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Abstract. Research results of chosen aspects of agrotourism 
promotion on the Internet in  Visegrad Group countries are 
presented in this paper. Surveys were performed in three stag-
es. In the first stage, visibility of agrotouristic farms websites 
in search results was examined. In the second stage, an attempt 
was made to measure to what extent websites of agrotouristic 
farms “reach the recipients”. And in the third stage, selected 
aspects of their usage techniques were tested. The surveys 
show that farms from Visegrad Group countries, which carry 
out rural agrotourism and make attempts to find customers via 
the Internet, lose the race on the Web with entities from the 
IT field. Such entities provide big business portals that accu-
mulate various accommodation offers. They are the ones with 
the help that makes  it possible to find recreation offers in the 
countryside in a simple and quick way. Some recommenda-
tions resulting  from the performed surveys is merging farms 
into organised groups, associations and clusters and promot-
ing on the Internet. Websites that present unique content and 
a greater number of offers have a greater  opportunity be rank 
high in search results. This, in turn, can result in the number of 
displays of a website and in use of lodgings. Therefore, deci-
sions about a competitive advantage can be made. 

Keywords: agrotourism, promotion of agrotourism, internet 
marketing, quality of website
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INTRODUCTION

The Visegrad Group (also called the Visegrad Four or 
V4) was created in 1991 as an informal, deprived of any 
institutional backup alliance of three central and east-
ern European countries: Poland, Czechoslovakia and 
Hungary. Its main purpose was to tighten wide-ranging 
cooperation among the countries of the group. This was 
changed after the division of Czechoslovakia and now 
includes: Poland, Slovakia, Czech Republic and Hun-
gary (Gałaś et al., 2015).

The Visegrad Group is an exceptional form of region-
al cooperation which results not only from geographical 
neighbourhood of its members but also from the fact 
that Poland, Slovakia, Czech Republic and Hungary 
have always been a part of some community with the 
same civilizational and cultural roots (Törő et al., 2014).

Cooperation of the Visegrad Four depends on, 
among other things, development in the areas of envi-
ronment protection, infrastructure, transport and energy 
industry as well as foreign policy. Equally important, in 
recent years it has become a cooperation in the range of 
broad tourism which due to the migration crisis in the 
countries of Western Europe has gained importance. 

Tourists from Western Europe as well as  from North 
America and other parts of the world look more often 
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for offers of agrotourism (Konečný, 2014). In the coun-
tries of the Visegrad Group such forms of recreation de-
velop currently in the direction of alternative tourism 
which is eco-friendly and uses cultural heritage values 
and natural diversity. Agritourism is also developing in 
these countries with regards to the quality of provided 
services offered and the capacity of available accommo-
dation. Its further development may depend on, among 
other things, expenditures for international promotion, 
particularly on the Internet. 

The aim of this paper is to analyse the visibility level 
of websites of agrotouristic farms of the Visegrad Group 
countries for tourists who search for the offers on the 
Internet. Additionally,  other purposes being to measure 
to what extent these websites “reach the recipient” and 
also to evaluate the selected aspects of the technique of 
their completion.

Agrotourism in the V4 countries  
and its promotion in the Internet
Over last several years, rural areas of the Visegrad 
Group countries experienced significant socio-econom-
ic transformations. Non-agricultural economic activity 
has increased in importance. It is connected with multi-
functional development, activation of rural residents as 
well as increase of economic diversity. Multifunctional 
development of rural areas is related to diversification of 
rural economies. It assumes moving away from mono-
functional development based only on agricultural raw 
materials for non-agricultural economic activity includ-
ing the tourism (Buday et al., 2009).

In the countries of the Visegrad Group, agrotourism 
is not a new phenomenon. Farms of Poland, Slovakia, 
Czech Republic and Hungary have considerable experi-
ence in providing touristic services though their forms 
and ranges are constantly evolving (Jarábková, 2010). 
In spite of that, development of agritourism still encoun-
ters a range of obstacles (Šimková, 2007). One of them 
is insufficient promotion of rural areas and tourism or-
ganisations entities which work in these regions. 

