developed, 

however there are new products having a strong potential to be recognized. The most 

popular agritourism destinations of California are Napa Valley and Apple Hill [80, p. 

27]. 

The concept of “Certified Farmers Markets” is considered as a specially 

organized places intended for direct sales of farm products that has been implemented 

with the aim of enhancing relationship between agritourism providers and travelers. It 

implies farm products that have been naturally produced by local farmers which are 

liable to be certified in compliance with Californian regulations.  Nowadays this 

sector is represented by more than 350 local communities working for agritourism 

industry of the region [80, p. 30]. 

Agritourism equally is considered as an important concept for New York State 

as well. Generally there are around 2500 farm markets and pick-your-own unities are 

operating in the state. Farm tourism operations of this state mainly focus on provision 

of entertaining tourism experiences that can be listed as followings: 

- Entertaining activities connected to riding on hays and sleighs; 

- Master classes on making maple syrup; 

- Observing the process of sheep fleecing; 

- Learning the process of wool production [80, p. 33].  

The sector of agritourism in New York State has been developing under the 

strategic plan implemented since the year 1999. The program aimed at overcoming 

economic decline in rural areas of the state through the implementation of combined 

measures on development agriculture supplemented by tourism business elements. As 

a result a number of regional projects have been developed in order to support 

agritourism operations. The agritourism development program of the state comprises 

the following measures: 
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- Creating and distributing promotional brochures; 

- Publishing educational manuals for agritourism start-ups; 

- Organizing professional workshops for agritourism providers; 

- Supporting and developing special programs encouraging actual research 

activities studying entrepreneurial experiences and practices in the field of 

agritourism [80, p. 34]. 

Agritourism in Canada is becoming the increasingly popular form of recreation, 

especially among the family segments travelling with children. It is considered as an 

expanding niche market satisfying the modern trend dictated by changing preferences 

of today’s consumers. As it is classified by Ainley and Smale there are 5 groups of 

customers consuming rural tourism products representing general segments typical 

for Canada: 

1. Agritourists; 

2. Heritage tourists; 

3. Nature tourists; 

4. Rural sports tourists; 

5. Rural adventure tourists [201]. 

Agritourism destinations of Canada offer rural experience in farms or ranches 

supplemented by agricultural activities especially for the fist category of tourists. 

Another rural tourism product associated with heritage tourism satisfies cultural 

needs of targeting consumer groups. The emerging tendency of rural recreation 

induced the interest in historic-cultural heritages. The third category of rural travelers 

is offered various recreational services implying the concept of environmental 

sustainability and directly connected with nature. In order to satisfy the following 

group of tourists sport activities are organized within the natural environment. The 

last category of tourists prefers a nature based entertainment implying very active 

pursuits [201, p. 64]. Referring to Weaver the main features of adventure tourism can 

be distinguished such as risk, physical strain and required specific skills [202]. Such 

kind of rural tourists are usually offered mountaineering, diving, rafting and many 

other special activities.     

According to Williams, Paridaen, Dossa and Dumais the ways of utilization of 

the land in agricultural purposes has been significantly progressed around the world 

leading to rural restructuring processes. Such kind of transformations and 

improvements has also impacted on the agricultural sector of Canada during the last 

thirty years. As a result modern Canadian farmers have diversified agricultural 

activities and changed over to provision of complementary services connected to 

tourism. Operating previously as common agricultural unites the rural households 

have transformed into tourism enterprises able to realize individual marketing 

policies. There are several forms of business activities conducted by farmers in 

Canada that can be classified as followings: 

1. Direct farm marketing; 

2. Off-farm income; 

3. Farm-based non-agricultural activities [80, p. 1].  
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In many regions of Canada and USA rural tourism, particularly agritourism was 

successfully implemented. One of the regions of Canada practicing the agritourism 

concept is British Columbia – the province situated in a western part of Canada.  

Agritourism in the province is encouraged by the governmental institutions, 

particularly by the Ministry of Agriculture, Fisheries and Food, and the Ministry of 

Small Business of the British Columbia [80, p. 1-2]. Canadian farmers started to 

connect farm activities to agritourism, firstly because the crisis in agricultural sector 

induced the farmers to supplement the earned income through alternative activities. 

Another reason is a recently increased demand for rural recreations. A rising demand 

for agritourism was stimulated by urban consumers expressing nostalgia for 

simplicity, authenticity and nature. These factors facilitated by the accessibility of 

many rural tourism destinations have converted agritourism into a feasible as well as 

economically beneficial business concept for an increasing number of agricultural 

unites, households and for remote areas in a whole [80, p. 3].  

Agritourism is a successfully practicing concept in the Canadian province of 

Alberta. More than 200 agritourism units and nearly 120 farmer’s markets are 

operating in Alberta nowadays. Williams, Paridaen, Dossa and Dumais claim that 

agritourism services of Alberta are represented by: 

- A wide range of rural accommodations; 

- Pick-your-own centers; 

- Farm experiences; 

- Entertaining programs; 

- Garden retail centers; 

- Farmer’s markets; 

- Farm excursions.  

- On-farm entertaining activities [80, p. 5-6].  

The agritourism sector of the province is coordinated by an empowered 

institution – “The Alberta Agriculture, Food and Rural Development Department”, 

responsible for promotional and informational activities, developing networks with 

other local organizations, organizing training programs. The department provides 

informational support for agritourism operators through its website. It can be 

mentioned that there is no a legislative framework solely developed for agritourism 

business. Activities associated with agritourism are regulated by several normative 

documents applied for specific operations. A substantial marketing support is 

provided by the group of regional organizations, namely “Department of Agriculture” 

offering assistance through web resources. It also publishes and spreads useful 

materials about entrepreneurial strategies, marketing practices, and financial aspects 

of agritourism business that can guide rural tourism providers in making decisions. 

Furthermore the organization conducts seminars and workshops improving 

entrepreneurial capabilities of business owners. Other institutions such as “the 

Alberta Country Vacation Association”, “Museums and Heritage Sites”, “Cowboy 

Trails”, “Travel Alberta” focus on planning and organization of rural vacations. 

Additional support in terms of developing and improving tourist attractions as well as 

stimulating the sales is realized as a result of committed work of “Tourism 
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Development Branch” of Alberta. Furthermore, a special program – “Tourism 

Together” contributes to local tourism enterprises in terms of sharing innovative 

practices in planning agritourism business and creating marketable products [80, p. 6, 

8].  

One more province with developed agritourism facilities is Saskatchewan. There 

are approximately 60000 ranches and farms functioning in the region that offer 

various tourism products with a special focus on local heritages. The agritourism 

sector plays a strategic role in tourism industry of Saskatchewan. Local authorities, 

particularly the Ministry of Agriculture and Food of the province conducted 

workshops especially for rural tourism service provider along with strategic 

development measures. Agritourism accommodations of Saskatchewan are 

standardized according to the quality requirements established by “The Saskatchewan 

Country Vacation Association”. The considerable part of effectively functioning 

agritourism providers in addition to B&B services offer complementary services in 

order to prolong the stay of their guests. Referring to Williams, Paridaen, Dossa and 

Dumais agritourism strategy of Saskatchewan comprises the following directions and 

measures:  

- Creating effective networks between different stakeholders of the sector 

through establishing “Agritourism Product Club”; 

- Organizing thematic conferences that emphasize the role of agritourism as a 

beneficial sector having high economic potential and give a stimulus to population 

lining in remote areas; 

- Creating individual databases for the sector of agritourism in order to 

implement marketing and promotion strategies; 

- Developing special programs for farm experiences; 

- Organizing a wide range of festivals related to agri-recreation; 

- Promoting rural recreational destinations; 

- Promoting rural activities associated with fishing and hunting experiences in 

combination with accommodation services; 

- Developing joint partnerships with local and international marketing 

organizations; 

- Cooperating with event planner unites [80, p. 9-11].  

A number of Canadian agritourism destinations are supplemented by one more 

province – Manitoba specializing on farm recreations. There are nearly 86 

agritourism enterprises exist in this region. The main advantage of the destination 

comparing to other provinces of the country is closeness to the US market. 

Frequently provided agritourism services comprise wildlife watching, educational 

farm tours and photography tours. Considerable part of tourism products are offered 

during high seasons including summer and autumn periods, while few services as 

snowmobiling and rural dining are offered in winter. Local authorities have started to 

pay a special attention to agritourism business since 1999s, and established the 

Agritourism Committee that consists of governmental institutions, industry entities 

and different agencies. It implements the measures on providing training 

opportunities and enhancing industry networks. The provincial government published 
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a wide variety of informative brochures targeting rural population willing to start 

agritourism business. The sector of agritourism of Manitoba is additionally supported 

by another programs such as “The Canadian Rural Adaption and Rural Development 

Fund” allocating financial means for the industry.  The support of the fund are 

assigned for the implementation of research agendas, realization of sustainable 

business projects, creating employment opportunities and increasing the market 

competitiveness of local tourism products.  Another program facilitating the sector of 

agritourism is “Manitoba Agri-ventures initiatives” supporting agri-food industry 

playing a crucial role in rural tourism. There is also an organization that is 

responsible for the inventory of tourism products offered in agritourism destinations 

such as “Country Roads Agritourism Product Club” including 310 rural enterprises 

[80, p. 12-13].  

The Canadian province – Onatrio has been developing its practice in agritourism 

during the years. Nowadays the province offers a wide assortment of services and 

innovative products of rural recreation for a large quantity of tourists. Comparing to 

other destinations of the country agritourism offerings of Ontario are significantly 

advanced, diversified, and relatively well managed indeed. The province is 

succeeding in thematic agri-tours. On the one hand, the Niagara region of the 

province specializes on a creation of agritourism packages including experiences of a 

fruit growing sector, local dining traditions, and cultural elements. There is a range of 

agritourism products developed within the Niagara region, which are enriched by 

innovative elements: 

- “Just Can It” – a specially developed program enabling agri-tourists directly to 

take part in a food producing process through self-preparation of home made 

preserves.  

- “A Wine Country Cooking School” – the demonstration of a cooking mastery 

through utilization of natural and safe local products as well as sharing with tourists 

best recipes.  

- “A Niagara Peninsula Agri-Tours web site” – the part of promotional strategy 

creating awareness regarding learning tours and rural dining experiences between 

potential consumers [80, p. 15].  

Being interested in agritourism progress by the year 1993 the Ministry of 

Tourism, Culture and Recreation of the province has initiated the “Rural Visitation 

Program” aimed at diversification of local economy. In response to the program the 

agritourism network has been created including the following stakeholders of the 

industry: 

- Ontario Ministry of Agriculture and Food Extension; 

- County Planning and Development; 

- Ministry of Tourism, Culture and Recreation; 

- Community Futures; 

- Municipal [80, p. 15]. 

The leadership and management approaches are facilitated by several marketing 

programs contributing to promotion of Ontario’s agritourism. For instance, the 

“Farmer’s Market” program had a positive effect on agricultural sales markets, and as 
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a result this subsector has been remarkably expanded. According to the program 

consulting support, workshops and informational assistance through distribution of 

guiding materials have been conducted [80, p. 16].    

As regards the legislative framework of agritourism, it can be mentioned that 

local regulations are always improved in order to keep them flexible for business. In 

general agritourim development policies of Ontario rely on a consistent approach. 

Ontario is practicing advanced support system allocating financial funds for 

agritourism purposes with the aim of creating employment opportunities through 

encouraging entrepreneurial activities in rural areas. These measures have been taken 

under the regional strategy providing financial support for rural economy in terms of 

generating jobs. Overall 192 local projects have been implemented since the end of 

90s in Ontario. The region is still investing in hotel industry in order to ensure the 

stable growth of a rural tourism sector. Along with the employment generating 

program local authorities of Ontario started to implement another program on 

improving the quality of agricultural products that is important for a food service 

sector of agritourism [80, p. 18].  

The province Québec is a memorable agritourism destination of Canada that is 

famous for a wide variety of tourist attractions. The considerable proportion of 

agritourism attractions of the province is represented by culinary heritages such as 

maple syrup, cheese and honey productions. The wide range of agritourism offerings 

is complemented by experiences which are usually offered by event making 

enterprises.  Maple syrup is considered as a unique selling point of Québec’s 

agritourism that in a high demand between international visitors. Providers of 

culinary experiences attract foreign tourists by demonstrating the old method and 

technology of a syrup production process. As the main tourist attraction of Québec is 

agri-food operations the region makes a special focus on agricultural festivals. One 

more important unites of agritourism vineyards. Another interesting selling point of 

Québec is agricultural tours that can be found in two forms within the province 

including exotic agri-tours and folkloric excursions taking place in farms [80, p. 19-

20].  

The Nova Scotia province is also has well-developed rural tourism infrastructure 

facilitating agritourism activities in the region. Agritourism development strategy of 

Nova Scotia considers the following measures: 

- Improving local leadership in order to create favorable conditions for various 

rural tourism forms. 

- Enhancing the coordination in the field of tourism. 

- Implementing integrated planning and marketing measures for agritourism. 

- Improving the process of valid statistical data acquisition relevant for rural 

tourism industry. 

- Conducting research on factors effecting agritourism development including 

analysis of demand and supply. 

- Increasing the quality of tourism products. 

- Expanding the assortment of rural tourism offerings [80, p. 23].  
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Strategic directions of Nova Scotia are closely interwoven with a sustainability 

concept implying the sustainable development of agricultural and food sectors of the 

region. In this regard the main focus is a creation of competitive products with further 

identification of new market opportunities. The same as Nova Scotia the provinces 

Newfoundland and Labrador rely on its own agritourism development policy that 

consists of the following strategic directions: 

- Offering a training support in the field of agritourism; 

- Supporting initiations on creating agricultural products related to tourism; 

- Establishing quality standards ensuring hygiene and sanitary norms and safety 

conditions.  

- Classify agritourism offerings under a specific signage representing a certain 

levels of standards. 

- Implementing regulatory norms for rural farms offering food services. 

- Creating an advanced database offering relevant information regarding 

agritourism products of the region for consumers [80, p. 24].   

An American approach of agritourism development is characterized by different 

features compared to European experience, in other words agritourism destinations of 

the USA are located near urbanized zones. Moreover, the agritourism sector 

American states have a strong marketing support, therefore promotion strategies of 

the country work quite effectively. As regards Canadian agritourism, it is 

distinguished by agritourism networks, successfully integrating tourism entities.  

In summary, distinctive features of the agritourism sector of the USA and 

Canada have been discussed. Unique agritourism offerings creating a positive image 

of tourism destinations have been defined. Major stakeholders playing a crucial role 

in organizational structure of agritourism have been considered.  
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3 STUDY ON AGRITOURISM MARKET IN KAZAKHSTAN FROM 

DEMAND AND SUPPLY PERSPECTIVES  

 

3.1Analysis of customer demand for agritourism services based on 

methodology of the quantitative research  

The process of delivering customized tourism services plays a crucial role in 

satisfying heterogeneous customer needs, and this is especially important for an 

agritourism sector focusing on experiential services. As Jin, He and Song point out 

“to customize services to individual customers is more important than providing 

reliable but undifferentiated services” [203]. In comparison with basic agritourism 

offerings, differentiating a product through customization allows rural tourism 

service providers to identify accurately unique characteristics of services, and thereby 

to create value for consumers specifying their individual preferences. Therefore it is 

important to understand the preference structure of each customer segment.  

