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As we are well aware that today the positive use of internet and shared
websites comprise of various strong and prolific tools for business for
the promotion of their products and services through world-wide
advertisement, especially for small businesses in the rural areas. The
paper at hand comprises of initial comparative study of the websites of
the agro-tourism enterprises, which are located in Central Macedonia
in Greece, with the very specific aim of investigating their adaptability
plan and criteria towards the new technologies of exposure and
promotion, since Central Macedonia is a larger and more developed
region. Initially in 2010, 158 websites of agro-tourism enterprises were
assessed, which were again surveyed in 2018. Through a census
process, the data collecting method was adopted in this research,
whereas the websites’ assessment was conducted with the assistance of
five criteria process, viz. content, interactivity, site attractiveness,
promotional value and security, which were selected through literature
review on the relevant subject. The evaluation confirmed our
assumptions that the adaptability of new technologies for the agro-
tourism enterprises in Central Macedonia, Greece had improved, but
the results of all evaluation criteria tend to show very low
improvement, as seen in this century.

This study is the first effort to assess websites of agro-tourism enterprises of Central Macedonia in
Greece. Additionally, it also presents the adaptation of new technologies in agro-tourism business using
a unique data set collected for this study. The findings correspondingly provide amazing information on
the current state and status of agro-tourism enterprises and their level of technological adaptation, as well
as feasible incentives for the improvements in their adaptability.
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1. INTRODUCTION

Keeping in view the statement of Akpan et al. (2013) which mentioned that ‘Communication is
central to human /ife”, but nowadays, communication is mainly carried through internet, which is
not only the means of exchanging and collecting information, but also a way for entrepreneurs
access made easier for greater number of clients, in providing their relevant products and services
to them (Andreopoulou et al., 2012), even if their establishment is impossibly accessible (Chung
and Luc, 2017). Therefore, it is clearly indicated that internet comprises of a very strong tool for
marketing (Andreopoulou et al., 2017), as small-size companies could size better and ample
opportunities both to compete with others at international level (Pikkemaat and Zehrer, 2016) and
to endure difficult environmental financial conditions (Maldonado-Guzman et al., 2018).
Investigations have shown that shared websites improve small-size enterprises’ occupancy rates
(Chung and Luc, 2016; Van and Tu, 2016). The incorporation of newer knowledge and feasible
information into business operations enhances the technological capabilities; thus it contributes to
the growth of business (Ukaejiofo, 2013) and also improves its performance (Maldonado-Guzman
et al, 2018). The number of agro-tourism enterprises who invest money to obtain new technologies
has increased rapidly (Bajgier et al., 2017), keeping in view that in this way they would manage to
extend their company. This new tool of promotion has attracted the interest of a great number of
researchers, who have tried to study these websites, using different evaluation criteria (Law, 2007).
But unfortunately, there are no common rules to be applied for the most appropriate criteria and
what parameters should be included in every criterion.

Lituchy and Rail (2000) studied 114 small inns and beds and breakfasts, which were located in
Canada and the United States of America. The study showed that 89,2% of these enterprises had
their own websites, with the specific aim of increasing their customers’ base. However, their
websites were not characterized by multilingual capabilities, converting them to some extent, into
unattractive spots for foreign tourists. On the other hand, results of 193 websites of small and
medium sized hotels in Malaysia showed that 65,3% catered to English speakers, while 69,9%
provided the opportunity to their users to make online reservations, whereas online cancellation,
confirmation and payments were also made available therein, while only 45,0% of websites
informed users about privacy and security policy regarding reservations (Ayob, 2016). On the
contrary, opposite results were reported by 29 websites of agro-tourism enterprises in Crete, as only
a few websites had online reservations, payment system and registration as members. In other
words, internet adoption was in its first steps and it was essential for them to use e-commerce in
order to become more competitive (Andreopoulou et al., 2017).

Similarly, Krél (2017) found that out of a total of 400 agro-tourism firms in four countries (Poland,
Slovakia, Czech Republic and Hungary) only 145 had a personal website, which enhanced the
passive attitude of potential customers. This could be attributed to the fact that customers could
neither be informed about the prices, nor of the high quality of their services, and were
characterized by poor content, while at the same time no update was made on the date on which the
web pages were modified, causing severe insecurity for the consumers.