The pace of agrotourism development depends to 
a large extent on marketing activities. Contemporary, 
competitive services marketing pressures economic en-
tities to take promotional actions; without which even 
the most attractive offers cannot reach potential custom-
ers. Therefore, the importance of the Internet increases 
in promotion of agrotouristic services. It results from, 
among other things, accessibility and development of 

modern facilities as well as information and communi-
cation technologies (ICT) which enabled buyers of tour-
istic services to look for offers on the Internet (Buhalis 
and Law, 2008; Xiang and Gretzel, 2010).

The impact of informative technologies  
on presentation and promotion  
on the Internet
Informative technologies are the basic source of success 
in the era of informative community (Hennyeyová and 
Depeš, 2010). Over the last several years, the signifi-
cance of the Internet and search engines has increased 
continuously. More and more users look for information 
online (Lazer et al., 2014), leading to online market-
ing in search engines (search engine marketing, SEM) 
developing dynamically (Paraskevas et al., 2011). So, 
presence or visibility in search results become a major 
concern, also among entities providing touristic services 
(Pan, 2015; Shih et al., 2013; Xiang et al., 2008).

Marketing in search engines is a form of internet 
marketing which uses computer techniques and tools 
in order to achieve the highest possible place of the 
website address in organic search results. This place is 
a specific recommendation and impacts visibility of the 
given content for customers. They, in turn, concentrate 
most often on the first chart of search results. Therefore, 
search engine ranks can influence customers’ buying de-
cisions (Epstein and Robertson, 2015).

Every year search engines introduce updates in their 
algorithms responsible for accuracy of search results to 
better match users’ questions (Multazam and Purnama, 
2015). There are many elements that determine the place 
in which the website address is displayed and the list of 
these elements is not revealed (Killoran, 2013). However, 
technological changes have key importance in this pro-
cess and particularly those connected with performing 
websites in RWD (Responsive Web Design) technology 
i.e. their adaptation to mobile devices. RWD technology 
presumes fluent rating of service content with keeping the 
image quality as well as navigation simplicity (Baturay 
and Birtane, 2013). Well-formed website code is com-
posed accordingly to opticruise display. Guidelines in 
that range are prepared by World Wide Web Consortium 
(W3C), the international organization that associated over 
400 entities from around the world including corporations 
and scientific units (Vaughan-Nichols, 2010). Progres-
sive technological changes also caused that customers’ 
requirements with respect to transfer quality and form 
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increased significantly. This also concerns websites of 
agrotouristic farms which should be created to the project 
standards both in terms of performance techniques but 
also number and range of provided functionalities and 
usability (Wang and Fesenmaier, 2012).

MATERIAL AND METHODS

The surveys were carried out in three stages (Table 1). In 
the first stage, the visibility of individual offers (websites) 
of agrotouristic farms for customers in search results was 
tested. In the second stage, an attempt was made to meas-
ure to what extent these websites “reach the recipient” on 
the basis of the analysis of selected usage statistics. In the 
last stage, an attempt was made to characterize selected 
aspects of performance techniques of these websites.

Determining websites’ visibility in search 
results (I stage)
Results that respond to given keywords are usually pre-
sented by search engines in two lists – the “organic” and 
“sponsored” results. The list of “organic” results is gen-
erated on the basis of databases created by Web crawlers 
that catalogue millions of websites according to accept-
ed algorithms (Jerath et al., 2014). The sponsored list re-
sults from cooperation of search engines and advertisers.

In research of websites’ visibility, the attention was 
focused on organic results presented by the Google 
search engine after writing down keywords. Key phras-
es were built in the native language of the country where 
the offers were searched (Table 2).

Searching was performed from the point of view of 
a tourist who looks for agrotourism offers in the Internet 

Table 1. Stages of surveys of internet agritourism promotion in the Visegrad Group countries 

Purpose of survey Survey method Survey tools

Stage I Determining of websites 
visibility in search results 

Search results analysis  Google SERP Table of websites classification accord-
ing to accepted taxonomy 

Stage II Determining to what extent 
websites reach customers 

Synthetic measurement and analysis 
of selected websites usage statistics 

Web application  SimilarWeb

Stage  III Characteristics of perfor-
mance technique for the 
websites 

Synthetic measurement and analysis 
of selected quality limits

Web applications 
– Mobile-Friendly Test
– Webspeed
– The W3C Markup Validation Service

Source: own elaboration.

