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ABSTRACT:

The presented study explores the relationship between digital accessibility and marketing communication in
agritourism, with a specific focus on the websites of agritourism farms in Austria, Slovakia and Czechia. The research
is grounded in the Web Content Accessibility Guidelines (WCAG) 2.1 and examines how various accessibility
barriers influence the user experience and the overall effectiveness of online marketing efforts. Using AChecker and
WAVE evaluation tools, the study systematically analysed selected websites with an emphasis on elements such as
contrast, link clarity, and the presence of non-text content. The identified shortcomings were assessed in relation to
the four WCAG principles: perceivability, operability, understandability, and robustness. Quantitative analysis
revealed that while understandability was mostly fulfilled, the other principles showed significant deficiencies. The
most frequent issues included poor contrast, missing alternative texts, unclear link purposes, and insufficient target
sizes. These accessibility gaps not only hinder user interaction, particularly for people with disabilitics, but also
reduce the communicative potential of digital content and limit its marketing reach. The findings underline the need
for greater awareness of accessibility standards amongst agritourism service providers. The study concludes with
recommendations for the development of unified methodological guidelines, training programmes and support tools
to enhance the accessibility and communicative function of agritourism websites.
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1 Introduction

In the digital age, online communication has become a fundamental part of marketing strategies across all
segments of the tourism industry, including agritourism (Buhalis & Law, 2008; Xiang et al., 2015). However, the
effectiveness of these strategies is no longer determined solely by the attractiveness of visual content or the clarity of
messaging. [ncreasingly, it also depends on the accessibility of digital communication channels (Dominguez Vila et
al., 2020, 2018; Fernandez-Diaz et al., 2023). Accessibility-driven marketing communication refers to an approach
that deliberately incorporates accessibility principles into marketing practices, ensuring that digital content is usable
and inclusive for all potential users, including those with disabilities or other functional limitations (Wentz et al.,
2011; WebAIM, 2023). In this context, digital accessibility is not only a matter of social responsibility or legal
compliance (World Tourism Organisation and Fundacién, 2015; European Commission, 2022) - it also represents
astrategic clement that can enhance the communicative reach, brand image, and competitiveness of tourism providers
(Bowtell, 2015; Eichhorn & Buhalis, 2011). Despite this, accessibility remains an often-overlooked aspect of tourism
marketing, particularly in the case of smaller providers operating in rural or agritourism settings (Jevi¢ et al., 2019;
Kolodziejezak, 2019).

Agritourism and accessible tourism are amongst the socially responsible industries growing in popularity (Roman
cetal., 2022). The accessible tourism market is affected by the increasing number of travellers with disabilities and
older people (Bowtell, 2015). More than 130 million Europeans and approximately 15% of the world’s population
experience some form of mobility impairment or disability (Fuente-Robles et al., 2020). Recently published studies
indicated an emerging demand in small-scale markets such as accessible rural tourism (Cisneros-Martinez et al.,
2017). Tourists with special needs help to diversify the demand for agritourism farms. Providing accessible
accommodation has a positive impact on the marketing image of agritourism farms (Jevi¢ etal., 2019).

In the past several decades, there has been a growing research interest in accessible tourism (McCabe, 2020
Qiao etal., 2022; Henriquez et al., 2022). However, there is little scientific literature on accessible agritourism (Jevi¢
et al., 2019). Although it is widely accepted that the accessibility of information is a crucial factor for people with
disabilities in making travel-related decisions (Kotodziejczak, 2019; Dardzs & Salgoviéové, 2021), web accessibility
in the context of agritourism remains largely unexplored. Our study addresses this gap by focusing specifically on the
digital accessibility of agritourism websites and its implications for marketing communication. It contributes to the
growing body of literature on accessible tourism (Dominguez Vila et al., 2020; Gongalves et al., 2020; Ferndndez-
Diaz et al., 2023) by examining the practical application of Web Content Accessibility Guidelines (WCAG) in rural
tourism communication.

We investigated the accessibility of agritourism websites using automated testing tools, and we attempted to
formulate practical implications in greater detail. The analysis of approaches to planning barrier-free agritourism
contributes to the literature on accessible tourism supply and management (Eichhorn et al., 2008). The research
results and proposed implications can be of value to destination managers, service providers, as well as to web
developers and designers aiming to improve the accessibility and marketing effectiveness of online agritourism
content.