Beldona and Cai (2006) evaluated 50 websites of agro-tourism enterprises in the United States,
using only three criteria; viz. content, interactivity and promotional value. The percentage of at
least 64,0% of websites was characterized by high level of content, providing the information for
some aspects like, accommodation, facilities, attractions, and transportation. 19,0% of the websites
was ranked in high level of interactivity, such as online reservation, search tool and site for
membership were some parameters, which helped users to obtain a more active behavior, while
17,0% of the enterprises presented high promotional value, sustaining the users’ interests because
they had online offers, newsletters and e-cards. In other words, these websites should have to be
improved for users’ proper control and set their decision to influence and increase accordingly.
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Moreover, 20 websites of the Indiana Bed and Breakfast Association were examined, using four
criteria, namely, user friendliness, site attractiveness, marketing effectiveness and technical aspects,
which are not included in our research. Due to the easy users’ navigation, 63,7% of websites were
characterized by friendliness; a homepage button, site maps, search tool, limited scrolling and
contact details were shown to be some of the recorded parameters, while 88,5% of those were
evaluated by site attractiveness, referring a hospitable company. These websites had a good quality
of pictures, background colors and text readability. Moreover, 40,2% were ranked in terms of
marketing effectiveness, owing to the existence of some parameters, such as house and room
photos, virtual tours, calendars of local events, outdoor activities and awards, which an
entrepreneur may have won by converting a stimulated experience to a real one (Kline et al., 2005).
Different results were even recorded by websites of small-size hotels in Scotland, whose
entrepreneurs did not take the advantages of their function; and as a result, these websites consisted
of an online brochure presentation (Bingley et al., 2009).

In Poland, small agro-tourism farms used websites in order to promote their business as well as rural
tourism. A percentage of 67,4% was characterized by insufficient content, as information about their
firms and services was not provided therein. Mistrust was established and sales functions were not
performed well, so these websites were considered nothing else rather than “abandoned” websites
(Krdl, 2019).

This paper could be considered as a revised and expanded version of an earlier presentation entitled
“The adaptability of the agro-tourism enterprises to the new technologies of exposure and
promotion. A comparative evaluation”, presented at the 15" National Conference Agricultural
Economics, Thessaloniki in Greece, on 1% and 2" November 2018. Additionally, the present paper
contributes to the relevant literature, being established as the first study assessing the adaptability of
new technologies for the exposure and promotion of agro-tourism business in Central Macedonia,
using special criteria, like content of websites, interactivity, attractiveness, promotional value and
security. From a managerial and practitioner perspective, the present study also informs about the
level of agro-tourism business adaptability of the new technologies and motivations for future
planning.

2. MATERIALS AND METHODS

The research was carried out in Central Macedonia in Greece due to the significant development of
agrotourism. This study consisted of two stages. The first got off the ground in 2010, as a part of
the graduate dissertation (see Lamprouli, 2010) and the second stage materialized in 2018,
following the same process of evaluation. The number of agrotourism enterprises was registered
based on data of the Development Agencies and Chambers of seven Prefectures in Central
Macedonia (Chalkidiki, Imathia, Kilkis, Pella, Pieria, Serres, Thessaloniki) and after their websites
were identified on the internet.

The evaluation of websites of agrotourism enterprises was based on global bibliography (Hashim et
al., 2007; Baloglu and Pechan, 2006; Beldona and Cai, 2006; Kline et al., 2005; Chiang, 2003;
Doolin et al., 2002; Feng et al., 2002; Wan, 2002), including five criteria; content, interactivity, site
attractiveness, promotional value and security. The criterion of content included 18 parameters, 10
of them were related to the enterprise itself and the others to the region of establishment. The
criterion of interactivity consisted of 8 parameters and the criterion of site attractiveness 12
parameters, while the criteria of promotional value and security had 3 and 6 parameters
respectively. Every parameter of the evaluation criteria was graded with 10 points. According to the
number of parameters every criterion had, the website was classified into low, medium and high
level of evaluation. Specifically, websites were ranked in the low level of content as long as they
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had up to 60 points, in medium level, providing that they had 61-120 points and at a high level if
they had 121 — 180 points. The ranges of the evaluating criteria are listed below.

