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Abstract 

The attention of researchers on agritourism has been increasing in the past few years, due to its 

multiple socio-economic advantages. Despite the augment of international research on the topic, the 

research and knowledge available in connection to agritourism in Denmark is scarce. 

This study investigates agritourism in Denmark from the Danish visitors’ perspective. The aim of this 

research is to identify which factors influence the perceived value that Danes have of agritourism 

farm stays in Denmark, and how it influences the willingness to stay at these farms. Data were 

collected among Danish citizens, through a survey, both online and via physical distribution. 

The results showed that perceived value is a significant predictor of Danes’ willingness to stay at 

agritourism farm stays in Denmark. Furthermore, heritage value, perceived authenticity and 

destination brand image are identified as factors influencing perceived value. The results of our 

research produced relevant theoretical implications, along with new knowledge that can be exploited 

by Danish agritourism service providers to improve the success of their agritourism business. 
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1 Introduction 

Agritourism is a revolutionary concept in the tourism industry. It helps in providing a solution to 

unsustainable mass tourism; such a role makes agritourism particularly valuable, especially in this 

era in which people are travelling more than ever before (Broccardo et al., 2017). Many popular cities, 

islands, natural reserves and attractive destinations have become degraded due to the masses of 

tourists visiting them (Sopheap et al., 2015). Agritourism, a subset of rural tourism, with its numerous 

socio-economic advantages came into the tourism scene as an alternative to mass tourism. 

Agritourism farms are the antitheses to the crowded destinations that are losing their attractiveness.  

Tourists staying at agritourism farms can escape from the busyness and loudness of the cities and can 

experience the pureness of the contact with nature in the countryside environment. Agritourism 

claims to offer benefits to the economy and society, but due to the scarcity of data and evidence, it is 

difficult to assess it. The lack of evidence is due to problematics lying in the inconsistency of the 

definition and the terminology used for agritourism and in the lack of official statistical data. Despite 

this issue, there are existing and potential economic, environmental and socio-cultural positive 

impacts of agritourism.  

The benefits of the agritourism business are not limited solely to the visitors; opening a farm to 

tourists is also beneficial for the farm owners, as a source of additional income. Especially in times 

of reduced agricultural production, farmers can benefit from the diversification of their activities in 

agritourism, which helps them to generate additional profit and sustain their farming lifestyle and 

family (Briendenhann and Wickens, 2004; Fleischer and Tchetchik, 2005).  

Farms that diversify in agritourism bring about non-economic benefits. From the stakeholders’ 

perspective, agritourism is valuable in terms of education and skills dissemination. Moreover, 

attracting visitors to rural areas where agritourism farms are situated enables good opportunities for 

conserving rural culture, local customs, the natural beauty of the landscape and biodiversity (Taksa, 

2003). 

Denmark is worldwide known as a country promoting an eco-friendly lifestyle. Bicycles dominate 

among the means of transportation; people prefer organic and healthy food in their diets; the country 

is among the world leaders in the production of clean energy, and the research is always seeking smart 

and green technologies to reduce pollution. Agritourism, as a sustainable and “close to nature” kind 

of tourism, is perfectly in line with the marked green trend that prevails nationwide. Nevertheless, 
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there is evidence that agritourism in Denmark is an immature sector (Nielsen et al., 2010) and very 

little is known about it among Danes. The research on Agritourism in Denmark is very scarce. 

Therefore, it is quite difficult to gain insights and data about the topic. The scarcity of information is 

partly due to the lack of official statistical data on the quantity and types of agritourism farm stays in 

Denmark.  At present, the existing research does not provide meaningful information on the factors 

that influence Danish people in their perception of agritourism farms in their country, nor on the effect 

of such perception on their behaviour in relation to staying at such facilities. 

This research aims to fill the above presented gap. The results of the research aim to provide relevant 

information on which are the factors influencing the willingness of Danes to stay at agritourism farms 

in Denmark. 

The research questions this thesis seeks to address is: 

What does influence the perceived value of agritourism farm stays in Denmark and how does 

perceived value influence the willingness of Danish people to stay at agritourism farms? 

 The thesis is structured in six chapters. In the second chapter, a review of the literature on agritourism 

in general is provided, along with an overview of the definitions of agritourism. This section is 

focused on the general characteristics of agritourism and on the problematics related to the 

inconsistency of the agritourism name. In addition, a description of the status of agritourism in 

Denmark is provided.  

In the third chapter, we will present the variables object of our study and the hypotheses we 

formulated by linking them. Each of the variables is examined in light of the existing literature, in 

relation to our topic, and to the other variables they are linked to. The first part of the second chapter 

is dedicated to the key variables, namely Willingness to stay and Perceived Value. The link between 

the two variables is presented, and so is the key hypothesis of our research, which is that perceived 

value of agritourism farm stays in Denmark has a positive effect on the willingness of Danish people 

to stay there. In the second part of the chapter, the variables that we hypothesize influence Perceived 

Value will be presented and linked to it. Each section of the second chapter terminates with the 

statement of the related hypotheses, and the chapter ends with the presentation of our research 

framework.   
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The fourth chapter, on methodology, will present the research design of this study; followingly, the 

measurements of the variables we selected in the hypotheses model and the survey-design will be 

presented.  

The fifth chapter presents the analysis of the data, conducted with multiple regression. Based on the 

results, in the sixth chapter, the hypotheses are discussed, and the theoretical and managerial 

implications presented. Finally, the limitations of this study are examined, and new perspectives are 

drawn from the findings to motivate future research. 
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2 Conceptual Background 

2.1 Tourism 

Tourism is one of the biggest economic forces worldwide; after fuels and chemicals it is the third 

largest worldwide export category (UNWTO Tourism Highlights 2016). 

After the Second World War tourism begun to expand, and today it has become one of the fastest-

growing economic sectors in the world. International tourist arrivals have increased from 25 million 

globally in 1950 to 278 million in 1980, 674 million in 2000, and 1,235 million in 2016 (UNWTO 

Tourism Highlights 2017). 

Not only is tourism expanding continuously, but it also brings various socio-economic advantages to 

developed and developing countries. Traditionally, it flourished mainly in North America and 

Western Europe; nowadays, it is expanding much further to developing countries all around the 

world. Together with international visitors, tourism brings about the creation of jobs and enterprises, 

export revenues and infrastructure development (Ibid.). 

2.1.1 What is tourism? 

There is no official definition of tourism. It can be defined as an industry involving activities that 

include the provision of transportation, accommodation, food and related services. Such activities can 

be related to travel for different purposes, such as leisure or business.  

Tourism typologies can differ based on several factors, such as the characteristics of the destination, 

of the undertaken activities, of the purpose and duration of the trip, and on the characteristics of the 

tourists, such as age group and socio-economic group. Tourism typologies include sustainable and 

eco-tourism, niche or mass tourism, adventure and extreme, cultural and historical, nature and rural, 

and religious, medical, extra-legal tourism and others.  

The scope of our research will be Agritourism, a branch of Rural tourism, and we will focus our 

attention on Agritourism farms in Denmark. First, we will give an overview of Rural tourism, then, 

we will narrow down to Agritourism and how it developed. 
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2.2 Rural tourism 

Scholars have started to research about rural tourism after World War II. In fact, after the war “the 

demands for recreation and tourism in the countryside have grown considerably” (Dower, 1973, 

p.465), enough to make the topic an object of academic studies. Rural tourism was not completely a 

novelty. It already existed in Europe and North America since the end of the 19th century, with a 

stream of visitors seeking scenic and romantic landscapes.  This was possible due to the development 

of rail networks in rural areas (Lane and Kastenholz, 2015). 

At first, it seems easy to define rural tourism as tourism that takes place in the countryside (Lane, 

1994). This simple definition is not adequate for many reasons. According to Lane (1994), it is not 

easy to propose a universal definition of rural tourism which can apply to all rural areas in all the 

countries. This is due to many factors, first of which is the difficulty of defining rural areas 

themselves. Other problems include the lability of the borders between urban and rural areas and the 

discontinuity between the setting and the activities carried out. (Ibid.) 

The potential of rural tourism was recognised by governments and institutions, and became a topic 

among the Organisation for Economic Co-Operation and Development (OECD) in the late 1980’s. 

Even though it became subject of discussion and doubts, rural tourism “appears to have grown 

steadily in the last 25 years, becoming a worldwide phenomenon” (Lane and Kastenholz, 2015, 

p.1135).  From the demand side, its grown popularity is due to the change in lifestyle and it is 

benefitting from the experience economy (Pine and Gilmore, 1998). 

Rural tourism developed in three phases. In the first phase it emerged “as a sustainable alternative to 

a declining agricultural sector” (Lane and Kastenholz, 2015, p.1136), and originally it was not always 

settled in farms, as it developed in historic buildings as well (Ibid.) This phase was followed by one 

of growth and worldwide expansion, that interested Europe, North and South America, Asia, 

Australia and New Zealand. The third phase, which is now starting in some destinations, might be of 

decline or regeneration. (Ibid.) 

It is unquestioned that it is hard to find data on rural tourism and on its growth. Moreover, the 

definition of rural tourism may vary from country to country, along with the regulations about it. In 

some countries, where rural tourism is more developed than in others, there might be specific 

definitions given by the law, and more data and statistics available (e.g. Italy). Even though there are 

anecdotal evidences of both regeneration and decline of rural tourism, the lack of available data and 
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statistics is an issue. The lack of data is often connected to the absence of national programmes 

supporting this form of tourism, not only financially, but also in terms of policies and regulations. 

The shortage of regulations about the topic could be due to an absence of interest from the 

governments, which is reflected in the lack of studies and data production in the field. 

Rural tourism is a broad concept that includes different niche types of tourism, such as Cultural and 

Heritage tourism, Activity tourism, Food and Wine tourism, Cycle tourism, and finally Agritourism 

and Farm Holidays (Lane and Kastenholz, 2015). “Farm Holidays/Agritourism typified an early 

modern type of rural tourism product, involving staying on a working farm, or for day visitors, making 

farm visits” (Ibid., p.1137). 

2.3 Agritourism as an alternative to the mass tourism  

Nowadays, most of the travellers belong to the category of tourists performing mass tourism. Mass 

tourism started developing after the Second World War, as a form of economic growth provided by 

Western countries. It has emerged as the result of the growing middle class in rich countries in the 

after-war period (Sopheap et al., 2015). Mass tourism consists of a copious amount of people visiting 

a certain destination at one time. As a result, it needs large scale organisations and substantial 

resources for its functioning. Two big major companies (TUI Travel Plc and Thomas Cook Plc.) 

dominate the world market of tourism by owning numerous brand hotels, aircrafts, travel shops, tour 

operators and by employing thousands of workers. These two multinational companies are the main 

decision makers in the tourism industry. It makes it then very difficult for small-scale tourism 

operators to catch the attention of visitors (Mahaliyanaarachchi, 2017). 

2.3.1 Impact of mass tourism on developing countries 

Mass tourism has always been criticised for its destructive impact on the society, culture and 

environment. Full package holiday deals and resorts and gross commercialism are causing very 

unsuitable development in the tourism sector (Weaver, 2001). 

Highly reputable destinations like Venice, Santorini or shorelines of Caribbean are examples of 

destinations that became so congested, that they lost part of their attractiveness. In some cases, 

“massification” of tourists in destinations can cause their degradation (Sopheap et al., 2015). For 

instance, developing countries such as Sri Lanka, India, Thailand, Vietnam, Cambodia, Myanmar, 

Tanzania have accepted the touristic stream as a part of their development programme. With the 

vision of faster advancement of their backward economies and the employment of their unskilled 
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workers, they saw tourism as a source of a useful foreign exchange. But very often such vision brings 

losses for more reasons:  

• cultural degradation  

• pollution of natural environments 

• involvement of multinational organizations 

Tanzania is a relevant example of cultural and environmental degradation. Even though Tanzania has 

gained a lot of income from the tourism in the recent years, the first President of Tanzania said “I 

don’t want foreign currency through this kind of tourism which erodes the culture and human values 

of my people. I would like to stop it if this situation continues.” (Mahaliyanaarachchi 2017, p.7).   

People from developed countries are attracted to untouched, exotic, cheap and unspoiled destinations. 

As a result, the natural environments get polluted and damaged posing a serious threat to local fauna 

and flora (e.g. diminishing coral reefs in the gulf of Thailand) (Wilkinson, 1996). 

Big trance national companies with the encouragement from the World Bank and the International 

Monetary Fund (IMF) are providing bilateral and multilateral loans to finance the development of 

hotels and resorts, infrastructures and the promotion of tourism-related projects. In the end, the main 

income from tourism in these developing countries remains on the account of the large conglomerates 

of the first world countries. Consequently, developing countries that open up to mass tourism with 

the vision of improvement often end up suffering negative impacts on their social relations, cultures, 

environments and exploitation of natural resources (Ghimire, 2001). 

2.3.2 Alternative forms of tourism 

As a response to negative impacts of big resorts and masses of people in one destination, alternative 

forms of tourism have emerged. The first trends towards alternative tourism started in 1970s and 

1980s on The Caribbean Islands. In San Juan, Puerto Rico, Guadalupe and Fiji, small scale and locally 

controlled development was encouraged by the Commonwealth Geographic Bureau as an alternative 

to large scale, capitalistic, foreign owned tourism. (Douglas, 2004). 

It was a new revolution in the world of tourism and a counter trend to the mass tourism. Alternative 

tourism has also received a response in demand by tourists who prefer to experience to travel in more 

authentic ways by interacting with locals and by staying in more natural environments (Dernoi, 1981). 
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Dernoi (1981) and Holden (1984) defined Alternative Tourism: 

“In alternative tourism the client receives accommodation directly in or at the home of the host with 

other services and facilities offered there. It is a process which promotes a just form of travel between 

members of different communities. It seeks to achieve mutual understanding, solidarity and equality 

amongst participants.”  

Alternative tourism favours a different philosophical approach towards tourism development, it 

highlights a more sustainable relationship with the environment and a more ethical attitude towards 

the host population. Alternative tourism seeks to redefine tourism back to its original roots of 

exchange and solidarity among people. Its contrasting value compared to mass tourism is that 

alternative tourism respects and conserves the socio-cultural values of communities and helps to 

improve their economic standards (Douglas, 2004). 

2.4 The ambiguity in the definitions of Agritourism 

Even though agritourism is becoming more and more popular on the international scale and it is 

constantly growing as a sector, it is lacking an underpinning and unambiguous definition.  

Different labels such as agrotourism, rural tourism, farm tourism and farm-based tourism are often 

used interchangeably with agritourism (Barbieri et. al., 2016). This interchangeability of distinct 

names with slightly different concepts creates a confusing picture in the minds of the travellers and 

in the research world as well. Very often the term rural tourism is exchanged with agritourism; the 

results of research for rural tourism often apply to agritourism and vice versa. Rural tourism 

comprises agritourism, but it is not only limited to that. Rural tourism is often farm-based, therefore 

agritourism, but not always (Lane, 1994). Even though it has been reiterated that the term agritourism 

is synonymous with rural tourism, agritourism is instead a more specific subset of rural tourism 

Researchers attempted to find a solution for the confusion in the definition of agritourism. Philip et 

al. (2010) have proposed a framework of agritourism types to provide a better understanding of the 

concept. In their research, the various definitions of agritourism are clarified and classified based on 

previous literature on the topic. 
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Term used Definition Reference 

Agritourism “any practice developed on a working farm with the purpose of 

attracting visitors” 

“a specific type of rural tourism in which the hosting house must be 

integrated into an agricultural estate, inhabited by the proprietor, 

allowing visitors to take part in agricultural or complementary 

activities on the property” 

“rural enterprises which incorporate both a working farm 

environment and a commercial tourism component” 

 

“tourism products which are directly connected with the agrarian 

environment, agrarian products or agrarian stays” 

 

“activities of hospitality performed by agricultural entrepreneurs and 

their family members that must remain connected and 

complementary to farming activities” 

Barbieri and Mshenga 

(2008, p.168)  

Marques (2006, p.51)  

 

 

 

McGehee (2007, p.111), and 

McGehee, Kim, and 

Jennings (2007, p.280) 

Sharpley and Sharpley 

(1997, p. 9) 

 

Sonnino (2004, p.286) 

 

Agrotourism “tourism activities which are undertaken in non-urban regions by 

individuals whose main employment is in the primary or secondary 

sector of the economy” 

“tourist activities of small-scale, family or co-operative in origin, 

being developed in rural areas by people employed in agriculture” 

“provision of touristic opportunities on working farms” 

Iakovidou (1997, p.44) 

 

 

Kizos and Iosifides (2007, p. 

63) 

Wall (2000, p.14) 

Farm-based 

tourism 

“rural tourism conducted on working farms where the working 

environment forms part of the product from the perspective of the 

consumer” 

“tourist activity is closely intertwined with farm activities and often 

with the viability of the household economy” 

“to take tourists in and put them up on farms, involving them actively 

in farming life and production activities” 

“commercial tourism enterprises on working farms. This excludes 

bed and breakfast establishments, nature-based tourism and staged 

entertainment” 

“activities and services offered to commercial clients in a working 

farm environment for participation, observation or education” 

 

“a part of rural tourism, the location of the accommodation on a part-

time or full-time farm being the distinguishing criterion.” 

Clarke (1999, p.27) 

 

 

Gladstone and Morris (2000, 

p.93)  

Iakovidou (1997, p.44)  

 

Ollenburg and Buckley 

(2007, p.445) 

 

Ollenburg (2006, p.52) 

 

 

Oppermann (1996, p.88) 
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“increasingly used to describe a range of activities. [which] may have 

little in common with the farm other than the farmer manages the land 

on which they take place” 

Roberts and Hall (2001, p. 

150) 

 

Farm-based 

tourism 

“phenomenon of attracting people onto agricultural holdings”  

“an alternative farm enterprise” 

 

Evans and Ilbery (1989, 

p.257) 

Ilbery, Bowler, Clark, 

Crockett, and Shaw (1998, 

p.355) 

Vacation 

Farms 

“incorporate both a working farm environment and a commercial 

tourism component” 

Weaver and Fennell (1997, 

p.357) 

Table 1 Overview of the definitions used in the literature for agritourism and related labels (Philip et 

al., 2010).  

Based on the definitions provided by the authors above, we will use the term “agritourism” referring 

to a type of accommodation and recreational activity located in a farm. The farm can be active and 

still carrying out agricultural and farming activities, or not active, functioning only as accommodation 

facility.  

2.4.1 Inconsistencies in defining agritourism 
According to Broccardo et al. (2017) the lack of an unambiguous definition makes it difficult to 

conduct research. There are some inconsistencies in definition of agritourism in the literature: 

1. the identification of an appropriate setting: it is not clear if agritourism should 

operate only on farms or if other similar settings like ranches, where products of 

farmers are sold, can also be a possibility for expansion. Difficulties in identifying a 

proper setting for agritourism also lie in the diversity of regulations about the concept 

of “farm” across the countries.  

