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Figure 2. The share of family firms in agritourism among 

the investigated businesses according to the survey 

Source: own elaboration based on the survey questionnaire (n = 46). 

As far as the specific advantages and disadvantages, the majority of firms taking part 

in the research recognize numerous benefits in running a family business. According to 

the research results, they believe that: 

− employees who are family members are more loyal (91.3%); 

− family members show more commitment (93.5%); 

− in crisis situations, one can rely more on support (also financial one) from family 

members rather than from persons from the outside of the family (67.4%); 

− family members take care more about assets of the business (91.3%); 

− family members are more engaged in the projects (82.6%). 

 

Figure 3. The opinions of the interviewed agricultural enterprises  

in the area of pros and cons resulting from running a family business 

Source: own elaboration based on the survey questionnaire (n = 46). 

Nearly 52.2% of enterprises believe that family or generation conflicts are not 

transferred onto business and that they do not have influence on the functioning of the 

enterprise. The opinions on the degree of difficulty involved in managing family 

members are divided. Almost 46% of the respondents asses it as easier. However, 39% 

see certain difficulties in running a family business. Specific opinions of the interviewed 

agricultural enterprises in the area of benefits resulting from running a family business 

are presented in Figure 3. 
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The farms taking part in the research claim that they strive for innovation. Product 

innovations are among manifestations this attitude. Up to 63% of the interviewed 

businesses declared that last year they introduced a new item in their offer. 

Unfortunately, no respondents specified the changes they made. The ideas in the 

introduced changes were the effect of customers’ suggestions (36.4%), observation of 

activity of other businesses (24.2%) or own or family members’ ideas (24.2%). As little as 

3.0% are the ideas drawn from training courses attended by employees of agricultural 

enterprises. The sources of product inspirations are depicted in Figure 4. 

 

Figure 4. Sources of product innovation in agritourist enterprises 

Source: own elaboration based on the survey questionnaire (n = 46). 

To a large extent, survey respondents use information technologies such as the 

Internet, concerning the offer improvement and streamlining the service to customers-

tourists. Almost all agritourist enterprises participating in the survey had an Internet 

access (93.5%) and nearly 83% had a wireless Internet access (WiFi). Most enterprises 

have their own website (93.5%) updated when needed (54.5%). In the case of almost 

24% of the interviewed agritourist enterprises, the website is updated once a year or 

more often, while nearly 9% confirmed that they never update their website. Typically, 

an agricultural enterprise administers its own website (56.5%) or uses the service at 

somebody’s courtesy (19.6%). Approximately 22% of agritouristic enterprises 

commissions this task to other firms. 

Presence at social media (21.7%), placing banners and advertisements in the local 

internet services (15.2%) or mailing (6.5%) are examples of innovative approach to also 

to the range of the tools used for promotion. Moreover, in the case of 63% agritourist 

enterprises, it is possible to book accommodation online. 

As far as opening to new groups of customers is concerned (such as the disabled), 

unfortunately, the overwhelming majority of the surveyed infrastructure is not adapted 

to hosting the disabled people. This fact was confirmed by 83% of the agritourist 

enterprises which participated in the survey. More than 54% declared that they check 

the degree of customers’ satisfaction and 37% does that only occasionally and only 

slightly above 17% of the respondents do it on regular basis. Conversation about that 

topic is the most common form of checking that. Almost 70% of the customers use this 
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method of customer satisfaction control whereas only 13% of agritourist enterprises 

organise a survey among their customers. 

On the other hand, it seems that agritourism enterprises do not show 

entrepreneurial spirit when it comes to the opportunities of receiving financing from the 

EU funds. Only 28%
6
 of agritourist enterprises applied for financing their activity from the 

EU funds and as much as 71.7% have not taken such actions. It is interesting that the 

surveyed agritouristic enterprises, in their overwhelming majority, show a highly active 

attitude when it comes to broadening their knowledge of tourism and agritourism. Such 

declaration was made by nearly 91% of agritourist enterprises. Also 91% of the surveyed 

confirmed that they regularly take training courses. 39% of the agritouristic enterprises 

go on a training course at one’s own expense and out of their own initiative. Nearly 24% 

participate in trainings organized by the local government. 

Preliminary Interview Results 

“Na Zagrodzie” (“On the Farm”) Family Agritourist Enterprise 

The last stage of the research involved a direct, in-depth interview with Mr Dominik 

Wojtan, the owner of “Na Zagrodzie” (“On the Farm”) agritourist enterprise. Conducting 

an interview with an expert in the research subject resulted in adding more details to the 

data collected in a standard questionnaire survey. The scenario of the survey consisted 

of three groups of questions asking the respondent’s opinion on the enterprise being a 

family business, the area of innovation and on entrepreneurship in the enterprise. 

As it was mentioned earlier, agritourist enterprises are family centred businesses. 

