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This bachelor’s thesis is about creating a website for Abja Rural Tourism Destination.
The project is commissioned by Non-Profit Organization (NPO) Mulgimaa Develop-

ment, which operates in southern Estonia.

The objective of this thesis is to build a multilingual website, which would function as a
source of information for tourists. In addition, the purpose is that it increases the rec-
ognition of Abja and starts to build brand awareness for Abja as a tourist destination.
The Abja area has great potential to be a competitive destination, thanks to its beautiful

nature and historical sites, provided that its resources are strategically utilized.

The theoretical part starts by describing a destination, destination marketing, destina-
tion online marketing and tourist’s behavior before visit. However, the main focus in
put on website-building principles, for instance choosing a domain name, defining the
website’s objectives, tips for content planning, selecting visual design elements and so
on. The project development part describes in detail the website development tasks,
like comparing website building principles, benchmarking and planning, gathering and

editing content and design element, building the website and testing it.

This project-based thesis has resulted in the development of a website in two languag-
es, Estonian and English. The development process took place between June and No-

vember 2012.

Key words
website, website design, destination website development, destination marketing, rural
tourism website




Table of Contents

T INtrOdUCHON . 1
1.1 Background information ..........cccccvviviviniiiciinininininicccieeeaen, 2
1.2 Objectives and IMItAtioNS.......couvvviviiiiiiiic s 4
1.3 Task desCription ......ccccuiiiiiieiiiniiiiiinii s 5

2 Marketing Of deStNAtIONS . ...c.eveviriieieeieieieieieieieieieiieee et sseeeseeeaes 7
2.1 Destination Marketing ........ccoevivivivininiiiiiiiiiceeee s 7
2.2 Destination branding ... 38
2.3 Destination online Marketing ........ccoccveieueiininiininininiicceeens 9
2.4 Tourist’s behavior DefOre VISIt...ovveeeeeririririeieiereiecirireeerereeeeneenns 9

3 Website building principles.......cooveiiinininiriniiiieiiiinceeece e 11
3.1 Domain NAME ....oviiiiiiiiiicieicce e 11
3.2 Website ObJECtIVES ...cvviiiiiiiiiiicccc s 11
3.3 Content Planning......cccoveueuricuerrrrieremeirieeeeseesesseseese s 12
3.4 Colof, texXt ANd FONT.iciiiiiiiiticiecieeeeeete et reesreeanens 15
3.5 Third-party tOOIS .....cccceiviriririiiiiiiiiiiiriicc e 18
3.6 Search Engine Optimization.........cccccivivivininiiiiiiinininiiniieccieennes 18
3.7 Website analytiCs ....cocovuiiiiiiiiiiiiiiiiiic s 19

4 Planning StAZE .....cccvuvveveviuiuiiiiiiiiiiiiici s 20
4.1 Choosing a website building program...........ccceceueeivnninininecccncninenn. 20
4.2 Content Planning......ccceeueeuiiiininirinieieiiiiiee s 22
4.3 Visual desi@n ..o 22
4.4 Design eleMEnts ..ot s 23

5 Development Stage ... 24
5.1 Font and teXtu..miieiiieieieiciee e 24
5.2 PROTOS ..ttt 24
5.3 Content of the Website’s PAZES......ccccovueuiuiiiiiiiiiiniriiiiiccceeeene 25

5.3.1 Header and fOOtEr ....c.cueuiuiuiininiiiiciciciiceccc e, 25
5.3.2  HOME PAZE ..ocvvviiiiiiiiciciciiiiicc e 26

53,3 SEIVICES aeeeeeteeeeeeeeeeeeeeeee e e e e e e e etteeeeeeeeeaeseaaeeeessseessssaaaeeeessssesnnnes 27



5.3 4  ATLIACEIONS weeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeesteeseaseeeseeseeeeesessereeseasaeeseanns 28

5.3.5 Legends ... 28

5.3.0  RECIPES ettt 29

5.3.7  COMETACES tneteeeeeeee et e e eeeeeeeeeeeteeeeaeaeeseeseeeesesareesesseneessnns 29

5.3.8 Additional iINfOrmMAtiON ceeeeeeeeeeeeeeeeeeee e eeeeeeeeeeeeeeeeeeeeeeeeans 30

5.4 Search Engine Optimization........cccccciviviviviniiieiiiinininininiiieeieeinininenenenes 30
5.5 Mobile version Of the WEDSItE ..ueiieeeeieieeeeeeeeeeeeeeeeeeee e e eeee e e e 30
5.0 TESHNZ covviviiiiiiiiictctc s 31

6 Further development ... 33
T BV AIUATION t ettt e e e et e eeeeeeeeeeaa e ataeeeeeeeaaa s aaeaaeeeeeaaaannraaaaeeeaan 34
R LT CIICES ettt et e e et e e et eeeea s e e e eaateeesesaaeesaasaneeseaneeeesanns 36
A TEACIITIEIIES 1ttt e et e e e et e e e et eeeeaeaeeseaseaeeesanneaeeseanneaeesennees 41
Attachment 1. Project plan ... 41
Attachment 2. Preliminary draft of Abja Rural Tourism website map......42
Attachment 3. Final Version of Abja Rural Tourism website map............ 43
Attachment 4. The website of Abja Rural Tourism — English version .....44

Attachment 5. The website of Abja Rural Tourism — Estonian version...54



1 Introduction

The growth of Internet usage has pushed the communication, marketing and business
transaction methods to a new playing field. According to Internet World Stats (2012),
there were 2,406 million Internet users in June 2012 worldwide and with the advances
in technology, the number of users is most likely to increase. With online marketing
accessible for anyone who has a device, whether a computer, TV, Smartphone or a
tablet, connected with the Internet, increasing online visibility has become an impoz-

tant aspect in marketing strategy (Thomas 2011, 7).

Prior to planning a holiday trip, people try to seek out as much information as possible.
This is often done online, for instance by browsing blogs, destination website, various
travel advisor pages, and so on. Consequently, it is clear that a destination’s website
plays an important part in attracting visitors to a destination. Because of this, Destina-
tion Marketing Organizations (from here onwards abbreviated as DMOs) invest signif-
icant amounts of money to improving the effectiveness and usability of their official

websites (Park & Gretzel 2007, 46).

This project-based thesis is focusing on developing a multilingual website for Abja Ru-
ral Tourism Destination, which would offer tourism related information for both local
people and visitors. The project is commissioned by NPO Mulgimaa Development,

which operates in south Estonia.