This study adopts a survey data-based approach relying on questionnaire 

distribution, since it is considered as a suitable method for investigation of 

preferences [204].  Questionnaires were delivered by hand and distributed door-to-

door to each person in randomly selected streets. Each subject was personally guided 

and instructed about the completion of questionnaires. Participation in the survey was 

voluntary, so the population was not forced to reply to given questions. In order to 

eliminate the possibility of exerting pressure on people, the first question was 

designed with the aim of maintaining the freedom of choice of individuals, as 

exemplified by the following:  “Are you interested in agri-tourism as a customer? If 

your answer was negative, please stop the completion of the questionnaire” (data 

collection instrument is presented in Appendix A and B). 

The study was conducted in the Republic of Kazakhstan. Since there is a lack of 

research investigating tourism in Kazakhstan, it is significantly important to conduct 

a study in this context. The data has been collected by administering questionnaires 

distributed to the local population from two different regions of the country.  

Specifically, the scope of the research covered Mangystau (south-west of 

Kazakhstan) and Karaganda (central part of Kazakhstan) regions, as both regions are 

rich in natural and historical tourist attractions, and have a high potential for tourism 

development.  Within these regions, two segments of the domestic tourism market, 

particularly urban and rural consumers were surveyed during the period from 

February to April, 2013. The study groups include urban consumers as well as rural 

consumers with 200 people in each target group, representing the sample size that 

corresponds to 400 people. Particularly residents of Aktau city and Akshukur village 

have been surveyed within Mangystau region, while within the scope of Karaganda 

region residents of Zhezkazgan city, Satpaev town and Kengir village have been 

questioned.  

The sample size of 400 people has been selected as the most relevant number of 

respondents depending on the sizes of population. The required sample size has been 

estimated based on an approached generally accepted by management and business 

studies. As a rule characteristics of population are evaluated at the 95 % certainty 
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level for 3% - 5% margin of error. According to Saunders, Lewis and Thornhill [205] 

the required sample size should be defined in consideration of the size of population 

as it is demonstrated in Table 14.  

 

Table 14 - The relevant sample sizes depending on different sizes of population at the 

95 % certainty level 

 

Size of population 

Margin of error 

Relevant sample size 

5% 3% 

50 44 48 

100 79 91 

150 108 132 

200 132 168 

250 151 203 

300 168 234 

400 196 291 

500 217 340 

750 254 440 

1000 278 516 

2000 322 696 

5000 357 879 

10 000 370 964 

100 000 383 1056 

1 000 000 384 1066 

Source - Adopted from Saunders, Lewis and Thornhill (2009), p.219. 

 

In this regard demographic indicators representing the population size in focused 

cities and villages have been totalized in order to estimate the general size of 

population. The number of population in each settlement is provided in the following 

Table 15. According to the Table 14 total size of population corresponds to 342193 

which lies between 100 000 and 1 000 000 with the relevant sample size of 383-384. 

Consequently, the sample size of the research (400) is considered as the appropriate 

and justified size of a sample.  

 

Table 15 – Estimation of the size of population 

 
The name of the 

settlement 

Population 

size 
The source of information 

Aktau city  180500 Official internet resource of Akimat of Mangystau region  

[206]  

Akshukur village  7162 Official internet resource of Akimat of Tupkaragan 

district of Mangystau region [207] 

Zhezkazgan city  84513 Demographic annual of Karagada region [208] 

Satpaev town  61887 Demographic annual of Karagada region [208] 

Kengir village 8131 Demographic annual of Karagada region [208] 

Total 342193 - 

Source - Developed by the author based on official statistics  
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A total of 285 useable surveys were received out of the 400 distributed, for an 

overall response rate of 71.25 percent. 83 respondents corresponding to 20.75 percent 

refused to give a response. The remaining 8 percent of the surveys were unusable for 

analysis.  

At the first stage of analysis the quantitative data has been processed by SPSS 

(Statistical Package for the Social Sciences) according to the several stages: 

1. Preparing 

2. Categorizing 

3. Codifying 

4. Inputting 

5. Analyzing   

6. Interpreting.  

During the next stage of analysis initial data has been tested for reliability. 

According to Litwin internal consistency with a Cronbach alpha correlation 

coefficient reported of 0.70 or above is considered as an acceptable level representing 

good reliability [209]. In the current study the coefficient of internal consistency was: 

 

                                  Cronbach alpha α = 0.76 > 0.70                                 (1) 

 

Within two target groups with a sample size amounting to 200 people 176 urban 

and 109 rural consumers’ surveys were analyzed, representing the response rate of 

88.0 and 54.5 percent respectively. A significant number of urban respondents were 

female, corresponding to 60.3 percent, while this indicator was 55.0 percent for rural 

consumers. In contrast the proportion of males was higher between rural respondents 

in comparison with number of male consumers from urban settings, with figures of 

45 percent and 39.7 percent respectively. The study also showed that the average 

income level of the population living in rural territories is considerably lower than the 

income of people from urban areas. A significant part of the rural population 

corresponding to 46.8 percent is earning under $300 per month. A more 

comprehensive description of the characteristics of urban and rural consumers can be 

seen in Table 16.  
 

Table 16 - Description of the sample 

 

Variables  

Urban Consumers 

n = 176 

Rural Consumers 

n = 109 

n % n % 

Gender 

Male 70 39.7 49 45 

Female 106 60.3 60 55 

Age 

20-30 65 36.9 31 28.4 

31-40 56 31.8 30 27.5 

41-50 34 19.3 26 23.9 

Above 50 21 11.9 22 20.2 
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 Continuation of Table 16 

 

Variables  

Urban Consumers 

n = 176 

Rural Consumers 

n = 109 

n % n % 

Average income per month 

Under $300 40 22.7 51 46.8 

$301-500 54 30.7 19 17.4 

$501-700 28 15.9 12 11.0 

$701-1000 26 14.8 15 13.8 

Above $1000 28 15.9 12 11.0 

Source: Kenebayeva, A.S. (2014), Worldwide Hospitality and Tourism Themes, 6(1): 27 – 39. 

 

Agritourism Offerings and Agri-Experiences 

An independent-samples t-test was conducted to analyze preferences of urban 

and rural customer segments with the aim of identifying a possible existence of 

differences between the two targeted groups of the population. Results of the 

independent-samples t-test indicate that differences were founded in variables 

representing agritourism services such as pick-your-own and bicycling. Indicators 

imply that urban customers have a greater level of interest (M = 2.89; M = 2.31) in 

bicycling and pick-your-own activities than rural consumers (M = 2.54; M = 1.89). In 

addition, the study determined that there is an absence of differences in preferences 

between the two groups of customers in terms of other types of agritourism offerings, 

as it is clearly demonstrated in Table 17.  

 

Table 17 - Consumers’ preferences regarding agritourism offerings 

 

Variables 

Urban Consumers 

n = 176 

Rural Consumers 

n = 109 

T-test 

Mean SD Mean SD t-value 
Sig 

(2-tailed) 

 

Pick-your-own 

 

 

2.31 

 

1.151 

 

1.89 

 

1.117 

 

3.047 

 

0.003 

Horse riding  

 

3.46 1.246 3.49 1.077 -186* 0.852 

Fishing 

 

2.97 1.385 3.11 1.329 -0.867 0.387 

Hunting with 

eagle 

2.86 1.452 2.55 1.337 1.824 0.069 

Bicycling  

 

2.89 1.263 2.54 1.330 2.233 0.026 

Farm tours 

 

3.00 1.181 2.77 1.351 1.460* 0.146 
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Continuation of Table 17 

Variables 

Urban Consumers 

n = 176 

Rural Consumers 

n = 109 

T-test 

Mean SD Mean SD t-value 
Sig 

(2-tailed) 

Direct sales of 

farm products 

 

3.69 1.236 3.72 1.037 -0.165* 0.869 

National folk 

 

3.61 1.199 3.80 1.034 -1.376* 0.170 

Gastronomy& 

Degustation 

(national meals) 

3.72 1.227 3.78 1.048 -0.427* 0.670 

Notes: Scale: 1 = Uninteresting, 5= Very interesting; *p<0.05 

Source - Kenebayeva, A.S. (2014), Worldwide Hospitality and Tourism Themes, 6(1): 27 – 39 

 

Since the experience implying direct participation in rural activities is an integral 

part of agritourism, the willingness of potential consumers to be involved in 

agricultural activities and the production process is also examined. Findings indicate 

that urban and rural people have different level of willingness to take part in making 

horse milk, animal feeding and handiworks. There are significant differences in 

scores for urban consumers (M1 = 2.86; M2 = 2.68; M3= 2.96) and rural consumers 

(M1 = 3.19; M2 = 3.32; M3 = 3.50) with Sig. two-tailed values corresponding to         

p1 = 0.016; p2 = 0.000, and p3 = 0.000 respectively. This confirms that the rural 

population is more willing to participate in rural activities in comparison with urban 

dwellers. Relying on indicators representing other kinds of agri-experiences it can be 

confirmed that two potential customer groups (urban and rural) have a similar interest 

in several agritourism offerings connected with rural experience (Table 18).   

 

Table 18 - Willingness of consumers to be involved in agri-experience 

 

Variables 

Urban Consumers 

n = 176 

Rural Consumers 

n = 109 

T-test 

Mean SD Mean SD t-value 
Sig 

(2-tailed) 

 

Making horse milk 

(kymyz) 

 

2.86 

 

1.087 

 

3.19 

 

1.166 

 

-2.415 

 

0.016 

Animal feeding 

 

2.68 1.081 3.32 1.162 -4.756 0.000 

Handiworks  

 

2.96 1.183 3.50 1.068 -3.917 0.000 

Training hunting birds 

 

2.90 1.227 2.93 1.152 -0.159 0.874 
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Continuation of Table 18 

Variables 

Urban Consumers 

n = 176 

Rural Consumers 

n = 109 

T-test 

Mean SD Mean SD t-value 
Sig 

(2-tailed) 

Learning nomadic 

methods of production and 

storage of natural products 

 

3.08 

 

1.168 

 

3.25 

 

1.055 

 

-1.225 

 

0.222 

Yurta-house construction 

and learning its traditional 

equipment 

 

3.15 

 

1.111 

 

3.39 

 

1.106 

 

-1.825 

 

0.069 

Notes: Scale: 1 = Uninteresting, 5= Very interesting; *p<0.05 

Source - Kenebayeva, A.S. (2014), Worldwide Hospitality and Tourism Themes, 6(1): 27 – 39 

 

The current study empirically examines and compares preferences of two 

different customer segments regarding specific agritourism offerings in the context of 

Kazakhstan. As was shown by previous studies different customer groups have 

diverse individual needs [7, p. 19-21; 210; 8, p. 513-516]. This is supported by the 

findings of the research, suggesting that rural and urban consumers have significant 

differences in their preferences regarding agritourism offerings, and in their 

willingness to be involved in agri-experiences. Additionally, the results confirm that 

urban customers have a greater level of interest in agritourism activities such as 

bicycling and pick-your-own compared to rural consumers.  

Shaw, Bailey and Williams state that consumer experience is taking an 

increasingly important role in the tourism industry, moreover that the interaction 

between tourism service suppliers and customers is expanding nowadays, and they 

highlight the fact that “consumers are more willing to get involved in the co-creation 

process” [211]. However, the present study suggests that different customer segments 

have different level of willingness to be involved in the co-creation. As the results of 

the research show, urban and rural consumers have different levels of willingness to 

take part in agri-experiences, namely making horse milk, animal feeding and 

handiworks. In particular, it can be concluded that rural consumers are more willing 

to participate in agritourism-oriented co-creation activity in comparison with urban 

customers.  

In general these findings of the current study are in line with other studies [210, 

p. 143-153; 12, p. 194-208], similarly indicating the existence of differences in 

consumers’ preferences. Previous studies have also analyzed the differences in 

perceptions regarding service quality between local and tourist customers [8, p. 511-

513]. However, the present paper provides more comprehensive knowledge about 

individual preferences of different customer segments and contributes to the 

advancement of knowledge in the field of customer experience theory as applied to 

agritourism. Being knowledgeable about various preferences and individual needs of 

the main target market helps to improve agritourism offerings according to the 

expectations of agri-tourists. In this regard the findings may be helpful in terms of 
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specifying experiences according to specific preferences of consumers in order to 

deliver the right product to the right customer segment. The study has a practical 

importance, since it provides useful guidance for tourism service providers operating 

in rural areas regarding agritourism experience delivery.  

Notwithstanding its useful findings, the current research is limited by the 

sample, which covers only two domestic consumer segments of a specific sector of 

the tourism industry. Another limitation is associated by the contextual scope of the 

study, which is restricted to the Kazakhstan perspective. There is also a large 

probability that consumers’ preferences will change significantly over time [212], and 

it can be concluded therefore that findings may be reliable only for a certain period.  

The findings of the study provide important managerial implications for 

agritourism service providers doing or planning to start entrepreneurial activities in 

rural areas, marketing researchers focusing on product development, and policy 

makers working out regional development strategies through implementation of 

tourism stimulating projects. Understanding a variety of consumer preferences is a 

question of vital importance for rural households and agritourism enterprises, since it 

helps them to improve tourism offerings, enhance tourist experience and thus, 

increase customer satisfaction.   

Empirical findings from the current research will especially be valuable for 

tourism service providers focusing on rural recreation in better understanding the 

individual needs and wants of local customers and giving important information 

which may help to generate innovative ideas about of differentiating agritourism 

products according to the expectations of their potential client groups. Creating 

agritourism products and enhancing an agri-experience considering the specific 

differences and similarities existing in preferences of consumers may be an efficient 

strategy supporting sustainable business and economic growth [4, p. 36].     

Agritourism Services 

Tourism takes a special place in the scope of global economy as a fastest-

growing and dynamic industry characterized by the changeable trends in consumer 

preferences [8, p. 511]. Today’s customers in search of something new require 

special attention and individual approach in satisfying their needs [19, p. 223-225]. 

Intricacy of needs and preferences increases the demand for new tourism offerings 

which are the unique experiences rather than just services or products [7, p. 19-20].   

Nowadays there is a growing demand in rural recreation and in the “country 

hospitality” experience, especially between urban dwellers seeking for nature-based 

vacation away from city noises [213].  Since the business initiatives and self-

employed activates connected with agritourism offer rural experience, customer 

satisfaction is becoming the main focus for rural households.  

The majority of agritourism providers are small and family-run businesses 

operating on a basis of individual initiative with little knowledge about market needs 

and business skills [214]. Hence, extensive knowledge about customer preferences 

regarding agritourism offerings is needed in order to maintain competitive advantage 

and run business successfully [215]. Most of studies on agritourism distinguish three 

main segments of potential consumers such as families with children young couples 



101 
 

and elderly visitors [67, p. 1136-1138]. Since agritourism in the first instance 

corresponds to the needs of domestic market special concern should be given to the 

local people composing two major segments: rural and urban. With the aim to 

conduct a study on potential customer preferences the following hypothesis have 

been developed and analyzed: 

a) Hypothesis 1: Rural and urban consumers demonstrate significant difference 

in requirements in comfort conditions.  

b) Hypothesis 2: Rural and urban consumers have significant difference in 

preferences regarding accommodation.  

c) Hypothesis 3: Rural and urban consumers have the same preference in terms 

of family-oriented agritourism services.  

