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A PROPOSAL OF FARM-BASED TOURISM WITHIN 

THE CONTEXT OF RURAL TOURISM: YEDİBİLGELER 

WINERY 
 

O PROPUNERE DE TURISM DE FERMĂ ÎN CONTEXTUL 

TURISMULUI RURAL: VINĂRIA YEDİBİLGELER 

 

Vedat ACAR
1
  

Osman Eralp ÇOLAKOĞLU
2
  

 
Abstract 
In this research, with reference to specialization of travel agencies being an 

important part of tourism industry, a project has been presented about a winery, called as 

Yedibilgeler, contributing actively from the beginning to the end of the process of grape 

and wine production within the context of rural tourism. For this purpose in the research 

done, firstly, conceptual framework has been formed about specialized travel agency and 

rural tourism and the necessity of specialization on tourism has been emphasized in today's 

world. Afterwards, "grape" and "wine" having an important role in both world mythologies 
and divine religions, have been handled within the scope of rural tourism. In this regard, 

cost analysis has been done and activities within the context of a fifteen-day tour to 

Yedibilgeler Winery operating in Çamlık, a village of Selçuk being a district of İzmir have 

been presented. It may be said that on account of embodying different tourism types 

(ecotourism, agro tourism, cultural tourism, special interest tourism, farm-based tourism) 

the research differs from other research having several characteristics in common and that 

this feature makes the research an original one. 

Key words: agritourism, rural tourism, specialization of travel agency, wine 

tourism 

 

1. Introduction 

We are living in a world where tourism perception shows changes 

day by day. Although 3S (Sea-Sand-Sun) tourism, in other words, mass 

tourism ensuring broad participation of tourists came to people’s minds in 

1980's, such tourism types as alternative tourism, sustainable tourism, 

special interest tourism, agro tourism and rural tourism started to take the 
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place of 3S tourism in 1990's. Today, it is possible to say that travel agents 

in today's world have been in search of new activities in tourism in spite of 

mass tourism. At this point, we face with the concept of specialization. 

Specialization means becoming specialized in specific fields, in other 

words, staying one step ahead. Above all, tourists knowing completely what 

his/her expectations and demands could not be put in the same equation as 

tourists not knowing. Consequently, satisfaction and happiness of conscious 

tourists knowing what his/her expectations will be easier as compared with 

others. In addition to this, it is possible to say that those tourists do not mind 

“the tour cost” on account of the fact that the main objective of them is to 

carry out the activities in those fields. As a matter of fact, it is not the cost of 

tour but the pleasure taken in the end of the tour matters them. For this 

reason, it is possible to state that special interest groups are such market 

segment every travel agent wants to get into, however, could not dare to get 

into by moving away from mass tourism. From the subject of specialization 

in travel agency, Yedibilgeler Winery, situated in Çamlık, a village of 

Selçuk, a district of İzmir has been handled within the context of the 

research. During fifteen-day holiday, on the one hand, visitors will 

experience the stages of wine production, on the other hand, they will visit 

the places having historical and cultural importance, peasant markets, go 

trekking in the vicinity. 

 

2. Specialization in travel agency 

In 1980's, tourism activities in Turkey were carried out as “mass 

tourism”. With 1990's, detrimental characteristics of mass tourism were 

realized and in this context, such fields of tourism as sustainable tourism, 

farm-based tourism, agro tourism, ecotourism, soft tourism and special 

interests tourism started to make progress by differentiating in the field of 

tourism [1]. It is possible to evaluate specialization in a certain field as a 

part of niche marketing. It is lied at the heart of niche marketing that 

producing and marketing goods and services which limited number of 

people like far too much instead of producing goods and services which 

everybody likes [2].  When considered from this point of view, current gap 

in the market is tried to be filled with niche marketing. On account of basing 

on customers' unmet needs and aiming at reaching undiscovered market 

segments of niche marketing, travel agents  could be evaluated within this 

category by specialization in certain fields and providing services to 
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customers taking interest in only that field [3, p. 129].  It may be said that 

specialization in travel agency shows similarities not only with niche 

marketing but also with special interests tourism. Thus, it is possible to state 

that special interest tourism not only embodies motives being more active, 

more sociable, more broadminded and environmentally-conscious instead of 

general interests of vacationers who get stuck in immobile and confined 

space of mass tourism, but also people isolated from social and more 

passive local societies or exhibiting more individual behaviours and having 

different interests [4]. When viewed from this aspect, specialization in travel 

agency could be evaluated within special interests tourism. When the 

tourism literature is examined, it could easily be seen that studies about 

specialization of travel agents have been quite limited. According to a 

research in 1997, a hundred-seventy one travel agents participated in the 

research and thirty-six of them were determined to have been specialized in 

certain fields. So, yacht tourism, cruise tourism, convention tourism, 

incentive tourism, cultural tourism, jeep safari, horseback safaris, religious 

tours, specialized fairs, third age tourism, daily helicopter tours, paragliding, 

trekking, rafting, diving and hunting were ranked among “specialized fields 

of those agents”. As a result of that research, it was suggested that the 

reason of the low number of specialized travel agents was because 

specialization in a field required concentration and professionalism. In 

addition to this, travel agents based on mass tourism on the point of 

determining their fields of activity owing to the progress on mass tourism in 

1980's. So, this was considered as another reason of that low number [5, 

pp.150-152].    

According to another research in 2002, travel agents were asked to 

choose specialization fields in tourism they were active among thirty-eight 

specialization fields. So it was seen that cultural/ Anatolian tours, incoming, 

daily city tours, meetings/ conferences, ticketing, rent a car, incentive, 

business travels, thermal/ health travels, weekend tours, domestic tours for 

Turkish citizens, overseas tours for Turkish citizens, daily boat tours, 

religious tours, incoming (representative agent), yacht tours (bare boat/ 

cabin), sales agency (dealership), jeep safari, skiing, trekking, youth tours, 

sportive/ special interest tours, rafting, diving, training organizations, hajj 

and umrah organizations, golf, third age tours, mountaineering, cruise tours, 

horse riding, flora/ fauna, tours for disabled, bird watching, paragliding,  

caravan/ camping, hunting and football camps were ranked among “the 
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specialization fields in tourism” by the travel agents filling out the 

questionnaire [6]. In today's world, specialization in a field and carrying out 

business in that field provide flexibility to travel agents. It may be more 

profitable choice for travel agents to focus on a specific field instead of 

competing with other travel agents carrying on business on a mass scale. As 

a matter of fact, special groups mean valuable customer profile and 

customers knowing completely their own minds in the same time. In 

addition, when conservation of natural resources, resolving regional 

discrepancies, overcoming environmental problems resulted from mass 

tourism and providing homogeneous distribution of tourism yearly being the 

aims of sustainable tourism have been taken into account, specialization in a 

certain field may be said to be helpful on the point of conserving and 

maintaining natural resources [7]. 

 

3. Rural tourism 

It is possible to state that different social structures were constructed 

on account of the rapid urbanization in 19th and 20th centuries. According 

to OECD report [8, p. 11], it was suggested that maintaining the rural 

character depended upon the retention and thinking of older lifestyles, on 

the other hand, defining exact characteristics of rural societies may be said 

to be  very difficult due to the differences from region to region and 

continent to continent. At this point, Busby and Rendle [9] states that 

defining both rural and farm based tourism is difficult due to their 

embodying a range of activities and lack of resource. In addition to this, 

rural tourism enterprises having a small-scale characteristic are not wanted 

to be reckoned into formal research. So, it is also difficult to estimate size 

and development of the industry on account of the inconsistencies in data 

sources. 

Today, countries have started to be opened to alternative tourism in 

order to minimize the loss of mass tourism [10]. Thus, people have been in 

search of more experience and different activities substituted for traditional 

sense of holiday being based on sea-sand-sun (3S), so, it is possible to say 

that will to escape from heavy, stress-filled and crowded environment of  

urban life has developed rural tourism [11, 12]. 

Although some authors define rural tourism as individuals' travels to 

domestic and foreign rural areas [13], some define rural tourism as 

monitoring or getting involved in indigenous activities by going and staying 
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in a rural area [14]. At first glance, rural tourism is seen as a type of tourism 

oriented to the rural areas, however, it is possible to say  that definitions 

about rural tourism are not enough to explain the concept of “rural tourism” 

completely [15, p. 8]. Having difficulty in defining rural tourism stems from 

containing a lot of activities and types of tourism within itself. So, Irshad 

states that cultural heritage tourism, nature-based tourism/ ecotourism and 

agro tourism could be evaluated within the context of rural tourism [16, p. 

6] while Mikaeili and Memlük and Aydın state that such tourism types as 

farm-based tourism, village tourism, tableland tourism, agro tourism, 

ecotourism, hunting tourism, speleological tourism and outdoor sports come 

into people's minds in connection with rural tourism [17, 18]. It is possible 

to state that rural tourism plays an active role in rural development although 

it is not appropriate for every region or destination. Not only a significant 

resource could be created for development of rural population with rural 

tourism, but also local quality of life could be enhanced [19, p. 28]. When 

examined within the scope of agricultural industry, Williams, Paridaen, 

Dossa and Dumais state that agro tourism is seen as a means of enhancing 

farm operations, using farm-based products with new and innovative 

methods, improving farm revenue streams, developing new consumer 

market niches, providing awareness of local agricultural products, increases 

appreciation of the importance of maintaining agricultural land uses, 

channelling additional on-farm revenues directly to family members, gives a 

stimulus to upgrade farm living and working areas as well as leisure 

facilities, providing opportunities to acquire managerial skill and 

entrepreneurial spirit and increasing the long term sustainability for farm 

business [20, p. 4]. Tourism in this field is difficult on account of the fact 

that rural tourism enterprises have small-scale characteristics and every rural 

destination is not preferred by tourists for this reason. Therefore, quality of 

products and services in rural tourism should be able to satisfy the demands 

and expectations of tourists [21, p. 28]. 

Soykan states the activities in rural tourism as agriculture and 

livestock-based activities in agricultural farms or villages (picking 

vegetables, fruits, flowers etc., prior processing, animal feeding, producing 

and assessing animal products); practicing about local handicrafts; visiting 

historical and cultural places such as archaeological sites, museums, 

national parks, nature monuments, zoos; interesting natural formations; 

immediate vicinity tours on foot, horseback or bicycle; picnic, sport 



Vedat ACAR, Osman Eralp ÇOLAKOĞLU 

 12 

activities, spare time activities (photographing, painting, collecting), 

animated exhibits (countryside wedding, folk dances); courses about such 

fields as traditional handicrafts, dishes,  sport, music, folk dances, local 

production techniques, medicinal herbs, scientific research, observation and 

research; competitions, fairs, festivities, special days, kermesse, festivals, 

entertainment, concert etc.; reading books, journals etc. in reading halls; 

meeting and cosing in tea gardens,, cafes etc.; sunbathing, view scenery, 

special activities for children or elders [22]. Similarly, Eatherley categorizes 

agro tourism as “components associated with accommodation” and 

“components not associated with accommodation”. Bed and breakfast, 

camping/ caravan, groaning board farmhouses, bunk farmhouses, thermal 

and health houses are ranked among “the  components associated with 

accommodation” while restaurants, cafes, picnic areas, farm shops, farm 

museums, handicrafts, trekking in company with guides, inauguration days 

and training activities, walking, horseback riding, sightseeing boat tours, 

festivities and organizations, hunting, fishing and nature watching are 

ranked among “the components not associated with accommodation” [23]. 

  

4. Rural tourism in Turkey 

1980's were the years when there were considerable progresses 

within the context of mass tourism. But people started to be in quest of 

differentiation in tourism in the forthcoming years. In Turkey, projects were 

started to be developed with the aim of making people aware of rural 

settings  and ecological life in those years. By taking important step in order 

to put a project called as TaTuTa (Agriculture-Tourism-Barters) into 

practice in 2003, studies oriented to project development were started with 

the help of GEF-SGP
1
. So infrastructure of the project was set up in 2004-

2006. Turkey representatives of Willing Workes on Organic Farms 

(WWOOF) and European Centre for Ecological and Agricultural Tourism 

(ECEAT) were granted in those years. Activities were put on the fast track 

by going into partnership with GENÇTUR in 2007. Applications were 

started to be accepted over the internet by renewing the website in 2012 

[24]. It may be said that ninety farms have got involved in the project 

throughout seven geographical regions up to now [25]. However, when 

those farms are taken into consideration, it could be seen that only a few of 
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them are available for visitors to stay. For this reason, this project will not 

only make a major contribution to tourism but also to rural development. 

 

5. Field of specialization in tourism: wine 

 Turkey is situated in the geography where a mild climate zone 

prevails as regards her location. It can be said that the fact that she is 

situated in such geography brings certain major advantages together with 

respect to the agricultural varieties as well as it provides advantages for 

other sectors. The grapevine is a plant which is grown between the North 

and South latitudes of 30 and 40 degrees where the mild climate zone is 

dominant. The grapevine can be said to be an important plant for on the one 

hand the grapes, as the fruit of vine are consumed either fresh or dried on 

the other hand they are used in wine making. So, on account of its 

importance, it is considered to have been specialized after 6000 BC [26]. 

 By stating that the involvement of grapes in human consumption 

come true through The New Stone Age also known as The Neolithic Period, 

Gezgin draws attention to the necessity of a settled culture for putting 

several procedures since the conversion of grapes into wine requires a long 

process for both squeezing the fruit to ferment it and storing the product [27, 

p. 76]. As a matter of fact, Siduri, the wine merchant character mentioned in 

the Gilgamesh myth indicates that wine has been made since the year 3000 

BC so far. In ancient Egypt, hieroglyphics date back 2400 BC, grapevine 

growing and depictions of wine is seen. On the other hand, in antiquity, it is 

also seen that the physicians such as Hippocrates, Plinus and Galen made 

use of wine in the course of the treatment of certain diseases [28].  

 Among the research being conducted in the field of wine today, 

Charter and Knight express that the tourism which will be carried out in the 

wine content experiencing the life style supply and demand and educational 

components, relating the image of tourism destination with art, wine and 

food and also economic, social and cultural values as a marketing 

opportunity, and the wine tourism experience can be materialized in various 

ways such as attending organizations and festivals which is the most striking 

aspect of it, cultural heritage, dining, hospitality, education, wine tasting and 

cellar door sales and winery tours or visits [29]. By putting forward that this 

sector is still at the crawling stage although some regions in Turkey are the 

ones which can be suggested as candidates in the field of wine tourism, Var, 

Kaplan and Yurt draw attention that Şirince, as an outstanding candidate for 
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being a wine center regarding this field [30, p. 117]. Türkben, Gül and Uzar 

point out that Çanakkale-Bozcaada, İzmir Foça and Çeşme-Alaçatı, 

Nevşehir-Kapadokya, Tekirday-Şarköy and Mürefte, Denizli-Pamukkale, 

Balıkesir-Avşa and Bursa-İznik are the potential regions favorable for the 

agro tourism. When the research conducted in the field of wine are 

examined, the visitors joining those tours generally concentrated on the 

aspects of having the wine experience, tasting different wines and visiting 

the wineries are noticed [31]. Those who will join the tour which will be 

held by the light of this research will not only have the wine experience but 

also learn about the cultural and historical characteristics and background of 

the regions. 

  

6. Grape and wine in mythology 

 Grape, in other words, “the vine plant” has an important place in 

both divine religions and beliefs in which the Pagan practices are dominant. 

Thus, vine and wine can be indicated among the plants which are frequently 

narrated in the Greek mythology where the Pagan beliefs are dominant. 

Dionysus, one of the Twelve Olympian Gods in the Greek Pantheon is 

depicted as the God of Wine who discovered the wine and pioneered it to 

spread all over the world. Dionysus was at the same time associated with the 

coming of spring and symbolized with vine stock. As a matter of fact, 

respecting the vine means September in the year of Sacred Tree, he is 

related to the vintage and considered to be the God of Abundance and 

Inspiration [32, pp. 71-72]. It was Dionysus who told people how to make 

wine. In ancient sources, Dionysus is depicted as the God who was born 

twice. Dionysus was born as the child of Zeus, the Major God and Semele, a 

mortal woman. Zeus fell in love with Semele at first sight in just the same 

way he had felt for his former liaisons and had a sexual intercourse with her. 

At times, when Zeus had sexual intercourses with Semele, he never 

appeared her in his godlike shape. He was afraid that Semele would 

suddenly die when he appeared in godlike might. One day, there was a 

knock at the door of Semele's house. When she went for opening the door, 

she found out that it was an old woman who had knocked the door. The old 

woman started the conversation and finally brought the speech why Zeus 

had never appeared in his godlike shape before Semele. The old woman was 

actually Zeus's favourite wife Hera by the official marriage. The old woman 

tried every way to get Semele to think and believe why Zeus had behaved 
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was that he had never really loved her. From that moment, Semele gradually 

had a burning desire to arouse inside to see Zeus in his godlike appearance 

entirely. So, she started to force Zeus for that every day. Although Zeus told 

her it was absolutely impossible otherwise a sorrowful inevitable result 

would be waiting for her, he could never convince Semele. Eventually, he 

could not stand her continuous insistence and appeared in his godlike might 

before Semele. But the result was too tragic and what Zeus had been scared 

of happened to him. No sooner had Zeus appeared in his godlike shape 

entirely than Semele started burning to death in flames. Just as Semele was 

in the throes of death, Zeus noticed the baby in her womb and delivered it 

by cutting through Semele's abdomen. He sewed the baby that was nearly 

dying on his calf. When the period was completed Dionysus was born off 

Zeus's calf. In order to prevent the baby who was the fruit of his liaison 

Semele from his wife Hera's rage, Zeus entrusted him to Hermes. Having 

taken over Dionysus, Hermes entrusted him to Athamas, the Orkhomenos 

King and his wife Ino. Upon being scared in case Hera might recognize 

Dionysus, Ino dressed him like a baby girl. Actually, all Ino's efforts were 

useless. As soon as Hera learnt about the truth, she made both Ino and 

Athamas go mad. Upon that, Zeus sent Dionysus to Asia and Africa so that 

he could prevent him from Hera. There, The Nymphs, The Goddesses of 

River fostered him as the wet-nurses. When Dionysus was in his teens, he 

learned about grapes and how to make wine off those grapes [33, p. 86; 34, 

p.274; 35, p. 293; 36, pp. 25-26; 37, p. 138]. 

 Although wine is identified with Dionysus in the Greek Mythology, 

it is possible to state that there are several scenes in which the name of wine 

is mentioned. One of those moments when Zeus was wandering on earth, 

one of the immortal young man attracted his attention and Zeus admired of 

him. The young man whom Zeus admired was nobody but Ganymede, The 

Trojan Prince, claiming a lineal descent from Dardanos. Zeus wanted to take 

Ganymede to Olympus. While some authors [38, p.157] state that Zeus 

abducted Ganymede disguising him in an eagle, some [39, pp. 59-69] state 

that Zeus took Ganymede away disguising him in a tempest. No matter how 

the abduction scene of Ganymede varies among the authors' statements, the 

legend resulted in the arrival of Zeus with Ganymede in Olympus and 

Ganymede served Zeus as his cupbearer. Consequently, in the pictures, the 

main plot of which is the Greek Mythology, Ganymede was depicted as he 

was offering Zeus some wine. Zeus wanted to make Ganymede happy by 
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giving his father a gift as a kind of ransom in return for his taking 

Ganymede to Olympus. The gift given by Zeus was a young golden vine 

[40, p. 31].  

 In some sources, it is stated that it was Oeneus who found out the 

wine in the Greek Mythology. Once upon a time, one of Orestes's dogs gave 

birth to a balk. Orestes suggested burying that balk in the soil. At the behest 

of him, the balk was buried under the soil. As time passed by, the balk 

turned into a vine stock bearing large grapes. Having been astounded by 

what he had witnessed miraculously, Orestes named his son Pythios 

dedicating to that miracle. After a long time, Pythios had a child called 

Oeneus. After Pythios's death, Oeneus took the charge of reigning over the 

kingdom. One day, as one of Oeneus’s shepherds was pasturing his goats, 

he realized that one of the he-goats had left the herd to eat a type of plant 

and as a result of that the he-goat behaved strangely. So the shepherd picked 

the fruit of that plant and got some juice by squeezing the fruit. Then he 

poured that juice into the river. When he realized the delicious flavour that 

he had got, he informed King Oeneus of the mixture. Having inspired by his 

name, the king named that new mixture Oinos “wine” [41, p. 75]. And in 

some sources, it is stated that it was Dionysus himself who taught Oeneus 

the art of wine trade. According to a myth, Oeneus presented the art of wine 

trade that he had learnt from Dionysus to his wife. Artemis, the Goddess, 

sent an animal known as “the Caledonian Boar” to Oeneus's country to take 

revenge on him owing to the fact that Oeneus had forgotten a sacrifice to 

Artemis. But the boar was first hunted then killed by Meleager, the son of 

Oeneus [42, pp. 772-773]. Another legend resembling the one in Oeneus 

myth is narrated about the happenings when Noah disembarked just after the 

Flood. As a sign of the ending of the Flood, just after a dove had returned to 

the ark carrying an olive twig in its beak, Noah and other humans and 

animals disembarked and started a new life. Noah was trying to get used to 

his new life there and on those days, the behaviour of a he-goat interested 

him and Noah followed it. He saw that the he-goat stopped somewhere in 

the forest, drank the juice of some fruit of a balk and then became cheerful. 

Thus, he resolved the mystery concealing in the he-goat's cheerful 

behaviour. In order to satisfy his curiosity, he wanted to taste that fruit and 

then felt the same joy in his own body. The Devil noticed that as soon as 

Noah drank the juice of that plant every day, he wandered cheerfully 

without any reason. Having followed Noah, the Devil saw that he drank the 
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juice by squeezing the grapes. And then the Devil urinated on the grapes in 

order to prevent Noah from repeating that and caused the grapes to wither. 

Once when Noah grieved for something, he approached the fruit and 

unfortunately noticed that the fruit had already withered. As soon as he saw 

the withered grapes, a way of grief and despair swept through his body and 

started moaning and groaning. When the Devil witnessed Noah's grief, it 

could not bear any more and showed pity for him. Then, the Devil instructed 

Noah to get some cat, dog, lion, parrot, rooster and bear's blood and poured 

it into the roots of the plant. Noah carried out what the Devil had instructed 

him to do. Later, Noah saw that the vine stock had started sprouting again 

and became very happy. But since that day, the ones who drank the juice of 

that vine have become growling like a dog, brawling like a cat, noisy like a 

rooster, chattering like a parrot, powerful like a lion and snoring like a bear 

[43, pp. 75-76].  

 It is possible to state that grape and wine have not only been 

mentioned in paganism, they have also mentioned in such Abrahamic 

religions as Judaism, Christianity and Islam. According to Psalms (80: 8-

19), vine is mentioned as:  

 “Thou hast brought a vine out of Egypt: thou hast cast out the 

heathen, and planted it. Thou preparedst room before it, and didst cause it to 

take deep root, and it filled the land. The hills were covered with the shadow 

of it, and the boughs thereof were like the goodly cedars. She sent out her 

boughs unto the sea, and her branches unto the river. Why hast thou then 

broken down her hedges, so that all they which pass by the way do pluck 

her? The boar out of the wood doth waste it, and the wild beast of the field 

doth devour it. Return, we beseech thee, O God of hosts: look down from 

heaven, and behold, and visit this vine; and the vineyard which thy right 

hand hath planted, and the branch that thou madest strong for thyself. It is 

burned with fire, it is cut down: they perish at the rebuke of thy 

countenance. Let thy hand be upon the man of thy right hand, upon the son 

of man whom thou madest strong for thyself. So will not we go back from 

thee: quicken us, and we will call upon thy name. Turn us again, O Lord 

God of hosts, cause thy face to shine; and we shall be saved.” [44]. 

 Wine takes an important place in Christianity. So, it is possible to 

see this clearly in the speech of Jesus in “The Last Supper”. Jesus takes 

bread, blesses, breaks then passes it to his apostles by telling them that the 

bread comes to mean “his body” in The Last Supper. Then, he takes a cup of 
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wine, blesses and gives it to the apostles by thanking to God for it. So, this 

scene has been depicted in Mark (14: 17-25) as: 

 “And in the evening he cometh with the twelve. And as they sat and 

did eat, Jesus said, Verily I say unto you, One of you which eateth with me 

shall betray me. And they began to be sorrowful, and to say unto him one by 

one, Is it I? and another said, Is it I? And he answered and said unto them, It 

is one of the twelve, that dippeth with me in the dish. The Son of man 

indeed goeth, as it is written of him: but woe to that man by whom the Son 

of man is betrayed! good were it for that man if he had never been born. 

And as they did eat, Jesus took bread, and blessed, and broke it, and gave to 

them, and said, Take, eat: this is my body. And he took the cup, and when 

he had given thanks, he gave it to them: and they all drank of it. And he said 

unto them, This is my blood of the new testament, which is shed for many. 

Verily I say unto you, I will drink no more of the fruit of the vine, until that 

day that I drink it new in the kingdom of God.” [45]. 

The Last Supper is depicted in Matthew (26: 26-29) in a similar way: 

“And as they were eating, Jesus took bread, and blessed it, and broke 

it, and gave it to the disciples, and said, Take, eat; this is my body. And he 

took the cup, and gave thanks, and gave it to them, saying, Drink ye all of it; 

For this is my blood of the new testament, which is shed for many for the 

remission of sins. But I say unto you, I will not drink henceforth of this fruit 

of the vine, until that day when I drink it new with you in my Father's 

kingdom.” [46]. 

Like in the Gospels, wine and grape has been mentioned in verses of 

the Qur'an many times. As a matter of fact, grape has been stated in ten 

surahs of the Qur'an (Abasa, Ya-Sin, Al- 'Isra', Al-'An'am, Al-Kahf, An-

Nahl, Al-Mu'minun, An-Naba', Al- Râd, Al Baqarah) In addition to this, it is 

possible to state that there have been four surahs mentioning “wine” in 

Qur'an (Yusuf, Al-Baqarah, Muhammad, Al-Ma'idah) [47]. When the verses 

of the Qur'an about wine are examined, it could be seen that “wine” is 

handled with its intoxitave characteristics and that wine has been prohibited 

for this reason. 

 

7. Yedibilgeler winery 

It is possible to state that the name of the winery “Yedibilgeler” has 

been inspired by “Seven Wise Men of Ancient Greece” (Thales of Miletus, 

Solon of Athen, Bias of Priene, Periander of Corinth, Pithacos of Lesbos, 
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Cleubulus of Lindos, and Chilon of Sparta). In fact, this could be seen from 

the names given to the wines produced by winery. Today, the winery is 

situated on the way to Kirazlı, within the boundaries of Çamlık, a village of 

Selçuk. Both vineyards and the winery started to be built in 2010. Within 

this context, such grape vines as Malbec, Cabarnet Savignon, Merlot and 

Shiraz were imported. Functional design of the winery was made by Jean 

Luc Colin while architectural design of the building was made by Xavier 

Bindl, an Austrian architect. The winery may be said to be located on the 

land of fifty decares. It has a king suit, two family suits and twenty five 

deluxe rooms. So, fifty five people could be able to stay at Yedibilgeler 

simultaneously. In 2013, a swimming pool having two hundred square 

meters and Ottoman Style Bath having fifty square meters were built. Both 

balcony and terrace is available in the stone buildings constructed for the 

accommodation of visitors [48]. 

The pieces of equipment used in the production department were 

manufactured by the Enoveneta Company from Italy, oak barrels by Radoux 

Company from Cognac region and chrome tanks by Germetal Company 

from Denizli. Although capacity of the winery is a hundred twenty thousand 

bottles per annum, it is possible to say that thirty five to forty thousand 

bottles of wine have been produced up to the present [49].   

Five different types of wine called as Anaxagoras 2011 

(Chardonnay), Lassos 2012 (Rose Shiraz), Solon 2012 (Shiraz) and Thales 

2011 (Cabernet Sauvignon “%50” - Merlot “%40” - Shiraz “%10”) and Bias 

2011 (Cabernet Sauvignon “%45” -Shiraz “%40” – Merlot “%15” Reserve 

Blend) have been produced in the winery. In spite of having both marketing 

and publicity problems, the winery has received important rewards in 

different competitions since 2012. Skalite (Awards for Quality in Tourism) 

award in 2012, third prize winner in Turkey with their wine called as Lassos 

(Rose) 2012 in the competition of Master of Wine 2013 İstanbul, bronze 

medal in the competition of Decanter 2014 with Anaxagoras 2013 

(Chardonnay) and gold medal with their wine called as Bias 2011 in 

Vinalies Internationales 2014 organized by French oenologists could be 

ranked among those awards [50]. 