The theoretical part of this thesis starts by discussing about destinations and carries on
with destination marketing, destination branding and destination online marketing as-

pects, and finishes with analyzing tourist’s behavior before visit. Theory part continues
with examining the website building principles, such as deciding on domain name, de-
fining website’s objectives, planning the content, choosing visual design elements, en-

hancing website with third-party tools, setting up Search Engine Optimization (from

here onwards abbreviated as SEO) and connecting a site with website analytics system.



The product development part describes in detail the actual process behind creating
the website. For instance, it starts with describing the planning stage, which explains
how the design elements were chosen, what programs were used for image editing,
how the copyright issues were followed and so on. Development stage carries on with
describing the implementation process. For instance, the paragraph starts by mention-
ing aspects related to font and text, like which font types were used and how the text
was aligned, and continues with section about photo usage on the site. Moreover, web-
site content section explains shortly about the header and footer of the website and
continues with describing how the different content elements were searched and
placed on each page. Final sections in the paragraph are dedicated to describing how
the SEO was implemented, reasons for building the mobile version of the website and

how the testing was carried out.

The final product is a website with ten pages, in both Estonian and English languages,
and a mobile version of the website in Estonian. The Abja Rural Tourism site is de-
signed to be fully functional and it is up to the commissioning party, whether and

when they decide to publish the website.

11 Background information

The author of this thesis was hoping to co-operate with a company operating in Esto-
nia, specifically with an organization which would be located in her home region, Vil-
jandi County. Right from the beginning the aim was to design a plan and possibly to
create a website for a company which would be involved in developing a rural tourism
in the area and would be willing to collaborate throughout the process. Through the
search for prospective partners in the region, the author found out that after the clos-
ing of the Abja Tourist Information Point, there is a need for a website which would

function as an information facilitator about Abja and its region.

Thesis author contacted local representatives involved with the work of the Abja Tour-
ist Information Point via e-mail and inquire about their plans for developing a website,
as well as possibility for co-operation in this process. E-mail was presenting them with

a proposition that the author would be gathering the content information, designing
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and building the website as part of her thesis project. Reply was received from
Ms.Leskova, who is currently working as an executive director in NPO Mulgimaa De-
velopment and she was positive about collaborating in this project and discussing more

about the details during out first meeting.

NPO Mulgimaa Development

NPO Mulgimaa Development was established in 2006 and it is one of the Local Ac-

tion Groups (from here onwards abbreviated as LAGs) operating in southern Estonia.

LAGs are made up of public and private partners from the rural territory, and must in-
clude representatives from different socio-economic sectors. They receive financial as-
sistance to implement local development strategies, by awarding grants to local projects.

(European Commission, 2009.)

It actively operates in five local municipalities such as Abja, Karksi, Halliste and Paistu
parish and the city of Moisakdla, and has members from local entrepreneurs and
NPOs. At the moment the organization has 62 active members throughout the re-
gions. The organization focuses on three main strategic goals: Supporting Small Entre-
preneurship, Developing the Village Environment and Increasing the Competitiveness

and Originality of Mulgi County. (NPO Mulgimaa Development.)

Abja-Paluoja

Abja-Paluoja is situated in the southern part of Viljandi County and shares its border
with Latvia (see Figure 1). Abja Rural Municipality area is 290,2km?in size, it has 15
villages and 2424 registered citizens (last updated 01 Jan 2012). The city currently has a
high school, kindergarten, community centre, new sport centre, several shops, 2 dining
places (Mulgi Tavern and Kilpkonna Inn) and 3 accommodation providers (Abja

boarding schools hostel, Paluoja holiday home and Mulgi Tavern guesthouse).

Abja region is full of various historical places, such as Abja manor, Abjaku and Pdlde

stone grave sites, old buildings, Atika sacrificial stone and so on. In addition, it has
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many beautiful scenic areas, like Vaida, Hendrikhansu and Lopa outcrops, Paasi lake,
Luttre nature reserve, Paudi farmstead and so forth. Local stakeholders, entrepreneurs
and citizens, are very involved and actively participate in improving the Abja surround-

ings and preserving the Mulgi culture and heritage sites.
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Figure 1. Location of Abja-Paluoja indicated with the red marker (Google Maps, 2012)

1.2 Objectives and limitations

The main objective is to build a functioning, up-to-date and multilingual, Estonian and
English, website for the Abja Rural Tourism destination. Additionally, the aim is that
the website would increase the recognition of Abja and would start to build brand
awareness for Abja as a tourist destination. Destinations brand awareness is described
as the strength of a brand’s presence in the traveler’s mind (Kozak & Baloglu 2011,

177).

Even though the thesis author has basic skills of Adobe Photoshop, Picasa and website
building software which functions on drag-and-drop method, some limitations regard-
ing the website building and visual design may arise from the limited technical exper-
tise. Consequently, this project it somewhat based on trial-and-error method thus it
would take slightly longer for the website to be fully finished, than it would for an ex-

perienced website developer.



In addition, since there will not be an employee responsible for updating the content
of neither the website nor the social media, it is crucial that the website contains the
latest and most relevant information. Moreover, it should not have news feed, blog or

any other application which would require regular updates.

1.3 Task description

This project-oriented thesis is about creating a multilingual website for Abja Rural
Tourism destination and the process would be guided by the project plan made with
Edraw Max, and can be found in the attachment 1. The project plan shows tasks which
would be done by the thesis author, as well as future tasks, which would be done in co-

operation with the commissioning party.

The process would start with gathering theoretical background information, such as
website building principles and other technical know-how materials, to enhance the
knowledge of the thesis author. It continues with comparing and choosing suitable
website building program, which would be operating based on drag-and-drop interface.
The most suitable platform for this project proved to be Wix. The tasks carry on with
benchmarking domestic and international destination, to gather ideas for the website’s
content elements. Based on the ideas collected from the research, the Abja Rural Tour-
ism website map would be created and presented to the commissioning party repre-

sentative.

Tasks carry on with gathering and editing content stage. The website content gathering
and editing would be the responsibility of the thesis author. All the content, for in-
stance contact information for service providers, attraction’s descriptions, images, reci-
pes, legends, and so on, would be searched from both printed materials and online
sources. Design elements would be searched from online and altered in either Photo-
shop or Picasa. The map for attractions would be created with Google Map My Places
functions and the exact coordinates for this would be searched from different online
sources, like National Registry of Cultural Monuments and Estonian Environment

Information.