An independent-samples T-test was conducted to analyze preferences of 

potential customer segments with the aim to identify a possible existence of 

differences between two targeting customer groups. According to the fist research 

question it is hypothesized that rural and urban consumers demonstrate significant 

difference in preferences regarding comfort conditions. Factors associated with 

comfort in rural areas are classified into five categories such as accessibility of 

agritourism destinations, existence of on-site restrooms, ability to use credit cards, 

and provision of food as well as accommodation services (Table 19). As a result of 

investigation of the question the support was found for the above mentioned 

hypothesis. As it was shown by the findings, urban consumers are more interested in 

accessibility of the place with agritourism (M1 = 3.11; t1 =2.681, p1 =0.008 two-tailed) 

and the presence of on-site restrooms in visited rural destinations (M2 = 3.23; t2 = 

5.334, p2 = 0.000 two-tailed) than rural consumers (M1 = 2.67; M2 = 2.33). In contrast, 

rural consumers (M3 = 4.24; t3= - 2.443, p3 = 0.015 two-tailed) are highly concerned 

with the cleanness of provided accommodation comparing with urban people (M3 = 3.95).  

 

Table 19 - Preferences of consumers regarding comfort conditions 

 

Variables 

Urban Consumers 

n = 176 

Rural Consumers 

n = 109 

T-test 

Mean SD Mean SD t-value 
Sig 

(2-tailed) 

Accessibility of the 

place with 

agritourism(not very 

difficult to reach) 

3.11 1.379 2.67 1.277 2.681 0.008 

On-site restrooms 3.23 1.389 2.33 1.388 5.334 0.000 

Ability to use credit 

cards 

2.56 1.441 2.26 1.370 1.740 0.083 

Cleanness of 

accommodation 

3.95 1.013 4.24 0.849 -2.443 0.015 

Food service 4.03 0.953 4.04 1.009 -0.070 0.944 

Notes: Scale: 1 = Unimportant, 5= Very important. 

Source - Kenebayeva, A.S. & Syzdykbayeva B.U. (2013), Scientific Journal Herald 

L.N.Gumilyov Eurasian National University, №5 (96):15-20 
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Specific character of customer preferences in types of agri-accommodation is 

also examined according to the research hypothesis assuming that there is a 

significant difference between city dwellers and villagers concerning lodgings offered 

in rural tourism destinations. Owing to this, a significant difference is revealed in 

preferences of people regarding three types of rural accommodation, particularly in 

private wooden house, equipped yurta, and tent (Table 20). Findings supporting this 

hypothesis indicate that rural consumers (M= 1.80) much more prefer lodgings in 

type of private wooden houses located in agritourism destinations than urban 

consumers (M = 1.59; t = - 3.969, p = 0.000 two-tailed). Urban consumers (M = 1.76) 

in turn are more interested in exotic and traditional type of accommodation such as 

equipped yurta in comparison with rural people (M = 1.61; t = 2.734, p = 0.007 two-

tailed). Moreover, urban customers segment (M = 1.93) are more concerned with 

camping tents than rural consumers (M = 1.84; t = 0.364, p = 0.029 two tailed).  

 

Table 20 - Preferences of consumers regarding accommodation 

 

Variables 

Urban Consumers 

n = 176 

Rural Consumers 

n = 109 

T-test 

Mean SD Mean SD t-value 

Sig 

(2-tailed) 

 

Rural hotel 

 
1.84 0.372 1.85 0.356 -0.403 0.687 

Private wooden house 

 
1.59 0.494 1.80 0.403 -3.969* 0.000 

Equipped yurta 

 
1.76 0.427 1.61 0.491 2.734* 0.007 

Tent 

 
1.93 0.253 1.84 0.364 2.207* 0.029 

Rooms in farm or in 

private houses 
1.93 0.253 1.92 0.277 0.450 0.653 

Other types of 

accommodation 
1.95 0.209 1.98 0.135 -1.331* 0.184 

*p<0.05 

Source - Kenebayeva, A.S. & Syzdykbayeva B.U. (2013), Scientific Journal Herald 

L.N.Gumilyov Eurasian National University, №5 (96):15-20 

 

According to the third hypothesis it is assumed that rural and urban consumers 

have the same preferences in terms of family-oriented agritourism. However, the 

support was not found for this assumption. A statistically significant difference was 

indicated in category implying family-oriented rural vacation. Results of the research 

showed that urban consumers (M = 1.51) tend to be more interested in family-

oriented agri-recreation than rural consumers (M = 1.28; t = 4.126, p = 0.000 two-

tailed). While rural customers (M = 1.88) are more prefer vacation with friends in 

comparison with urban customers (M = 1.71; t = -3.678, p = 0.000 two-tailed). As 

regards other variables representing agri-vacation accompanied with a certain 

category of people, no significant difference is founded (Table 21).  
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Table 21 - Preferences of consumers in agri-vacation accompanied with a certain 

category of people 

 

Variables 

Urban Consumers 

n = 176 

Rural Consumers 

n = 109 
T-test 

Mean SD Mean SD t-value 
Sig 

(2-tailed) 

Alone 1.96 0.196 1.96 0.189 -0.131 0.896 

With friends 1.71 0.455 1.88 0.326 -3.678* 0.000 

With family 1.51 0.501 1.28 0.449 4.126* 0.000 

As a member of 

tour group 

1.84 0.367 1.90 0.303 -1.452* 0.148 

Other 1.98 0.149 1.98 0.135 -0.249 0.803 

 *p<0.05 

Source - Kenebayeva, A.S. & Syzdykbayeva B.U. (2013), Scientific Journal Herald 

L.N.Gumilyov Eurasian National University, №5 (96):15-20 

 

It is significantly important to get an extensive knowledge about individual 

preferences and specific needs of targeting market segments. As it was justified by 

empirical findings of the current study, investigated two groups of potential 

consumers have individual needs and preferences in terms of different agritourism 

offerings, and it can be suggested that enterprising service providers have to meet 

specific expectations of consumer segments demanding individualized agritourism 

products, in order to increase customer satisfaction and retain competitive advantage 

against business rivals.  

In particular, the study provides practical implications for tourism service 

providers operating business in rural territories, practitioners developing a product 

marketing strategies as well as policy makers implementing rural economic 

development programs. However, the research has several limitations associated with 

inconsistency of consumers in their preferences, thus the findings of the research 

might be actual temporally. On the other hand, the study is limited by the sample size 

including only two categories of consumers, and further research on other segments is 

needed in order to obtain complete information about the structure of customer 

demand [107, p. 17].  

Customer’s Willingness to Pay 

The level of awareness on customer’s willingness to pay is significantly 

important in the field of agritourism marketing, especially in product differentiating 

and developing pricing strategy. As applied to agritourism willingness to pay is 

considered as maximum price a consumer is ready to pay for agritourism products 

[216]. However, many companies usually do not pay due regards to the role of 

willingness to pay during the process of implementing pricing decisions.  

For instance, Breidert, Hahsler and Reutterer state that “only 8 to 15% of all 

companies develop pricing strategies based on likely buyer response behavior” [217]. 

Due to the lack of understanding consumer’s willingness to pay companies face a 

problem in terms of gaining competitive advantage through pricing policies. Efficient 

pricing strategy leads to better demand management. Establishing prices that in 
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relevant way reflect willingness to pay of targeting consumers, helps to enhance 

competitiveness and profit potential [218]. 

There seems to be limited research on the purchase intention of agritourism 

products [219]. In this regards, the paper aims to explore how demographic 

characteristics such as level of income and living area affect willingness to pay, thus 

contribute to expanding the knowledge on purchase intention in agritourism. 

Moreover, investigating customer’s willingness to pay for agritourism products from 

Kazakhstan perspective, the current research fills in a contextual gap in tourism 

research.  

Dixit reveals five main factors that have an impact on willingness to pay such as 

customer perceptions, customer characteristics, customer circumstances, customer 

situational factors, and market environment [220]. The current study focuses on 

customer characteristics and aims to investigate the influence of demographic 

features, in particular, income level and geographical location on willingness to pay 

of consumers. It is emphasized that differences in customer’s willingness to pay 

depend on individual customer characteristics [220, p. 40-44].  Relying on this two 

research hypotheses have been developed: 

- Hypothesis 1: It is assumed that consumers with high income level have a 

greater WTP than consumers with low income for agritourism products.  

- Hypothesis 2: It is assumed that urban consumers have a greater WTP than 

rural consumers for agritourism products.  

According to Wedgwood and Sansom study on willingness to pay is generally 

conducted in tree following ways:  

1. Observation of paid prices in different markets; 

2. Investigation of consumers’ expenditures based on focus group interviews; 

3. Direct questioning the customers for their willingness to spend a certain 

amount of money for a certain products of services [218, p. 6].   

In order to get knowledge about actual means of consumers the third way is 

selected as a data collecting approach. The survey was conducted within to cities of 

the country such as Zhezkazgan (central region), Aktay (south-western region) and 

neighboring rural settings during the period from February till April of the year 2013. 

Questionnaires were randomly distributed to urban and rural population, and the 

sample size was 400 people.  

In general 400 questionnaires have been distributed, and a total of 285 useable 

surveys were received from respondents showing an overall response rate of 71.25 

percent. Income distribution statistics represents that the average income level of 

rural respondents is considerably lower than that of urban respondents.  46.8 percent 

of rural residents are earning less than $300 per month, while considerable part of 

urban consumers (30.7 percent) indicates that their average income per month 

corresponds to $301-500.More detailed description of characteristics of urban and 

rural samples is given in the Table 22.  
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Table 22 - Consumers’ Characteristics: Income Level and Living Area 

 
 

Average income per month 

 

Urban Consumers 

n = 176 

Rural Consumers 

n = 109 

Number % Number % 

 

Under $300 

 

40 

 

22,7 

 

51 

 

46,8 

$301-500 54 30,7 19 17,4 

$501-700 28 15,9 12 11,0 

$701-1000 26 14,8 15 13,8 

Above $1000 28 15,9 12 11,0 

 

The research hypotheses have been tested relying on independent-samples         

T-test. According to the fist hypothesis the relationship between willingness to pay 

and the main demographic characteristic of customers represented by the level of 

average income has been examined. The study analyzed consumer’s willingness to 

pay in terms of certain agritourism products including pick-your-own activities, horse 

riding, fishing, falconry, farm tours, bicycling, and one night B&B accommodation.  

The findings of the study revealed that willingness to pay of consumers is 

affected by average income level. Furthermore, the results of independent-samples T-

test showed that there is a significant difference (p=0,000 Sig 2-tailed) between two 

customer groups with different demographic profiles (Table 23). Empirical finding of 

the research justified that consumers with high income level have a greater 

willingness to pay than consumers with low income for agritourism products, which 

is clearly represented by differences in mean scores (Table 24).  More detailed 

information about customer’s willingness to pay for agritourism products is 

comprehensively demonstrated in Table 24, and as it can be clearly seen from 

indicators, consumers with high level of income are ready to pay higher prices for 

agritourism products comparing to people with low income.    

 

Table 23 - Group Statistics and T-test results 

 

Agritourism Products 

Average income per month 

  

T-test less 300$ 

n = 91 

above 1000$ 

n = 40 

M SD M SD t-value 
Sig 

(2-tailed) 

One night B&B  

agri-accommodation 
1,96 1,483 3,33 2,018 -3,858 0,000 

Pick your own 1,42 0,761 3,38 1,764 -6,747 0,000 

Horse riding 2,13 1,231 4,03 1,387 -7,796 0,000 

Fishing 1,64 0,949 3,88 1,556 -8,434 0,000 

Falconry 1,27 0,616 2,23 1,672 -3,493 0,000 

Bicycling 1,47 0,821 3,30 1,786 -6,190 0,000 

Farm tours 2,10 1,350 4,35 1,292 -8,902 0,000 

*p<0,05 
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Table 24 - Customer’s Willingness to Pay for Agritourism Products 

 

 

Preferable Prices  

Average income per month 

less 300$ 

% 

301-500$ 

% 

501-700$ 

% 

701-1000$ 

% 

above 1000$ 

% 

Willingness to pay for B&B  

35$ 46,7 23,8 13,3 10,5 5,7 

36-50$ 32,9 23,7 15,8 11,8 15,8 

51-60$ 11,4 28,6 14,3 17,1 28,6 

61-70$ 17,2 31,0 24,1 20,7 6,9 

71-80$ 33,3 44,4 0,0 22,2 0,0 

81-100$ 17,6 17,6 11,8 23,5 29,4 

more than 100$ 14,3 28,6 0,0 21,4 35,7 

Willingness to pay for Pick your own  

3$ 38,9 26,3 13,8 13,8 7,2 

4-6$ 34,7 32,7 18,4 10,2 4,1 

7-9$ 21,4 32,1 17,9 17,9 10,7 

10-12$ 20,0 6,7 20,0 20,0 33,3 

13-15$ 0,0 11,5 0,0 19,2 69,2 

Willingness to pay for Horse Riding  

4$ 41,5 30,9 12,8 10,6 4,3 

5-7$ 39,6 31,3 16,7 8,3 4,2 

8-10$ 32,3 29,2 16,9 10,8 10,8 

11-13$ 23,1 15,4 23,1 26,9 11,5 

14-16$ 11,5 11,5 5,8 25,0 46,2 

Willingness to pay for Fishing  

4$ 42,4 30,3 13,6 8,3 5,3 

5-7$ 40,0 24,4 17,8 15,6 2,2 

8-10$ 26,7 26,7 17,8 17,8 11,1 

11-13$ 19,0 28,6 14,3 19,0 19,0 

14-16$ 2,4 9,5 7,1 26,2 54,8 

Willingness to pay for Falconry 

70-100$ 36,1 24,3 12,9 15,3 11,4 

101$-120$ 32,4 24,3 24,3 8,1 10,8 

121$-150$ 17,9 46,4 14,3 10,7 10,7 

151-170$ 25,0 25,0 25,0 0,0 25,0 

171-200$ 0,0 7,1 0,0 28,6 64,3 

Willingness to Pay for Bicycling 

4$ 40,1 28,7 12,7 10,8 7,6 

5-7$ 28,1 28,1 21,1 17,5 5,3 

8-10$ 30,3 30,3 12,1 12,1 15,2 

11-13$ 10,0 20,0 30,0 30,0 10,0 

14-16$ 3,6 0,0 3,6 25,0 67,9 
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Continuation of Table 24 

 

Preferable Prices  

Average income per month 

less 300$ 

% 

301-500$ 

% 

501-700$ 

% 

701-1000$ 

% 

above 1000$ 

% 

Willingness to Pay for Farm Tours 

3$ 40,2 29,5 14,3 12,5 3,6 

4-6$ 34,0 32,0 18,0 14,0 2,0 

7-9$ 34,3 25,7 14,3 22,9 2,9 

10-12$ 30,0 30,0 10,0 13,3 16,7 

13-15$ 13,8 10,3 12,1 13,8 50,0 

 

The results of independent samples T-test conducted on the second research 

hypothesis defined that there is no significant difference in willingness to pay 

between two customer groups depending on living area. However, only one exception 

needs to be mentioned regarding pick your own activity with p=0,007 Sig 2-tailed, 

showing that urban consumers (Mean=2,05) have a greater willingness to pay than 

rural consumers(Mean=1,64) for this type of agritourism product (Table 25).  

Summarizing research findings it can be concluded, that customer’s 

demographic feature such as income level has a stronger impact on willingness to pay 

than geographic location.  

 

Table 25 - Group Statistics and T-test results 

 
Variables Average income per month 

T-test 

 

Agritourism products 

urban 

n = 176 

rural 

n = 109 

M SD M SD t-value 
Sig 

(2-tailed) 

One night B&B  

agri-accommodation 
2,64 1,849 2,37 1,591 1,332 0,184 

Pick your own 2,05 1,405 1,64 1,093 2,707 0,007 

Horse riding 2,71 1,575 2,50 1,295 1,251 0,221 

Fishing 2,38 1,529 2,14 1,371 1,359 0,175 

Falconry 1,64 1,087 1,45 1,004 1,451 0,148 

Bicycling 2,03 1,412 1,77 1,086 1,732 0,084 

Farm tours 2,56 1,577 2,53 1,573 0,158 0,874 

*p<0,05 

 

The research analyzed the influence of demographic features on consumer’s 

willingness to pay, and identified a difference in willingness to pay between 

consumers with high and low income levels. The study concludes that, consumers 

with high income level are more willing to pay higher prices for agritourism products 

than consumers with low income level.  

