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ABSTRACT

The concepts of “agrotourism” (or agritourism), focusing on farm-based tourism, and “wellness tourism,” which
emphasises health and well-being through travel, are common and well-researched. As the paper explores, this
combination presents a strategic approach to enhance the tourist farms’ offer by aligning it with contemporary
desires for health, relaxation, and nature immersion. Based on exploring the existing offerings on tourist farms
in rural Slovenia and a survey among potential users, we identified some aspects of why agrowellness is not yet
developed to the extent one would expect. Focusing on six main areas—local identity, sustainability, commu-
nity engagement, innovation, digitalisation, and sports activities— the developed distribution model outlines
what steps farms can take to reach a broader audience and contribute to sustainable development. By integrat-
ing authentic local experiences, eco-friendly practices, community collaboration, innovative activities, a robust
digital presence, and opportunities for active outdoor recreation, tourist farms can offer unigue, enriching
experiences that appeal to modern tourists seeking wellness and connection with nature in the spirit of agrow-
ellness. This comprehensive strateqgy aims to elevate the agrowellness sector’s appeal. It supports the preserva-
tion of rural heritage and promotes healthy lifestyles, positioning tourist farms as crucial players in a sustaina-
bly focused tourism industry.
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INTRODUCTION

Agrotourism, particularly in the form of farm tourism, plays a significant role in the tourism industry across
Europe (Potocnik-Slavic, Schmitz, 2013). By offering unique experiences based on authentic ambience, tradi-
tion, and healthy food, farms can create an attractive tourist offer that contributes to revitalising rural areas
(Dragicevic, 2007). The positioning of agritourism within the broader tourist market is crucial, with farms as
the primary entities providing services that leverage cultural, social, environmental, and economic resourc-
es (Dubois, Schmitz, 2013). This type of tourism is becoming popular due to the desire to move away from
everyday life and relax in nature. The activities such as feeding animals, farm chores and homemade food
preparation enrich the experience, which is attractive for families with children who see this as an ideal hol-
iday for relaxation (Greif et al., 2011). This can further be built upon with initiatives such as traditional gas-
tronomic experiences (Ivanovic et al., 2022). Additionally, the development of agrotourism has been identi-
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fied as a viable option to stimulate growth and socioeconomic reactivation in less favoured areas, leveraging
the natural, historical, cultural, and social potential of agricultural communities (Entenza et al., 2022) and
also bringing a vital source of income to the rural population (Jeczmyk et al., 2015). Agrotourism, which in-
volves visitors engaging in agricultural activities and experiencing rural life, is closely connected to wellness
tourism. Wellness tourism focuses on enhancing one’s well-being, both physically and mentally, through ac-
tivities that promote relaxation, stress relief, and overall health improvement. The connection between agro-
tourism and wellness tourism lies in the therapeutic benefits for visitors that derive from engaging with the
natural environment of countryside locations, agricultural tours, local product tastings, and immersion in
natural surroundings (Feng et al., 2021). Wellness tourism, which began to develop in the middle of the 20th
century, originates from the ancient Romans who discovered the effects of thermal water. Europe has devel-
oped this tradition through balneology, using thermal water for well-being (Gojcic, 2020). Agrowellness com-
bines agrarian and wellness tourism, offering natural holidays with the possibility of a healthy lifestyle (Greif
et al., 2011; Pesonen, Komppula, 2010). This type of tourism offer can be significant in the times like the pres-
ent, after the COVID-19 pandemic, when the impacts of the pandemic are seen in mental and physical health
deterioration as well (Sekuli¢, 2023).

Greif, Rauscher, and Sontgerath (2011) clarify that agrarian tourism is not only for the middle social class
with less purchasing power but also an exclusive experience that combines nature and advanced wellness
technology and is accessible primarily to higher social classes. Ana (2017) emphasises the economic impact of
agrowellness on local communities by creating jobs, while Greif et al. (2011) highlight its contribution to pre-
venting rural migration, security, nature conservation, promoting healthy lifestyles and ensuring tranquilli-
ty. The agrowellness business includes various products for maintaining health. However, many farms do not
recognise their potential in this segment due to their focus on primary agricultural activity and shortcomings
in distribution channels (Katsoni, Dionysopoulou, 2015).