Building the website stage entails placing the elements onto the Wix website building
platform, naming images with descriptions and Alt text, as well as adding links to orig-
inal sources below the content materials on the website, and so forth. In addition, since
the Wix website builder does not automatically create a mobile version of the website,
this would be created as well. However, it would be only in Estonian as it is not possi-
ble to make it multilingual. Social networking is important marketing tool for any busi-
ness, however due to the fact that the Abja Rural Tourism website will not have a per-
son regularly updating it or any social media pages, there is no need at the moment to

create Facebook, Pinterest or T'witter accounts.

The final stage is focused on the testing and improving the Abja Rural Tourism web-
site and the mobile version. For instance, the website’s compatibility with various In-
ternet browsers would be checked, as well as functionality of links, buttons and third-

party tools.

The finalized website would be presented to the commissioning party representative
Ms. Leskova and the codes for accessing the Wix online website building platform,
content information and design elements would be handed over in electronic format.
The final tasks presented on the project plan would be carried out in co-operation with
the commissioning party. In addition, it was agreed upon with the commissioning party
that they would be responsible for purchasing the Wix hosting/upgrading package and
the domain name. In the future, if necessary, any assistance, changes or occasional con-
tent updates can be guided or implemented by the thesis author, since she is familiar

with the software and its functions.



2 Marketing of destinations

Destination marketing is a demanding task, because a destination comprises of many
tangible and intangible aspects which all affect the marketing process. The challenges
may arise from dealing with all the stakeholders, as well as determining how to market
a destination, in order to differentiate it from others alike. (Boniface & Cooper 2005,
42-43.) The following paragraph talks briefly about destination marketing, branding,

online marketing and tourist’s behavior before visit.

2.1 Destination marketing

Before discussing the complexity of destination marketing, it is important to under-
stand what a destination is. For instance, according to Horner and Swarbrooke (1996,
082) a destination is a country, region or locality where tourists spend their holidays.
Boniface and Cooper (2005, 41) on the other hand have come up with more elabora-
tive definition, as for them a destination has to have at least one attraction, supporting
facilities, accessibility, basic infrastructure, tourist organizations and political stability, in
order to be a proper tourist destination. It is clear that the first description is overly
simplified and in reality a destination needs to have supportive elements in order to be

viable and remain competitive, as explained by latter authors.

The intricate task of marketing the destination is often managed by DMOs, be it tour-
ist offices, tourism bureaus, Convention and Visitor Bureaus or councils, and the fund-
ing usually comes from the government or tax money (Kozak & Baloglu 2011, 80). On
the other hand, the marketing and financial aspects can also be managed by LAGs and
entrepreneurs, as is often the case with the smaller rural destinations, which need to
come up with own financial resources, since they have to compete with more popular
destination for the government funding and do not necessary get the full support they

deserve.

Destination marketing compared to product marketing is more multifaceted and often

requires different approach (Boniface & Cooper 2005, 42-43). Not only do the DMOs



need to deal with the tangible elements such as natural geography, built environment,
attractions, accommodation and so on, but also with the intangible aspects like social
and cultural factors (Cooper, Fletcher, Fyall, Gilbert & Wanhill 2008, 612). For that
reason, it is important for DMOs to involve all stakeholders and to combine their in-
put and effort to the process, in order to successfully apply the appropriate marketing
concepts to planning strategy and to attract visitors to a destination (Kolb 2000, 2; Ko-
zak & Baloglu 2011, 14).

DMOs need to remember that tourists cannot simply pre-sample a destination before
their arrival consequently, they base their decisions on the information received from
the marketing or on feedback received from their friends and family (Kozak & Baloglu
2011, 3-4). Because of this, it is vital that the marketing message would match the reali-
ty of the destination; otherwise the visitors would feel deceived, which would result in

negative attitude towards the destination (Kozak & Baloglu 2011, 4).

2.2 Destination branding

According to Morrison and Anderson (2002, in Qu, Kim & Im 2011, 466) destination
branding is as a way to communicate a destination’s unique identity by differentiating a
destination from its competitors. It is more than just designing a logo and slogan, and

is certainly more complex than branding a product (Kozak & Baloglu 2011, 156).

Most destinations have great facilities and attractions, and every destination promotes
their unique culture, heritage, beautiful landscape, excellent facilities and friendly
people. Consequently, DMOs need to strategically manage their branding process, in
order to reach their branding goals and to attract visitors. (Kozak & Baloglu 2011, 15-
154.) There are four stages which can be used by DMOs to guide the branding process:
Assessing the destination’s current situation and core values, developing a brand identi-
ty and promise which interacts with the target audience, communicating that promise,
and after that measuring the brand’s effectiveness in the marketplace (Hudson & Rit-
chie 2009, 219). Ideally, a brand should reflect all the destinations products and servic-
es, as well as all the characteristics which form the destination’s image and identity

(Kozak & Baloglu 2011, 155).



2.3 Destination online marketing

Simply said, online marketing is defined as using World Wide Web for marketing
products or services and is often also expressed as e-marketing, web marketing or In-
ternet marketing (Thomas 2011, 4-5). Online marketing in its core is used for keeping,
cultivating and rekindling relationships, but it also helps to support brand awareness,
increase sales and interact with current and prospective customers. Methods often used
for online marketing are for instance online advertising, paid search, SEO, social media

and e-mail marketing. (Thomas 2011, 5-9.)

Since the online based marketing strategies have become widely used, DMOs are
forced to carefully evaluate their website effectiveness, assess the return on their in-
vestments and gather feedback on necessary improvements (Park & Gretzel 2007, 46).
Park and Gretzel (2007, 51) emphasize that the mistake that DMOs do, is that they fail
to establish clear objectives for their websites, as well as strategic development plans
for their online marketing endeavors. This results in wasting precious marketing budget

on methods which do not necessarily work or are not efficient enough.

2.4 ‘Tourist’s behavior before visit

With time, tourists have become more educated, informed, demanding and expe-
rienced. They expect good value, quality, higher standards, and often want to have
more than one experience at the destination. (Kozak & Baloglu 2011, 3-11.) The
changes in behavior and preferences have been greatly influenced by the growth of the
Internet and the use of Information and Communication Technologies (from here
onwards abbreviated as ICT), which has resulted in development of new type of em-

powered individuals, the ICT-skilled tourists (Jacobsen & Munar 2012, 39).

Information search is considered to be the starting point in the tourists’ destination
choice process and thanks to their skills, tourists know how and from where to search

better offers, as well as what to expect from international and national destinations

(Dey & Sarma 2010, 341; Jacobsen & Munar 2012, 39; Kozak & Baloglu 2011, 11-12).
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Consequently, tourists have become less interested of package tours and more inde-
pendent from intermediaries like travel agencies and tour operators, and often pur-
chase their travel products directly from various online booking systems (Buhalis &
Law 2008, 611; Jacobsen & Munar 2012, 39). In that way they can make their own
schedules and their own preferences, when it comes to accommodation, transporta-

tion, tours and so forth (Buhalis & Law 2008, 611; Dey & Sarma 2010, 341).