Although, the indicators show that the income level in rural areas is lower than 

urban areas, it is revealed that willingness to pay of consumers is not significantly 

differed depending on their geographic location.  These findings offer useful 
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implications for agritourism service providers in terms of developing pricing 

strategies, accurately able to reflect customer’s willingness to pay, thus to gain 

competitive advantage against business rivals.  

In the analytical part of the work the results of quantitative research have been 

presented. Research hypothesis that have been set according to research goals have 

been tested. The results of the reliability test conducted with the purpose of initial 

data analysis have been provided. The results of a comparative analysis of 

preferences of two consumer groups have been demonstrated which have been 

obtained by an independent-samples t-test. Preferable agritourism offerings have 

been defined for both segments. In addition to this, customer’s willingness to pay has 

been examined. The findings of the study revealed that willingness to pay of 

consumers is affected by average income level. 

 

3.2 A supply-side analysis of agritourism market based on methodology of 

the qualitative research 

In order to reveal the real situation in domestic agritourism market the study 

adopted qualitative approach relying on the phenomenological research philosophy. 

According to Altinay and Paraskevas the qualitative approach is usually considered 

as the most useful data collection technique that is able to provide in-depth 

understanding and detailed representation about the investigated phenomenon [221].  

Primary data has been systematically gained through semi-structured interviews.  

Interviewing has been selected as the most suitable data collection technique for the 

following reasons (data collection instrument is presented in Appendix C): 

1. It enables a researcher to gather extensive data and comprehensive information 

about the current situation in Kazakh agritourism market. This is vitally important in 

case of strategic planning, because there is no actual statistical data in the field of 

agritourism which are required for the analysis and future projections.  

2. It provides the opportunity to understand real perceptions of rural entrepreneurs 

and more accurately reveal their problems.  

Totally 25 interviews have been conducted with providers of various agritourism 

offerings functioning in rural areas. 25 respondents have been included in the sample 

size following the approach recommended by Creswell suggesting 5 to 25 numbers of 

interviews for the phenomenological research [222]. The general description of the 

study sample is demonstrated in Table 26.  

 

Table 26 – Research sample  

 

№ Gender Age Status Education 
Industrial 

background 

Provided agritourism 

offerings 

1 Male  61 Owner  Journalism  Economics 
1) B&B 

2) outdoor sports 

2 Male  57 Owner Ornithologist 
Nature reserve 

management  

1) B&B 

2) birds watching  

3 Male  50 Owner  None  None  1)B&B 

4 Male  20 
Owner/partner 

(family business) 
Student  None  1)Accom-modation 
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Continuation of Table 26 

 

№ Gender Age Status Education 
Industrial 

background 

Provided agritourism 

offerings 

5 Male  58 Owner Agriculture  Food production  

1) B&B (farm stays) 

2) Falconry  

3) Agri-sales (natural 

dairy products) 

6 Male  55 Owner  None None   
1) B&B 

2) Agri-sales 

7 Male  51 Owner  Geology  Business  

1) B&B 

2) educational 

(scientific) excursions  

8 Female  47 Owner  Telecommunications None  1) B&B 

9 Male  53 Owner None None  1) B&B 

10 Male  66 Owner None  None  1) B&B 

11 Female 37 Leaseholder Finance  

1) Hospitality 

Industry 

2) Food & 

beverage 

2) Chef 

3) Accountant 

1) B&B 

12 Female  36 Owner  Pedagogy  None  1) B&B 

13 Female  50 Owner  Business  1) B&B 

14 Male  26 Owner  Art  Art  2) Falconry  

15 Female  40 Owner  Foreign languages  
Ecotourism 

coordinator  

1) B&B 

2) horse riding  

3) hiking tours (forest, 

mountain) 

4) kymyz show 

5) eagle show 

16 Male  55 Owner Geology  Business  
1) B&B 

2) hunting tours 

17 Male  50 Owner  Military  None 1) B&B 

18 Female  43 Owner Ecology 
Ecotourism 

coordinator  
1) B&B 

19 Female 32 

Owner/ 

partner (family 

business) 

Housewife None  1) B&B 

20 Male  48 Owner 

Agriculture, farm 

management 

experience 

Emergency 

services 

1) B&B 

2) rural excursions 

3) fishing 

4) apiary tours 

5) honey sales 

6) folk shows 

21 Male  64 Owner None Business  1) B&B 

22 Male  56 Owner  Engineering  Business 1) B&B 

23 Male  26 Owner Finance Business 1)Food service 

24 Male 35 

Owner/ 

partner (family 

business) 

Law Firm director 1)Accom-modation  

25 Female  60 Owner Tourism  Tourism  1) B&B 

 

The interviews have been conducted with agritourism service providers 

operating in rural areas which are located in different regions of Kazakhstan 

including Korgalzhyn, Sandyktau (Kokshetau), Shuchinsk, Katon-Karagay, 
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Karkaraly, Talgar, Zhabagyly, Tulkibas, Boldyberek (South Kazakhstan), Shet 

(Karaganda), Burabay, Kungei Alatau, Ridder, Shymbulak, Uryl (East Kazakhstan), 

Lenger, Lepsi. 

Rural entrepreneurs providing agritourism-related services have been contacted 

personally and the conversations have been recorded, considerable part of interviews 

has been carried out by telephone because of the long territorial distance. Interviews 

have lasted approximately 20 minutes – 2 hours.  

The research instrument has been developed under the guidance of an expert in 

qualitative research – Research Area Leader for Oxford School of Hospitality 

Management – Levent Altinay (Professor of Strategy and Business Development). 

The original research tool has been designed in English and has been translated into 

Kazakh and Russian languages in order to enable respondents to express their opinion 

easily and clearly understand the content.   

The interview questions developed to understand the current situation in 

agritourism market and to identify the reasons of rural entrepreneurs for starting and 

operating tourism business associated with agritourism. In particular agritourism 

providers have been asked to talk about the process that they have gone through in 

making a decision, and factors inducing to start up own business. On the other hand, 

agritourism providers have been also asked to talk about their individual experiences 

and would they like to make any changes in the future or do something in a different 

way. In order to increase the reliability of the research special prompts have been 

used.   

According to the method suggested by Altinay and Paraskevas analysis of the 

data collected by an interview took place in two stages as: 

1) Familiarization with the data 

2) Cording, conceptualization and ordering [221, p. 183] 

At the first stage analysis recordings of interviews have been carefully examined 

in order to be familiar with the content, consequently emerging topics have been 

identified. On the other hand, transcripts of interviews have been comprehensively 

analyzed.  

Method of cording has been used in qualitative data analysis. At an initial stage 

of analysis the open coding technique has been applied. During this process the 

empirical data has been broken down into several categories, and distinctive features 

of an investigated phenomenon have been revealed.  

During the analytical process the logical diagram has been constructed in order 

to emphasize the relationships between categories and clarify important aspects of the 

phenomenon. Adhering to this procedure, categories of entrepreneurs in agritourism 

have been identified and constructed. Moreover, the reasons of rural entrepreneurs for 

starting and operating tourism business associated with agritourism have been 

demonstrated diagrammatically in Figure 8, and categories of agritourism 

entrepreneurs have been defined and named as:   

1. «opportunity entrepreneurs»; 

2. «necessity entrepreneurs»; 

3. «irrational entrepreneurs».  
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Figure 8 – Method of Open Cording. The process of opportunity identification  

and exploitation depending on categories of entrepreneurs 

  

Source - Developed by the author 
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The first two categories correspond to the theory of entrepreneurship as it is 

indicated in the literature review. For instance, scholars as Block and Wagner [223], 

Deli [224], Williams and  Williams [225], Block and  Sandne [226], Fossen and  

Büttner [227], Zali, Faghih, Ghotbi and Rajaie [228] divided individuals into two 

groups as «opportunity entrepreneurs» – the opportunity seeking category of people 

as well as «necessity entrepreneurs» – the category of people forced by a need.  

Block and Wagner also found that opportunity entrepreneurs comparing to necessity 

entrepreneurs exploit much more beneficial opportunities, since they differ in 

response to human capital [223, p. 166]. In addition to this, the research identified 

another category of entrepreneurs among Kazakhstani agritourism providers and 

defined them as «irrational entrepreneurs».  

Reasons for starting agritourism business depending on identified categories of 

entrepreneurs 

Necessity Entrepreneurs. Interviewed rural entrepreneurs above all have been 

motivated by a necessity to earn a living. Since the concept of guest houses offered 

by experts has not required a sufficient investment and could be implemented on a 

basis of a currently owned infrastructure, local people have been interested in 

hospitality business as a favorable opportunity which could help them to generate any 

kind of income. Transforming their private properties into guest houses and starting 

to accommodate tourists in homestay houses have been the distinctive features of 

rural enterprises operating in rural areas. Generally, hospitality entrepreneurship has 

been considered by informants as a reluctant activity due to the unemployment, 

depopulation and overall economic decline in rural areas. The rationale for starting up 

tourism business was explained by informants: 

[…] we started this business because of deadlock. We didn’t think that it will be 

profitable or not, we just started, and step by step it was developed. We started 

our business 7 yeas ago. There was no job in our village at that time. Something 

should be done to earn. 

Also a second informant stated: 

We had no jobs in our village, many people moved to cities. We considered this 

business as a source of income.  

Moreover, a third informant admitted:  

[…] there were very difficult times, there was a crisis and we had to do many 

different things to survive. At that time this business was like financial 

motivation for us and additional source of income.  

Opportunity Entrepreneurs. Opportunity seeking initiative entrepreneurs usually 

have been motivated by financial and business interests, focusing on feasible as well 

as favorable business opportunities. There has been a common belief among the self 

driven business starters that there was an increasing demand for hospitality services. 

Furthermore, tourism industry has been considered as a financially attractive sector 

having the real future prospects. One informant reflected motivations in business 

accordingly: 

http://link.springer.com/search?facet-author=%22Nick+Williams%22
http://link.springer.com/search?facet-author=%22Colin+C.+Williams%22
http://www.sciencedirect.com/science/article/pii/S0272775713001076
http://www.sciencedirect.com/science/article/pii/S0272775713001076
http://www.sciencedirect.com/science/article/pii/S0272775713001076
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[…] it is profitable industry, strong financial motivation. This business 

financially is very attractive. There are necessary conditions in Kazakhstan for 

the development of hospitality industry. There are good perspectives. 

Additionally, another informant indicated an opportunity of reaching international 

market as following: 

Fist off all, Burabay is the region with a strong tourism potential. Government 

pays considerable attention to the development of Burabay region (plan to 

development of Shuchinsk-Burabay resort zone in Akmola region). So, I 

expected good perspectives in terms of business development. Secondly, there 

was an opportunity in terms of getting access to Russian market, sine there are 

many Russian tourists visiting Burabay resort.  

On the other hand, a significant part of informants have located in resort and 

park zones distinguished by a high tourism potential denominated by a rich diversity 

of natural resources, therefore entrepreneurs have been gaining a value from such 

conditions. Benefiting from unique environmental conditions, rural entrepreneurs 

aimed at making a profit and further development. As one informant explained: 

 […] region is satiated far away from megalopolises; there is big diversity of 

agrobiocenosis, very good ecological conditions, very rich flora and fauna. In 

one day tourist can visit sand-dunes that by horses go to the glaciers. Tourists 

want to see many things in a short period of time, and the region can offer such 

kind of opportunity. All of this is very attractive for tourists, and I thought that 

why not use our remoteness as a unique selling point.  

Irrational Entrepreneurs. The findings also revealed that financial interests have 

been not as much important for the major part of entrepreneurs as esthetic or 

scientific interests in starting up the business. The main intention for many people has 

been the passion for an art, the dream or breath of life, or patriotic duties.  The 

business had been perceived by this category of self driven entrepreneurs mostly as a 

hobby than work. They had been motivated by a desire of contributing to the 

prosperity of their region through creating public services, to the revival of national 

culture and folk through touristic animation programs as well as awakening and 

involving rural population into service sector, direct sales and socio-cultural 

environment due to the tourism development. For example, one agritourism provider 

claimed that: 

My motivation was not a business. I wanted to revive the art of falconry in 

Central Kazakhstan. I wanted to promote this old Kazakh art to the people. I 

have learned how to work with eagles and gained experience in this field. First 

off all it was interesting to foreign people. There are also beautiful places, 

historical objects, petroglyphs in Central Kazakhstan. So, in order to make the 

visit of our guest interesting I started to show them such places.  

Yet a provider of science tourism made the following statement: 

[…]In 2004 I have explored one problem in Ridder – shock blast crater. I am a 

former geologist… Tourists from Germany who was interested in craters, they 

contacted me. They had been living in my house, and then they ask to come 

again. It was interesting for me as well. I have a two-stored house with 4 rooms, 
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and a small garden house, so I started hosting guests. In fact I didn’t think about 

the business. It was like hobby for me. I just connected my labor of love with 

hospitality and tourism. The main motivation is my interest, interest in science.  

On the other hand one of the informants reported that: 

[…]The original idea was a revival of winter sports, make Balkashino as a 

center of winter sports, the second was the development of tourism in 

Balkashino. It was the purpose for my further life. I wanted to develop tourism 

in my region. My initiative helped to improve rural infrastructure and the 

region has become more attractive to tourists.  

While another informant explained a startup motivation accordingly:  

I had a dream to create something. I travelled a lot, and I saw guest houses 

made from wood in Austria. I dreamed to do something similar in my country.  

The resource basis of agritourism startups 

Agritourism providers offering hospitality services required different types of 

capital for their startups including: financial, human and social capital. Basically most 

of entrepreneurs indicated that they had private houses, or other kind of real estates 

which had been used as main assets during start-ups. At an initial stage of the 

business some people have bought the land or buildings, or started from renting. 

Considerable number of rural enterprises has been founded based on owners’ own 

savings or family funds. Comparatively small number of people has taken bank loans 

due to the high interest rates, consequently owing to the high risks. Although hotel 

owners indicated that they hired a staff, because of the necessity of an additional 

labor force, almost every owner of guest houses accommodating tourists within their 

own properties claimed that all functions were assigned between family members.  

Financial investment basis of agritourism startups depending on identified 

categories of entrepreneurs  

No external support and impetus have been gained by self driven Opportunity 

Entrepreneurs and Irrational Entrepreneurs during start-ups, while Necessity 

Entrepreneurs operating in rural settings started their business activities relying on a 

social support.  