Table 1: Classification of five evaluation criteria

criteria_— Low Medium High
Content 0-60 61-120 121-180
Interactivity 0-26,67 26,68-53,34 53,35-80
Site attractiveness 0-40 41-80 81-120
Promotional value 0-10 11-20 21-30
Security 0-20 21-40 41-60

Source: Authors’ own compilations

The parameters of all criteria were equal, as the agrotourism product, in order to be fulfilled, should
have parameters not only for the enterprise itself, its products and its services, but also for the sights
and attractions, which were close to it and for the available activities, which tourists could do after
their visit.

In this research, the method of census was selected, since this will enable to the generalization of
the results, even if the data are heterogeneous (Harisis and Kiohos, 1997). The codification of data
was carried out through the statistical package for the social sciences SPSS, version 18 (year 2010)
and 24 (year 2018).

3. RESULTS

In Central Macedonia, the total number of agrotourism enterprises in 2010 was 327; 158 of those
had their own website. After 8 years, this number decreased to 131 websites; as 5 enterprises closed
and 22 of them have operated, in an alternative and economical way of promotion, which is less
expensive than their own ones, such as local websites, cooperative platforms or Facebook, which is
the most popular way of financial promotion.

The criterion of content included parameters both for the enterprise itself and for the region of
establishment. In the first case (Table 2), both in 2010 and 2018, the interest of entrepreneurs
focused on room facilities and general facilities of the company, as the percentage of websites
increased from 85,4% to 87,8% and from 67,7% to 86,3% respectively. An impressive rise
appeared in two parameters; information about products and services and description of enterprise,
as their percentages had almost doubled after 8 years, describing the properties and characteristics
of lodgings. 29 websites of agro-tourism enterprises in Crete showed similar interest, as they
informed their clients for the offered products and services in great detail (Andreopoulou et al.,
2017). In contrast small agritourism farms in Poland were characterized by poor content, due to the
lack of sufficient information (Krél, 2019). Moreover, both years, information about the distance
between the company and nearby villages and cities was given to users, as entrepreneurs believed
that these elements would have a positive influence on users’ final decision. On the other hand, the
majority of websites in 2010 informed users about the number of rooms the company had,
something which also recorded in 2018 reduced by almost 10%. Moreover, the parameter of
operating period was slightly reduced after 8 years; in contrast, the history of the foundation and the
prices of products and services exhibited a small increase. In both years, a negligible number of
websites provided information regarding prizes the enterprises won because the owners either
believed it was meaningless or they had not received any honors in the past.
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Table 2: Evaluation based on the criterion of content, related to the enterprise itself from
2010-2018

The criterion of content which

was related to the enterprise itself (%) AU AU
History of foundation 9,5 16,8
Information about facilities 67,7 86,3
Description of enterprise 38,6 88,5
Information about products and services 43,0 90,8
Number of rooms 77,2 66,4
Room facilities 85,4 87,8
Period of operation 28,5 18,3
Prizes 0,6 10,7
Prices of services 17,7 22,9
Distance from surroundings 74,7 72,5

Note: The total number of agrotourism websites in 2010 was 158 and in 2018 was 131
Source: Authors’ own compilations

In the second case, the years 2010 and 2018 did not present significant differences (Table 3).
Specifically, 48,1% of websites of agrotourism enterprises in 2010 referred to the sights, which
were close to them, while in 2018, 69,5% gave information about these attractions. Also, outdoor
activities were proposed by 53,8% of websites in 2010 and 58,0% of them in 2018. Users had the
chance to understand with the aim of this information if an agrotourism enterprise provided a
complete product. Another important element in 2010 and 2018 was the existence of area maps,
through which users spotted enterprises geographically, as their percentages went up from 65,8% to
78,5%. On the other hand, entrepreneurs believed that alternative means of transport (bus, train,
except cars), local events, a festival calendar, information for weather conditions and local news
could not attract tourists, so these parameters were of secondary importance for them.