 

 

 

 



Vedat ACAR, Osman Eralp ÇOLAKOĞLU 

 20 

8. A Specialization tour: Yedibilgeler 
Table 1. Fifteen-day tour schedule 

DAY ACTIVITY COST 

1 

Arrival to Adnan Menderes 

Airport Varış (Tickets be taken 

by visitors) 

Transfer 1 pax (100 TL) 40 pax (4000 TL) 

TOTAL = 4000 TL 

2 

Giving information about 
Yedibilgeler, walking around 

the winery and then wine tasting 

- 

3 

Walking from Çamlık to Şirince Transfer = 354 TL 

Lunch 40 pax x 25 = 1000 TL 

TOTAL = 1354 TL 

4 

Giving information about grape 

types growing in the vicinity 

(visiting grape gardens in 

Gökçealan-Çınar-Kirazlı 

villages) 

Transfer = 590 TL   

Lunch = 40pax  x 50TL = 2000TL 

TOTAL = 2590 TL 

5-6-7 
Yedibilgeler (grape picking and 

then delivering to winery) 

- 

8 

Ephesus- Virgin Mary- St Jean- 

Artemis- Selçuk Archaeological 

Museum Tour 

Transfer (roundtrip) = 590 TL 

Lunch 40 pax x 50 TL = 2000 TL  

 

Entrances (For 40 Pax) 

(St. Jean = 400 TL/ Ephesus = 1200 TL/ 

Virgin Mary = 600 TL/ Archaealogical 

Museum (close on Monday) = 400 TL) 

Tourist Guide** 

Parking Fees = Virgin Mary/ St. Jean/ 

Ephesos (40 TL x 3 = 120 TL) 

İsa Bey Mosque (Free) / Artemis (Free) 

TOTAL = 5310 TL 

9-10*-

11 

Yedibilgeler: Some visitors pick 

grapes while others make wine.  

- 

12 

Seferihisar-Visiting pottery- 

Hands on training (Sığacık 

Peasant Market: On Sunday; 

Seferihisar Public Market: On 

Tuesday, Saturday, Sunday) 

Fee for the Potter = 500 TL 

Transfer (Roundtrip) = 708 TL 

Lunch in Teos 40 pax x 50 TL = 2000 TL 

TOTAL = 3208 TL 

13 

Walking from Çamlık to 

Magnesia  

Transfer = 354 TL 

Lunch = 40pax x25TL = 1000 TL  

Visiting Ancient City of Magnesia = 40pax x 

5TL = 200 TL / Dinner in Train Museum 

(40pax x 100TL = 4000 TL) 

TOTAL = 5554 TL 
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14 

Visiting fig orchards in Çamlık 
Yeniköy, Gökçealan, Kirazlı 

and Çınar villages and then 

visiting a fig manufacturing 

plant. 

Transfer (roundtrip) = 590TL/ Lunch in 
Ortaklar  (grilled small pieces of meat on 

wooden skewers) 40 pax x 50 TL = 2000TL 

TOTAL = 2590 TL 

15 

PMD (Priene- Miletos-Didyma) 

Tour, visiting Zeytinseli2 ve 

Tabia Olive Museum  

Transfer (roundtrip) = 708 TL 

Tourist Guide** 

Entrance Fees (for 40 pax) 

Didim/Miletos/Priene 

(400TL/200TL/200TL) 

Parking Fees Didim/(40 TL)/Priene(40 TL)/ 

Miletos (40 TL)  

Lunch in Karina 40pax x100TL = 4000 TL 

TOTAL = 5628 TL 

16 
Departure from Yedibilgeler Transfer = 1pax = 100 TL 40pax (4000 TL) 

TOTAL = 4000 TL 

 
(Delivering Söke Boots*** to 

visitors as a gift) 

1 pax = 500 TL /40 pax x 500 TL = 20000 TL 

TOTAL = 20000 TL 

 
Tour Leader (Employee in 

charge for fifteen days) 

500 TL x 15 = 7500 TL 

TOPLAM = 7500 TL 

 Back packs for trekking 40 pax x 50 TL = 2000 TL 

 TOTAL COST 63 734 TL (Fifteen Days) 

*A seminar will be given in collaboration with carpet sellers and then, a fashion show about 

carpet will be organized in the winery about carpets. 
**The tour leader will also be a professional tourist guide, so, extra charge will not be paid 

for tourist guide. 

*** A type of boot requiring a knack also known as “Efe Boots of Aydın”. This boots are 

preferred for making horseriding ease, not sweating feed on account of being manufactured 

by natural products, being airproof in the winter and making circulating of air through the 

boots possible via bellows. Calf leather is used for the manufacturing of the boots. When 

get wet, boots should not be insolated or put in front of a heater. Firstly, it should be dried 

off; then, you should take them to a room not receiving direct sunlight and wait until self-

desiccation. 

 

                                                
2 A business contributing actively from the beginning to the end of production process of 

olive and olive oil. 

ACCOMMODATION FEE 

Per Day 1 pax = 325 TL Breakfast-

Lunch (during the stay in 

Yedibilgeler)-Dinner  
For 15 Days 1 pax = 4875 TL (VAT 

PER DAY 

A Room (2 pax) Per 1 Day = 650 TL 

Total Rooms (40 pax) Per 1 Day = 13000 TL 

PER DAY 
For Accommodation = 6500TL 
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Table 2. Accommodation fees and three-month income statement of the travel 

agent 
THREE-MONTH INCOME STATEMENT OF THE TRAVEL AGENT 

COST PROFIT 

15th Day (First Group) 63734TL/ ±23009€ 

90th Day (Sixth Group) 382404TL/ 

±138052 € 

15th Day (First Group) 33766TL/ ±12190€ 

90th Day (Sixth Group) 202596TL/ ±73140€ 

Annual Budget for Publicity (Web Page- Domain- Online Advertisements- 

Conferances/ Fairs) = 50000TL± 18051€ 

 

9. Conclusions 

In Turkey, it may be said that research done in the field of rural 

tourism has been limited to the project of TaTuTa for twenty years. As a 

matter of fact, a lot of farms as part of TaTuTa do not have any 

accommodation units. On account of those barriers, integrating those farms 

into tourism is too difficult. In this research about Yedibilgeler Winery, it is 

possible for visitors not only to take part in the activities about the process 

of wine production, but also to visit such places as Magnesia and Şirince, 

situated in the vicinity of Yedibilgeler. It may be said that including places 

having historical importance in the tour programme and making it possible 

for visitors to make pottery practically have made such a tour even more 

preferable. Like Turkey, countries situated at 30-40 degrees north and south 

of the equator are rich in agro-biodiversity. So, it is possible to carry out the 

activities focusing on different products in different regions by expanding 

this richness as part of rural tourism. In today's world, not only travel agents 

but also other stakeholders have to understand that tourism needs to go 

beyond the scope of mass tourism. This kind of activities making it possible 

for travel agents to experience lifestyles integrated with local cultures will 

be an important step for differing from other travel agents.  

                                                
3 Exchange rate of euros was based on 15.03.2015. (1 Euro = 2.77 TL) 

excluded) 

4875 TL x .18 = 877,5 TL (VAT) 

4875 TL+ 877,5= 5752,5 TL / ± 2076 

€
3
 (Tour Selling Price) 

For Travel Agent = 6500 TL 

FIFTEEN DAYS 

For Accommodation = 97 500 TL (VAT 

excluded) 

For Travel Agent = 97 500 TL  

97500- 63734 = 33 766 TL (KVAT excluded) 

(Net profit for Travel Agent) 
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In the future: 

▪ doing studies aiming at determining customer profile of visitors 

taking part in rural tourism; 

▪ setting up similar projects about other agricultural products except 

for wine; 

▪ making advertisement, organizing congresses and fairs in the field 

of rural tourism on account of the fact that there has been lack of 

advertising; 

▪ providing support of the Ministry of Agriculture and other public 

institutions will be useful for further research in the field of rural tourism. 
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Abstract 
Agritourism, as one of the main directions of tourism, was established in the 

second half of XX century in Europe, in big industrial countries. Nowadays, from the 

viewpoint of agro-tourism the leading countries are: Spain, Italy, France, Switzerland, 

Croatia, the Cyprus, Greece, etc. In many countries of the world the relations between 

farmers and tourists are conducted within the program World Wide Opportunities on 

Organic Farms (WWOOF). At present, 52 countries in the world are involved into this 

program [7]. Main components of the agro-tourism are: attraction, population, ecological 

product. 

Essential prerequisites of the agro-tourism development in Georgia are as 

follows: high natural-resource potential, ancient historic-cultural heritage (multiplicity of 

tourist objects of archaeological, religious, historical character), the state programs on the 

agro-tourism development, improvement of infrastructure and rich traditions of national 
cuisine. Analysis of the mentioned prerequisites enables to conclude that the agro-tourism 

development in our country has good prospects. 

Development of agritourism in Georgia has great tourist potential: 102 resorts, 

182 resort places, 2 400 mineral therapeutic water springs, 12 000 historical and 

architectural monuments (3 of them are in the list of UNESCO World Monuments), 11 

national parks, 41 monuments of nature, 2 preserved landscapes. Proceeding from the 

existing resource potential real prospects for development of agro-tourism exists in our 

country [1, pp.11-12]. 

In the mountainous regions of Georgia the agro-tourism is at the stage of 

development. In recent years foreign visitors used to arrive to Georgia mostly to have rest 

at the mountainous resorts, to see historical and cultural monuments. Georgia, as the 
country with the agrarian traditions, has wide potential for development of the agro-

tourism in these regions proceeding from the ethnic, cultural, historical peculiarities of the 

mountain population. 

Key words: rural tourism, green tourism, tourist industry, natural-resource 

potential, agro-tourism of the mountainous regions 
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1. Introduction 

Agritourism is a relatively new direction of the tourist industry. In 

different countries different terms are used for the agro-tourism: in England 

and some English-speaking country it is called the “rural tourism”, in 

German-language countries the term “Bauernhoftourismus”, which literally 

means “tourism in peasant’s household”, in Roman-language countries 

preference is given to the term – agro-tourism, which ia derived from 

“agros” – a word of Latin origin and the word “agrarius”, meaning 

agricultural,  produced from it [2, p.168]. 

Agro-tourism originated in the West European countries in result of 

search for new directions of rural regions development in addition to 

traditional, historically formed branches, considerably using the potential of 

just these branches. New approaches demanded review of the strategy and 

development of the rural territories and restructuring of the entire agrarian 

sector. Along with time, the agro-tourism, transformed into the profitable 

sector of tourism industry, became one of the most perspective businesses in 

the rural localities, and not so much in Europe, where it was most of 

developed within recent two decades. There exists no united universal 

conception of the agro-tourism, as the countries differ with their traditions 

and natural conditions. Interest in the rural tourism is caused by the 

possibility to satisfy the recreational demands of the population, living in 

conditions of urbanized environment and in the regions of complicated 

ecological situation.  

 

2. Agritourism development conception 

Agro-tourism is a branch of tourism, oriented at use of natural, 

socio-cultural, cultural-historical, ethnographic and other resources of the 

rural locality and its specificity for forming a complex tourist product. 

Living in the rural locality was practiced since time immemorial. 

However, to discuss this phenomenon as a part of modern industry became 

possible comparatively recently, just in the end of the 70s and the beginning 

of the 80s of last century. Owing to use of innovational methods of agro-

tourism business organization and new informational technologies, the 

situation radically changed that enabled to increase the volumes of traded 

services in some industrial countries, having transformed it into the highly 

profitable business. Main reason of agro-tourism appearance and 

development is the demand of city dwellers with an average income to have 
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rest in the nature, to familiarize with the life of the rural population, to not 

only taste fresh natural products, but to directly participate in their 

production. Global phenomenon of urbanization makes the dwellers of large 

cities, tired of city noise and crowds of people, multi-storey buildings search 

for change of impressions, mode of life in places with small people. 

Participation in everyday life of the rural population causes genuine 

satisfaction among the city dwellers [3, p.16]. 

Agro-tourism offers temporary residence in the rural locality with 

the aim of rest. An obligatory term is accommodation of tourists in small 

towns or rural localities, in which no industry and multi-storey houses exist. 

The agro-tourism infrastructure should involve arrangement of rest, 

comfortable transport communication between the populated areas, and 

existence of ordered infrastructure. It is also necessary to have comfortable 

terms for accommodation at available prices. Rural or “green” tourism is a 

perspective direction of small (often family) and medium business. By some 

assessments, in the countries of Europe the agro-tourism brings from 20% to 

40% of the total income of tourist industry, when only 35% of the 

population prefers such form of rest [4, p.38]. It can be said that increased 

interest of tourists in the rural locality is connected with changes in 

conditions of modern human existence. Due to the life in large cities 

accompanies with stresses people’s health worsens and the need arises for 

its recovery. Established mode of rural life, feeling of closeness to the 

primordial nature, clean fresh air, natural ecologically clean food products 

promote removal of stresses and tension and assist recreation of the urban 

population. In addition, one of the biggest pluses of such kind of rest is 

absence of large financial expenses. Agro-tourism is one of the most 

important parts of the entire socio-economic program of development and 

restructuring od the agrarian sector in the economy of the European 

countries. It promotes transfer of a part of the agrarian population (which is 

most urgent in its excessive amount) from the sphere of production into the 

sphere of services, forming new work places in the rural locality. In result of 

organization of a new sector of the local economy, the agrarian regions 

receive a new impulse of development, which is the most important task of 

the agro-tourism. It is not by chance that the agro-tourism support policy in 

EU countries is directed first of all at economically backward, depressive 

regions. Main purpose is to avoid negative events leading to degradation of 

villages. These are: unemployment, the result of which is migration of the 
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population from the villages, decline in the standard of life, worsening of 

quality of the population’s life. All the negative events mentioned above are 

characteristic to the rural localities of our country as well and are especially 

sharply expressed in the mountainous regions of Georgia. 

In addition to socio-economic aspect, it is necessary to stress no less 

important component of the agro-tourism, which foresees use of existing 

socio-cultural environment of the mountainous territory as an initial 

resource for formation of the full-value competitive tourist product. Just the 

factor of socio-cultural environment of the territory provides interest in it in 

the outer world and can attract tourists by presenting to them as to the guests 

them real authentic mountainous life. This is priority and intrinsic value of 

the agro-tourism of the mountainous territory compared with its other forms. 

Agro-tourism promotes solution of some socio-cultural problems of the 

population of mountainous regions, such as preservation and even 

restoration of national traditions and mode of life, ethno-cultural and 

historic-cultural heritage of the population. However, of no less importance 

is ecological aspect, namely, preservation of the natural environment. 

 

3. Potential of agro-tourism in mountainous region of Georgia 

In the system of natural-resource potential, which determines 

peculiarity of tourist product in mountainous rural locality, forest, 

biological, balneology resources are differentiated according to their 

belonging to some spheres of geographic environment.  Among the natural 

conditions, having direct relation to the system of tourist services in 

mountainous locality, which have direct influence on the agro-tourism 

development, should be differentiated climatic and especially landscape. 

Special mention should be of the climatic peculiarities, which determine the 

degree of attraction and comfort of the territory. As for specificities of the 

relief, the fact should be specially mentioned that the territories with a 

combination of plain and mountainous relief characteristic to our country, 

by the indicators of attractiveness possess the highest importance, which 

promotes expansion of the spectrum of potential tourist services in general 

and the agro-tourism in particular. The natural conditions and resources are 

the components of greatest important and availability for the recreational 

use, being a base for the agro-tourism development in the mountainous 

regions of Georgia.  Condition of the natural environment in mountainous 

regions of Georgia remains quite high ecological level, which increases the 
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value of this territory and for rest and belongs to the positive factors of the 

agro-tourism development here. 

Existence of a great amount of cultural-historical objects just in the 

rural localities, among which are objects of world cultural heritage, causes 

great interest and forms preconditions for development of these directions of 

tourism new for Georgia. Proceeding from the experience of the countries, 

leading in the agro-tourism business, should be stressed the importance of 

state measures for preservation or restoration of real subjects of that socio-

cultural and ethno-cultural environment, which is planned to be transformed 

into the tourist product. Support to the agro-tourism in the mountainous 

regions of Georgia is a derived element of the state social policy. The scale 

and success of the agro-tourism development in mountainous regions of 

Georgia and all over the country much depend on the role of the state. 

National cuisine, euxh in tradions (for example, in France and Italy the most 

popular forms of agro-tourism are wine and gastronomic tourism) is an 

important precondition for development of agro-tourism in the mountainous 

regions of Georgia.  An important aspect of tourist product is considered to 

be possibility of use of ethnographic specificities of the territory: 

familiarization with the traditions, national cuisine, handicrafts, folklore of a 

concrete locality, and also participation in the ethnographic holidays, 

dedicated to important events in the life of population. 

To organize tourism in the mountainous regions of Georgia along 

with natural-ecological and cultural-historical resources, of greatest 

importance is the housing fund fitted to reception of tourists. It is important 

to mention that increase in level of attractiveness of houses, used in the 

system of green tourism, can be promoted by their architecture and their 

design in the style of ethnographic traditions of mountainous locality. 

Present condition of economy of Georgia, especially in the mountainous 

regions of Georgia puts on the agenda the problem of search for new forms 

of economic activities. One of such forms is small entrepreneurship. 

Practically all the sections of the population are interested in the 

development of this sector of economy. The fact is optimistic that in 

Georgia the basis is laid for start of the rural tourism development. It is 

planned in the beginning to found small “tourist villages” in the 

mountainous regions Tusheti and Svaneti, and in the nearest future also in 

Samtskhe-Javakheti as well. With this aim in view the state declared a 

competition on construction of tourist infrastructure in the region. Small and 
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medium business can take part in such a project, because existence of 

special households’ gpt placement of tourists is a principally important 

factor for development the agro-tourism in the mountainous locality. In 

result the city dwellers have possibility to have healthy rest at quite 

available prices, and the villagers will more efficiently use their housing 

fund, to realize a part of produced agricultural products jut locally. 

Economic urgency of this form of small business is in the potential of 

settling the problem of employment both of rural (as a producer of tourist 

product) and urban population, expansion of the relations between city and 

village, rapprochement of the levels of their socio-economic development. 

Each country possesses its national model of organization of the rural 

tourism, unique peculiar culture, history, geography, political order. In 

addition to great variety of conceptions of the agro-tourism, far more diverse 

are concrete agro-tourist products. In the models of agro-tourism in the 

mountainous regions of Georgia most clearly expressed is national 

peculiarity which cannot be fully borrowed from another country. One of 

the most important initial measures is formation of the national model and 

general conception of the agro-tourism in the mountainous regions of 

Georgia. Elaboration of that conception, taking into account regional, 

national and other specificity and intensive development of this new sector 

of tourism can assist to settle many problems in the mountainous regions of 

Georgia, and also the tasks the entire tourism sector of the country is facing 

[2]. 

Variants of the agro-tourism organization in different countries are 

very d\verse. In the countries with farming layer farmers are engaged in the 

agro-tourism, and where this is absent and insufficient – owners of means of 

accommodation (small hotels, farmsteads, boarding-houses). One more 

variant exists, when the private houses are unable to receive tourists, but 

there is exclusively favorable tourist potential of the territory (climatic, 

landscape, historic-cultural, etc). In this case a different approach is 

practiced: in the mountainous regions of Georgia are formed large tourist 

centers. This variant will, surely, be most essential for our country. Thus, 

some most important prerequisites can be outlined for the agro-tourism 

development in the mountainous regions of Georgia: 

▪ high natural-resource potential; 

▪ ancient historic-cultural heritage (numerous tourist objects of 

archaeological, religious, historical character); 
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▪ state programs for the mountainous tourism development; 

▪ establishment of moderate prices; 

▪ improvement of infrastructure in the mountainous regions; 

▪ rich traditions of the national cuisine. 

 

4. Conclusions 

Having generalized the present material, we can make some basic 

conclusions on potentials and prospects of the agro-tourism development in 

Georgia. 

Agro-tourism is a comparatively new direction of tourism in 

Georgia, new sphere of activities and research. Georgia, especially its 

mountainous regions possess high potential for development of the agro-

tourism. Global phenomenon of urbanization, pushing the residents of a 

large city to small-populated places is a main precondition of the agro-

tourism development. It is a profitable sphere of activity, which does not 

demand large capital investments, enables to diversify the types of activities 

in the rural mountainous regions of Georgia. Development of the agro-

tourism implies improvement of quality in the life of the mountainous 

population, preservation of the quality of environment. For successful 

development of the new direction in the tourism sphere, it is necessary to 

conduct organized, coordinated activity of main participants of the project 

(owners of means of accommodation, information-advertizing services, 

financial organizations, tourism agencies), which depends  on attention and 

support on the part of the state governmental bodies. Only relations of the 

mentioned structures can provide efficient, complex development of the 

agro-tourism in the mountainous regions of Georgia. Using rich experience 

of “the pioneer countries” in organization of the agro-tourism all the 

existing prerequisites and factors of development of this new for Georgia 

direction of tourism were studied. Now it is necessary to start formation of 

special complex model of the agro-tourism for Georgia, which will assist to 

restore and develop the potential of mountainous regions of the country. 
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Abstract 
Nowadays “low-carbon” and “resource-efficiency” are the main targets of every 

strategy and policy adopted at local, national, regional or global level. “Green economy” 

is a new concept that aims to improve the social problems and the quality of life. As tourism 

is one of the most important economic sectors with major implication on the environment, it 

has to be considered that sustainable tourism will boost the development of “green 

economy”. The paper stresses the role of sustainable tourism and its contribution in the 

process of economy greening. Also, it presents the Global Sustainable Tourism Criteria, a 

common set of aspects regarding tourism sustainability, a result of a global work focusing 

on tourism implications on society, environment and economy. 

Key words: sustainable tourism, green economy, green tourism, GSTC, 

ecotourism, rural tourism, greening, development 
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1. Introduction 

New social trends, changes in the way tourism is produced and 

consumed and a more progressive European tourism policy and fiscal 

measures show that the greening of tourism is indeed taking place. 

Tourism is a multifaceted activity comprising various activities and 

processes such as transportation, destination planning, lodging, consumption 

of goods and services, employment, natural and cultural heritage, etc., and 

therefore green tourism policies can also have an important effect in 

interrelated sectors [7]. Measures and actions taken in areas such as 

transportation shall contribute rapidly to the greening of tourism as it is 

interlinked with other components of the tourism product. If this happens, 

the green tourism will help the greening of economy.  

An economy is green when it is sustainable and its main feature is no 

carbon emissions and renewable resources for energy are used. Green 
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economy is the opposite of the traditional economy or the low-carbon 

economy. 

 

2. GSTC framework for green tourism 

Generally, when we talk about tourism activity, we think at its 

implications on the environment and especially, on climate changes. 

Regarding this, Davos Declaration demands implementation of actions to 

mitigate the impact of tourism on climate change, to find out new 

technologies in order to boost energy efficiency and to be sure that poorer 

regions or countries will be able to face all challenges. The Inter-

governmental Panel on Climate Change predicts that the rithm of climate 

change is over 90% probability “to accelerate with continued Greenhouse 

Gas (GHG) emissions at or above current rates, with globally averaged 

surface temperatures estimated to rise by 1,8 to 4 degrees Celsius by the end 

of the 21
st
 century” [4]. 

Potential mitigation actions can be taken at the level of tourists, tour 

operators and destination managers and planners [4, p. 101]. Tourists have 

to choose pro-environmental airlines; should use energy-efficient cars, 

trains; choose environmentally certified hotel. Also, they could stay longer 

at a destination or they could choose closer destinations. Tour-operators 

have to cooperate with and promote the pro-environmental airline, the 

environmentally friendly cars. They should encourage carbon labelling for 

destination and cooperation with certified hotels. Another successful 

mitigation action would be the supply of activities that don’t involve 

transports. Destination managers and planners have to create a sustainable 

destination, using environmental management systems, eco-certification, 

low-carbon actions, eco-environmental transport solutions [4]. 

 

2.1. Sustainable tourism standards 

Sustainable tourism has to be responsible and to offer green products 

to help the greening of economy. The Global Sustainable Tourism Council 

(GSTC) sets standards and guidelines for sustainable tourism that are used 

as framework of analysis for the “greening” of tourism. First of all, the 

GSTC has established sustainability criteria for hotels and tour operators, 

such as: 

▪ the implementation of effective sustainable management; 
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▪ the maximization of social and economic benefits to the local 

community and the minimization of negative impact; 

▪ the maximization of benefits to cultural heritage and minimization 

of negative impacts; 

▪ the maximization of benefits to the environment and minimization 

of negative impact (conserving resources, reducing pollution, protecting 

biodiversity, ecosystems, landscapes) [2]. 

These criteria are designed to be used by all types and scales of 

destinations and help tourism organizations to transform destinations in 

more sustainable ones and consumers to identify sustainable tourism 

destinations. 
Table 1. Global Sustainable Tourism Criteria for Destinations 

Section Criteria 

 

 

 

 

 

 

Sustainable destination management 

sustainable destination strategy; 

destination management organization; 

monitoring; 
tourism seasonality management; 

climate change adaptation; 

inventory of tourism assets and attractions; 

planning regulations; 

access for all; 

property acquisitions; 

visitor satisfaction; 

sustainability standards; 

safety and security; 

crisis and emergency management; 

promotion. 

 

 

 

 

Maximize economic benefits to the host 

community and minimize negative impact 

economic monitoring; 
local career opportunities; 

public participation; 

local community opinion; 

local access; 

tourism awareness and education; 

preventing exploitation; 

support for community; 

supporting local entrepreneurs and fair 

trade. 

 

Maximize benefits to communities, 

visitors and culture and minimize 

negative impacts 

attraction protection; 

visitor management; 

visitor behavior; 
cultural heritage protection; 

site interpretation; 

intellectual property. 
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Maximize benefits to the environment 

and minimize negative impacts 

environmental risks; 
protection of sensitive environments; 

wildlife protection; 

greenhouse gas emissions; 

energy conservation; 

water management; 

water security; 

water quality; 

wastewater; 

solid waste reduction; 

light and noise pollution; 

low-impact transportation. 

Source: [3] 

Various initiatives have been developed to encourage the use of the 

GSTC as guidance to identify and implement sound sustainability practices, 

including: 

▪ “The Egyptian government launched a new eco-label in 2009 

called the ‘Green Star Hotel Initiative” (www.greenstarhotel.net), which is 

aligned with the GSTC and aims to cultivate Egyptian tourism as an 

environmentally-friendly industry; 

▪ The Secretariat of the Convention on Biological Diversity (SCBD), 

the United Nations Environment Programme (UNEP) and others are 

collaborating to develop a training programme aligned with the Criteria for 

development institutions, UN agencies, CBD focal points, significant NGOs 

and cooperation agencies, regional agencies and UNDP country offices; 

▪ Planeterra, a Canadian-based non-profit organization, is closely 

following the guidelines of the GSTC Partnership to develop an initiative 

supporting tour operators’ efforts to meet the Criteria; 

▪ The German Sustainable Development Cooperation Agency 

(GTZ), in cooperation with the Rainforest Alliance and others, is financing a 

project to build capacity among small tour operators in Latin America to 

become aligned with the GSTC; 

▪ The International Ecotourism Society (TIES) has organised 

workshops for communities and ecotourism operators to assist with 

implementing the GSTC; 

▪ The International Hotel and Restaurant Association has launched a 

new sustainable hotelier recognition programme (“Emeraude Hotelier”) 

aligned with the GSTC; 

▪ Both Expedia and Travelocity have launched green travel websites 

featuring third-party certified hoteliers that are aligned with the GSTC” [7]. 
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3. Green economy 

United Nations Environment Programme (UNEP)’s working 

definition of a green economy is: “a system of economic activities related to 

the production, distribution and consumption of goods and services that 

result in improved human well-being over the long-term, while not exposing 

future generations to significant environmental risks and ecological 

scarcities.” [8] 

The characteristics of green economy are: 

▪ low-carbon economy; 

▪ green growth, focusing on green sectors as new growth engines; 

▪ green jobs, meaning jobs in green sectors; 

▪ circular economy – the waste from one production or consumption 

process is circulated as a new input into the same or a different process; 

▪ ecological economy, respecting the principles of biodiversity, carry 

capacity and using ecological functions to contribute to both the economy 

and ecosystems. 

It is needed to know which are the main action indicators of a green 

economy: 

▪ number of policies and officialy approved plans to promote green 

economy; 

▪ green private investment as a % of total private investment; 

▪ green government expenditure as a % of total expenditure; 

▪ green stimulus as a % of total stimulus and GDP (Gross Domestic 

Product); 

▪ amount of credit available and utilized for green sectors as a % of 

total available and utilized credit. As green sectors we can mention: 

buildings, tourism, finance, industry, transport, renewable energy, waste, 

agriculture, water, forests, fisheries [8]. 

The enabling conditions that could lead to green economy are: 

legislation, fiscal policy reform, investment, transfer of technology, trade 

policies and markets, education, public-private partnership, private sector, 

monitoring, accountability, sustainable consumption, integrated policy-

making. 