Necessity Entrepreneurs have been sponsored financially or materially by social 

organizations. The investigation revealed that some small scale Necessity 

Entrepreneurs operating in rural areas started their businesses within the framework 

of the Kazakhstan Tourism Development Initiative, aimed at implementation and 

development of tourism as a source of complementary income and additional job 

opportunities which has been financed by Eurasia Foundation. In accordance with the 

community based tourism program pilot projects have been implemented in regions 

of Kazakhstan with high ecotourism potential, including Aksu-Zhabagyly, Katon-

Karagay, Lepsi, Ridder and Karkaraly. It involved experts and volunteers from 

Voluntary Service Overseas provided a consultancy and training support for local 

communities in creating and managing guest houses. Additional assistance has been 

offered by nongovernmental organizations, tourism companies and by the non-profit 

organization – Informational-Resource Center of Ecotourism established by Kazakh 

Tourism Association that provided a marketing (advertising and promotion) as well 



115 
 

as educational support for rural entrepreneurs. As indicated by the informants, they 

started up to provide hospitality services for tourists owing to the encouragement of 

nongovernmental organizations and tourism companies that had been involved in 

community based tourism project: 

Necessity Entrepreneur […] “Kompas” provide us with pillows, blankets, 

refrigerators, some kind of building materials. After we have returned money to 

them, but it was like interest-free loan. Our business worked well and it was 

possible to return the loan in one season. I have also used my own financial 

means for the purpose of food service. Approximately, the proportion was: 30% 

- the support of “Kompas” and 70% - my own resources.  

Opportunity Entrepreneurs and Irrational Entrepreneurs providing agritourism 

related hospitality services in rural territories have started their business activities 

according to personal intentions, relying on their own initiative and funds. This 

category of entrepreneurs was impelled by different motives and reasons as financial 

and business interests as well as esthetic or scientific interests.   

Only insufficient number of self driven entrepreneurs has acquired financial capital 

by winning grants from international organizations.   

Self driven entrepreneur […] The considerable part of our capital was gained 

from Grants. We have started to cooperate with international nature 

conservation organizations.  International organizations helped me to raise my 

start-up capital. We are still working with them. We are cooperating with World 

Wildlife Fund, with United Nations Development Program. Now we have got big 

grant from European Commission for the development of rural tourism. 

Self driven entrepreneur […] Nobody gave me money. I found the solution 

myself. In order to revive the art of falconry I needed big amount of money, 

because of this we established a household – farm household. After that, in 

order to realize agricultural products and make a profit we bought a small café. 

So we sell the products at the café and we used earned money for the 

development of the art of falconry. Then I connected my activity with tourism. 

However the tourism is not a primary activity for us, we are developing it as an 

additional activity.  

Support for agritourism entrepreneurs 

The support of family members has been the most important factor in realization 

of goals for self driven Opportunity Entrepreneurs as well as Irrational 

Entrepreneurs, and equally for Necessity Entrepreneurs. As indicated by informants 

nearest family members, in some cases relatives have played a significant role during 

the period of formation and further development of family businesses. At the early 

stage of startups family members have not provided only a moral support, but they 

also had been involved in organizational procedures, in management and service as a 

main source of human resources on the one hand, and provided a financial support on 

the other hand in case of identified 3 categories of rural entrepreneurs.  

Key aspects of agritourism business 

Customer Orientation. According to the opinions of informants in starting up the 

business they succeeded basically in Customer Service enhanced by an individual 
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approach. A hospitable atmosphere and homemade cuisine have become the most 

attractive aspects of agritourism products offered in rural villages. For example, one 

informant made the following comment:  

[…] Every detail in tourism business is interconnected with each other. We 

understood that customers have expectations. First off all this expectation is to 

see the nature. The next one they need good food service and comfortable 

lodging. We are positioning our food service as a home-made cuisine. 

Accommodation is the most common B&B, however we offer not only breakfast, 

we provide tourist with full food service. Because we serve tourists as our guests 

and we try to create home atmosphere. So such kind of approach helps to create 

customer satisfaction.  

Pricing Strategy. On the other hand, informants also indicated the importance of 

Pricing Strategy. Some entrepreneurs have established and followed an effective 

pricing strategy, which helped to increase sales revenue. As commented by one of 

informants a well considered decision concerning the pricing strategy that has been 

taken at an initial stage of business development has leaded to the progress and 

considerable economic performance:  

 […]Our prices for accommodation and food are cheap within the region. So 

our accommodation services worked well and we can maintain a high demand 

for our offerings.  

Business Networks. Moreover, entrepreneurs have relied on creating Business 

Networks and Relationship Development. For instance, one informant reported that 

the business succeeded directly because of the well working business networks:  

Fist of all my networks and relations worked well. I have many partners, friends 

in Moscow. I also have close relationships with a sanatorium that is located next 

to my recreational center. They allowed my guest to use their swimming pool.   

Similarly other three informants emphasized the importance of Business Networks 

stating that:  

Informant 1[…]I made a contract with Kazakh and Russian tourism 

companies. Cooperation with tour companies helps us a lot.  

Informant 2 […] I am closely cooperating with the museum, I take tourists to 

there. And also I communicate with Altai expeditions. Some tourists come to me 

through Altai expeditions. 

Informant 3 […] I have created a connection between me, my tourists and local 

population. I am cooperating with local population. I provide my tourists with 

the opportunity to buy natural products, homemade food and they will buy from 

local population needed products. Local population has an opportunity to sell 

their products directly. 

Skills and Experience. Some entrepreneurs had quite a big professional 

experience in the field of tourism and hospitality, educational background related to 

the sphere, while some of them started tourism business and operating very 

successfully now, based solely on a life-experience, even without the secondary 

education.  For instance, one informant reported that:  
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[…]Before tourism business I did many things, I used to start and developed 

many different businesses. I started my tourism business operating as a tea 

house, we have bought the building of a shop, than I improved the surrounding 

infrastructure and started to offer accommodation (campsites made from 

wooden houses) services for tourists. I have only 5 years of education; however 

I can say that I am successful. The education is not much important as an idea, 

vision and life experience.  

Another informant, in contrast, made the following comment:  

I had an experience in the field of hospitality, I used to work in hotels, but one 

day I decided to work for myself. I was invited by founders of the hotel; they 

offered me a mutually beneficial cooperation. I started up my business by 

renting a hotel. 

Equally with the working experience and education, personal qualities and skills 

associated with professionalism, learning capability, talent, language and 

communication skills have been influential in all aspects of business.  Findings 

identified that entrepreneurs particularly have relied on communication skills as a key 

factor in dealing with clients during the process of business operations. As suggested 

by majority of informants customers put a premium on friendly atmosphere achieved 

by good communication. Communication skills have been crucial for almost every 

starter in managing overall performance of their businesses and spreading positive 

word-of- moth leading to repeat customers. Additionally, communication has been a 

useful tool in building an effective relationship with stakeholders. Some 

entrepreneurs needed specific skills that have been beyond common hospitality skills 

such as a talent in art or scientific skills, as noted by one informant:    

I needed special skills in the field of the falconry art. In order to gain the 

knowledge I learned this art from Kazakh people moved from China. They 

trained me and shared their knowledge.   

Another informant mentioned social skills gained from everyday life:  

We used only a life experience, because me and my wife we don’t have any 

education, and communication with tourists, rustic charm, simplicity.  

A third informant spoke about professional as well as communication skills: 

I used to work as a cooker, then I worked as chef, I worked in fashionable 

restaurants. I always interested in operations of big hotels. I have got the 

economic education – “finance and credit”. I was invited to work to the hotel 

where I worked as an accountant. Then I worked 2 years as a director of that 

hotel. So I used my cooking skills, managing skills, knowledge in finance and 

accounting, communication skills: openness, hospitality, and personal charm.  

Barriers to agritourism development  

At the next stage of logical and data analytical analysis key themes have been 

redefined and conceptualized in a new way. Based on the approach suggested by 

Altinay, Brookes and Aktas (2013) first-order thematic categories have been 

converted into more extensive second-order topics by adopting the axial cording 

technique. As a result, relying to the method recommended by Chathoth, Ungson, 

Altinay, Chan, Harrington and Okumus (2014) broad thematic categories defined as 
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«barriers» to agritourism development in rural areas of Kazakhstan have been 

identified and presented as followings.  

Barriers associated with infrastructure, tourist facilities and public utilities 

As it was shown by findings problems of undeveloped touristic (facilities) and public 

infrastructure (roads, water supply) also currently exist. Several problems which 

constitute obstacles with the growth of business emphasized by different informants 

as following: 

Informant 1 […] The road is in a terrible condition. Foreigners often ask me: 

why you have so much oil, but why your roads are so bad? 

Informant 2 […] One of the major problems is water. We have a two-story 

building, and there is no water in our suite room. It is not because we do not 

have water, we have strong water resources in the region. The problem is that: 

all water supply lines are very old or they will be renewed by low quality water 

supply lines, and as soon as the pressure is given, they are destroyed. In the 

summer we deliver water by fire trucks. Financial support that is provided by 

the government is usually stolen because of corruption. 

Informant 3 […] There are no tourist facilities. National Park is responsible 

for this, but they are not solving these problems. Tourists pay entrance fee 

therefore they need comfortable conditions. For instance in recreational places 

that are visited by tourists should have necessary facilities such covered places 

where tourist can stay when it rains, toilets. There are no even toilets. All of this 

makes the visit of tourists uncomfortable. We also need clarity in tourist routes 

within the territory of National Park.  Where tourists can have a rest, where they 

can make a fire, where smoking is permitted, where they can take a bus, where 

they can eat. It is one of the most problematic things for us.  

Informant 4 […] Buying online tickets for train is an obstacle. Even if you 

bought the ticket online you have to go from our village to the city centre to go 

to the ticket window any way, and change it to real ticket. It is called online, but 

it is not really online ticket. It is very problematic for tourists. Moreover, it looks 

like that our station Tulkubas is not designed for people. For instance, 

sometimes the trains stopped at 2nd way, and there are no special conditions for 

disabled people. Especially Japanese tourists were shocked.  

Barriers associated with human resources 

The next obstacle for business is a low quality of human recourses. 

Entrepreneurs do not satisfy by hired employees referring to their incompetence as 

well as poor performance. Unqualified hired personnel are not able to demonstrate a 

productive work due to the lack of skills that should be gained during education. 

Almost every hired employee requires additional training, as reported by one 

informant: 

I have to train them [hired staff].  Educational institutions educating students 

give only theoretical knowledge; consequently they prepared employees without 

practical skills. The teachers also don’t know what tourism in reality is.    

While a second informant adds:  
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The biggest problem is the guides, especially who work at the nature reserve. 

Sometimes we work with them. Guiding in ecotourism is a very specific activity. 

None of tourism faculties are developing necessary skills of students. For 

instance, students get the degree of tourism managers, and it is considered that 

they can work at nature reserves. But in reality they are not able to adapt to the 

specificity of activities conducted at nature reserve. They are required to have 

biological knowledge; however they do not have such kind of skills, so they are 

not capable to work as the ecotourism guides. The next problem is related to 

English speaking guides. There are many guides who had a degree of foreign 

language philology or translator; however they also do not understand the 

nature, biology, they usually do not see the connection between their job and 

ecotourism. It is very difficult to retrain them as an ecotourism guides, because 

they do not have any biological background. Professional guide-biologists, 

guide-ornithologists are very old. For instance, the best guide in Kazakhstan is 

73 years old; the youngest guide-ornithologists are around over 50. There is no 

qualified young generation of ecotourism guides. Guides are not able to create 

tour programs according to the interests of targeting groups (eco tourists). A 

content of the programs have to be interesting for tourists, it is necessary to 

show new things everyday. This problem is very serious nowadays, because 

none of tourism companies in Kazakhstan usually have ecotourism guides with 

biological knowledge.  

Barriers associated with the tax and loan system 

Other barriers impeding progress and development of agritourism businesses are 

related to the problems of paying taxes and taking loans. As respondents indicated, it 

is quite difficult for them to make new investments and expand their businesses 

because of the high interest rates and pledge conditions. In this regard entrepreneurs 

of an agritourism sector expect the support in a form of tax brakes as well as soft loan 

system that is considered as an efficient instrument of regional tourism development. 

Informants expressed their expectations as followings:  

Informant 1 […] Since tourism business operating in rural areas requires 

considerable investments and since there are big risks in tourism, entrepreneurs 

need tax-free system during 3 years since they start up.  We need tax breaks. 

Informant 2 […] Government could give incentives to entrepreneurs starting 

new business exempting them from paying taxes or reducing taxes for 50 % 

during the fist 5 yeas of operation.  

Informant 3 […] I would like to improve my business and I tried to get the loan 

form bank according to the governmental program “Dorojnaya karta biznesa”, 

but the conditions are quite difficult. For instance if I need 12 million tenges I 

have to put 4 million as a deposit, to put the real estate as a guarantee, and only 

after that I am allowed to get the loan. It is unreal, if I have such amount of 

money, what is the reason to ask the bank? For tourism the conditions should be 

quite flexible.  

Informant 4 […] I need support at governmental level in terms of taking loans 

from bank. For example, if I would like to take a bank loan, I have to give 
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something as a guarantee. I have no guarantee. So I don’t know what I can do. 

For instance, if I would like to get bank loan of 3 million tenges, I have to give 

something as a guarantee that amounted to 10 million tenges.  

 

In a given analytical section of the dissertation initial data collected though 

semi-structured interviews have been analyzed. Descriptive statistics of a sample as 

well as findings of a qualitative research have been presented in details. The structure 

of agritourism providers has been justified considering the specific features of rural 

entrepreneurship of Kazakhstan. In particular, a specific category of agritourism 

providers defined as «irrational entrepreneurs» has been revealed as a result of open 

coding method. On the other hand, challenging issues and barriers, currently existing 

in a domestic sector of agritourism have been refined based on axial coding method. 

The data that has been collected in a real business environment have been analyzed 

and categorized depending on different types of rural entrepreneurs.  

 

3.3 Analysis of agrtiourism potential and expected financial outcomes 

In order to analyze the agritourism development potential of Kazakhstan and 

evaluate main problems of the sector SWOT – analysis has been carried out. As a 

result of SWOT – analysis favorable as well as unfavorable factors having a positive 

or negative impact on a further development of agritourism have been revealed 

(Table 27). The table of SWOT – analysis proposes strategic options that might be 

implemented depending on correlation of strengths, weaknesses, opportunities and 

threats.  

Although the tourism potential of Kazakhstan is considered as strong enough by 

expert appraisals, this important sector of economy is till remaining undeveloped. Its 

share in gross domestic product is only around 0,3 percent [237,p.3]. As agritourism 

is known as the form of a cost-effective tourism which may be developed on a basis 

of existing infrastructure, it can significantly contribute to local economy and 

stimulate the development of national tourism industry. Moreover, Kazakhstan has a 

high agritourism potential consisting in a wide variety of unique ethno-cultural, 

historical, recreational and natural resources of rural areas. However, general 

problems of national tourism industry also hinder the development of agritourism 

business.  

 

Table 27 – SWOT – analysis of agritourism development potential of Kazakhstan 

 
Strengths Weaknesses 

1)The reach variety of natural recreational 

resources of the country.  

2) The reach historical and cultural haritages 

(including resources protected by UNESCO).  

3) Unique traditions and culture.  

 

 

 

1) The lack of legal status of agritourism and 

the lack of legal basis of rural tourism 

business.  

2)Underdevelopment of transport 

infrastructure.  

3) Underdevelopment of accommodation and 

catering infustructure.  
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Continuation of Table 27 

 
4) Natural, homemade products  

5) The support of the government for 

tourism development.  

6) The governmental support for small 

and medium enterprises.  

7) Quite a big number of employees in 

Hospitality industry and Tourism. 

4) Low quality of the service and 

comparatively high level of prices. 

5)Low quality of human resources 

(knowledge of foreign languages) 

6) The lack of financial support for 

agritourism and rural tourism.  

6)Unawareness of household owners 

about agritourism business.  

7)The phsychological perception of 

potential entrepreneurs – they are 

interested in additional income, however 

they are not consider the agritourism 

concept as a business.  

8)The lack of informative and consultancy 

basis. 