Table 3: Evaluation based on the criterion of content, related to the location from 2010-2018

The criterion of content which was

Related to the region of establishment (%) AU AU
Sights and attractions 48,1 69,5
Outdoor activities (trekking, climbing) 53,8 58,0
Means of transport 6,3 13,0
Local events 13,9 13,0
Calendar of festivals 7,0 6,9

Area Maps 65,8 78,5
Weather forecast 15,8 11,5
Local news 3,8 0,8

Note: The total number of agrotourism websites in 2010 was 158 and in 2018 was 131
Source: Authors’ own compilations

Concerning the criterion of interactivity (Table 4), all websites of agrotourism enterprises in 2010
and 2018 gave contact details, while the percentage of online contact form had almost duplicated,
as from 39,2% in 2010 reached to 67,9% in 2018. Conversation communities (chat rooms, forums)
remained a less popular way of communication, as they increased went up from 1,9% in 2010 to
9,9% in 2018. The users’ registration as members and their registration for sending newsletters did
not display significant differences between the two years. The site search tools and the online guest
books appeared to have similar level of increase. The last parameter that was assessed, was the
virtual tool, whose percentage in 2010 was 7,0%, while in 2018 increased to 34,4%.
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Table 4: Evaluation based on the criterion of interactivity from 2010-2018

The criterion of interactivity (%) 2010 2018
Site search tool 4,4 16,2
User’ registration as a member 5,7 12,2
Contact information 100 100
Online contact form 39,2 67,9
Community conversation 1,9 9,9

User’ registration for sending newsletters 1,9 13,7
Virtual tour 7,0 34,4
Online guest book 7,0 18,3

Note: The total number of agrotourism enterprises’ websites in 2010 was 158 and in 2018 was 131
Source: Authors’ own compilations

The criterion of site attractiveness (Table 5) examined the existence of room and hotel pictures on
websites of agrotourism enterprises in 2010 and 2018, and the results do not support significant
differences. The majority of these photographs could be characterized by high quality, while
background colors exhibited a small reduction by 9,8%, making them less attractive. Similar results
were supported by the websites of the Indiana Bed and Breakfast Association, characterized as a
hospitable company (Kline et al., 2005). Almost half of websites were multilingual in 2010, while
this percentage reached 71,4% in 2018, giving the opportunity to more foreign users to visit them
and understand their content. The same chance was given to potential clients at 65,3% of websites
of small and medium sized hotels in Malaysia (Ayob, 2016). 3,8% of websites in 2010 had a site
map, while in 2018 this percentage reached the 30,5%, preventing users to confuse and abandon
these websites. To this destination, the increased percentage of accessible information through
various ways and points assisted. In both years, a very small number of websites included links
which directed users to other proposed websites for other enterprises in their area, such as café —
bars, restaurants. Moreover, URL links which provided information about local society
(municipalities, museums) were reduced from 29,7% to 13% in 2018. In both years, the majority of
websites did not have videos, audio or music, as it was believed that these tools would not attract
clients.

Table 5: Evaluation based on the criterion of site attractiveness from 2010-2018

The criterion of site attractiveness (%) 2010 2018
Room photos 94,9 96,9
Hotel photos 91,1 96,9
Good quality of photos 86,7 90,8
Background colors 96,8 87,0
Links to websites of other enterprises 3,2 4,6

Links to websites of local services 29,7 13,0
Site map 3,8 30,5
Videos 19,0 26,7
Audio 7,6 3,1

Music 21,5 2,3

Multilingual website 46,8 71,4
Accessible information through various ways and points 22,2 38,9

Note: The total number of agrotourism enterprises’ websites in 2010 was 158 and in 2018 was 131
Source: Source: Authors’ own compilations

Regarding the criterion of promotional value results do not indicate any significant differences

(Table 6). Specifically, in 2010, 1,9% of websites sent emails to users, informing them for an
enterprise itself and the nearby area while this percentage increased to 13,7% in 2018. Between the
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two years, negligible differences were recorded by sending e-cards to users, while online offers
showed a small reduction, as the percentage decreased from 19,6% to 12,2%. Insignificant results
were also presented by websites of agrotourism enterprises in the United States, which did not
control and influence the users’ decisions in these promotional ways (Beldona and Cai, 2006).

