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DEMAND FOR AGRITOURISM AS A FACTOR
IN THE DEVELOPMENT OF SUWALKI REGION

POPYT NA USLUGI AGROTURYSTYCZNE
JAKO CZYNNIK ROZWOJU SUWALSZCZYZNY

DOI: 10.15611/pn.2015.379.09

Summary: The aim of the article is to analyse the demand for agritourism services with
special attention paid to the preferences of tourists taking a rest on agritourism farms in
Suwatki region. In order to fully and objectively identify these factors, the empirical material
was collected with the use of a survey method and its adequate research technique
(a questionnaire). The research was conducted in 2014. The questionnaire was addressed to
36 tourists relaxing on agritourism farms in the communes of the Podlaskie Voivodeship:
Jeleniewo, Suwatki, Szypliszki and Raczki. The basic motive for buying services offered by
agritourism farms was a wish to stay in a peaceful and quiet place where the pace of life is
much slower. The research shows that the choice of place by people whose level of education
was lower was influenced by reasonable prices. People with higher level of educationlooked
for places providing peace and quiet, located in regions with attractive nature and culture. The
inhabitants of Podlasie and the neighbouring voivodeships as well as foreigners visited
agritourism farms. Almost 40% of tourists were there occasionally and only 11.5% were
permanent inhabitants of the Podlaskie Voivodeship. The empirical research focused on an
important issue — the frequency of choosing an agritourism farm for taking a rest. Half of the
respondents stayed on an agritourism farm once a year, others came there two, three and even
four times a year. The tourists were also asked how long their stay on a farm was. Most of
them (65.4%) stayed on agritourism farms for 3-7 days and 11.5% of the respondents stayed
there for 8-14 days. There were also tourists (19.2%) who stayed for only 1-2 days and some
(3.8%) who stayed for over two weeks. Most of them (76.9%) came to a farm by car. Most
often, they were with other persons in company, usually deciding to take a rest on an
agritourism farm with friends (57.7%). Others stayed with their family.

Keywords: agritourism, agritourism demand for services, reasons for choosing agritourism
services, tourists, Suwatki region.

Streszczenie: Celem artykutu jest analiza popytu na ustugi agroturystyczne ze szczegdlnym
uwzglednieniem preferencji turystow wypoczywajacych w gospodarstwach agroturystycz-
nych Suwalszczyzny. W celu pelnego i obiektywnego rozpoznania tych czynnikow materiat
empiryczny zebrany zostat za pomoca metody sondazowej i jej odpowiedniej techniki badaw-
czej (ankieta). Badania zrealizowane zostaly w 2014 roku. Kwestionariusz ankiety skierowa-
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ny zostal do 36 turystow wypoczywajacych w gospodarstwach agroturystycznych w naste-
pujacych gminach wiejskich wojewddztwa podlaskiego: Jeleniewo, Suwalki, Szypliszki
i Raczki. Podstawowym motywem sklaniajacym turystow do skorzystania z ustug gospo-
darstw agroturystycznych byta che¢ pobytu w miejscu cichym i spokojnym, w ktéorym tempo
zycia jest znacznie wolniejsze. Z badan wynika, ze osoby z nizszym poziomem wyksztatcenia
kierowaty si¢ przy wyborze miejsca pobytu korzystna oferta cenowa. Osoby legitymujace si¢
wyzszym poziomem wyksztatcenia glownie poszukiwatly wypoczynku w miejscach zapewnia-
jacych ciszg i spokdj, potozonych w atrakcyjnych regionach pod wzgledem przyrodniczym
i kulturowym. Gospodarstwa agroturystyczne odwiedzali zar6wno mieszkancy Podlasia, sa-
siednich wojewddztw, jak i osoby przyjezdzajace z zagranicy. Blisko 40% turystow przyjez-
dzato okazjonalnie, a tylko 11,5% zamieszkiwalo na stale w wojewodztwie podlaskim. Istot-
nym zagadnieniem podjetym w badaniach empirycznych byla czestotliwosé wyboru
wypoczynku w gospodarstwach agroturystycznych. Potowa badanych korzystata z pobytu
w gospodarstwie agroturystycznym raz w roku, pozostate osoby przyjezdzaly dwa, trzy, a nawet
i cztery razy w ciagu roku. Turystow zapytano réwniez o liczbg¢ dni pobytu w gospodarstwie
agroturystycznym. Wigkszo$§¢ osob wypoczywajacych (65,4%) przebywata w kwaterach agro-
turystycznych od 3 do 7 dni, od 8 do 14 dni przebywato 11,5% badanych respondentow.
W badanej populacji byli turysci, ktérzy odpoczywali tylko 1-2 dni (19,2%) lub ponad dwa
tygodnie (3,8%). Najczesciej turysci przyjezdzali do gospodarstwa agroturystycznego wias-
nym samochodem (76,9%). Do gospodarstw agroturystycznych turysci przyjezdzali najcze-
Sciej w towarzystwie innych osob. Pobyt w gospodarstwach agroturystycznych najczesciej
wybierany byt wspolnie ze znajomymi (57,7%), pozostate osoby wybieraly pobyt z rodzina.