The presented study seeks to evaluate the digital accessibility and planning framework for agritourism in Austria,
Slovakia, and Czechia. The authors have compared their conclusions with other studies focusing on the accessibility
of other geographical regions and different types of tourism. Through a comparative study of developed and emerging
agritourism destinations assessed within the context of recent research, it was possible to postulate internationally
applicable implications. In particular, the study has the following specific objectives: 1) to examine the accessibility of
web portals of agritourism farms in Austria, Slovakia and Czechia; 2) to identify factors and barriers for online and
offline accessible agritourism; and 3) to articulate practical implications for improving digital accessibility of
agritourism.
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2 Literature Review

The growing body of literature confirms that digital communication is becoming a decisive factor in shaping
consumer perceptions and choices across various forms of tourism. In agritourism, where services are often provided
by small or family-run businesses, the effectiveness of marketing communication largely depends on the usability and
accessibility of digital platforms (Buhalis & Michopoulou, 2010; Xiang et al., 2015). Recent research, including our
own work (Tittelbachova et al., 2022; Gandin, 2021; Gillovic et al. 2020), has shown that accessible and well-
structured digital communication not only improves user experience but also strengthens consumer trust and
engagement, particularly in rural and regional contexts. Insights from Peracek et al. (2020) further highlight the
operational challenges faced by family-run businesses in Slovakia, underscoring the need for strategic support and
accessible digital strategies to enhance both service quality and market reach. These findings highlight that
accessibility-driven marketing is not merely a compliance issue, but a strategic tool to enhance the reach and
cffectiveness of tourism offerings.

In recent years, the concept of accessibility-driven marketing communication has gained increasing attention in
both academic and applied discourse, emphasising the need to create inclusive digital environments that allow
equitable access to information and services for all users, including people with disabilities (Wentz et al., 2011;
Dominguez Vila et al., 2014, 2020). Accessible communication is not only an ethical imperative; it also provides a
tangible competitive advantage—especially in niche tourism segments such as agritourism, which rely heavily on
direct-to-consumer digital outreach. Despite this potential, the literature indicates that accessibility remains
insufficiently integrated into tourism marketing practices, particularly in small-scale and family-run operations where
resources and technical capacities are limited (Jevic et al., 2019; Gongalves et al., 2020).

Analogous patterns of perception and adaptation can be observed in research beyond the digital domain. Berg et
al. (2024) examined the effects of highly intensive densification (HID) in Uppsala, Sweden, showing how structural
transformations of the built environment can reshape people’s experiences, values and sense of identity. Their
findings illustrate that when spatial accessibility and environmental quality are reduced, users perceive the setting as
less inclusive and less aligned with its original purpose. Importantly, the study also highlights the policy dimension of
such transformations: residents’ perceptions of accessibility and quality of life can provide a critical basis for
formulating relevant public policies that balance development with social and environmental wellbeing. This
observation provides a useful theoretical parallel for understanding accessibility in digital environments: both urban
space and digital space rely on thoughtful design to maintain inclusivity, identity and user comfort. Inaccessible or
poorly structured systems, whether physical or virtual, tend to diminish engagement and trust amongst users.

The following literature review synthesises current knowledge in three interconnected areas: (1) the development
and characteristics of agritourism in Europe and Central Europe; (2) the role of digital accessibility in tourism
communication; and (3) empirical approaches to measuring accessibility, especially in relation to tourism websites.
Studies such as Tittelbachova et al. (2022) demonstrate that integrating accessibility considerations into digital
communication can influence consumer decision-making and enhance the perceived credibility and outreach of
tourism service providers. These insights provide a theoretical and practical foundation for evaluating agritourism
websites from a marketing communication perspective that prioritises accessibility and inclusivity.

Agritourism represents a symbiosis between agriculture and tourism. Agritourism allows farmers to diversify
their activities and generate additional income (Barbieri & Mshenga, 2008; Phillip et al., 2010; Fanelli, 2020). The
development of agritourism is driving structural changes and stabilising the rural economy (Giaccio et al., 2018). In
addition to economic development, agritourism also supports sustainable development and stabilises the social and
demographic structure of rural regions (Meraner et al., 2015).