Short supply chains at the heart of successful agrowellness centres enable sustainable development and
green and socially responsible tourism. Connecting with local producers and manufacturers enables the de-
velopment and maintenance of a high-quality and sustainable offer that is attractive to many tourists who
want to retreat from urban cities and a fast pace of life and escape daily routines (Pesonen, Komppula, 2010).
It is also attractive to providers who want to offer unique and high-quality products directly to consumers
with greater transparency in the production process, that builds trust with visitors, and provides opportuni-
ties for agrotourism providers to difterentiate themselves in the market (Azima & Mundler, 2022). By stream-
lining the supply chain, agrotourism providers can improve efficiency, minimise waste, and increase profita-
bility, which would be ultimately beneficial both for the providers and the local community (Velly et al., 2022).

A distribution model is a strategic approach that describes how a product or service goes from the manu-
facturer (provider) to the end consumer (customer). This model involves wholesalers, distributors, retail stores
and online commerce stakeholders. Distribution channels are divided into direct, indirect and hybrid (Patel,
2023). With the direct channel, the buyer makes purchases on the spot where something is produced. With
the indirect channel, we have retailers, wholesalers or brokers between the manufacturer and the buyer. The
hybrid design is a mixture of both together (for example, factories that produce products and at the same time
have a small shop, which could potentially also be applied to agrowellness farms).

Firstly, a good distribution model allows farms to reach a wider audience through different channels,
which can increase visibility and sales (ToSovi¢-Stevanovic, et al., 2020). Secondly, it can help optimise sales
and profits by allowing farms to find the best channels for selling agrowellness products or services. In addi-
tion, the distribution model can help establish more personal relationships with customers, as it allows direct
interaction between farms and customers. This direct interaction can lead to greater loyalty and greater cus-
tomer satisfaction.

The 4P marketing mix, which comprises product, price, place and promotion, is the basis for achieving
companies’ marketing goals in the target market. This model is instrumental when marketing physical prod-
ucts. However, in the context of services, the extended 7P model is used, which, in addition to the primary
four Ps, includes people, physical evidence, and processes (McCabe, 2022). Understanding these additional el-
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ements is vital in tailoring and improving the offerings, as it provides deeper insight into the needs and ex-
pectations of the target audience.

The product in the marketing web represents everything offered on the market — from physical products
to services and experiences. Most products do not significantly impact the market, so the goal is to create val-
uable and functional products for customers (McCabe, 2022). The place refers to how a product or service
reaches the consumer, including distribution strategies that can increase sales and profits (Kotler & Keller,
2016). The price must be carefully determined according to demand, costs, competitive trends, and govern-
ment regulations, as it directly impacts sales and profit. The promotion covers strategies for acquiring new
and retaining existing customers, from direct marketing to advertising and public relations (McCabe, 2022).
The physical evidence elements such as website, logos, packaging, workplace design, and customer experience
strengthen the brand and contribute to its visibility. The people involved in the process must be trained, pro-
fessional and communicative, as their approach directly affects customers’ perception and satisfaction. Final-
ly, the processes that define how services are distributed and delivered must be clearly defined, simple, and
oriented towards customer satisfaction (Pizam et al., 2016). In the agricultural sphere, the essential 4Ps are of-
ten amended by three other Ps (Policies, Physical Climate, and Partners) to reach a 7Ps model (Dodor, 2014).

Companies can adopt a holistic marketing approach that integrates various components to develop com-
petitive advantages, enhance flexibility, and achieve success in the market (Peterson & Minton, 2021). Under-
standing and effectively utilising the 7Ps marketing mix can significantly contribute to developing and pro-
moting agrowellness activities and other services, leading to improved business outcomes. By embracing a
holistic marketing strategy, companies can define their objectives and business strategies in a manner that
considers long-term benefits and social responsibility (Prosenak et al., 2008). Since evidence clearly shows that
destination image, positive experience and loyalty to ecotourism are essential factors in choosing tourist des-
tinations (Amani & Akbari, 2023), which further underscores the need for a good marketing and distribution
strategy to attract potential customers to the agrowellness world.

The research was conducted in two stages. First, a survey of crucial customers of agrowellness services was
carried out, determining the starting points for the service distribution model. In parallel, a sample of tour-
ist farms from Eastern Slovenia that already exist or are potential providers of agrowellness services were re-
viewed. Based on the results, a distribution model of goods was set up, combining the guidelines for the mar-
keting mix and distribution strategy design with findings regarding the current state and wishes of potential
users, as well as the existing offer.