Table 2. Key phrases used to search websites of agrotouristic farms in the Internet

No. Phrases in Polish No. Phrases in Slovak

1 agroturystyka Pieniny 1 farmy a ranče agroturistika Nitra
2 agroturystyka Szczawnica 2 agroturistika ubytovanie Orava

3 agroturystyka Mazury 3 agroturistika Košice

4 agroturystyka Karpaty 4 agroturistika farma severný Spiš

5 agroturystyka Bieszczady 5 agroturizmus Liptov

No. Phrases in Czech No. Phrases in Hungarian

1 farmy a ranče v regionu Karlovy Vary 1 vendégház, falusi vendéglátás Egerben
2 agroturistika v Krkonoše 2 falusi szállás a Tokaj-Hegyalja

3 agroturistiky v Mariánské Lázně 3 agroturizmus Balaton

4 agroturistické farmy Morava 4 falusi turizmus a Miskolctapolca

5 ubytování na farmě Plzeňský kraj 5 vendégház, falusi vendéglátás Esztergom

Source: own elaboration.
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in five selected popular touristic regions of every V4 
country. Searches were performed between 9 to 15 
January 2017, analyzing every query of the first five 
pages of search results of Google SERP (Search Engine 
Results Page), with 10 internet addresses presented by 
every card. The sponsored results were ignored in the 
analysis. Altogether, a thousand websites were analysed 
in terms of search results which were classified accord-
ing to the accepted taxonomy (Table 3).

Determining to what extent websites  
of agrotouristic farms reach the recipient  
(II stage)
It was assumed in the surveys that the extent to which 
websites of agrotouristic farms “reach the recipient” can 
be expressed by means of basic measures of website’s 
use i.e. the number of displays, mean time spent by 
a user in the website and an average number of browsed 
pages. These are traditional (basic) measures which 
give some general opinion on the website’s efficiency 

(Palmer, 2002). The extent to which the website reaches 
the recipient is understood as its specific range of impact 
or the extent to which it fulfils its basic functions – in-
formative and marketing ones. It arises among others 
from website’s visibility in search results.  

Several adopted measures were acquired by the Sim-
ilarWeb application which is provided free of charge in 
the form of search engine’s extension. Data is presented 
from the period of last 6 months preceding the month 
of measurement. Websites’ surveys were carried out be-
tween 16 to 23 January 2017 which allowed to obtain 
statistics of websites’ usage from the period from July 
to December 2016.

Altogether, the usage analysis was performed for 
400 websites of agrotouristic farms, the addresses of 
which were acquired from 9 to 15 January 2017. It was 
assumed that the size of the sample will be sufficient to 
illustrate some regularities and reasoning. Addresses of 
Slovak farms were gained from the catalogue of web-
sites – “Zoznam” (zoznam.sk), from the portal “Slova-
kia.travel” (in Slovak: Národný portál cestovného ruchu 
Slovenska) as well as from minor website catalogues. 
Addresses of Polish farms were obtained from the in-
ternet catalogue “Onet” (katalog.onet.pl) and the Czech 
ones from the catalogue “info-turistika.cz”. Addresses 
of Hungarian websites were completed from the cata-
logue of the touristic association “fatosz.eu” (in Hun-
garian: Falusi és Agroturizmus Országos Szövetsége).

Characteristics of the technique  
of performing websites of agrotouristic farms 
(III stage)
Characteristics of the technique of performing agro-
touristic farms’ websites was prepared on the basis of 
diagnostics of selected technical parameters of web-
sites’ accordance with project standards – their adapta-
tion to mobile devices (RWD) was tested, the attempt to 
identify the system of content management (CMS) was 
made, the number of syntax errors of the code (valida-
tion W3C) as well as declaration of a document of such 
type (DTD) were recorded. The surveys were carried 
out with use of web applications which test websites in 
a search engine’s window (Table 4).

Responsiveness of websites was tested with use 
of “Mobile-Friendly Test” application provided by 
Google. Accordance of websites with coding standards 
and declaration of a document’s type were verified by 
means of “The W3C Markup Validation Service”, the 

Table 3. Categories to which websites found in search results 
were assigned

Cat-
egory Description of category

A Individual websites of agrotouristic farms

B Blog

E Web page with error or lack of web page

F Internet forum 

H Web page of a hotel or the other entity that offers 
accommodation connected with a wide range of 
services, e.g. spa

I The other websites, e.g. informational ones that relate 
to pedestrian or mountain tourism, internet articles, 
files of diploma papers, leaflets, reports and the other 
ones 

K Internet catalogues that group websites according to 
subject matter 

M Internet map

P Tourist portal with search engine of offers that groups 
various offers of accommodation 

S Website of agrotouristic association of touristic or-
ganization that promotes local tourist attraction 

Source: own elaboration.
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application recommended by W3C. Identification of 
content management system was supported by “Web-
speed” application which tests selected technical param-
eters of websites.