 

3.1. Principles of green economy 

There are several sets of green economy principles that were 

published by the Green Economy Coalition, the International Chamber of 
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Commerce, the United Nations Environment Management Group and 

others. From all of these I have chosen to present the principles formulated 

by the Green Economy Coalition in 2012, a coalition that comprises NGOs, 

research institutes, UN organisations, businesses and trade unions. 

1. Sustainability Principle - It delivers sustainable development. 

2. Justice Principle - It delivers equity. 

3. Dignity Principle - It creates genuine prosperity and wellbeing for 

all. 

4. Earth Integrity, Planetary Boundaries and Precautionary Principle 

- It improves the natural world. 

5. Inclusion Principle - It is inclusive and participatory in decision 

making. 

6. Governance Principle - It is accountable. 

7. Resilience Principle - It builds economic, social and 

environmental resilience. 

8. Efficiency Principle - It delivers sustainable consumption and 

production. 

9. Intergenerational Principle - It invests for the future [1]. 

 

3.2. Contribution of rural tourism to green economy 

The “Green Economy Report”, produced by UNEP in partnership 

with WTO (World Tourism Organisation) identifies that the greening of 

tourism would increase prosperity, create employment and reduce poverty. 

Under a scenario of green investments, tourism would make an even larger 

contribution to GDP with significant environmental benefits including 

reductions in water consumption (18%), energy use (44%) and CO2 

emissions (52%) [7]. 

A good example of green tourism investment is Leader II 

programme regarding the ecotourism management of wetlands in Po Delta 

area in Italy in the period 2000-2006. The programme continued also in 

2007-2013 period. Emilia-Romagna Po Delta Park covers some of the most 

productive and rich in biodiversity areas in Italy. The Park includes the 

country's largest protected wetlands, areas of great ecological value. It is a 

territory rich in natural environments, housing hundreds of plant (at least 

970 species), 460 vertebrated species and more than 300 bird species. 
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The main objectives of the project were: to promote ecotourism in 

this area, to preserve and to increase the unique image of the Delta, to boost 

the environmental awareness in this area. 

The actions developed in this project were the following: 

▪ Tourism promotion, that included: bird-watching itinerary, tourist 

guide development, participation in specialized international fairs, 

specialized tour-operators invitations, free guided visits to the park; 

▪ Education and environmental awareness, which included: 

handbook for bird watching, information dissemination to 12.000 schools, 

educational tours to teachers, organization of students’ competition; 

▪ Infrastructure and conservation, action that comprised: introduction 

of innovative equipment and techniques, such as heated bird-watching 

cabins, towers, and specialized visitor centres [7]. 

The expected outputs of this project regarded the raise of awareness 

of local community and tourists, employment opportunities, educational 

materials for tourists and other results. 

The project’s budget was 343.143 euro, out of which 50% EU 

contribution. 

Also, development and improvement of the “ecotourism product” in 

Po Delta area have been made through another EU cooperation projects, 

like: 

▪ 2001 I.C. EQUAL – Project work “Structuring of birdwatching as 

touristic offer in Po Delta area”; 

▪ “Wetlands and rivers: management and sustainable devepment of 

the Tisza area” – Tacis Cross Border Small Projet facility (2002-2004) – 

TACIS; 

▪ N.A.P. – Network Adriatic Parks - INTERREG/CARDS-PHARE. 

(2007-2008). 

Green tourism investment is one of the best ways to help the 

greening of economy. Ecotourism, as a form of rural tourism, can contribute 

successfully to the development of green economy. 

 

4. Conclusions 

When we talk about green economy, we must think at low-carbon 

economy, green growth, green jobs, circular economy, biodiversity, 

ecosystems. Taking an overview of the entire economy, tourism sector has 

an essential role to help the greening of economy. GSTC criteria and 
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guidelines offer a sound framework for the tourism sustainability. Tourism 

can be green if there will be a shift towards bio-diesel and electric 

propulsion for fleets, ships and special vehicles in tourist area; improving 

energy efficiency in tourism industry, by developing practical solutions and 

user-friendly tools for energy management in hotels and if a significant 

number of hotels will implement renewable energies measures as well as 

energy efficiency for tourist accommodation buildings. 

Green tourism investment is one of the best ways to help the 

greening of economy. The LEADER programme has been an essential 

instrument in European Union’s rural policy. Rural policy is also of 

considerable importance to the tourism sector. Through the European 

Agricultural Fund for Rural Development (EAFRD), the Commission can 

support, among other things, the establishment of businesses active within 

rural tourism, the development and promotion of agrotourism and 

capitalisation on the cultural and natural heritage of rural regions, including 

mountain areas. Ecotourism, as a form of rural tourism, can contribute 

successfully to the development of green economy.  
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Abstract 
The present paper aims to present the changes that have occurred in the cultural 

landscape of a well-known destination of Romania, Bucovina. As other destinations that 

have as central values the rural life, for Bucovina traditional architecture and authenticity 

are important resources. The last evolutions in the landscape is not necessary a positive 

one. The rapidity of architectural changes in rural landscape of important destinations, will 

determine a new face of the destinations that will no longer fit with tourists expectations 

and their search for authenticity and rural way of living. The analysis presented in next 

pages was started in 2011, in all ethnographic areas of Bucovina, with the goal to make 

and inventory of traditional houses and to identify the motivation behind the changes 

observed within the areas. This process is not characteristic only for Bucovina. The 

insertion of urban elements, under the pretext of modernization, could be find in 

Transylvania and in Maramures as well. If in Transylvania the changes made to the brick 
Saxon houses can be corrected in most cases, the situation in Bucovina and Transylvania is 

much worse: the houses, made from wood are not changed, but totally demolished and 

replaced with constructions that are contrasting through color, forms and volumes with the 

existing landscape. The factors are diverse, and among them, in an ironic way, is tourism 

development as well: the most affected sub-areas are those where tourism flows are 

significant, mainly on the road to UNESCO protected monasteries or to other relevant 

touristic sights.  

Besides presenting theoretical opinions that sustain the relevancy of cultural 

landscape as an important part of touristic destinations resources, the article suggest a 

series of motivations of inhabitants that have lead to identified changes. The research was 

developed in the program “Save Bucovina Village. Adopt a House!” in cooperation with 
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tourism students of Ştefan cel Mare University, Suceava and other institutional partners, 

with the goal to raise the awareness for preservation the built cultural heritage of this 

destination.   

Key words: cultural landscape, rural tourism, Romanian tourism destination, 

Bucovina, traditional architecture 

JEL: P2, R1, R2, Z1 

 

1. Introduction 

Tourism is still a controversial issue in Romania. The politicians at 

regional and national level are proclaiming (in a demagogic manner 

sometime) the importance of this sector, but the development over the years 

is still insufficient, with a contribution to GDP that remained under the 2-

3% in the past 20 years [11, p. 6]. The causality is complex, and involves all 

stakeholders that are relevant for tourism development. Cosma mentioned, 

for example, in 2007, that ”the attitude of Romanian authorities and 

politicians toward tourism was passive” [8, p. 11] and this is generally the 

opinion of most entrepreneurs in the field, that have tried with limited 

resources to develop their businesses in tourism. 

On a longitudinal perspective, tourism has recorded an increase in 

the number of accommodation structures, from 4710 in 2006 to 5003 in 

2011, and an increase in the number of arrivals, from 6, 2 mil. Tourists (with 

1,38 mil. foreign tourists) in 2006, to 7 mil. (1,51 mil. foreign tourists) in 

2011 [INSSE, 2012], in terms of overnight stays, from 18,9 mil. in 2006 to 

17.9 mil. in 2011. Despite this, the number of overnight stays decreased 

from 18.992 mil. in 2006 to 17979 mil. in 2011. 

After 1990, rural tourism seemed the solution for an economic 

growth for rural areas of Romania. Investments were made, on one side, by 

inhabitants of the villages that have opened their houses for people in search 

for authentic experience on the rural side. On the other side, the people from 

the cities placed near by have invested in weekend houses, transformed later 

on in tourism pensions. 

Slowly, under the pressure of market opportunities, but taking 

advantage of a poor legislation in preservation of cultural landscape, the 

rural landscape evolved. After 25 years of transition, destinations described 

as being authentic of delivering authentic experience, are presenting to the 

visitors a mixture of traditional houses and constructions built with strong 

urban influences [2]. 
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The paper will present a description of the changes that have 

occurred in cultural landscape of Bucovina destination, based on the 

research results from 2011 and 2012, with the goal to make available the 

findings and to raise the interest for the cultural landscape as an endangered 

resource that could affect on long term the tourism product itself, due the 

occurred changes and interventions.  

 

2. Cultural landscape – important resource for rural and cultural 

tourism 

The destination is an objective or a tourist area that can vary in size. 

Tourist destination is a set of tourism products offering consumers 

comprehensive experience. Traditionally destinations refer to defined 

geographic areas such as a country, a region, an island or city. 

According to Gunn and Rotariu, tourist destination is containing a 

“critical mass of development that meets the tourist’s objectives. The main 

elements in terms of tourist destinations are natural resources, transportation 

that made the area accessible, attractive services, promotion and 

information” [5], [9]. 

In all tourist destinations are included the hard component (tangible) 

that includes general infrastructure and tourism infrastructure 

(accommodation, information centers, restaurants, tourist attractions, travel 

agencies, treatment centers, souvenir stalls, tourist signs) and soft 

component (intangible) which is more difficult to measure and depends on 

the quality performance of employees in tourism, tourist infrastructure 

quality and the quality of local interaction with tourists. 

These two components are added to the environment and 

surroundings that have a decisive role in choosing a destination. 

Development of geographical balance must be achieved by the concept of 

integrated conservation of the architectural heritage. 

On the basis of this concept are two essential objectives relevant for 

an harmonious integration of historical built landscape: a) preserving not 

only the historic monument, but its protection zone as defined by law and 

the surroundings; b) integration of the built heritage in the life of 

contemporary society, through programs meant to revitalize areas that are 

hosting elements of built patrimony (urban restoration programs, local and 

regional development programs, awareness campaigns for inhabitants or 

others). 
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The development of rural tourism could highlight local tourism 

resources (natural, cultural, historical, and human) and put in a positive light 

the specificity of the Romanian tourism product. For this, not only the 

natural resources are relevant. Cultural landscape offers to visitors the 

opportunity to understand and appreciate the distinctive character of a place 

and its culture as a whole. 

It is very difficult to separate resources used only for a specific type 

of tourism (figure 1). For example, the natural landscape and cultural 

landscape are important for rural tourism. Cultural and rural tourism also 

use partially common resources, programs dedicated to the cultural offer, 

being promoted in the rural tourism programs as well (UNESCO 

Monuments, for example, are presented as important objectives, as a “must” 

for the tourists to visit, in both rural and cultural tourism programs, and are 

also promoted in the round trips organized by tour operators). Nevertheless, 

apart from the natural landscape, ecotourism also incorporates the cultural 

landscape. Recently, almost all certification systems have as main criteria 

recommendations for the preservation of the cultural landscape in eco-

destinations.  
Figure 1. Cultural landscape, important resource in tourism in rural areas 

 

Source: Authors’ own representation 

In Figure 1 we have referred only to some types of tourism that 

could be found easier in rural areas. Of course, the cultural landscape has 

many other facets and is relevant for a lot of other types of tourism (city 

trips, round trips, coach tourism, religious tourism a.o.). 



Cultural landscape: an endangered resource of rural tourism in Bukovina 

 48 

Nowadays, it is almost impossible to find trips or tourism programs 

in Romanian traditional destinations, that do not include the cultural 

landscape (with the exception, for example, of cruising, or tourism programs 

delivered in all-inclusive resorts in built destinations, where new sceneries 

are delivered to tourists). 

After 1990, three important factors have contributed to an increase 

of cultural and rural tourism in the country side: (1) the existence in 

Romania, in most rural communities, of a rudimentary style of living and of 

a traditional style of working the land, that offers a different (exotic?) 

experience to tourists coming from abroad (“as we have lived for 100 

years”, “the life as it was before” a.o.); (2) a constant increase in the number 

of accommodation structures (started by city dwelling families that built 

weekend facilities, later transformed into tourism pensions and hostels and 

continued by entrepreneurs that have identified the opportunity of the 

sector); (3) development of rural and agro-tourism, with accommodation at 

farm-houses. All three factors have later on influenced the cultural 

landscape in various ways. 

Tourism in rural area was perceived from the very beginning as a 

sector for growth, and in all tourism promotion materials from the past 25 

years, edited by The Ministry of Tourism, rural traditions are presented as a 

valuable resource that could be placed in the center of new tourism 

products. 

Rural Romania was traditional before 1990 and remained traditional, 

not necessary due to conscientious action, but due to a lack of alternative. 

This situation was strength for the tour operators that could like this sell 

authentic rural experiences, that could be find with difficulty in other areas 

of Europe. 

Slowly the modernization and the option for a different lifestyle was 

embraced by the inhabitants that have tried to improve their way of living, 

not necessary the activities that they are undertaken, that were less affected.  

The dramatically changes of the built were determined by several pressure-

factors and by different models imported from urban society. 

 

3. Perception of cultural landscape in Bucovina Area. Analysis of 

current situation 

The addition of two terms landscape and culture aims to highlight 

the human impact on landscape change, recognizing the man power 
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involved in transformation of the visible sights of destinations. The concept 

of cultural landscape can be defined as a form of expression of the action of 

four dimensions: spatial-temporal, structural, relational and functional. 

Bucovina village – through the ethno-cultural and ethnographic specific, 

together with the relics of a past history, with the picturesque landscape - 

forms a symbiosis that enables a variety of leisure activities. 

Currently in Bucovina destination (Suceava County, placed in north-

east of Romania), the cultural landscape is threatened by rapid changes in 

civil and public constructions. New hotels and pensions were built after 

1990 influencing the tourism flows [3]. The traditional style of the building 

is replaced by a new style, imported by local people who worked abroad and 

by locals searching for an urban style modernity. Emigration and 

international transit, additional to the positive impact, had as well a negative 

impact, in terms of influences and models that are affecting the culture, the 

values and settlements specific spirit. From anthropological and 

philosophical point of view, the dynamic evolution of society is a normal 

process. But, if we are looking through the perspective of strategic 

development of destination, the evolution could be managed and 

coordinated, in order to assure a sustainable development of the tourism 

product. 
Picture 1. Contrast in volume and size between traditional houses and the new ones 

 
Source: Project Save Bucovina village. Adopt a house! 

The changes that are occurring are contrasting with existing 

landscape in most cases through volume, color, shapes and materials [2], 

[7]. The picture no. 1 is depicting the contrast between new construction and 

interventions and the existing ones. 
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In order to raise awareness of the identified evolutions, in 2011 has 

started the campaign "Save the Bucovina village. Adopt a house”, for the 

preservation of cultural landscape of Bucovina. This project was not meant 

to fight against modernization, but to convince that "new" should be 

harmonically integrated in traditional existing landscape, and should not 

necessarily remove the "old". The project started in 2011 was conducted by 

students of the “Stefan cel Mare” University Suceava, under expertise of 

Bucovina Museum and with the support of Regional Economic 

Development Association and OAR (Association of Romanian Architects) 

[2]. 

The research aimed to make an inventory of traditional houses and 

of characteristics of traditional landscape in rural areas of Bucovina. An 

additional goal was to identify changes undertaken to traditional houses, the 

motivation behind, and the perception of villagers regarding the new houses, 

erected in the "urban" style. The methodology has combined field 

observation, semi structured questionnaires and interviews conducted with 

the house owners. A total of 138 study cases were totalized in three weeks 

of field research in five villages of Suceava, in May-June of the years 2011 

and 2012. 

We will refer in the present paper only to following objectives, 

approached in the mentioned research: (1) To identify reasons/values that 

led to the preservation of old traditional houses; (2) To identify the reasons 

which have conducted to the dramatically changes in cultural landscape; (3) 

To analyze in which way the community members are perceiving the recent 

changes of the landscape as negative; (4) To find out who are the 

stakeholders relevant for landscape preservation, in the opinion of village 

residences. We will refer to the research results for the above mentioned 

issues. 

The motivation for preservation the traditional houses is strongly 

connected to personal values and sensitivities and, as depicted in the chart 

below, most of the respondents are thinking that their homes are worth. 39% 

of respondents that have maintained the traditional houses without 

additional changes or radical interventions, have mentioned that the old 

houses are a family heritage and are connected with the history of their 

families. 
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Figure 2. Motivation for preservation of traditional houses 

 
Another 20% of respondents are also thinking that the old houses are 

valuable, in both sentimental and material way. For 16% the actual 

functionality of the house is responding to their needs and they don't need 

more space of facilities. Some of the respondents (12%) have not changed 

the structure of the house (or they have not undertaken any reconstructions) 

due lack of money.  
Figure 3. The main reasons for demolishing the traditional houses 
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The reasons that have conducted to the dramatically changes in 

cultural landscape are associated with different needs of the owners, need 

connected to subsistence in a changed world or connected to a different 

status that is requesting (in the mental of respondents) a different house, 

larger, bigger, "modern". 

The respondents have mentioned that they followed the western 

European models in rebuilding their houses (27%) or that they looked for a 

higher comfort. As well, some of the villagers declared that was difficult to 

find craftsmen able to use the traditional techniques in rebuilding and 

repairing the houses, and 19% have answered that a larger family has 

imposed a larger house. For 5% of respondents, a higher income is imposing 

a much modern house, with a better and modern look, that could improve 

their image within the community in which they are living. 

In what concerns the recognition of the types of influences of new 

buildings on cultural landscape, most of respondents are recognizing the 

shift in the landscape produced by modern new constructions.  
Figure 4. In what extend the touristic landscape is influenced by new houses built 

in last two decades 

 
Following the responses to this question, we realize that the villagers 

are aware of the negative impact that replacement of traditional houses with 

modern ones, has on the cultural landscape. More than half of respondents 

(54%) believe that rural cultural landscape is heavily destroyed by modern 

architecture, 27% are thinking that is largely affected, while 9% and 6% 

think that it is influenced negatively in small and very small extent. Only 

4% of respondents believe that the cultural landscape is not affected by the 

new buildings. The results are encouraging for future initiative in 
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preservation of cultural landscape and is a plus that the community 

perceives the present changes as inappropriate. In what concerns the 

responsibility and the factors that could influence the preservation of the 

cultural landscape (figure 4), the responses were predictable.  
Figure 4. Stakeholders responsible for protection and preservation of rural cultural 

landscape 

 
In the perception of inhabitants, the responsibility for protection and 

preservation of rural cultural landscape should be taken by local authorities 

(49%), followed by local businesses at a percentage of 22%. This last 

perception could be explained due the fact the larger number of new 

constructions are grocery shops, tourism locations (pensions) and other 

businesses placed in central locations of the villages. Locals have little 

influence, with a share of 12% and tourists could as well influence in a 

small measure the situation (12%). According to villagers the NGOs should 

be the least responsible (3%). This small perception is suggesting the limited 

trust that the citizens have in NGOs, as change factors that could improve a 

negative situation.  

 

4. Conclusions 

As the research findings have showed, the villagers have chosen to 

keep their homes because they are associating them with a legacy that 

should be respected. This is mostly the opinion of elder respondents, and not 

necessary of the young generation, that is not so attached to the traditional 

architecture. The elder ones are considering as well that is no need to change 

the traditional houses in terms of forms and structures. The youngest 
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generation are in a search of modernity, as a way to escape for the status of 

“peasant” and in their perception, the new, “urban” style houses is a 

declaration of their improved social status. 

The field research has proven an intensive and rapid process of 

change. This will lead in short time to a dramatically transformation of the 

cultural landscape and of tourism products itself. 

The observations and the “interventions mapping” has proven as 

well that the most negative changes are in the proximity of tourism 

objectives, on the main roads to Bucovina monasteries. Tourism brought its 

side effects that are acting in this situation as a boomerang, affecting the 

resources that have mainly generated tourist’s flows to the destinations. 

It is a high need in the next period for a sustainable development 

plan of preservation of actual main values and USP of Bucovina as a 

tourism destination, with a consistent urbanistic regulation for rural areas, 

mainly for those that are relevant for the important tourism flows. 

Ongoing debates will continue, having in center the following 

assumptions: 

▪ authenticity cannot be frozen; 

▪ the way of living is changing, and the functionality of formal 

households in not available anymore; 

▪ sustainable development should include cultural landscape as well; 

▪ the recommendations for preservation should continue or should 

focus on some selected villages that could offer an authentic experiences in 

selected destinations; 

▪ to continue the recommendation on harmonically including the 

elements from traditional architecture in the buildings and construction 

plans. 

The values used as key core of tourism promotion, are not 

consolidated through strategic decisions and actions in tourism destination, 

by national and local authorities, the development in rural area is remaining 

intuitive and chaotic. 

Collaborative actions are needed and as well incentives and 

constraints to convince all stakeholders involved to cooperate for the 

destination sustainable development [6]. If the destination management 

companies (DMC) boomed on the 1980s in western world [10], it was not 

the case of Romania. This DMCs could and should become responsible for 

strategic development of destinations, for a responsible and sustainable 
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management that will lead to a long life of important traditional Romanian 

destinations.  
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Abstract 
Today’s Romanian tourists do not seem to clearly differentiate one type of 

accommodation facility from another. Given this, the hospitality services providers either 

intentionally or by mistake promote their units as a different type than the one they are 

registered and classified under. Perhaps this is why boarding houses or villas are promoted 

online as hotels or why concrete villas replace rural boarding houses and invade and 

disrupt rural landscapes. Moreover, with an inadequate and incomplete situation of 

Romania’s accommodation establishments, doubled by a weak legal framework regarding 

the development of lodging facilities, it becomes merely impossible to keep the development 

of the supply under control. In this context, when most of the most popular types of 

accommodation facilities present in Romania seem to have lost their identity, we have 

identified tourist inns as a potential breath of rural authenticity. Making use of an analysis 

grid, a website-based investigation is run among the accommodation facilities identified as 
more or less related to tourist inns. The main purpose of our research is to determine the 

extent to which these lodgings can contribute to the authenticity of the Romanian rural 

tourism. 

Key words: Romania, tourist inn, rural tourism, boarding house, motel, hotel, 

chalet, perceived image 

JEL: L83 

 

1. Introduction and literature review 

The European hospitality sector lacks a unique classification system. 

Moreover, some countries do not implement one at all. This is reflected both 

in the great variety of accommodation facilities and of food service units 
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operating throughout the entire European Union, and also in the increasing 

quota of the shadow hospitality generated by a too loose and much too 

flexible legal framework of this sector [11; 13]. The rapid growth of the 

tourism and hospitality sector puts classification systems under pressure, 

demanding an increased consistency and a higher correlation among them. 

Tourists, more than ever, seem to be split into two distinct types: those 

seeking standardized tourist products and services, respectively those eager 

to experience authenticity. Still, both categories are interested in benefiting 

from a pleasant stay, including comfortable accommodation, good quality 

food-services, and interesting leisure activities. 

Currently, the literature dedicated to lodging capacities does not 

cover the topic of inns anymore. For a better understanding of this subject, 

some of the most relevant definitions of tourist inns are discussed below. In 

the appendix (“Standard Classification of Tourism Accommodation, 

Description of Unit Groups”) and explanatory notes of its paper, 

Recommendations on Tourism Statistics, the UNWTO [9, p. 53; 10, pp. 14-

25], still included tourist inns among Hotels and Establishments, the first 

category of collective tourist establishments, naming them roadside inns. 

Tourist inns, as accommodation structures, ceased to be listed by the 

UNWTO International Recommendations for Tourism Statistics 2008 [12, 

pp. 112-113]. According to the first recommendations on tourism statistics 

[9, p. 53] inns could function either as lodgings including restaurant 

facilities, or only as short-term accommodation facilities without food-

services.  

In practice there are so many variations of serviced and non-serviced 

accommodation facilities that making a clear distinction among them is 

practically impossible for the end-consumer [7, p. 388; 8, p. 365]. Among 

these, the category of tourist inns presents a great interest for the current 

research, especially because it is considered that such facilities should not be 

ignored; on the contrary, they should be officially defined and ranked. Due 

to their specific features, tourist inns have great differentiation potential, 

and, consequently, they can become highly attractive lodgings for both 

domestic and international tourists. Still, some specialists [6, p. 141] show 

that at international level, these establishments have lost their identity: 

“Unlike in earlier times when the term [inn] was used, sometimes with legal 

sanction, to differentiate establishments providing overnight 

accommodation from taverns and ale-houses, no specific meaning attaches 
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to it at present. It is used more or less indiscriminately for hotels and also 

eating outlets without overnight accommodation.” While this might be true, 

it is also true that the term inn used most frequently by lodging capacities 

and eating outlets located in suburban and rural areas. 

In Romania, tourist inns have disappeared from official documents 

in 1993, when they ceased to be officially defined and ranked by the 

national authorities. Similar to the international situation, in Romania’s case, 

too, there are no clear differences between inns and guesthouses, villas, 

respectively chalets on the market, fact which leads to confusion in the 

minds of the tourists [14, pp. 7-8]. Moreover, some authors claim that, after 

the Second World War inns have been transformed into motels, adapting to 

the increasing trend of automobile-tourism [1, p. 89]. This statement can 

only be accepted for a limited number of inns [2]. As a preliminary research 

[2] has revealed, most of the inns (64 %) that currently function on the 

Romanian market, are classified as guesthouses (58 %), respectively villas 

and chalets (3 % each); about 13 % are hotels while only 11 % are motels. 

All these lodging capacities included in their name the term inn. 

Traditionally, Romanian inns were accommodation establishments 

with food services, located at cross-roads, on country roads, respectively in 

the suburbs of towns, providing overnight accommodation for travelers, 

including their means of transportation; most of them played the role of 

lodging, restaurant and stable; some would also provide technical services 

for vehicles, respectively some also had warehouses and shops for the 

travelers’ merchandise [5, p. 354; 4, p. 651]. The definition considered most 

relevant for the present research was provided by Donoaica [3, p. 48] 

reveals that tourist inns provide hospitality services similar to those of 

hotels, with the single difference that they [the inns] provide tourist services 

in units with classic/historic architecture, furbished in a modern and 

functional style and comfort; in such establishments, food-services are 

dominated by regional menus; they can function permanently or seasonally. 

 

2. Material and method 

A previous analysis [2] has led to the identification of 288 facilities 

which pretend to be inns; of these, 152 provide accommodation and food-

services, 90 offer exclusively accommodation services, and 46 provide only 

food-services. These establishments are further referred to as inns/identified 

inns. From the perspective of the current research only 167 of these inns are 
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relevant, given their location in the rural environment (101 located in 

villages and rural resorts, and 66 between rural localities). A thorough web-

based research has been conducted with the goal of identifying their 

websites and/or other websites they use for promotional activities. An 

analysis grid has been developed for the identified inns with the main 

purpose of determining their main features in terms of: the architecture; the 

general aspect of the accommodation/food-service structure; the menu they 

serve; the provided leisure services; the events they host; and the received 

awards. The main intent of the present research is that of providing clear 

information concerning the potential of these inns of contributing to the 

development of Romania’s rural tourism with enhanced authentic features. 

 

3. Results and discussions 

The first result of the online analyses is the fact that nearly 25 % 

(establishments) of the identified units located in rural areas (167) cannot be 

assimilated to tourist inns. Among the main reasons of this decision are the 

following facts: the identified units do not match the criteria provided by the 

definitions in the first section; there could not be identified any online 

sources that could properly support the entrepreneur’s decision of making 

use of the concept of inn; the accommodation and/or food-service facility 

does not currently function. Consequently, only the remaining 128 units 

remained for further analysis. Due to the fact that inns are not officially 

defined and classified anymore, the entrepreneurs attracted by this concept 

had to opt for one of the available types of facilities in order to run their 

lodging and/or food-service business. As the Figures 1 and 2 below reveal, 

the large majority of the lodgings are guesthouses (66 %), followed by 

motels, hotels, chalets, villas, hostels and other types (camping sites and 

camping huts, tourist complexes, bungalows, and rooms to let). 

When it comes to the food-service providers, the most frequent type 

is that of the classic restaurant (64 %), followed by day-bars; these units 

have rather poor chances of providing significant differentiation features. 

The most relevant types of restaurants from the perspective of the dishes 

they offer (local specific restaurants; restaurants specialized in fishing and 

hunting dishes; national specific, respectively guesthouse restaurants) 

register low frequencies. To these add-up other types, like: bistro and buffet-

bar, self-service restaurants, and summer garden/terrace. There are no wine-

cellars and beer pubs at all. 
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As expected, most of the investigated inns (91 %) provide lodging 

services, either together with food-services (77 inns or 60 %) or only 

accommodation facilities (31 %); only 11 inns, accounting for 9 % only 

offer food-services. 
Figure 1. Accommodation units Figure 2. Food-service units 

  
 Source: Own calculations based on collected data 

The research conducted online led to the conclusion that a larger 

number of the identified facilities provide accommodation or food-services, 

compared to the initial situation [2]; moreover, the food-service providers 

registered under certain types, such as classic restaurants, tend to promote 

themselves as specialized restaurants or as facilities offering local, regional 

or national dishes. A more detailed situation is presented in Figure 9. 