This study aims to develop an effective distribution model for agrowellness services, incorporating direct,
indirect, and hybrid channels to optimize reach and efliciency. The model will focus on improving visibility,
sales, and customer satisfaction through streamlined supply chain management and fostering direct interac-
tions between farms and customers. Additionally, the study seeks to apply the 7Ps marketing mix—product,
price, place, promotion, people, physical evidence, and processes—to tailor and enhance the marketing strat-
egies of tourist farms. By leveraging the extended marketing mix, the study will analyse how farms can bet-
ter understand and meet the needs and expectations of their target audience, ultimately leading to improved
business outcomes and stronger market presence.

METHODOLOGY

In the qualitative assessment, researchers focused on a sample of 35 tourist farms in the Eastern Slovenia Co-
hesion Region, using a checklist with 55 questions that covered a wide range of aspects, including health and
wellness activities, sports, nutrition, and mental health. This approach enabled the collection of detailed sta-
tistical data on agrowellness offer, categorising the information into six main areas: basic farm details, sports
and recreational activities, healthy eating habits, mental wellness, active services for maintaining a healthy
lifestyle, and additional rural tourism offer. The methodology provided an in-depth overview of the current
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state of agrowellness services. It highlighted areas suitable for further development and improvement based
on the collected and processed statistical and graphical data.

In the quantitative part of the study, an online survey was conducted to investigate the wellness tourist
services offered in rural areas of the Eastern Slovenia Cohesion Region. The survey aimed to capture the lo-
cal population’s (or domestic tourists’) needs, desires, and expectations regarding farm tourism and promot-
ing a healthy lifestyle through local products. It also sought to explore the sustainable habits of Slovenians
and identify the obstacles hindering access to, distribution of, and transfer of goods from the local country-
side. The questionnaire was structured into five thematic sections with 27 questions, addressing topics such as
tourism habits, wellness offer, activities in nature, and the community’s connection to agrowellness. The data
was gathered in 2023 among 127 respondents, along with the insights from the qualitative assessment, which
were instrumental in shaping a model for distributing agrowellness services. Combining the qualitative ob-
servations with the quantitative survey findings, a comprehensive strategy was developed to enhance the visi-
bility and accessibility of agrowellness services, ensuring they meet the evolving preferences and requirements
of both local residents and tourists. This integrated approach underscored the current state of agrowellness of-
ferings and paved the way for their strategic development and improvement.

Sampling

The study used a mixed-methods approach, incorporating both qualitative and quantitative assessments to
comprehensively evaluate agrowellness services in the Eastern Slovenia Cohesion Region.

For the qualitative assessment, researchers selected a purposive sample of 35 tourist farms from the East-
ern Cohesion Region. This region was chosen due to its diverse range of rural tourism activities and potential
for agrowellness services. The selection criteria for the farms included their active engagement in tourism, va-
riety of offered services, and geographical distribution within the region to ensure a representative overview.
A checklist of 55 questions was used to gather detailed information on various aspects of agrowellness ofter-
ings, including health and wellness activities, sports, nutrition, and mental health. This comprehensive check-
list enabled the researchers to categorize and analyse the data into six main areas: basic farm details, sports
and recreational activities, healthy eating habits, mental wellness, active services for maintaining a healthy
lifestyle, and additional rural tourism offerings.

In the quantitative part of the study, an online survey was conducted targeting the local population and
domestic tourists within the Eastern Cohesion Region. The survey aimed to capture their needs, desires, and
expectations regarding farm tourism and promoting a healthy lifestyle through local products. Additionally,
it sought to explore the sustainable habits of Slovenians and identify obstacles hindering access to and distri-
bution of goods from the local countryside. The questionnaire was structured into five thematic sections with
27 questions covering tourism habits, wellness offerings, activities in nature, and the community’s connection
to agrowellness.

The survey was administered in 2023 and collected responses from 127 participants. This sample was se-
lected through a combination of convenience and snowball sampling methods, where the initial respondents
were asked to indicate others within their network who fit the target demographic. This approach facilitated
the collection of a diverse range of perspectives and ensured a broad representation of the local population’s
views and experiences.

By combining the qualitative data from the in-depth farm assessments with the quantitative survey re-
sults, the researchers were able to develop a comprehensive strategy for enhancing the visibility and accessi-
bility of agrowellness services. This integrated approach provided valuable insights into the current state of
agrowellness offerings and identified key areas for strategic development and improvement.
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RESULTS

Agrowellness offer analysis results

The analysis of the offer on tourist farms in the Eastern Slovenia Cohesion Region revealed a strong empha-
sis on sustainability and self-sufficiency. On average, the farms demonstrated a high rate of self-sufhiciency, at
68.7%, underscoring the importance of sustainable practices in the region. This commitment to sustainability
is further highlighted by the fact that all surveyed farms are members of the Association of Farms of Slovenia,
indicating a robust network that supports a wide range of accommodation facilities and activities for tourists.