There is no unified definition of agritourism at the European Union level. However, most authors agree on the
typical characteristics of agritourism, which include the connection between tourism and a working agricultural farm,
the opportunity to get to know and experience authentic life on a farm and, last but not least, the availability of organic
food from the farm (Tew & Barbieri 2012; Chase et al., 2018). Literature also emphasises contact with animals as a
partofan authentic farm (Wojcieszak-Zbierska etal., 2020). The agrotourism definition corresponds to farm tourism
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or farm-based tourism (Mastronardi etal., 2021; Jansuwan & Zander, 2022), while rural tourism represents a broader
concept (Fleischer & Tchtchik, 2005; Flanigan et al., 2014).

The agritourism sectors differ in Austria, Slovakia and Czechia. The number of accommodation facilities is several
times higher in Austria than in Czechia and Slovakia. The total number of agritourism farms is almost 10,000 and
more than 110,000 beds. Tourist accommodation is provided by 8% of Austrian farms. Accommodation on farms
reaches 15% of total tourism beds in Austria. The Austrian agritourism industry creates almost 25,000 jobs
(Embacher, 2019; Quendler, 2019). Agritourism in Austria and Czechia is organised and managed by the Ministries
of Agriculture, professional associations and national tourist organisations. In Austria, the key organisation is the
Austrian Association of Farm Holidays, which registers almost 2,300 members. The association’s main project, called
Holiday on the Farm, aims at diversified farms that complement agricultural business with tourism activities (Austrian
Farm Holidays Association, n.d.; Embacher, 2019).

The Association of Rural Tourism and Agritourism of Czechia implements a similar initiative, Holidays in the
Countryside (Czech Association of Rural Tourism and Agritourism, n.d.). The Czech Holiday in the Countryside
brand has not stimulated such popularity and turnover of agritourism farms (Simkovi, 2014). The competitive
advantages of Austrian agritourism are the higher number of small family farms and the attractive mountain areas of
the Alps. The importance of agritourism is greater in mountainous areas than in regions with intensive agriculture
(Schermer et al., 2016; Lakner et al., 2018; Stotten et al., 2019). Alpine regions are successful examples of
agritourism destinations (Genovese et al., 2017; Chudy-Hyski & Hyski, 2018). The agricultural sector in Czechia has
long been concentrated in larger enterprises. The share of small and medium-sized farms is one of the lowest in the
European Union (Meixner et al., 2022).

In Slovakia, tourism falls under the Ministry of Tourism and Sports (established on 1 February 2024). Similarly
to Czechia and Austria, promotion and organisation are handled by the state agency Slovakia Travel, regional tourism
organisations and professional associations (Kajzar & Mura, 2023). The Slovak Association of Rural Tourism and
Agrotourism has been operating since 1992, and its main goals include the promotion of agrotourism in Slovakia.
The association ran the website agroturist.sk, which, among other things, contains a list of agrotourism facilities,
however, the last post is from 2014, and the website is out of date.

Accessible agritourism in this study is farm tourism available to everyone, regardless of age and physical
limitations. Accessible tourism includes universally designed products and services that enable people with
disabilities to participate independently and with dignity (Darcy & Dickson, 2009). Accessibility to information is
essential for people with disabilities when planning tours and stays (Rubdcek etal., 2020; Amin etal., 2021). Disabled
tourists need more comprehensive information to make purchase decisions. Tourism service providers can use
information technology to meet the needs and requirements of people with disabilities (Buhalis & Michopoulou,
2010).

Recent studies continue to emphasise the critical role of digital accessibility within tourism marketing,
highlighting its influence on consumer engagement and destination competitiveness (Garcia-Fernandez etal., 2022).
Garcia-Fernandez et al. (2022) argue that accessible online communication not only improves user experience for
people with disabilities but also enhances overall satisfaction across diverse tourist segments, thus expanding market
reach. Similarly, Cisneros-Martinez et al. (2017) show that inclusive digital marketing strategies significantly
contribute to brand equity in rural tourism contexts, underlining accessibility as a key differentiator in competitive
environments.