At national level, in terms of official classification, about 70 % of 

the lodgings are ranked, while for the food-serving units the percentage is 

somewhat lower, of nearly 66 %. Nearly 60 % of the accommodation 

facilities that are not officially ranked, claim to be classified, pretending to 

provide mid-scale services. In the case of restaurants, the percentage of such 

facilities is quite low, around 6 %. 

Close to 60 % of the inns are located in villages and rural resorts, 

while the remaining ones are situated in rural areas in-between settlements, 

on road-side or at crossroads. 

As Figure 3 reveals, almost all (close to 93 %) identified inns use 

inn-related terms in their promotional activities, thus, clearly proving the 

entrepreneurs’ and/or managers’ explicit will of identifying and promoting 



Monica Maria COROŞ, Cornelia POP, Diana Roua MICU TĂUŢAN 

 62 

their units as inns. A significant difference occurs in the case of the names 

of the accommodation and/or food-service units; the ideal case would be 

that of using explicit names for each facility, demonstrating coherence with 

the undertaken promotional activities. Only very few of the enterprises 

contain inn-related elements in their names. 
Figure 3. The use of Inn-related terms Figure 4. Types of business 

  
 Source: Own calculations based on collected data 

Limited liability is the preferred form of business framework in the 

case of rural inns (72 %). Another significant quota is gained by individual 

and/or family independent businesses (around 9 %). For 15 % of the 

identified inns, it was impossible to find any relevant information 

concerning the type of the operator. 

Online communication is essential in nowadays tourism, therefore, a 

special attention has been granted to the analysis of the inns’ presence on 

the World Wide Web. A first remark would be that of the 128 identified 

inns only 84 have their own website and/or Facebook profile, the remaining 

ones either do not have a website at all, or they used to have one which does 

not function anymore; most of these units promote themselves by the means 

of various online Romanian platforms dedicated to accommodation and 

food-service facilities. The analyses have been run based on the inns’ 

websites (where they could be identified), respectively relaying on the 

Romanian hospitality platforms. A second observation concerns the 

languages used for structures’ the online communication. The two charts 

below illustrate the main results. Due to the fact that the inns that do not 

own a website promote themselves almost exclusively on Romanian tourism 

platforms which usually provide translation services based on Google 
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Translate, only the Romanian language has been taken into consideration as 

communication language, therefore it occurs in 126 cases of the 128 

identified inns. Two inns
4
 do not provide any information in Romanian, 

communicating exclusively in Hungarian with their clearly identified target-

market from Hungary. Of the 91 inns (71 %) that do not use any foreign 

language only 52 (nearly 41 %) have a website realized exclusively in 

Romanian. In the context of aiming at promoting authenticity and of 

attracting foreign tourists, this situation is far from being favorable to an 

appropriate development of the inns’ tourist activity. 
Figure 5. Communication languages Figure 6. Foreign languages 

  
 Source: Own calculations based on collected data 

Obviously, the low interest granted to communication in foreign 

languages can be associated to the lack of professionalism of those who 

have realized the websites, to a poor understanding of the importance played 

by foreign languages in online communication, and, in the end to the 

entrepreneurs’/managers’ poor language skills. Moreover, the lack of 

professionalism also results from the quite many cases of identified websites 

with sloppy typewriting, respectively with inacceptable grammar and 

language mistakes in Romanian. The overall conclusion regarding the use of 

foreign languages is that Romanian inn operators grant very low attention to 

this aspect. 

Another aspect worth to be mentioned concerns the types of 

information provided online by the inns. In this respect, only 26 inns 

(around 20 %) provide information regarding their history. Obviously, this 

is acceptable up to a point for the relatively new structures but it is at least 

peculiar in the case of older inns. Further, as the main purpose of any online 

                                                
4 Sziklaret Fagado (guesthouse and family restaurant from Harghita County) and Vandor 

(guesthouse and classic restaurant from Mureş County). 
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promotion tool, the facility’s own website or a hospitality platform, is that of 

providing information about the promoted inn. The fact that more than 10 % 

(namely 16 inns) do not have an online section dedicated to their 

presentation or to the description of the inn is beyond a simple peculiarity. 

Even more, although not very many, 9 inns do not provide any information 

regarding their location, which is another decision difficult to comprehend. 

The investigation continued with the analysis of the building aspect 

of the inns, based on the photos available online. The results are illustrated 

below: 
Figure 7. Inns’ architecture Figure 8. Inns’ design 

  
Source: Own calculations based on collected data 

Legend: MB – modern building; HB – heritage building (old inn, mansion, etc.) 

Regarding the architecture of the investigated inns, it becomes 

obvious that half of the identified facilities do not match the historic 

concept. Moreover, the lack of an appropriate regulatory framework has led 

to the misuse of the concept and to the development of kitschy imitations of 

inns. Furthermore, some heritage buildings are endangered due to the 

inadequate restorations, and, therefore, miss the opportunity of capitalizing 

on their historic background. A positive aspect is that only a few of the inns 

are entirely kitschy. Still, the fact that 47 % of the identified structures are 

inappropriate imitations of inns results from the unfortunate combination of 

modern with traditional/rustic/specific design; for example: the lodging 

facility is furbished in a modern style, while its associated food-service 

structure is decorated in a traditional manner. Such combinations are 

unwelcome in small-scale facilities such as the inns located in Romania’s 
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rural space. These units should be developed in a coherent way. Obviously, 

the desire of being perceived as comfortable accommodation facilities has 

determined the orientation of the entrepreneurs/managers towards modern 

furbishing, while, exactly the wish of being associated to traditional 

gastronomy has determined the same persons to opt for traditional/rustic/ 

specific design in the case of their food-service units. 
Figure 9. Types of restaurants Figure 10. Types of events 

  
 Source: Own calculations based on collected data 

Concerning food-services
5
, the first conclusion regards the 

significant differences observed between the types of food-service units that 

are officially declared and registered (Figure 2) by the entrepreneurs and the 

reality revealed by the online presentation. The large number of classic 

restaurants initially identified and having the name of inns, serve in fact 

national, regional and local dishes; some also have international menus. It 

results that the gastronomic supply available on the market is closer to the 

one established by theoreticians [3]. This situation raises once again the 

need of a clear regulatory framework for the inns.  

Regarding the events they host, one may observe that inns tend to be 

oriented especially towards average and above average-scale events 

(weddings and baptisms). Still, significant numbers of inns host other types 

of events, such as: special tailored events, business and corporate events. 

Moreover, 28 inns prove a relatively high flexibility regarding the events 

they organize and host, advertising the possibility of organizing events. 

                                                
5 Some units possess more than a single food-service facility. 
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The attractiveness of hospitality facilities closely depends upon the 

quality and the number of the services it provides. The current research has 

proceeded in this respect. It has been observed that more than a quarter of 

the inns do not provide any services at all or do not offer information 

regarding this aspect. Around 12 % of the inns do not have their own leisure 

and/or business facilities but count on the ones located in the surroundings, 

while a fifth rely on their own facilities. Finally, the most consistent part of 

the identified inns opts for a combination of their facilities with the ones 

available in the area. Furthermore a third of the inns do not provide any 

services at all, while the average number of services provided by an inn is 

very low, of only 3.3 services. When it comes to the promotion of the 

events, very few inns present a program for 2015; moreover, except for 

Bassen Pension, none of the other inns, which have a program for 2015, 

reveal their programs after Easter/the 1
st
 of May 2015; only Bassen already 

promotes the New Year’s offer for 2015/2016. 
Figure 11. Provided services Figure 12. Number of services 

  
 Source: Own calculations based on collected data 

Finally, the analyses have led to the identification of a relatively 

large variety of services provided by the inns, which are further enumerated 

in decreasing order of their occurrence: amenities for children (playgrounds, 

etc) (34); outdoor grill and barbeque facilities (34); organizing of rambles 

and trips in the surroundings (30); sport grounds, playroom, paintball, 

games (rummy, chess, etc) (29); pool, beaches, pier (26); bicycles, ATVs, 

boats etc (24); traditional products prepared by the host, specialties, bio/eco 
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products (23); sportive fishing/hunting (21); sledge/wagon (19); camp fire 

(18); horseback riding (17); spa (17); school/educational/artistic/themed 

camps (15); folkloric shows (15); presentation of (local) crafts, traditions, 

peasants' costumes (12); bungee jumping, high-wire crossing, climbing 

panel (11); domestic and or wild animals (zoo, etc.) (9); disco, karaoke, 

cabaret (9); camping space and huts (9); airport transfer (9); own trout farm 

(6); fitness room (6); ski, equipments (5); wine tasting (3); cheese tasting at 

the sheepfold (3); other extreme sports and adventure activities: rafting, 

escalade, canoe, paragliding, gliding, parachuting, etc. (2) library, 

amphitheatre (2); other services: photocopying of documents, laundry 

cleaning and ironing, shopping, picking of wild berries and/or mushrooms, 

helicopter flights, cooking competition, limousine for weddings, buss for 

participants, chocolate fountain (9). Most of the provided services are 

recreational and leisure ones, respectively dedicated to private events. Few 

inns focus on services for the business segment. 

 

4. Conclusions 

The analysis performed within the present research revealed positive 

and negative aspects related to the lodging capacities that include in their 

name or in their promotional activities the term of inn. 

The positive aspects, which can enhance the identified inns’ tourist 

potential within Romanian rural tourist are: first, the typical architecture is 

completed in most cases by the existence of exterior amenities: park, 

garden, terrace, kiosk, generous parking, etc; second, the identified 

structures were included in the category “inn”, according to their 

appropriate location (on road-side and/or in localities with intense traffic, 

including villages and rural resorts and towards their end, respectively 

nearby/in cities, towns and urban resorts and centers); based on their 

location, several types of inns were identified: transit, events, leisure, or 

combinations of these; third, the rural inns located in destinations with high 

tourist activity tend to be more developed compared to the rather isolated 

ones; fourth, the inns with Hungarian specific seem to cooperate more with 

each other, promoting their partner units, either for joint activities or for 

crossed advertising. 

At the same time, the following negative aspects cannot be ignored. 

Firstly, small inns located in (remote) villages, towards their end, or on 

secondary roads received bad reviews, and are promoted either in an 
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unprofessional manner or not promoted at all. Secondly, the poor language 

skills, including inacceptable spelling and grammar mistakes, highlight the 

unprofessionalism of the websites. Thirdly, where the websites exist, very 

few inns comprise updated information concerning the programs, events and 

offers for 2015; moreover, none of the inns that use only online platforms 

provide updated information in this respect. 

In general, it can be said that the ‘inns’ functioning under the 

umbrella of various lodging types seek to foster authentic elements (specific 

architecture, interior design, furniture, amenities, menu etc) that are 

important for the development of rural tourism. 
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Abstract 

Tourism development is used increasingly to enhance rural and regional 
economies, and rural tourism is a new trend in Turkey and Şanlıurfa. Tourism not only 

provides benefit for goverment or provinces at macro scale but it also rises residents’ 

income, employment and living standards and so people are not dependent only on export, 

agriculture or other sectors. In recent years tourists started to seek alternative ways. Now, 

tourists see, taste, experience different things with special value. Rural tourism is gaining 

popularity nowadays. Community-based tourism is important worldwide; in Şanlıurfa this 

concept is new. Resident, tourist and turistical places which use resident as a home or 

working area are three elements of rural tourism. We investigate residents’ attitudes 

toward rural tourism development by means of a questionnaire conducted during 

September-December, 2014 at Şanlıurfa; 400 questionares were distributed to local 

residents in Şanlıurfa Province in Turkey. We analysed the results through some statistics. 

Finally, we concluded that important differences were found regarding some dimensions 
and thoughts. 

Key words: rural tourism, residents’ perceptions, Şanlıurfa Province, Turkey 

JEL: Z13, Z19 

 

1. Introduction 

Rural places in this era are one of the most effective resources for 

tourism when one thinks at air pollution, more cars, more noise, more gases, 

stress, so much time in sedentary work and less movement. People search 
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silent places known by few people or places with nature, natural resources 

and natural people. The importance of local community in rural areas was 

given much concern by government and researchers. Because of rural 

tourism increasing at global level, people also have created new job areas, 

increased their income and living standards. Local population’s attitudes 

toward tourism are important because a happy community is more likely to 

support tourism development and welcome tourists (1). Even if many 

studies have been conducted from developed countries and many famous 

cities with rural tourism, few studies have been focused on a developing 

area like Şanlıurfa. The main purpose of this paper is to analyze the effects 

of rural tourism upon local community and to evaluate these effects, making 

some suggestions. 

 

2. Literature review 

2.1. Rural tourism  

Rural tourism have been broadly defined by researchers as tourism 

which takes place in rural areas and is run by small firms owned by families 

of the local communities which are often related to production of local 

products and local activities (2; 3; 4). It is also said that rural tourism 

consists of certain common attributes, such as: the areas have small 

population density and only a small proportion of land are used and hence 

give the tourists the impression of space. The term rural tourism has been 

used interchangeably and synonymously with some other terms, e.g. eco-

tourism, green tourism, agritourism and many others by researchers in the 

past (5). Rural areas have a special appeal to tourists because of its 

mystique, with their distinct cultural, historic, ethnic and geographic 

characteristics (6). Rural tourism is truly global, but little is known about 

this new tourism product in developing countries (7). Rural tourism is well 

established in most developed countries of Europe, North America and 

Australasia, while it remains unacknowledged in most developing countries. 

For instance, the countries that attended a rural tourism seminar and shared 

their experiences were Australia, Italy, France, Switzerland, China, 

Netherlands, Spain, Turkey, Romania, and Israel (8). 

In 1994, in the academic world one question was arosed that is 

“What is rural tourism ?” by Lane. This paper also started the typology of 

rural tourisms referred to in all subsequent key publications on the subject in 

the English language and more widely at globality. According to Lane rural 
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tourism is that tourism type made in rural areas, reflecting rural economic, 

historical, cultural forms. This is the basis of many principles of rural 

tourism; then Gartner added the identification of rural tourism as a demand 

for touristic use of rural areas. Most arguments began with the phenomena 

that rural tourism involves, marketing the rural areas, rural culture, rural 

community (9). 

Rural tourism is increasingly conceived and utilized as an instrument 

of socio-economic development (10; 11; 12). However, researchers caution 

that, despite its perceived attractiveness as an agent of rural development, 

tourism is not the panacea for the economic diseases of rural areas and 

sounds a caveat that the economy of an area is best served where rural 

tourism is integrated into wider local development plans (13; 14). It is also 

argued that tourism is best promoted as a complement to an already thriving 

rural economy as opposed to one that is weak and in which “tourism will 

create a highly unbalanced income and employment distribution” (15). 

Others warn that the expectations of tourism’s contribution to the rural 

economy are frequently inflated, that high numbers of rural tourists do not 

necessarily generate correspondingly high levels of per capita spending (16) 

and despite providing a supplementary income to rural communities, rural 

tourism might not generate high levels of income (17). For this situation 

tourism not only gain economic power on rural areas, but also a strategy of 

economic and social diversification. The complaint is that the future of rural 

tourism is linked not only upon its integration with other local economic 

sectors and development goals (18), but also upon the inclusion of the local 

community in determining the type and scale of rural tourism in a particular 

local area to ensure its compatibility with local needs and acceptability to 

local residents (19). 

 

2.2. Community’s attitudes to rural tourism 

Community support to tourism in rural and urban areas is important 

to ensure the commercial, socio-cultural, physiological, political and 

economic sustainablitiy of the industry. Their role in influencing the 

activites of tourism development through working together with the 

goverment is crucial (20). 

Community’s perception on tourism activities can be different in 

different areas. For example, in developed countries like, Italy, Spain, 

United States, community’s perception on tourism can be more positive than 
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in undeveloped or developing countries. Most of the tourism literature 

suggests that the local residents’ perception on tourism impact is various. 

Some residents see tourism as having both positive and negative impact, 

some are likely to perceive tourism as having negative social and cultural 

impact and some are inclined to see tourism as having positive economic, 

social and cultural impact. If residents believe that tourism creates more 

benefits than cost for the community they tend to have a favourable 

approach of tourism and as a result, they will support tourism development. 

Furthermore, if they believe that tourism brings more costs than benefits, 

they are not likely to endorse tourism development (21). Also, gaining 

positive effects like enhancing local economies, being a source of new 

employment opportunities, additional tax receipts, foreign exchange 

earnings and income, tourism development have the potential towards 

negative outcomes. Community is expected to perceive tourism as having 

negative social and cultural impact (22). 

Community attitudes are crucial for successful and sustainable 

tourism development because to understand community’s attitudes and 

perceptions and how these perceptions are formed regarding tourism 

development would be valuable knowledge for decision makers. 

Community is the most important party, since it is they who will be most 

affected either positively or negatively by tourism planning and 

development. Therefore by identifying the attitudes of local population, 

programs can be set up to minimize friction between tourists and residents. 

Local community play their roles in influencing the tourism development 

activities through organizing themselves at all levels to act more effectively 

for the community development and for a good contact with the local 

government. They should be able to determine their potential in terms of 

tourism resources. They should actively participate in community activities 

as well as support tourism and community development (23). The 

communities can participate at three levels. Their participation can be at the 

decision-making level, implementation level or benefit-sharing level. If the 

community are involved in the decision making level, the project can be 

considered as community development. If the residents are only needed 

during the implementation stage, then it can still be considered as a 

community development project. Nevertheless, the sustainability of the 

project in the long term may be questionable (24). 
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Research on residents’ attitudes to tourism constitutes one of the 

most systematic and well-studied areas of tourism. Residents’ attitudes 

toward tourism—more specifically, perceptions on tourism impact—have 

been a subject of research for more than 30 years. Jafari (25) noted that 

historically, tourism research focused on the positive aspects of tourism 

impact in the 1960s, the negative aspects in the 1970s, and a more balanced, 

systematic approach in the 1980s. Research in the past decade has shifted 

focus from the impact themselves to the study of residents at the community 

level (26). Studies of residents’ attitudes toward tourism have often been 

conducted in economically strapped rural communities as they search for 

opportunities that can help them to obtain economic viability. Early 

quantitative studies of resident attitudes toward tourism that had a “tourism-

impact” focused usually on either a series of questionnaires related to 

several types of previously documented impact (27) or specifically on social 

or environmental impact (28). Others took a “tourism attitudes” or “tourism 

perceptions” approach, considering the attitudes of a community’s residents 

toward tourism (29). 

Past studies have envisaged that the involvement of local 

communities are instrumental to the success in rural tourism development 

given the fact that they are the ones who will build up familiarity with the 

tourists and impressed the visitors with their local cultural activities. It is 

proven that satisfied visitors who have wonderful experience during their 

visits will revisit the same destinations in the future (30). Hence, it is vital to 

gain the commitment and support from local communities when promoting 

rural tourism destination for long-term success in tourism development (31). 

A wide variety of predictors of community attachment are proposed in this 

area. 

 

3. Methodology 

 After the question of what is rural tourism was discussed, rural 

tourism began to be understood as an important element for social, 

environmental terms. When one thinks of economy, culture, history, rural 

areas in rural tourism, local community is seen as an essential part of this 

tourism. At this point, local community’s attitudes toward this tourism type 

started to be investigated and the aim of this study is to measure the attitude 

of local community toward rural tourism. As a research method, the survey, 

as a quantitative method, was applied to the local community of Şanlıurfa 
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Province. The survey was conducted between September and December 

2014; 400 questionnaires were included in the study. For the questions, 

Chuang, Sun and Liou (2005)’s research scale was used. The survey is 

composed of 26 questions which include demographic (4), economic (7), 

social (9), and environmental (10) factors. These questions were scaled with 

5-point Likert scale: totally disagree (1), disagree (2), partially agree (3), 

agree (4), totally agree (5). Collected data was analyzed by means of a 

programme. The reliability coefficient for the attitude scale was calculated 

as Cronbach’s Alpha: 0.896 (economic factors: 0.844; social factors: 0.840; 

environmental factors: 0.787). 

 

4. Findings 

Table 1 presents the demographic characteristics of participants. As 

shown, most participants (62.8%) were male and the majority (58.4%) was 

26-40 age range. At the education level, 29% of the participants have 

university degrees, 22% are middle, 17,2% are high school graduates, and 

12,5% have no education. At the income level, 70,2% of the participants 

earned less than 1500 TL (approximately €535), 15% between 1501 and 

2000 TL (approximately between €536 and €715), and only 14,8% earned 

more than 2000 TL (more than €715).  
Table 1. Demographic characteristics of participants 

Gender Frequency Percentage 

Male 251 62,8 

Female 149 37,2 

Total 400 100,0 

Age Frequency Percentage 

18-25 60 15,0 

26-30 81 20,2 

31-35 81 20,2 

36-40 72 18,0 

41-46 55 13,8 

Older than 46 51 12,8 

Total 400 100,0 

Education Frequency Percentage 

No education 50 12,5 

Elementary school 51 12,8 

Junior high school 88 22,0 

Senior high school 69 17,2 

College and Bachelor Degree 116 29,0 

Upper Bachelor 26 6,5 
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Table 2 presents the average of the opinions on rural tourism. 

According to Table 2, at the level of economic factors, participants thought 

that agricultural tourism would develop, regional migration would decrease 

and living standards would increase natably. Also, they thought that rural 

tourism would lead to a rise in prices. When social impact was examined, 

the participants thought that rural tourism could effectively increase the 

number of local events and the regional promotion, but also that rural 

tourism would determine a high rate of crime. As for the environmental 

effects, they thought that rural tourism determined the construction of high-

rise buildings, shopping malls, increase in urbanization, and lack of 

governmental activities about this.  
Table 2. Average of the participants’ opinions on rural tourism 

STATEMENTS 
MEA

N 

STD. 

DEVIATI

ON 

Economic Impact 3,68 ,827 

Rural tourism attract more investment and spending 3,53 1,205 

Our standard of living is increasing considerably 3,71 1,019 

Prices are increasing because of rural tourism 3,75 1,114 

Rural tourism gives benefits to a small group of people in the region 3,64 1,152 

Rural tourism creates more jobs for foreigners than for local people 3,62 1,194 

Rural tourism is helpful to agricultural development 3,78 1,146 

Emigrants began returning to rural area 3,73 1,214 

Social Impact  3,76 ,713 

Meeting tourists from all over the world is a valuable experience 3,71 1,060 

Rural tourism has led to an increase in the avaibility or recreational facilities 3,81 ,985 

High-spending tourists have an undesirable effect on our way of life 3,60 1,069 

Rural tourism caused changes in our traditional culture 3,79 1,096 

Rural tourism has lead to an incrase in crime events 3,80 1,028 

More people have been heard about our hometown caused of rural tourism 3,95 1,022 

Local customs and traditional cultures are paid less attention after the 
development of rural tourism 

3,73 1,111 

Rural tourism has led to an increase of unusual land bargain 3,80 1,146 

Local residents have a lower quality of life as a result of living in a tourist 
area 

3,63 1,168 

Total 400 100,0 

Income Frequency Percentage 

Less than 1500 TL 281 70,2 

1501-2000 TL 60 15,0 

2001-3000 TL 33 8,2 

3001-4000 TL 12 3,0 

More than 4000 TL 14 3,5 

Total 400 100,0 
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Environmental Effects 3,67 ,743 

Rural tourism prodives an incentive for the restoration of historical buildings 
and for the conservation of natural resources 

3,53 1,127 

Road and other public facilities are kept at a higher standard 3,64 1,102 

Tourists greatly addt to the traffic congestion, noise and pollution 3,69 1,085 

Rural tourism provides an incentive for the conservation of country 
landscape 

3,69 1,040 

Rural tourism due to the sortage of public facilities 3,89 2,272 

Rural tourism increases urbanization 3,75 1,069 

Local residents have a lower quality of environment in a tourist area 3,60 1,091 

Rural tourism development has created more often the local traffic accidents 3,55 1,079 

Rural tourism results in more local traffic jams 3,58 1,177 

Shopping malls and illegal buildings increased rapidly because of rural 
tourism 

3,78 1,149 

Table 3. ANOVA test results of participants’ opinions on education level and 

economic impact 

Economic Impact Education Level N Mean 

Std. 

Deviation F p 

Rural tourism attract more investment and 
spending 

No education 50 3,300 1,3286 

2,282 ,046 

Elementary 
school 

51 3,176 1,2443 

Junior high school 88 3,614 1,0220 

Senior high 
school 

69 3,580 1,2880 

Bachelor Degree 116 3,612 1,1630 

Upper Bachelor 26 4,000 1,2649 

Total 400 3,538 1,2051 

Our standard of living is increasing 
considerably. 

No education 50 3,520 1,0736 

2,581 ,026 

Elementary 

school 
51 3,353 1,1458 

Junior high school 88 3,886 ,8635 

Senior high 
school 

69 3,681 1,1047 

Bachelor Degree 116 3,828 ,9716 

Upper Bachelor 26 3,846 ,9672 

Total 400 3,718 1,0199 

Prices are increasing because of rural 
tourism 

No education 50 3,340 1,3494 

2,635 ,023 

Elementary 
school 

51 3,667 1,1255 

Junior high school 88 3,943 ,9751 

Senior high 
school 

69 3,681 1,1439 
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Bachelor Degree 116 3,793 1,0593 

Upper Bachelor 26 4,115 1,0325 

Total 400 3,755 1,1149 

Rural tourism gives benefits to a small 
group of people in the region 

No education  50 3,440 1,2480 

4,396 ,001 

Elementary 
school 

51 3,627 1,1655 

Junior high school 88 3,864 1,1263 

Senior high 
school 

69 3,174 1,2122 

Bachelor Degree 116 3,759 1,0683 

Upper Bachelor  26 4,077 ,7961 

Total 400 3,645 1,1521 

Rural tourism creates more jobs for 
foreigners than for local people 

No education 50 3,720 1,1073 

3,913 ,002 

Elementary 
school 

51 3,824 1,1262 

Jnior high school 88 3,739 1,1596 

Senior high 
school 

69 3,145 1,4067 

Bachelor Degree 116 3,586 1,1577 

Upper Bachelor 26 4,154 ,7317 

Total 400 3,628 1,1947 

Table 3 presents the participants’ opinions according to the 

education level and economic impact by means of ANOVA tests. As a 

result, between the statements “Rural tourism will generate more investment 

and income range” “Rural tourism increases the level of living standards 

considerably”, “Prices rise due to rural tourism”, “Rural tourism gives 

benefits to a small group of people in the region”, “Rural tourism creates 

more jobs for foreigners than for local people”, and the education level a 

significant difference was detected. In general, the higher the education 

level, the more positive statement and thougts. 

Table 4 presents the participants’ opinions according to education 

level and environmental impact by means of Anova tests. For environmental 

effects, there are significant differences in statements: “Rural tourism results 

in more local traffic jams”, “Shopping malls and illegal buildings increased 

rapidly because of rural tourism.” 
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Table 4. ANOVA test results of participants’ opinions on education level and 

environmental impact 

Environmental Impact  N Mean 

Std. 

Deviation F p 

Rural tourism results in more local 
traffic jams 

No education 50 3,200 ,9897 

2,478 ,032 

Elementary school 51 3,353 1,2462 

Junior high school 88 3,784 1,1290 

Senior high 
school 

69 3,536 1,2553 

Bachelor Degree 116 3,664 1,1717 

Upper Bachelor 26 3,885 1,1774 

Total 400 3,585 1,1774 

Shopping malls and illegal buildings 
increased rapidly because of rural 
tourism 

No education 50 3,220 1,1830 

3,174 ,008 

Elementary school 51 3,784 1,0642 

Junior high school 88 3,989 ,9528 

Senior high 
school 

69 3,797 1,3348 

Bachelor Degree 116 3,862 1,0542 

Upper Bachelor 26 3,846 1,4613 

Total 400 3,788 1,1492 

 

5. Conclusions 

For rural tourism development, local community’s participation is 

recommended by academic research. But there is a vital situation about this: 

local people can only participate in rural tourism after their attitudes toward 

rural tourism is understood and determined. Because rural tourism involves 

economic activities and it is a social development tool, it is necessary that 

all people and institutions give it support. Local people attitude was scaled 

and according to the economic impact, the participants had positive 

opinions: increasing employment, welfare level, and support to other sector 

through rural tourism; on the other hand, they also thought that rural tourism 

would lead to expensiveness. Apart from economic development, local 

people spoke about social development through rural tourism, thought crime 

rate would increase as well. Even if environmental protection could be given 

more importance thanks to rural tourism, participants thought mostly that 

rural tourism would lead to concretization due to this tourism type. 
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RURAL COMMUNITY PERCEPTION OF TOURISM 
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PERCEPŢIA COMUNITĂŢII RURALE ASUPRA IMPACTULUI 
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DEZVOLTĂRII LOCALE. DOVEZI CULESE DIN DIVERSE 
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Abstract 

The development of rural tourism has led to extensive impacts on the rural tourism 

communities. Local residents, as the main recipients of the impacts, play a crucial role in 
the local development through tourism.  