In addition, tourists do not rely anymore only on the information received from the
tour operators or the destination marketing message, since they have the possibility to
gather information about the destination through a variety of sources, such as Internet,
word-of-mouth communication, brochures, magazines and newspapers, TV shows,
and so on (Kozak & Baloglu 2011, 12). Accordingly, more and more of tourist’s base
their decisions on the information collected from tourism related websites and virtual
communities, like Couchsurfing, iTourist, Travelblog, Foursquare, TripAdvisor, Face-
book, Youtube, Twitter, and so on (Buhalis & Law 2008, 612; Munar 2011, 294). Ac-
cording to Rheingold (1993, in Buhalis & Law 2008, 612), “A virtual community is a
group of people who may or may not meet one another face-to-face, and who ex-
change words and ideas through the mediation of computer bulletin boards and net-

works.”

Buhalis and Law (2008, 612) point out that in the future, it is expected that tourist will
be more influenced by the virtual communities based on peer reviews and less by des-
tination’s marketing message. This in fact puts added pressure on DMOs, since they
need to modify their marketing strategies and to focus on gaining better understanding
of the behavior and satisfaction of the virtual communities’ users, in order to utilize
this new marketing paradigm in a more efficient way and to use virtual communities to

increase destination’s brand awareness (Buhalis & Law 2008, 612).

10



3 Website building principles

Internet provides endless possibilities for website design and development. For in-
stance, a website can be easily created by using do-it-yourself tools, by hiring a freel-
ance graphic designer or even expensive design agency. (Thomas 2011, 26.) Kozak and
Baloglu (2011, 210) highlight the fact that websites are important online marketing
tools and in order to affect online users intention to purchase, it is crucial to provide
useful, complete and relevant information to potential users consequently, great care

needs to go into planning and developing a website.

The following chapter describes various website building principles, for instance as-
pects to keep in mind while choosing a domain name, the importance of defining web-
site objectives, elements to remember while planning the content, choosing the appro-
priate color, text and font for the site, using third-party tools to enhance usability for
visitors, as well as issues like SEO and website analytics, to track and improve the web-

site.

3.1 Domain name

Thomas (2011, 20) points out that before starting to design and develop a website, it is
important to purchase a domain name, which is also known as Uniform Resource Lo-
cator (from here onwards abbreviated as URL). URL is a web address, which is used to
find a website on a web server (Chaffey 2009, 751). While choosing a suitable domain
name, it should be remembered that the name should be short, memorable, not easily
confused with other similar domains, easy to spell, suit with company synergy and
would work on business cards (Laudon & Traver 2010, 7-47; Nielsen 2000, 247; Tho-
mas 2011, 20).

3.2 Website objectives

In order to determine the form, functions, the content of a website, it is vital to clarify

site’s purpose and goals (Chaffey & Smith 2008, 223; Kraynak & Bluttman 2011, 2).
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Website’s purpose could be to support, entertain, inform, showcase a product, sell
products or services, brand an individual, and so on (Kraynak & Bluttman 2011, 2;
Thomas 2011, 19). Chaffey and Smith (2008, 223) suggest that in order to determine
the websites purpose, it is good to ask the following: How could my website help my
customers? For instance: Help them to make purchases. Provide them with informa-

tion. Help them to save time and money and so forth. (Chaffey & Smith 2008, 223.)

Kraynak and Bluttman (2011, 2) recommend in addition to website’s purpose, to set

measurable goals, for example to get 100 visitors per month to sign up for newsletter,
or to increase sales by certain percent. Whatever the goals, it should be made sure that
they are measurable, so that it would be possible to determine whether the goals have

been achieved or if any changes need to be made with marketing efforts (Kraynak &

Bluttman 2011, 2).

3.3 Content planning

People come to a website to read something, look at something, learn new things,
watch videos or hear music — these are all forms of content. Needless to say, the con-
tent is king. (Kraynak & Bluttman 2011, 4.) Newlands (2011, 77) recommends to con-
duct a research, to find out what other similar companies have on their websites. In
addition, since search engines and users like it when a website is frequently updated
with new content, it would be helpful to create a content plan and a schedule which to

follow (Newlands 2011, 151).

The quality of the information plays a great role for users. They prefer that information
which is accurate, up-do-date, reliable, honest and based on expert sources. Therefore,
whenever possible, it is good to provide precise, detailed information and to point out

sources as well as dates. (Brinck, Gergle & Wood 2002, 279.)

Furthermore, online rich media elements such as pictures, illustrations, animations,
audio tracks and videos are important part of a website design, which can be very per-
suasive when distributed correctly (Chabrow 20006, in Rosenkrans 2009, 19; Kozak &

Baloglu 2011, 210; Thomas 2011, 32). Satko (2010, 193) explains that of all the rich
12



media elements, users generally prefer video over audio and audio over text. However,
since creating a professional video is relatively expensive and requires the most effort,
smaller companies and entrepreneurs can instead create an audio message, which they
are able to make with using tools already in their computer. From the user’s perspec-
tive, audio files are smaller thus can be downloaded faster than videos, they can be
played on various portable players and can be listened while doing different activities,

like driving, walking and so on. (Satko 2010, 193.)

The shift from web 1.0, the information web, to web 2.0, the social web, has changed
the way people use and interact on the Internet (E-language, 2012). Users are no longer
content with merely reading the information and are seeking to actively participate in
content development, to express their ideas and experiences. Consequently, Chaffey
and Smith (2008, 268) recommend to increase the interaction and two-way communi-
cation, to offer website visitors more involvement and control over their web expe-
rience. This can be done by utilizing for instance Forums, feedback forms, social net-
work pages and virtual communities, like Facebook, Pinterest, Twitter, Foursquare,

TripAdvisor and so forth.

Carrying on, website’s planning process can be made easier by creating a website map.
A website map illustrates a list of pages, which would be available for website’s users.
It can be created as a simple list with pages and subpages in Word document, or it
could be build with boxes to make it more visual (see Figure 2). It is also beneficial for
developers, as it visualizes the hierarchy thus guides the development process and

makes it easier and faster. (Thomas 2011, 38.)
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Figure 2. Example of a website map (Thomas 2011, 39)

When it comes to planning the layout, it is good to build a wireframe for each of the
website’s page. Wireframing refers to a process of defining a structure of the webpage,
without the intended content (see Figure 3 below). Wireframe helps developers to fo-
cus on the structure, without being distracted by visual elements like colors, text and
images. (Kraynak & Bluttman 2011, 4.) A wireframe can be built with only a handful of
boxes or may be created to show all the details (Kraynak & Bluttman 2011, 83).