2. the typology of experiences by customers in agritourism: there is a question on 

whether the agricultural establishment should be working or non-working farm in 

order to make the experience “authentic”. 

3. the kind of activities that agritourism should offer: the government policies might 

include the definition of agritourism and its activities (e.g. hospitality and lodging, 

education, food services, etc.) by law. 
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2.4.2 Efforts towards standardisation of the agritourism brand    
Barbieri et al. (2016) have conducted a research base on the multimodal approach with the purpose 

of standardizing and diffuse a brand name for recreation on farms. Because of the inconsistencies in 

the definition of agritourism and the confusion with rural tourism, farm tourism and other 

terminologies, Barbieri et al. (2016) affirms that these inconsistencies lead to reduced memorability 

and thus call for further efforts to educate the public about its meaning. Furthermore, the study calls 

for improvement of the industry branding to lessen the confusion caused by different names use; this 

would help to unify the brand name of “Agritourism” that appeals to both farmers and visitors.  

The definition provided by Arroyo, Barbieri, and Rich (2013) according to which ‘’agritourism is the 

completion of farming-related activities on a working farm or other agricultural settings for 

recreational or educational purposes’’ mentions the nature of the farm, which we recognised as 

another criterion for the classification of the agritourism across the research papers depending on the 

country where agritourism is performed (e.g. definitions in Europe, Australia or USA are different 

due to the size of the country and accordingly size of the countryside). 

2.4.3 Definition based on activity-based taxonomy  
Phillip et al. (2010) provided a set of definitions of agritourism classified on an activity-based 

taxonomy, with the division into five types: 

1) Non-Working Farm Agritourism: Former farmhouse property being converted to accommodation. 

Tourism products offered are presented based on agricultural heritage or imagery of the past. 

2) Working Farm, Passive Contact Agritourism: A working farm that provides the tourism facility, 

but without any further interaction between the tourists and agricultural practices. 

3) Working Farm, Indirect Contact Agritourism: The agriculture on a farm that directly integrates 

with a tourism product. The visitors have a direct contact with the agricultural products, but no 

farming practices are performed. 

4) Working Farm, Direct Contact, Staged Agritourism: Visitors experience agricultural activities that 

have been purposefully staged, so the agriculture and tourism components can be operated in a 

coordinated manner. 
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5) Working Farm, Direct Contact, Authentic Agritourism: Tourists participate in direct physical 

experience of the agricultural activities, with the possibility of working part-time for room and food. 

(McIntosh and Bonnemann, 2006). 

2.5 Service design and co-creation of the activities on agritourism 

farms 

As the activities carried out at agritourism farms play an important role, in the following section we 

provide an overview of service-dominant logic and co-creation theory, which is important for the 

design of these activities. 

Service design of the activities offered by agritourism farm stays plays an important role in the 

agritourism sector. Shaw, Bailey and Williams (2011) called for an improvement in the area of 

transforming agritourism context into service mechanism in order to create a better experience for 

visitors and to highlight the value proposed.  

2.5.1 Service-dominant logic 
Liang (2017) applies service-dominant logic (SDL) along with a service blueprint to assist agricultural 

enterprises in designing activities that enhance the tourist experience. Value co-creation plays a key 

role in designing activities for agritourism. It is a core of SDL and it requires active visitor’s 

participation along with the integration of the resources of the stakeholders and shared institutions. 

Even though scholars in the field of tourism emphasize the importance of SDL and value co-creation 

for the development of tourism marketing, the findings of Liang (2017) surprisingly indicated that 

activities that designed based on SDL alone could not effectively attract the tourists. This is simply 

due to the lack of agricultural and farming knowledge among the visitors. However, it was proven 

that carefully designed agritourism projects that enable enjoyable and pleasant experience, help 

tourist to obtain agricultural knowledge.   

2.6 The Potential of Agritourism 

Broccardo, Culasso and Truant (2017) recognise agritourism as an innovative strategy for farms and 

as a step towards sustainable tourism. By offering recreational and leisure activities for tourists, 

economic and non-economic benefits for farmers, learning outcomes for visitors and advantages for 

communities, it is gaining relevance around the world.  
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Agritourism can be understood as a “sustainable strategy”, as its objectives are to conserve the rural 

development and preserve the agricultural heritage. At the same time visitors can learn and enjoy the 

agricultural life and agricultural entrepreneurs can increase their income. Lupi et al. (2017) consider 

agritourism as the radical product innovation in national agriculture, as it offers good opportunities 

for business and employment in the rural communities. It conserves and develops rural landscape and 

biodiversity while responding to tourist demand. 

Tew and Barbieri (2011) mention that agritourism provides benefits for farmers, their operators, 

surrounding communities and society overall. In their research paper they talk about economic and 

non-economic societal benefits.  

2.6.1 Economic benefits 
Economic benefits include the on-farm family income combined with the contribution the business 

makes to the local community through sales, taxes, local employment and stimulation of local 

businesses such as restaurants and shops. 

Barbieri et al. (2008) and Brandth and Haugen (2007) measured the economic value of agritourism 

for the farm. Their studies show that performing agritourism can be helpful in times of economic 

distress, such as a poor harvest. By receiving the visitors, farmers can generate supplementary income 

to agricultural production. Moreover, agritourism can provide employment for family members, 

managerial opportunities, tax benefits and other financial incentives. Starting up an agritourism 

business doesn´t require excessive investment in farm infrastructure, labour or equipment, which 

makes it a suitable entrepreneurial diversification strategy (Nickerson et al., 2001). 

2.6.2 Non-economic benefits 
Non-economic benefits include increasing awareness of and preserving rural lifestyles, local customs 

and cultural characteristics of a geographical area (Ollenburg and Buckley, 2007). 

Sharpley and Vass (2006), Veeck et al., (2006) & Nickerson et al., (2001) suggest that agritourism 

provide non-economic benefits such as personal, family related or social benefits. Running an 

agritourism farms stay can improve the likelihood of survival of the farm business, which allows the 

farm operator and his family to continue their farming activity and to enjoy their rural lifestyle. This 

helps to maintain the personal value of “being a farmer” in terms of self-identity (Gasson, 1973). 
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2.7 Agritourism farms in Denmark  

Denmark is a good example of a nation with a relevant degree of depopulation of the countryside. 

Currently, around 32% of the entire Danish population lives in the greater Copenhagen area 

(Danmarks Statistik, 2017). The concentration of people living in and moving to the Danish capital 

and its surrounding is probably due to, among others, financial and job-related factors. Despite this 

phenomenon, “as an urban man by necessity but urban against his will, the Nordic man is living like 

a farmer” (Wiklund, 1993). “Nordic people always look for the rural in the towns they live in: parks, 

green areas, trees […] and many studies show that tourists seek the wholeness in ‘the different’ which 

everyday life cannot offer” (Åke Nilsson, 2002, p.9). 

In Denmark there are around 35.600 farms (Danmarks Statistik, 2017). Some Danish farms carry out 

Agritourism activities. Some of them, are part of the Danish National association for farm tourism 

“Landsforeningen for Landboturisme”. The object of the association is to “to promote and improve 

the conditions of Danish agritourism in order that agritourism becomes a real source of income for 

Danish farms” (Visit Farmen, 2017). To reach its goal, the association maintains the standard of 

service quality by regularly checking on its members. Afterwards, farms can publish the certificate 

provided by the association on their website and display in their facilities (Ibid.) Among others, and 

apart from overnight accommodation, the facilities offer activities that include visiting the farms, 

fishing and horse-riding. Activities for children are also particularly remarked. 

The association was founded in 1988, and one year after 79 farms were part of it. In 2105, they rose 

to 90 (Ibid.). It is quite immediate to notice that, despite the effort of the organization, these are small 

numbers compared to the total number of farms in the country. In addition, the growth rate of farms 

members of the national association is very low. Probably there are farms that carry out agritourism 

activities, and they are not part of the association, therefore these numbers might be reductive. 

Nevertheless, it should be acknowledged that the lack of farms cooperating with the national 

association is both a cause and effect of issues with branding of the agritourism concept and with the 

scarcity of governmental incentives and promotion.  

Hall et al. (2003), conducted a study on rural tourism in Denmark, which included farm-stays settings. 

According to the authors, tourists in rural Denmark seek to experience rural nature, beauty and 

tranquillity. “In Denmark, the rural landscape is predominantly enjoyed visually […] and roaming 

behaviour is found (e.g. hunting, horse riding, off-road bicycling) but performed mainly by local 

residents” (Ibid., p.60). The limited recreational use of land is due to both strict regulations and to the 
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inner nature of Danes; their behaviour is very controlled and disciplined, and cases of trespassing or 

camping outside authorized areas are rare. The Nordic countries have in common the right of public 

access; it means that generally, access to nature is granted to everyone, no matter who owns the land. 

The rules, though, vary for Denmark (Gisselman et al., 2017). Such restrictions in accessibility do 

not encourage Danish people to roam around the country, influencing the influx to Agritourism farms 

as well. The confusion about the rules of access to the land was pointed out also during the interviews 

conducted in the preliminary research phase, underlying doubts and uncertainty in exploring freely 

the Danish rural settings. 

A study by Nielsen, Nissen, and Just, (2010), commissioned by the Danish Food Industry Agency 

(FødevareErhverv), gives us an overview on the status of Agritourism in Denmark, with a focus on 

the innovation, development and expansion situation. When it comes to internal condition, Denmark 

has a strong agricultural, economic advisory system, and the country is active in the pursuit of 

innovation in existing and new business fields. The downside is that the advisory system focuses 

mainly on food production in bulks, neglecting small-scale productions and niche trends in the 

industry. Issues arise also in relation to the role of the farmer; in most of the cases, farmers that engage 

in tourism activities have absent or little experience in the field, consequently there are low levels of 

involvement. From the external point of view, many opportunities are arising. Families tend to seek 

relaxation and “quality time”, especially with their children. There is a trend towards the “need for 

involvement, learning and authenticity during holidays” (Nielsen et al., 2010). Opportunities are 

given also by the national trend towards high quality, healthy and organic food. Even though there 

are good opportunities for agritourism, there is no shortage of external threats to it. One of the major 

issues is the lack of acknowledgement of agritourism as a relevant subset of the tourism sector. It 

follows that the potential of the industry is not properly addressed with projects for development. In 

addition, the regulations are strict and often very limiting in terms of the range of services that farms 

can offer (i.e. serving meals, number of guests), and there are no incentives such as subventions and 

tax deductions. Finally, the R&D on Agritourism is absent or insignificant. 
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3 Hypothesis Development 

In this section we will provide an overview of the literature we have reviewed, based on which the 

variables of our framework were identified, and our hypotheses were formulated. Each section 

discusses the literature and the knowledge on the variables, both generally and in relation to our topic. 

Furthermore, the links between our hypotheses are presented. At the end of this chapter we provide 

our final research framework. 

3.1 Willingness to Stay  
Tourists are in their nature very heterogeneous when it comes to their motives for travelling. To 

ensure the sustainability of tourism development it is essential to recognise and attract the “right” 

visitors. Destination tourism managers, local government authorities and stakeholders have to 

develop attractive conditions for the desired tourist types (Halkier, 2013). These conditions together 

with appropriate marketing efforts and maximisation of available resources create an appropriate 

brand image and contribute to the successful design of a relevant value proposition, which 

consequently drives tourists towards buying the product or service (Mohaidin et al., 2017). 

The goal of this research is to find out what are the factors influencing Danish people perception of 

Agritourism farm stays in Denmark. The data collected during the preliminary research phase have 

shown that very little is known about agritourism farm stays in Denmark. Thus, we would like to find 

out what could potentially attract Danish people and make them travel to rural areas and stay at 

agritourism farms in Denmark. 

3.1.1 Theory of planned behaviour 

Behavioural intention is a vital subject in tourism research, and it has been found that positive 

intentions indicate desired tourist loyalty (Prayag et al. 2013). 

It is essential to understand the meaning that individuals attach to objects in order to be able to 

understand their behaviour and intentions. Kock, Josiassen and Assaf (2016) explained in their 

research how mental destination representation influences tourist behaviour, as willingness to visit 

(WTV), willingness to provide word of mouth recommendations (WOM) and willingness to pay 

(WTP). Therefore, we call behavioural intention Willingness to Stay (WTS) at agritourism farms in 

Denmark.  
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Most studies, that aim to investigate how attitudes and various factors predict behavioural intentions 

are based on the theory of planned behaviour (TPB) developed by Ajzen (1991). 

3.1.1.1 Predicting behaviour: Intentions and Perceived Behavioural Control 

According to the theory of planned behaviour (TPB) subjective norm, perceived behavioural control 

and attitude toward the behaviour influence intention, which followingly triggers behaviour (Ajzen, 

1991). 

 

Figure 1 The structural diagram of TPB 

As seen in Figure 1, intention to perform a given behaviour is the crucial factor in the theory of 

planned behaviour. Intentions are understood to capture the motivational factors of how hard people 

are willing to try and of how much effort they are willing to make. Hence, it was formulated that 

intentions influence a behaviour in a way that the stronger the intention to engage in behaviour, the 

more likely performance will take place (Ibid.). 

Thus, it is important in our research to understand the possible motivational factors that would make 

Danish people engage in positive behaviour, which we understand as their willingness to stay at 

Agritourism farms is Denmark. 

Uysal and Hagan (1993) and Alexandris et al. (2002) recognize two factors influencing intentions to 

select the tourism destination: 



 

 
18 

1. motivation/pull stimulus is the factor that drives tourists to realize their travelling needs (e.g. 

destination image, services, activities, entertaining facilities) (Uysal and Hagan, 1993).  

2. psychological/personal factors include environmental attitude, motivations of tourists to travel, 

word of mouth, prior knowledge, inclinations and satisfactions (Alexandris et al., 2002).  

Compared to other countries, the Danish society is very ahead in the efforts towards sustainability. 

Environmental consciousness is very high, so their personal inclinations and their environmental 

attitude might be a good motivation for Danes to choose agritourism farms in Denmark as a 

destination. 

3.1.1.2 Behavioural intentions 

The behavioural intentions of tourists influence the selection of a destination. Recent empirical 

studies indicate that motivation, satisfaction and destination loyalty are factors that influence the 

intentions of tourists when selecting a destination (Chiu et al., 2016; Yoon and Uysal, 2005). Thus, 

we take into consideration tourist loyalty and behavioural intentions of Danish people in connection 

with agritourism farm stays in Denmark.  

In addition, Li et al. (2011) research’s findings show that perceived service quality and intentions to 

purchase are predictive factors of behavioural intention. Understanding tourists’ intention and 

implementing effective strategies and policies increases the demand for tourism. Based on the Theory 

of Planned Behaviour (TPB), Mohaidin, Wei and Murshid (2017), demonstrated that destination 

image, motivation, perceived quality and WOM influence the tourists’ intention to select a sustainable 

tourism destination. Therefore, we take these influencing factors into consideration, as they are useful 

measurement tools in predicting the willingness to stay outcome variable. 

3.2 Perceived Value 

The literature on behavioural intentions of visitors shows that the mental representation of the 

destination has an effect on behavioural intentions of the visitors. As we are interested in what might 

influence the willingness of Danish people to stay at agritourism farms in Denmark, in the next section 

we will discuss how perceived value is linked to behavioural intentions. 

The value proposition is an important strategic tool that represents all the benefits that a company 

offers to a customer. A good value proposition design is the reason why customers turn to one 
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company/service offer/choice over another. It should influence customers in their decision-making 

processes and in satisfying their needs (Osterwalder et al., 2014). 

3.2.1 Definition of Perceived Value 

As the theory about value proposition suggests, the value offered is very important to attract 

customers. A well-designed value proposition makes customers believe that their choice of the 

product/service is the right one and provides them with satisfaction. 

The perceived value is defined as “the customers’ assessment of the perceived utility of and 

expectations for received retail offers” (Weindel, 2014, p.13) and thus it is considered strategically 

important. Not only perceived value helps customers to meet their needs but also enables retailers to 

develop sustainable competitive advantage. 

3.2.1.1 Hedonic and utilitarian value 

Perceived value can have two dimensions, namely hedonic and utilitarian dimensions in varying 

degrees. Utilitarian value is of functional nature and its main decisive factors are quality and price. 

(Babin et al., 1994; Sweeney and Soutar, 2007). Hedonic value is of a more psychological nature and 

it is connected to emotional and social states. 

In our research both the utilitarian and hedonic values play a role. Utilitarian value is present when 

Danish tourists planning and deciding about their holidays. Contrastingly hedonic value is perceived 

during the stay at agritourism farms in Denmark. 

3.2.1.2 From uni-dimensional traditional approach to multi-dimensional approach to PV 

Traditionally, perceived value (PV) is defined in a more economic sense; it regards monetary sacrifice 

in purchasing the products/services. In other words, it was understood as the relationship between 

monetary value and the perceived value of service experience obtained or product bought (Dodds and 

Monroe, 1985). The key relationship of PV concept is between perceived quality and monetary 

sacrifice. Even though this traditional approach is easier to measure, it doesn’t help to clarify the 

complexity of PV (Scaglione & Mendola, 2017). 

Consequently, the focus has shifted to a multi-dimensional approach of PV and its trade-off between 

“get” and “give” components. (Babin et al.,1994; Sheth et al., 1991; Holbrook, 1999; Mathwick et 

al., 2001). “Get” derives from the experience of consumption of the good/service under various 

aspects like social, cultural, emotional. It is related to the utility-ability to satisfy human wants and 
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wellness (Salvatore, 2008).  “Give” instead is related to monetary and non-monetary costs like 

money, time, efforts and risks which are necessary for the enjoyment of the good or service. 

3.2.1.3 Multi-dimensional approach to Perceived Value SERV- PERVAL scale 

The SERV- PERVAL scale proposed by Petrick (2002) is one of the multi-dimensional concepts of 

PV in the area leisure and services. It is a powerful tool for the measurement of perceived value for 

recreation and tourism fields. It is a 25-item instrument, that was recognised as a reliable one with 

convergent validity. It breaks down PV into 5 main dimensions: behavioural price, monetary price, 

emotional response, quality and reputation. 

3.2.2 Linking Perceived Value to Willingness to Stay 

Perceived Value was found to be an important indicator of purchase intentions (Chang and Wildt, 

1994; Jayanti and Ghosh, 1996; Petrick, 1999; Petrick, Backman, and Bixler, 1999; Woodruff, 1997). 

Based on this, we infer that Perceived Value (PV) of Danish people towards Agritourism farm stays 

(AFS) in Denmark is important predictor of their Willingness to stay (WTS) at AFS. As discussed in 

the section 3.1.1.2, behavioural intentions are influenced by motivation and satisfaction, that can be 

found among the 5 main dimensions of PV as emotional response. In addition, it was proven that 

perceived service quality is a predictive factor in behavioural intentions, which also falls into the 

category of the 5 main dimensions of PV as the dimension that measures the level of quality. Even 

though perceived value is a multidimensional concept, we measure quality, monetary price and 

emotional response that Danish people have in relation to agritourism farm stays, based on the factors 

that influence positive behaviour-WTS from the literature reviewed. Therefore, we understood that 

perceived value can serve as a useful predictor of positive behavioural intention. Thus, we propose: 

H1: Perceived Value has a positive effect on Willingness to stay. 

