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K eywor ds: Abstract:

e Agritourism Background: Due to constant changes in society, farmers leading
e Promotion holiday farms were obliged to adapt promotion unstents and

e Tourism methods to the expectations of buyers. A growingiimer of owners

of holiday farms sees its chances of attracting oestomers through
the use of modern forms of promotion that are abdal in the global
network.Material and methods. The aim of the study is to analyze
selected promotion tools used by tourism serviaiders in the
area of the Bieszczady. The study was conductemuighr surveys
and interviews standardized.The collected stasibtiata expanded
by the methods of analysis and description aftex thlevant
grouping and processingResults: The article shows the results of
studies that reflect the direction of developmerit forms of
promotion used by the surveyed farmers from thetriclis
Bieszczady.Conclusions: It is worth noting that self-promotion,
however, is strictly dependent on available furidsbe effective it
must be prepared in a professional manner. In dalechieve this
objective farmers should establish cooperation wilel agencies,
associations, local businesses, ODR-s, in ordem&ximize the
effects of the promotion of their farms.

e Bieszczady

INTRODUCTION

In an era of increasing competition tourist promotis an important element of the
flowchart many tourist businesses, the issue is atd missed out tourism. Due to constant
changes in society, farmers leading holiday farmsrewobliged to adapt promotion
instruments and methods to the expectations ofisuyj@day the area of marketing activity
providers are often virtual world offers many wdgscommunicate with a potential buyer.
Specialist online platforms, social-media is onbrtpof the wide range of cyberspace, in
which entrepreneurs can promote their products.rédwiog number of owners of holiday
farms sees its chances of attracting new custottmeosigh the use of modern forms of
promotion that are available in the global network.

TARGET, RANGE AND METHODS OF ACTION

The aim of the study is to analyze selected pramnotools used by tourism service
providers in the area of the Bieszczady. The stwdg conducted through surveys and
interviews standardized. The survey was sent to Hdlitlay farms lie in the county of
Bieszczady, which were registered in the correspgnduthorities and which have operated
in a minimum of two years. Survey agreed to fi 880 owners of holiday farms. The study
was conducted in 2015 in the form of a standardizetrview and questionnaire
(questionnaire contained 25 questions on the ugeoohotional tools for farmers engaged in
agritourism). The thesis presents the analysib@fésponses that were relevant to the article
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topic, which concerned the use of marketing in yown business. The collected statistical
data expanded by the methods of analysis and géseariafter the relevant grouping and
processing.

PROMOTION ASAN ESSENTIAL ELEMENT INCREASE IN SALES

Agroturystyka, mimo jest odmian turystyki oferowan na terenach wiejskich przez
rolnikbw coraz cgsciej takze korzysta z nowoczesnych form promocji. Farmesadize the
fact that a product that they have to offer guibgdhe same market rules as other products
and services. People who run holiday farms more rande frequently use the available
marketing channels and adapting them to their nédolsonly individual contact, but also by
telephone, symposia, training course, trade shqwsss announcements, websites are
important in the process of obtaining potentiatooser.

A cardinal principle governing the sales and mankebf any product or any service is
"to facilitate the buyer to know what is in saledfér), and helping it to purchase" [Brady,
Forest, Mizerski 2002].The term "promotion"”, despiarious definitions, is assigned to the
category of marketinglt is next to the product, price and distributipart of the marketing
mix, that is, in the traditional sense, a set dkrdependent tools, by way of which the
company competes on market. The new look is redplenfor communication with the
environment, providing information about the prodacd offer. It is a way to communicate
with potential buyers of the company [Cigak 2012].

Many authors define the term - promotion, thesénda&ins are trying to give meaning
to this concept, one of the accurate use Jerzyl,Didio believes that the concept of
promotion is understood as different means tactoal strategic aimed at direct and indirect
strengthening of the market position of the compaoffered by its products and the
activation of its sales [Dietl 1985].

For the specific purpose of promotion include: [Kaarek 2005].

— excitation needs to know the new company's offer,

— belief in the intrinsic value of the offer,

— maintenance demand for well-known products,

— convinced of the need to purchase a larger voluhpamucts (more frequent visits,
longer stays)

— encourage to purchases of services provided wittenspecified time (before the
season, after the season)

— encourage to purchases of services rendered uedaincconditions (charter, group
tours)

— building a positive company image in the society.

As you can see from the above statement of the giomit is essential to ensure the
correct level of sales activity in any form, algo agritourism. Farmer offering services
through the promotion of agritourism is able toeefively communicate with your potential
customer and thus can tailor the service accordmghis expectations. The pace of
development of rural tourism depends largely onrfagketing system, which includes the
preparation of the tourism product, it indicates Ways of sale, and used for the purpose of
distribution channels, and also organizes promatioractivities [Krzyanowska
K., Wojtkowski 2012].