Table 6: Evaluation based on the criterion of promotional value from 2010-2018

The criterion of promotional value (%) 2010 2018
Sending e-cards to users 0,6 15

Email notification 1,9 13,7
Online offers 19,6 12,2

Note: The total number of agrotourism enterprises” websites in 2010 was 158 and in 2018 was 131
Source: Authors’ own compilations

The results of the criterion of security did improve after 8 years, however, it remained very low
(Table 7). Specifically, in 2018, half of websites gave the ability to potential clients to make online
reservation, compared to 27,8% of websites in 2010, while online cancellation and online payment
exhibited a very small rise. Similar results were exported by the websites of agrotourism enterprises
in Crete, as only a few had adopted e-commerce (online reservation and payment system) so as to
become economically strong (Andreopoulou et al., 2017).The results of security of personal data
and terms and conditions of reservation remained very disappointing, since their increase was
insignificant. The last update was stated by 11,4% of websites in 2010 and 14,6% in 2018,
increasing users’ insecurity, something which is confirmed by the websites of agrotourism farms in
Poland, Slovakia, Czech Republic and Hungary (Krdl, 2017) as well by the websites of small
agritourism farms in Poland, which consisted of historical sites and were called as “abandoned”
websites (Krol, 2019).

Table 7: Evaluation based on the criterion of security from 2010-2018

The criterion of security (%) 2010 2018
Online reservation 27,8 51,1
Online cancellation 0,6 10,0
Online payment 1,9 12,2
Terms and conditions/reservation policy 8,9 19,8
Security of personal data 3,2 115
Date of last update 11,4 14,6

Note: The total number of agrotourism enterprises’ websites in 2010 was 158 and in 2018 was 131
Source: Authors’ own compilations

Based on the criterion of content, all websites were classified between low and medium level, while
none of them was ranked in high level during 2010. These results differentiated after 8 years, most
of the websites was characterized by medium level of content and for the first time a small number
of websites appeared in high level. Concerning the criterion of interactivity, the largest number of
websites was ranked in low level of evaluation in 2010, while in 2018 almost all websites were
rated between low and medium level. Regarding the criterion of site attractiveness, an improvement
was evident after 8 years, due to the increase of medium level. The percentages of the criteria of
promotional value and security were discouraging, because almost all websites were rated in low
level of evaluation, without presenting important differences in 2018. Noteworthy is the fact that
none of the websites were marked in high level of promotional value in 2018 and in high level of
security in 2010 (Table 8).
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Table 8: Comparison of websites evaluation in levels from 2010-2018

Evaluation 2010 2018

e el 0 oW  Medium  High Low Medium  High
Content 48,1 51,9 0,0 21,4 77,8 0,8
Interactivity 88,0 114 0,6 50,4 45,8 3,8
Site attractiveness 34,8 60,1 51 17,6 80,9 15
Promotional value 98,8 0,6 0,6 95,4 4,6 0,0
Security 97,5 25 0,0 82,4 12,2 54

Source: Authors’ own compilations

The majority of websites gives to potential clients more information now than 8 years before,
strengthening their enterprise image. However, users are obligated to communicate with owners in
order to ask for more details (working seasons, prices of products and services or means of
transport). During both years, websites of agrotourism enterprises presented a complete
agrotourism product, as information for the enterprise itself, its products and services, sights and
outdoor activities were provided. The criterion of interactivity presents a relative improvement in
2018, converting the passive users’ attitude to more active and differentiating websites from
traditional types of advertisements. On the other hand, most websites have improved their
appearance, so they attract more users and convert them to clients easier, as an image of an equally
attractive business created, remains in users’ memory. Opposite results have been extracted by the
criteria of promotional value and security, which continue to be very low after 8 years. Agrotourism
entrepreneurs are not interested in maintaining their communication with clients by sending
newsletters and e-cards regularly to remind them of their existence, provide motivation to users
(online offers) and repeat their visit to their websites. Also, a guarantee for protection of users’
personal data and a statement of the last update are not given, making the validity of this
information doubtful. In this way, a sense of insecurity is cultivated and online customer
relationships are discouraged.

4. CONCLUSIONS

In this survey, an assessment of agro-tourism enterprises’ websites in Central Macedonia was
conducted with the vast perspective of their technical adaptation during the years 2010 to 2018.
Five criteria, namely, content, interactivity, site attractiveness, promotional value, security, were
used for the websites’ evaluation, based simply on literature review. The findings showed that the
agro-tourism enterprises in Central Macedonia have increased their adaptability towards new
technologies. However still there is a need for a greater improvement and support policy, since their
level is relatively quite low.
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