3.3 Heritage value 
Heritage value is a broad concept that comprehends many aspects. In the following sections, we will 

give an overview of what “heritage” is and what it includes. We will then explore what makes heritage 

valuable. In addition, we will explain the relevance of this variable in our research, and how it is 

related to the perceived value of agritourism farm stays. 

We went through a process that included interviewing Danish citizens on their knowledge and interest 

on Agritourism Farm Stays, and through a review of the literature on the former topics. Landscape, 
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nature, cultural and historical sites and sites of interest were mentioned multiple times during the 

interviews conducted and were a recurring topic in the literature we have reviewed. We believe there 

is a link between the perception that Danes have about Agritourism farm stays as part of their heritage 

and the perception of the overall value assigned to the facilities.  

3.3.1 What is Heritage? 

UNESCO generally defines cultural heritage as “the legacy of physical artefacts and intangible 

attributes of a group or society that are inherited from past generations, maintained in the present and 

bestowed for the benefit of future generations” (UNESCO, 2017).  Heritage comprehends, but is not 

limited to, valued goods, historic objects and buildings, cultural traditions, architectural, natural and 

historical values, urban and rural landscape. 

There are two main perspectives on Heritage Value, which emerge from the UNESCO’s Conventions 

of 1972 (World Heritage Convention) and 2003 (Intangible Cultural Heritage). One of the 

perspectives “focuses on the physical conservation of heritage as a basis for the transmission of 

cultural value inherited from the past” (Golinelli, 2015, p.V). The other perspective “views heritage 

as the expression of a living society” (Ibid.) and is based on cultural anthropology.  

According to the perspectives mentioned above and as it emerges from various definitions on what 

heritage is, both tangible and intangible “goods” and “values” are included. 

“Tangible heritage includes buildings and historic places, monuments, artifacts, etc., which are 

considered worthy of preservation for the future. These include objects significant to the archaeology, 

architecture, science or technology of a specific culture” (UNESCO, 2017). 

The scope of heritage, from a perspective focused mostly on tangible attributes, has been broadened 

by UNESCO and ICOMOS. The Burra Charter introduced the concept of “cultural significance”, 

meaning aesthetic, historic, scientific or social values (Ahmad, 2006; ICOMOS, 1979). UNESCO, as 

well, recognises intangible cultural heritage as an “integral aspect of heritage significance” (Ibid., 

p.297), and the organization defined it as: 

Article 2 

Practices, representations, expressions, knowledge, skills, instruments, object, artefacts and cultural 

spaces associated with communities, groups and individuals (UNESCO, 2003). 



 

 
22 

The UNESCO conventions gave essential inputs and contributions to the recognition and 

enhancement of cultural heritage elements and their promotion.  

Such inputs implicated, among others, studies on cultural landscapes. According to Golinelli (2015), 

in the past landscape has been valued only for its economic potential: “the physical and geographical 

space was valued essentially on the location of productive activities” (Ibid., p.2). The fruition of 

landscape has then changed, along with a higher user’s degree of involvement. Land and its value 

went through a process of rediscovery. From a merely economic consideration, “the concept evolved 

into an ecological vision of the environment as a biosphere and as an ecosystem critical to people’s 

health. Finally, this concept became recognised as landscape, that is an anthropical system and 

palimpsest of past civilizations, and therefore of great humanistic value and crucial for spiritual and 

material well-being” (Ibid., p.2). As such, landscape classifies as cultural heritage. 

3.3.1.1 Qualifiers of Heritage Value 

Organizations of the magnitude of UNESCO and ICOMOS provide universally accepted definitions 

of what heritage is and on the different kind of heritage. In addition, these organizations set specific 

standards that cultural sites need to comply to, to be officially considered World Heritage Sites. 

Nevertheless, we cannot always apply the same standards to evaluate what makes something valuable 

for the individuals. 

Based on previous literature, Armbrecht (2014) identifies several qualifiers according to which 

individuals perceive cultural heritage as valuable. Such qualifiers include the perceived contribution 

to: economic development, education and skills, social relationship, identity, image and health. 

3.3.2 Agritourism Farm stays as Valuable Heritage 

Farms have a long tradition of providing accommodation and catering to travellers who, from the 

cities, visited the countryside for holidays and recreational purposes (Brandth and Haugen, 2011). 

Brandth and Haugen (2011), in a research on farms that have diversified into tourism, affirm that the 

heritage of a farm, meaning the historical features of a property and the environment it is set into, is 

an important aspect of their products and services. “The tracks of generations that have put their mark 

on the buildings and landscape, as well as the paths of the animals, enter into the products that are 

offered to tourists – as stories or artefacts” (Ibid., p.39). Studies show that the core heritage legacy of 

the historic site or property, and the knowledge and interpretation of the history of the latter, influence 

the perceived value (Taylor and Shanka, 2008; Calver and Page, 2013). 



 

 
23 

Tourism in rural areas and, specifically, in Agritourism farms, can develop cultural significance. It 

can be a mean for maintaining social life and traditions in many areas. The most common socio-

cultural benefit in Agritourism farms is that tourists gain knowledge of past ways of life, giving 

importance to the lives of older inhabitants and bringing back memory. Another benefit permeated 

with cultural significance is the retention of traditional skills (e.g. agricultural). This form of tourism, 

by passing along knowledge, skills and culture between generations, links the heritage of the past to 

the present and to the future, ensuring a conservation process (Taksa, 2003; Lane et al., 2013).  

We argue that agritourism and farm stays, set in ancient buildings and immersed in unique landscapes, 

possess unique characteristics and have relevant heritage value. Such value is both tangible and 

intangible. Tangible value it can be found in the buildings that are part of the farms and even in the 

natural form of species of flora and fauna living in the place. Intangible value can be in the landscape 

and in the history of the farm and of the surroundings. Agritourism farm stays can be considered to 

be a part of a country’s cultural heritage, as they share aspects that traditionally indicate the value of 

a cultural institution and of cultural heritage, according to the qualifiers identified by Armbrecht 

(2014) (see section 3.3.1.1). In fact, AFS have potential value lying under various aspects. First, they 

can have economic value, as they bring extra income to the farmer and the influx to the farm can 

positively impact the businesses in the surroundings (and vice-versa). As mentioned above, also 

educational processes and skills acquisitions take place in AFS; such processes are also related to the 

value of contribution to identity, as traditional knowledge and skills are linked to the identity and soul 

of the area and of the country.  

Based on the theory examined above there are the bases to affirm that agritourism farm stays can be 

considered as part of a country’s heritage; moreover, its characteristics make it eligible to be valuable 

to individuals. The perception that Danes have of Agritourism farm stays as valuable heritage is one 

of the variables that influence the overall perceived value of AFS. According to the considerations 

hereinabove, we hypothesize that: 

H2: Heritage Value has a positive effect on Perceived Value. 

3.4 Destination Branding  
Any business activity needs to employ marketing and branding strategies for its successful launching 

and success. Agritourism is a form of alternative tourism, that must as well implement these strategies 

in order to build up the solid basis for its successful functioning. It was recognised by researchers 
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(Brandth and Haugen, 2007; Embacher, 1994) that agricultural enterprises have weak marketing 

abilities and face problems in finding synergies between farming and tourism.  

Therefore, we aim to investigate what is essential in case of agritourism in Denmark, to make these 

destinations attractive and to make their value recognisable for Danish visitors. We start by providing 

definitions of branding and the role of brand name in agritourism industry and continue with its 

linking to perceived value. 

3.4.1 Branding  

Branding is an essential tool needed to make customers loyal. Branding is a pull strategy that 

expresses the essential value of organizations, thus it encapsulates the communication of 

characteristics and all the attributes that make it clear for the customers what the particular brand is 

about (Cai, 2002). 

Branding in general consists of many areas that must be worked out into detail to succeed in 

generating new and, most importantly, loyal customers. One of the most important of these areas is 

the lived experience of the brand - the value that holds the brand promise of reliability (Doyle, 1998). 

3.4.1.1 Brand name 

The name of the brand is one of the fundamental steps in developing the marketing strategy. A 

strategic and well-chosen name can give companies a competitive advantage over their competitors, 

because it can provide information about the product/service related to the quality and price and 

consequently it relates to consumers’ willingness to purchase it (Grewal et al. 1998).  

Berry, Lefkowith, and Clark (1988) have discovered 4 main characteristics that play a role in 

developing the brand name: 

1) Memorability is important to make the brand name understood and remembered. 

2) Distinctiveness makes the brand distinguishable from other competitors. 

3) Relevance makes the benefits and nature of the services delivered clear. 

4) Flexibility in making expansions. 

 

All these concepts are useful in developing brands in diverse settings and disciplines including 

tourism destinations image that influences visitors’ perceptions.  
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Kim and Lee (2018) assert that the branding of the destination is one of the core-strategies of tourism 

destination management. Establishing a strong “brand” of the tourism destination is essential in terms 

of enhancing differentiation and competitiveness, because of the fierce competition between places 

for visitors’ expenditures. 

3.4.2 The Role of the Brand Name in Marketing of Agritourism 

As tourism is a service industry it takes on service characteristics and thus needs a special marketing 

strategy (Keup et al., 2015). 

The key service characteristics are: 

a) Intangibility: not having the physical evidence or capability to be perceived by the senses. 

b) Inseparability of the service production from its consumption. 

c) Perishability: not having the possibility to be stored, saved or resold. 

d) Heterogeneity: uniqueness of the service offering. 

 

Branding is a powerful tool in the service sector, which helps to communicate the intangible benefits 

of the experience, which influences consumers’ perceptions (Middletin et al., 2009). In the process 

of building the distinctiveness of the service product, brand loyalty is developed.  

Above mentioned service characteristics also called “selling the invisible” must be understood by 

marketing professionals. Understanding the way these characteristics affect customers behaviour is 

an advantage in designing the service delivery in a way that positively influences customer perception 

(Campelo, 2017). 

3.4.3 Branding for Agritourism 

Despite the recognised potential of agritourism industry and its growth as a tourism sector, there is 

an inconsistency of its definition (see section 2.4). Literature on the topic uses various terms for 

agritourism (farm stay, rural tourism, agritourism, etc.) and in every country they might correspond 

to different activities. Such inconsistency is causing lack of industry branding and reduces the 

marketing effectiveness and stakeholder collaboration (Barbieri et al., 2016). According to the 

findings of Barbieri et al. (2015) the effort to standardize a brand name for agritourism is essential 

because of reduced Memorability, thus there is a need for educating the public about its meaning. The 

fuzziness of the definition of agritourism causes the confusion in the perception of the brand image. 
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3.4.4 Destination Brand Equity 

Keller (1993) identifies brand equity as a differentiated effect of brand knowledge on consumer 

reactions (consumer, perception, preferences, and behaviour) to brand marketing activities. 

According to Farquhar (1998), brand equity is the added value of a product endowed by the brand 

name it carries when consumers have a good impression of that specific brand. 

Aaker (1991) applies three components of brand equity: 

1) Perceived quality of a brand defines quality of brands as superiority or excellence, and perceived 

quality as the judgement of consumers about the overall superiority or excellence of the product. 

2) Brand Awareness indicates whether a specific brand is stored in the memory of consumers and 

their ability to recall a specific brand. 

3) Brand Image represents the perceptions about a brand as the associations that consumers connect 

to the brand name in their memory.  

3.4.5 Destination Image 

It is important to understand the knowledge or mental representation that individuals hold about 

tourist destinations. 

Kock, Josiassen and Assaf (2016) in their research on advancing destination image have pointed out 

that there are three informational components (destination image, destination imagery and destination 

affect) held in individuals’ mind about destinations.  

1) Destination image: the individual's overall evaluation representation of a destination (Josiassen et 

al., 2015). 

2) Destination imagery: the beliefs, cognitions or destination representation that individuals mentally 

link with a destination (Eagly et al., 1994). 

3) Destination affect: affect experienced towards a destination plays an important role in the 

evaluation of individuals’ mental representation attributed to a destination (Hosany and Gilbert, 

2010). 

 

This a new approach that helps to deepen the understanding of the destination image compared to the 

traditional approach to destination image in the area of tourism research. 
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3.4.6 Linking Destination Brand to Perceived Value 

It is important to understand the behavioural attitude of the customers towards the brand. According 

to an empirical study on Brand Trust and Perceived Value by (Kang and Sharma, 2012) the more 

positive attitude customers have toward a brand, the more their perceived value of the brand will 

increase (Salehzadeh and Pool, 2017). In the case of Agritourism in Denmark it is important that 

visitors have an image of the agritourism and activities related to this concept in mind in order to 

perceive its value. 

Based on the previous research, branding of the destination is an important factor that influences 

visitors’ mental representation of the destination image. We understand destination image as proposed 

by Kock, Josiassen and Assaf (2016) as consisting of destination image, destination imagery and 

destination affect. We intend to investigate the overall perception of agritourism farm stays in 

Denmark among Danes. Based on our preliminary interviews we observed that majority of Danish 

people don't have previous experience with agritourism, so it would be not relevant to measure only 

destination image, however destination imagery, that represents the beliefs that individuals mentally 

link with a destination, is more relevant for our research. 

As indicated by Keller (1993) knowledge of brand has an effect on consumers’ perception of the 

value (especially quality of a brand) and on consumers behaviour.  

Perceived value is a multidimensional concept that can measure consumers´ perception of the 

product´s value in terms of behavioural price, monetary price, emotional response, quality and 

reputation. Consequently, we have decided to measure the perception of the value that Danish people 

ascribe to agritourism based on the image they have about agritourism farm stays in Denmark. We 

call this variable Destination Brand (DB) that will enable us to measure Danish people’s awareness 

and loyalty towards agritourism. We put Destination Brand (DB) into a positive relationship with 

Perceived Value (PV) with which we want to measure Danish people perception of quality, emotional 

response and monetary price of Agritourism farm stays in Denmark. We therefore propose: 

H3: Destination Brand has a positive effect on Perceived Value 
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3.5 Accessibility 

Based on our preparatory research, the preliminary interviews conducted, and the reviewed literature, 

we infer that accessibility is a key variable in the decision-making process, when the latter refers to 

the choice of travel destination. 

3.5.1 What is accessibility? 

By accessibility we mean both physical and non-physical access. Physical accessibility regards 

transportation, infrastructures, and it refers to the ease of reaching a facility or location. Non-physical 

accessibility is referred to information available, meaning the extent to which a consumer can obtain 

information, and the ease of contacting a facility or another person. The existing literature supports 

that accessibility factors serve as determining factors of the destination overall attractiveness and 

perceived value. 

3.5.1.1 Physical accessibility on perceived value 

Several researchers acknowledge the importance of infrastructure for the development of tourism. 

Kaul (1985) is one of the first scholars to recognize that transport infrastructure is essential to the 

development of attractions, in which tourist attractions and locations can be included. According to 

Gunn (1972) the quality of a touristic facility can be assessed by, among others, assessing its 

accessibility. Smith (1994), in his research on the tourism product, presents a model in which 

recognizes the role of infrastructure as part of the core of any tourism product. Empirical studies 

support the research, such as the one conducted by Gearing (1947) on Turkey; the findings show that 

infrastructures, including transportation and communication networks, are crucial for the influx to a 

destination (Khadaroo and Seetanah, 2007).  Murphy et al. (2000) study the destination product and 

its impact on travellers’ perceptions. His investigation is based on the assumption that some attributes 

can influence the tourist experience and perceptions. He develops a model according to which service 

infrastructure, along with destination environment, can influence the perceived quality and value from 

the tourist point of view. The findings show that Infrastructure is an important predictor of perceived 

trip value. Prideaux (2000), argues that destinations should be easy to access and to get around, and 

affirms that there is a direct relationship between the transportation sector and inbound tourism. 

3.5.1.2 Information accessibility on perceived value 

Attractiveness and value perception is influenced not only by physical accessibility; information 

quality and availability also influence them. This inference is supported by a study of Dickinger and 
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Stangl (2013) on website performance and behavioural consequences. Their model links website 

performance dimensions to value and satisfaction. In detail, their findings show that “important 

website performance dimensions include content quality and usefulness, followed by ease of use and 

website design” and that such variables have effect on both Satisfaction and Value.  

Peña et al. (2012), in a study on perceived value of rural tourism stay and its effect on tourist 

behaviour, link the service and actions of rural tourism enterprises to tourists’ motivation and 

perceptions. The scholars “take into account the interactions that occur between the tourists and the 

rural tourism enterprises using information and communication technologies (ITC)” (Ibid., p.1049) 

as a generator of Perceived Value. Specifically, the PVRT scale is developed, for the measurement 

of Perceived Value of Rural Tourism stay. In this scale, one of the components that influences the 

Perceived Value is “Convenience”, which includes items related to accessibility, such as the 

appropriateness of the information provided via the Internet on the Rural Tourism Enterprise, and the 

directions provided to reach the RTE. We argue that, as Agritourism farm stays are a part of, and 

included in Rural Tourism, such concepts can be extended to the formers. 

3.5.2 Accessibility and Agritourism Farm Stays 

In relation to our case, Halkier (2013) identifies large distances and accessibility of the destinations 

as an issue for tourism in the Nordic countries, including Denmark, underlying that tourism in rural 

areas is highly dependent on the use of cars. Indeed, even though railways and public transportation 

is well developed and extended in the whole country, farms are set in isolated locations, which are 

easier to access by car. In our research we assume that Agritourism farms success’ is influenced by 

the accessibility of the sites, in terms of transportation and information. Moreover, in many of the 

preliminary interviews we have conducted, the interviewees mentioned that in their perception, it is 

easier to reach some foreign and famous destination by plane, than to drive to farms. In addition to 

this, we have observed that Danes, even though they manifest an interest in spending time in open air 

and in rural settings, are not sure about the rules of accessibility of properties. Many of the 

interviewees expressed their confusion about the strict regulations on trespassing; people know there 

are rules, but they don’t know exactly what lands they can or cannot access. We observed that this 

aspect might affect their willingness to explore the rural settings, which we infer might affect the 

access into Agritourism farms as well. Another observation resulting from the preliminary research 

is that the majority of the Agritourism farm stays in Denmark have an old-fashioned web design, 

along with limited information. 
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We argue that the physical accessibility issue, along with the information available on farm stays, is 

a key factor that influences the visitors’ perception of Agritourism farm stays in Denmark as a 

valuable option to consider. Therefore, we infer that the online information and interactions tourists 

have with the Agritourism farm facilities can influence the perceptions that potential visitors have on 

the value of the site and on the overall experience. 

H4: Accessibility has a positive effect on Perceived Value. 

3.6 Perceived Authenticity 

“Authenticity” is a recurring concept when discussing heritage and the related value, along with the 

perception of tourists on heritage sites, their interest in visit and subsequent satisfaction.  