RESULTS AND DISCUSSION

Websites’ visibility in search results (I stage)
In search results, 145 websites of agrotouristic farms 
were recorded which constituted 14.5% of analysed 
websites (Table 5). It is questionable how many web-
sites were qualified as “other”, particularly in case of 
searching performed with use of key phrases in Slovak 
which were in the amount of 114 out of 250. Altogether, 
in the set of analysed websites, there were 258 recorded 
addresses which led to different network resources in-
cluding various files that contained keywords accepted 
in the survey.

In the search results, there were most of all touristic 
portals grouping leisure offers – and 499 were identi-
fied, most of them in Poland and Hungary. Likewise, the 
number of websites catalogues most often recorded in 
the results obtained by means of key phrases in Slovak 
(25 times altogether) draws attention. Also, 16 websites 
of entities that are various organizations or agrotouris-
tic associations which promote local touristic attractions 
and accommodation were found in search results.

Searching for agrotourism offers performed on the 
basis of phrases in Slovak was the least successful. 
Thus, indicating it  is the least recorded number of web-
sites of agrotouristic farms and the biggest number of 

the “other” websites found in search results. Searching 
for agrotouristic offers based on Polish phrases was the 
most successful (Table 5).

The important aspect of agrotouristic farms’ websites 
visibility on the Internet is their place in search results. 
The surveys reveal that in the case of the offers tracked 
by means of phrases in Polish language, 10 websites of 
agrotouristic farms were available within the first five 

Table 4. Technical parameters of websites identified during tests of websites’ quality

Parameter Description of a parameter Testing application 

RWD Adaptation of website to presentation on screens of 
mobile devices 

Google Mobile-Friendly 
Test

CMS The way of managing of website’s content Webspeed

W3C syntax 
correctness 
(validity)

HTML Technical correctness of a website in the range of 
HTML code syntax according to W3C guidelines 

The W3C Markup Valida-
tion Service

CSS Technical correctness of a website in the range of CSS 
code syntax according to W3C guidelines 

Doctype Declaration of a document’s type 
(DTD – document type declaration)

Source: own elaboration.

Table 5. The kind of websites recorded in Google search re-
sults according to the accepted taxonomy

Cate-
gory Poland Slova-

kia
Czech 

Republic
Hun-
gary Total %

A 70 21 27 27 145 14.5

B 2 0 0 2 4 0.4

E 2 3 2 1 8 0.8

F 5 0 0 0 5 0.5

H 0 0 8 18 26 2.6

I 17 114 71 56 258 25.8

K 0 25 10 2 37 3.7

M 1 0 0 1 2 0.2

P 149 85 125 140 499 49.9

S 4 2 7 3 16 1.6

Total 250 250 250 250 1000 100

Source: own elaboration.
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cards of Google search results which are the most sig-
nificant for the users. There were only 3 Slovak websites 
in this part of ranking, and 4 and 8 for Czech Republic 
and Hungary, respectively. Altogether, only 25 places 
out of 200 leading positions (12.5%) were occupied in 
search results by websites of agrotouristic farms. At the 
same time, 117 places (58.5%) were taken by portals 
that group accommodation offers (Table 6).

Visibility of websites in search results, and not only 
of agrotouristic farms but also websites in general, is 
a complex phenomenon. It is the result of many fac-
tors which in principle can be qualified to one of four 
disciplines: technique of performance, quality of pre-
sented content, expenditures for promotion as well as 
interactivity, usefulness and functionality of a website. 
In the subject area of website’s preparing technique, 
there are such aspects as syntactic correctness of a code 
and responsivity. Content quality depends most of all 
on its uniqueness, currency, naturalness and moderation 
as well as multimediality and popularity. Simplifying, 
a website’s promotion can be introduced through  cam-
paigns on social media and through cooperation with 
other websites (links’ exchange). And interactivity, in 
the case of agrotouristic farms’ websites, may offer  the 
option  to leave a comment, make a reservation, or even 
the possibility to send requests for offers. All these fac-
tors overlap each other and are interdependent and com-
plementary. Altogether, they can decide on a high place 
in Google search results. This, in turn, can translate into 
the number of views of a website which can increase 
the interest of the offer and, consequently, lodgings’ oc-
cupancy. So, it can establish a competitive advantage.