The aim of this article is to determine the perception of the positive effects of 

tourism development by the inhabitants of the different types of rural communities. The 

study assumed that the positive effects of tourism for local development may be noticeable 

for residents of destination when they are able to see the impact of tourism on their income. 

As a result of the research, which was conducted in four different types of 

communities (N=1000) established that there were statistically significant differences 

between the residents’ perception of tourism impacts on their income and their perception 

towards the positive effects of tourism development. 

Key words: residents’ attitudes, host perceptions, rural tourism, local community  

JEL: L83, R11, F63 

 

1. Introduction 

Tourism brings about numerous changes in various spheres of the 

local rural communities life, moreover each change can be either of 

functional or dysfunctional character. A lot depends on the tourism type 

itself as well as the visited community. Residents of rural areas that happen 

to be tourist destinations display diverse attitudes towards tourism 

development as well as the impacts it brings to the areas of their residence. 

Furthermore, their commitment to tourism development is determined by 

numerous factors and can be also influenced by local determinants. The 
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review of the topic related literature points at deriving direct or indirect 

profits from tourism by local residents, as one of the most significant factors 

affecting positive perception of tourism impact on local development. [2, 3, 

6, 12, 14, 15]. However, rural areas that aspire to the role of tourist 

destination may show strong diversification regarding their social and 

economic situation, the effectiveness of management of the local economy 

as well as their natural and anthropogenic resources that may happen to 

become the object of tourists’ interest.  

Thus, the main aim of the article is to determine the perception of 

positive effects of tourism development for local development shown by the 

residents of various types of rural communities. The study assumed that the 

positive effects of tourism for local development may be noticeable for 

residents of destination when they are able to see the impact of tourism on 

their income. Therefore, in this paper, three research hypotheses were put 

forward to be verified later with the use of Spearman’s rank correlation 

coefficient, which describes the dependence between two variables using a 

monotonic function, and ANOVA Kruskala-Wallis test.  

The article is organised as follows: a review of the literature; an 

explanation of the methodology corresponding to the presented empirical 

research; results and discussion with main conclusions. 

 

2. Residents’ perception of tourism – literature review 

When the rural area becomes a tourist destination, the lives of 

residents in that community become affected by tourism activities [7]. The 

presence of tourists in the rural area brings about a number of changes that 

can be observed in economic, social as well as in environmental spheres. 

This being the case, interest in tourism as a tool for local development for 

rural area has grown dramatically for the past several decades [5, 13]. The 

literature lists a number of factors that happen to determine the perception of 

tourism development by a local community. In general, they can be divided 

into three groups. The first group consists of such factors as residents' 

demographic characteristics (gender, age, birthplace, education, monthly 

income, profession, life span). The second group is made up of indicators 

which describe the relationship between residents and tourism, such as: the 

level of participation in tourism, the contribution of tourism to the residents’ 

monthly income, the distance from accommodation to tourist centre, how 

extent the contact with tourists is. The third group of indicators is 



Rural community perception of tourism positive impact on local development 

 85 

constituted by characteristics of tourism development such as: tourism 

capacity, strength of tourism seasonality, visitors' type and quantity. 

Social Exchange Theory is the means most frequently used to 

explain local residents’ attitude towards tourists [3, 4, 6, 15]. According to 

the above mentioned theory, an individual is aiming at profit maximisation, 

the chance for which appears in particular social situations, and is willingly 

taking part in the exchange process if the expected profits exceed costs. 

Therefore, in the analysed case, it means that the residents are very willing 

to express their positive attitude towards the visitors if they perceive such a 

behaviour as something that is likely to bring them profits higher than costs 

[10]. In their works, such researchers as Kim, Uysal and Sirgy also found 

the sense of material well-being to be a positive function of the perception 

of the economic impact of tourism [8]. However, it must be emphasized that 

profits the local residents derive from tourism development cannot be 

restricted only to economic dimension, especially with regards to the results 

of the research done by Xiaoli who observed that previous research which 

considered resident perception of tourism impacts as one dimension instead 

of two dimensions (positive and negative) was inappropriate [16]. He found 

out that none of six variables (gender, age, education level, involvement in 

tourism, residential proximity, length of residence) had a significant 

difference existing in the perception of rural tourism impacts, both positive 

and negative. During the second stage, he investigated positive and negative 

perception separately. With respect to residents’ perception of rural tourism 

positive impacts, it was noted that statistically significant differences were 

mainly found in residents’ gender, age, involvement in tourism and 

residential proximity. Men appeared to be much more likely to perceive 

positive impacts of tourism than women did. Moreover, younger residents 

getting involved in tourism and living closer to the destination perceive 

more positive impacts of rural tourism. With respect to residents’ perception 

of rural tourism negative impacts, only two variables - education level and 

length of residence - had illustrated the statistically significant differences.  

Furthermore, the results of the research showed that residents in this case 

study had paid more attention to rural tourism positive impacts compared 

with the negative ones [16]. Therefore, this article refers to the approach that 

residents’ perception of tourism impacts should have been investigated in 

two dimensions (positive and negative) separately. 
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Moreover, the study has assumed that the positive effects of tourism 

for local development could be different in different types of communities, 

therefore as a next stage, a short description of rural communities typology 

has been presented. 

 

3. Rural communities’ typology – short description of methodology 

Three basic factors showing influence on tourism development were 

considered in order to present the typology of rural communes: 

▪ economic and social situation of a commune; 

▪ resourcefulness of a commune; 

▪ tourist attractiveness of a commune. 

Tourism development in a particular type of a commune, especially 

its economic and social effects, strictly depend on mutual relationships 

appearing between the three above mentioned factors, however a crucial 

issue is not only whether a particular tourism development factor acts as its 

stimulant or not, but also what kind of relationship it displays towards the 

remaining factors of tourism function development. 

Each factor has been expressed by means of an aggregate indicator. 

In order to assess economic and social resources, the Development Level 

Indicator has been created (WPR -DLI), for commune’s resourcefulness 

assessment, the Resourcefulness Indicator (WZF-RI) has been used and 

finally, for tourist attractiveness assessment, the Tourism Development 

Indicator (WRT-TDI) has been applied. The components of development 

level indicator are shown in Table 1. Tourism development aggregate 

indicator’s structure is shown in Table 2. 
Table 1. The development level indicator’s structure (WPR) 

Development Level 

Indicator (WPR) 

sub-indicators 

social component migration attractiveness indicator 

% of the community using water supply and sewerage 
networks 

economic component 

 

commune’s budget expenditure per capita 

commune’s own income per capita 

enterprise indicator 

% of the registered unemployed per the total number of 

residents of working age 

Source: Own study 
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Table 2. Tourism development aggregate indicator’s structure (WRT) 
 

 

 

 

 

 

WRT 

sub-indicators 

intensity of  tourist activity indicator (Schneider’s) 

a place’s tourist function indicator (Baretje`s and Defert’s) 

tourist function indicator (Defert’s) 

accommodation development indicator 

accommodation accessibility indicator 

forests 

parks and greenery 

cultural attractiveness indicator 

businesses registered in the national economy register REGON in section H per 

1000 people of working age 

expenditure on culture and national heritage protection per capita 

Source: Own study 

The Resourcefulness Indicator (WZF) was calculated as follows:  

L

ds

L

p
WZF  

where: 

p - stands for share in taxes being the part of state budget income, 

s - stands for general subsidies, 

d - stands for budget grants in total, 

L - stands for a number of inhabitants  

If the above mentioned indicators happen to express positive values 

they are described as tourism development stimulants, however, if their 

values drop and become negative, they are considered to be the ones that 

hamper tourism development in a rural commune. 

On the next stage of rural areas typology presentation, it was not 

important to decide if the particular indicators depicting tourism 

development factors showed stimulating or hampering character, since in 

this point, they showed some precise values. Such a situation allowed to 

create four empirical typological groups. The main criterion allowing to 

include a commune into a particular group was the relationship between the 

values showed by particular aggregate indicators. On the basis of this, the 

following 4 groups were distinguished: 
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1) well-developed communes with a dominating non-tourist function 

WZF>WPR>WRT
2
 

2) averagely developed communes where a tourist function is found 

to be significant WZF>WPR≥WRT 

3) poorly developed communes but displaying tourist potentials  

WZF<WPR≤WRT 

4) very poorly developed communes of a non-tourist character 

WZF<WPR<WRT 

The suggested division into four empirical typological groups 

corresponds with the division into: - integrated rural areas, - in-between 

rural areas and - peripheral rural areas. Thus, it can be assumed that the 

communes which are: 

1) well-developed with a dominating non-tourist function 

WZF>WPR>WRT represent integrated rural areas and later in the article 

will be referred to as “satellite communes” (Osielsko commune); 

2) averagely developed where a tourist function is significant 

WZF>WPR≥WRT represent in-between rural areas with a developed tourist 

function and later in the article will be referred to as “star communes” 

(Miasteczko Krajeńskie commune, Przechlewo commune, Dragacz 

commune); 

3) poorly developed but displaying tourist potentials 

WZF<WPR≤WRT represent in-between rural areas with a non-developed 

tourist function, but showing tourism development potentials and later in the 

article will be referred to as “aspiring star communes” (Liniewo commune, 

Lipka commune); 

4) very poorly developed of a non-tourist character 

WZF<WPR<WRT represent peripheral rural areas and will be referred to as 

“stone communes” (Czernikowo commune, Chrostkowo commune) [9]. 

 

4. Methodology of the research 

The main objective of the article is to determine the perception of 

positive effects of tourism development observed among residents of 

different types of rural communities. The study assumed that the positive 

effects of tourism for local development may be noticeable for residents of 

                                                
2 The used pattern means that the value of commune’s resourcefulness indicator (WZFI) for 

this type of communes is higher than the values of the development level indicator (WPR) 

and the tourism development indicator (WRT). 
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destination when they are able to see the impact of tourism on their income. 

Therefore, in the survey, the residents of particular types of communities 

were asked to express their opinions on perception of positive effects of 

tourism development with particular respect to certain phenomena: 

responders’ income, investments in the commune and the local labour 

market. Therefore, the following hypotheses were taken into consideration 

in this paper: 

H1 the features determining the community type have statistically 

significant influence on the residents’ perception of responders’ income as 

the positive effect of tourism development; 

H2 the features determining the community type have statistically 

significant influence on the residents’ perception of investments in the 

commune as the positive effect of tourism development; 

H3 the features determining the community type have statistically 

significant influence on the residents’ perception of the local labour market 

as the positive effect of tourism development. 

In order to verify the presented above hypotheses, empirical research 

was done among the residents of various types of communities, and then, 

the obtained results were analysed. The research was conducted among the 

residents of the communities representing particular commune types, on 

random sample of 1000 people of working age. In relation to the total 

number of people inhabiting the mentioned communities, which is 32,048 in 

total, the research concerned only 3.12% of all the residents of working age. 

In order to determine the sample size, the formula for minimum sample size 

was applied where the fraction was assumed to be on the level of 50%, the 

confidence coefficient on the level of 0.95 and the maximum standard error 

on the level of 3.15%. Then, the sample was divided into categories 

considering the total number of working age people living in the 

community. The effects have been presented in the Table 3. 
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Table 3. Methodology of selecting the sample for the research 
 Community type  

satellite star aspiring star stone 

O
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number of working 

age residents 

according to BDL 

GUS (Central 

Statistical Office of 

Poland) 

7486 2094 4038 4662 2901 3584 5431 1852 

sampling frame 

share expressed in 

% 

23% 7% 13% 15% 9% 11% 17% 6% 

minimum sample 

size for n=1000 

234 65 126 145 91 112 169 58 

number of the 

surveyed residents 
234 65 126 145 91 112 169 58 

number of the 

surveyed residents 

in particular types 
of communities 

 

234 

 

336 

 

203 

 

227 

Next, the surveyed population was divided into categories according 

to such features as age and sex. In order to verify the appropriateness of the 

survey and check how well the qualified interviewers were prepared to 

conduct it, the right survey was preceded by the mock survey
3
. Due to the 

lack of regular distribution of the obtained data, necessary for the statistical 

analysis, ANOVA Kruskala-Wallis test was used, and in the case of 

obtaining statistical significance, multiple comparison tests were applied. 

Additionally, in descriptive analyses, number and percentage indicators 

were used. 

 

5. Results 

The value of the test statistics of ranks obtained by means of 

ANOVA Kruskala-Wallis test, H (3, N= 1000) =15,451; p =,0015 allows to 

                                                
3 The research was conducted in 2011 by Bio-Stat, an experienced research company, with 

the use of CATI technique (Computer Assisted Telephone Interviewing). 
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reject H0 and take the alternative hypothesis assuming that there exists a 

statistically significant impact of the features determining a community type 

on respondents’ income perception as the positive effect of tourism 

development. As the results presented in the Fig.1 show, the perception of 

responders’ income as the positive effect of tourism development, were 

most frequently pointed out by the residents of star type communities 

(answers strongly agree and agree) which are averagely developed with 

significant tourist function. 
Figure 1. Percentage distribution of the respondents’ answers – the positive effect 

of tourism development on respondents’ income 

 
On the basis of the results of multiple comparison tests (test Post-

Hoc), the statistically significant differences between the answers given by 

the residents of satellite communes and stone communes was investigated. 

Since satellite type communes are referred to as the ones which are well-

developed but with a dominating non-tourist function, the perception of 

tourism development impact on their residents’ income is relatively low. It 

obviously results from the fact that in this type of communes, tourism, 

viewed from economic and social perspective, seems to be much less 

significant than other fields of economics. Furthermore, it can be assumed 

that due to the proximity of urban areas, tourists are likely to spend money 

on tourist related activities outside their commune. In stone type communes 

tourism is also not seen as the field of economics playing the leading role, 

however in this case, the high percentage of the respondents (56,8%)  who 

do not see any relationship between their income and tourism development 

results from a small number of visitors to this type of communes. In 

addition, the analysis showed a statistically significant difference between 

the answers given by the residents of stone type communes and aspiring star 

type communes. The highest lack of perceiving the respondents’ income as 
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the positive effect of tourism development was found in the responses given 

by the inhabitants of the aspiring star type communes. 

To some extent, the obtained results might seem surprising, 

especially because the communes of this type aspire to be labelled a tourist 

destination, and as the research shows [2, 3, 6, 12, 14, 15] residents are more 

willing to contribute to tourism development if they see that the expected 

profits exceed costs. 
Table 4. Value of p obtained in multiple comparison test of ranks with the use of 

ANOVA Kruskala-Wallis test concerning the perception of responders’ income as 
the positive effect of tourism development for the variable grouping a community 

type 
 Satellite  

communes 

Star  

communes 

Aspiring  

star communes 

Stone  

communes 

Satellite  

communes 

 0,407630 1,000000 0,018196* 

Star  

communes 

0,407630  0,169492 0,959540 

Aspiring  
star communes 

1,000000 0,169492  0,006481* 

Stone communes 0,018196* 0,959540 0,006481*  

*Statistically significant differences observed between various groups (p<0,05) 

Additionally, the results of Spearman’s test of ranks showed that 

perception of respondents’ income as the positive effect of tourism 

development appeared not to depend on age (p= 0.055) or sex (p=0.028), 

level of income (p=-0.036) professional activity (p=0.027) of the 

respondents, but only on their educational level (p= 0.067). The respondents 

with higher educational level, the more frequently they noticed the positive 

effect of tourism development on their incomes. 

With reference to hypothesis number 2, a statistical analysis H (3, 

N=1000) = 12,57354; p =,0057 did not give any basis to reject H0. 

Therefore, it must be assumed that residents’ perception of investments in 

the commune as the positive effect of tourism development does not depend 

on the features determining the community type the respondents reside. 

Moreover, the results of Spearman’s test of ranks showed that perception of 

investments in the commune as the positive effect of tourism development 

appeared not to depend on age (p= 0.029), sex (p=0.044) and educational 

level (p=0.020) of the respondents, but only on professional activity  (p= 

0.067). Percentage distribution of the respondents’ answers has been 

illustrated in Figure 2. 
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Figure 2. Percentage distribution of the respondents’ answers – residents’ 

perception of investments in the commune as the positive effect of tourism 

development 

 
The made analyses also proved that there exist statistically significant 

influence (H, 3, N= 1000) =37,12927; p=0,000) of the features determining 

the community type on their residents’ perception of the local labour market 

as the positive effect of tourism development. 
Figure 3. Percentage distribution of the respondents’ answers – residents’ 

perception of the local labour market as the positive effect of tourism development 

 
On the basis of the results of multiple comparison tests, the similar 

perception of positive impact of tourism development on a local labour 

market can be observed among the residents of satellite and star types 

communes, whereas the group presenting quite an opposite view is made up 
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of the people inhabiting aspiring star and stone types communes. The 

respondents from the aspiring star and stone types communes much more 

frequently agreed with the opinion that tourism development had positive 

influence on a local labour market than those inhabiting the satellite and star 

types communes. Therefore, it can be assumed that the declared opinion 

regarding residents’ perception of the local labour market as the positive 

effect of tourism development rather reflects the desire of the local 

community than the actual state. According to statistical data, in communes 

referred to as an aspiring star type, which are poorly developed but with 

tourist potentials and those of a stone type, which are very poorly developed 

and display a non-tourist character, the number of enterprises providing 

direct or indirect tourist services appears to be really small. 
Table 5. Value of p obtained in multiple comparison test of ranks with the use of 

ANOVA Kruskala-Wallis test concerning the residents’ perception of the local 

labor market as the positive effect of tourism development for the variable 

grouping a community type 
 Satellite  

communes 

Star  

communes 

Aspiring  

star communes 

Stone  

communes 

Satellite  

communes 

 
0,347951 0,000147* 0,000002* 

Star  

communes 
0,347951  0,028727* 0,000666* 

Aspiring  

star communes 
0,000147* 0,028727*  1,000000 

Stone  

communes 
0,000002* 0,000666* 1,000000  

*Statistically significant differences observed between various groups (p<0,05) 

Moreover, the results of Spearman’s test of ranks showed that 

perception of the local labour market as the positive effect of tourism 

development appeared not to depend on age (p= 0.046), sex (p=0.018) and 

educational level (p=-0.056), professional activity (p=0.040) of the 

respondents, but only on number of household members  (p= -0.068). 

 

6. Conclusions 

The conducted research revealed that the commune type may turn 

out to be one of the significant factors influencing the perception of the 

positive impacts of tourist development by a local community. The features 

determining the community type have statistically significant influence on 

the respondents’ income as the positive effect of tourism development. This 
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relationship was most frequently pointed out by the residents of star type 

communities, which are averagely developed with significant tourist 

function. Moreover, the obtained research results are similar to those of 

Madrigal [11] where personal economic reliance (defined as dependence of 

respondent’s income on the tourism industry) was found to be significantly 

related to positive perceptions of tourism though there was no significant 

relationship between personal economic reliance and negative perceptions 

of tourism. Also the third hypothesis, which proved that the features 

determining the commune type had statistically significant influence on the 

respondents’ perception of the local labour market as the positive effect of 

tourism development, was supported. The respondents’ perception of this 

issue was also found to depend on a number of household members. 

It must be emphasized here that the described typology, which gave 

the grounds for distinguishing four different commune types, was based on 

three dimensions that characterize communes in general, such as: 

commune’s economic and social situation, commune’s resourcefulness and 

commune’s tourist attractiveness. Therefore, the author’s results refer to the 

results of the research done by Allen et al. [1]that show the relationship 

between tourism development level and economic development level of a 

particular community and turn out to have undoubtable influence on 

residents’ attitudes towards tourists and tourism itself. Communities with 

low tourism development and low total economic activity, as well as 

communities with high tourism development and high total economic 

activity, viewed tourism development more favourably than communities 

with low tourism and high economic activity and communities with high 

tourism development and low economic activity. Additionally, the above 

described research contributed a lot to the discussed issue and proved that 

the residents’ perception of positive impacts of tourism development does 

not solely depend on the relationship between the level of social and 

economic development and tourism development, but also on mutual 

relationships occurring between the features determining the community 

type. 
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Abstract 

The paper addresses some of the key issues in the field of cultural rural tourism in 
this country, ranging from the question of sustainability of rural tourism, to rural tourism 

and general tourism in the Romanian Carpathians, private enterprise and the specific 

challenges in the field, eco-cultural tourism, and capitalization of the cultural heritage in 

the current economic crisis. To begin with, some definitions of cultural tourism, ethnic 

tourism and eco-tourism are attempted, then the authors try to relate these concepts to the 

requirements of economy in today's globalised world. Tourism alternatives are needed, 

since the former emphasis on urban and industrial development has recently left many 

rural families defenseless in front of the social and economic developments relating to 

unemployment and pauperization. Similarly, the concept of 'mountainology' and the 

respective programmes, as conceived by both Romanian governmental and private entities, 

are examined from the angle of their possible economic efficiency. On the one hand, eco-

cultural tourism can be seen as a strategy whereby ecological and cultural aspects of a 
landscape are intermixed to generate sites and events worth visiting. On the other hand, the 

assertion is substantiated that sustainability and participation are both crucial for the long-

term future of this form of tourism. A related form of tourism is ethnic tourism, in which a 

central issue is the representation of various local cultures used as tourist attractions (e.g. 
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local traditional festivals, yearly or seasonal customs, etc.). Two of the main issues 

examined by the authors concern the way in which cultural heritage is used for tourism (i.e. 

to what extent is mountain tradition usable, and definable as such, in cultural tourism?) 

and the impact of globalization on the consumption patterns of countries like Romania. 

Likewise, a number of most interesting side aspects of globalization are considered, such as 

the consumption of cultural ‘otherness’ via cultural tourism, the way in which rural 

heritage is displayed and consumed in Romania (which can significantly affect social 

relationships and identities among villagers), the ‘real identity’ of the rural heritage (which 

does not always appear as the spear-head of the emerging industry of cultural and rural 

tourism), tradition, and the past, as commodities for sale to the tourists – versus the limited 

scale of the industry itself, in Romania (heavily dependent on a rather flimsy 
infrastructure), cultural motivation vs. consumerism. The general conclusions of the paper 

try to give arguments to the effect that contemporary Romanian cultural tourism and eco-

tourism can hopefully be made suitable through the main patterns of sustainability, along 

with (and maybe also in spite of) current globalization, bringing together tradition and 

modernity. 

Key words: cultural tourism, rural tourism, cultural heritage, consumption 

patterns 

JEL: L83 

 

1. Introduction 

If we try to define the very concept of tourism and its role in modern 

society, we can simply say that tourism is usually viewed as the temporary 

movement of people to destinations that are placed out their normal 

residence and workplace, and also the activities they do during the stay, as 

well as the facilities meant to cater for their needs. Hence, its 

characterization is many-sided, including physical, economic, social, 

cultural and political features. One of the most easily supportable statements 

about tourism is that it is the most rapidly growing industry in the world – it 

generates 12% of the global gross national product, employing 

approximately 200 million people worldwide (WTTC, 1995), and implying 

circa 20% of all international travel expenses. Another truism will be to say 

that the fastest growing segment of tourism involves tourism in natural 

areas. 

In the 21
st
 century, tourism is actually the largest industry of the 

world, especially in parallel with the increase in the income of larger and 

larger social classes, as well as the span of leisure time available (nowadays, 

people can holiday more frequently). 

At the same time, tourism has to face various challenges, which are 

connected with general economic development, with environment, as well 

as using and preserving the national cultural heritage. 
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Therefore, specialization is in order in this domain, too: there is mass 

tourism and alternative tourism. Unlike mass tourism, which relies on a 

fairly large number of holiday-makers looking for popular venues, 

alternative tourism can be characterized as “special interest tourism” – and 

at other times, even as “responsible tourism”. 

Although alternative tourism that has emerged is by no means new 

(being introduced in the early part of the nineteenth century), it is essentially 

opposed to that least desired type of tourism which is mass tourism. As a 

matter of principle, alternative tourism promotes a more balanced form of 

travel connecting various communities. One of its major targets is mutual 

understanding, solidarity and equality. (Holden, 1984, p.15: cited in Smith 

& Eadington, 1992, p.18). 

Of course, not any traveller who does not embark on a traditional or 

normal type of holiday can be said to undertake alternative tourism: anyway, 

indiscriminately applying that label would cause harm to qualitative 

alternative tourism. The main aspects that can qualify a type of tourism as 

alternative tourism are: being harmless to the environment, i.e. ecologically 

sound, or lacking the negative impact of most large-scale tourist activities 

and schemes; being developed on a smaller scale, e.g. visiting tourist 

attractions located in villages or other small communities, which are also the 

organizers – consequently, the negative effects entailed, both social and 

cultural, are less numerous, and their acceptance by the local people is 

greater; alternative tourism tends to be (perceived as) not exploitative of the 

local people, i.e. allowing economic benefits for the local people, which 

tend to be poorer. Last but not least, there is a marked characteristic to the 

effect that alternative tourism encourages cultural sustainability, i.e. it 

refrains from injurious effects on the culture of the host community, and 

usually generates respect for the cultural realities of the community in 

question, being by and large an organized educational encounter. 

Some alternative names for alternative tourism are: soft tourism, 

sustainable tourism, and green tourism – each using, as can be seen, a 

differing degree of metaphoricity. 

Being soft and ecological does not simply mean lacking dynamism 

and quantitative valences, respectively – with respect to the environment. 

More than that, soft tourism stands for a form of tourism that encourages 

mutual understanding between the local population and the tourists, hence 

an activity clearly connected with cultural pursuits. Getting to know a new 
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cultural identity is in itself a cultural act, no less than striving to protect the 

environment. Typically, soft tourists tend to reject tourist facilities that 

prove harmful to the environment. 

Similarly, defining the concept of sustainable tourism, Bramwell et 

al. (1996, p. 10-11) implies: being responsible, and also adjusting the rate of 

development to the current accommodation capacity, the local population 

and the environment. Respecting the environment will make it possible for 

such type of tourism to go on and thrive instead of disappearing. 

Economically, sustainable tourism provides a pattern of development aimed 

at improving the host community’s life quality, and culturally it tends to 

offer the tourists high quality experiences. Furthermore, local communities 

are called on to make their own developmental decisions. Holden concluded 

that “alternative tourism can be viewed as being synonymous with the 

concept of sustainable tourism development” (Holden, 2000, p. 137). 

In spite of the wide-spread critics pointing out that “green tourism”, 

“ecotourism” and “alternative tourism” are mere misnomers if the target 

audience depend on an organized industry (proposing instead the term 

“managed tourism”), the gist of the concept lies in such alternative type of 

tourism being non-aggressive, harmless, tending to preserve the community 

and its environment. Alternative tourism encourages contact and 

understanding of the local inhabitants’ way of living and the local natural 

environment. Not every type of alternative tourism (i.e. unconventional, 

substitute, different) is entitled to this label, though: for instance, sex 

tourism is far from achieving that standard, since it is not inspired by good 

intentions to the community or its environment. 

A good, comprehensive definition of alternative tourism is “forms of 

tourism that is made to be friendly to the environment and to respect social 

and cultural values of the communities, and which allow both hosts and 

guests to enjoy positive and worthwhile interaction and shared experiences” 

(Wearing & Neil, 2000, p. 38). 

On the other hand, the typology of alternative tourism, though not 

very well-defined, includes numerous types of tourism: educational trips, 

adventure holidays, solitary journeys, hiking holidays, cultural tourism, 

ethnic tourism, etc. 

The greater the distance between such activities and mass tourism, 

the truer to its inner principles the type of alternative tourism chosen is. 

Another characteristic feature is novelty, avoiding the beaten track, a certain 



Constantin MANEA, Gheorghe SĂVOIU, Ion IORGA-SIMĂN, Marian ŢAICU 

 102 

sense of adventure, and a certain type of escapism, or forgetting civilization 

for a while. An alternative tourist will tend to establish the maximum human 

and cultural contact with the locals, also endeavouring to refrain from using 

the standard tourist infrastructure, and using accommodation and transport 

similar to those used by the local people. Groups tend to be small, and 

collecting relevant information about the places visited is a clear priority. 

Likewise, economic and natural constraining factors contribute to 

defining alternative tourism as being rather a niche variety of tourism. It has 

to be admitted that mass tourism has constantly proved more successful than 

alternative tourism in developing countries. Some of the reasons for that 

reality are the cost of international travel, misjudging differences in culture 

and standards of living between tourists and their hosts, linguistic 

communication handicaps, lack of reliable, effective advertisement, etc.  

 

2. The rural cultural tourism 

So, what we are essentially interested in the present paper is the 

range of tourist activities that are linked with cultural, educational, 

scientific, adventure tourism, or to rural tourism, to agro-tourism, ranch and 

farm tourism. And the Romanian Carpathians are clearly a case in point, 

through the already old tradition of the tourist destinations in that area of 

Romanian comprising 40.1% of the total area of the country. 