Opportunities 

(a positive influence of external 

factors in future) 

Threats 

(a negative influence of external 

factors in future) 

1) Deepening global economic crisis 

(reducing of a purchasing power of 

potential consumers, seeking for a cheaper 

vacation opportunities). 

2) Positive impact on tourism of the 

Eurasian Economic Union 

3) Positive impact on tourism of Expo-

2017 

1) Global economic crisis  

2) Rivalry from the side of Russian and 

Belarusian tourism markets 

3) Worsening ecological conditions.  

4) Reducing of a purchasing power of 

consumers due to the rising inflation 

 

A comparative analysis of strengths and weaknesses indicated that despite the 

reach tourism potential of Kazakhstan as well as favorable conditions for business 

activities created by local governments as a result of provided financial support for 

tourism industry and small and medium-sized enterprises, there are several challenges 

for agritourism development. Barriers are generally associated with the weaknesses in 

infrastructure, management and financial as well as informative support in the sector 

of agritourism.  

Nowadays in Kazakhstan there is no policy framework or legal regulations for 

agritourism business. Consequently there is no a specific coordination as well as 

relevant organizational structure, indicating the absence of management system. 

Moreover, there is the lack of awareness and understanding of an agritourism concept 

by rural tourism entrepreneurs. Entrepreneurs started their business activities 

depending on different motives are interested in agritourism as a source of additional 

income and not perceive it as a serious business. 

There are no any associations or social organizations integrating agritourism 

providers in Kazakhstan, which is very important for the development of the sector 

especially at an initial stage. Individual tourism entrepreneurs operating in rural areas 
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do not understand the necessity and role of such professional networks. The foreign 

experience proved that well-functioning associations speed up the implementation of 

agritourism projects and help to increase a competitiveness of agritourism services 

through supportive measures provided for rural entrepreneurs.  

The lack of special information resource centers responsible for promotion of 

agritourism offerings is another no less substantial problem. In addition to this, the 

quality of tourism and social infrastructure needed for agritourism development 

should be significantly improved, particularly in rural areas of the country. As the 

considerable numbers of rural villages in Kazakhstan are located in remote places a 

special attention should be paid for transport infrastructure and quality of roads.  

On the assumption of outcomes of SWOT – analysis major problems that need 

to be solved in order to develop the sector of agritourism have been summarized as 

followings: 

a) The lack of government policy and regulatory basis needed for agritourism 

development.  

b) The lack of state and regional programs for agritourism development. 

c) The lack of financial support provided at local and state levels.  

d) The lack of coordination bodies in agritourism at local as well as regional 

levels.   

e) The lack of large-scale agritourism networks and cooperation.  

f) The lack of marketing and information support.  

g) The lack of social awareness about agritourism among potential consumers as 

well as entrepreneurs. 

h) Low quality of human resources working in the sphere of agritourism.   

An expected positive influence of opportunities and possible negative impact of 

threats have been examined based on the external environment analysis as 

demonstrated in SWOT matrix.  

Several favorable conditions, currently existing in a macro-economic 

environment nowadays, create feasible opportunities for agritourism development. 

Today a purchasing power of tourism consumers has tangibly decreased due to the 

deepening global economic crisis. Food prices are also gradually increasing. 

Therefore, modern tourists are seeking for cheaper recreational offerings. As a result 

the demand for village-based holidays has risen.  

Two major occasions as ratification of the Treaty on the Eurasian Economic 

Union and Expo-2017 will stimulate tourist flow. However, local rural tourism 

entrepreneurs may suffer form a quite sting rivalry from the side of Russian and 

Belarusian tourism markets. These countries got ahead in rural and agritourism 

industry and a local agritourism product is less competitive than foreign products. 

Therefore, a competitive advantage against main competitors should be gained by a 

unique selling point of the local tourism product. On the other hand, reducing of a 

purchasing power of consumers due to the rising inflation may cause a significant 

decline in tourism product consumption in a whole.  

According to official statistics for the period of January and September of the 

year 2013, in the structure of tourist activities the domestic tourism of the Republic of 
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Kazakhstan reached 44.4%, while inbound and outbound tourism indicators 

corresponded to 2.3% and 53.3% respectively. In comparison with the data of 

January-September of the year 2012, there was a general decline in the share of 

outbound tourism by 8% and inbound by 2.3%, while the share of domestic tourism 

has been relatively increased by 10.3% as it can be seen form the following diagram 

(Figure 9).  

Such kind of tendency is an evidence of an existing demand for domestic 

tourism offerings as well as a progressively increasing interest for domestic tourism 

destinations, which can be considered as a favorable precondition for the 

development of new directions in an internal market of recreational services. In the 

European Union the share of a domestic tourism is about 77%, demonstrating its 

importance for economy of European countries [238, p.1]. However, in Kazakhstan 

this sector is still remaining undeveloped, therefore it needs special attention. In this 

case developing and promoting low-cost tourism services as rural tourism or 

agritourism may stimulate the growth of domestic tourism.  

As the World Tourism Organization states, the worldwide demand for rural 

tourism activities is constantly rising than other tourism forms. Referring to the 

results of an urban and rural population survey it can be considered that there is also a 

significant demand for a vacation connected with agritourism among potential 

consumers of Kazakhstan within the domestic tourism market of the country. In this 

regard, the findings of the quantitative research based on a questionnaire data 

collection technique indicate that 285 respondents out of 400 amounted to 71 % of a 

sample are interested in agritourism offerings as a customer, while only 83 people 

corresponded to 21% were not keen on consuming a tourism product associated with 

a rural recreation. Despite the existing demand for agritourism in the domestic market 

of tourism industry the supply satisfying this gradually rising demand is not formed 

and developing an unsystematic way.  

 

 
  

 

 

 

 

 

 

Figure 9– Domestic tourism indicators as compared to outbound and inbound tourism 

Source – Developed by the author based on official statistics, source «the Concept for 

Tourism Industry Development of the Republic of Kazakhstan till 2020» 
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One of the most important preconditions for agritourism development equally as 

important as the natural-geographic conditions is the agricultural potential of a 

country as well as farms and rural households, operating in rural areas. Kazakhstan 

has idle capacities of natural, cultural and historical resources which can be realized 

through the implementation of agritourism. Furthermore, Kazakhstan has a quite 

strong material basis required for agritourism development as rural communities, 

farms and rural households.  

According to the data provided on March 2012 by the Agency of Statistics of the 

Republic of Kazakhstan the number of farms and rural households corresponded to 

200076 unites, which was the 15% of registered small and medium-sized enterprises 

(SMEs). The number of actively functioning rural households was 182986 that 

amounted to 24, 3% of SMEs of RK [239]. Considerable part of households (91%) is 

actively functioning in the sector of agriculture, while 9 % of a total 200076 

households are still remaining passive (Figure 10).  

On the other hand, a significant part of population, notably 44, 9 % (the data of 

the Agency of Statistics of RK for the year 2014) are living in rural areas of the 

country. All of these conditions create a basis for the development and 

implementation of agritourism activities.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 10– The structure of the registered farms and rural households of RK and the 

share of active entities of SMEs 

 

Source – Created by the author based on data of the Agency of Statistics the Republic 

of Kazakhstan  

 

Based on methodology of the Council for Study of Productive Forces of the 

Ministry of Economy of Russian Federation and Russian Academy of Sciences the 

long-term projection of gross revenue expected to be generated from agritourism has 
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been made relying on an initial data obtained from preliminary calculations. Table 28 

contains raw data required for the following calculations and projections.  

According to the methodology it is suggested to consider 3 different scenarios. 

The first scenario assumes that 25% of rural households will be involved in 

agritourism entrepreneurship. Referring to the second scenario it is projected that 5% 

of farm entities will carry out supplementary recreational services. In the third 

scenario it is expected that 1% of an active household enterprises will function as 

agritourism units as it is presented in Table 29. Expected gross revenue has been 

calculated by the given formula.  

 

                                       (2) 

                                 

 Table 28 – Initial data used for calculation of Gross Revenue expected to be 

generated from agritourism business 

 
Initial Data 

Number of farms and rural households in the 

Republic of Kazakhstan,  

182986 units 

 (the Agency of Statistics of RK, 2012) 

Rural households supposedly will be involved 

in agritourism business (General Options) 

 

100% =182986 

75% = 137239 

50% = 91493 

25% = 45746 

5% = 9149 

1% = 1829 

Revenue of rural households generated from 

agritourism activities ($/year) 

High Level = 20 000$            [ ] 

Medium Level = 10 000$       [ ] 

Low Level = 2000 $               [  ]          

            Source - Converted by the author based on methodology of Council for Study of 

Productive Forces of the Ministry of Economy of Russian Federation and Russian Academy of 

Sciences. (Дубиничева Л.В., Советов П.М., 2009).  

 

 

 

 

 



126 
 

Table 29 – Calculation of Expected Gross Revenue according to the possible  

development scenarios   

 

Economic efficiency of agritourism business as well as its importance for 

economy of the country can be justified by an estimated profit which has been 

calculated in Table. Even in the case of pessimistic projections demonstrated in the 

third scenario expected gross revenue will be approximately 19 million dollars per 

year. 

Agritourism development potential of Kazakhstan has been examined and 

estimated based on SWOT-analysis, revealing weaknesses of the sector as well as 

potential opportunities. Moreover, factors of external and internal environments have 

been correlated in order to evaluate their positive or negative impact on domestic 

agritourism sector. The current state of domestic tourism and main indicators of the 

industry has been examined as compared to outbound and inbound tourism. 

Estimated profitability of the sector of agritourism of Kazakhstan has been projected 

based on calculation of expected revenue.    

  

Development Scenario №1 

25% = 45746   [DS] 
Expected Gross Revenue 

1/3 households – High Level of Profitability 

1/3 households – Medium Level of Profitability  

1/3 households – Low Level of Profitability  

 

 

 

Total = $487mln/year 

Development Scenario №2  

5% = 9149  [DS] 

 

 

 

 

 

Total = $97mln/year 

1/3 households – High Level of Profitability 

1/3 households – Medium Level of Profitability  

1/3 households – Low Level of Profitability  

Development Scenario №3  

1% = 1829  [DS] 

 

 

 

 

 

 

Total = $19mln/year 

 

1/3 households – High Level of Profitability 

1/3 households – Medium Level of Profitability  

1/3 households – Low Level of Profitability 

          Source – Calculated by the author based on methodology of Council for Study of 

Productive Forces of the Ministry of Economy of Russian Federation and Russian Academy 

of Sciences (Дубиничева Л.В., Советов П.М., 2009). 
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4  MIAN DIRECTIONS FOR AGRITOURISM DEVELOPMENT IN 

KAZAKHSTAN 

 

4.1 Agritourism as an instrument of increasing wealth of rural population 

Tourism in Kazakhstan has acquired fundamentally different development path 

since the advent of independence in 1991. Previously perceived as an undeveloped 

part of Soviet Union, the country had no case to create its own image as an individual 

tourism destination with its unique features. Nowadays within the framework of 

“Governmental program on accelerated industrial-innovative development of the 

Republic of Kazakhstan” and “Strategic Plan of Tourism Development for 2011-

2015” a special priority is given to tourism in the country as a profitable sector of 

economy, thereby tourism industry is supported on a governmental level [229].  

Moreover, a special priority is also given to agritourism in «the Concept for 

Tourism Industry Development of the Republic of Kazakhstan till 2020» as a 

promising direction which is considered as a generator of alternative employment in 

rural areas, ensuering socio-economic development of rural areas.  

However agritourism in Kazakhstan is being developed on its own terms 

without a strategic guidance. There is a lack of regulations established and approved 

by the state especially for agritourism in Kazakh tourism legislation. In other words 

agritourism providers are operating tourism business on a basis of their own initiative 

these days. Tourism offerings organized in a form of agritourism packages are 

gradually emerging in different regions of the country. Special offerings such as 

experiencing nomadic lifestyle in ethno-villages are provided by tourism enterprises, 

while individual owners lease private rural houses to vacationers for accommodation 

purposes.   

In most cases it is basically family-run small businesses. In general agritourism 

in Kazakhstan is not formed as a well-developed tourism concept, and despite the 

existence of several rural tourism business initiatives it is still a new emerging sector 

of national tourism industry.  

Equally with local families’ initiative, developing agritourism in rural areas 

requires external investment and sufficient supports in a form of government 

subsidies [230]. Furthermore, Calado, Rodrigues, Silveira and Tomaz state that “the 

process of development must occur at the local level” and makes a special emphasis 

on cooperation of all social institutions [231].  

As European practices show agritourism development measures will be 

successful, if its implementation and further development is regulated by deliberate 

guidance and well-planed overall strategy established by the government [232]. 

Therefore, elaborated policy instruments for agritourism development and promotion, 

coordination centers ensuring professional assistance are needed for the Republic of 

Kazakhstan, especially on the initial stage of tourism development [1, p. 1023].  

According to the latest statistical data, the population living in rural areas in the 

Republic of Kazakhstan takes 45.32 % of the total population in its territory [233]. 

The average income of rural residents is significantly lower than the income of the 

urban residents. Previous researches conducted on households revealed that in first 
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quarter of the year 2012 the proportion of population with the income, which is below 

the living wage amounted to 3.9%. Compare to 2011 it was lower for 1.6 %. 

However, the proportion of rural population with the income which is below the 

living wage has exceeded the proportion of urban population 4 times and has reached 

6.6% (Agency of Statistics RK, 2012.). Figure 11 shows all those statistics above.  

 

 

 

 

 

 

 

  

 

 

 

 

 

 

 

 

 

Figure 11 - The proportion of population with the income which is below  

the living wage 

 

Source – Compiled by the author, source: Agency of Statistics RK  

 

During the period of 2004-2010 special measures aimed at economic 

development of rural areas and improvement of rural population’s well-being have 

been realized within the framework of governmental program of encouragement of 

small and medium enterprises (SME), and the program had demonstrated its positive 

results. Provision of microloans aimed to increase level of income as well as to 

prevent poverty in rural areas has demonstrated positive effect in motivating local 

people. Rural people had been provided by special loans in order to enable them to 

start their own business. Governmental support to SMEs had led to the increase of 

income generated from entrepreneurship in the rural areas. However, between 2006 

and 2010 the income generated from self-employment and entrepreneurship has not 

increased as before, indeed all the indicators show its decline from 11.8% to 9.6 % 

[234].   

Under the existing conditons agritourism in Kazakhstan can be cosidered as a 

supplementary strategy assisting to foregoing supportive measures and social 

programs provided by  local governments because it has a positive impact on  rural 

economies, especially in terms of creating new opportunities for generating extra 

income and creating more jobs [1, p. 1013]. Agritourism has a favorable effect on a 
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territorial balance by stabilizing depopulation processes caused by massive migration 

from rural areas [2, p. 102]. Furthermore, agritourism is a cost effective business 

activity that does not require expensive infrastructure, since it could be developed 

easily based on existing resources of a majority of households, farms and ranches [3, 

p. 133-134].  

However, it is argued that agritourism is not considered as a real job opportunity 

because it basically creates additional family works or part-time jobs rather than full 

time sustainable jobs with regularly paid salaries. In spite of this agritourism is able 

to generate greater contribution if it takes primary role in household’s activities. In 

other words, agritourism is efficient when the considerable part of income comes 

from tourism instead of agricultural activities [231, p. 160].   

Trunfio, Petruzzellis and Nigro claims that “in the European context small, 

independent accommodation enterprises play a vital role in terms of contribution to 

national and European GDP and tourism employment” [235]. Measures for the 

development of tourism in rural territories are usually crowned with success if taken 

in regional scope with collaboration of local government administrations, SMEs and 

other public institutions [3, p. 136].    