Websites of small agricultural farms from the coun-
tries of the Visegrad Group which carry out agrotouris-
tic business, and try to attract customers by means of the 
Internet, often lose the race with big portals that group 

various accommodation offers. These methods are now 
the quickest and simplest way to find offers of recrea-
tion in any country. On the other hand, the owners of 
agrotouristic farms can use high places of professional 
portals in search results and place their advertisements 
there. It will certainly improve visibility of such offers 
on the Internet. However, the advertisements should be 
thoughtfully distributed strategically placed in order to 
keep them complete and up to date.  

Some recommendations which result from the per-
formed surveys is merging farms in organised groups, 
associations and clusters (Abrhám, 2014) and then pro-
moting themselves in the Internet. Internet websites 
of such entities can present more unique contents and 
a greater number of offers so that they have a greater 
opportunity to  rank high in search results of the most 
popular search engines in the world. Nevertheless, it 
requires effort from local communities, hard work of  
leaders, and also knowledge and support from agricul-
tural advisors. 

But still, there are unanswered questions. To what 
extent is the visibility of agrotouristic farms’ websites 
in search results a consequence of changes in search en-
gines’ algorithms, technique of performing websites, the 
quality of presented content and the scale of websites’ 
promotion on the Internet? And how much of it depends 
on the form of question or choosing keywords?

To what extent websites of agrotouristic 
farms reach the recipients (II stage)
Statistics of using websites of agrotouristic farms were 
obtained in case of 185 websites from among 400 sur-
veyed ones. So availability of statistics is relatively 
small and reaches about 46%. The smallest availabil-
ity of statistics was noted for websites of agrotouristic 
farms in Hungary. It was only 28%.

Table 6. The websites of agrotouristic farms and portals that group the offers of accommodation in the structure of the first five 
cards of Google search results

Kind of website Poland Slovakia Czech Rep. Hungary Total In percent

Agrotouristic farms’ websites 10 3 4 8 25 12.5

Portals that group accommodation 
offers 

32 24 29 32 117 58.5

Other 8 23 17 10 58 29

Source: own elaboration.
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In the period from July to December 2016, on the 
web pages with access to SimilarWeb statistics, almost 
1.5 million of displays were noted. Moreover, in this pe-
riod, according to SimilarWeb algorithm, users looked 
over almost 800 pages spending about 8 hours there. The 
users spent most of the time looking over the greatest 
number of pages in Czech agrotouristic farms’ websites, 
according to SimilarWeb algorithm. Czech websites 
also enjoyed the greatest number of displays (Table 7).

Analysing usage statistics, specific “seasonality of 
displays” can be observed. The surveyed websites were 
attracting the greatest interest in summer months i.e. in 
July and August, and their number of displays was de-
creasing to the lowest values in December.

The displays’ number of websites of agrotouristic 
farms measured by means of SimilarWeb application is 
relatively small. Even in case of doubling it i.e. accept-
ing statistics access at the level of about 98%, it would 
be about 3 mln displays. By way of comparison, only 
one Czech website – www.estranky.cz that provides the 
service of automated websites creating, also used by 
owners of agrotouristic farms, was displayed in the time 
of the survey almost 13,5 mln times according to Simi-
larWeb algorithms. So, the small number of displays 
of agrotouristic farms’ websites corresponds with their 
small visibility in search results. 

Low access to statistics of farm websites from Hun-
gary results in the general number of displays and the 
amount of the other statistics. The question that con-
cerns interpretation of the collected results arises. Do 
they result from the low level of  “penetration of re-
sources of the Hungarian Internet” i.e. and can this re-
sult from limited efficiency of SimilarWeb application? 

Or perhaps it is the effect of low interest in agrotourism 
in Hungary. Moreover, it is worth pointing out that small 
farms in Hungary often concentrate on wine production. 
Hence, the question about keywords’ selection so that 
they would correspond with character of touristic busi-
ness conducted in rural areas in the target country.