The rise of smart tourism destinations has amplified the need for integrating accessibility standards into digital
platforms (Rubdcek et al., 2020; Fernandez-Diaz et al., 2023). Fernandez-Diaz et al. (2023) provide empirical
evidence that smart destination management systems embedding WCAG guidelines facilitate more effective
communication and foster positive destination image perceptions among both disabled and non-disabled users. In the
specific field of agritourism, recent research highlights a growing intersection between sustainable rural development
and accessible digital marketing. Studies show that agritourism farms that integrate accessibility-driven
communication practices tend to build higher levels of trust and engagement among visitors with specific needs and
niche market segments (Cisneros-Martinez et al., 2017; Jevic et al., 2019; Kotodziejezak, 2019). This aligns with
findings by Yen et al. (2021), who highlight that accessibility deficits on rural tourism websites can negatively impact
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tourists’ decision-making processes, emphasising the necessity for continuous accessibility audits and training for
digital content creators. These recent contributions enrich the theoretical framework by linking digital accessibility
directly to marketing communication outcomes and destination image formation, particularly in rural and agritourism
sectors, thus reinforcing the relevance of this study’s focus.

Dominguez Vila et. al (2018) recommend identifying rules and verifying compliance with information
accessibility principles. Automated website testing by WCAG criteria is among the most widespread methods of
verifying the accessibility of information (WebAIM, 2023). Khalil & Fathy (2017) applied automated testing as one
of the methods of evaluating Alexandria hotel websites. Rubacek et al. (2020) tested the accessibility of web portals
of national tourism portals of European countries. An even more extensive analysis of official tourism portals from
around the world was published by Dominguez Vila et al. (2014, 2017, 2018, 2020). Gongalves et al. (2020) found
that the websites of Portuguese tourism organisations have limited accessibility for people with disabilities. The
assessment of event sector websites also revealed significant deficiencies compared to WCAG standards (Park & Jung,
2021).

3 Methodology

The research methodology includes two main areas. First, we evaluate the accessibility of websites focused on
agritourism in Czechia, Slovakia and Austria. The period of research comprised September 2022. The investigated
sample included 105 agritourism farms selected by the automatic generator. To evaluate the websites, the authors
applied automated testing using the conformance review method.

We applied the world’s most widely used WCAG methodology (Web Content Accessibility Guidelines) of control
points. The WCAG 2.1 checklist defines 78 criteria divided into four principles (principle 1: perceptibility; principle
2: operability; principle 3: understandability; principle 4: robustness). The perceptibility principle includes more
than 30 criteria that test the content from the sight, hearing and touch perspectives. The operability primarily includes
test criteria focused on interface forms, control elements, navigation, functions available from the keyboard and inputs
from outside the keyboard. The understandability principle tests whether the information and the operation of the
user interface are clear, readable, and predictable. Robustness means the reliable interpretability of the content of
many user agents, including assistive technologics WebAIM. Each page was tested using AChecker and WAVE tools.
Defects were further verified by manual code review. The descriptive characteristics may not reflect the statistical
significance of the observed values. Therefore, we analysed the results of the automated testing in more detail through
statistical methods. We verify the differences in the accessibility of web presentations of agritourism farms in Czechia,
Slovakia and Austria. As a statistical test, we used a one-way analysis of variance (ANOVA) with an F-statistic test ata
significance level of a=0.05. As a test criterion, we used the F-statistic with degrees of freedom (m-1, n-m):

- =2 -
MSa — weighted variance between group means,

MSg, — variance between individual values in the same group,

n - number of all measurements,

m — number of counted groups,

x — overall average,

xj— mean of the sample,

NJ - the frequency of the selection.

We also apply statistical methods to the differences in individual evaluation points of web presentations in
Czechia, Slovakia, and Austria. The comparison of the evaluation of each criterion of accessibility of web
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presentations was carried out by a two-sided two-sample parametric test for relative frequencies at a significance level
of @=0.05. The test uses the following test criterion:

U= b, —p,
||Ip(1_ﬁ)+f_)(1_}_)) np +np,

1\' n, n, p= n +n,
s ! - , (analogously for all pairs),

p1 —recorded share of accessibility according to the given control point of web presentations in Czechia,
p2 - recorded share of accessibility according to the given control point of web presentations in Austria,
ps — recorded share of accessibility according to the given control point of web presentations in Slovakia,
n1 - frequency of selection of web presentations in Czechia,

n2 — frequency of selection of web presentations in Austria.

n3 — frequency of selection of web presentations in Slovakia.