Among the existing literature on the topic, there are several perspectives on what authenticity is, and 

they are often linked to experiences in rural settings. We will give an overview of the definitions of 

authenticity provided by the existing literature, and we will link the concept to the agritourism farm 

stays. Finally, the link with heritage value and perceived value is provided. 

3.6.1 What is Authenticity? 

According to the essentialist perspective, the concept of authenticity is strictly linked to words like 

“unique”, “original”, “true”, “real”, and it contrast to “copy”, “reproduction”, “staged” (Kim et al., 

2017; Zerva, 2015). It is the spirit of the unchanged heritage (MacCannell, 1973). In this perspective, 

whether a site, building, tradition, object is authentic, is determined by certain authorities, such as 

UNESCO, and experts, according to the characteristics of the object (Reisinger & Steiner, 2006; Kim 

et al. 2017). On the other hand, conforming to the constructivist perspective, authenticity is not given 

only by features of the object, but also by people’s beliefs, values and preferences. This perspective 

“emphasizes the socially constructed process of originality” (Kim et al., 2017, p.127). There is no 

fixed or objective way to determine authenticity, as also the subjective considerations are taken into 

account. If in the constructivist perspective the subjective perception plays a role, the latter is 

fundamental for the existential authenticity (Wang, 1999), according to which “tourist can have 

authentic experiences not because the toured object is genuine […] but because they can be truly 

themselves” (Kim et al., 2017; Wang, 1999). 
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3.6.2 Authenticity in Agritourism Farm Stays 

Debates on what authenticity is permeate tourism literature since MacCannell (1973) examined the 

topic. According to the scholar, and in relation to our research, visitors are motivated by the desire to 

see how life is really lived in the place visited, but often they are disappointed by inauthentic 

experiences. Different studies confirm that perceived authenticity has a positive impact on the choice 

of destination and on the overall satisfaction related to a visit (Kim et al. 2017; Pearce and Moscardo, 

1986). Based on the distinction realized by Phillip et al. (2010) of various agritourism typologies, we 

can refer to agritourism in both working and non-working farm setting, and with both active and 

passive contact with farm activities. Nevertheless, by applying MacCannell’s theory (1973) to our 

case, it can be argued that for farm visitors to have an authentic experience, they should go “back-

stage” and live the farming experience, which could not be done in a non-working farm; they should 

take part in the normal, daily farming and agricultural activities, otherwise, their experience could be 

of “staged authenticity”. It should be noted that authenticity, in the tourism context, can be separated 

into two different issues: the one of tourist experiences, and the one of toured objects (Wang, 1999). 

The two issues or aspects are often wrongly confused into one, but it would be incorrect to assume 

that the feeling of authenticity depends solely on the authenticity of the object and vice-versa (Ibid.). 

On the contrary, we argue that the perception of authenticity is very subjective and can be influenced 

by several factors, one being the experience or knowledge on a given topic. Moreover, Wang (1999) 

argues that in relation to nature, it is existential authenticity that plays a key role. Indeed, “nature 

tourism is one of the major ways of experiencing a ‘real’ self” (Ibid., p.351). From his angle, 

existential authenticity is activated by tourist activities, that can be referred to authentic toured objects 

or not. It is not relevant if the experience is staged, or actually “authentic”, as long as it is perceived 

as such. It is the “liminal process of tourist activities” (Ibid.) that make people feel more themselves 

and more able to express themselves freely than in everyday activities, not the authenticity of the 

toured object. 

We argue that the perceived authenticity we refer to in our study, that can influence the perceived 

value given to heritage, can depend on at least two perspectives. One is the visitor’s perspective on 

the conservation state of the site and on the authenticity of the activities that can be carried out, in the 

sense of “reality” that cannot otherwise be experienced in an urban context. The other one is the 

expectation that the visitors’ have about the feelings (escaping, being free of constraints, and enjoying 
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the “real self”) they will experience in the agritourism, which can be linked to their perception of the 

authenticity of the toured object or can be totally independent from it.  

3.6.3 Authenticity in relation to Heritage Value and Perceived Value 

As previously mentioned, authenticity is often associated with the concept of value. In the context of 

tourism, culture and heritage, we cannot fail to mention that authenticity is one of the requirements 

that heritage sites must satisfy in order to be eligible as UNESCO’s World Heritage Sites. World 

Heritage Sites, which can be both cultural and natural are so inasmuch present “outstanding universal 

value” (Baral, Hazen, and Thapa, 2017). Perceived authenticity has been an object of research in 

relation to tourist motivation, satisfaction, destination imagery and more (Ibid.). Akhoondnejad 

(2016) in a research on domestic visitors at a local cultural festival, validates that perceived 

authenticity has a positive effect on perceived quality, value and satisfaction of the festival visited. 

Kim et al., (2017) investigated how perceived authenticity of tourism sites affects value. The study 

“treats the perceived authenticity as the negotiated concept between the essentialist and constructivist 

discourses” (Ibid., p.126). The results show that when perceived authenticity is high, as well is value.  

Based on the reviewed literature and on the links examined above, we have reasons to believe that 

authenticity positively affects the value of heritage. Moreover, the two variables positively influence 

the overall perceived value of AFS.  In relation to our research, we formulate the following 

hypothesis: 

H5: When Perceived Authenticity is higher, the relationship between Heritage Value and 

Perceived Value will be stronger. 
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Figure 2 Hypotheses Model 
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4 Methodology 

This chapter comprehends the research design of this study and the appropriate methodological 

techniques that we have chosen to collect our data with. Furthermore, we describe the sampling 

method together with the design of the survey and carrying out of data collection process. Finally, we 

present the accuracy of the measurements used in our study. 

4.1 Research Design 
This study follows a deductive approach, in which traditionally data are used to test theory. The 

deductive approach contrasts the inductive one, where data are collected and used to develop theory. 

This study classifies as a mono method quantitative study; a single data collection technique was used 

(questionnaire), followed by quantitative analytical procedure. 

Our study focuses on some variables that we hypothesize have a relationship with the Perceived Value 

of agritourism farms in Denmark, and on the relationship between Perceived Value and Willingness 

to Stay at these facilities. As we research on this topic to explain the relationship between variables, 

we can define this an Explanatory study. The purpose of our study is embedded in our research 

question, where it is asked: What does influence the perceived value of agritourism farm stays in 

Denmark and how does perceived value influence the willingness of Danish people to stay at 

agritourism farms? 

Despite the clear purpose of our research question, the variables present in our model and the 

relationship between them were not clearly defined from the start. The definition of the variables, 

hypotheses and framework required extensive exploratory research, in order to find theories in 

support of the hypothesized relationships between the variables. 

The strategy used to achieve the purpose of our research was to collect data by conducting a survey, 

specifically a questionnaire. The survey strategy is a method for data collection usually associated 

with the deductive approach. The data collected using a survey can be used to test the relationship 

between variables (Saunders, 2016). How the questionnaire was distributed and collected will be 

further explained in the section “Sampling” (see chapter 4.5). 
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4.2 Research Context 

Denmark is well known for being a country that encourages a healthy lifestyle. Power plants produce 

mostly “clean energy”, the land is full of wind turbines, and Danes mostly use bikes as means of 

transportation. In addition, their preference for organic and - if possible - locally sourced food is 

noticeable. In fact, to meet the demand, the production of organic food rose considerably in the last 

years. The number of organic farms grew from 2,603 in 2012 to 3,469 in 2017 (Statistics Denmark, 

2017).   

Agritourism farms are popular in many European countries as places where it is possible to find local, 

fresh and healthy food, that can be consumed at the source, in small and family-run restaurants, or 

brought home. As agritourism farms allow overnight stays, they are chosen for short periods as a 

getaway destination. This is due to their settings, where guests can enjoy peace and relax in contact 

with nature, along with other activities that might be available in the facilities or in the surroundings.  

Due to the nature or Danes’ habits and interests, and to the general characteristics of agritourism farm 

stays, we started to investigate whether or not the latter was popular in Denmark as a tourist 

destination. During our preliminary research, we could observe that not everyone we interviewed on 

the topic was aware of the existence of Agritourism farms; moreover, many of the interviewees that 

had heard of the concept had never visited the facilities. As Agritourism farms are - surprisingly, 

considered the reasons above - not so popular, we have chosen Denmark as a research context.  We 

decided to investigate the Danes’ point of view, addressing only Danish citizens in our research. 

Specifically, our research addresses the consumers’ perceptions.  

The research was structured to address both respondents that had previous direct knowledge of 

agritourism farm facilities due to first-hand experience, and respondents who had indirect knowledge 

of the topic. This decision followed the aim to investigate the perceptions of both groups.  

4.3 Preliminary Interviews 
In order to give a more specific direction to our research, we have carried out a preliminary research 

by interviewing 10 randomly selected Danish people. We were careful to choose 10 participants in 

different settings - several public spaces - to obtain different points of view on the topic. We were 

attentive to the age of the respondents in order to obtain insights from different age groups. 
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The preliminary research provided us with interesting insights and information on the level of 

popularity and knowledge on the topic. Many adolescents and youngsters know the concept of 

Agritourism farms, as they visit these facilities with school during their first years of education. 

Schools organize trips to farms in Denmark in order to let children see animals and cultivated land, 

and to get a better understanding of nature and of where the food they eat comes from. We have 

noticed that, due to the nature of the visit, the young people we have interviewed tend to categorize 

Agritourism farms as educational facilities rather than recreational ones. In addition, they did not 

come back for vacation or recreational purposes.  

We have interviewed also adults and senior citizens, who provided ulterior insights. Not everyone of 

them knew the topic of our research. Some of those who did visited the facilities as well, mainly with 

their partners or families, and were enthusiast about it. In fact, adults consider Agritourism farm stays 

as destinations where to spend quality time mainly with their families and children.  

One interesting consideration that we obtained from people belonging to different age groups is that 

often, in their opinion, it is more convenient to choose other destinations than the Danish countryside. 

Indeed, the weather conditions, the prices and the distances, encourage them to go abroad and explore 

new settings in new countries, where it is possible to have exciting experiences in countries reachable 

in a short time and at low fares. 

We have conducted the preliminary interviews in the Copenhagen area; a good part of the inhabitants 

of this area, is not originally from Copenhagen, so the city has inhabitants coming from everywhere 

in Denmark. Due to this, we obtained another insight. Some of the interviewees, in fact, stated that 

even if they know the concept, they would not choose Agritourism farms as a tourist destination 

because they have grown up in a farm, and therefore are more interested in other destinations.  

The preliminary research and the insights presented above, provided us with information on the level 

of popularity and knowledge of the topic, and gave us a direction for our research. The interviews, in 

combination with the review of the literature on the topic, allowed us to identify factors influencing 

the perception on the topic and the interest in visiting the facilities, and to formulate our final 

hypotheses.    

4.4 Quantitative Study 
To collect the data needed to test our hypothesis model, a questionnaire was formulated.  It contained 

items measuring the variables Heritage Value (HV), Perceived Authenticity (PA), Destination Brand 
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(DB) and Accessibility (AC) that are hypothesized to positively influence Perceived Value (PV). This 

model was constructed based on the literature review and the preliminary research. Perceived Value 

(PV), as a mediator, is hypothesized to positively influence Willingness to Stay (WTS). To measure 

our variables and to test their relationship we have used existing dimensions, items and scales. 7-

point Likert Scale was used to measure all the variables.  

4.5 Sampling 
Due to resources constraints, such as budget and time, which impeded to survey the entire population, 

and due to the nature of the topic researched, we chose non-probability sampling to collect data. 

“Most samples chosen for applied research are non-probability samples, as a true probability 

sample, because of the stringent requirements, is likely to be far too expensive and too time-

consuming for most uses” (Schmidt and Hollensen, 2010, p.164). 

149 questionnaires were physically distributed and collected back. 310 questionnaires were 

distributed online, with a response rate of 13%, which resulted in 41 questionnaires completed. This 

resulted in a sample size of n=190. As shown in Table 2 below, the gender of respondents of our 

sample is very balanced. We obtained 49% responses from female respondents and 51% from male 

respondents.       

Region Count % Gender Count % Marital Status Count % 

Hovedstaden 148 86% Female 85 49% Single 77 45% 

Sjælland 2 1% Male 87 51% Living as a couple/married 86 50% 

Nordjylland 1 0,5% 
   

Separated/divorced 7 4% 

Midtjylland 13 7,5% 
   

Widower 2 1% 
Syddanmark 8 5% 

      

Total 172 100% Total 172 100% Total 172 100% 

Table 2  Demographic representation of the sample part 1 

Most of the respondents are from Hovedstaden. The questionnaire, though, did not specify whether 

the respondent lived or was also originally from the indicated regions. We obtained 148 responses of 

Danes from the greater Copenhagen area. 
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Employment status Count % Household income per month Count % Age Count % 
Employee 54 31% Under 10.000 DKK 39 23% 10-20 16 10% 
Self-employed 16 9% 10.001 to 20.000 DKK 46 27% 21-30 71 41% 
Unemployed 6 4% 20.001 to 30.000 DKK 23 13% 31-40 26 15% 
Freelancer 9 5% 30.001 to 40.001 DKK 24 14% 41-50 24 14% 
Student 70 41% Over 40.001 DKK 40 23% 51-60 20 12% 
Retired 17 10% 

   
61-70 11 6% 

Housewife 0 
    

71-80 4 2% 
Total 172 100% Total 172 100% 

  
100% 

Table 3 Demographic representation of the sample part 2 

In order to obtain data from all the age groups, we were careful to balance the age of our respondents. 

We did so by collecting data in various settings (libraries, university, public places for gathering, 

cafeteria and restaurant arrangements, shopping malls and airport) in order to gather data from all 

kinds of people in different age groups and layers of society. Therefore, as shown in Table 3 above, 

our sample is demographically representative, as we have collected data from people across different 

professions and age groups. 

We were also selective about people who have never heard of Agritourism neither in general nor in 

Denmark, which meant they had no idea of this concept. Thus, it made this group of people not 

relevant for our sample of participants, since they had no picture of how Agritourism farms in 

Denmark look like, so it would be impossible to measure their level of awareness. 

4.5.1 Public Intercept Survey Method 

Potential respondents were approached in various public spaces and facilities in Denmark April 2018, 

using a public intercept survey method (Flint et al., 2016), due to its convenience both in the terms of 

time and costs. The public intercept survey method is useful to reach a local population (Blair and 

Czaja, 2014). Furthermore, it is convenient because it allows to talk to many people in short amount 

of time and enables to strategically chose participants based on age, which was important for our 

research, since we wanted to obtain responses from all the age groups. 

4.5.2 Approach to respondents 

After the first round of our data collection, we observed that many participants were unsure about 

being appropriate candidates to fill our questionnaire out due to no previous experience with 

Agritourism in Denmark. Those, who agreed to fill it out even without any previous experience in 

Denmark had the tendency to answer majority of questions with the answer Neutral on the 7-point 

Likert Scale. Moreover, it has been observed that respondents who are not willing to answer a 
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particular question choose Neutral answer, which in our research means that true essence can’t be 

achieved. 

After this observation we decided to change the way we approach our respondents. We were more 

careful with the explanation of the purpose of our research and we encouraged respondents to answer 

our survey based on their general idea of agritourism in Denmark.  

This different approach of introducing our survey to the participants helped us to receive less Neutral 

answers. Obtaining more varied answers on the 7-point Likert Scale (1-Extremely Disagree- 7-

Extremely Agree) enabled us to learn more about the awareness (perceived value) of Danish people 

of the agritourism in Denmark that were necessary for the further analysis of our data and for 

obtaining the relevant results. 

4.6 Questionnaire Design and Data Collection 

The data for analysing our hypothesis were collected by conducting a survey, that we created by using 

SurveyXact. The survey was distributed both via internet (40 questionnaires completed) and through 

printed versions (150 questionnaires completed), that were handed out to respondents in public places 

like libraries, universities, cafeterias and shopping centres to get the responses from people in all age 

groups in various settings. To get responses from travellers, we distributed the questionnaire also in 

Kastrup airport in Copenhagen. 

The respondents who completed the printed questionnaire were thanked for their time and effort and 

were offered small chocolates and sweets.  

Even Though the questionnaire was only for Danish people, it was designed and distributed in 

English, as the level of English in Denmark is very high. The majority of the people didn't have 

problems with filling our questionnaire out in English. Several old people aged 70+ were unwilling 

to complete the questionnaire in English due to its complexity and length. On the other hand, 

teenagers aged 12-18 years had no problems to cope with questions in English. 

Special attention was dedicated to the design and the overall look of our questionnaire. Two 

preliminary versions with different sizes of the font were printed out to make sure that the size and 

font are big enough and easy to read. The questionnaire had 4 pages in total. 

In the header of our survey the logo of Copenhagen Business School was shown, for different reasons. 

One was to make sure that the respondents would understand clearly that they were filling out the 
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questionnaire for university students, because we are aware that everyone would read the introduction 

to the questionnaire. Another reason was to encourage them in taking part in our research, as CBS is 

famous nationwide, and showing the logo would help to convey trustworthiness.  

In a short introduction of the survey, the participants were acknowledged that the survey was 

anonymous and that the study was conducted exclusively for academic purposes. Participants were 

informed that it would take approximately 5-8 minutes to complete the questionnaire. To determine 

the time, we carried out a pre-test of our survey with 5 participants, and there was no time limit set 

for completing the survey. Some minor modifications followed the pre-test, like the insertion of the 

definition of agritourism. 

Following the introduction, we provided a definition of agritourism, based on the previous literature 

on the topic. The definition was introduced in the questionnaire to let the reader fully understand the 

topic that was being investigated. 

The first set of questions consisted of 8 items that measure brand awareness and brand loyalty. The 

reason to put this set of questions as the first part, was to make a logical progression, since the 

questions that measure awareness of the Agritourism tourism sector fit like introduction and 

preparation for the more detailed questions about Agritourism in Denmark. With the choice of items 

asking: “The characteristics of Agritourism come to my mind quickly when I think about it” to find 

out about the perception of the concept or “Agritourism in Denmark is my preferred choice of 

tourism.” to find out about the popularity of Agritourism farm stay in Denmark. 

The second set of questions consisted of 9 items measuring Heritage Value, with questions measuring 

the dimensions of Education and Skills, Nature and Culture in relation to Agritourism farms in 

Denmark.  

This section is followed by the third set of questions with 5 items measuring the variable Accessibility. 

Right after, another set of questions is made of 5 items measuring Perceived Authenticity, with 2 

items measuring Object Based Authenticity and 3 items for Existential Authenticity.  

 The following section of the survey comprised of 12 questions that measure Perceived Value, which 

is the mediator variable of our hypothesis model. We have chosen to measure Perceived Value (PV) 

with dimensions Quality (e.g. Agritourism farms in Denmark have a consistent level of quality), 

Emotional response (e.g. Staying at Agritourism farms in Denmark is stimulating) and Monetary price 
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(The overall experience of Agritourism in Denmark represents “value” for money) since they fit best 

with our research context.  