Logo Branding Header

Navigation Bar

Page Title Search

Secondary image

Navigation

Main Content Area

Additional Text

Footer

Figure 3. Example of a wireframe (Kraynak & Bluttman 2011, 4)
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A good practice is to keep website quick and easy to navigate, and not to give people
too many layers to click through, so that they are easily able to retrieve the information
they are looking for. With more complex sites, it would be useful to test the website’s

map and wireframe on few people, to identify whether the structure looks also logical

for potential users. (Reed 2011, 33.)
34 Color, text and font

Color

Kraynak and Bluttman (2011, 90) point out the fact that website developers need to
keep in mind that people often have different associations with color, which are influ-
enced by emotional, psychological or cultural aspects in their lives. For instance, deep
reds may express love, passion or even aggression, earthy colors on the other hand may

be more soothing and are often used as autumn colors (Kraynak & Bluttman 2011, 91).

Kraynak and Bluttman (2011, 99) recommend that it is best to choose complementary
colors, which are those that are opposite one another on a color wheel (see Figure 4).
Complementary colors look good together on a page, however it is advisable not to use
them in foreground/background relationship, in order to avoid the phenomenon called
simultaneous contrast (see Figure 5), which would make colors look more vibrant to-

gether and make page over stimulating for viewers (Kraynak & Bluttman 2011, 99).

&
|

Figure 4. Color wheel (Tiger Color, 2012)
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Figure 5. Example of simultaneous contrast (Kraynak & Bluttman 2011, 100)

Another safe strategy is to use analogous colors. Those are the colors next to each oth-
er on the color wheel. However, those should not be used in situations which require
contrast. For instance, it is not good idea to use analogous colors in charts. (Kraynak &

Bluttman 2011, 99.)

Text

Kraynak and Bluttman (2011, 113) state that the main web activity is to read content
and even the fanciest website is useless when the text is obscured. To make content

easier to read, it is best to use shorter paragraphs, so that the information would be

divided into chunks (Brinck et al. 2002, 279).

Furthermore, to point out parallelism in multiple items, it is best to use bullet points.
On the other hand, to avoid confusion for viewers it is best to avoid using custom-
designed bullets, bullet points that may look like buttons and those which give three-
dimensional shading. (Brinck et al. 2002, 280.)

There are four text alignment types (see Figure 6) which developers can apply on their
websites. However, the most popular way is to align the text in a paragraph from left,
which would be the most user-friendly, followed by the center alignment, which is the

second most commonly used alignment type (Kraynak & Bluttman 2011, 124). It is
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best to avoid using justified alignment, since it might cause users to focus on ‘white

space’ between the words, instead of the content itself (Trinity College Dublin, 2012).

Left aligned

Lorem ipsum dolor sit amet,
consectetuer adipiscing elit.
Nam cursus. Morbi ut mi.
Nullam enim leo, egestas id,
condimentum at, laoreet
mattis, massa. Sed eleifend
nonummy diam.

Justified

Lorem ipsum dolor sit amet,
consectetuer adipiscing elit.
Nam cursus. Morbi ut mi.
Nullam enim leo, egestas id,
condimentum at, laoreet
mattis, massa. Sed eleifend

nonummy diam.

Center aligned

Lorem ipsum dolor sit amet,
consectetuer adipiscing elit.
Nam cursus. Morbi ut mi.
Nullam enim leo, egestas id,
condimentum at, laoreet
mattis, massa. Sed eleifend
nonummy diam.

Rightaligned

Lorem ipsum dolor sit amet,
consectetuer adipiscing elit.
Nam cursus. Morbi ut mi.
Nullam enim leo, egestas id,
condimentum at, laoreet
mattis, massa. Sed eleifend

nonummy diam.

Figure 6. Four text alignment types

When adding links to the website, it is good to differentiate the active link from the
rest of the text, so that the users would be able to distinguish the difference. Blue and

underlined text is universally recognized method, even for novice computer user.

(Brinck et al. 2002, 285-286.)

Font

It is possible choose from hundreds of fonts, however in reality only a handful of types
are practical on the websites. The problem with fonts is that in order for a font to dis-
play propetly for users, it must be installed on person’s computer, so that it would be
available for their browsers. That is the reason why developers prefer to use certain

well-known type of fonts, which are commonly installed to computers. (Kraynak &

Bluttman 2011, 113.)

There are two kinds of font families, serif and sans-serif, to choose from. In general,
serif fonts are mostly used for text in paragraphs and sans-serif font types for headings
(Kraynak & Bluttman 2011, 115). To clarify, serif fonts are those which have small
decorative pieces on the ends of every character (see Figure 7), however sans-serif
fonts lack those decorative ends (Trinity College Dublin, 2012). While choosing a font
type, it is useful to check out the study by Shaw (2012a; 2012b), which demonstrates

the most common sans and sans-serif fonts in Windows, Mac and Linux.
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San Serif

Figure 7. Difference between serif and san-serif fonts (Trinity College Dublin, 2012)
3.5 Third-party tools

Reed (2011, 38) recommends to use third-party web tools, in order to enhance a web-
sites” service offering and make it more interactive for users. Third-party tools are of-

ten also called widgets or gadgets, which are different tools made available on website
and either provide some functionality, like calculator or provide real-time information,

for instance weather forecast (Chaffey 2009, 135).

It is more reasonable to purchase the tools, since in most cases the prices are very rea-
sonable or tools are even free, rather than to waste resources and time to build one. It
is often thought that using a third-party tool makes a website look ‘unprofessional’,
however even the biggest brands commonly purchase tools from elsewhere. (Reed
2011, 38.) For instance, it is possible to find various free widgets from Google Gadgets
for Your Website page, such as Google Maps, Google Driving Directions, Google Ca-
lendar, Skype, PayPal, Weather, and so on.

3.6 Search Engine Optimization

To discover websites and other online content, people mostly use search engines like
Google, Yahoo!, Ask and Bing, to find the material they are looking for. By under-
standing the work methods of search engines, the website and its content can be built
in more efficient way, which would then help to gain higher search engine ranking.

(Kraynak & Bluttman 2011, 219.)