Slowa Kkluczowe: agroturystyka, popyt na ushugi agroturystyczne, motywy wyboru ushuig
agroturystycznych, turysci, Suwalszczyzna.

1. Introduction

Basic economic categories such as supply, demand, price and competition play an
important role in the conditions of market economy. Appropriate mutual relations
between them let businesses maintain their position on the market [Patka, Kudla
2013]. There is also tourist services market.

The market of agritourism services is an integral part of the market of tourist
services. It is a “system of links between autonomous, independent entities taking
part in the process of a contract of sale-purchase of agritourism services (offers)”.

On the market of tourist services, there is a specific object of exchange, i.e.
a tourist product [Patka 2010] that is a composition of services and goods [Altkorn
2002]. Customers buying tourist products who want to buy them for a certain price
constitute demand. Many authors quote a concise and adequate definition of tourist
demand. According to S.Wodejko, “tourist demand is usually defined as an amount
of need for a tourist product at a certain price in a given period” [Wodejko 1998]. In
other words, it is “a sum of tourist goods — services and goods — that tourists are
eager to purchase for a specified level of prices” [Gaworecki 2007]. According to
A. Nowakowska, “tourist demand is a whole range of activities aimed at meeting
tourists’ demand” [Niezgoda, Zmyslony 2003].
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In the theory of economics, demand is most generally defined as the amount of
goods [Dziedzic, Skalska 2012] that customers can buy in a given period for a given
price [Panasiuk 2007]. Thus, the concept of demand refers to a situation in which a
wish to buy goods (services, products) is backed by the possession of a specified
equivalent [Frechtling 2002]. With regard to market economy, it is usually money
[Milewski 2005].

In literature, attention is drawn to the need to differentiate between demand for
travelling to destinations (tourists’ arrivals and expenditures connected with them)
[Stabler, Papathedorou, Sinclair 2010] and demand for specific products and services
connected with tourism (accommodation, meals in restaurants, cameras) [Dwyer,
Forsyth, Dwyer, 2010].

The character of the agri- and tourist product as well as the fact [Drzewiecki
2001] that tourism is not connected with meeting basic human needs [Kozuchowska
2000] are decisive in the specificity of tourist demand.

2. Aim, research methodology and population characteristics

The aim of the article is to analyse the demand for agritourism services with special
attention paid to the preferences of tourists taking a rest on agritourism farms in
Suwatki region'. In order to fully and objectively identify these factors, the empirical
material was collected with the use of a survey method and its adequate research
technique (a questionnaire). The research was conducted in 2014. The questionnaire
was addressed to 36 tourists relaxing on agritourism farms in the communes of the
Podlaskie Voivodeship: Jeleniewo, Suwatki, Szypliszki and Raczki.

The average age of the tourists was 35 (the oldest person was 64 years old, and
the youngest — 16 years old). The level of respondents’ education was high: 15
persons completed secondary education and 9 persons higher education. Six persons
finished basic vocational schools and the same number secondary ones. Most people
came from big cities because over half of them lived in towns with the population of
over 200,000.

3. Research findings

The research looked for an answer to a question about the motives for choosing an
agritourism farm to rest on?. Detailed data regarding this issue are presented in Figure 1.

The basic motive for buying services offered by agritourism farms was the wish
to stay in a peaceful and quiet place, where the pace of life is much slower. Holidaying
in the country, the tourists not only could rest in the natural rural environment, but

! The research was conducted within a broader issue connected with agritourism in the Podlaskie
Voivodeship.

2 The discussed issue was examined by other authors, including: [Zarebski 2006], [Sokot 2012],
[Prochorowicz, Stankiewicz 2011], [Parzych 2010].
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* Due to a marginal percentage, the answer “others” was omitted.
** The respondents could choose more than one answer.