The last set of questions regarded our dependant variable willingness to stay at agritourism farms in 

Denmark. The set of 3 questions is meant to clearly indicate if participants have interest in staying at 

agritourism farm in Denmark or not, and if visiting one is in their future plans or not (e.g. I intend to 

spend my next holiday at an Agritourism farm in Denmark).  

4.7 Data Cleaning 
The data set was checked and cleaned before conducting the data analysis. First of all, we looked for 

and eliminated responses containing incomplete answers and missing values. Once our data set was 

left with only complete answers, we looked for outliers. The values resulted to be normal for the 

majority of the responses, but some presented too many equal values in a row. Specifically, some 

answers presented many 4s, meaning that the respondent selected the answer “neutral” many times 

in a row. In addition, during the distribution and collection of the questionnaires, we noticed that 

some respondents filled out the questionnaires without reading and thinking carefully about the 

answers, despite being asked to do otherwise. It resulted in some responses with the majority of 

neutral answers. Being aware that it was legitimate for our respondents to be neutral in relation to 

some of the questions in the questionnaire, the outliers were not identified based on a merely 

numerical count of the neutral answers provided. Instead, we looked at the responses for each 

questionnaire one by one, identifying when the respondent became bored or did not care anymore to 

read the questions, and subsequently started to select “neutral” in all the remaining answers. 

Moreover, we have identified some questionnaires in which nearly all of the answers, (except for the 

categorical and demographics part) were neutral. Therefore, we proceeded to eliminate all the outliers 

belonging to the three types hereinabove. The original number of responses of 190 was reduced from 

the data cleaning to 172 questionnaires, which were used as dataset for the analysis. 

4.8 Measures 
In this section we provide an overview of the construct measurements employed in this study. First, 

the measurement criteria for the independent variables are described, followed by the measurement 

criteria for the dependent variable. In the sub-chapters regarding each variable, information on the 

original measurement scales and their adaptation to our study are provided, along with the respective 

reliability indicators. 
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4.8.1 Independent Variables 

In this section, the measurement criteria for the Heritage Value, Perceived Authenticity, Destination 

Brand and Accessibility are presented. Perceived Value is included in this section as well, as it acts 

as an independent variable towards Willingness to Stay. 

4.8.1.1 Measurement of Heritage Value 

The measurement of Heritage Value required the adaptation of different dimensions from different 

authors. 7-point Likert scale questions ranging from “1-extremely disagree” to “7-extremely agree” 

were used in order to measures respondents’ perception of Heritage Value in relation to Agritourism 

farm stays. The variable was measured by using 3 dimensions, namely Education and skills, Nature, 

and Culture. The Education and skills dimension was adapted from Armbrecht (2014). It is one of 

the dimensions of the scale that the author developed to measure the value of cultural institutions. 

The original formulation was referred to Cultural Institutions, adapted to “Agritourism farms in 

Denmark” for our questionnaire. The dimension originally comprehends 5 items, that were all used 

and adapted. The dimensions Nature and Culture were adapted from Gómez et al. (2015). They were 

originally formulated as dimensions for the measurement of Destination Image. Specifically, they 

were dimensions of the Cognitive component of the DI.  According to San Martín and Rodríguez del 

Bosque (2008), factors such as Natural Environment, Cultural Heritage underlie in the cognitive 

structure of destination image. Despite their broad use into measurement scales for destination image, 

they measure dimensions of heritage value. Nature and Culture were respectively formed by two and 

three items, which have been all used. The original formulation referred to “this destination”, which 

was adapted to “Agritourism farms in Denmark”. Both dimensions, in the original scale present a 

Cronbach’s alpha higher than 0.80. Our scale for the measurement of Heritage value resulted to have 

high internal consistency, indicated by the value of Cronbach’s alpha ⍺=.837. 

4.8.1.2 Measurement of Perceived Authenticity 

In order to measure Perceived Authenticity, two dimensions of a scale developed by Kolar and Zabkar 

(2010) were used. For the scale development, the authors accepted the typology proposed by Wang 

(1999) and adapted it to the context of cultural heritage sites. According to the previously examined 

literature and or hypothesis development, we included two dimensions of authenticity, namely 

Object-based authenticity and Existential authenticity. The dimensions were originally formed by 

respectively two and three items, which have been all adapted and used. 7-point Likert scale was 

used, with answers ranging from “1-extremely disagree” to “7-extremely agree”. Object based 
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authenticity refers to the perceptions of the architecture, buildings and interior design. This dimension 

does not assess object-based authenticity directly, but in a constructive sense related to how inspiring 

this artifacts are, in line with Wang (1999) and with our purpose of measuring visitors’ perception 

Agritourism farm stays authenticity. This dimension was used as physical artifacts are essential for 

the perceived authenticity of heritage sites (Kolar and Zabkar, 2010; Naoi T., 2004; Waitt, 2000). The 

existential component of authenticity instead refers to the perceptions, feelings and emotions of 

visitors; the questions in the original measurement scale were developed to capture the emotional and 

cognitive processes involved in the evaluation of authenticity (McIntosh and Prentice, 1999; Kolar 

and Zabkar, 2010). The questions in the original scale were generic, and have, therefore, been adapted 

to the specific context referring to Agritourism farm stays in Denmark. The items and construct 

reliability of the original measurement scales are above the critical limit of 0.60, respectively 0.71 

and 0.71 for Object-based and Existential authenticity. The measurement scale for accessibility in our 

study present high reliability, with a Cronbach’s alpha ⍺=.825. 

4.8.1.3 Measurement of Destination Brand 

For measuring the awareness of the concept of Agritourism in Denmark, we have chosen the 

dimension Brand Awareness (BA α=0.92) and Brand Loyalty (BL α=0.95) both measured with four 

items on the 7-point Likert Scale (1-Extremely disagree to 7-Extremely agree).  

As indicated by Barbieri et al. (2016) it is important that visitors know what agritourism is, because 

of the lack of industry branding. Thus, we measured Brand Awareness and Brand Loyalty to find out 

if the visitors recognize the concept of agritourism. Knowing what agritourism is about, is then the 

first step towards perceiving its value and quality, which consequently leads to willingness to stay 

and return there Zeithaml (1988). Once Danish tourist perceive brand value in agritourism, they will 

become loyal and willing to revisit it.  

Dimensions to measure brand awareness and brand loyalty were taken from the multidimensional 

consumer-based brand equity scale developed and validated by Yoo and Donthu (2001) and by Aaker 

(1991, 1996) and Keller (1993). 

The scale was developed to measure brand equity (incremental value of a product due to the brand 

name) on consumer-based basis. In this case consumer-based means by measuring cognitive and 

behavioural brand equity at the individual consumer level based on the results of a survey. Thus, 
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dimensions with items of multidimensional consumer-based brand equity scale fit the purpose of the 

nature of the data we collected for our research.  

From the four-dimension model: Brand loyalty, Perceived quality, Awareness and Association, we 

used Brand loyalty and Awareness dimensions both consisting of four items, for our survey. The 

questions were adapted from the research of tourism destination brand equity case study of wine 

tourism destination in Spain (Gomez et al. 2015). 

4.8.1.4 Measurement of Accessibility 

The variable Accessibility was measured by adapting a scale’s dimension created from Chi and Qu 

(2008). Originally developed as a dimension for a scale created to measure the attribute satisfaction 

of a tourist destination, it was adapted to the Agritourism farm in Denmark context. 7-point Likert 

scale ranging from “1-extremely disagree” to “7-extremely agree” was used, to measure the 

respondents’ level of agreement with the statements about the accessibility factors. All the five items 

of the original dimension were adapted and used in the questionnaire, with the aim of maintaining the 

reliability factor. The scale was chosen for the compatibility of the original measurement scale with 

the subject being investigated in our research, and mostly because the authors included items for the 

measurement of both physical and non-physical accessibility factors. The Cronbach’s alpha of the 

original dimension is of 0.91, which indicates high internal consistency. Our scale, contrastingly, 

although adapted with no significance alterations, presented reliability values lower than the 

acceptability threshold. The Cronbach’s alpha presented the value ⍺=.608. 

4.8.1.5 Measurement of Perceived Value 

To measure perceived value as a multi-dimensional concept as mentioned in Hypothesis 

Development (see chapter 3.2.1.3), Petrick (2002) developed the 25-item measurement scale also 

called SERV-PERVAL scale, which was recognised to be valid and suitable for the area of leisure 

and services. From the 5 main dimensions (behavioural price, monetary price, emotional response, 

quality and reputation) we decided to measure perceived value of agritourism farms in Denmark with 

3 dimensions: Quality (4 items), Monetary Price (6 items) and Emotional Response (5 items). All 

dimensions were proven to be reliable constructs of measurement due to high levels of Cronbach 

alpha coefficient: Quality α=0.93, Monetary Price α=0.94, Emotional Response α=0.96. 

To better fit our research context, we adopted Emotional Value dimension from Sheth, et al. (1991) 

and Williams and Soutar, (2009). It is a social-psychological dimension measured with 7-point Likert 



 

 
45 

scale (1-Extremely disagree to 7-Extremely agree) dependent on product’s ability to arouse feelings 

or affective states. Emotional value is likely to be an influencing factor in consumption of experience 

economy or more specifically consumption of adventure tourism experiences.  

Thus, we adopted Emotional Value 4 items- dimension, as one of the dimensions for measuring 

Perceived Value variable, to measure the level of positive feelings and emotions of Danish tourists’ 

experience of agritourism farm stay in Denmark.  

For the Monetary Price or Monetary Value, the traditional-unidimensional perception of the 

perceived value, we adopted Functional (economic) value dimension, which consist of 4 items 

(Sweeney and Soutar, 2007). Economic value represents the relationship between the monetary 

sacrifice in purchasing the products/services (agritourism farm stay and its related activities) and the 

perceived value of experience obtained in visiting Agritourism farms in Denmark (Dodds and 

Monroe, 1985).  

The items to measure Quality dimension of the Perceived Value were taken from Sweeney and Soutar 

(2007), who developed multiple item scale for consumer perceived value, and Petrick (2002), who 

developed Multi-dimensional scale for measuring the perceived value of a service. To better adapt 

items of our survey to agritourism case, we adapted questions from Prebensen and Xie (2017) 

research paper about Efficacy of co-creation and mastering on perceived value satisfaction in tourists’ 

consumption. Zeithaml (1988) developed the fundamental base for the conceptualization of perceived 

value of a service based on in-depth consumer interviews. The study showed that perceived quality 

leads to perceived value, which leads to purchase intentions. Thus, we measure Quality of 

Agritourism farm stay experience in Denmark. Quality as a component of Perceived Value that have 

positive effect on willingness to stay and vice versa. 

4.8.2 Dependent Variable 

In this section we present the measurement criteria for the variable Willingness to Stay.  

4.8.2.1 Measurement of Willingness to Stay 

Our hypothesis model was developed to determine and test the possible factors that might influence 

the willingness of Danish Tourists to stay at agritourism farms in Denmark based on the literature 

review. We assumed that Perceived Value (the mediation variable) that is influenced by Heritage 

Value, Destination Brand and Accessibility has a positive effect on Willingness to Stay. 
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To measure our dependent variable, we used and adapted the dimension Willingness to Visit (WTV) 

developed by Kock, Josiassen, and Assaf (2016) and measured it with 7-point Likert-scale.  

Willingness to visit (WTV), with Cronbach alpha WTV α=0.95 coefficient thus demonstrating 

reliability of this measurement, was adapted from Kock et al. (2018) and includes 3 items:  1. I intend 

to spend my next holiday at a [Agritourism farm stay in Denmark] 2. The next time I go on vacation, 

I will choose [Agritourism farm stay in Denmark] 3. It is very likely that I would choose [Agritourism 

farm stay in Denmark] as my tourist destination. 

The study has investigated how mental representations of individuals are important to understand 

their intentions. Instead of using the traditional concept of destination image (DI), which is overall 

evaluation of destination, Kock, Jossiasen and Assaf (2016) highlighted the concept of Destination 

imagery (DY)-described as a host of attributes that individuals mentally link with a destination (Kock 

et al. 2016). Destination Imagery and Destination Image were put into relationship with WTV, the 

results have proven these hypotheses to be valid. These findings are useful for tourism managers who 

want to improve strategies to trigger positive behavioural intentions- which in our research is called 

Willingness to Stay (WTS).  
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5 Results 
In this chapter we interpret the results of the descriptive statistical analysis to provide an overview of 

the collected data. Then we present the results of the statistical analysis to show the scale reliability 

of the variables and the validity of the model. At the end we describe how multiple linear regression 

was used to analyse our hypotheses model. 

5.1 Descriptive 

First, we present key statistics to provide an overview of the regression input data. The table below 

shows the mean and std. deviation of all our independent (DB, HV, AC, PA, PV) and dependent 

variables (WTS) and it is a useful summary of the data.   

Statistics 

 

 

N  Valid Mean Std. Error of 

Mean 

Median Mode Std. 

Deviation 

Variance Range Minimum Maximum Sum 

DB 172 3.8830 .07692 3.8750 2.88a 1.00884 1.018 5.50 1.00 6.50 667.88 

HV 172 5.2028 .05920 5.2222 4.78 .77637 .603 4.89 2.11 7.00 894.89 

AC 172 4.0791 .05343 4.0000 4.00 .70073 .491 4.40 1.80 6.20 701.60 

PA 172 4.1953 .07126 4.2000 4.00 .93457 .873 5.60 1.00 6.60 721.60 

PV 172 4.4680 .05729 4.3333 4.00 .75129 .564 4.42 2.58 7.00 768.50 

WTS 172 2.0795 .10161 1.6667 1.00 1.33266 1.776 6.00 1.00 7.00 357.67 

Table 4 Descriptive Statistics 

Issues with the reliability and validity of the independent variables could emerge, and underlying 

collinearity may cause misleading interpretations. Therefore, it is of utmost importance to test the 

reliability and goodness of the fit of the model before progressing with the regression analysis. 

5.2 Scale reliability 
To assess whether the measures used reflect the measured construct, we conducted a reliability 

analysis. Specifically, we measured the Cronbach’s Alphas to assess the reliability of the scales.  

The internal reliability of the measurement scales was presented in the Methodology section (see 

chapter 4.8), where the Cronbach’s Alpha of our measurement scales are reported. Here they are 

summarized in the Table 5 below. 
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 DB HV AC PA PV WTS 

Cronbach's Alpha .810 .837 .608 .825 .890 .889 

Table 5 Reliability of scales 

The Cronbach’s Alpha of the scales used to measure DB, HV, PA, PV and WTS are above .8. 

Generally, the values should lie between .7 and .8 to be acceptable, we can therefore state that our 

results show good values for the aforementioned scales. The only value that lies below the 

acceptability threshold is for AC α=.608. By conducting ulterior analysis on this value, the correlation 

between the first item of the scale and the total score of the questionnaire presents a value of .198. As 

the value is below .3, it means that there probably is low correlation between the item and the scale. 

This is confirmed by the value the alpha would have if the item was deleted, which would increase 

to .646, closer to the acceptability standards. 

5.3 Testing the fit of the model 
It is important to assess the goodness of the fit of the model, to test if the lines we decided in our 

hypotheses model are an appropriate fit to the data. In order to measure the adequacy of the model 

we calculate the sum of squared differences by the equation below. 

deviation= Σ (observed – model)2 

To calculate the difference between the observed values and the values predicted by the mean we 

square all of the differences to obtain the sum of squared differences. 

R2= SSM /SST 

When there are more independent variables we have to look at the multiple correlation coefficient 

(Multiple R). Multiple R represents the correlation between observed values of Y (independent 

variable) and the values of Y predicted by the multiple regression model. Thus, large values of the 

multiple R indicate a large correlation between predicted and observed values of the outcome.  

However, if we want to assess the goodness of the fit of our model, we have to look at the values of 

Adjusted R2 instead of R-squared.  

 



 

 
49 

This is simply because adding more variables into a model, R-squared increases. Adjusted R2 is a 

modified version of R2 that is adjusted for the number of predictors in the model. 

 

Model Summary 

Model R R Square 

Adjusted R 

Square 

Std. Error of 

the Estimate 

1 .672a .451 .438 .56307 

a. Predictors: (Constant), HVxPA, AC, DB, HV 

Table 6 Model Summary 1 

Since R2 would naturally increase with the number of inserted variables, we look at the values of 

adjusted R2. This adjusted value indicates the loss of predictive power or shrinkage. In our model 

adjusted R2 is equal to r=.438. According to the scale of values for R2 that measure the strength (0.9 -

1.0 Very strong, 0.7 -0.9 Strong, 0.4-0.6 Moderate, 0.1-0,3 Weak, 0.0 -0.1 Zero) our model has 

moderate strength. 

Model Summary 

Model R R Square 

Adjusted R 

Square 

Std. Error of 

the Estimate 

1 .472a .222 .218 1.17860 

a. Predictors: (Constant), PV 

Table 7 Model summary 2 

If we take the square root of R2 we can obtain Pearson´s correlation coefficient, which provides us 

with the estimate of the overall fit of the regression model. 

The second part of our model that analyses our main hypothesis H1 also demonstrates validity. The 

value of adjusted R² is very similar to the observed value of R² (.222) indicating that the cross-validity 

of this model is very good. Even though the level of adjusted R-squared is low, the difference between 

R-squared and adjusted R is very low (.222- .218=.004). The small difference of 0.4% shows that 

there is less variance in the outcome, so we can say that our model is fit. 
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5.4 Multiple Linear Regression 

To analyse our hypotheses model, we have chosen to carry out multiple linear regression test. We 

intended to test the relationship between our variables. The relationship between variables in our 

model is in all cases positive. We have designed our hypotheses model with its variables and their 

relationships based on the literature review.  

Regression analysis enables us to predict an outcome variable (dependent variable) from one or more 

predictor variables (independent variables). As we use multiple linear regression analysis, our model 

contains more predictor variables (in total 5) (Field, 2009). 

In order to run the multiple regression, we run linear regression analysis of the straight lines that 

represent the relationship between dependent and independent variables. The straight line can be 

defined by 1) the slope (gradient) of the line (b1) and 2) the point at which the line crosses the vertical 

axis of the graph (intercept b0). b0   and   b1 are also called regression coefficients. The symbol εi   stands 

for the difference between the score predicted by the line for participant i and the score that participant 

i in reality obtained.  

Yi= (b0 + b1Xi) + εi   in case of multiple regression Yi= (b0 + b1Xi1 +b2Xi2+…… bnXn) + εi     

Y (dependent variable) = y1= Perceived Value (PV) 

                                       y2= Willingness to stay (WTS) 

X (independent variables) x1= Heritage Value (HV) 

                                                                                                              x2=Destination Brand (DB) 

                                                                                                            x3=Accessibility (AC) 

                                                                                                           x4=Perceived Authenticity (PA)  

Thus: 

 perceived value = (b0 + b1destination brandi1 +b2heritage valuei2+b3accessibilityi3) + εi     

willingness to stay= b0 + b1perceived valuei1 + εi     

After we identified our independent and dependent variables based on the literature review of our 

topic, we could start designing our hypotheses model with the linear positive relationships. 