SEO involves in adding certain keywords into website’s SEO settings, in order to

achieve higher ranking in natural listings on the search engine results pages (Chaffey &
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Smith 2008, 283). For instance a meta description, which is a short description of a
web page, helps search engines to index and rank sites, and is often displayed in search
results for users (Kraynak & Bluttman 2011, 226). Kraynak and Bluttman (2011, 220)
recommend to remember following tips while optimizing meta descriptions: write a
description for each page, limit the length to 150-200 words, incorporate descriptive

keywords and phrases, and finally, write for users and not just for search engines.

While choosing keywords, Kraynak and Bluttman (2011, 227) advise developers to use
those sparingly and strategically, place the most important ones first, separate words
with commas and to choose 5-10 most targeted keywords which to use. Furthermore,
another useful trick to improve website’s ranking is to give each visual element and
image a descriptive filename, caption and Alt text (Chaffey 2009, 648; Kraynak &
Bluttman 2011, 228).

In the past, in order to achieve highest ranking possible, website developers tried to
trick search engines by stuffing the pages with all sorts of keywords. Nowadays, since
search engine developers became aware of this method, it no longer works and using
this trick would most likely have an opposite effect on the ranking. (Kraynak & Blutt-
man 2011, 227.)

3.7 Website analytics

In order to measure and to improve a website’s effectiveness, it is good to connect it

with web analytics service. Analytics shows for instance visitors” demographics, their

behavior on pages, what kind of technology they use for browsing, how many are re-
turn visitors, etc. Connecting your website with analytics service is relatively easy and
most service providers operate on the same principle: sign up for an account, identify
to the system the website which will be tracked and copy the code received from the

service provider to the footer of the website (Reed 2011, 39). Google Analytics is

probably the most known web analytics provider, which offers also free account.
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4 Planning stage

Developing a website is not particularly an easy task and required a lot of time and ef-
fort. Following section describes how the planning stage of the website was carried
out. The paragraph starts by explaining the process of choosing the appropriate web-
site building program and continues with introducing the Wix publishing platform. It
carries on with describing how the content planning was organized, as well as how and
from where the visual design elements were chosen in order to obey the copyright re-

striction, and so forth.

4.1 Choosing a website building program

It was clear that since the thesis author does not have adequate HTML coding skills,
which is traditionally used for building a website, it was necessary to explore other op-
tions. HTML stands for Hypertext Markup Language and it is the programming lan-
guage used to make web pages. HTML consists of tags which are read by the browsers

and then displayed as visual elements. (Kraynak & Bluttman 2011, 227.)

Therefore, the alternative was either to create it with a blogging platform or a drag-
and-drop based platform, but since the first option has rather limited customization
capabilities, the favor was towards latter alternative. The comparison and testing was
made between Moonfruit, Yola, Webs, Weebly and Wix. In the end, it was established
that Wix was the most reasonable, when it came to customization, usability and price

level, and would be most suitable for this project.

Wix

Wix is a free online publishing platform, which uses drag-and-drop interface. The

company was founded in 2006, headquarter is located in Tel Aviv and offices in San
Francisco, New York and Dnepropetrovsk. Wix is very user-friendly and even users
with basic computer knowledge are able to create Flash or HTML5 websites, mobile

sites and Facebook pages. (Wix 2012.)
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The HTMLS5 based website building platform is still a work in progress and the aim is
that it will be the new standard for HTML (W3Schools 2012a). Abja Rural Tourism
website is created by using Wix HTML5 website editor.

Wix pros

— casy drag-and-drop interface

— no coding required

— free hosting

— allows customization of websites
— premium packages are affordable
— good customer support (forum)
— many step-by-step tutorials

— pre-built templates

— Search Engine Optimization.

Wix cons

— browser compatibility (elements shift around in different browsers)
— not possible to download/backup the website

— not possible to upload own fonts

— no undo button (sometimes Ctrl+7Z functions as undo, but not always)
— not possible to bulk delete images

— text editing boxes not functioning properly and lack extra functions
— website and online editor loading rather slow

— multilingual website building complicated

— mobile site editor functions are limited

— not possible to create multilingual mobile site

— not compatible yet with Pinterest

— text and link editing not always functioning properly

— limited slideshow functions.
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4.2 Content planning

The purpose of the website was clear from the beginning: It should offer adequate in-
formation to visitors about Abja region tourism opportunities, which was previously
offered from the Abja Tourism Information Point. Therefore, the website’s main ob-
jective is to offer information, as well as to entertain users with the Mulgimaa video,

images, legends of Abja and Mulgi food recipes.

The initial ideas for website design and content elements were gathered through ben-
chmarking other similar destinations in Estonia and abroad. The benchmarking me-
thod is easy to use and is applied either to compare one company aspects with another

or to gathering good ideas (Pollard 1999, 73).

After gathering the ideas, the preliminary draft of Abja Rural Tourism website map
(see attachment 2) was generated with Edraw Max software. Since the website is rela-
tively small in content and does not require any drop-down menus, the website map
shows the elements (e.g. content headlines, icons, third-party tools, etc.) which would
be put onto the site. The preliminary version was presented to Ms. Leskova and certain
changes, elements added and eliminated, were made according to her suggestions and
ideas. The Abja Rural Tourism website building was guided by the final version of the

website map, which can be found in the attachment 3.

4.3 Visual design

There were no limitations by the commissioning party on website design, it was only
suggested to use linseed field image for background, since linseed flowers have symbol-
ic meaning for Abja. Specifically, in the past the farmers in Abja region made their for-
tune from growing and selling linseed, as well as current Abja coat of arms is illustrated

with blue linseed flowers.

Since it is rural tourism website, the idea was to create familiar and cozy feeling by us-
ing vintage design element and to use colors which would complement the blue linseed

filed background, rather than bright shades.
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4.4 Design elements

Design elements used in this project are: various icons, images for design purpose (e.g.
envelopes, notebooks, postcards, old books, etc.) as well as Adobe Photoshop brushes,
vectors and shapes. The image editing was done with Picasa photo editing software
version 3.9 or Adobe Photoshop CS5 program. Some of the design elements were al-
tered in Photoshop by using various brushes (e.g. notebooks for recipes, postcard and
envelope, old books for legends, etc.). Elements which were uploaded to website were
either of jpeg or of gif formats and images were named with a description and an Alt

text.

The design elements were searched by using Google Search Engine and Pinterest page.
Pinterest is relatively popular social networking site, which allows users to pin photos,
with links attached, onto their virtual pinboard. In addition, it allows users to browse
other people’s pinboards and to follow users with similar interest. Pinterest was very

useful with this project development, as it helped to find design elements more easily.