Room and apartment accommodation emerged as the most common types of lodging available on these
farms, providing guests with comfortable and homely settings. In contrast, specialised services such as horse
riding were less frequently offered, primarily due to concerns over safety and the time-consuming nature of
such activities. Despite this, a significant 91% of the farms made sports equipment available to their guests, en-
couraging physical activity and engagement with the natural environment.

Although many farms did not feature swimming pools, they compensated by offering a variety of guided
tours and recreational activities that allow visitors to explore and enjoy the rural landscape. The use of home-
grown produce as part of food offerings was a prevalent practice among the farms, ensuring freshness and
quality in the meals provided to guests. This approach not only enhances the culinary experience but also
supports the farms’ sustainability efforts.

In addition to these offerings, the farms included relaxation techniques and cultural engagements in their
services. These activities aim to connect guests with the local heritage and natural environment, providing a
holistic approach to rural tourism. By integrating these diverse experiences, the tourist farms in Slovenia suc-
cessfully create an authentic and enriching experience for their visitors, highlighting the unique charm and
appeal of rural destinations.

Survey analysis results

The survey conducted among potential users (tourists) of agrowellness services provided insightful data on
preferences and behaviours related to rural wellness tourism. According to the survey results, 56.14% of par-
ticipants expressed their preference for rural wellness experiences, while 25.73% remained neutral, and 18.13%
favoured urban wellness options. The primary advantages of rural wellness, as identified by 49.34% of respond-
ents, included beautiful nature and tranquillity, which significantly enhance relaxation and overall well-be-
ing. Rural destinations were particularly appreciated for offering privacy and authentic interactions, with hosts
providing a homely and unique atmosphere that encourages repeat visits.

When rating the frequency of various tourist activities in rural settings, hiking, picnics, and bird watch-
ing emerged as the most popular choices among the respondents. These activities allow tourists to engage
closely with nature and enjoy the serene landscapes. In contrast, sports such as golf, tennis, and horse riding
were less commonly pursued, reflecting either a lack of facilities or lower interest among tourists.

Regarding sustainable tourism practices, the survey results indicated a positive trend towards consuming
local organic food products. Specifically, 73% of respondents reported consuming these products occasionally,
25% always, and only 2% never. However, the preference for using cars to reach rural destinations was over-
whelmingly high, with 92.98% of tourists opting for this mode of transport. This highlights a potential area
for improvement in promoting more sustainable travel options.

The survey also identified significant obstacles to promoting a healthy lifestyle in local communities. The
primary issues included poor promotion of local providers and products, coupled with a general lack of knowl-
edge about healthy living. These findings suggest a need for better marketing strategies and educational initi-
atives to enhance awareness and accessibility of local wellness offerings.

In terms of factors important for developing the agrowellness offer, respondents highlighted the involve-
ment of the local population, promotion of local tourist attractions and tourism providers, environmental
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care, and preservation of natural heritage as crucial elements. Interestingly, while most factors were deemed
necessary, - investment in infrastructure” was considered less crucial, indicating a preference for leveraging
existing resources and focusing on sustainable development.

Overall, the survey results provided valuable insights into the preferences and behaviours of potential
agrowellness tourists, emphasizing the need for strategic development and improved promotion of rural well-
ness services. By addressing these factors, tourist farms in Slovenia can better meet the evolving preferences
and requirements of both local residents and tourists, ensuring sustainable and attractive agrowellness offer.

The model of distribution

Our findings reveal two main categories of goods tourist farms offer in agrowellness: material products like
food, drinks, homemade cosmetics, souvenirs, and services, including wellness treatments, mental health sup-
port, rural sports, and accommodation. This division is crucial for understanding our proposal for improving
the distribution of agrowellness goods and services, since physical products attract visitors who may use vari-
ous services. It makes sense to point out that on most of the observed farms, agrowellness activities were often
complementary, done alongside regular jobs or farming, serving as an extra source of income and satisfaction.

Most farms in the study were unaware of their agrowellness potential despite a wide range of health-pro-
moting products and services. The focus on consumer needs over distribution channels found in literature
shows gaps in the marketing approach.