In the second phase, approaches to the planning of agritourism accessibility in Czechia, Slovakia and Austria are
compared. The research is based on legislation, data from national tourism organisations and relevant associations.
The examined sample included members of the Austrian Association of Farm Holidays, the Association of Rural
Tourism Agritourism of Czechia and the Slovak Association of Rural Tourism and Agrotourism.

4 Results

Based on the automated testing of web presentations in Czechia, Slovakia, and Austria, the following results can
be summarised. The results of the WCAG 2.1 criteria show that websites of Czech farms achieved an average rating
0f90.4%. The percentage values of individual websites were between 79.4% and 98.7%. The coefficient of variation
is 0.0013, the coefficient of skewness is 0.257, and the coefficient of kurtosis is 2.657. The variability of the results
is therefore minimal. By the Gaussian curve, the results show more density around the mean values.

The average rating of Austrian farms is 92.0%. The variability of the results is minimal without significant
deviation from the Gaussian curve. The coefficient of variation is 0.00097, the coefficient of skewness is -0.136, and
the coefficient of kurtosis is -0.893. According to the testing methodology, no web pages were 100% accessible. The
average rating of Slovakia farms is 89.7%. The variability of the results is minimal without significant deviation from
the Gaussian curve. The coefficient of variation is 0.001038, the coefficient of skewness is -0.294, and the coefficient
of kurtosis is 0.0012. According to the testing methodology, no web pages were 100% accessible.

The variability of checkpoint results was logically higher than the differences in overall website accessibility. The
coefficient of variation of control points of Czech farms is 0.195, the coefficient of skewness is -2.052, and the
coefficient of kurtosis is 3.285. The variability and deviation of individual points from the Gaussian curve here are
large, and the results are interesting from the research point of view.

The coefficient of variation of Slovakia farm control points is 0.197, the coefficient of skewness is -2.049, and the
coefficient of kurtosis is 3.263 for an average rating of 30.628. There are alarge variability and deviation of individual
points from the Gaussian curve. The coefficient of variation of Austrian farm control points is 0.161, the coefficient
of skewness is -2.200, and the coefficient of kurtosis is 3.963 for an average rating of 32.205. There are a large
variability and deviation of individual points from the Gaussian curve.

If we were to compare only the basic statistics, the Austrian websites are the best, the Czech are next, and the
Slovak are the worst. However, between all of them the difference is statistically insignificant. The statistical
calculation did not reject the null hypothesis at the set significance level. The higher ratings of the individual control
points websites are also not statistically significant. As confirmed by automated testing, most of the evaluated criteria
met the WCAG 2.1 requirements, but there are also checkpoints with a rating of less than 50%. Table 1 provides an
overview of the checkpoints with the lowest values.
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The tested web presentations do not meet the principle of perceptibility in several criteria. Only 16 out of 35 web
presentations in Czechia, 14 out of 35 in Slovakia and 19 out of 35 tested web presentations in Austria meet the non-
text content criterion. The main problem at this control point was the unsatisfactory description of content-important
images. The mentioned shortcoming was not a system error for any of the websites. The alternative text was only
missing for selected images. A frequent mistake of the tested websites is the insufficient contrast of texts. From the
user’s point of view, this is nota significant obstacle to accessibility, but the relief of websites is less than recommended
according to WCAG 2.1 rules. Another poorly accessible criterion was Info and relationship. Some presentations use
outdated formatting tags <b> or <i> instead of structural <strong> or <em>. The problem was also scen in form
elements, where a description was missing. Furthermore, a frequent mistake in the perception of tested websites is
the insufficient contrast of texts, both in headings and in ordinary texts. Contrast is one of the worst-rated criteria.

Poorly set links and image captions were common shortcomings in the operability of farm web presentations. In
the examined web presentations, a graphic object is often used for a link or form for design reasons, but it does not
always have a textually identifiable purpose. The image captions were made up of a separatec HTML block and
technically had no connection with the image except for the graphic display. Many tested websites use older
technologies or templates, where this interdependence is not solved.