The basis for the success of marketing activitreshie field of products for farm
holidays is to offer potential buyers of the prodas the most diverse and highest quality,
which expresses the degree to which the productsntke requirements and expectations of
[Swietlicka 1997].
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Consumers buy products, they buy really the geslitf a perceived standard of quality
and style that reflect the idea of the producthasging a certain level of quality. Further
strengthening could be due to product packaginggctwiprotects both the product and
increases its attractiveness. Brand can also bmdicator of reliable after-sales services
[Holloway J. Robinson, C. 1997]

THE INTERNET, ASA SPECIAL INSTRUMENT FOR THE PROMOTION

Internet (Network) was considered the most impartavention of mankind since the
time of Gutenberg printing technology. While thessi@omputerization laid the groundwork
to create a new civilization based on digital tedbgy, it created the Internet ultimately
sealed the constitution of the information socigigremen 2014]. All Internet tools can be
used for effective promotion, however, to propeulye the various types of advertising,
should be fit for the purpose they intend to achidtzis worth to skillfully combine different
types of advertising.The Internet offers access sagnificant number of tools that allow you
to optimize advertising spending. This potentialde to increased efficiency, provided that it
is properly used [Kazanowski 2008].

ADVANTAGESAND DISADVANTAGESUSING

THE INTERNET

4 4

» LACK OF GEOGRAPHICAL » CONSUMER RESISTANCE TO
LIMITATIONS, CHANGE,

> OPPORTUNITY TO GAIN NEW » LIMITED TRUST TO DATA
CONSUMERS, SECURITY,

> LOWER COSTS OF OPERATIONS » THREAT BY VIRUSES, SPYWARE,
AND TRANSACTIONS, AND HACKERS,

> HIGH AVAILABILITY, » LACK OF CONFIDENCE TO THE

LITTLE KNOWN BRANDS,

» CAPACITY, FLEXIBILITY AND
SPEED, » LACK OF PHYSICAL CONTACT,

» FEATURES CHANNEL » LIMITED RANGE,
COMMUNICATIONS,

» PROTECTION OF INTELLECTUAL
» WIDE RESEARCH AND
ANALYTICAL POSSIBILITIES,

» ACCESS TO THE DATA IN REAL-
TIME,

Fig.1. Advantages and disadvantages of using the glatalank.
Source: own compilation based on- Kazanowski D1L228ew marketing, Warsaw: 121

As shown in the table above, the Internet has nstmengths, thanks to which his

popularity continues to rise and form of promotionthe global network is becoming
increasingly crowd of followers? Another factor tdouting to this is the fact that advertising
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can be placed there for free or for very little mpnwhich in the case of services, agro-
tourism is of great importance, as farmers defiypitdo not want to spend money on
advertising. Promotion on the Internet can be @igichccording to kckiewicz E., into three

groups: advertising, public relations, sales proamofFig. 2).
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Fig.2. Promotional tools on the Internet.
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Source: Fgckiewicz E, 2006 Internet Marketing, PWN, Warsaw 48

Of course, when it comes to services agritourisinafioof the above mentioned forms
will be well served promotional functions. Agritaemn activity is addressed to a specific
recipient, and must also be hit to him in the Besh at the right time and place. Generally
can be divided into space for the promotion of Irtmarism on the local and global, as shown

in Fig. 3.
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Fig. 3. Places for effective promotion holiday farms.
Source: own compilation

EXAMINATION FINDINGS

Among respondents engaged in holiday farms theesiggroup were women (71%),
women definitely belonged to the people managing$éa Most farms are typical business
family (64%), which involves the whole family andten the neighbors. A large group of
respondents are young people aged 25-35 years (B8%)here more clearly that young
people willing to take action to increase theirame. Higher education hold a 34%,
secondary and vocational 46%, the rest of the resgus have primary education or did not
answer the questioccording to the surveyed owners of holiday farims most common
form of advertising are information provided by timenicipal offices on their own websites
which relate to holiday farms lying on the suboedenarea. The vast majority of respondents
have signs and banners at their homes or in the @&#&5%). More and more farmers are
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choosing to work with local companies which seekxohange information on services in the
area thereby promoting each other (31.25%).

tourist fair 17,5

municipal offices 81,25

signs, baner 67,5

local gastronomy 31,25
leaflets 745

associations 47,5

Internet(own sites, portal) 95

0 10 20 30 40 50 60 70 80 90 100

Fig. 4. The forms of promotion used by surveyed ownersoliday farms.
Source: own compilation

The majority of farmers according to stated thatyteee great potential for promotion
affixed in the global network. A large group usée tnternet, which can be seen at the
lecture. 2:

mailing
banner advertising
portals reservation

Internetforums

tourist portals
association websites

social media

office websites

own website
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Fig. 5.. The forms of promotion on the Internet used leystrveyed farmers.
Source: own compilation

The owners of holiday farms mostly use the helgvebsites of local governments and
there includes information on their farms (92, 5%@ry popular are their own websites it is
noteworthy that 30% of farmers use social netwaldites to promote farms . We still do not
have many supporters portals of booking accommaniaionly a few people use this form.
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CONCLUSION

In summary it can be seen that the owners of hgli@@ms from the district of
Bieszczady largely use modern information medichsag the Internet, very large numbers
using this form of advertising. It is worth notirilgat self-promotion, however, is strictly
dependent on available funds, to be effective istine prepared in a professional manner. In
order to achieve this objective farmers should dista cooperation with travel agencies,
associations, local businesses, ODR-s, in ordendrimize the effects of the promotion of
their farms.
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