For copyright reasons, only the design elements which were allowed ‘free for commer-
cial use’ and with ‘no attribution needed or attribution appreciated’ terms were utilized
in this project. Keywords which were used in Google and Pinterest searches were fol-
lowing: ‘free for commercial use’, ‘no attribution required’ combined with ‘vintage
vectors’, ‘vintage brushes’, ‘Photoshop vintage brushes’, ‘vintage images’, ‘old enve-
lopes’, ‘old postcards’, ‘old books’, ‘notebooks’, ‘social media icons’, ‘website icons’,
‘water stain brushes’, ‘texture stain brushes’; and so on. Before any of the elements
were downloaded, the Terms of Use (from here onwards abbreviated as TOU) were
carefully read to identify if the files were allowed to be used without attribution and
commercially. The TOU were just in case saved as PDF files, by using freeware called
doPDF version 7, together with downloaded elements into folders in Dropbox. Drop-
box is software which synchronizes your files online and across your devices (Cloud
Puzzle). Folders were named after the website, from where the items were gathered

(e.g. fuzzimo.com, bittbox.com, etc.), so it would be easier to identify the source.
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5 Development stage

The following section describes in detail, how the website creation for Abja Rural
Tourism took place. It starts by describing issues related to font and text and continues
with the aspects related with photos. In addition, the section describes briefly about the
development process of each page in the website content subsection, and carries on
with issues like SEO, reasons behind building the mobile version of the website, as
well as testing the site’s links and button functions and its compatibility with various

browsers.

5.1 Font and text

Prior to starting to write the content, it was checked from the study by Shaw (2012a;
2012b) which serif and sans-serif are the most common in various Operating Systems.
Based on the findings and personal preference, title font which was used on the web-
site was Trebuchet MS, with font size varying from 16-18, and the paragraph font

which was chosen was Georgia, with font size from 12-13.

All the content text was prepared in Microsoft Office Word document and copy-
pasted to the website editor while using Internet Explorer. It was noticed that by using
Internet Explorer or Mozzilla Firefox for editing, it was possible to keep the font type
which was used in Word document, however Google Chrome tended to change the
font into Wix generic style. The text on the website was in most cases aligned from left
and text was divided into short paragraphs, so that the content would not be cramped

together and it would be easier to read the material.

5.2 Photos

The Abja photos were searched from online material and saved to Dropbox folder. In
there, the photos were named clearly with the name, author and with the source web-
site abbreviation (e.g. Abja manor in winter. Abja Manor. www.abjamois.ee), so it

would be easier to identify and to correctly indicate the source on the website.
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Prior to uploading photos to the website, images were optimized in order to reduce
their size. Of course it somewhat reduced the image quality, but not significantly. The
optimization was done with FILEminimizer Pictures 3.0 program, which is a freeware
and can be downloaded from the Internet. In some cases, it indicated that it reduced

the photo size even by 90%, which in return would increase the website loading speed.

Most of the photos were added to the website by using slideshow application. First the
Estonian version was completed and afterwards the photos were translated for the
English version. Every photo was named, the author was noted and a link was added

to the original source, and if it was possible, also Alt text was added.

5.3 Content of the website’s pages

This section begins by describing elements placed onto the header and footer and con-
tinues with explaining the development process of each website’s page. The pages
which were created, and which functions and features are described are for instance,
Home, Services (Catering, Accommodation and Activities), Attractions, Legends, Rec-

ipes, Contacts and Additional information.

5.3.1 Header and footer

The header of the website’s pages display the title of the website, Abja Maaturism in
Estonian and Abja Rural Tourism in English. By clicking on the headline, users would
be taken back to the Home page, either to the Estonian or English version, depending

which language they are using.

In addition, users are able to switch between languages by using the flag buttons lo-
cated in the right-hand corner of the screen. British flag image corresponds to the web-

site’s English version Home page and Estonian flag image to the Estonian version.

Website’s footer displays a copyright symbol, a year and Abja Maaturism text (e.g. ©

2012 Abja Maaturism). Moreover, since the background photo (Linseed field) was used
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under the Creative Commons license from Herry Lawford which was downloaded
from Flickr and therefore, requires attribution. The source is indicated in the footer,

with the link to original material.

5.3.2 Home page

A gallery with current and historical photos and Mulgimaa video from Youtube were
placed on the upper part of the page. The Mulgimaa introductive video was done by
NPO Mulgimaa Development and is available on Youtube. The video was added to
the website with Wix own application, which only required that the link was copied
from the Youtube source to the video application. The Estonian version website has
video in Estonian and the English version in English language. A short description
about Abja was placed right below the gallery, in addition the page was enriched with
various third-party tools, which were mainly added with HTML embedding app in
Wix.

Most of the codes of the third-party tools were available online, for instance weather
broadcast from Ilmake.ee and Google Driving Directions, and it was merely a matter
of customizing and copy-pasting those to the appropriate place. The weather broadcast
displays current weather conditions in Abja-Paluoja, for instance the outdoor tempera-
ture and wind speed. By clicking on the weather widget, users would be prompted to
the official Ilmake.ee website, where they would be able to retrieve more information

about the current weather conditions as well as forecast for a week.

Google Driving Directions already contains the destination, which is set to be Abja-
Paluoja. By entering the starting location into the application ‘From’ field and by click-
ing the direction button, users would be forwarded to the Google Maps website, which

would display the driving direction to Abja-Paluoja.

In order to get the event calendar for Kultuuri.net, it was necessary to contact the ser-
vice provider and they sent the correct code via e-mail. Unfortunately the calendar is
only in Estonian language. The events displayed in the calendar are for Abja and Kark-

si, a neighboring municipality, due to the fact that Abja event calendar is not regularly
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updated. However, in November 2012 the Kultuuri.net webpage will start to operate
under new brand name, Kultuurikava, which should also improve the event calendar

update frequency.

The bus ticket and schedule was added by merely using linking option, by clicking on
the Tpilet image, users would be transferred to corresponding website, where they
would be able to purchase bus tickets or merely check the schedules. Google Map
which is displaying the location of Abja-Paluoja, was added with Wix application which
merely required that the address and the business name needed be filled. Users are able

to zoom in, drag the map inside the application and switch to the street view function.

5.3.3 Services

Since the Abja-Paluoja is a relatively small destination, it does not have wide range of
services to offer. Service pages which were added were: Catering, Accommodation and
Activities. Each page has approximately 3-5 services per page. Information about ser-
vice providers was checked from multiple sources, to assure that the data on the web-
site would be correct. Every service provider was shortly described, followed by busi-
ness address, contact phone, e-mail and if applicable, also homepage and Facebook

page link.