Information about the offer is generally found by potential customers directly through events and digi-
tal platforms or indirectly through collaboration with travel agencies, reducing advertising risks and allowing
more straightforward pricing while offering consumer insights. This enhances the offer adjustment, spread-
ing information about tourist experiences, increasing visibility and attracting visitors. Regarding the market-
ing strategy, geographic positioning is essential for successful distribution, with the offer being tailored and
made accessible to the target population. For instance, products and services for the elderly are better to be of-
fered in physical stores, while the younger demographic is more easily reached online or via apps. Promotion
through travel agents and tourism organisations offers significant benefits, from spreading information to us-
ing expertise for tourism growth and satisfying customer needs. Organised space, local offerings, and event
organisation are crucial for attracting guests and providing unique experiences.

Based on these findings, we can synthesise directions for distributing agrowellness offerings based on
crucial starting points.

Starting point: People primarily drive cars to tourist farms.
The survey showed that 93% of visitors use cars to access tourist farms, often located in hard-to-reach ar-
eas. Despite the interest in sustainability, the location of farms limits the modal shift.
Proposal: For larger groups, tourist farms should offer organised transport, such as buses or vans, from
the main stations. This would attract eco-conscious guests. In addition, an investment in electric bicycles
would allow guests to explore the surroundings without needing organised transportation.
Starting Point: People prefer wellness in the countryside rather than in the city.
The questionnaire revealed the advantages of rural wellness because of tranquillity and proximity to na-
ture. These advantages are often overlooked.
Proposal: Highlight the benefits of rural wellness, such as ‘forest bath’ and ‘nature hug’ and promote the
countryside’s unique energy through various marketing channels.
Starting point: The most significant interest in the countryside is sports, followed by wellness and mental
health wellness.
Observation has shown that farms follow customers’ wishes well for cycling and hiking.
The proposal: Regularly upkeep and maintain cycling routes, add activities such as traditional farm games,
and promote cycling routes to attract cyclists.
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Starting point: People are sustainably oriented and want locally produced products.
The survey showed great interest in locally produced products, but higher prices are often an obstacle.
The proposal: Emphasise farms’ sustainable operation and educate people about the value of locally pro-
duced products. The possibility for customers to actively participate in agricultural tasks could raise aware-
ness of the importance of sustainable practices.
Starting Point: Besides sustainability, people look at their health, which affects interest in locally produced
food.
Research shows that health is becoming crucial for consumers looking for locally grown products.
Suggestion: When selling locally grown food and natural cosmetics, highlight the health benefits.
Starting point: Raising awareness about selling products in markets and fairs is essential.
The survey showed that farms’ physical products are insufhiciently accessible.
Proposal: Use marketing strategies to raise awareness of purchasing opportunities at markets and fairs
and promote farm-derived physical products.
Starting point: Most farm operators are over 50 years old.
More than half of the farm operators are older, showing the need to adapt to modern technology.
Proposal: Conduct marketing workshops to get them acquainted with self-promotion and the most pop-
ular mobile and web applications.
Starting point: More than half of the respondents live in rural areas.
The purchase of agrowellness goods is complicated for residents of rural areas due to the dispersed loca-
tion of markets.
Proposal: Make local markets in rural areas more accessible to improve access to fresh local goods.
Starting point: Only 60% of tourist farms offer the opportunity to buy a physical product or a souvenir.
Visitors often cannot buy souvenirs at all locations.
Proposal: Arrange farm shops to sell unique products and souvenirs and improve promotion.
Starting point: The expected price for staying on a tourist farm is too low.
People are willing to pay between 30 and 80 € per night, which is quite below the actual value.
The proposal: Introduce agrowellness packages, including various services, to raise awareness of the ac-
tual value of the offer.
Starting Point: Most tourist farms are connected to local tourist destinations.
Farms connect with local attractions and with each other.
The proposal: By working together, farms can provide a diverse and high-quality oftfer and enhance the
guest experience.

DISCUSSION AND CONCLUSION

Based on the data obtained from surveys, proposals presented and described starting points for the distribu-
tion of agrowellness services, it is clear that there are several critical areas in which tourist farms can focus on
improving and diversifying their offer. The discussion focuses on six main points: local identity, sustainabil-
ity, local community, innovation, digitalisation and digital technologies, and sports, which together form an
integrated approach to upgrading agrowellness services.

Local identity is the foundation for creating unique and authentic experiences that give visitors a deeper
insight into the cultural and natural heritage of the region. The emphasis on traditional crafts, cultural events,
and heritage contributes to preserving the local culture and enhances tourists’ interest and satisfaction. This
means that tourist farms that integrate local identity into their oftfer can expect greater interest and loyalty
from visitors.