Among the major advantages of alternative tourism (and, in our case, 

cultural and rural tourism, mainly in the Carpathians), alongside its minimal 

negative environmental and social impact, one can count the effect of 

fostering development of the other (endangered) sectors of the local 

economy, such as agriculture. 

Moreover, alternative tourism typically implies small-scale, locally-

owned activities, unlike the large-scale activities in mass tourism, which are 

more often than not owned by multinational companies, which do not use 

the profits to fund the development of the local communities. 

Rural tourism is a real opportunity for sustainable development of 

rural areas, especially following the effects of the recent economic crisis and 

the decrease in the primary sector in both developed and developing nations, 

as well as the direct or indirect effects of globalization, in a world that offers 

less and less room for social and economic development in the sector 

represented by developing countries. The demographic evolution in recent 

times has led to farmland becoming fragmented in many developing 
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countries, so rural tourism can generate promising prospects for 

economic development in such regions of the world. 

Rural tourism is sometimes equated to ecotourism (in a rather 

simplistic manner, it should be added). It implies actively participating in a 

rural lifestyle, with rural communities willing to welcome and / or host 

tourists. It is in fact the most obvious manifestation of what has come to be 

called, in more recent times, the hospitality industry. In Romania, rural 

tourism is better qualified than elsewhere to function as a type of cultural 

alternative tourism, since mechanization of agriculture is not yet as 

overwhelmingly present as in the economically developed nations of the 

world. Rural tourism can be defined in a number of ways, either 

geographically and demographically (“A multi-faced activity that takes 

place in an environment outside heavily urbanized areas. It is an industry 

sector characterized by small scale tourism business, set in areas where land 

use id dominated by agricultural pursuits, forestry or natural areas” 

(Department of Tourism, 1994: 3), or a product-related manner “The Rural 

Tourism product could be segmented to include such product components as 

rural attractions, rural adventure tours, nature based tours, ecotourism tours, 

country towns, rural resorts and country-style accommodation, and farm 

holidays, together with festivals, events and agricultural education” 

(Department of Tourism, 1994:4). Tourism in rural areas represents a major 

element that results in positive influences on regional development. 

The overall picture of Romania’s rural areas is highly variegated, 

hence it will be rather difficult to make valid generalizations. However, in 

view of their amazing ecological and cultural abundance and diversity, the 

rural areas in Romania certainly offer an appropriate background for 

carrying out activities of alternative, sustainable tourism of the cultural type. 

The tourist services typically offered by rural communities have 

turned many villages, mainly in the mountainous regions of the Romanian 

Carpathians, into providers of ecological and cultural tourism, materialized 

in business opportunities and widely recognized holiday trends. 

Within the broader picture of rural tourism, mountain tourism 

occupies a choice place, on account of its being, on the one hand, an activity 

traditionally concerning restricted areas, and on the other hand, having a 

relatively well preserved intrinsic cultural load, given its relative isolation as 

to the processes of urbanization and detraditionalisation, as well as its 

extremely conservative occupational profile: animal raising, traditional 
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handicrafts, etc. Such cultural exchanges, which are tantamount to a genuine 

immersion into a nearly fabulous past, constitute a rediscovery of a nation’s 

past, of tradition (a kind of time capsule), mainly for foreign tourists, but 

also a first-rate educational factor for young people in Romania. 

In this country, rural tourism in the Carpathians can be recognized as 

the equivalent of adventure-tourism as practiced elsewhere, representing one 

of the most spectacular and typically Romanian social and 

economic phenomena. 

A related type of tourism is represented by community-based 

tourism activities, which involve the tourists’ experiencing the traditional 

way of life of small (typically, rural) communities. As far as the tourist 

operations are concerned, control and management are done by the local 

communities themselves – mainly given its pregnant ecological dimension. 

Sustainability in tourism is actually one of the best diversification 

economic strategies, especially today when every industry has to be boosted, 

directly or indirectly. In this context, sustainability embraces environmental, 

economic, cultural, political, and social issues. 

Tourism in Romania’s rural areas intrinsically relates to the concept 

of sustainability because tourism products often take support on the 

sensitive natural and cultural resources to be found in rural zones. Economic 

downshifting evolution and the current European economic crisis have 

affected negatively most rural areas, so economic diversification strategies 

are especially applicable to the sphere of tourism. 

In order to survive, rural communities have to make recourse to 

tourism, which has often been styled a “non-extractive” industry. What 

resources they still need are their own natural surroundings and the material 

and cultural goods provided by their traditional occupations and trades. This 

is, indeed, the strongest point the rural areas of the Romanian Carpathians 

can capitalize on in achieving a coherent tourist strategy. 

The “growing reflexivity, both at individual and institutional levels” 

(Urry, 1995, p. 87) has led to a caring attitude towards the environment, as 

well as an increased awareness of the connective systematic that associates 

the local and the global environment. Thereby, local communities have 

become key players in taking action against attacks on the natural 

environment, while associating in broad, sometimes worldwide alliances 

meant to preserve the environment at a global level (Richards & Hall, 2000).  
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3. The Romanian Carpathians 

From this point of view as well, the Romanian Carpathians represent 

a clear case in point, being the repository of a still (qualitatively and 

quantitatively) valuable store of environment reserves. Alternative tourism 

is therefore called upon to capitalize on such reverses rationally, for the 

benefit of the various local communities and the whole of the nation. 

By culturally modulating their economic and social action, eco-

cultural tourism can be conducive to the preservation of both the natural 

environment and the cultural tradition. In this manner, a practically 

inexhaustible (in fact, intangible) resource, that is traditional culture, can be 

made to produce and to resurrect. 

Sustainable tourism therefore seeks to sustain the quantity, quality 

and productivity of both human and natural resource systems over time, 

while respecting and accommodating the dynamics of such systems (Reid, 

1991). Sustainable tourism is developed and managed together with the 

principles of sustainable development (Hunter and Green, 1995). 

A very important concept, which has been actually taken over from 

ecology, is that of carrying capacity; it can be postulated that tourism 

carrying capacity is concerned with only two components: the quality of the 

environment and the quality of the recreation experience (Richards and Hall, 

2000). 

One of the undeniably major qualities of rural tourism resides in its 

amazing typological diversity, i.e. its sheer polymorphism. Consequently, 

rural tourism can include any attractions, from heritage sites to historical 

adventure sites (not necessarily related with that fake-Dracula pattern that 

has lately added to Romanian tourism), from aspects of culture in 

agriculture and traditional crafts to industrial tourism (i.e. farming 

activities), from educational tourism to traditional and special events, from 

ecological attractions to wine tourism and transhumance tourism, etc. 

The concept of eco-cultural tourism combines the ecological and 

cultural aspects of given landscapes in order to define tourist-targeted sites. 

It is best suited for communities whose economic development is rather low, 

and which are additionally perceived as marginal in point of cultural or 

ecological resources. 

One of the main links between ecological tourism and cultural 

tourism lies in the fact that certain tourist sites can provide opportunities for 

practicing archaeology and anthropology, which can be articulated with 
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society at large. The essential human contribution of cultural tourism is 

raising local community esteem, while contributing to greater understanding 

and communication among various peoples. 

Closely related to the above types of alternative tourism, ethnic 

tourism is a welcome method for encouraging economic and cultural 

development in many developing nations, and an excellent tool in heritage 

preservation. Unfortunately, in Romania as elsewhere, cultural tourism (like 

ecological and ethnic tourism, for that matter) is relatively neglected; 

especially planning and managing ethnic attractions and events (such as 

Sâmbra oilor or Nedeia) is poorly represented in the overall tourist activity. 

 

4. Conclusions 

To conclude, we can state that: Sustainable tourism should reposition 

the three factors in the following scheme: host areas (with their habitat and 

people) – tourists – the tourism industry, which has long been dominated by 

the last factor, and the newly generated balance should be maintained for a 

longer period of time. This is one of the clearest demonstrations of the fact 

that, apart from social capital, another two forms of capital are all-important 

in tourism: cultural capital (education, skills, national and local memory, 

and their materialized forms), and environmental capital (the natural 

resources, which are immobile). 

Decision-making and choice of the strategies usable to improve the 

activity in the field will contribute to the overall development of the country 

(thus providing an irrefutable piece of evidence for the long-debated 

allegation that cultural, intangible elements can become economically 

effective factors), while encouraging new actors in tourist activities. 

The initiatives meant to boost eco-cultural, or alternative types of 

tourism (and, in the process, help to retain, diversify and increase 

employment opportunities) may range from farm diversification schemes to 

setting up craft workshops, from encouraging specialty food production to 

re-organizing public transport, from cycle hire to case-sensitive tourist 

marketing, from generating new forms of catering to establishing new forms 

of advertisement, etc. Of course, in alternative tourism very much as in the 

more traditional forms of tourism, a cautionary note should be observed, 

namely that not all areas are suitable for development, not all communities 

are equally suitable for development, and not all forms of tourism are 

acceptable in every location. 
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If cultural tourism essentially means consumption of cultural 

‘otherness’ via cultural tourism, the opposition cultural motivation vs. 

consumerism (in a globalized world) should be carefully managed. On the 

other hand, the impact of globalization on the consumption patterns in 

Romanian tourism should be taken into account in Romania. 

If proper infrastructure is difficult to generate in the short term, such 

actions as locally managed publicity, more effective co-ordination designed 

to ensure the availability of good-quality local products (handicraft goods, 

local food and souvenirs, etc.) represent the best course of action in laying 

the foundations for a new, superior type of cultural and ecological tourism 

in the Romanian Carpathians. Last but not least, we should add that such 

cultural feats naturally need something of the skills required by art proper – 

one of them being tact, discretion and undetectability (Sir Joshua Reynolds, 

the first President of the British Royal Academy, said ‘Art is to conceal 

art’). 
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Abstract 
Tourism represents an alternative for the agricultural activities for the rural 

communities. The development of the tourism in rural activities involves the local bodies, 

the tourism services providers, and the last but not the least the people that are living in the 

rural space. The objective of the paper is to reveal the importance of the community for 

sustainable development of the rural tourism in order to develop long term strategies. The 

paper presents a review of the previous researches regarding the local community attitudes 
towards tourism development. Aspects regarding the social, economic and environment 

components of the sustainable development of tourism were analysed as well. Previous 

studies showed that those are directly involved and get benefit from the tourism activity are 

more enthusiastic about the development of the tourism in their region. Future programmes 

for sustainable development of the rural tourism should take into consideration all the three 

major participants in the tourism activity: local bodies, services ‘suppliers and the 

inhabitants of the area. 
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1. Introduction 

Rural communities from all over the world have been confronted in 

the last decades, with a lot of changes due to the decline of some industries 

or agricultural difficulties, which obliged them to identify new opportunities 

of development. Tourism was one of them [2]. 

Tourism is occupying nowadays a key role to the world GDP 

because of its’ rapid growth and diversification, being also an important 

provider of wealth and employment [5]. Tourism sector is considered to be a 

source of income for many countries whether they are developed or not [6]. 

In Romania the direct contribution of the travel and tourism sector 

contribute by 1.6% to GDP in 2014 and the visitors exports generated 2.5% 

of total exports [20]. 

Among the major trends observed within the sector, some are of a 

great importance because of their implications for the local communities, 

such as: the increasing demand for small-scale, nature-related and rural 

tourism [12]. It is impossible to approach the tourism sector without 

analyzing the role of the local communities for its’ sustainable development, 

because tourism takes place within them. Moreover, tourism planners are 

encouraged to implement their strategies after taking into consideration 

residents attitudes [19]. 

 

2. The importance of sustainable tourism development 

Sustainability represents and interaction between social, economic 

and natural environment subsistems. The sustainable development is related 

to the necessity of creating a balanced tourism sector where the three main 

pillars should be perfectly integrated (ecological-environmental interests 

and socio-cultural and economical needs) [13]. 

Sustainability of tourism has been long time dabated, but is “less 

sustainable that it has even been. 

Researchers agree that tourism development contributed to the 

economic growth of local economies offering a lot of benefits in terms of 

profits, taxes, employment etc., but just like a “double-edged sword” [17], it 

involved also a lot of costs mainly visible in the environment and at a socio-

cultural level. Therefore, using adequate management and marketing 

strategies it is necessary to create a win-win situation for all parties involved 

[8]. This could be possible by analyzing the perceived impact of the three 

components of a tourism sustainable development over the local 
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communities. Therefore, the community attitude towards tourism is 

analyzed based on different studies.        

 

3. Local communities’ attitudes towards tourism sustainable 

development 

Tourism development strategies are closely linked to residents 

‘attitudes. Many surveys indicate that local communities value the tourism 

economic benefits, but have negative attitudes towards socio-cultural and 

environmental components. Therefore, a viable public relations campaign in 

order to promote tourism benefits for the individuals is considered 

mandatory by many researchers because of its possibility to influence local 

community to support tourism activity [15]. In order to obtain a better 

understanding of these attitudes, specific instruments are used such as: TIAS 

(Tourism Impact Attitude Scale) and Sustainable Tourism Attitude Scale 

(SUS-TAS) which is tested among different local communities. These 

instruments comprise the main positive and negative tourisms ‘impact over 

the local community. Residents’ attitudes towards tourism are the main 

indicator of tourism appropriateness [11]. 

A study was conducted among the local community in Ramsar, near 

Teheran, using a questionnaire comprising items related to economic, 

environment and socio-cultural aspects of tourism. Local community 

perceives tourism as the main cause for environment pollution (sea water, 

agricultural fields), for some socio-cultural issues (quiet life, local culture), 

so their involvement in tourism activity is low. 

The economic positive effects are the ones that stimulate the local 

community to participate in tourism programs and accept the negative 

impacts. The negative aspect related to environmental component of tourism 

sustainable development is referring to traffic jams and crowding. Locals 

perceive that tourism affects the aboriginal culture and the quiet life from 

the city (socio-cultural component). The economic impact is considered to 

be positive consists in the increment of retail development and job 

opportunity [9]. 

The local community from O’ahu, Hawai, perceive the tourism 

industry in a positive way, considering its’ benefits greater and more 

important than the problems caused by it. The explanation consists in the 

fact that the economy of the island is dependent on tourism. Future 
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strategies of creating a sustainable tourism are linked to the government 

potential of diminishing the environmental negative impact [3]. 

A study conducted in a mountain area in the North-East of Italy 

highlights that families involved in tourism are more likely to support the 

negative impact on the environment and the socio-cultural changes. Another 

interesting finding refers to native-born residents which perceive negatively 

the tourism impact and are against increasing the tourist’s number. Findings 

indicate the need for a strategic planning and a long-term action for a better 

cohesion between stakeholders, in order to contribute to a sustainable 

development [4]. 

In a major tourism destination from Korea, tourism is perceived by 

local community as having positive impact related to personal benefits 

obtained from the tourism sector. Community satisfaction is directly related 

and influenced by the tourism impacts. The major and most important 

economic positive benefits refer to infrastructure and improvement of 

town’s overall tax revenue. The socio-cultural component is perceived in a 

positive manner mostly because tourism improves quality of life. The most 

important environmental component of tourism sustainable development is 

considered to be the improvement of public facilities, followed by living 

utilities infrastructure. The economical negative impact of tourism is 

especially the increment of the cost of living and the prices for goods and 

services. 

Among the socio-cultural components, traffic accidents are the 

major problem for the local community, followed by the increment of 

robberies, crimes prostitution and alcoholism. The environmental coordinate 

worst perceive is the one that refers to pollution (air, water, litter). The 

tourism strategies from this community must take into consideration the 

strong relation established between the perceived benefits and personal 

satisfaction [10]. 

Interesting findings were obtained in Washington (North Carolina) 

among a small community where tourism is at an emergent level of 

development after a long history of manufacturing and industrialization. 

Female population perceives positively the tourism development because of 

the cultural dimension meaning revitalization of arts, crafts and household 

items. Youngsters also perceive tourism development throughout the 

cultural component referring to the improvement of social life and the 

increased number of recreation facilities. 
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The study has valuable implications for the tourism strategies, which 

are usually based on the economic development, because it highlights the 

importance of the social benefits for the community [17]. 

Another research conducted in the U.S.A. reveals that all three 

components of sustainable tourism are strongly related to community 

support for tourism, representing the starting point in building strategies [7]. 

A study conducted among the local community from Arizona U.S.A. 

reveals that the most disturbing tourism negative impact refers to traffic 

problems in the area (socio-cultural issue). The major positive tourism 

impact consists in supporting the local economy and community tax revenue 

(economic issue) [14]. A research conducted among the rural community of 

Bigodi (Uganda) reveals positive attitudes related to tourism activity which 

is associated with economic benefits (incomes, markets) and social benefits 

(community development). So, strategies must encourage the integration of 

agriculture in tourism activities, and the use of tourism revenue for 

community development [11]. 

 

4. Conclusions 

Tourism sustainable development is strongly influenced by attitudes 

of local communities and their personal benefits from tourism. The tourism 

impact is perceived mainly positive by the locals regarding the economic 

components such as: jobs opportunities, tax revenue, markets etc. 

The environmental and socio-cultural components are often 

perceived as having negative impacts for the locals because of traffic jams, 

the aboriginal culture which is affected and the pollution. Therefore, 

strategic planning for tourism development must take into consideration the 

local community and its’ attitudes, because tourism sustainable development 

could be achieved only by having a supporting community. 

A balance is needed between the three pillars of a sustainable 

development and solutions must be found in order to reduce the negative 

impacts of tourism like pollution and traffic.     
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Abstract 
At modern stage agro-tourism is comparatively new and dynamically developing 

direction in the tourism business development. Agro-tourism in Georgia is low-cost and 

cost-effective business, and in result of agrarian reforms recently implemented in Georgia 

its conception radically changed. According to this conception it became one of the main 

sources for additional income in tourist regions of Georgia. Delay in agriculture growth 

rate in Georgia caused considerable reduction in work places, which was followed by 

increase in the level of urbanization. One of the alternatives for solution of this problem is 

rural tourism development, which forms additional work places and is one of the sources 

for employment of rural workers and for increase of their incomes. Agro-tourism is not that 

branch of the tourist business, which is characterized by excess profit. Its main function is 

to get additional profit in conditions of comparatively small capital investments in rural 

places and, most importantly, by forming alternative work places in rural regions of 
Georgia to remove social tension caused by unemployment. This promotes the perspective 

for overcoming the problem of poverty in the villages. Thus, on the basis of agro-tourism 

development in Georgia one more prospective direction is formed in tourism business of 

Georgia. This direction has socio-economic and cultural-philosophical effect and meets the 

demands of tourists with average income. The present work analyzes development of agro-

tourism in Kakheti region, its prospects and the difficulties, accompanying this business in 

Georgia. 

Key words: agritourism, diversification, rural business, agro-region, 

infrastructure, potential demand 

JEL: M2 

 

1. Introduction 

In the course of agrarian reforms of the 2000s the need was revealed 

for radical review of approaches to rural economy reforming. The policy of 

support and donation to traditional fields of rural economy often does not 

justify itself and leads to dissipation of budgetary resources, reduction of 

competitiveness both of agricultural enterprises and the whole agrarian 
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regions of Georgia. Nowadays, the need is urgent for elaboration of cardinal 

conceptual basis of countryside development.  The need for search for 

additional types of employment and sources of incomes of rural families – 

those new approaches of agricultural business, which would play a main 

role in promotion to overcoming the crisis in rural economy and its turning 

to the way of stable and sustainable development, to self-organization of 

rural economy, more rational use of human potential in the rural regions. 

From our viewpoint one of the priority directions in development of 

agrarian regions of Georgia is the strategy of diversification, which foresees 

supplement of traditional fields of specialization with new ones. Agro-

tourism can be as one of the perspective new fields. 

In the beginning of XXI century tourism became one of the leading 

directions of socio-economic and cultural life of many states and regions 

worldwide occupying, by the specialists’ assessments, the third place after 

trade in oil and arms in developed countries. Average rates of growth in its 

volumes make up 7% per year, which is far higher than the analogous 

indicators of the world economy. About 10% of world investments come on 

the tourism sphere, also each 11
th
 work place in the entire world 

employment, 3, 8% of the world GDP, and considering the influence of 

tourism on related branches of national economy – 10, 6% [2, pp.14-15]. At 

present in many countries of the world tourism industry is attributed to the 

state priorities, to which large national and international projects and 

programs are aimed, which foresee stimuli for development of the branch: 

preferences on taxation, simplification of visa formalities and border-

customs regime, formation of favorable terms for investments and special 

economic zones. In current conditions, the potential of tourist-recreational 

resources is no less important than the potential of raw material resources, 

as the specialization in the production of tourism services provides inflow of 

money resources, expands the sphere of application of labor, stimulates 

development of many key branches of national economy: construction, 

trade, public catering, transport, communication, agriculture, etc. By the 

specialists’ calculations, aggregate cost of products and services, formed in 

the structure, connected with tourist services, almost 2, 5 times exceeds the 

cost of the tourism services. By some assessments, each tourist provides 

work places for 10-20 people in such branches of services as hotel business, 

the sphere of public catering, production of souvenirs, entertainment 

industry [3]. Development of tourism leads to improvement of 
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infrastructure, restoration of historical monuments and architecture, 

promotes environment protection, etc. That’s why the sphere of tourism 

should be considered as an important factor of socio-economic development 

of the countries, regions and separate, mostly rural territories. 

 

2. Diversification of rural business 

One of the dynamically developing directions of modern tourism is 

agrarian. In the world practice agro-tourism implies activities for 

organization of rest and leisure of tourists in rural areas with presenting 

services of hospitality in the private sector with the possibilities of working 

participation, oriented at use of natural-recreation, cultural-historical, socio-

ethnographic and other resources, traditional for the particular locality. 

Rural tourism gained public recognition in the second half of last century in 

connection with reduction in the amount of people engaged in the agrarian 

sector and the need for formation of alternative kinds of work employment 

and business in the rural locality – it had to stop migration of population to 

the cities, to become the sphere of application of labor and the source of 

earnings for the rural families. Initially it was supposed that accommodation 

of tourists would be non-profile activities of the farmers, enabling them to 

strengthen their financial-economic condition and not demanding large 

investments. The World Tourism Organization defined agro-tourism as one 

of the perspective branches of the industry of rest; it not only allows the 

rest-makers to pass time in picturesque and ecologically clean corners of the 

rural locality, but also suggests agro-formations and rural residents a real 

alternative for development. The annual turnover of agro-tourism in Italy 

makes up 750 billion liras.  More than 10 000 tourist facilities existing there 

received about 12 million rest-makers in 2012 and this provided 

employment to about 8% of economically active rural population of the 

country [4]. In Austria for many small agricultural enterprises organization 

of rest for urban population in farmhouses became a second by importance 

branch of economic activity.  In the period of their stay in the rural locality 

the rest-makers annually spend about EUR 700-800 million and provide 

additional employment to about 20 000 of rural population. It is 

prognosticated that the amount of rest-makers in the Austrian farms will 

grow up to 30 000 by 2015 compared with 8 000 in 2006-2012 [5, pp.32-

33]. 
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Agro-tourism cannot be called extremely profitable business – this is 

a method to reduce social tension in rural locality by forming new 

alternative work places, giving a chance to rural population to provide 

worthy life for their own selves, and in poorly-developed countries – to 

reduce the level of poverty. Along with this, it is an efficient form of the 

tourist activities with clearly expressed socio-economic and cultural-

philosophical effect, meeting the demands of a client with average income 

and considering specificities of mode of his life, his psychological, cultural, 

spiritual demands and values. 

Kakheti is one of the regions of Georgia, in which agro-tourism has 

great potentials and prospects for development. 

Industry of tourism in Kakheti is comparatively young, but 

developing branch of economy. Despite great natural-recreation potential, 

the rates of its growth are not high enough. Comparatively low 

attractiveness of the region for foreign tourists is connected with weak 

development of tourist infrastructure,   non-correspondence of prices with 

the quality of services, insufficient information on recreational potentials 

and sights of the region. The region is most perspective for development of 

different forms of tourism and it is characterized by complicated and 

picturesque reliefs, a great amount of lakes, rivers, caves, varied vegetation, 

historical and natural monuments. Moderate-continental climate; numerous 

springs of water and therapeutic mud; Kakhetian wine and grapes – all this 

favors development of different kinds of tourism.  

Today many rest-makers try to observe the world, and strive to 

primordial nature, peculiar culture of different peoples, and as a rule, present 

high demands to quality and level of services. Kakheti in this regard is a 

very attractive region, because it preserves centuries-old traditions and 

culture of the Georgian people, local mode of life, which is a good basis, 

first of all, for development of rural tourism. 

Some tens of agro-tourist facilities function now in the region of 

Kakheti. We studied five most well-known of them, located in Telavi and 

Sighnaghi regions, the essential source of income of which (35% and over) 

is delivering services to tourists. They conduct agro-tourist activities within 

the subsidiary and peasant-farm households. Wealth, varied and relative 

virginity of the nature, beautiful natural and anthropogenic landscapes,  

quiet, moderate life of a Kakhetian village, ecologically clean food products, 

grapes and fruit, fine conditions of accommodation in single guest rooms 



Agritourism as strategic diversification of rural business of Georgia 

 119 

and houses, and also history and legends of Kakheti form unique 

combination of local tourist-recreational resources. 

All the facilities have a packet of tourist services, which involves 

standard (accommodation, meals, guide for visiting the sights, bath), and 

additional types of services (excursions in the Sighnaghi state reserve, 

Vashlovani national park, wine tours, visit to historical and natural 

monuments, organization of hunting and fishing, etc). The facilities can 

receive simultaneously up to 50 visitors. Tourists are offered cozy, big 

houses, healthy home meals, entertainment measures (horse-rides, barbecue 

on the nature, etc) – all that is required for fine rest and for psychological 

comfort. Some facilities have their own bee-houses and can offer honey and 

products of beekeeping (propolis, royal jelly). 

Received income is mostly re-invested into development of 

households and expansion in spectrum of delivered services. Among the 

rest-makers are tourists from Japan, the USA, Denmark, Germany, Poland 

and Slovenia. 

In the opinion of owners of all studied tourist facilities, agro-tourism 

brings good income but, unfortunately, the flow of tourists is not permanent, 

is of seasonal character and is limited with the summer period, though there 

are all the potentials for the year-round reception of visitors. The owners of 

the present tourist facilities suggest quite a wide spectrum of services with 

minimum negative influence on the nature. All of them established close 

cooperation with the local tourist-excursion company “Kakhetian 

information center”, which advertizes their services and delivers to them 

organizational, informational and consulting support. 

To reveal the potential demand on such specific service, as agro-

tourism, and to determine agro-tourist potential of rural locality the 

sociological study was conducted in the region. On the basis of conducted 

sociological questioning and interviews, it became clear that 50%, i.e. 

almost half of the interviewed are aware of such kind of rest as the rural 

tourism, 25% are unaware, and the same amount – 25% do not know much 

about it. On the question “Would you like to have your rest in the rural 

locality?” 64% of the interviewed answered positively, 16% - negatively, 

the rest failed to give any answer. From those citizens, who would like to 

have rest in the rural places and are ready to go there for a week, are 45%, 

for days-off – 32%, for a month – 1%, for an indefinite period of time – 

10%, and 12% failed to give an answer. Choosing rest in a village, urban 
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citizens would like to get such services as accommodation (28%), night 

lodging (11%), excursions (16%), hunting (8%), gathering of fruits and 

grapes (12%), fishing (7%), meals (15%), and other services (3%). The rural 

tourism for the city residents is associated with clean air, silence and natural 

food products (36%), having new impressions and information (18%), 

emotions of closeness and relation with the nature (18%), tranquility and 

measured rural life (12%). Having a rest in the village, city dwellers are 

ready to spend about GEL 50 per day per person, from GEL 50 to 100 

(25%), over GEL 100 (14%), failed to give definite answer (26%). Among 

all the village dwellers, who answered the questions, 14% are satisfied with 

their incomes, 39% are satisfied, but want to increase it, 47% are not 

satisfied at all. Majority of the questioned rural families (72%) expressed 

readiness and wish to receive tourists for some time, from this amount 48% 

agree to receive tourists only in summer, 15% - only in winter, 15% - all the 

year round, 18% failed to give answer. Among them 29% of village 

dwellers can receive rest-makers for an indefinite period of time, 19% - for a 

week, 27% - for only days-off, 11% - for a month. Almost half of the 

questioned villagers (54%) can receive simultaneously only one urban 

family, 10% - two-three families, 3% - four and more families. 35% of the 

questioned village dwellers have quite good housing and living conditions 

that enables them to be engaged in the agro-tourism, 40% need to improve 

their conditions, 11% recognized complete absence of the conditions 

required to receive rest-makers, 14% failed to answer. Readiness to receive 

parents with children was expressed by 39% of the villagers, only adults – 

19%, youth – 11%, children – 3%. For 28% of villagers contingent of rest-

makers has no importance. Those wishing to deliver agro-tourist services 

are ready to offer their future clients the following set of services: 

accommodation (76%), night lodging (65%), meals (64%), fishing (58%), 

gathering of fruits and grapes (63%), participation in wine-making (55%), 

excursions around local sights (46%), hunting (14%) and something 

exclusive (6%). Almost all the respondents proved possession of unique 

objects of the nature (valleys, water reservoirs, caves, etc).     