Followingly, after collecting the data we fit them to our model. To do so, we extracted data from the 

Survey Exact in CSV, SPSS and XLSX format and inserted them to SPSS. Consequently, we cleaned 
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our data set and computed our variables accordingly, based on the items of the questionnaire. 

Afterwards, we analysed the linear relationships of the hypothesis of our model. 

5.5 Hypotheses Testing: Regression Analysis 

After assessing scale reliability and the validity of our model, the following part describes the 

conducted regression analysis. 

Regression analysis is used to predict a dependent variable from one independent variable (simple 

regression) or from multiple independent variables (multiple regression).  

Our proposed model aims to measure the relationship between the independent variables Heritage 

Value, Perceived Authenticity, Destination Brand and Accessibility on Perceived Value, and between 

the variable of Perceived Value and the dependent variable Willingness to Stay. In addition, the effect 

of the mediator Perceived Authenticity on the relationship between HR and PV is tested.  

Due to the presence of a mediator variable in our framework (PV), we conducted the regression in 

two steps, simply splitting the model into two parts. One in which PV is a predictor variable and WTS 

an outcome variable, and one in which PV acts as an outcome variable in relation to HV, DB, AC 

and PA. 

First, linear regression was run using the software IMB SPSS Statistics 24. The regression was 

performed with PV as the independent variable and WTS as the dependent variable. The method used 

to run the statistical test was the forced entry. The results of the regression are reported in the tables 

below. 

Coefficientsa 

Model 

Unstandardized Coefficients Standardized Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) -1.658 .543  -3.051 .003 

PV .837 .120 .472 6.973 .000 

a. Dependent Variable: WTS 

b. Predictors: PV 

Table 8 Regression coefficients 1 
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The results of the statistical test indicate that Perceived Value has an influence on Willingness to 

Stay. The value of significance is .000, and the unstandardized B is equal to .837 

β=.837; S<0.001 

The values of the regression coefficient β represent the change in the dependent variable resulting 

from a unit change in the independent variable; if our ability of predicting the dependent variable is 

impacted by the independent, the value of β should be different than 0. The significance value for 

each term tests the null hypothesis that the coefficient is equal to zero (no effect). A 

low significance (< 0.05) indicates that the null hypothesis can be rejected. As S<0.001, it indicates 

that the relationship between PV and WTS is highly significant. 

After testing the relationship between PV and WTS and once acknowledged that PV has a positive 

effect on WTS, hence confirming H1, we proceeded further in the analysis of the rest of the model. 

Our aim was to test the relationship of the independent variables with PV. To do this, we conducted 

multiple linear regression. After computing all the variables, to assess also whether PA moderates the 

effect of HV on PV, we created a new variable HV*PV. We ran multiple linear regression by using 

the method of forced entry, a method that forces all the independent variables into the model 

simultaneously. The following equation represents the effect: 

Y= α + β₁HV + β₂PA + β₃HVPA + β₄DB + β₅AC + ɛ  

The results are shown in Table 9 and Table 10. 
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Coefficientsa 

Model 

Unstandardized Coefficients Standardized Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 1.086 .345  3.145 .002 

HV .115 .109 .119 1.061 .290 

DB .201 .054 .269 3.740 .000 

AC .068 .068 .064 1.003 .317 

HVxPA .367 .108 .363 3.408 .001 

a. Dependent Variable: PV 

Table 9 Regression coefficients 2 

Excluded Variablesa 

Model Beta In t Sig. Partial Correlation 

Collinearity Statistics 

Tolerance 

1 PA .b . . . .000 

a. Dependent Variable: PV 

b. Predictors in the Model: (Constant), HVxPA, AC, DB, HV 

Table 10 Excluded Variables 

When entering all the variables in the model, including the moderating variable, the variable PA is 

excluded. Also, we can see that AC and HV have low significance. The exclusion of a variable can 

be a sign of multicollinearity; therefore, we proceeded by conducting further analysis to assess the 

presence of multicollinearity.  

We calculated the VIF (Variance Inflation Factor) to quantify the severity of multicollinearity. We 

ran different calculations including different variables in the set. 
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By running the regression including the calculation of VIF with HV, DB, and AC as independent and 

PV as dependent, the values of VIF show little correlation between the variables, as shown in the 

Table 11.  

Constant Statistics VIF 

HV 1.427 

AC 1.212 

DB 1.577 

Dependent Variable: PV 

Table 11 VIF statistics 1 

In a second attempt, we included also PA among the independent variables to assess changes in the 

value of VIF; the results showed minor changes in the VIF of HV as shown in Table 12. 

Constant Statistics VIF 

HV 1.768 

AC 1.229 

DB 1.579 

PA 1.365 

Dependent Variable: PV 

Table 12 VIF statistics 2 

Finally, we ran the regression again, including the moderator HV*PA as well, with relevant changes 

in the results, shown in Table 13 and Table 14. 

 

 

 

 



 

 
55 

Constant Statistics VIF 

HV 3.844 

AC 1.229 

DB 1.579 

HV*PA 3.456 

Dependent Variable: PV 

Table 13 VIF statistics 3 

Excluded Variablesa 

Model 

Collinearity Statistics 

Tolerance VIF Minimum Tolerance 

1 PA .000 . .000 

a. Dependent Variable: PV 

b. Predictors in the Model: (Constant), HVxPA, AC, DB, HV 

Table 14 Excluded Variables VIF 

 “Independent variables with a VIF of 10 or above are usually considered to be highly correlated with 

one or more of the other independent variables in the model” (McClave, Benson, and Sincich, 2014). 

A VIF above indicates a moderate correlation between the independent variable and another one in 

the model. By observing the results above, we notice a slight increase in in HV from 1.427 to 1.768 

when the independent variable PA is included in the regression analysis. The VIF values of DB and 

AC substantially remain the same. This suggests that HV and PA might be correlated. When also 

HV*PA is included in the independent variables in the regression analysis, PA results as excluded 

variable and the VIF values of HV and HV*PA increase to respectively 3.844 and 3.456. This 

indicates a moderate degree of correlation between them and other independent variables in the 

model.  
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5.6 Multicollinearity 
Multicollinearity is one of the pitfalls that might occur in multiple regression analysis. It occurs when 

two or more of independent variables analysed in regression model are correlated. Even though it is 

quite common to observe the correlation among the independent variables, still a few problems arise 

when serious multicollinearity occurs among the variables in the regression. This happens when high 

correlation among the independent variables arise, which leads to the likelihood of rounding errors in 

the calculations of the β estimates or standard errors. Followingly the results of regression might be 

confusing or even worse misleading (McClave et al., 2014). 

5.6.1 Covariance 

In order to detect multicollinearity and its levels in our regression, we calculated the coefficient of 

correlation r between each pair of our independent variables Heritage Value (HV), Destination brand 

(DB), Accessibility (AC), Perceived Value (PV) and Perceived Authenticity (PA).  

As the measurement scales we used were developed by other authors in previous researches, in our 

case a measure of the relationship between variables depends upon the scales of measurement used 

and thus it is a standardized measure with the unit of measurement standard deviation (Field, 2009). 

5.6.2 Detecting the multicollinearity with correlation coefficient r 

The following formula known as Pearson correlation coefficient is used to calculate the 

standardized correlation coefficient (standardized covariance) by putting into fraction relationship the 

sum of variances and standard deviations of variables sx, sy ... 

 

After finding the value of the Pearson correlation coefficient, we made sure that the values calculated 

lie between 1 and -1. All of our r values were positively correlated (as one variable increases, the 

other increases by a proportionate amount.) There was no 0 undesired coefficient calculated, which 

would mean no linear relationship at all (if one variable changes, the other stays the same). 

The degree of multicollinearity is defined by the level of the r value: 

Extreme multicollinearity: ⎜r ⎜≥ .8 
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Moderate multicollinearity: .2 ⎜r ⎜≥ ⎜r ⎜• .8 

Low multicollinearity: ⎜r ⎜• .2    

 

Correlations 

 DB HV AC PA PV WTS HVxPA 

DB Pearson Correlation 1 .543** .411** .271** .525** .413** .453** 

Sig. (2-tailed)  .000 .000 .000 .000 .000 .000 

N 172 172 172 172 172 172 172 

HV Pearson Correlation .543** 1 .287** .507** .589** .367** .841** 

Sig. (2-tailed) .000  .000 .000 .000 .000 .000 

N 172 172 172 172 172 172 172 

AC Pearson Correlation .411** .287** 1 .236** .317** .295** .298** 

Sig. (2-tailed) .000 .000  .002 .000 .000 .000 

N 172 172 172 172 172 172 172 

PA Pearson Correlation .271** .507** .236** 1 .473** .357** .893** 

Sig. (2-tailed) .000 .000 .002  .000 .000 .000 

N 172 172 172 172 172 172 172 

PV Pearson Correlation .525** .589** .317** .473** 1 .472** .605** 

Sig. (2-tailed) .000 .000 .000 .000  .000 .000 

N 172 172 172 172 172 172 172 

WTS Pearson Correlation .413** .367** .295** .357** .472** 1 .416** 

Sig. (2-tailed) .000 .000 .000 .000 .000  .000 

N 172 172 172 172 172 172 172 

HVxPA Pearson Correlation .453** .841** .298** .893** .605** .416** 1 
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Sig. (2-tailed) .000 .000 .000 .000 .000 .000  

N 172 172 172 172 172 172 172 

**. Correlation is significant at the 0.01 level (2-tailed). 

Table 15 Pearson Correlation Coefficients 

The results of our correlation analysis have shown that our variables are mostly moderately correlated 

which means there is a moderate level of multicollinearity and that the r coefficient values are between 

2 ⎜r ⎜≥ ⎜r ⎜• .8. We observed the lowest values of correlation coefficient between AC and PA r = 

.236, DB and PA r = .271, HV and AC r = .287, AC and WTS r = .295 and AC and HVxPA r = 

.298. 

However, there are also extreme values ⎜r ⎜≥ .8 that demonstrate extreme levels of multicollinearity. 

Namely these occur among HVxPA moderator variable and PA r = .893 and HVxPA moderator 

variable and HV r = .841 

After successful detecting of multicollinearity with the Pearson correlation coefficient, we didn´t run 

further tests to see the presence of multicollinearity, that include t-test and F-test for the overall model 

adequacy. 

None of our independent variables correlate so high to reach the criterion R > .9. According to the 

theory no multicollinearity in the data means that there should be no substantial correlations (r • .9) 

5.6.3 Scale Split 

In order to test the moderation effect of PA on the relationship between HV and PV, we performed 

the scale split of our Perceived Authenticity Variable, that was excluded due to the high correlation 

level. 

Thus, we performed the scale split according to the mean of the 7-point Likert scale (x=3.5). 

The variable of Perceived Authenticity, as explained in the method section, was measured by 5 

questions, with possible answers ranging from 1 (Extremely disagree) to 7 (Extremely Agree). 

The decision to perform the split according to PA responses above and below 3.5 is due to the nature 

of the answers. By doing this, we were able to split the sample into respondents who have respectively 

overall low and high Perceived Authenticity according to the 7-point Likert scale used for the 

measurement of the variable.  
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We proceeded in the division of the data set into two parts, obtaining two data sets: one with PA 

values of the mean below 3.5, and one with PA values above 3.5. The reason for the mean split was 

to find out whether the level of significance in the low PA mean split and high PA mean split will be 

affected. In our hypothesis H5: When Perceived Authenticity is higher, the relationship between HV 

and PV is stronger, we assume that the level of agreement and disagreement, that was measured on 

7-point Likert Scale with 5 items of the dimension of PA, influences the linear relationship between 

HV and PV. Thus, by dividing the respondents according to mean value of PA x=3.5, we can say that 

the data set was divided into two types of respondents and the assumptions became as follows: 

a) The data set with the low PA mean comprehends those who disagree with the items of PA. For this 

sample, the moderator PA should have a weakening effect of on the relationship between HV and 

PV. (H5=H0, rejected) 

b) The data set with high PA mean, comprehends those who agree with the items of PA. For this 

sample, the moderator PA should have a strengthening effect on the relationship between HV and 

PV.  (H5≠H0, accepted) 

In order to test if the level of significance changes with the scale split division, we ran the linear 

regression between HV, DB, AC (independent variables) and PV (dependent variable) with both low 

PA mean data set and high PA mean data set. The results of linear regression analysis with low PA 

and high PA mean data sets has shown the following significance levels: 

Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 1.126 .406  2.775 .006 

DB .165 .062 .224 2.668 .009 

HV .433 .078 .434 5.579 .000 

AC .118 .080 .112 1.465 .145 

a. Dependent Variable: PV 

Table 16 Output of High PA Dataset 
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Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 1.926 .782  2.464 .020 

DB .352 .132 .499 2.667 .012 

HV .158 .164 .181 .962 .344 

AC .035 .147 .034 .240 .812 

a. Dependent Variable: PV 

Table 17 Output of Low PA Dataset 

As our hypothesis is that the moderator influences the relationship between HV and PV, according to 

the assumptions above, we focused our attention on the value of significance of HV (with PV as 

dependent): 

a) low PA data set: HV p = 0.344 

b) high PA data set: HV p= 0.000 

The results of the regression analysis of the two datasets show that: 

1. When the Perceived Authenticity is low (x<3,5) the significance of the relationship between 

HV and PV is high. 

2. When the Perceived Authenticity is high (x>3,5) the significance of the relationship between 

HV and PV is low. 

Based on the conducted analysis and on the results shown, H5 should be accepted.  

The fact that they are both significant is against our basic assumption, regression analysis with both 

the data set with the low PA median and the data set with high PA median resulted in high significance 

and thus in both cases H5 would be accepted. 
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6 Discussion 

In this chapter we will discuss the research findings in the context of the research question and the 

formulated hypotheses. First, the predictors that influence perceived value are discussed, then we 

discuss our main hypothesis H1. 

The discussion of the hypotheses is followed by a discussion of the findings’ implications from the 

theoretical and managerial points of view. The chapter is concluded with an overview of the 

limitations of this research and with suggestions for further research. 

6.1 Hypothesis Discussion 

6.1.1 Predictors of Perceived Value 

The results of the conducted multiple regression analysis indicate that Perceived Value plays an 

important role in affecting the Willingness to Stay at Agritourism Farm stays in Denmark. Heritage 

Value, Perceived Authenticity and Destination Brand resulted to have a significant effect on the 

overall Perceived Value of Danish AFS, supporting H1, H2, H3 and H5. The totality of the hypotheses 

is only partially supported, as the results show that accessibility does not significantly affect perceived 

value of AFS, therefore, not supporting H4. 

6.1.1.1  The effect of Heritage Value on Perceived Value 

The results regarding H2 and H5 should be carefully interpreted, as H2 is supported under a certain 

condition. In fact, it should not be forgotten that, as described in the results (see section 5.5), H2 is 

tested under the influence of the moderator Perceived Authenticity. As we have conducted the 

analysis on 3 datasets (the entire one, the one with low PA, and the one with high PA), the results 

changed accordingly and so did the levels of significance for our hypotheses. 

The results of the multiple regression with independent variables HV, HV*PV, DB, AC on the 

dependent variable PV show that the relationship between HV and PV is not significant (p=.290). 

The confirmation or rejection of H2 is, nevertheless, strictly linked to PA. Consequently, we accept 

and discuss the results of the regression of the two dataset, split according to the levels of PA. The 

significance of HV on PV changes according to the dataset used for the regression; when PA is high, 

HV on PV is significant (p=.000), and when PA is low, HV on PV is not significant (p=.344).  

The results provide us with two findings:  
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1) If Perceived Authenticity is low, Heritage Value does not have an effect on Perceived Value. 

2) If Perceived Authenticity is high, Heritage Value has a positive effect on Perceived Value 

Consequently, we can affirm that the hypothesis that Heritage Value has a positive effect on 

Perceived Value is supported, but only when Perceived Authenticity is high. 

Our results could be anyway in part expected. In fact, the hypothesis H2 is that Heritage Value has a 

positive effect on Perceived Value; the hypothesis H5 is that when Perceived Authenticity is higher, 

the relationship between HV and PV is stronger. Therefore, it was expected that, if H5 was confirmed, 

also H2 would be highly influenced by it. Which explains the levels of significance (p=.334) when 

PA is low. 

6.1.1.2 The effect of Perceived Authenticity on the relationship between Heritage value and 

Perceived Value 

To measure the effect of Perceived Authenticity on the relationship between HV and PV, we have 

split the dataset into two, according to the responses with high and low PA values.  

As shown in the results section (see 5.6.3), the results of the multiple regression analysis of the model 

for the dataset with Low PA show low level of significance for HV (p=.344). This result must be 

considered jointly with the results of the regression on the second dataset, with high PA values. The 

multiple regression on the dataset with high PA values shows level of significance p=.000. The results 

can be interpreted in the sense that when PA is high, the relationship between HV and PV is stronger; 

when PA is low, the relationship between HV and PV is weaker. The results, therefore, support out 

hypothesis H5. 

6.1.1.3 The effect of Destination Brand on Perceived Value  

The results of our regression analysis indicate that Destination Brand is positively related to Perceived 

Value. Destination Brand stands as a predictor variable with the assumption of having a positive 

relationship on Perceived Value, which stands as an outcome variable. This relationship resulted in 

being highly significant p=.000. Thus, the hypothesis H3: Destination Brand has a positive effect on 

Perceived Value was supported.  

Rather than looking only at the relationships between variables, that we did in regression analysis, 

we can look also at the mean values in order to make some summaries of our observations (Field, 

2009). By measuring the level of agreement with the items related to the variable Destination Brand, 

we intended to measure Danish people's awareness and loyalty to agritourism. As we observed in the 
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preliminary research phase, in general Danes do not perceive the concept of agritourism in Denmark, 

they do not choose it as an option for their travels or they have never heard about it. Hence, it is 

interesting to look at the mean of responses for Destination Brand. The mean of DB is x=3.8830, 

which demonstrates that the level of agreement with the items for measuring the brand awareness and 

loyalty is rather low. We can draw the conclusion that Danish people have a low level of loyalty and 

awareness of the agritourism concept. 

6.1.1.4 The effect of Accessibility on Perceived Value 

An unexpected outcome of the analysis is that Accessibility does not have a significant effect on 

Perceived Value. In fact, the results of the analysis show that the value of significance for 

Accessibility is p=.317. The results are unexpected as H4, not supported by the results of the data 

analysis, was supported both by the opinions of some Danish people, resulting from the preliminary 

interviews, and by the by the literature. Our results conflict with the findings of Murphy et al. (2000), 

according to whom infrastructure positively affect the perceptions of trip value. The results of our 

study suggest the opposite. The conflicting results may be due to the fact that, whereas Murphy et al. 