Table 1: Websites of agritourism farms: checkpoints with the lowest rating

Czechia Austria Slovakia
L. Rating (in WCAG2.1 Rating WCAG 2.1 . X
WCAG 2.1 Criteri: Rating (in %
e %) Criteria (in %) Criteria ating (in %)
Perceptibility of websites Perceptibility of websites Perceptibility of websites
40.0
Non-text content 45.7 Non-text content 54.3 Non-text content
Info and relationships 48.6 Operability of websites Operability of websites
Link e, i
Contrast 314 IRPUTPOSE-IN g5 7 Contrast 314
context
Operability of websites Robustness of websites Robustness of websites
Link se, i . Link se,
ik purpose, i 34.3 Parsing 54.3 e plirpose 371
context link only
Link purpose, link only 31.4 Robustness of websites
Robustness of websites Parsing 51.4
Parsing 571

Source: Own processing, 2024

The comprehensibility of the tested websites was relatively successful. None of the tested checkpoints had alower
rating than 60%. The most common error was language identification, which can be easily improved by adding the
lang attribute to the web page. More than half of the web presentations in Austria, Slovakia and Czechia did not meet
the Parsing criterion within the Robustness principle. The syntax errors of the examined websites were varied.

Our findings demonstrate fundamental differences in the supply, marketing and products of barrier-free farms in
Austria, Slovakia, and Czechia. A specialised product called Accessible farms is a part of the Austrian Holidays on the
Farm tool. These agritourism farms fulfil the Austrian Farm Holidays Association barrier-free standards and offer
complex accessible stays, including facilities suitable for wheelchair users, transport services, room service and
available medical support (Austrian Farm Holidays Association, n.d.). The offer of barrier-free farms in Czechia and
Slovakia is an order of magnitude lower. Barrier-free farms have no common marketing strategy and uniform
accessibility standards. Partial offers are only available on the portals of some tourist regions.

Overall, the shortcomings in the accessibility of the website are mostly less significant. More modifications can
only be recommended from a serviceability point of view where it is appropriate to use a template to modify the
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identified presentations, and where the lack of accessibility is addressed. In other cases, it is possible to recommend
a simplified intervention without changes in the logic and application structure of the website.

5 Discussion and Conclusion

The presented study provides a multidimensional perspective on agritourism accessibility, positioning it not only
as a matter of infrastructure or compliance, but as a key component of effective marketing communication within the
broader context of smart tourism destinations. In an increasingly digitalised tourism environment, the accessibility of
websites and online platforms has become directly linked to how destinations and tourism services are perceived by
potential visitors. From a communication standpoint, accessible digital content serves as a foundation for building
trust, expanding reach, and enhancing user experience — particularly for segments of the population that are often
excluded from standard communication channels.

The findings of this study demonstrate that accessibility is not an isolated technical feature but rather a strategic
marketing tool that shapes how agritourism brands communicate their values, inclusivity, and professionalism.
Agritourism providers who neglect accessibility risk weakening their online presence and limiting their
communicative effectiveness, especially as travellers increasingly rely on digital sources to plan and book their stays.
Moreover, in competitive tourism markets-such as Austria, Slovakia, and Czechia, digital accessibility may serve as a
differentiating factor, helping smaller, rural tourism providers to attract underserved customer groups and to position
themselves as socially responsible and user-oriented.

Previous studies have emphasised that destinations and enterprises should consider both online and offline
aspects of accessibility when developing their policies (Dominguez Vila et al., 2018; Park & Jung, 2021). In line with
this, our research confirmed that agritourism websites face obstacles to digital accessibility. Automated testing
indicated more shortcomings in the Czech Republic than in Austria, although these differences were not statistically
significant. Evaluating accessibility according to WCAG 2.1 principles, the area with the fewest deficiencies was
comprehensibility, while perceptibility, operability, and robustness showed more frequent gaps. These patterns are
consistent with findings from other tourism sectors (Ferndndez-Diaz et al., 2023; Gongcalves et al., 2020). Our
analysis also revealed additional insights into operational principles. Notably, the accessibility of the Link Purpose (in
context) and Link Purpose (link only) checkpoints was low in both countries, which is particularly relevant for
individuals with visual impairments. Ensuring that information is provided in a clear and understandable format for
people with visual, intellectual, and hearing impairments remains a core requirement for achieving digital accessibility
(Qiao etal., 2023).