Thus, potential demand on the present variety of tourism, existence 

of unique natural-recreation resources, terms for tourists’ accommodation, 

interest and wish of the rural families to organize agro-tourist facilities, form 

the basic conditions and prerequisites for development of tourist business in 

the rural locality of Kakheti. 
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Meanwhile, an essential obstacle for intensive development of agro-

tourism in the region is absence of institutions for providing normative-

legal, informational-consulting and financial-economic base of this kind of 

business, 

At present both at the state and regional and local level practically no 

legislative and normative acts are elaborated, which can regulate separate 

aspects of agro-tourist business. In the Tourism Development Conception of 

Georgia up to 2020, the priority directions of agro-tourism are determined 

that enable small business subjects working in this sphere to use definite 

preferences, among them taxation as well. The state program of agro-

tourism development should be adopted. It should reflect concrete measures 

for formation of material-technical, institutional (legal, social) base of rural 

tourism development, mechanisms (organizational, economic, and financial) 

of its support from the state and local bodies of power, and also other 

prerequisites and terms intended to form favorable climate for potential 

subjects of agro-tourist business. 

Special place in formation and development of the rural tourism 

should belong to infrastructure of support to the agro-tourism, which, in our 

opinion, is an aggregate of state, municipal, public and commercial 

establishments, the functional obligations of which are: organization of 

regulation of the activities of the subjects of agro-tourist activity. Financial-

credit and investment provision (among them, possible sources of their 

receiving, methods of accumulation and direction of their efficient use on 

the basis of existing and newly created credit structures); organizational-

consulting and advertizing- informational provision for promotion to the 

rural tourism; formation of the database of agro-tourist facilities; 

development of the rural infrastructure (roads, upgrading and development 

of territories, etc) is of great importance. 

 

3. Conclusions 

Natural-geographic and traditional-historical peculiarities of Georgia 

form good perspective for development of the agro-tourism. From this 

viewpoint should be mentioned Kakheti region, which has its remarkable 

specialization – wine-making and fruit production. The Kakhetian wine is 

prepared by non-traditional technology, differs by its taste features, which 

promoted development of wine-tours in this region. This, along with the 

traditional Georgian cuisine, is attractive for foreign tourists. Despite 
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important achievements in this field, development of the agro-tourism faces 

problems, which are expressed in high cost of credit resources, which 

impedes financing of the sphere; the issue of cheap, target crediting of the 

agro-tourism is not settled; improvement of the regional infrastructure is 

important; the conception of advertizing services of the sphere should be 

developed. Despite these problems the results of agro-tourism development, 

its potential existing in Georgia, witnesses that it plays an important role in 

economic development of the rural population and on overcoming the 

problem of unemployment.  
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Abstract 

The extensive character and fragmentation of Polish agriculture contributed to 

maintaining high quality natural environment in many parts of Poland. The biological 

diversity in rural areas offers great opportunities as regards creating a competitive tourist 

offer, not only for accommodation providers, but also for entities specialized in tourism 

services. The paper is a review of rural tourism offers advertised on the Internet with 

reference to six Polish voivodeships. The results point to considerable differences in using 
biodiversity in these offers, due to several factors. The authors identified eleven types of 

attractions related to biodiversity.  

Key words: biodiversity, Polish rural areas, rural tourism, rural tourism 

associations 

JEL: Q26 

 

1. Introduction 

Rural areas are perfect places to observe numerous species of plants 

and animals, or create educational paths, tourist trails or other interactive 

forms of natural heritage interpretation, due to their particular character, and 

the fact that they contain valuable natural areas and arable fields cut with 

balks and picturesque groups of trees or mid-field ponds,. Farms (especially 

of the small, family type) which introduce species and varieties of plants 

that used to be grown in the past, as well as native breeds of animals are 

another, equally important way of using biodiversity for creating an original 

tourist offer. Considering the fact that the concept of nature tourism 

(including ecotourism) is becoming increasingly popular, biodiversity is 

gaining particular significance [11, p. 334]. 

However, in order to use biodiversity in a competent way, service 

providers need to be familiar with biological sciences, aware of the natural 
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assets of their living environment, as well as to know well the basic 

assumptions of promotion. Apart from realizing what is valuable in the local 

environment, they should also know how to sell this treasure to tourists. A 

particularly desirable move here would be to join an agritourism association 

with certain marketing experience. 

What is biodiversity ? In The Convention on Biological Diversity, 

drawn up on 5
th
 June 1992 in Rio de Janeiro, it was defined as “the 

variability among living organisms from all sources, including inter alia, 

terrestrial, marine and other aquatic ecosystems and the ecological 

complexes of which they are part” (Dz.U. / Journal of Laws 2002, No 184, 

item 1532). Naturally, nowadays most people are aware that we should not 

only protect, but also care for nature and help it to survive. Can nature be 

aided through tourism ? It seems so, but it should be remembered that 

human migrations for pleasure also cause serious damage to ecosystems, 

and this is in fact this negative aspect that the contemporary discussion 

concerning the relation between biodiversity and tourism is focused on [3, 

pp. 746-748]. 

However, as the offers of Polish agritourist farms include 

information regarding biodiversity, it can be assumed that it brings the 

accommodation providers measurable benefits – at least in the form of 

questions from potential or actual clients [this problem in Poland deserves 

thorough examination; it has been confirmed internationally [8, p. 1344]. It 

must be stressed that due to the leakage effect, the economic benefits are not 

as large as it could be expected; it is estimated that e.g. in Costa Rica only 

37% of the money spent by tourists remain in the country [4, p. 48]. This is 

of course a shocking result, but for the local communities it still is 

profitable… Research has confirmed this phenomenon all over the world, 

especially in the developing countries, e.g. in Namibia [1, pp. 8-9], Nepal, 

China [7, p. 1374], Uganda [13, p. 221], Samoa [10, p. 193], or Costa Rica, 

mentioned earlier [4, p. 13]. Similar observations were made by researchers 

in some European countries, e.g. by M. Mayer, M. Müller, M. Woltering, J. 

Arnegger, H. Job [6, p. 73] in Germany, or P. Kaupila and T.P. Karjalainen 

[5, p. 3]. in Finland. Thus, such a situation seems very likely to be 

happening in Poland as well, which is indirectly proved by agritourist offers, 

where accommodation providers advertise their facilities through the 

biodiversity of both - natural areas and their own farms, fields and forests. 
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2. Organizations involved in the popularization of biodiversity in 

Poland 

Currently, numerous organizations, especially associations, are 

popularizing biodiversity in Poland. They differ in experience and range of 

activity. Most of them establish direct, permanent contact with local 

communities by organizing various meetings, workshops and events which 

encourage people to get involved in creating an environment-friendly tourist 

image of the area. 

An organization which is particularly worth mentioning is the Social 

Ecological Institute, founded in 1990. It launched a number of projects 

inspiring farmers to implement biodiversity on their farms by introducing 

old varieties of fruit trees, domesticated plants or native breeds of animals. 

A particularly valuable project, conducted in 2004-2006 and entitled 

“Wirydarz polski” (“Polish monastery garden”), encouraged farmers to set 

up and cultivate traditional rural gardens next to their houses. 

Another program, entitled “A model ecotourism network between 

the Bug and the Narew Rivers”, is to promote rural tourism of high 

ecological standards
3
. It is based on the assumptions of the Polish 

Ecotourism Certificate. The service providers applying for the certificate are 

assessed on the basis of different criteria, such as the presence of natural 

components in the offer, the providers’ knowledge of local natural resources 

and the rules of their exploitation. 

Another organization popularizing biodiversity is the Partnership for 

Environment Fund, operating since the 1990s. Its numerous interesting 

projects include “Greenways”
4
. The category that particularly encourages 

the promotion of the natural heritage of rural areas is the local trails. Their 

elements, such as eco-museums, eco-schools or quests, make it possible to 

run environmental education programs for both, the inhabitants and tourists. 

Let us mention one more organization, which encourages 

accommodation suppliers to use biodiversity in creating the recreational 

offer in rural areas – it is the European Centre of Ecological Agriculture and 

Tourism in Poland (ECEAT), established in 1993. “Education on ecological 

farms”, “ECEAT accommodation providers and nature protection”, or 

“Ecological tourism on farms” are only a few examples of projects showing 
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how to use the biodiversity of the surroundings and the farmstead in order to 

raise the competitiveness of the tourist offer of rural areas. 

Similar objectives are realized by the Naturalists’ Club
5
. At the 

Local Station in Owczary, a special weed garden, as well as a nursery 

garden with old varieties of fruit trees (you can purchase them there) were 

set up, and regular workshops were organized, entitled “Meetings with the 

Meadow”, during which it was possible to observe the Polish Heath Sheep 

(wrzosówka sheep) grazing, help to grow old varieties of cereals or learn 

how to control expansive xerothermic grasslands. 

It should be stressed that the number of local associations, social 

groups of different profiles, e.g. Czysta Nekla/Clean Nekla, which 

appreciate the value of biodiversity in their environment, is growing. To 

demonstrate this, they organize various events for the local inhabitants (bike 

rides, photography competitions, plein-air painting workshops, etc.) in order 

to encourage them to care more for the natural heritage. 

 

3. Research methods 

The authors were interested in the practical application of 

biodiversity and attempted to verify how much it is used by service 

providers for constructing the recreational offering in rural areas. In order to 

do this, they randomly chose six out of sixteen voivodeships - podlaskie, 

podkarpackie, dolnośląskie (Lower Silesia), świętokrzyskie, wielkopolskie 

and zachodniopomorskie (West Pomerania), next they found 32 agritourism 

associations operating in these voivodeships (cooperating with agriculture 

consultancy centres and possessing current websites, allowing them to 

promote their tourist offer), as well as analysed 845 offerings of rural 

tourism facilities belonging to these associations, which had placed their 

advertisements on the Internet. 

It should be noticed that the number of accommodation providers 

associations does not reflect the number of agritourist facilities – some of 

these organizations cover the area of a single gmina, others – of the whole 

voivodeship. Moreover, there is no obligation to belong to any kind of 

association. 

Taking into account the data acquisition method, and especially the 

size of the samples qualified for the study, it can be stated that the research 
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was mostly qualitative, as the authors mainly focused on the attitudes to the 

spatial phenomena and processes [12]. 

The analysis included all the offers placed on the associations’ 

websites. In addition, the information presented in the windows of the farm 

houses (if displayed) was verified. The presence of the offer on the Internet 

was treated as the most important, due to the fact that it is currently the main 

information medium for the contemporary tourist. 

Making these research assumptions enabled the authors to answer 

the following questions: 

▪ Is biodiversity used in creating a tourist offer and if so – to what 

extent ? 

▪ What attractions are offered by the service provider to the tourist? 

▪ What way of using biodiversity is predominant in the offer 

(directly related to the farmstead or based on the natural assets of the 

surrounding area) ? 

 

4. Research results 

The authors were not surprised by the fact that biodiversity was used 

for promoting agritourist facilities on the Internet, but they were amazed by 

the huge difference between the values – from 55% of agritourism supply in 

Podkarpacie to … 3.5% in the West-Pomeranian voivodeship (Table 1)! 

Partly, it may be explained by the special character of the latter – people are 

mostly attracted there by the closeness of the Baltic Sea. For them, the sea is 

the core of the product and all the accompanying elements are really of no 

importance; tourists will travel there anyway, regardless of whether they 

will find elements of extended product or not. In addition, the West-

Pomeranian voivodeship is the second worst protected voivodeship in 

Poland (only about 21% of its area) as regards nature preservation (after the 

Lower Silesian voivodeship). In Lower Silesia very few accommodation 

providers make use of biodiversity to promote their tourist facilities. 

It may be shocking that in Podlasie only about 20% of agritourist 

offers refer to biodiversity, considering the fact that the region lies in the 

very centre of the Green Lungs of Poland, with four national parks covering 

the largest percentage of area among all the voivodeships considered, 

including the Białowieski and Biebrzański National Parks, well-known 

across Europe. 
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On the other hand, these facts may be the explanation of the existing 

situation – perhaps the presence of natural elements is so obvious for the 

inhabitants of Podlasie that they do not think it necessary to mention them to 

tourists. A similar phenomenon (though of an even lower value – only about 

10%) is observed in the świętokrzyskie voivodeship – the most protected 

one in Poland, with nearly 65% of areas under protection [9, pp. 282-311].  
Table 1. Using biodiversity in the tourist offer of the rural areas of selected 

voivodeships 

Voivodeship 
No. of 

offers 

No. of offers 

with 

biodiversity 

Character of biodiversity included in the offer 

Podlaskie 211 42 ▪ guided trips around the protected area; 
▪ direct contact with various species of farm 
animals; 

▪ learning to recognize and picking herbs; 
▪ orchards with traditional varieties of trees – 
possibility to taste fruit and prepare fruit 
preserves; 

Podkarpackie 217 120 ▪ direct contact with various species of animals; 
▪ guided trips around the protected area; 
▪ learning to recognize and picking herbs; 
▪ educational activities for children and youth; 

Wielkopolskie 102 38 ▪ direct contact with various species of animals; 
▪ educational activities for children and youth; 
▪ learning to recognize and picking herbs; 

Dolnośląskie 
 

155 9 ▪ direct contact with various species of farm 
animals; 
▪ native breeds; 
▪ guided trips around the protected area; 

▪ a walking-educational path around the farm; 
▪ contact with exotic species of animals; 
▪ orchards with traditional varieties of trees – 
possibility to taste fruit and prepare fruit 
preserves; 
▪ mini-zoo; 

Świętokrzyskie 103 14 ▪ recognizing and picking herbs; 

▪ field work; 
▪ native breeds; 
▪ direct contact with various species of farm 
animals; 
▪ guided trips around the protected area; 
▪ growing different (rare) varieties; 
▪ orchards with traditional varieties of trees – 
possibility to taste fruit and prepare fruit 

preserves; 
▪ educational activities for children and youth; 
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▪ photo-safari with a guide; 

Zachodnio-
pomorskie 

57 2 ▪ mini-zoo; 
▪ photo-safari with a guide. 

  Source: Based on authors’ research (2014) 

In the analysis of agritourist offers, the authors identified eleven 

biodiversity-related activities offered to tourists. Some of them are 

controversial. The basic criteria included contact with nature on the one 

hand (flora, fauna or ecosystem) and the accommodation providers’ 

involvement on the other. In many cases, they mentioned the nearby 

protected areas, the abundance of species, the animals they were breeding, 

etc., but these elements would have existed even if the facility had not been 

an agritourist farm. Only after the rules of natural heritage interpretation had 

been applied, i.e. the ways of communicating and presenting biodiversity 

concepts which matched the tourists’ needs [11, p. 27], a given facility 

could be included among those which used nature for the creation of a 

tourist offer. 

As regards specific examples of recreational offerings based on 

biodiversity, the eleven activities identified by the authors may be divided 

into two basic groups – activities depending in a sense on the farm itself 

(those are in great majority) and activities done in connection with wild 

nature. In some cases, the hosts offer both kinds of activities. Most facilities 

are promoted through only one biodiversity-related attraction, which is 

usually the contact with farm animals. The exception here is the 

świętokrzyskie voivodeship, where the most popular was working in the 

field, available only in this region. 

Generally speaking, the widest range of biodiversity elements in 

rural tourism offerings is found in the świętokrzyskie voivodeship. The 

authors identified there nine different ways of spending one’s leisure time 

(out of 11), including two unique ones – apart from the field works 

mentioned earlier, tourists can also participate in growing rare or traditional 

varieties or even species of plants (in this case they were vineyards and 

spelt). This gives them an opportunity to gain more knowledge, taste new 

dishes, but maybe also introduce new yet old plants to their diets and 

gardens. As a result, genetic resources survive. Tourism is usually criticized 

for its negative impact on flora (e.g. [10, p. 791], [16, p. 173], [2, pp. 12-

17]), but as we can see, it can also bring positive effects. Some animal 

species are becoming more popular, such as hucul ponies and traditional 

Polish hen breeds. 
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Accommodation providers quite frequently invited tourists to learn 

to recognize and pick herbs – this option appeared in four voivodeships. We 

should mention here a special tourist product from the małopolskie 

voivodeship, i.e. the project entitled “Herb-scented Małopolska 

Countryside”, which has won many awards and contributed to the 

popularization of using herbs both in the culinary art and in medicine. 

Activity involving biodiversity in the Lower Silesia voivodeship is 

also worth mentioning. At one of the farms, the hosts created a special 

walking – educational path called “The Forest and the Meadow”; the idea 

put into life at The Hospitable Farm was very popular, but at the same time 

difficult to introduce by a single person, especially that they did not receive 

the support of other institutions or farms.  

 

5. Examples of using biodiversity in creating specific agritourist offers 

The authors wish to present several interesting examples of offers 

based on biodiversity. The Under the Lime-tree
6
 farm has a very rich tourist 

offer, focused on discovering the local heritage. We should pay particular 

attention to the educational herb garden, where you can learn to recognize 

40 herb species and take part in workshops devoted to using herbs as spices, 

medicines, cosmetics, as well as decorative elements (making compositions 

from fresh and dried flowers, herbs and cereals). 

The farm, specializing in plant production, runs educational activity 

for both, individuals and groups (mainly children and youth). During 

classes, the participants may not only learn the secrets of growing herbs, 

taste different products made from them, but also sit around the bonfire and 

taste various unusual delicacies (e.g. bread dipped in dandelion syrup, 

flower lemonade or acacia drink)
7
. 

Biodiversity is used for educational purposes also by the owners of 

The Kids Farm in the wielkopolskie voivodeship
8
, who grow potatoes, 

cereals, and rape. A unique attraction of this place is the Enchanted Garden, 

where you can find dozens of birds (representing different species), goats, 

rabbits and pot-bellied pigs. Another advantage is that children at the 

kindergarten and school age can take part in educational classes and 

                                                
6 www.podlipa.lezajsk.pl, 28.06.2014 
7 http://agro112.nazwa.pl/zagroda2/Programy/podkarpackie/pod%20lipa/03_ziola.pdf, 

28.06.2014 
8 http://www.kidsfarm.pl, 28.06.2014 
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programs, such as “I am a farmer”. It teaches children about growing 

vegetables and herbs and encourages them to eat food made in traditional 

ways. Another interesting program, “We respect animals”, aimed at 

kindergarten children, makes them familiar with farm animals, teaches them 

responsibility and respect for different representatives of fauna. 

The biodiversity of the surrounding environment was used in the 

tourist offer of the Podlasie agritourist farm called The Białowieska 

Clearing (Białowieska Polana)
9
. The hostess is a member of an 

ornithological association, so she offers to teach her guests how to recognize 

the species of birds living in the area. The fact that the house is situated in 

the forest makes it easier to observe not only birds, but also mammals, e.g. 

during the rut period. Wandering together is easier thanks to the nearby 

tourist trails and an educational path. The undergrowth fruits and the local 

herbs are used for preparing meals for the guests. Tourists are attracted to 

The Białowieska Clearing by the very description of the place, its 

exceptional location and the natural assets of the surrounding area. 

 

6. Conclusions 

The analysis of the available offers allowed the authors to make a 

number of observations. First of all, they noticed the different approaches to 

using biodiversity in creating the tourist offer of the rural areas in the 

studied voivodeships, which is certainly a consequence of various factors, 

mentioned above. 

Here are the major conclusions: 

1) Biodiversity was most exposed in the podkarpackie voivodeship. 

The environmental biodiversity of the farm’s vicinity was particularly 

strongly promoted. Many service providers offer their guests guiding 

services in the surrounding natural area (the trips they offer are walking, 

cycling or horse-riding excursions); the variety of farm animals is also the 

widest here, in comparison to the other voivodeships. 

2) As regards the approach to biodiversity included in the tourist 

offer, the largest variety can be observed in the świętokrzyskie voivodeship. 

The region does not display any particularly interesting features, which is 

perhaps why accommodation providers rely on their unquestionable asset, 

which is the largest percentage of protected areas in Poland. The hosts are 

aware that a seemingly banal thing like the possibility to work in the field is 

                                                
9 http://www.agrobialowieza.pl/bialowieskapolana, 28.06.2014 
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probably something new and attractive for city dwellers. This may result 

from the very intensive training program run by the regional Agricultural 

Consultancy Centre. Moreover, one of the associations was the first 

beneficiary of EU programs promoting the development of rural areas 

through rural tourism. 

3) The authors of the wielkopolskie voivodeship agritourist offers 

put an emphasis on exposing the biodiversity of a farm, which is practically 

limited to contact with farm animals. An advantage is certainly the large 

number of educational activities organized for school and kindergarten 

groups. 

4) Due to its highly attractive location on the Baltic Sea, the West 

Pomeranian voivodeship does not invest in attractions related to 

biodiversity; guests will be coming here regardless of the offer – the main 

thing that counts is the closeness of the sea. 

5) The greatest variety as regards biodiversity outside the farm can 

be observed in the podlaskie voivodeship. The natural assets of the farms’ 

location are appreciated with reference to the facilities situated in the 

Białowieska Forest. Service providers offer tourists tours of the forest and 

an opportunity to observe certain fauna species. The concentration of 

cultural assets (e.g. in The Country of the Open Shutters) helps to expose 

biodiversity connected with a functioning farm. What is interesting, many 

service providers do not make use of the natural potential of the protected 

areas in their local environment. A well known example is the Rospuda 

Valley. 

6) A characteristic feature of the Lower Silesia voivodeship is the 

extensive use of native animal breeds in online tourism promotion. 

The results of this survey encouraged the authors to continue it in 

other voivodeships; perhaps the analysis should include all the facilities, not 

only those promoted on the Internet. 

In order to prevent the extinction of species, various forms of nature 

protection are invented, but as it turns out, it is not only them that can 

contribute to preserving biodiversity. We must not forget about the people, 

sometimes living in a considerably transformed environment – a farm, who 

have an influence on this process. One of their activities is creating a tourist 

offer based on nature. On the one hand, they (and through them – also the 

whole local community) should care for keeping the environment 
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unchanged, and on the other – they encourage such an attitude in their 

guests. 
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Abstract 

Agritourism is a fast developing form of tourism in the countryside, as regards 

both demand and supply, due to the fact that rural areas offer particularly attractive 

nature, landscapes and culture. They not only perform a settlement function, but also 

function as a tourist destination. What is more, they are a reservoir of natural assets, such 

as clean natural environment, varied landscape and unique culture. The rural areas are 

where people can realize almost all aspects of social and economic life. This paper is an 

attempt to evaluate the realization of the sustainable development conception in 
Wielkopolskie Voivodeship in 2013, as well as to establish whether there is a correlation 

between the level of sustainable development and the development of agritourism. The 

study included 207 gminas, for which the total of 21 diagnostic variables obtained from the 

Local Data Bank were used. The study showed that there is a statistically significant 

positive correlation between the level of sustainable development and the development of 

agritourism. A particularly significant correlation occurred in the environmental 

dimension.  

Key words: agritourism, sustainable development, sustainable tourism, 

Wielkopolska 

JEL: L83, Q01, Q12, Q56 

 

1. Introduction 

At the turn of the 1960s and 1970s, the degradation of natural 

environment became a global phenomenon, which resulted in a number of 

ideas how to change the current model of socio-economic development [15, 

p. 7]. A plausible solution was the sustainable development conception. The 

term refers to the idea defined in a UN report entitled “Our Common 

Future” from 1987 [9, p. 15; 12, p. 76], as “development that meets the 
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needs of the present without compromising the ability of future generations 

to meet their own needs” [14, p. 24; 21 p. 71]. This development is “based 

on rational and effective exploitation of available resources and 

technologies as well as minimizing the unfavourable human influence on the 

natural environment, satisfying at the same time the social, economic and 

ecological needs of contemporary and future generations” [8, p. 35]. The 

idea of sustainable development consists in equal treatment of natural, 

economic and social phenomena, which is to lead to permanent prosperity of 

the present and future generations [13, p. 376]. When taking any action, it 

should be remembered that the society, economy and natural environment 

form a system which should be treated integrally, because eliminating one 

component stops the functioning of the other two [15, p. 11]. 

This paper aims to capture an attempt to evaluate the realization of 

the sustainable development conception in Wielkopolska region in 2013, as 

well as to establish whether there is a correlation between the level of 

sustainable development and the development of agritourism. 

 

2. Concept of sustainable development 

Nowadays the rules of sustainable development are spread within 

various areas of life. The meaning of this idea confirms many acts, visions 

of development contained in strategic documents of EU, for instance in 

Europe strategy 2020, which indicates that this development is one of the 

priorities of European community.  

Therefore it is a complex idea and embraces all areas of human 

activity. Its aim is to increase the quality of life of both the present and the 

future generations, and at the same time maintain the Earth’s capability to 

preserve life in all its varied forms. Economy plays a major role in this 

conception. Its strength lies in education, innovativeness, social and 

territorial integrity and the protection of human life and natural environment 

[5, p. 112, 24, p. 3]. The traditional model of sustainable development 

assumes simultaneous realization of economic, social and environmental 

goals. Maintaining harmony among the three dimensions of well-being: 

economic, social and environmental, requires a holistic and comprehensive 

approach, consolidating all these aspects. 
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2.1. Measurment of sustainable development 

Sustainable development indicators are the basic tool used to 

monitor the implementation of this conception in a measurable way [1, p. 

89]. According to Moreno Pires, Fidélis, Ramos [11, p. 6], sustainable 

development indicators are often ignored or manipulated and due to 

insufficient financing they are seriously limited, e.g. as regards data 

usability Moreover, they are criticized for attempting to measure the 

complexity of social and natural life through systems of quantitative and 

limited indicators, but mainly for being ineffective as regards observing 

trends and changes, and then taking decisions and actions based on them.  

In other words, correctly established and applied sustainable 

development indicators are an effective tool for identifying and evaluating 

optimal directions of activity and supporting decision taking processes [10, 

647]. It is worth pointing out that in Poland there are two systems of 

indicative measurement, combining the measurement of the progress in 

realizing a new development paradigm with monitoring the superior 

objective of this development – an improvement of the quality of life. The 

first system functions within the framework of a European program called 

Urban Audit, while the other one is an original Polish idea of indicative 

monitoring performed as a part of the Local Government Analysis System 

(Polish: System Analiz Samorządowych SAS) by the Polish Cities Union 

[more 21, p. 221].  

Furthermore, the set of sustainable development indicators currently 

used in the European Union consists of ten theme areas, reflecting seven 

challenges of the Sustainable Development Strategy: socio-economic 

development, sustainable production and consumption, social inclusion, 

demographic changes, public health, climatic changes and energy, 

sustainable transport, natural resources, global partnership, good 

management [20, 8]. 

This shows that the themes are gradually evolving from economic, 

through social and environmental, to institutional ones, concerning global 

partnership. Indicators adopted in specific conditions should make it easier 

for the authorities and inhabitants of a given area to assess the degree of 

sustainable development implementation, present the rate of this 

implementation and the existing problems, encourage people to become 

more involved in sustainable development, verify current policies and 
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earlier development objectives as well as the strategies of achieving them 

[21, p. 221]. 

The key function of the indicators is a measurable presentation of the 

extent to which the rules and goals set in the sustainable development 

strategy have been realized. They will make it possible to develop a 

statistical picture of the country as regards implementing a new 

development paradigm [20, p. 15]. Therefore, monitoring the changes in the 

environment, society and economy with the help of suitable indicators is of 

key importance when it comes to searching for solutions improving the 

quality of life and natural environment as well as increasing the economic 

growth. 

 

2.2. Sustainable development of tourism 

Tourism is well suited to become a stimulus for the sustainable 

development of a region, because it is a sector of economy closely 

connected with the natural and cultural environment. The first important 

steps were made during the Earth Summit in Rio de Janeiro in 1992 [22, p. 

36], as the Rio Declaration on Environment and Development contained a 

number of rules by which this sector of economy should be guided [4, p. 

12]. 

The range of the term “sustainable tourism” is best presented in the 

definition formulated in the Charter for Sustainable Tourism, developed at 

the World Conference on Sustainable Tourism in April 1995. Article 1 of 

the charter states that “Tourism Development shall be based on criteria of 

sustainability, which means that it must be ecologically bearable in the long 

term, as well as economically viable, and ethically and socially equitable for 

local communities” [23]. What is important in this conception is to achieve 

balance between the needs of tourists, natural environment and local 

communities [6, p. 370]. However, its essence is a wide-ranging cooperation 

of all parties interested in tourism development at different levels: local, 

regional, national and international.  