Efficiency of websites measured in such a way can 
also be determined as specific  “range of impact”. Al-
though a website is potentially available for every user 
with network access, its range of impact is understood 
as visibility in search results – topic catalogues, offers’ 
search engines or social networks and is limited. A com-
mon user is not aware of millions of websites’ existence. 
Therefore, activities aimed at increasing websites’ vis-
ibility in the Internet are required.

Quality of websites of agrotouristic farms 
(III stage)
Only 117 from surveyed websites (less than 30%) were 
performed in RWD technology. This number is close to 
the amount of websites in the case of which CMS con-
tent management system was identified (Table 8). These, 

Table 7. Selected statistics of using websites of agrotouristic farms from V4 countries

Country Number of websites
Access to survey 

statistics  
(%)

Sum of displays
Total time spent  

on websites  
(min.)

Number of websites 
looked over  

in December 2016

Poland 100 54 402,87 129.19 219.12

Slovakia 100 52 460,90 118.08 225.10

Czech Rep. 100 51 470,08 181.21 251.98

Hungary 100 28 119,99 38.31 98.70

Total 400 46.25 1 453,85 466.79 794.90

Source: own elaboration.

Table 8. Technology of performing websites of agrotouristic 
farms

 Poland Slova-
kia

Czech 
Republic

Hun-
gary Total %

RWD 36 28 19 34 117 29.25

CMS 34 22 30 44 130 32.50

Source: own elaboration.
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in turn, are created in RWD technology as a standard. 
In the set of tested websites, WordPress (57), Joomla 
(39) and Drupal (12) systems were identified most of-
ten. It can be assumed that in case of the other websites 
content management is performed by means of files’ ex-
change on the server.

Only 23 from among 400 tested websites were pre-
pared without error in the range of syntax correctness 
of HTML code. In the case of as many as 356 websites, 
from 1 to 99 non-compliances with accepted W3C spec-
ification were noted. In turn, the validator revealed over 
a hundred of errors on 21 websites. It is slightly better in 
cascade sheets styles CSS where correct codes were not-
ed in 107 cases. But the rest need optimization. Errors in 
HTML and CSS syntaxes should be eliminated allowing 
for websites to stay on the lower level in search results.  

Changes to replace XHTML standard being en-
forced from 28 October 2014 with HTML5 standard 
which was then officially published as a recommen-
dation of W3C can be noticed in the set of surveyed 
websites (Table 9). These performed in HTML5 speci-
fication and those in XHTML specification (most of all 
in XHTML 1.0 Transitional version) were recorded in 
the set of evaluated websites. Relatively a large number 
of websites prepared without DTD declaration and in 
the archaic HTML4 specification were also noted. Al-
together, there were 82 such websites which was a little 
more than 20%.

The surveys show that accepting the specified HTML 
declaration in the website’s heading is not equivalent with 
respecting by its authors coding principles which result 
from it. This, evidenced by numerous errors revealed dur-
ing validation.. On the other hand, these errors can result 

from improper managing of the content of the websites 
and the projects of which are usually transferred into the 
care of the owners of agrotouristic farms. 

Presented measures have got technical, engineering, 
and project values. They can be helpful for SEO special-
ists serving as one of the parameters that characterise 
optimization level of a website for search engines.

CONCLUSIONS

Touristic potential of agrotouristic farms of the Viseg-
rad Group countries is very promising, but these farms 
often have difficulties  attracting tourists’ awareness on 
a significant scale. Attractive pricing and high quality of 
services can be insufficient without wide-ranging pro-
motional activities which should be conducted on  the 
Internet as well. 

Environments in which economic entities func-
tion, including agrotouristic farms,gp through dynamic 
changes. Info-technologies that revolutionize the way 
of conducting business activity become increasingly 
important. A website is a business card in the virtual 
world. Its form can inspire confidence and translate di-
rectly into perception of professionalism and the qual-
ity of services of the entity it brands. It also concerns 
agrotouristic farms which are most often evaluated on 
the Internet. Previous practice that only includes pas-
sive presentation of an offer on the Internet has becomes 
insufficient. It requires changes in business model which 
include greater shares of new technologies in promo-
tion, communication with customers, and also in reser-
vation and sale services from the owners of agrotouristic 
farms who want to expand their business. 