Figure 1. Motives for choosing a stay on an agritourism farm [%]

Source: author’s own research.

also acquire new skills while helping farmers in their everyday duties and jobs. An
offer of participation in farming activities and jobs was most often connected with
the tourists’ expectation that they would get some kind of discounts or benefits such
as a lower price for accommodation, a free meal etc. In the respondents’ opinion,
agritourism is much more interesting than a stay in crowded tourist resorts and that
is why they were willing to choose this form of relaxation. A reasonable price of
accommodation, food or other attractions of the agritourism offer also made tourists
choose a given place. It is understandable because this kind of tourism is often
associated with cheap holidaying in rural areas.

The motives for staying on the examined agritourism farms depended on the
respondents’ level of education. Detailed results are presented in Figure 2.

The research results indicate that people with lower level of education choosing
the place of relaxation took into account a reasonable price offer. Persons with higher
level of education mainly looked for relaxation in places providing peace and quiet,
located in regions with attractive nature and culture.

The tourists were also asked which of the given elements were of the biggest
importance for them (Figure 3).

It is necessary to point out that for people with higher level of education it was
important to relax in a clean and fresh place. An agritourism farm owner’s personality,
especially such features as hospitality and friendliness, also played a crucial role.
Also food and cultural attractions of the region were important for the tourists.

In the respondents’ opinion, agritourism has become a desirable form of leisure
away from the place of residence. It provides healthy, safe and relatively cheap
relaxation in the rural environment. Most of the respondents believed that it was the
most popular form of spending free time in rural areas.
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Figure 2. Motives for staying on an agritourism farm with regard to the tourists’ level of education [%]

Source: author’s own research.
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Figure 3. Elements of agritourism services that are of the biggest importance depending on the tourists
level of education [%]

Source: author’s own research.

The inhabitants of Podlasie and the neighbouring voivodeships as well as
foreigners visited the examined agritourism farms. Almost 40% of the tourists came
occasionally and only 11.5% of them were permanent residents of the Podlaskie
Voivodeship. Almost one in five respondents (19.2%) had an opportunity to see the
northeast part of Poland for the first time.
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The frequency of choosing agritourism farms for holidaying was an important
issue undertaken in the empirical research. Half of the respondents took a rest on
agritourism farms once a year and the rest of them came there two, three and even
four times a year. The tourists were also interested in spending their long May
weekend, the New Year and Christmas holidays there.

The tourists were also asked about the number of days spent on an agritourism
farm. Most of the holidaymakers (65.4%) used agritourism accommodation for 3-7
days and 11.5% of the respondents for §-14 days. There were also tourists who took
a rest for only 1-2 days (19.2%) and those who stayed for two weeks (3.8%).

Most often, the tourists came to an agritourism farm by car (76.9%). Some of
them used a bicycle, a camper van, a bus or coach as a means of transport to their
country accommodation. Those who most often chose a coach, a train or a bike were
young people.

The respondents most often came to agritourism farms with other people in
company. They usually chose an agritourism farm to stay on with their friends
(57.7%); the rest of them stayed with their family.

The tourists were also asked to express their opinion about the establishment of
social relationships with farm owners. The research shows that they kept in touch
with the service providers, most often by exchanging season greetings.

4. Conclusions

Based on the conducted research, a few generalisations and conclusions have been
made:

1. The basic drive that made the tourists buy services offered by agritourism
farms was a wish to stay in a peaceful and quiet place where the pace of life was
much slower. The research shows that people with a lower level of education based
their decision of choosing a place on a favourable price offer. Those with a higher
level of education mainly looked for leisure in places providing peace and quiet,
located in regions with attractive nature and culture.

2. It is necessary to point out that for people with higher level of education, it was
important to have a rest in a clean and fresh place. The farm owner’s personality,
especially such features as hospitality and friendliness, played a key role. Food and
cultural attractions of the region were also important for the tourists.

3. The residents of Podlasie and the neighbouring voivodeships as well as
foreigners visited agritourism farms. Nearly 40% of them came there occasionally
and only 11.5% were permanent residents of the Podlaskie Voivodeship.

4. The frequency of choosing an agritourism farm as a place to relax on was an
important issue examined within the research. Half of the respondents stayed on an
agritourism farm once a year, the rest of them stayed there two, three or even four
times a year.

5. The tourists were also asked about the number of days spent on an agritourism
farm. Most of the holidaymakers (65.4%) used agritourism accommodation for 3-7
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days, 11.5% of them did it for 8-14 days. There were also tourists who took a rest for
only 1-2 days (19.2%) and those who stayed for two weeks (3.8%).

6. Most often, the tourists came to agritourism farms by car (76.9%). Young
people were those who most often chose to travel by bus, train or bike.

7. The tourists came to agritourism farms with other people in company. Most of
them chose to spend the time with their friends (57.7%); the rest chose a holiday with
their family.
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