Sustainability and ecological awareness are becoming increasingly important for modern tourists looking
for environmentally friendly holiday options. Therefore, tourist farms that highlight their sustainable practic-
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es have an advantage in attracting this target group. Emphasising organic production, recycling and using re-
newable energy sources not only contributes to environmental protection but also increases the competitive-
ness of farms.

Active cooperation with the local community and other tourism providers enables joint promotion and
organisation of events, increasing the region’s visibility. Innovation in offering experiences, such as themed
gardens or culinary workshops, opens up new possibilities for attracting tourists and improving the offer.

The digital presence and use of digital technologies for promotion and communication are becoming crit-
ical elements in modern tourism. Tourist farms that use digital platforms efficiently can reach a broader range
of potential guests and improve their visibility.

Finally, sports activities represent an essential complement to the offer of tourist farms, as they enable guests
to experience an active holiday in nature while connecting with the local environment and its characteristics.

The bottom line is that by integrating these key points into their strategy, tourist farms can improve and
diversify their offer, increase visibility, and attract a broader range of guests. The emphasis on local identity,
sustainability, cooperation with the local community, innovation, digital presence, and the offer of sports ac-
tivities is not only a response to modern trends in tourism but also a path to ensuring sustainable and respon-
sible development of tourist farms towards true agrowellness providers.

This paper makes a significant theoretical contribution by synthesising key elements that constitute an
integrated approach to upgrading agrowellness services on tourist farms. By focusing on six main areas—Ilo-
cal identity, sustainability, local community cooperation, innovation, digitalisation, and sports—the paper
provides a comprehensive framework that can be used to understand and enhance the multifaceted nature
of agrotourism. It enriches existing literature by highlighting the importance of a holistic strategy that com-
bines cultural preservation, environmental consciousness, community engagement, technological advance-
ment, and recreational activities. This integrated approach not only addresses current trends in tourism but
also offers a sustainable model for future development, providing a valuable resource for academic discourse
and further research in the field of agrowellness and sustainable tourism.

Practically, this paper offers actionable insights and strategies for tourist farms aiming to diversify and
improve their offerings. By emphasizing the integration of local identity through traditional crafts and cul-
tural events, farms can create unique and authentic experiences that enhance visitor satisfaction and loyalty.
The focus on sustainability practices, such as organic production and renewable energy use, provides a clear
pathway for farms to attract environmentally conscious tourists. Encouraging active cooperation with the lo-
cal community and other tourism providers can lead to joint promotional efforts and event organization, in-
creasing regional visibility. Moreover, the paper underscores the importance of leveraging digital technologies
for promotion and communication, enabling farms to reach a wider audience. Finally, incorporating sports
activities into the farm’s offerings can cater for guests seeking active, nature-based experiences. These practi-
cal recommendations provide a blueprint for tourist farms to evolve into true agrowellness providers, ensur-
ing both competitive advantage and sustainable development.

Despite its comprehensive approach, this study has several shortcomings and limitations. One significant
limitation is the reliance on survey data, which may not fully capture the complex realities and diverse prac-
tices of tourist farms globally. The geographical scope of the surveys may also be limited, potentially skew-
ing the findings towards specific regions and neglecting variations in agrowellness practices across different
cultural and ecological contexts. Additionally, the study’s emphasis on six main areas, while comprehensive,
might overlook other crucial factors influencing agrowellness services, such as regulatory frameworks, eco-
nomic constraints, and social dynamics within rural communities. There is also a potential bias in the selec-
tion of the participants in the survey, who may be more inclined towards innovative and sustainable practic-
es, thus not representing the broader spectrum of tourist farms.

Future research should aim to address these limitations by incorporating a more diverse and extensive
sample of tourist farms from different regions and contexts. Comparative studies between various countries
and regions could provide deeper insights into how local conditions influence the implementation of agrowell-
ness services. Additionally, future research should explore other potential factors affecting agrowellness, such
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as government policies, financial support mechanisms, and social interactions within rural areas. Longitudi-
nal studies could also be valuable, tracking the evolution of agrowellness services over time and assessing the
long-term impacts of integrating local identity, sustainability, community cooperation, innovation, digitalisa-
tion, and sports activities. Finally, qualitative research methods, such as in-depth interviews and case studies,
could complement survey data, providing richer, more nuanced understandings of the challenges and oppor-
tunities in the field of agrowellness tourism.
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