Quality changes in the range of building search re-
sults rankings cause not-updated websites prepared im-
properly from the technical standpoint, poor in contents, 
not supported in social media, or promoted by means of 
unfair practices will be transferred to further places of 
search results. All of which can be a challenge for own-
ers of agrotouristic farms who promote their services on 
the Internet. It will require from them more activity, en-
gagement, knowledge, and skills than before. Without 
optimization and promotion, websites of agrotouristic 
farms can become invisible for tourists which is why 
their role in promoting services and products will be 
minimal or none. 

Little farms from the Visegrad Group countries 
that conduct touristic business often struggle with lack 

Table 9. Specifications in which websites of agrotouristic 
farms were prepared (generalization)

HTML 
Specification Poland Slova-

kia
Czech 

Republic
Hun-
gary Total %

Lack of 
determined 
specification

10 11 5 6 32 8

HTML 4 10 13 19 8 50 12.50

XHTML 38 33 43 41 155 38.75

HTML 5 42 43 33 45 163 40.75

Source: own elaboration.

http://dx.doi.org/10.17306/J.JARD.2017.00383


813

Król, K. (2017). Promoting of agrotourism on the internet – A lesson from the Visegrad Group countries. J. Agribus. Rural Dev., 
4(46), 805–813. http://dx.doi.org/10.17306/J.JARD.2017.00383

www.jard.edu.pl

of knowledge and funds. These issues can be under-
standable or even obvious for people connected with 
internet marketing, however, their interpretation can 
be difficult for farmers. It is worth pointing out that 
many owners of agrotouristic farms use or will be us-
ing services of firms specialised in creating websites. 
They can be instructed by education and consulting 
services about what they should expect and which re-
quirements should be fulfilled by a website to realize 
its function. Moreover, this knowledge is essential for 
making use of the advantages of the Internet effectively 
and completely. 

It is difficult to demand from the owners of agrotour-
istic farms programming skills or knowledge on global 
standards, as well as project accuracy or scrupulous-
ness. However, they can be educated and informed on 
the advantages of the  visibility of a website and how 
its usability play a crucial role that directly influence the 
number of customers obtained via the Internet.

REFERENCES

Abrhám, J. (2014). Clusters in tourism, agriculture and food 
processing within the Visegrad Group. Agric. Econ. – 
Czech, 60(5), 208–218.

Baturay, M. H., Birtane, M. (2013). Responsive Web De-
sign: a New Type of Design for Web-based Instructional 
Content. Proc. Soc. Behav. Sci., 106, 2275–2279. http://
dx.doi.org/10.1016/j.sbspro.2013.12.259

Buday, Š., Federičová, Z., Vajcíková, R. (2009). Diversifica-
tion of farm business. Agric. Econ. – Czech, 55, 77–83.

Buhalis, D., Law, R. (2008). Progress in information technol-
ogy and tourism management: 20 years on and 10 years 
after the Internet – The state of eTourism research. Tour. 
Manag., 29(4), 609–623. http://dx.doi.org/10.1016/j.
tourman.2008.01.005

Epstein, R., Robertson, R. E. (2015). The search engine ma-
nipulation effect (SEME) and its possible impact on the 
outcomes of elections. Proceedings of the National Acad-
emy of Sciences, 112(33), E4512–E4521. http://dx.doi.
org/10.1073/pnas.1419828112

Gałaś, S., Gałaś, A., Zeleňáková, M., Zvijáková, L., Fialová, J., 
Kubíčková, H. (2015). Environmental Impact Assessment 
in the Visegrad Group Countries. Env. Imp. Assess. Rev., 
55, 11–20. http://dx.doi.org/10.1016/j.eiar.2015.06.006

Hennyeyová, K., Depeš, P. (2010). Analysis of the exploita-
tion of information and communication technologies in 
the agri-food sector companies. Agric. Econ. – Czech, 56, 
403–408.

Jarábková, J. (2010). The rural areas – the unutilized potential 
in light of tourism. Agric. Econ. – Czech, 56, 532–539.