According to UNWTO [16, p. 17], sustainable tourism should not be 

treated as a separate component of tourism, but more as “tourism that takes 

full account of its current and future economic, social and environmental 

impacts, addressing the needs of visitors, the industry, the environment and 

host communities”. Therefore, it should be strongly stressed that sustainable 
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tourism is not a separate or special form of tourism. Generally, all forms of 

tourism should strive at being sustainable, including “mass tourism” [16].  

Sustainable tourism development involves first of all establishing an 

acceptable scale of tourist traffic that would not cause any changes in the 

environment, which is particularly important for the quality of life in the 

future [7, p. 27]. Thus, the aim of sustainable tourism development is to 

prevent negative human influence on the natural environment, as well as to 

minimize the changes in the functioning of the communities visited by 

tourists. More detailed objectives of UNWTO and UNEP concern the 

following areas: economic viability, local prosperity, employment quality, 

social equity, visitor fulfillment, local control, community wellbeing, 

cultural richness, physical integrity, biological diversity, resource efficiency, 

environmental purity [16, p. 18]. 

A type of tourism which complies with the rules of sustainable 

tourism is agritourism, which by definition excludes heavy tourist traffic 

and does not exert excessive pressure on the natural and cultural 

environment. This form of recreation involves providing tourist services by 

a farmer family on the premises of a functioning farm, situated in a rural 

area. The natural assets of a given area are the basis for developing this 

activity. As shown by the studies conducted by Uglis and Jęczmyk [18, 

p. 346], agritourism is both a chance for the economic revival of rural areas 

and a form of propagating ecological thinking and respect for natural 

environment. It makes it possible to prevent considerable changes in the 

natural environment and in the functioning of the local communities 

inhabiting rural areas visited by tourists.  

Agritourism business is usually conducted on a small scale, takes 

place in the country and is based on the local natural, cultural and other 

resources. In Poland, running this kind of economic activity has been 

facilitated in many ways, which encourages farmers to undertake it. For 

instance, a farmer family running agritourism activities let rooms or 

camping space to tourists, provide them with meals or other services, such 

as tourist equipment rental. This services does not have to be registered as 

an economic activity [19, p. 278]. However, a farmer who is running it is 

obliged to enter it formally on the list of establishments providing lodging 

services, kept by the official responsible for the area. What is more, 

additional income obtained from renting rooms and providing board to 
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agritourists is exempt from income tax if the number of rented rooms does 

not exceed five [2, p. 289]. 

 

3. The development of agritourism in Wielkopolska region 
Agritourism is not a new phenomenon in Wielkopolskie 

Voivodeship, also known as Great Poland. It has been developing 

dynamically for over the last two decades. It should be stressed that going to 

the Wielkopolska countryside has a long tradition, but in the early times it 

was not called agritourism. For instance, in the 1960s and 1970s, the time 

spent in the country was figuratively called “holidays under a pear tree” 

(Polish: wczasy pod gruszą). Wielkopolska region has favourable conditions 

for the development of this form of tourism. It includes two national parks 

(Wielkopolski National Park and a fragment of Drawieński National Park), 

13 landscape parks, 98 nature reserves, 76 Natura 2000 areas, as well as 

numerous protected sites [17, p. 77]. It must be added that there are about 

800 lakes in the voivodeship.  

According to the study conducted by the Wielkopolski Agricultural 

Advisory Centre in Poznań, there are 738 farms in the voivodeship which 

offer agritourism activities and 9094 accommodation places (Figure 1).  
Figure 1. Number of agritourism providers and bed places 
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Source: Authors’ elaboration based on data from Wielkopolska Agricultural Advisory 

Centre in Poznań. 

In 2010, it was 500 farms and 5100 places, which means that 

agritourism in Wielkopolskie Voivodeship is likely to grow. It is worth 
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pointing out that in 49 (23.7%) gminas there are no working farms with 

agritourism activity at all. 

Let us quote the results of the study conducted by Jęczmyk et al. [3] 

in Wielkopolskie Voivodeship, which point to the economic benefits gained 

from the development of agritourism. It gives the farmers additional income 

(28.4% of the total income, on average). Moreover, agritourism 

development leads to the diversification of the economy of rural areas, 

generates new jobs outside agriculture and contributes to the protection of 

the natural and cultural environment. 

 

4. Methods and materials 

The aim of the study was to analyse the realization of the sustainable 

development conception in Wielkopolskie Voivodeship. The evaluation of 

the level of sustainable development was based on a multidimensional 

comparative analysis, which served the purpose of creating a ranking of 

gminas, based on a generalized measure of sustainable development. The 

choice of indicators was based on a literature overview and available 

statistical data. Statistical analyses were conducted with the use of 

STATISTICA 12PL program.  

As shown above, the measurement of the development level is a very 

complex issue. It requires using many indicators and measures referring to 

the three orders: economic, environmental and social. To measure 

sustainable development, a sustainable development indicator (SDi) was 

constructed, which is a sum of normalized values of partial indicators. 
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where: 

z’ij – normalized value of j exponent in i object 

n – number of objects 

mi – weight index of i exponent 

Considering the fact that the concept of sustainable development 

proposes a model based on a balance among three basic orders (economic, 

environmental and social), it was assumed in the calculations that all 

analysed features are equivalent on every level. The SDi indicator calculated 

in this way for each gmina arranges the studied units in a linear order and 

was used to establish four groups of similar objects. For this purpose, the 
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groups were established on the basis of the mean value and standard 

deviation.  

The level of sustainable development was measured with 21 

variables which are considered to be SD indicators originating in the 

following three dimensions
3
: economic (X1-X11), environmental (X12-X14) 

and social (X15-X21). 

All necessary data pertaining to 2013 was obtained from the Local 

Data Bank
4
 run by Central Statistical Office of Poland. Next, it was put into 

a 207 (the number of studied gminas) x 21 (the number of variables) matrix. 

The majority of variables used in the study were regarded as development 

boosters, with the exception of X6, X7 and X21, which are development 

inhibitors. Considering factual and statistical premises, the inhibitors were 

turned into boosters. Next, statistical data prepared in this way were 

unitarized in order to standardize them with respect to variability. 

The next stage of the study involved checking whether there was any 

correlation between the level of sustainable development expressed by the 

SDi coefficient and the data describing the development of agritourism in 

Wielkopolskie Voivodeship. The development of agritourism was described 

by: 

A1 – Baretje index of tourism function expressed by the number of tourist 

accommodation places per 1000 inhabitants 

A2 – number of agritourism farms per 100 km
2
 

As agritourism is connected with a functioning farm which provides 

tourist services, the study included 207 rural and rural-urban gminas of 

                                                
3 X1 – gmina’s income in PLN per 1000 inhabitants; X2 – own source revenues of the gmina 

budget in PLN per 1000 inhabitants; X3 – gmina budget expenditures in PLN per 1000 

inhabitants; X4 – share of investment spending in total expenditure; X5 – the number of 

economic entities per 1000 inhabitants entered in the REGON National Official Register of 
Economic Entities; X6 – demographic dependency ratio; X7 – the total number of the 

registered unemployed; X8 – farming land per 1 inhabitant; X9 – share of farming land in 

the gmina area; X10 - share of arable land in the gmina area; X11 – share of farmsteads with 

income from non-farming activity; X12 – share of forest area in the total area; X13 – share of 

protected areas in the total area; X14 – gmina’s expenditures on municipal engineering and 

environmental protection; X15 – population growth; X16 – birth rate; X17 – migration balance 

per 1000 inhabitants; X18 – gmina’s expenditures on health care; X19 – gmina’s 

expenditures on welfare; X20 – gmina’s expenditures on culture and national heritage 

protection; X21 – unemployment rate. 
4 http://stat.gov.pl/bdlen/app/strona.html?p_name=indeks 
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Wielkopolskie Voivodeship. Such choice of objects enabled the researchers 

to achieve the aim of their work. 

Since we are of the opinion that the data on agritourism obtained 

from the Local Data Bank does not reflect the actual development of this 

form of tourism, another source of information was used – the Wielkopolski 

Agricultural Advisory Centre in Poznań. The Centre runs a regular annual 

inventory of farms with agritourism activity in the voivodeship. As a result, 

the data is valid and reliable. 

 

5. Results 

As it was said earlier, the measurement of sustainable development 

is a complex issue and a difficult task. The difficulty in the analysis of the 

studied objects (gminas) consists in the insufficient availability of statistical 

data. The researchers selected 21 NTS 5 variables. The relatively large 

number of indicators used for measuring sustainable development enabled 

them to assess precisely the development level in the studied gminas. 

The SD indicator calculated according to the formula presented 

above assumed values 0 - 1. The mean value of the SDi in the studied 

gminas was – 0.348 and the standard deviation was – 0.054. Based on this 

data, the following four homogenous groups were established, according to 

their development level (table 1). 

The first group of object with the “very good” level of sustainable 

development included 37 gminas, while the one with the lowest level of 

sustainable development consisted of 31. The most numerous gminas were 

those of good and sufficient level of sustainable development. It is worth 

mentioning at this point that the implementation of the sustainable 

development idea is a process which should be monitored, and its effects 

will be visible at a later time. 
Table 1. Results of gminas ranking 

Sustainable development level Range 
Number of gminas 

(%) 

Very good ≥ 0,402 37 (17,9) 

Good  0,402 – 0,348 59 (28,5) 

Sufficient  0,348 – 0,294 80 (38,6) 

Unsasatisfactory  ≤ 0,294 31 (15,0) 

                Source: Authors’ elaboration 

Table 2 presents values describing the agritourism development level 

in individual sustainable development groups. In order to define the strength 

of correlation between the calculated level of sustainable level and the 
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variables characterizing the development of agritourism in Wielkopolskie 

Voivodeship, a correlation analysis was carried out. Pearson’s linear 

correlation coefficient was used for that purpose.  
Table 2. Descriptive statistics of the sample 

 Sustainable development level 

Very good Good Sufficient Unsasatisfactory 

Baretje tourist function index 

Average 

Minimum 

Maximum 

18,03 

0 

135,05 

6,43 

0 

53,47 

5,74 

0 

39,39 

4,30 

0 

22,95 

Number of agritourism farms per 100 km
2
 

Average 
Minimum 

Maximum 

4,60 
0 

42,35 

2,38 
0 

8,78 

2,38 
0 

17,31 

1,90 
0 

8,14 

Total number 

Number of agritourism farms 

Number of accommodation places 

223 

3039 

215 

2404 

234 

2818 

66 

833 

Source: Authors’ elaboration 

The analysis proved a statistically significant correlation between the 

level of sustainable development of the studied gminas and the development 

of agritourism. The correlation results are presented in Table 3.  
Table 3. Results of analysis Pearson`s correlation coefficient 

 Baretje tourist function 

index 

Number of agritourism farms per 

100 km2 

Pearson p Pearson p 

SD indicator 0,2479 0,000 0,1754 0,011 

Economic dimension -0,1185 0,089* -0,0520 0,457 

Environmental 

dimension 
0,3410 0,000 0,2212 0,001 

Social dimension -0,0909 0,193 -0,0486 0,487 

*important correlation p<0,1 

Source: Authors’ elaboration 

Considering the calculated value of Pearson’s correlation coefficient, 

we should stress that there is a statistically significant positive correlation 

between the sustainable development indicator and both indicators of 

agritourism development. Additionally, in order to find a relationship 

between the indicators of agritourism development in Wielkopolskie 

Voivodeship and the dimensions creating the SD indicator, necessary 

calculations were made. 

The results clearly showed that the analysed indicators were most 

strongly correlated with the environmental dimension. It confirms the belief 
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that areas rich in natural assets are particularly attractive for tourism 

development. As for the economic and social dimension, the correlation was 

negative, which means that the higher the value of a given dimension, the 

smaller the significance of agritourism in gminas. It must also be mentioned 

that only in the case of the correlation between the Baretje tourist function 

index and the economic dimension, the negative correlation was statistically 

significant (a = 0.1). It can be seen that agritourism activity develops in 

gminas with less developed entrepreneurship, thus making their economic 

activity more diversified. Therefore, it is an important element of the 

multifunctional development of rural areas. 

 

6. Conclusions 

The conception of sustainable development is based on three 

dimensions: economic, environmental and social, serving the purpose of 

improving the quality of life of the inhabitants of a given region. The 

significance of this conception is confirmed by numerous acts of law, 

visions of development described in EU strategic documents, e.g. in the 

Europe 2020 strategy, which shows that this development is one of the 

European community’s priorities. In Poland, references to the rules of 

sustainable development can be found in the Constitution of the Republic of 

Poland, the Environmental Protection Act, in the national strategy of 

regional development for 2010-2010, as well as the sustainable development 

of the countryside, agriculture and fishery strategy for 2012-2010. 

Considering the substantial share of rural areas in many countries, 

(e.g. 93% in Poland), the conception of sustainable development is of 

particular importance, because these areas face many problems. Their 

development should involve ensuring permanent improvement of the rural 

community’s living standard on the basis of the respect for and protection of 

the natural environment and cultural heritage of a given region. 

A form of tourism clearly associated with rural areas is agritourism, 

which is often referred to as alternative tourism. It involves staying in the 

country, at a functioning farm. Agritourism may and should develop 

according to the rules established for sustainable tourism. 

The results of the study confirm the above opinion. By propagating 

the development of agritourism according to sustainable development rules, 

it is possible to harmonize the socio-economic development with the natural 

development, rationally use environmental resources, minimize activity 
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leading to irreversible changes in the environment, and improve the quality 

of life of the present and future generations inhabiting rural areas.  

In conclusion, the development of agritourism in rural areas leads to 

their multifunctional development and in this way to their sustainability. 
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Abstract 
Tourism is a sector which increases rapidly with sociali cultural and economic 

features in Turkey and the world. Nowadays, people prefer activities interwined with nature 

and rural silence for chance and diversity when they squezze the standard of daily life. For 

his reason it has become necessary to establish places bringing people with nature. In 

recent years, tourism in rural community has been seen as an opportunity for sustaining, 

enlivening or bringing into action economy. In Turkey, many projects about rural tourism 

have been made and it has been observed that the most important problem encountered is 

sustainability. In this study, the effects of rural areas of sustainable rural tourism have been 

focused on and a literature review has been made including examples of applications made 

in Turkey. It has been concluded that rural tourism could only be achieved by taking into 

account the long-term success and sustainability of the negative effect to minimum. 

Key words: sustainable rural tourism, rural area, Turkey 
JEL: Q01, Q56, Q58, P25, Z13 

 

1. Introduction 

Rural tourism is the activities performed in small settlements that 

encompasses small businesses that provide tourists, who wants to spend 

quality time within the local culture in rural settlements, with 

accommodation, food and beverage and other services (1). 

Rural tourism content has many interpretations. Rural tourism 

encompasses nature, adventure, sports, health, education, art and legacy 
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activities on farms and interests. Tourists visit these places to have 

information of culture and to see their folklore, traditions, natural landscapes 

and historical boundaries. They can also have fun time with other activities 

in rural settlements such as sports and festivals (2).  

In short, vacation demands, which are changing and becoming 

different under the conditions of our day, lead people who plans to 

participate in tourism and who has already participated actively to different 

tourism varieties. Urban life where stress, difficulties and disturbance are 

experienced every day direct people to more calm, nature-oriented and 

ecological places. Both these and similar problems people experience and 

increasing awareness towards environment protection causes rural tourism 

to come to the forefront among other tourism kinds. 

It has been pointed out in the related literature that mass tourism will 

be abandoned day by day; that desires of people to see and learn about 

places and lives that are different than their will increase; that they will 

direct to different tourism kinds because of their special interests and 

curiosities about rural and that these kinds of tourism will attract more 

attention. 

 

2. Sustainability and rural development 

Sustainable tourism has appeared because uncontrolled development 

of tourism has caused negative effects on the physical and social 

environment. Main reason of these negative effects is that mass tourism has 

been supported by national governments ignoring the bearing capacities of 

environmental constituents since 1960s when economical profitability 

gained importance. Sustainability in tourism means protecting and 

developing regional or natural values that are source of tourism and 

enabling continuation of their attractiveness.  

Main approach in sustainable tourism is not minimizing the effect of 

people on environment but to maximize the effect of environment on 

people. Main philosophy of sustainable tourism that shows attention to 

protect architectural features in constructions and not to spoil the harmony 

of historical and archeological relics and original environment is to use 

existing buildings instead making new ones and to develop occupations (3). 

Within the sustainable development approach, development is 

perceived only as growing. Development surely contains growing; however, 

this may not be enough. Sustainable development contains social values like 
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human and environment besides physical ones like growing. Therefore, 

within the sustainable rural development, development of human resources 

is defined as humane development and constitutes an important structure for 

both rural development and general development (4). 

It is necessary to know what rural development includes in order to 

define it. Explaining what rural society, rural settlement, rural accession, 

organization, voluntary agency, rural non-governmental organization and 

rural industry means will help understanding the subject better. Rural 

development is the process of combining small societies’ efforts to enhance 

their economical, social and cultural conditions and government’s efforts on 

this subject; of integrating these societies with the whole nation and of 

enabling them to contribute to national development (5). 

No matter how rural development is defined, the most important 

building block within this development kind is agriculture. Rural societies 

that will be developed through rural development are substantially villages. 

Rural development programs are applied to the villagers who make the most 

their living through agricultural activities, after all. Therefore, getting 

societies living in villages to adopt rural tourism activities is prerequisite to 

enable rural development through rural tourism (4). 

 

3. Effects of sustainable rural tourism on rural settlement 

Despite the positive effects of rural tourism like income increase and 

substructure, unconscious investments damage the nature. Rural tourism has 

many positive and negative effects on these settlements. 

 

3.1. Economic effects 

Rural tourism has the higher ground than other tourism kinds. Rural 

tourism is less costly than other tourism kinds and easier to establish. 

Through this, rural tourism can develop with the participation of local 

management and small businesses and this development isn’t dependent on 

outside effects. Although it may require big investments for tourism to 

develop in some places, rural tourism may also develop through small 

funds. In addition, rural tourism doesn’t depend on other firms or on 

whether they want to come to the region (6). 

Rural tourism, from the point of country economy, has great 

importance in terms of removing the imbalance among the regions being a 

source of income and providing currency inflow, of decreasing 
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unemployment thanks to opening new job and occupation fields in 

developing countries and of increasing agriculture, transportation and 

tourism-related business activities (7). 

Factors affecting the rural tourism demand: 

▪ change of holiday expectations, appearance of new holiday 

perceptions, accepting these as a society; 

▪ urban life’s being more and more stressful, repressive, restrictive 

and full of rules; 

▪ pollution of coastal regions because of excessive usage, becoming 

full of building and becoming no different than urban areas; 

▪ increase in inclination to return to rural areas from urban life in 

countries that has 80-90% urban population; 

▪ excessiveness of urban population percentage and that middle-aged 

and old people constitutes the most of the populations in developed 

countries; these people’s being ready for tourism and choosing uncrowded 

places with clean air and preferring rural areas because of the necessity to 

leave urban settlements for treatment of some illnesses and during remission 

periods 

▪ visiting same places regularly as most of the people living in urban 

settlements came from villages; 

▪ rural tourism addresses to small and middle income groups who 

want to participate in tourism activities but must priorities economy in their 

accommodation choices; 

▪ the need of people living in urban settlements who are bored of 

busy life in cities to have simple and sincere communication and the need to 

make friends (8). 

Factors affecting rural tourism supply: 

▪ water resources must be enough for drinking and using and be 

clean and of good quality; 

▪ transportation opportunities must be various and easy; 

infrastructure services must be ready; 

▪ accommodation opportunities must be cheap (tent, trailer, village 

or farm houses, rural hotels, hostels, rooms for rent, or staying with relative 

or acquaintances) and must provide comfort opportunities such as telephone, 

hot water, TV etc.; 

▪ rural buildings, rural activities must be authentic and traditionalism 

must be in the foreground; 
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▪ natural beauties and interesting formations (natural parks or 

national parks) must be found and must be well-preserved; 

▪ historical and cultural values must be found and they must be well-

preserved; 

▪ suitable places (hiking trail, running tracks, ski tracks, golf courses, 

football grounds and water-related equipments) for sports activities 

(running, hiking, tennis, golf, swimming, horse-back riding, skiing, football, 

volleyball must be found; 

▪ certain rural-traditional handicrafts (weaving, dairy farming, wood 

works, wine making, and ceramics) must be presented to tourists; 

▪ services must be provided as a central or locally organized way; 

health and security must be guaranteed; 

▪ services must have certain standards, prices not excessive and there 

must be rich animations for tourists to have quality time; 

▪ there must be opportunities and alternatives for tours of immediate 

surroundings; 

▪ rural people must be resigned to tourism and willing to do this job, 

must love tourist and be educated for this kind of tourism; 

▪ publicity is a must and it should be made by authorized people 

towards right people and on right time (8). 

 

3.2. Effects on employment 

In Turkey, population living in urban settlements is decreasing 

because of rural-to-urban migration. Tourism is an important factor to hold 

suitable population in villages necessary for dynamism of places with 

touristic attractiveness and to prevent migration. Preventing rural-to-urban 

migration is only possible through enhancing living conditions of the 

countryside and enabling a just distribution of income. It can be easily said 

that rural tourism provides people in rural areas with a new working 

opportunity. In this way, it can prevent internal migration by contributing 

the development of rural areas and can play an important role to keep the 

population in their places. 

It is possible through rural tourism to provide side income to those 

who are engaged in agriculture and to those who are not. As accommodation 

and other services are realized in small family businesses or in rural hotels 

in rural tourism, working opportunities are provided for all family members. 
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Tourism creates opportunities to earn money from various resources 

for people living in rural areas. These are as follows: 

▪ as additional demand will appear for agricultural products, it means 

additional market for them will be created; 

▪ increase in public service together with touristic goods and service 

sector will result in both personal and public income; 

▪ hand and domestic crafts grows in rural areas, number of 

merchants and craftsmen increases and side income increases; 

▪ increase in accommodation and catering facilities also increases the 

employment and wage income; 

▪ as construction sector grow, sub-sectors based on this and incomes 

increase (1). 

 

3.3. Effects on social and cultural structure 

Socio-cultural effects are changes in system of values, personal 

behaviors, family relations, joint life styles, security levels, moral principles, 

traditional ceremonies and social organizations on which tourism have 

effects. 

Rural-to-urban migration because of various reasons, decrease in 

rural population creates great inequalities in terms of social order and 

economical balance. Therefore, tourism has a great importance to provide 

optimum quantity of population necessary for dynamism of rural areas. In 

other words, rural tourism prevents internal migration by developing rural 

areas and has an important role in keeping the population in their place. It 

decreases the communication disconnect between urban and rural areas and 

increases the relations. With rural areas’ opening to tourism, local people 

learn that a dirty and unprincipled environment cannot be marketed and they 

take natural environment in their hands and protect it themselves. People 

living in urban areas have the opportunity to know about rural cultures with 

their visits and to have rest in a different environment. Tourists’ searching 

for quality in every service leads local people to increase their living 

standards (6). 

 

4. Rural tourism applications in Turkey 

Turkey has very important advantages for rural tourism 

development. Rural tourism has the opportunity to be realized during twelve 

months in our country where all seasons can be experienced and where there 
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are microclimate regions because of its geographical position and 

formations. In addition variety in agriculture sector enables integration with 

tourism sector easily. It is necessary to focus on development of these two 

sectors integratedly. It must be accepted that agriculture activities 

contributes to protection of natural and cultural legacy of rural areas and 

creating employment in farm agriculture sector must be supported as much 

as possible (6). 

First examples we can regard as rural tourism in Turkey was seen in 

1980s. Tursem Travel Agency that have control over the Scandinavian 

market enterprised in expert tour operator activities besides mass tourism 

and had a deal with villagers from various villages in Ordu in Blacksea 

Region and enabled that guests stayed in village houses as a member of 

family members from one to three weeks. In this context, Turkish lessons 

were given to tourists who would come in their countries during winter 

months (7). 

One of the rural tourism projects in our country is Tatuta: 

“Agriculture Tourism and Voluntary Knowledge, Experience Exchange in 

Ecological Farms.” Main purpose of Tatuta project is to encourage 

ecological agriculture and ensure its sustainability by providing farmer 

families who make their living through ecological agriculture with financial, 

voluntary labor force and information support. Within the scope of the 

project, people who have knowledge on technical, marketing, social, 

environmental dimensions of ecological agriculture share their knowledge, 

experience and labor force and their catering and accommodation needs are 

met by farmers. This project was started in 25 different farms within the 

frame of the United Nations GEF Small Support Program with the 

application of Buğday Association for Supporting Ecological Living. This 

number is 88 in 2013 (9). 

In the southwestern part of our country, some special organizations 

provide rural tourism services. One of them is Huzur Vadisi. There are 

country houses for holiday purposes that provide yoga, hiking and 

alternative therapy opportunities in traditionally restored places far from 

Fethiye coast and on rural mountain parts. Another professional rural 

tourism activity is realized by seed organization. This organization provides 

tourists with opportunities to participate in daily life by cooking, riding on 

donkeys or horses and also to visit and experience rural life by participating 

in organic farming, folklore and other activities.  
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Blacksea Region has an appropriate landscape in terms of upland 

and eco-tourism. Within the frame of rural tourism, local management 

proposes to build and restore wooden shacks on mountain parts for tourists 

to stay. So tourists will find the opportunity to live in healthy environment 

within the nature, to taste traditional food, and to see exotic plants and 

animals. 

Another example for rural tourism applications is Winpeace (Turkey 

Greece Woman Initiative for Peace) Agro Tourism Project that started in 

Karaburun in Aegean Region. Purpose of the project is to give countryside 

women Agro Tourism education and to provide tourists with activities they 

yearn within the nature accommodating them in farm houses and house 

hostels. The activities are baking bread, making jam, learning handiworks, 

horse-back riding and hanging around the forest. Having countryside 

women gain their economic freedom, preventing the disappearance of local 

hand arts and crafts, enabling the sustainability of traditions, enhancing 

economical conditions and keeping young people in villages are among the 

purposes of the project. One of the main purposes of the project is to 

strengthen the understanding between Greek and Turkish women by sharing 

their experiences and cooperating and in this way to contribute to the peace 

between two countries. For this project, Women’s Cooperative of Petra on 

Lesbos Island and Karaburun villages was chosen to be sister villages. This 

example in Karaburun is completely regarded as “rural tourism” (8). 

In recent years in Turkey, local managements and non-governmental 

organization also try to make use of rural tourism putting historical, natural 

and cultural values of rural areas to the domestic and foreign tourists’ 

services. Some of them are these: 

▪ Ürgüp Municipality decided to realize a project with 50-million-

dollar budget for the purpose of advertising rural life of Cappadocia Region. 

Within the frame of this project, domestic and foreign tourists will 

participate in village weddings, cook traditional village food and join the 

rural life milking cows and sheep. 

▪ Ortahisar Municipality organizes tours to let the tourists watch the 

sunrise and sunset on Kızılçukur Valley. Approximately 30.000 people 

participate in these tours every year. 

▪ In winter period, traditional camel wrestling is organized in 

villages in Mediterrenean, Marmara and Aegean Regions. 
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▪ In recent years, some tourism agencies organize tours Silkroad 

route. 

▪ On rural areas of Erzincan and Muğla, professional paragliding are 

done (10). 

 

5. Results and suggestions 

Rural tourism is more than just visual experiences. Tourism is a kind 

of identity, belonging to somewhere, social freedom and sometimes going 

beyond the rules. 

Sustainable rural tourism started to provide financial and social 

benefits to villages on rough mountain parts where economic problems exist 

and transportation is difficult. However existence of unspoiled nature, 

opportunity to do certain sports (ski, rafting, tours of cycling, horse-back 

riding or tours on foot, swimming, fishing, paragliding etc.) bring forward 

applications aimed at making use of this potential and villages’ developing. 

The important thing is to open rural areas to tourism and enable that they are 

contributed by it. 

Existing sources of income shouldn’t be pushed aside but developed 

with tourism integratedly. Because rural tourism needs these and they need 

rural tourism. Components of traditional culture legacy like rural handcrafts, 

cuisine, and architecture owes their being carried into the future to rural 

tourism. 

One of the most important functions of rural tourism is its 

effectiveness in preventing rural migration. Main way to do that is to 

enhance sources of income or diversify them and enhance social welfare. 

Therefore tourism has the role of a savior in rural areas. As accommodation 

and other services are provided by small family businesses or rural hotels, 

working opportunities are provided for all family members. It creates 

positive effects like women’s actively participating and earning money, 

having a place in social life, and economical freedom. It can be observed 

that people who are suffocated under the noise, industry and air pollution of 

urban life prefer these areas to return to nature. All these will contribute 

mutually to both people in urban areas and those in rural areas. However, 

unless rural tourism is realized consciously and in a sustainably, the 

enhancing in rural areas will result in worsening. 
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