This study highlights the critical role that digital accessibility plays in shaping the brand identity and overall image
of agritourism destinations. In an increasingly competitive market, ensuring that marketing communication channels
are inclusive and accessible not only fulfils ethical and legal responsibilities but also enhances the perceived credibility
and attractiveness of the destination. Accessible websites and digital platforms serve as powerful tools for reinforcing
a destination’s commitment to social responsibility and customer-centric values, which are increasingly favoured by
modern travellers.

By integrating accessibility into their marketing strategies, agritourism providers can differentiate themselves
from competitors, build stronger emotional connections with diverse visitor segments, and foster loyalty. This, in
turn, contributes positively to the destination’s reputation and long-term sustainability. The findings suggest that
accessibility should be considered a core element of destination branding, influencing not only how information is
delivered but also how the destination is experienced virtually and ultimately perceived.

The research holds practical implications for destination managers and website designers. Deficiencies in website
accessibility reduce their quality for tourists, making them inaccessible to some users. The authors, therefore,
emphasise the importance of complying with the WCAG accessibility guidelines. On a global and local level, it would
be beneficial to establish uniform standards for benchmarking, auditing and website development. Agrotourism
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associations should also recommend methodologies and training manuals for web designers. Several studies have
come to the same conclusions (Dominguez Vila et al., 2020; Fernandez-Diaz et al., 2023).

Website designers should pay more attention to accessibility. In terms of serviceability, further modifications can
only be recommended where it is appropriate to use a template to alter the identified presentations and address the
lack of accessibility. In other cases, a simplified intervention can be recommended without changing the website
application’s logic and structure. Perceptibility (non-textual content criterion) should be addressed by reviewing the
non-textual objects using automated tools and filling in missing texts. Editors should enter all text directly when
creating content. Deficiencies in the contrast of the website can be modified by templates with a sufficient relief ratio
of text colours. Our recommendations for improving website operability include validating link checking, setting links
as texts identifying the given link, and adding a title attribute to all hypertext graphic elements. Incorrect image
captions can be fixed using more advanced web page templates or rewriting the source code. Bugs in the web
presentation robustness can be improved by checking with a code validator, followed by verification and correction.

Based on a comparative analysis of the planning system, Austria can inspire newly emerging accessible
agritourism destinations. The fundamental difference between the Czech Republic and Austria is not the legislation
but its systematic implementation (Cloquet et al., 2017). Following the Austrian model, it is possible to recommend
the creation of comprehensive, barrier-free tourism products and the adoption of accessibility standards for farms.
Accessible agritourism is part of the country’s inclusive policy. In general, Austria considers the accessibility of
transport, accommodation facilities and tourist attractions, and the application of technological tools, platforms and
instruments for the tourism offer and feedback as essential. Universal accessibility design is consistent with the
recommendations of published conceptual studies (Darcy & Dickson, 2009; Michopoulou et al., 2015).

The Austrian tourism management model benefits from the cooperation of the entities involved. The discourse
on different perspectives, information exchange and the involvement of people with disabilities positively influence
the quality and sustainability of the products. Associations and regional authorities could mediate cooperation
networks. Digital collaboration platforms can streamline communication. In addition, tourism professionals should
be familiar with different ways of communicating with people with disabilities (Korend & Partlovd, 2023). Educational
institutions and professional associations should offer specialised courses and training opportunities, as suggested
by Roman etal. (2022). Universities are encouraged to accredit accessible tourism courses as part of their curricula.
Despite the barriers identified, accessible tourism constitutes an opportunity to diversify activities, increase the
agritourism destination’s competitiveness, fulfil consumer needs, and achieve social development objectives (Jevi¢ et
al., 2019).

The study has identified several limitations and directions for further research on accessible agritourism. Future
research should further elaborate on the initial analysis of accessible agritourism. For example, future studies could
focus on replicating the results in a larger sample of countries and destinations. It would be interesting to investigate
the accessibility of individual accommodation facilities and the ability of the staff to communicate with disabled
customers at the business (farm) level. Last but not least, qualitative analysis of individual websites can be added to
the automated testing of web.
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