Jerath, K., Ma, L., Park, Y. H. (2014). Consumer Click Behav-
ior at a Search Engine: The Role of Keyword Popularity. J. 
Market. Res., 51(4), 480–486. http://dx.doi.org/10.1509/
jmr.13.0099

Killoran, J. B. (2013). How to Use Search Engine Optimi-
zation Techniques to Increase Website Visibility. IEEE T. 
Prof. Commun., 56(1), 50–66. http://dx.doi.org/10.1109/
TPC.2012.2237255

Konečný, O. (2014). Geographical perspectives on agritourism 
in the Czech Republic. Moravian Geographical Reports, 
22(1), 15–23. https://doi.org/10.2478/mgr-2014-0002

Lazer, D., Kennedy, R., King, G., Vespignani, A. (2014). The 
Parable of Google Flu: Traps in Big Data Analysis. Sci-
ence, 343(6176), 1203–1205. https://doi.org/10.1126/
science.1248506

Multazam, M., Purnama, B. E. (2015). Influence Of Classi-
fied Ad On Google Page Rank And Number Of Visitors. J. 
Theor. Appl. Inf. Technol., 81(2), 174–181.

Palmer, J. W. (2002). Web Site Usability, Design, and Perfor-
mance Metrics. Inf. Syst. Res., 13(2), 151–167.

Pan, B. (2015). The power of search engine ranking for tour-
ist destinations. Tour. Manag., 47, 79–87. http://dx.doi.
org/10.1016/j.tourman.2014.08.015

Paraskevas, A., Katsogridakis, I., Law, R., Buhalis, D. (2011). 
Search Engine Marketing: Transforming Search Engines 
into Hotel Distribution Channels. Cornell Hosp. Quart., 
52(2), 200–208.

Shih, B. Y., Chen, C. Y., Chen, Z. S. (2013). An Empirical 
Study of an Internet Marketing Strategy for Search Engine 
Optimization. Hum. Factor. Ergon. Man. Serv. Ind., 23(6), 
528–540. http://dx.doi.org/10.1002/hfm.20348

Šimková, E. (2007). Strategic approaches to rural tourism and 
sustainable development of rural areas. Agric. Econ. – 
Czech, 53, 263–270.

Törő, C., Butler, E., Grúber, K. (2014). Visegrád: The Evolv-
ing Pattern of Coordination and Partnership After EU En-
largement. Eur.–Asia Stud., 66(3), 364–393. http://dx.doi.
org/10.1080/09668136.2013.855392

Vaughan-Nichols, S. J. (2010). Will HTML 5 Restandardize 
the Web? Computer, 43(4), 13–15.

Wang, D., Fesenmaier, D. R. (2012). The Role of Smart-
phones in Mediating the Touristic Experience. J. Travel 
Res., 51(4), 371–387.

Xiang, Z., Gretzel, U. (2010). Role of social media in online 
travel information search. Tour. Manag., 31(2), 179–188. 
http://dx.doi.org/10.1016/j.tourman.2009.02.016

Xiang, Z., Wöber, K., Fesenmaier, D. R. (2008). Representa-
tion of the Online Tourism Domain in Search Engines. J. 
Travel Res., 47(2), 137–150.

http://dx.doi.org/10.17306/J.JARD.2017.00383
http://dx.doi.org/10.1016/j.sbspro.2013.12.259
http://dx.doi.org/10.1016/j.sbspro.2013.12.259
http://dx.doi.org/10.1016/j.tourman.2008.01.005
http://dx.doi.org/10.1016/j.tourman.2008.01.005
http://dx.doi.org/10.1073/pnas.1419828112
http://dx.doi.org/10.1073/pnas.1419828112
http://dx.doi.org/10.1016/j.eiar.2015.06.006
http://dx.doi.org/10.1509/jmr.13.0099
http://dx.doi.org/10.1509/jmr.13.0099
http://dx.doi.org/10.1109/TPC.2012.2237255
http://dx.doi.org/10.1109/TPC.2012.2237255
https://doi.org/10.2478/mgr-2014-0002
https://doi.org/10.1126/science.1248506
https://doi.org/10.1126/science.1248506
http://dx.doi.org/10.1016/j.tourman.2014.08.015
http://dx.doi.org/10.1016/j.tourman.2014.08.015
http://dx.doi.org/10.1002/hfm.20348
http://dx.doi.org/10.1080/09668136.2013.855392
http://dx.doi.org/10.1080/09668136.2013.855392
http://dx.doi.org/10.1016/j.tourman.2009.02.016