Since the common agritourism offering is associated with a provision of 

overnight tourist accommodation, it is suggested to implement and support such kind 

of business activities in rural regions in Kazakhstan in order to overcome economic 

decline in rural areas and improve the wealthiness of rural people.  

As it was shown by foreign countries’ experiences the most relevant model of 

agritourism development is a small family business offering accommodation services 

supplemented by a certain number of complementary services. This model will be 

feasible for Kazakhstan, especially at initial stage of agritourism development, 

because such kind of approach is considered as cost-effective in comparison with 

large-scale agritourism projects as construction of thematic villages or creation of 

parks.  

The current situation in rural areas of Kazakhstan has been examined. The level 

of well-being of rural and urban population has been comparatively analyzed based 

on statistical data. The importance of agritourism for rural economies has been 

justified according to governmental programs. 

   

4.2 Implementation of the innovative agritourism product 

Constantly changing customer preferences and emerging tourism trends require 

an innovative approach in delivering recreational services. In order to ensure constant 

economic growth agritourism businesses need to correspond to customer 

expectations. According to Temirbulatova Kazakh agritourism market is still 

emerging sector and rural tourism demand is insufficiently explored [236]. The 

practice of creating agritourism product is significantly needed for further 

development of agritourism entrepreneurship that is a crucial factor stimulating 

economic growth in rural areas. In response to the existing gap in research the study 

has investigated a current demand in today’s agritourism market. 
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During the study a total of 285 potential consumers have been questioned, as a 

result considerable amount of respondents corresponding to 106 (37%) people 

indicated that they prefer to stay in agritourism destinations with a purpose of 

recreation for 4-7 days as demonstrated in Figure 12.  

 

 

 

 

 

 

 

 

 

 

 

 

Figure 12 – Preferred duration of stay of consumers 

 

Source – Created by the author  

 

According to the findings of the research it can be also considered that potential 

agritourism consumers demonstrate the highest demand for accommodation offered 

in a form of private wooden houses and equipped yurta houses comparing to other 

types of agritourism lodgings. 95 (33, 3%) respondents out of 285 selected private 

wooden houses for their stays, while 84 (29, 5%) consumers indicated that they 

would like to be accommodated in equipped yurta dwellings. The distribution of a 

demand between different agritourism accommodations is represented in Figure 13 

provided below.  

 

 

 

 

Figure 13 – Consumer demand for agritourism accommodations 

 

Source – Created by the author  
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On the other hand, the results of the research indicated that potential consumers 

have demonstrated high interest for several agritourism offerings and agri-

experiences implying direct involvement into various processes associated with a 

countryside and real rural life are in a high demand. For instance, a significant part of 

potential consumers have the strong interest for experiential offerings as “direct sales 

of farm products”, “national folk”, “gastronomy – national cuisine”. Moreover, food 

processing experiences as “making horse milk”, “learning nomadic methods of 

production and storage of natural products” and the experience containing 

educational elements as “yurta-house construction and learning its traditional 

equipment” are expected to be popular among customers. The detailed information 

regarding to agritourism offerings preferred by potential consumers are provided in 

Table 30. Agritourism offerings which are expected to be in a high demand are 

highlighted.  

 

Table 30 - Consumer demand for agritourism offerings 

 

Agritourism 

offerings 

Not interesting 
Less 

interesting 
Interesting 

More 

interesting 

Strongly 

interesting 

N=285 % N=285 % N=285 % N=285 % N=285 % 

Pick-your-own 110 38,6 68 23,9 76 26,7 16 5,6 15 5,3 

Horse riding 19 6,7 33 11,6 101 35,4 59 20,7 73 25,6 

Fishing 51 17,9 52 18,2 78 27,4 48 16,8 56 19,6 

Hunting 76 26,7 53 18,6 73 25,6 34 11,9 49 17,2 

Bicycling 65 22,8 52 18,2 90 31,6 43 15,1 35 12,3 

Farm tours 50 17,5 46 16,1 108 37,9 41 14,4 40 14,0 

Direct sales of 

farm products 
14 4,9 28 9,8 79 27,7 72 25,3 92 32,3 

National folk 14 4,9 25 8,8 85 29,8 74 26,0 87 30,5 

Gastronomy 

(national 

cuisine) 

13 4,6 31 10,9 66 23,2 81 28,4 94 33,0 

Making horse 

milk 
34 11,9 49 17,2 119 41,8 52 18,2 31 10,9 

Animal 

feeding 
38 13,3 58 20,4 106 37,2 54 18,9 29 10,2 

Handiworks 27 9,5 50 17,5 99 34,7 66 23,2 43 15,1 

Training 

hunting birds 
41 14,4 60 21,1 101 35,4 49 17,2 34 11,9 

Learning 

nomadic 

methods of 

production and 

storage of 

natural 

products 

31 10,9 36 12,6 113 39,6 71 24,9 34 11,9 

Yurta-house 

construction 

and learning 

its traditional 

equipment 

20 7,0 47 16,5 105 36,8 70 24,6 43 15,1 

Source - Table has been developed by the author 
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Relying on a conducted analysis examining willingness to pay of agri-tourists 

for different agritourism tourism products, results indicate that consumers with a 

comparatively low level of income expect prices for agritourism offerings to be low, 

while consumers with a high level of income are ready to pay higher prices as it is 

illustrated in the following Figures 14-15. Consequently agritourism providers 

depending on their resources and financial capital may vary agritourism products 

from basic offerings to high quality luxury services.  

According to the findings estimated prices for agritourism related recreation 

implying 1 night stay in B&B can be suggested to be between 35$-50$ for consumer 

segments with low and medium income levels.  

 

 
Figure 14 - Willingness to pay for B&B agritourism services, % 

(Consumers with average income level less than 300$) 

 

Source – Created by the author  

 

 

 

  
Figure 15 - Willingness to pay for B&B agritourism services, % 

(Consumers with average income level less than 1000$) 

 

Source – Created by the author 
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Since the significant part of potential consumers corresponding to 35,7 % 

indicated that they are willing to pay the highest price for a certain agritourism 

offering, estimated prices for agritourism related recreation implying 1 night stay in 

B&B may vary from 81$ to more than 100$ for consumer segments with a relatively 

high level of income. High prices are associated with a high quality of provided 

services implying luxury accommodations.  

In order to implement successful business strategies agritourism providers are 

suggested to add innovations to their products and enrich offerings with memorable 

experiences corresponding to customer expectations. Meeting the needs of consumers 

ensures a high level of customer satisfaction leading to successful business 

performance and increased profits. Consequently, well-functioning entrepreneurial 

units contribute to economic growth in rural territories.  
 

FARM

activity 

Main focus
Complementary 

focus

Agricultural 
product 

processing

Livestock 
processing

animal birds

Tourism offerings

Conventional 
Farm Activity

Diversified 
Farm Activity

Accommodation Agritainment Agri-Food Attractions Animations Agri-Sales Agri-Experience

A) rooms at farm 
houses
B)tents
C)wooden houses
D)yurta houses

A) outdoor 
games
B)bicycling 
C)horse riding
D)fishing
E)hunting

A) homemade 
meals

B)national 
cuisine

A) nature and 
landscape

B)farm 
attractions

A) ethno 
festivals

B)national 
folk

A) handiworks

B)natural 
farm 
products

A) horse milk 
production 
B)pick-your-own
C)yurta 
construction
D)falconry art
E)learning 
nomadic methods  
of production & 
storage on 
natural products

transformation

Figure 16 – The Model of implementation of an innovative agritourism product on an 

example of agricultural farm 

 

Source - The proposed model is developed by the author 
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However, positive economic effect of agritourism depends on a well-considered 

agritourism product and organized rural tourism networks. In this regard, the model 

of implementation of an innovative agritourism product is recommended. Demanding 

agritourism offerings identified as a result of conducted research is also included as 

important elements representing a unique selling point of a suggested product. The 

model is demonstrated on the example of agricultural farm in Figure 16. In a given 

model agritourism offerings which are expected to be in a high demand have been 

highlighted.  

According to the given diagram an agricultural farm may focus at one of 

household activities as agricultural product processing (for instance, production of 

dairy products) or livestock processing (fro instance, animal breeding or growing 

poultry or hunting birds). In order to function as an agritourism enterprise 

conventional farms have to diversify their activities and start to practice 

supplementary activities associated with tourism services. In other words, in addition 

to the main agricultural activities conventional farms should deliver farm experiences 

for their clients. As it is illustrated in the suggested model a conventional farm has to 

pass the stage of transformation. Depending on acquiring resources the farm should 

create any kind of alternative offerings (for example, accommodation or farm tours) 

or a set of agritourism offerings including a certain number of listed categories: 

a) Food service; 

b) Attractions; 

c) Agritainment; 

d) Animations; 

e) Direct sales; 

f) Agri-experiences.  

Depending on a quality of provided services and financial capabilities of 

agritourism providers agritourism products may vary from the basic offerings to VIP 

services. In general creating efficient agritourism product is mainly depends on 

innovative approach and creative thinking capabilities of owners. 

Based on Veneto (Italy) experience of “didactic farms” delivering education 

oriented entertaining activities (food making, hand making activities) alternative 

agritourism offerings providing a real rural experience through direct involvement to 

the process are suggested to be created in Kazakhstan: 

a) Kumys production, horse milk processing; 

b) Yurta-house construction and learning its traditional equipment; 

c) Learning nomadic methods of production and storage of natural products;  

d) Observing and learning the process of falconry. 

Based on practices of gastronomical offerings of France and food festivals of the 

USA promoting of Kazakh cuisine is suggested as an additional direction in 

agritourism. As a unique selling point of accommodation services nomadic auls 

offering lodgings in yurta-houses are proposed. In this respect, it is suggested to 

exploit the opportunity of creating a unique agritourism product associated with the 

process of experiencing nomadic lifestyle. 
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A current demand in today’s agritourism market of Kazakhstan has been 

investigated in a given subsection of the research. The structure of the demand for 

rural accommodations including other agritourism services has been analyzed. 

Agritourism offerings which are in a high demand have been identified. Expected 

prices for agritourism offerings have been defined and suggested depending on 

income levels of potential consumers. The model of diversifying conventional 

activities of households into supplementary tourism activities has been developed and 

suggested. Certain agritourism offerings, defined on a basis of a demand analysis 

have been selected and recommended for rural households (farms) as the most 

feasible business opportunities.  

   

4.3 Managing agritourism stakeholder networks 

Successful implementation of agritourism practices requires integration and 

involvement of rural communities, agritourism entities, government authorities and 

non-profit organizations. Based on practices of foreign countries in creating of an 

integrated organizational structure of agritourism, the model of managing agritourism 

stakeholder network is suggested in this dissertation as applied to Kazakhstan.  

The methodological basis for the proposed model were the practices of foring 

countries in developing organizational structures including several organizational 

untis managing agritourism at local and government levels (Table 31) as well as 

«Organizational structure of agritourism of Kazakhstan» suggested by Temirbulatova 

(Figure 17).    

 

Table 31 - Organizational structure of agritourism in different countries 

 
Country/ 

Region 
Main organizational unites regulating agritourism at local and government levels 

Poland 

a) Ministry of Agriculture and Rural Development – organizational and financial 

support. 

b) Polish Federation of Rural Tourism – regulates classification system.  

c) Agricultural Advisory Center – informational support. 

Finland 

a) Ministry of Education and Culture &  

b) Finland and Rural Tourism Working Group            cooperative leadership          

c) The Finnish Association of Rural Tourism Entrepreneurs – develops cooperation 

and promotes countryside tourism. 

British 

Columbia 

(Canada) 

a) Ministry of Agriculture, Fisheries and Food – leadership  

b) Ministry of Small Business of the British Columbia – leadership  
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Continuation of Table 31 

Alberta 

(Canada) 

a) The Alberta Agriculture, Food and Rural Development Department – 

coordination, promotion, training and informational support  

b) Department of Agriculture – marketing support  

c) The Alberta Country Vacation Association 

d) Museums and Heritage Sites 

e) Cowboy Trails                                                      planning and organizing  

f) Travel Alberta                                                               rural vacations 

g) Tourism Development Branch” of Alberta –  developing and improving tourist 

attractions as well as stimulating the sales 

Source - Developed by the author based on the literature review 

 

According to Temirbulativa at an initial stage of agritourism development the 

organizational structure of Kazakhstan can not include many stakeholders because of 

the lack of legislative basis in the filed of agritourism business [236, p. 147]. As 

suggested by Temirbulatova agritourism in Kazakhstan should be coordinated by the 

main organizational structure including 3 goverenmental institutions as the former 

Ministry of Tourism and Sports, the Ministry of Agriculture and the Committee of 

Forestry, and local leadership should be realized by regional akimats as it is 

demonstrated in Figure 17. 

 

 

 

 

 

 

 

 

 

 

Figure 17 – Organizational structure of agritourism of Kazakhstan  

(Initial stage) 

 

Source - Temirbulatova (2010, p. 150)  

 

Following the above mentioned methodology the dissertation proposes the 

model that includes several organizational unites as the ministry, financial funds, 

banks, tourism associations, local government institutions, support and research 
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centers. Financial, informational, marketing, research and management tasks are 

assigned between special structural units depending on its functions and power as it 

presented in Figure 18.  

Referring to the suggested model the general leadership in the sector of rural 

tourism (agritourism) is expected to be realized by the Ministry of Agriculture of the 

Republic of Kazakhstan. The state authority is suggested to develop a special 

legislative framework in order to regulate entrepreneurial activities in the sector of 

rural tourism and also to clarify legal obligations of agritourism providers. In 

addition, within the accommodation sector the ministry should establish national 

classification system for rural lodgings clearly representing the level of services 

provided. Moreover, the public body is suggested to develop quality standard system 

for the food sector in order to promote local agricultural products as well as national 

cuisine under the “organic &natural product” brand.  

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

 

 

 

 

 

 

 

Figure 18 - The Model of managing agritourism stakeholder network 

 

Source - The proposed model is developed by the author 
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Since rural tourism products are created in local territories, the role of local 

governmental institutions is significantly important for the development of 

agritourism destinations. As it can be seen from the model local authorities should be 

responsible for utilization of material, technical, financial and human resources in 

order to improve regional infrastructure and provide public amenities. Furthermore, 

this key organizational unit should exercise management and regulatory functions at 

local level. Local authorities are also proposed to develop relationships with local 

communities for the purpose of creating positive attitude towards agritourism 

business.  

As structural unities providing financial support for the sector of agritourism 

“Damu” Entrepreneurship Fund and Islamic Al Hilal Bank are suggested. These 

organizations are selected because “Damu” Entrepreneurship Fund is offering special 

programs (for instance, “Dorozhnaja karta biznesa”) for encouraging rural 

entrepreneurs and also it may provide agritourism businesses with financially 

beneficial subsidies. Islamic bank functioning nowadays in Kazakhstan in future may 

offer interest-free loans or provide entrepreneurs with special donations. Such kind of 

practice is believed to solve problems associated with the shortage of capital and 

financial risks faced by tourism entrepreneurs operating in rural settings.  

Ensuring informational support is considered as one of the most substantial 

preconditions in creating a well-functioning agritourism network. Therefore, the 

Information Research Center is recommended to be implemented in order to provide 

relevant referral services and informational support to rural business entities, tourism 

organizations, government officials as well as local communities. Within the 

framework of Information Research Center a special rural tourism database is 

suggested to be created. The center should provide actual information about funding 

sources, tourism projects, government plans and regional development resources as 

well as increase the awareness of a society with regard to agritourism.  