(2000) refer to experiences affecting the trip value, the dataset our analysis is conducted on is not 

constituted only by Danes who have experienced AFS in Denmark, but also by people who have 

never experienced it (in Denmark). Therefore, the perceptions our study analyses are of two groups 

(Danes who have experienced AFS in Denmark and Danes who have not) based on different 

preconditions, which might have influenced the results of the study. However, there is the possibility 

that the results of the study regarding the effect of accessibility on perceived value might be due to 

underlying characteristics of the Danish population. Especially in relation to physical accessibility 

factors, Danes might not perceive accessibility issues as discouraging due to their “active” nature. 

Also, as Denmark is a small country. It implies that the distances are relatively short and, therefore, 

travelling these distances might not be perceived as problematic and influential towards the overall 

value of trips and destinations. 

6.1.2 The effect of Perceived Value on Willingness to Stay 

The results of the conducted regression analysis show that Perceived Value is positively related to 

Willingness to Stay. In testing the effect of Perceived Value on Willingness to Stay, PV stands as a 

predictor variable with the assumption of having a positive relationship on WTS, which stands as an 

outcome variable. This relationship resulted in being highly significant (p= 0.000), which supports 

our assumption. Thus, H1: Perceived Value has a positive effect on Willingness to stay, was accepted.  
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As in the case of investigating the observation of the variable Destination Brand, by looking at the 

values of mean, it is interesting for our findings to evaluate also mean value of WTS. 

The positive relationship between PV and WTS was accepted: the higher the Perceived Value, the 

higher the Willingness to Stay. 

Not only we are interested in knowing the level of significance that the regression analysis provides, 

but also, we are interested if the observation that has been done during our preliminary research phase 

was right. We assumed that Danish people have little or no knowledge on agritourism, which makes 

them perceive little value and consequently makes them show little interest in staying at agritourism 

farms. By looking at the mean values of the answers of the items that measure WTS x=2.0795, we 

can see that respondents are inclined towards disagreement on the 7-point Likert scale (1-Extremely 

disagree, 7-Extremely Agree). This means that the respondents mostly disagree with the items we 

used to measure willingness to stay at agritourism farm stays in Denmark, which are shown below:  

1. I intend to spend my next holiday at a [Agritourism farm stay in Denmark] 2. The next time I go 

on vacation, I will choose [Agritourism farm stay in Denmark] 3. It is very likely that I would 

choose [Agritourism farm stay in Denmark] as my tourist destination. 

6.2 Implications 
In this section, the manifold implications of our findings are discussed. First, the theoretical 

implications are examined, followed by the managerial implications in the second part of the section. 

6.2.1 Theoretical Implications 

In each of the following sections, the theoretical implications of the findings related to each 

hypothesis are discussed. The implications related to our main hypothesis H1 are discussed first, 

followed by the implications of the findings related to the other hypotheses. 

6.2.1.1 Theoretical implications in relation to Perceived Value and Willingness to Stay 

This study adds perspective on the importance of perceived value on Danes’ willingness to stay at 

agritourism farms in Denmark. 

Our assumption that perceived value of agritourism is an important factor that influences willingness 

to stay at agritourism farms in Denmark was supported. This finding is consistent with the findings 

of prior studies that demonstrate that various aspects of perceived value influence the visitors’ 

behaviours. 
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Based on the theory of planned behaviour developed by Ajzen (1991), intentions influence a 

behaviour. In our study intentions represent Perceived Value and behaviour represents Willingness 

to Stay. Later on, recent empirical studies that were based on the theory of planned behaviour have 

proven that behavioural intentions are driven by satisfaction, motivation and perceived quality (Chiu 

et al., 2016; Yoon and Uysal, 2005). Based on these findings, we measured perceived value through 

the dimensions of quality and emotional response. Thus, we can conclude that if Danish people 

perceive quality of agritourism farms stays in Denmark they are willing to stay at these sites. 

Moreover, positive emotions like excitement, happiness and well-being that were measured by the 

dimension emotional response enhance their willingness to stay at agritourism farms in Denmark. 

Furthermore, we measured perceived value with the dimension monetary price, that we selected based 

on the theory of utilitarian value and the traditional uni-dimensional approach to Perceived Value. 

Hence, our assumption that if Danish people perceive value of an experience obtained by staying at 

agritourism farms in Denmark they will be willing to make a monetary sacrifice in exchange for it, 

was supported. 

As proposed and validated by Petrick (2002) Perceived Value is a multidimensional concept, so we 

measured Perceived Value of Agritourism farm stays in Denmark using three dimensions, namely 

quality, emotional response and monetary price. Our assumption that perceived value positively 

influences willingness to stay at agritourism farms in Denmark can be interpreted in a way that when 

Danish people perceive quality, value for money and connect positive emotions with the experience 

of staying at Agritourism farms in Denmark, they will be more willing to visit and stay at these farms. 

Furthermore, in an empirical study by Kock, Jossiasen and Assaf (2016) it was demonstrated that 

mental representation that individuals hold about tourist destination positively influence their 

behavioural intentions. The empirical findings of this study demonstrate that there is a positive 

relationship between Destination Brand and Perceived value, which in turn positively influences 

Willingness to Stay. The better image Danish people have about agritourism farm stays in Denmark, 

more value of its offering they perceive, which triggers their intention to stay at agritourism farms 

stays in Denmark. 

6.2.1.2 Theoretical Implications of the findings on Heritage Value and Perceived Authenticity  

The findings regarding H2 and H5 are partially, but not totally, aligned with the existing literature on 

heritage value. Scholars affirm that heritage is an important part of the product offering (Brandth and 
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Haugen, 2011) and that the heritage and legacy of the visited facility influence the perceived value 

(Taylor and Shanka, 2008; Calver and Page, 2013). Many authors juxtapose the concepts of rural 

settings, farm stays and heritage, in the sense that elements as knowledge, skills, local culture and 

landscape constitute valuable heritage and consequently influence the overall perceived value of the 

place (Taksa, 2003; Brandth and Haugen, 2011). Nevertheless, the perception of authenticity in 

relation to the heritage object is not always taken into consideration. While studies on heritage and 

cultural value may neglect to take into account the element of authenticity, literature on authenticity 

takes into consideration the object it is referred to (along with the “existential” implications). Hence, 

by examining our results considering the existing literature, our findings have an ambivalent stance 

towards it. They do not totally comply with it, as HV on PV is significant only when PA is high, and 

not also independently from it; but they do not contrast it either, as HV still has a positive effect on 

PV (but when PA is high). The measurement of the variable HV was performed including the 

dimensions of education and skills, nature and culture. Hence, the results suggest that the educational 

contribution of staying at agritourism farms in Denmark, along with the skills acquisition, have a 

positive effect on PV. The same applies to the state of nature, and to the cultural characteristics of the 

place. By considering the effect of perceived authenticity on H2, the findings of our analysis suggest 

a new possible theoretical stance, towards the extension of the concept of heritage value and a 

consequential inclusion of perceived authenticity as a component of the former. 

On the other hand, our findings support the hypothesis that when perceived authenticity is higher, the 

relationship between heritage value and perceived value will be stronger. The findings corroborate 

the theories according which perceived authenticity positively influences perceived value (Kim et al., 

2017; Akhoondnejad, 2016). They can also be interpreted as supporting towards MacCannel’s (1973) 

theory, according to which visitors are motivated and influenced by the search for authenticity. As 

the measurement of perceived authenticity was performed by assessing both object-based and 

existential authenticity, the results support the stance that both dimensions have a positive effect on 

HV*PV. Based on our results, we can argue that not only PA seems to have a positive effect on PV 

(theory that was already supported by scholars), but also on HV perceptions. Moreover, our findings 

shed new light on previous theory, by supporting the moderating role of perceived authenticity and 

its effect on the relationship between HV and PV. 
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6.2.1.3 Theoretical Implications of the findings on Accessibility 

About the results related to H4, they seem to contrast with the theory and findings of several scholars; 

accessibility, in terms of infrastructures, transportation and communication networks was 

acknowledged as a factor of influence on quality, attractiveness and influx to a destination, which 

influence perceived quality as well (Gunn, 1972; Kaul, 1985; Gearing, 1947 and Petrick, 2002). 

According to Dickinger and Stangl (2013), accessibility, in the form of information quality and 

availability, influences perceived value. Our findings, conflict with previous literature, suggesting 

that accessibility does not have an effect on perceived value. The measurement of accessibility 

included items regarding transportation and parking, which classify as infrastructure; two items 

measured travel information and helpfulness of welcome centre, which relate to information quality 

and availability. The fifth item measured the overall accessibility. The findings, therefore, seem to be 

in contrast with the literature mentioned above, suggesting that accessibility, nor physical or non-

physical, does not have an effect on perceived value. Nevertheless, findings on H4 must be read 

cautiously, and probably cannot largely be extended beyond this research, as they might be influenced 

by factors related to scale reliability (see section 5.2) and to distinctive characteristics of Denmark 

and Danes, as explained in the hypothesis discussion (see section 6.1.1.4). 

6.2.1.4 Theoretical implications of the findings on Destination Brand 

The findings of our studies demonstrate that if Danish people perceive the brand of agritourism farm 

stay in Denmark it contributes to perceived value of it.  

By perceiving the brand of the destination in our context, as indicated in hypothesis development (see 

section 3.4), it should be clear to tourists what agritourism does represent. This is one of the challenges 

for agritourism worldwide, its inconsistency in definition and name. 

Barbieri, Xu, Arroyo and Rich (2015) demonstrate that this inconsistency contributes to reduced 

Memorability of agritourism concept and its value offered. Reduced memorability means that the 

brand name, in our research agritourism, is not understood and remembered.  

Due to the fact that agritourism is a service industry, it takes on characteristics such as intangibility, 

inseparability, perishability and heterogeneity. Thus, the special attention must be payed to branding 

strategy in order to build the distinctiveness of the service that agritourism offers and to develop brand 

loyalty. In turn, understanding the benefits that service such as agritourism offers leads to higher 

perception of value. 
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The level of knowledge of agritourism in Denmark was measured by variable Destination Brand, that 

in our research consists of two dimensions: brand awareness, by which we measured if agritourism 

characteristics come easily to Danish people's minds or if they can be recalled at all; and brand 

loyalty, by which we measured based on the components of Brand Equity developed by Aaker, (1991) 

if Danes like travelling to agritourism farm stays in Denmark or if they perceive that others like to do 

so. 

6.2.2 Managerial Implications 

In the following sections, we discuss the numerous implications that the findings of this study can 

have for the Danish agritourism farm stays providers. 

6.2.2.1 Agricultural Marketing  

First, the strong brand name for agritourism was proven to be important for making Danish tourist 

perceive value in it. This finding offers valuable insight into the minds of Danish travellers and 

provides a useful consideration for marketing managers. In the case of agritourism, marketing 

managers are the farmers or owners of the farms that run agritourism. Based on the classification of 

activity-based taxonomy (see section 2.4.3) proposed by Phillip et al. (2010), agritourism farm stays 

can be performed on Working Farm but also Non-Working farm, where farmers or the farm owners 

are providing visitors with various agricultural activities and products. This definition was also 

provided in the survey for the respondents that haven´t heard about agritourism in Denmark before. 

6.2.2.2 Service Design- Value Proposition 

There are around 35.600 farms in Denmark (Danmarks Statistik, 2017). However, only a few were 

transformed into agritourism businesses among both working and non-working farms. Since Danish 

people attach the value to a healthy life-style and like to do sports to keep themselves in good shape, 

we propose that business providers of agritourism should provide activities that would match their 

demand. Moreover, Danish people like to spend their time in nature and relax in the countryside (see 

section 2.7), especially families with children, as agritourism in Denmark is perceived to be an 

activity for children. We propose that farmers should design activities for children and outdoor 

activities on farms that can provide knowledge and relaxation in nature with the opportunity to see 

animals. With the proper strategizing and the use of co-creation and service-dominant logic (SDL), 

as previously researched in the sector of agritourism by Liang (2017), Danish agricultural enterprises 

can design their activities, which would help to increase customers’ experience.  Furthermore, it 
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would help agritourism farm stay businesses to achieve effectiveness and launch faster market 

response. 

The co-creation of service is the essential component in the process of creating the value, since it 

focuses on shared purpose, collaboration and contribution of network members working together 

during the service delivery. We therefore think co-creation strategy can help agricultural 

entrepreneurs to decide on which activities to provide and how to design the delivery of agritourism 

related services. We see the proper service-design of the entire experience in combination with the 

right choice of activities of agritourism farm stay in Denmark as an essential strategy in order to make 

Danish people perceive value of agritourism and to arise their interest in staying at agritourism farms 

in Denmark. 

6.2.2.3 The role of other actors 

However, as previously mentioned in the section 3.4 in the hypotheses development, researchers in 

the area of rural tourism and agritourism (Barbieri and Mshenga, 2008; Phillip et al., 2010; Sharpley 

and Vass, 2006 and Liang, 2017) address the challenges of agricultural marketing and call for 

improvement in managerial skills of farmers in order to meet the demands of tourists. Meeting the 

demand of Danish tourists would help to build awareness of agritourism and consequently to perceive 

value in it. 

An improvement in the managerial skills of the farmers would require the development of knowledge 

materials and knowledge centres that would help the private actors like farmers to start up the 

agritourism business and to develop the strategies for it. Even though Danish National association for 

farm tourism “Landsforeningen for Landboturisme” seeks to promote and improve the conditions for 

Danish rural and agritourism development, the cooperation with farmers can be improved. Especially 

by providing potential agritourism business owners with the relevant knowledge materials. As 

addressed by researchers, policymakers and tourism businesses from Nordic research centre for 

regional development in Denmark, Finland, Norway and Sweden (Halkier, 2013), there is a lack of 

research on rural tourism on a Nordic scale. The importance of collaboration between research and 

policy makers was especially highlighted. 

Agricultural farms in Denmark are often used for high-scale farm production.  The export of pork 

meat is a huge industry in Denmark, which is regulated by governmental institutions. Thus, we 

propose that policymakers, governmental institutions like ministries, municipalities and tourism 
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agencies that deal with tourism and regional development, should create policies that facilitate the 

collaboration between entrepreneurs-farmers and businesses. 

Furthermore, improving the cross-sectoral integration between national ministries involved with 

tourism (e.g. DMOs and municipalities) would certainly help in developing strategies for agritourism 

by implementing the knowledge from research centres. 

Favouring policies and cross-sectoral communication, improving the managerial skills of farmers by 

integrating knowledge from research into educational material, developing the policies for rural 

regions and projects to support local entrepreneurs, are essential steps towards improving the 

strategies for developing the strong brand name of agritourism in Denmark, with strong value 

proposition, which would be perceived by Danish people. 

6.2.2.4 Strengthening the agritourism brand name in Denmark 

As previously discussed during our preliminary research phase and data collection we observed that 

Danish people have very little or no knowledge about agritourism in Denmark, which leads to low 

perception of the overall value of it. Indeed, the relationship between the perceived value and 

willingness to stay was supported. So, the higher the value Danish people attach to agritourism in 

Denmark, the higher their willingness to stay at agritourism farms. This finding can provide useful 

implications for DMOs and tourism offices like Visit Denmark to make efforts in promoting 

agritourism and highlighting its benefits that are recognised as valuable by Danish people.  

6.2.2.5 The role of Authenticity in the Value of the Heritage 

The findings show that Heritage Value has a positive influence on the overall Perceived Value of 

Agritourism farm stays in Denmark, when the Perceived Authenticity is high. From a managerial 

point of view, our findings suggest that managers of AFS should focus on enhancing HV which, 

according to our findings, is strictly related to PA, which should be enhanced as well. This implicates 

that the perception of Agritourism Farm Stays’ authenticity should be preserved and exploited to let 

visitors and potential visitors perceive Danish Agritourism farm stays as valuable. 

6.2.2.6 Reinforcing Heritage Value 

To enhance heritage value, actions regarding both tangible and intangible heritage should be 

considered. As landscape is considered as valuable heritage, the setting of AFS should take into 

account the surroundings and the view as a source of value. Landscape and surroundings 
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characteristics should be considered especially by those who are in the phase of starting up the AFS 

business, while considering possible locations. As regards the tangible heritage, farmers and AFS 

managers should take care of the conservation of the buildings in which the service is provided. 

Antiques or artefacts related to the farming activity or to the traditions and culture of the area should 

be displayed and their meaning explained to visitors. As studies show that the heritage legacy of 

historic site or properties, along with the knowledge and interpretation of their history, influence the 

perceived value (Taylor and Shanka, 2008; Calver and Page, 2013), efforts should be made to educate 

the visitors (and potential ones) on the history of the place. This could include displaying relevant 

information about the property and the area on the websites, and in loco, with welcome brochures or 

signs around the facility. As also traditions and skills are considered as being part of the heritage, 

farmers who choose to extend their business to AFS should be willing to dedicate their time and 

efforts not only in educating them on the history of the place, but also about the traditions and the 

know-how related to the farming activities. Being involved in farming activities could be one of the 

most important initiatives in the visitors’ experience and would also be extremely valuable for the 

farmers. As Prahalad and Ramaswamy (2004) suggest, “direct interactions with consumers are 

critical” (Ibid., p.11). According to the scholars, all the points of interactions between the provider 

and, in this case, the visitor, are opportunities for value creation. This theory calls for business 

providers to create shared moments of interactions with the customers. In the case of AFS, this 

moments could consist in creating dialogue and sharing stories, legends, and knowledge about the 

place, or letting visitors take part in farming life, to let them experience authentic moments of “life in 

nature”.  

This kind of initiative is also a good example of application of the theory on experience economy. 

According to Pine and Gilmore (1998) and their theory on experience economy, experiences evolve 

across the two dimensions of customer participation and environmental relationship. By applying the 

theory to our case, we argue that the more the tourists will be “active” in the participation and 

“immersed” in the environment, by playing a role in the outcome of farming and agricultural 

activities, the greater will be their experience, in terms of memorability and learning, therefore adding 

value to the experience. In addition, farm visitors, by engaging in farm related activities and 

acknowledging history, memories, traditions and methods, will ensure the retention of tradition and 

the conservation process of the heritage. 
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6.2.2.7 Enhancing the perception of Authenticity 

As it was discussed, we measured PA as given by the two dimensions of “object-related” and 

“existential authenticity” (Wang, 1999). This means that to improve the overall perception of 

authenticity, both the perceived authenticity of the toured object and the subjective feelings should 

be positively affected. It should be kept in mind that we have measured the effect of Perceive 

Authenticity, and not of Authenticity in an objective sense. Thus, it could be argued that it is not 

necessary to maintain the toured object authentic to increase PA. But, according to MacCannel 

(1973), authenticity must be maintained to avoid “staged authenticity”. In relation to our study, it 

does not matter if the toured object is authentic, as long as it is perceived as such. But, from a practical 

point of view, it helps to maintain the toured object authentic, if perceptions of “fake and staged” 

authenticity want to be avoided. Moreover, the authenticity or at least good state of conservation of 

the toured object should be maintained when it is referred to the heritage, as we have seen that it 

positively affects the overall perceived value.  