This was confirmed during the in-depth interview. According to the respondent’s 

declaration, all family members participate both in work on the farm and in taking 

important decisions connected with its functioning. Moreover, “Na Zagrodzie” farm, 

operating as such since 2003, has continued family traditions of providing service for 

tourists since 1970s and this activity is passed from one generation to another. 

The owner sees many advantages of a family business, not only for the business but 

also for family, including: 

− self-sufficiency 

− shared work such as managing an enterprise unites the family, which in turn is helpful 

in building mutual trust, sense of security and responsibility not only for oneself, but 

also for the property and assets; 

− possible conflict- solving teaches compromise and dialogue across generations. 

In the case of family businesses their owners look into the future more often than in 

the case of other businesses and they think of succession in the enterprise. Working 

together on the farm, taking the important decisions for the enterprise together with 

younger generations help comprehend the specific character of the branch and business 

which the succession by the next generation. According to “Na Zagrodzie” agritouristic 

enterprise owners, the perspective of succession of the business is a motivating factor in 

                                                                 

 
6
 The real number of application forms submitted for aid from EU funds for the sake of financing the activities 

concerning agritourism can be even lower because of the fact that the number of agricultural enterprises 

functioning within the frames of farms interprets EU subsidies as direct payment to agriculture and this matter 

has not been clearly separated by the Authors in the research. 
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relation to which they take action concerning education and developing certain 

competences of their successors (their children). The owners point that their children 

learn openness to others, communication skills. Parents send them to language courses 

to shape features and competences essential for delivering high quality touristic and 

customer service. 

The analysis of the enterprises (including their offer) and the information gained by 

means of in-depth interviews helps to classify the farm in question, an innovative one. 

Ostrich breeding, continuous effort towards broadening the business offer and its 

increasing its attractiveness to bring more buyers of the new animals (a cow, sheep, pigs, 

hens, ducks, turkeys), organizing open-air and integration meetings and also the plans to 

introduce the next attractions (creating a playground for children, a football pitch, a rope 

park) prove the innovative nature of this agritourist enterprise. The owner sees 

innovation as the immanent feature of the entrepreneurship. He defines as: “the ability 

to run a business (an enterprise), creating new technologies, products, possibilities so as 

to achieve the effect in the shape of revenue from that enterprise”
7
 He perceives himself 

as an innovative person mostly due to the fact that he introduces innovations
8
, which he 

understands as “creating something better, improving something existing”
9
. As the 

owner points out primarily the source of these innovations are as follows: 

− customers – “the conversations with guests who give suggestions concerning their 

expectations”
10

; 

− competitors – “watching other agritouristic enterprises by websites, agritouristic 

fairs”
11

; 

− owners – “own ideas”
12

. 

CONCLUSIONS 

Agritourism, as a branch of tourism and economy, is the area particularly fit for the 

development of family businesses. The family history is, among others, a factor which 

influences the creation and development of the entrepreneurial spirit (understood both 

as features, skills and activities involved in running the business). Entrepreneurs are 

often recruited from the families that have a history of small businesses, freelancers or 

farm owners. Farms are therefore a potential area for development of family 

entrepreneurship. Agritourism is an opportunity and an attractive alternative for 

unprofitable farming (in particular, on a small scale). On the one hand, the combination 

of a tourist offer and farming contributes to increasing profitability of farms and, on the 

other hand, enhances the attractiveness of the tourist offer. Moreover, such a mix 

                                                                 

 
7
A statement made by the owner in an interview for the research in question. 

8
 “I constantly introduce something new in my enterprises to attract customers, I keep on improving things, 

changing, creating new offers so yes, I am entrepreneurial”. A statement made by the owner during an 

interview conducted for the research. 
9
 A statement made by the owner in an interview for the research in question. 

10
 A statement made by the owner in an interview for the research in question. 

11
 A statement made by the owner in an interview for the research in question. 

12
 A statement made by the owner in an interview for the research in question. 
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contributes to preserving traditional activities, agriculture, Polish country heritage and 

identity. 

Issues analysed in this study are relatively new and poorly covered by the literature 

in the field. The research problems in agritourism focus largely on its development 

conditions as a social and economic phenomenon i.e. a more to be considered at the 

mezzo and macro scale and a micro scale. The agritourist enterprise operation and 

management sphere has not been analysed in deep. A certain difficulty in analysing this 

group of entities comes from the inability to determine the exact number of agritourist 

enterprises. As it is, not all farmers reported room rental to the accommodation register 

kept by the competent municipal authority (head of village, mayor). Nevertheless, the 

topic of family entrepreneurship in agritourism appears as a rich and interesting research 

area, in particular when referred to: 

− the issue of succession; 

− management of the enterprises; 

− market behaviours of the type of enterprises; 

− specifics of family entrepreneurship in the field of agritourism in its comparison to 

other sectors. 
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