In a line with above mentioned recommendations the proposed model focuses 

on a role of the Advisory Support Center that is suggested to be implemented as 

another novel unit of the organizational structure. Professional duties of the Advisory 

Support Center should cover several important fields including training support and 

consulting services for operating agritourism entities and business start-ups. Training 

support includes the process of conducting workshops, training seminars and 

thematic conferences especially for agritourism providers in order to increase their 

entrepreneurial knowledge and business skills leading to professional performance. 

Consulting services aimed at providing marketing support and professional advice in 

terms of starting and managing business.  

On the other hand, Rural Tourism Marketing and Research Center is 

recommended to be established. Marketing support should be provided by the center 

with the purpose of promotion of agritourism products as well as rural tourism 

destinations of a region. In this regard, the center should assist agritourism providers 

in terms of developing marketing skills as well as improving marketing strategies of 

households and agricultural farms. Since there is a lack of reliable statistical data 

representing rural tourism and agritourism indicators, special basis for research 
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activities is needed in order to estimate economic value of the sector and make 

strategic projections. Research center should mainly focus on scientific aspects of 

rural tourism in order to create theoretical and methodological basis for agritourism.  

Another important stakeholder in the model is Agritourism  

Associations. The association includes rural enterprises, agritourism providers, 

agricultural farms, tour operating companies, tourism agencies, local communities 

and other interested organizations.   

In order to ensure successful development and generating economic value from 

rural tourism all structural unites demonstrated in organizational model should 

cooperate with each other on mutually beneficial conditions and should be integrated 

in a complex network. Referring to the functions of the stakeholder network 

presented in the module the improvement measures are designed and these actions 

are divided into the several categories as listed below:   

a) The development of regional, public and tourism infrastructure.  

b) Improving the quality of human resources.  

c) Tax and loan system improvement. 

Within the framework of the suggested strategic measures for regional, public 

and tourism infrastructure development the series of important measures are proposed 

to be implemented: 

The development of regional, public and tourism infrastructure 

1. Developing regional infrastructure, particularly touristic facilities and public 

infrastructure with a special focus on the quality of roads and the improvement of the 

water supply system in the countryside.  

2. Creating touristic facilities (special places for the rest, fire allowed sites, 

toilets, smoking zones, bus stops, food services) in National Park zones, and ensure 

the clarity in tourist routes.  

3. Creating special conditions and specific facilities for disabled people in public 

places, especially in railway stations.  

4. Improving the system of buying electronic railway tickets. 

5. Developing winter tourism infrastructure in order to reduce the costs of 

entrepreneurs during the low-season periods.  

6. Improving the access system in border zone, especially in protected areas.  

7. Reducing the prices for public utilities especially in winter seasons.  

Improving the quality of human resources  

The suggested strategy for improving the quality of human resources implies the 

realization of the following measures:   

1. Improving the quality of human resources. The content of study programs in 

the field of Tourism and Hospitality Industry needs to be significantly improved. In 

this regard, instead of adapting a theoretical approach in teaching, educational 

institutions are suggested to increase the proportion of practical training courses in 

study programs in order to develop real skills of potential employees.  

2. Training professional guides is needed for the sectors of ecotourism and 

nature-based tourism. It is significantly important to train and educate tourist guides 

with a specific skills and knowledge in the filed of biology in order to offer 
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interesting excursions with a relevant content for target audiences according to their 

expectations. Additionally, it is suggested to develop English speaking competencies 

of potential tourist guides.  

Tax and loan system improvement 

According to the suggested strategy for tax and loan system improvement the 

following measures are suggested to be realized:  

1. Improving the tax system. In this regard, it is suggested to implement the tax-

free system for rural tourism entrepreneurs during 3 years since starting up the 

business.  

2. Providing special incentives to tourism entrepreneurs operating in rural areas 

such as “exempt from taxation” or reducing tax rates for 50 % during the fist 5 years 

of operation. 

3. Improving the credit system and creating flexible conditions in terms of 

taking bank loans.  

In the last subsection of the dissertation managerial implications have been 

developed. Foreign countries’ experiences establishing organizational structures of 

agritourism have been examined and compared. A special organizational structure 

integrating several stakeholders has been developed and suggested to be created in 

Kazakhstan as the most suitable structure required at an initial stage of agritourism 

development. Referring to the functions of structural units several categories of 

strategic measures have been suggested based on results of qualitative research.  
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CONCLUSION 

 

The study conducted in conformity with the research objectives allowed us to 

make a number of theoretical and practical conclusions. In this regard, the most 

important conclusions as well as recommendations originated from the doctoral thesis 

can be summarized as followings: 

1. The conceptual model of agritourism has been developed and its place in the 

system of tourism theory has been defined. In this regard «Customer Experience 

Theory» has been applied to agritourism in order to justify the distinguishing 

characteristics of the phenomenon.  

According to the suggested conceptual model the distinctive feature of 

agritourism consists in its main component – «Experience» that implies direct 

participation into rural activities in combination with learning process. On the other 

hand, agritourism is a unique category of tourism connected with direct farm sales, 

when agritourism enterprises sale homemade products to visiting tourists.  

Agritourism is first off all a tourism experience, innovatively created with the 

purpose of customer satisfaction and it consists of 4 experiential elements, as «Agri-

experience», «Agritainment», «Agri-recreation» and «Agri-sales» playing crucial role 

in process of designing agritourism services [4, p. 31]. Individual services are 

combined in one complex agritourism package in order to create the whole rural 

experience aimed to satisfy recreational and socio-cultural needs of agritourists.  

Since the «Experience» is a key element of agritourism, it corresponds to the 

principles of the experience economy focusing on economic value delivered to 

customers through differentiated services. Creating memorable tourist experiences 

may lead to customer satisfaction and ensures high quality of provided services in 

Kazakh tourism destinations.  

2. The definition of «agritourism» has been justified considering its experience-

based nature as well as social-economic significance and importance as an alternative 

employment activity for rural population.  In contrast to a majority of pre-existing 

definitions (Sonnino, 2004; Niedziolka & Brzozowska, 2009; Ezung, 2011) the 

content of an «agritourism» concept has been expanded and justified applying the 

theory of «Customer Experience» and the theory of «Entrepreneurship». The 

suggested author’s definition describes the concept of «agritourism» in a more 

comprehensive way emphasizing its «customer value creation» effect and socio-

economic functions.   

Agritourism is a small-scale entrepreneurship or an innovative family-run 

business initiative organized in rural settings as a «supplementary», 

«complementary» or «primary» enterprise and focused on provision of complex 

cluster of services, aimed at offering memorable rural experience in order to satisfy 

natural and socio-cultural needs of customers and used as a strategy for sustainable 

development of rural areas.  

Broadly defined, agritourism is a strategic approach used for overcoming 

economic decline in rural areas and for relevant usage of landscape resources which 

is implemented with the purpose of preserving peripheral territories and has favorable 
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socio-economic impact in terms of generating alternative income, creating additional 

employment opportunities, reducing depopulation caused by migration to urban 

areas.  

Agritourism functioning as a supplementary, complementary or primary 

enterprise stimulates regional economic development by generating alternative 

income, creating additional employment opportunities, reducing depopulation caused 

by mass migration to urban areas. Entrepreneurial activity is usually promoted as one 

of the most effective managerial approaches of redeveloping rural economies. In rural 

areas tourism entrepreneurship functions as an effective economic driver owing to its 

stimulative effect on agricultural industry and other related branches, and thereby 

entrepreneurial activities improve economic welfare and livelihoods of local 

population. In rural areas agritourism business is dominated by micro and small-scale 

enterprises, which are usually family-owned businesses, consequently their effective 

functioning has a direct as well as favorable impact on regional development.   

3. The demand for agritourism has been analyzed through the study of customers’ 

preferences and individual needs. Main preferences of agritourism product consumers 

ranged by demographic, infrastructural and price characteristics have been identified 

and systematized. Individual preferences regarding specific agritourism offerings of 

two different customer segments including rural and urban consumers have been 

empirically examined and compared based on independent samples T-test.  

Rural and urban consumers have significant differences in their preferences 

regarding agritourism products, and in their willingness to be involved in agri-

experiences. Being knowledgeable about preferences and individual needs of the 

main target market enables providers to improve agritourism offerings according to 

expectations of agri-tourists and helps to deliver the right product to the right 

customer segment. 

The level of awareness on customer’s willingness to pay is significantly important 

in the field of agritourism marketing, especially in product differentiating and 

developing pricing strategy. In this regard customer willingness to pay for 

agritourism offerings has been analyzed and estimated prices for several agritourism 

products have been suggested.  

4. The process of «opportunity exploitation» has been analyzed from a 

supplier’s perspective considering barriers faced by rural entrepreneurs. The structure 

of agritourism providers has been justified in consideration of a specific character of 

Kazakh rural entrepreneurship based on «Open Coding» method applied during the 

qualitative research. As a result, 3 categories of agritourism providers have been 

revealed as «opportunity entrepreneurs», «necessity entrepreneurs» and a specific 

category as «irrational entrepreneurs» that solely associated with rural 

entrepreneurship of Kazakhstan.  

Challenges faced by tourism entrepreneurs operating in rural areas have been 

revealed on a basis of a qualitative supply analysis relying on an «Axial Coding» 

method. According to the findings of the research it can be also concluded that 

tourism entrepreneurs operating in rural areas and peripheral zones have faced several 

obstacles when starting up the business: remoteness of the location; shortage of 



143 
 

capital; low quality of human resources; undeveloped infrastructure and recreational 

facilities; seasonality and complicated access system in a border zone, and the 

majority of revealed problems still exist.  

5. The agritourism development potential of Kazakhstan has been studied and 

evaluated based on SWOT-analysis, correlating factors of external as well as internal 

environments. Economic efficiency of agritourism business as well as its importance 

for economy of the country has been justified. In particular expected gross revenue 

has been calculated based on methodology of Council for Study of Productive Forces 

of the Ministry of Economy of Russian Federation and Russian Academy of Sciences 

and predictions of future performance of domestic agrtiourism sector have been 

provided.  

6. Recommendations for agritourism development and overcoming the existing 

problems in the domestic sector of agritourism have been provided. In order to solve 

problems revealed during the research several categories of strategic measures are 

suggested: 

a) The development of regional, public and tourism infrastructure.  

b) Improving the quality of human resources.  

c) Tax and loan system improvement. 

Moreover, as a practical implication and for a further application the following 

models have been suggested based on findings of the research:  

a) The Model of managing agritourism stakeholder network. 

b) The Model of implementation of an innovative agritourism product on an 

example of agricultural farm.  

Taking into consideration foreign experiences in the field of rural tourism a 

number of strategic measures are suggested to be implemented in Kazakhstan within 

the framework of the «Model of managing agritourism stakeholder network» 

suggested as an organizational structure of agritourism at an initial stage of 

development as stated below: 

a) To develop local leadership and management systems coordinating 

agritourism development in rural areas of Kazakhstan.  

b) To develop the system of providing financial support for the sector of 

agritourism («Damu» Entrepreneurship Development Fund of RK and Tourism 

Agency of RK).  

c) To develop the system of providing information support for rural 

entrepreneurs (Advisory Centers).  

d) To develop the system of providing marketing support for tourism providers 

operating in rural areas. 

e) To develop the legislative framework specifically for rural agritourism. 

f) To develop quality standards and classification system for accommodation 

and food services in agritourism sector.  

g) To develop partnership networks in the field of agritourism connecting 

different stakeholders as agritourism associations, tourism organizations, 

nongovernmental organizations, governmental agencies, financial institutions, private 

companies, communities.  
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h) To develop the system of providing training support for tourism providers 

functioning in rural areas.  

i) To develop the system of encouraging research activities conducted in the 

field of Tourism and Hospitality in Kazakhstan.  

j) To create rural tourism databases and web resources offering valid 

information about agritourism products and rural tourism destinations in order to 

promote tourism offerings.  

k) To ensure the process of valid statistical data acquisition specific for the 

sector of agritourism.  

According to the proposed «Model of implementation of an innovative 

agritourism product on an example of agricultural farm» conventional farms or rural 

households have to diversify their activities and start to practice supplementary 

activities associated with tourism services. In other words, in addition to the main 

agricultural activities conventional farms should deliver rural experiences for their 

clients. In this regard, make a special focus on national identity and cultural heritages. 

Thereby to create Kazakh agritourism brand and identify a unique selling point of a 

tourism product of Kazakhstan.  

7. A comparative analysis of foreign countries’ experiences, particularly 

European and Northern American states showed that they have established their own 

practices in overcoming socio-economic problems. In other words agritourism 

development had become an appropriate and innovative solution for socio-economic 

issues in these countries. Agritourism as a factor of rural economy diversification can 

help to overcome poverty between rural populations by motivating them to be 

involved in non-farm economic activities. 

As it was shown by foreign experiences agritourism cannot be perceived as a 

panacea for all economic problems, however it is evident that the agritourism is able 

to make significant contribution in terms of generating additional source of income, 

improving life conditions in rural territories, creating new work places and favorable 

conditions to start family business, development of  rural infrastructure, maintaining 

natural resources as well as prevention of historical heritages and rural landscape. 

Agritourism has positive socio-economic effects as followings: 

- Economic diversification and growth – economic stabilization; 

- Employment  –  generating additional source of income, alternative business;  

- Reduction of depopulation – maintaining local people in rural areas by giving 

them an opportunity to start new business initiative; 

- Improvement of life conditions, increase of well-being; 

- Creation and improvement of public services; 

- Creation and improvement of rural infrastructure; 

- Preservation of natural resources and rural environment; 

- Fulfillment of socio-economic, cultural, educational needs of population;  

- Preservation and popularization of national historical as well as cultural 

heritages; 

- Increasing the quality of human resources in rural areas;  

- Increasing the economic and social status of rural territories. 
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Agritourism in Kazakhstan is developing nowadays in unsystematic way as a 

form of alternative business activity based on individual initiatives of rural 

entrepreneurs. The emerging sector of Kazakhstani agritourism is not coordinated by 

local and regional governmental institutions. Kazakh agritourism can be 

characterized as a self-supporting sector of national tourism industry that requires 

further scientific investigations, systematic approach, financial, legal and 

management support.  

The rural economic development is considered as the representative indicator of 

the whole economy of any country. Nowadays rural economies in most part of the 

world are facing the socio-economic challenges associated with an inefficient usage 

of natural recourses, weaknesses in rural infrastructure, low level of well-being of 

local population, unemployment and increasing tendency of depopulation in rural 

territories.  Therefore the issue of rural economy enhancement is taken into 

consideration by many states in the world as a vital question of economic prosperity. 
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APPENDIX A 

Data collection instrument for the quantitative research 
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APPENDIX C 

 

Data collection instrument for the qualitative research 

Interview Questions 

 

1. How did you start up your business?  

2. What made you think that this was a good business opportunity? How did you 

notice that this was a feasible business opportunity? 

3. What resources did you need to start up your business? 

4. How did you acquire these resources? 

5. What worked well in starting up your business? 

6. What created obstacles? 

7. Where did you get the support from? 

8. Who offered you advice on this business idea? What advice did you get? 

9. What skills did you use to start up this business and develop it further? 

10. Who else and how could they help you with the start up and growth of your 

business (government)? 

11. What was the role of family and relatives in starting up this business and 

developing it? 

12. If you were to start up this business again, what would you do differently? 

13. What constitutes obstacles with the growth of your business? 

14. What needs to be done to make your business more successful? 

 

 

 