6.2.2.8 Overcoming the issue of Real or Perceived Authenticity 

Pine and Gilmore (2007) affirm that authenticity of experiences is something that has to be managed. 

They classify authenticity as a purchasing criterion and consumer sensibility (along with quality, price 

and availability). Therefore, when creating experiences, business firms must render authenticity, in 

order to meet consumer sensibility. The authors, moreover, overcome the issue of whether the toured 

object should be maintained authentic or not, by focusing solely on the experience itself. “There is 

no such thing as an inauthentic experience because experiences happen inside us” (Ibid., p.89). Users 

are free to feel economic offerings as authentic or not. Business can gain the perception of authenticity 

through their offerings, by “rendering” also inauthentic offerings as authentic. In order to do this, 

businesses have to accept the paradox of authenticity: “all human enterprises are inauthentic in their 

very being – and yet their output can be “real”, perceived as authentic by the individuals who buy it”. 

Both individuals and businesses struggle in their search for authenticity, and yet consumers end up in 

perceiving authentic many inauthentic offerings, such as cities, places, and even nature. Therefore, 

the suggestion for agritourism service providers is to learn how to “render” their offerings real. The 

suggestion on how to do so, is to apply two standards: make the offering true to itself and offer what 

they say they offer. 
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6.3 Limitations and Further Research 

In this section we present several methodological and theoretical limitations together with the 

contributions of our findings to future research. The limitations of this research point towards topics 

to be addressed in the future. 

Our study examines the topic of agritourism from Danish visitor's perspective. The findings of this 

research might be used as a basis for further research, that might investigate agritourism topic from 

the experience economy angle. As it was demonstrated that perceived value positively influences 

willingness to stay at agritourism farm stays in Denmark, further research might elaborate more on 

the service design and activities that people seek and would like to experience in agritourism farm 

stays in Denmark. This would help to perceive more value and create better destination image of 

agritourism in Denmark. 

This study concerns the measurement of variables perceived value (PV) and willingness to stay 

(WTS) in the H1: Perceived Value has a positive effect on Willingness to stay. The theoretical 

background, based on which we identified our variables willingness to stay and perceived value, 

repeatedly mention Word of Mouth (WOM) recommendations in the context of behavioural 

intentions. WOM among others (perceived quality, motivation, satisfaction) influences the tourists’ 

intention to select a destination (Mohaidin, Wei and Murshid, 2017). On the contrary, in the research 

paper of Kock, Josiassen and Assaf (2016) WOM among others (willingness to visit WTV and 

willingness to pay WTP) is a variable that represents tourist behaviour. Hence, it would be relevant 

to measure WOM in our research. WOM is an influential and important source of information that 

visitors share and plays a significant role in portraying a positive image of the destination. However, 

we found it difficult to measure WOM of respondents of our survey, since the majority of them have 

not previously experienced agritourism in Denmark. Capitalizing on this observation and limitation 

to our study, future research might examine how WOM of people who have previous experience with 

agritourism influences the potential future visitors ‘willingness to stay at agritourism farm stays in 

Denmark. Therefore, the following relationship can be tested: The positive WOM influences WTS at 

AFS. 

Furthermore, the relationship between WOM and perceived value might also be investigated in 

relation to how visitors that perceive value are willing to recommend agritourism farm stays to others. 

So, we propose: Perceived value influences the willingness to spread WOM. 
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In relation to the data collection, the sample consisted of Danish consumers.  86% of the respondents 

was from Hovedstaden. Moreover, 41% of the sample was composed of students. These factors 

weaken the external validity of this study. Nevertheless, among Danish consumers, those who live in 

the greater Copenhagen area, or in other big cities in Denmark, are those who would be the target of 

agritourism providers. In fact, it is more likely that “city people” would visit agritourism farm stays, 

than Danes that already live in rural settings. Further research among a more heterogeneous sample 

would contribute with supplementary data on the value that the tested framework would bring to the 

marketers. 

Some of the measures we adapted to our research were originally designed for respondents with 

previous experience on the measured object. Our sample, though, comprised both people with 

previous experience of agritourism in Denmark, and people without such experience, which may have 

affected the efficacy of the measurement. Due to the niche market, and to the limited knowledge of 

the topic, it would have required resources greater than the ones available to us, financially and in 

terms of time, to extend our sample to a bigger group of people with previous experience of AFS in 

Denmark. Nonetheless, it would be interesting to confront the difference in the results of the two 

diverse groups of experienced and not. Despite our sample included people who have visited AFS in 

Denmark, the number of the respondents with previous experience was too small, compared to the 

other group, to provide meaningful results. Comparing the results of the two groups or examining a 

group of solely “experienced” Danish AFS visitors, could be worth of future research. 

Interesting results could as well be produced by targeting selected groups of families with children as 

respondents to our study. In fact, agritourism farms in Denmark seem to be, both according to 

consumers and providers, the perfect destination for children and their families. Further research on 

solely this group might produce useful results for marketers, as it could provide helpful insights on 

the factors affecting value for families, and therefore allow the formers to adjust the value proposition 

accordingly. 
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7 Conclusion 

This study aims to fill the knowledge gap in the research concerning the agritourism area in Denmark. 

The purpose of this research was to identify the factors that influence the value that Danish people 

perceive of agritourism farm stays in Denmark, and consequently their willingness to stay there. 

These factors were measured and thus helped to identify what influences the perceived value of 

agritourism farm stays. Followingly, perceived value was confirmed to be a significant predictor of 

Danish people willingness to stay at agritourism farm stays. Therefore, the addressed research 

question: “What does influence the perceived value of agritourism farm stays in Denmark and how 

does perceived value influence the willingness of Danish people to stay at agritourism farms?” can 

be answered. 

To answer the research question, the theoretical data from existing literature were explored. Based on 

them we identified four variables that influence Danes’ perceived value of agritourism farm stays in 

Denmark, namely heritage value, perceived authenticity, destination brand image and accessibility. 

We conducted multiple linear regression to analyse the data collected. The results indicated that 

heritage value, with the moderation effect of perceived authenticity, and destination brand image are 

significant predictors of perceived value. Contrastingly, the relationship between accessibility and 

perceived value showed no significance. Furthermore, as stated above, testing our main hypothesis 

supported the positive effect of perceived value on willingness to stay. 

The theoretical background of this study considers factors such as quality perception, satisfaction, 

motivation and value for money as focal reasons for consumer’s purchase intention and of traveller’s 

visit intention. We identified these factors as emotional response, quality and monetary value 

dimensions, with which we measured Danes’ perceived value of agritourism farm stays in Denmark. 

Therefore, our assumption that a perceived positive experience, perceived quality of the service 

provided and good value for money in connection to agritourism farm experience in Denmark has 

positive influence on Danes’ willingness to stay at these farms was supported. 

The results suggest that awareness and loyalty, tested to measure destination brand image, have a 

positive effect on perceived value. Therefore, previous findings on the importance of brand name and 

destination image in formation of positive attitude and loyalty towards the brand match with our 

findings. Our assumption that Danish people’s mental image and loyalty towards agritourism have 

positive effect on perceived value was supported. 
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An unexpected finding of our research is that accessibility factors do not influence Danes’ value 

perception of agritourism. This means that our hypothesis that perceived value is positively affected 

by accessibility, is not supported. 

By testing the relationship between heritage value and perceived value, with perceived authenticity 

as moderator, the results show that heritage value has a positive effect on perceived value, but only 

when perceived authenticity is high. Therefore, the results support our hypothesis according to which 

when perceived authenticity, both existential and object-based, is higher, the relationship between 

heritage value and perceived value is stronger. Consequently, the hypothesis according to which the 

heritage value of agritourism, meaning its value in terms of natural and cultural heritage and of 

education and skills dissemination, positively influences the perceived value of it, is only partially 

supported, and it is when perceived authenticity is high. These findings, therefore, provide us with 

new information about the role of heritage value and perceived authenticity on perceived value. Not 

only our findings show that heritage value seems to be inextricably connected to perceived 

authenticity in order to have a positive effect on perceived value, but also support the moderating role 

of perceived authenticity on the relationship between heritage value and perceived value.  

Based on these findings, the answer to the stated research question is: Perceived value of Danish 

people of agritourism farm stays in Denmark is influenced by heritage value, perceived authenticity 

and destination brand image. In addition, Danes’ perceived value of agritourism farm stays in 

Denmark positively influences Danish people willingness to stay there. 

This study provides useful implications for managers, marketers and researchers. The obtained results 

indicate that marketing of agritourism experience and service offering should be improved to make 

Danes recognise the value in it and consequently choose agritourism farms in Denmark as their travel 

option. 
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9  Appendices 

Appendix 1 Questionnaire 

 

 
Dear All, 

 

We are two Master students from Copenhagen Business School.  

We are currently collecting data for our Master Thesis on Tourism in Denmark. Therefore, 

we need your help to complete our survey. It will take only 5-8 minutes.  

The survey is completely anonymous, and the collected data will be used for academic 

purposes only. This is NOT for commercial purposes.  

Thank you for your help and effort! 

 

Best regards, 

Federica Nastasi 

Karolina Chrapkova 

 

Agritourism (in Danish Bondegårds Ferie), known also as Farm Stay, is a type of 

accomodation and recreational activity located in a farm. The farm can be active- still 

carrying out agricultural and farming activities, or not active- function only as 

accomodation facilility.  
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Q1. Please state your level of agreement/disagreement with each of the following statements            

about Agritourism farms in Denmark. 

 
Extremely 

disagree 

Moderately 

disagree 

Slightly 

disagree 
Neutral 

Slightly 

agree 

Moderately 

agree 

Extremely 

agree 

Agritourism in Denmark has a 

good reputation. 
(1) q (2) q (3) q (4) q (5) q (6) q (7) q 

The characteristic of 

Agritourism come to my mind 

quickly when I think about it. 

(1) q (2) q (3) q (4) q (5) q (6) q (7) q 

Agritourism in Denmark is 

very famous. 
(1) q (2) q (3) q (4) q (5) q (6) q (7) q 

When I’m thinking about 

Agritourism, Denmark is the 

first country that comes to my 

mind. 

(1) q (2) q (3) q (4) q (5) q (6) q (7) q 

Agritourism farms in 

Denmark are places that I can 

enjoy. 

(1) q (2) q (3) q (4) q (5) q (6) q (7) q 

Agritourism in Denmark is 

my preferred choice of 

tourism. 

(1) q (2) q (3) q (4) q (5) q (6) q (7) q 

Agritourism farm stays in 

Denmark are places to 

recommend to others. 

(1) q (2) q (3) q (4) q (5) q (6) q (7) q 

Tourists are loyal to 

Agritourism farm destinations 

in Denmark. 

(1) q (2) q (3) q (4) q (5) q (6) q (7) q 
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Q2. Please state your level of agreement/disagreement with each of the following statements 

about Agritourism farms in Denmark. 

 
Extremely 

disagree 

Moderately 

disagree 

Slightly 

disagree 
Neutral 

Slightly 

agree 

Moderately 

agree 

Extremely 

agree 

Staying at Agritourism farms 

in Denmark enables learning. 
(1) q (2) q (3) q (4) q (5) q (6) q (7) q 

Staying at Agritourism farms 

in Denmark can disseminate 

knowledge that is otherwise 

hard to find. 

(1) q (2) q (3) q (4) q (5) q (6) q (7) q 

Staying at Agritourism farms 

in Denmark helps children 

obtain broader skills. 

(1) q (2) q (3) q (4) q (5) q (6) q (7) q 

Staying at Agritourism farms 

in Denmark affects the 

learning process positively. 

(1) q (2) q (3) q (4) q (5) q (6) q (7) q 

Agritourism farms in 

Denmark offer a great variety 

of fauna and flora. 

(1) q (2) q (3) q (4) q (5) q (6) q (7) q 

Agritourism farms in 

Denmark present beautiful 

landscapes. 

(1) q (2) q (3) q (4) q (5) q (6) q (7) q 

Agritourism farms in 

Denmark have places of 

historical and cultural interest. 

(1) q (2) q (3) q (4) q (5) q (6) q (7) q 

Agritourism farms in 

Denmark are a destination 

where it is interesting to learn 

about the local customs. 

(1) q (2) q (3) q (4) q (5) q (6) q (7) q 
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Extremely 

disagree 

Moderately 

disagree 

Slightly 

disagree 
Neutral 

Slightly 

agree 

Moderately 

agree 

Extremely 

agree 

Agritourism farms in 

Denmark offer interesting 

cultural activities. 

(1) q (2) q (3) q (4) q (5) q (6) q (7) q 

 

Q3. Please state your level of agreement/disagreement with each of the following statements 

about Agritourism farms in Denmark. 

 
Extremely 

disagree 

Moderately 

disagree 

Slightly 

disagree 
Neutral 

Slightly 

agree 

Moderately 

agree 

Extremely 

agree 

There is availability of local 

parking at Agritourism farms 

in Denmark. 

(1) q (2) q (3) q (4) q (5) q (6) q (7) q 

It is convenient to reach 

Agritourism farms in 

Denmark with local 

transportation. 

(1) q (2) q (3) q (4) q (5) q (6) q (7) q 

There is available travel 

information about 

Agritourism farms in 

Denmark. 

(1) q (2) q (3) q (4) q (5) q (6) q (7) q 

Agritourism farms in 

Denmark have helpful 

welcome centers. 

(1) q (2) q (3) q (4) q (5) q (6) q (7) q 

Agritourism farms in 

Denmark are easy to access. 
(1) q (2) q (3) q (4) q (5) q (6) q (7) q 

 

 



 

 
90 

Q4. Please state your level of agreement/disagreement with each of the following statements 

about Agritourism farms in Denmark. 

 
Extremely 

disagree 

Moderately 

disagree 

Slightly 

disagree 
Neutral 

Slightly 

agree 

Moderately 

agree 

Extremely 

agree 

The overall architecture and 

impression of the buildings of 

Agritourism farms in 

Denmark is inspiring. 

(1) q (2) q (3) q (4) q (5) q (6) q (7) q 

Agritourism farms in 

Denmark present peculiar 

architecture and interior 

furnishing/design. 

(1) q (2) q (3) q (4) q (5) q (6) q (7) q 

Staying at Agritourism farms 

in Denmark makes guests feel 

related to history and legends. 

(1) q (2) q (3) q (4) q (5) q (6) q (7) q 

Staying at Agritourism farms 

in Denmark enables a 

connection with human 

history and civilization. 

(1) q (2) q (3) q (4) q (5) q (6) q (7) q 

By staying at Agritourism 

farms in Denmark guests can 

enjoy unique spiritual 

experiences. 

(1) q (2) q (3) q (4) q (5) q (6) q (7) q 
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Q5. Please state your level of agreement/disagreement with each of the following statements 

about Agritourism farms in Denmark. 

 
Extremely 

disagree 

Moderately 

disagree 

Slightly 

disagree 
Neutral 

Slightly 

agree 

Moderately 

agree 

Extremely 

agree 

Staying at Agritourism farms 

in Denmark makes me 

happy.  

(1) q (2) q (3) q (4) q (5) q (6) q (7) q 

Staying at Agritourism farms 

in Denmark is stimulating.  
(1) q (2) q (3) q (4) q (5) q (6) q (7) q 

Staying at Agritourism farms 

in Denmark is an exciting 

experience. 

(1) q (2) q (3) q (4) q (5) q (6) q (7) q 

Staying at Agritourism farms 

in Denmark experience gives 

me a feeling of well-being.  

(1) q (2) q (3) q (4) q (5) q (6) q (7) q 

Agritourism farms in 

Denmark have a consistent 

level of quality.  

(1) q (2) q (3) q (4) q (5) q (6) q (7) q 

Activities at Agritourism 

farms in Denmark are well 

formed.  

(1) q (2) q (3) q (4) q (5) q (6) q (7) q 

The overall experience at 

Agritourism farms in 

Denmark has an acceptable 

standard of quality.  

(1) q (2) q (3) q (4) q (5) q (6) q (7) q 

The overall experience of 

Agritourism farms in 

Denmark is well organized.  

(1) q (2) q (3) q (4) q (5) q (6) q (7) q 
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Extremely 

disagree 

Moderately 

disagree 

Slightly 

disagree 
Neutral 

Slightly 

agree 

Moderately 

agree 

Extremely 

agree 

Agritourism farms in 

Denmark are correctly 

priced.  

(1) q (2) q (3) q (4) q (5) q (6) q (7) q 

The prices for additional 

services at Agritourism farms 

in Denmark are acceptable.  

(1) q (2) q (3) q (4) q (5) q (6) q (7) q 

The overall experience of 

Agritourism in Denmark 

represents “value” for money.  

(1) q (2) q (3) q (4) q (5) q (6) q (7) q 

The price paid for the 

experience of staying at 

Agritourism farms in 

Denmark is reasonable.  

(1) q (2) q (3) q (4) q (5) q (6) q (7) q 

 

Q6. Please state your level of agreement/disagreement with each of the following statements 

about Agritourism farms in Denmark. 

 
Extremely 

disagree 

Moderately 

disagree 

Slightly 

disagree 
Neutral 

Slightly 

agree 

Moderately 

agree 

Extremely 

agree 

I intend to spend my next 

holiday at an Agritourism 

farm in Denmark. 

(1) q (2) q (3) q (4) q (5) q (6) q (7) q 

The next time I go on 

vacation, I will choose an 

Agritourism farm in 

Denmark. 

(1) q (2) q (3) q (4) q (5) q (6) q (7) q 

It is very likely that I would 

choose Agritourism farm in 
(1) q (2) q (3) q (4) q (5) q (6) q (7) q 
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Q7. Have you ever stayed at an Agritourism farm in Denmark? 

(1) q Yes 

(2) q No 

 

Q8. Are you interested in staying at an Agritourism farm in Denmark in the future? 

(1) q Yes 

(2) q No 

Q9. Have you ever stayed in an Agritourism farm in general? 

(1) q Yes 

(2) q No 

Q10. Are you Danish? 

(1) q Yes 

(2) q No 

Q11. Region 

(1) q Hovedstaden 

(4) q Sjælland 

(3) q Nordjylland 

(2) q Midtjylland 

(5) q Syddanmark 

Q12. Gender 

(1) q Female 

(2) q Male 

Q13. Age 

        _____ 

Denmark as my tourist 

destination. 
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Q14. Marital status 

(1) q Single 

(2) q Living as a couple/married 

(3) q Separated/divorced 

(4) q Widower 

Q15. Employment status 

(1) q Employee 

(2) q Self-employed 

(3) q Unemployed 

(4) q Freelancer 

(5) q Student 

(6) q Retired 

(7) q Housewife 

Q16. Household income per month 

(1) q Under 10.000 DKK 

(2) q 10.001 to 20.000 DKK 

(3) q 20.001 to 30.000 DKK 

(4) q 30.001 to 40.001 DKK 

(5) q over 40.001 DKK  

 

 

 

 

 

 

 

 