E-mail addresses were not set with direct ‘mailto:” option and were altered, the @ sym-
bol was replaced with [at] marking (e.g. name[at|domain.com), in order to reduce the
spam mail. Even though it would have been possible to set e-mail addresses with ‘mail-
to:” link, it was recommended in Website Creation Tutorials that this should be avoided
even with the disguised e-mails, since spam robots may still extract the address from it.
Spam robots, also called as Spam Bots, are programs designed to search and collect
data from the Internet for e-mail addresses posted online as hyperlink format, which

would be later on used for distributing spam e-mails to user accounts (Gresham, 2012).

An image or a logo was placed next to most of the service providers. The exception

was with accommodation providers, which received a gallery with the photos of their
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rooms and other facilities. In that way the visitors would be able to see the amenities

straight away and would not have to search for those from the Internet.

5.3.4 Attractions

The prospective attractions and their descriptions were searched from various online
sources and from printed materials. The sources were clearly indicated underneath the
text and links were added to the original material. The map of attractions was made
with Google maps - My Places function. The exact coordinates of attractions were
searched from National Registry of Cultural Monuments and Estonian Environment
Information, which were then copy-pasted to Google maps. Attractions contain both
Estonian and English descriptions on the same map. By clicking on the illustration of a
map underneath the ‘Attractions map’ heading, a new browser window would open
and display the map. The map has all the generic functions of the Google map. Users

are able to print the map, send it via e-mail and save it to their Google account.

Furthermore, link was added to Everyman’s rights, so that visitors would be familiar

with the regulations in Estonia and would remember to respect those while sightseeing.

5.3.5 Legends

The legends for the website were chosen from the book “Mulgimaa Charm and Pain”
written by Ms.Vainlo, which has compilation of stories from Abja area. The criterion
was that the origin of the story should be in Abja or near the area, the legend should
not be very long and the story should not be violent, thus would be also appropriate

for children to read.

Permission for using the legends on Abja Rural Tourism Destination website was ac-
quired via phone call from the author Ms. Vainlo. It was explained to Ms. Vainlo
where the stories would be featured and which ones in particular would be used. She

was content with the selection and gave permission to use those on the website (Vain-

lo, S. 24 Aug 2012).
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After receiving the permission, the stories were typed into Word document in Estonian
and afterwards translated into English. Translation was done with the help of various
online and printed dictionaries. The sources of the legends are indicated under the sto-

ries on the website.

5.3.6 Recipes

Recipes were first searched from an online cookbook and the publisher was contacted
in order to acquire the permission for using images and recipes on the website. The
answer received from them stated that it is not allowed to feature their material on a
website ‘As is’, however it was allowed to use their image and link it to their original
recipe or then purchase the rights for using the images and recipes. These options were

not suitable and the alternative solution was to use recipes from blogs.

After the search from blogs, four suitable recipes from two different authors were cho-
sen. The blog authors were contacted via e-mail in order to ask for permission to use
their images and recipes on the Abja Rural Tourism website. Both authors gave their
consent to use their material. Recipes and images on the website are linked back to the

original sources.

5.3.7 Contacts

The contact page was created however, since the Abja Rural Tourism Information
Point currently does not have a person working in the office, the page will be hidden
on the website and can be later on made visible. Contacts page consist of description
of Information Point services with contact information and location on Google Map.
In addition, the page has a custom contact form, so that visitors are able to send an e-
mail directly to the Abja Rural Tourism Information Point. Users would need to fill in
their name, e-mail, subject and content field, and after clicking on the send button, the

e-mail would be sent to the Information Point’s e-mail address.
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5.3.8 Additional information

Additional information is a compilation of various links which would be useful for visi-
tors in order to gather more information about the region. Links were divided into
separate sections: Abja-Paluoja, Mulgimaa and Miscellaneous. If an organization or a
business has a Facebook page, also this was added next to the link with the Facebook

icon.

5.4 Search Engine Optimization

With Wix site optimization function, it is possible to add to every page a tile, descrip-
tion and keywords. The title consists of combining Abja Rural Tourism with corres-
ponding page, e.g. Abja Rural Tourism — Catering in Abja-Paluoja. The description was
more elaborative and stated what information can be found from the page and from
the destination (e.g. Delicious food and cozy dining places in Abja-Paluoja. Come and
taste the mulgi cuisine, etc.). Finally, the keywords were chosen based on the page and
the information on it (e.g. Abja attractions, places to see in Abja, activities in Abja, ac-

tive holiday, nature hikes, etc.).

5.5 Mobile version of the website

After the Abja Rural Tourism website was finalized, the mobile version was created as
similar as possible. Unfortunately, it was only possible to build it in Estonian language
and not in English. The reason for building the mobile site in Estonian and not in
English was based on the thesis author’s presumption that at the present, Abja is more
known and visited by domestic tourists than by international visitors, although there is
no statistical data to support this statement. In addition, according to study by Verkasa-
lo (2011, 227) the odds of using mobile Internet for browsing are around 242% higher
when at home country, compared to roaming internationally. Thus, it is more likely
that domestic tourists would use their Smartphone’s Internet while visiting Abja and
searching for tourist information, than international travelers. It could be argued that
since Estonia has numerous free wireless locations, the international tourists would be

able to use those instead of their mobile Internet, on the other hand, this would be
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limit their Internet and the Abja Rural Tourism website browsing only to certain loca-
tions, while domestic visitors would be able to use their mobile Internet everywhere.
Therefore, based on the abovementioned arguments, thesis author found that it is

more beneficial to have the mobile version in Estonian than in English.

Continuing, Wix mobile editor itself is simple to use, but when it come to customiza-
tion, it does have limited functions and it was notices that the editor does not work

propetly in Google Chrome browser.

5.6 Testing

Once the website and the mobile version were completed, those were tested with the
most popular browsers, such as Mozzilla Firefox, Google Chrome and Internet Ex-
plorer, and the mobile website was checked on Android based Smartphone. The
browser usage popularity was checked from W3Schools.com (2012b). The snapshots
of the finalize Abja Rural Tourism website’s pages can be seen from attachment 4
which displays the English version and from attachment 5 which presents the Estonian

version.

The testing with the Internet browsers showed that there are compatibility issues with
the website. The images and text elements had the tendency to shift either up or down,
which changed the look or made the text unreadable. Sifting issues were fixed in Wix
editor by adding transparent Shape Box into the problematic area and attaching the
text or image onto it. This method was learned from the Wix support forum and it

seemed to eliminate the malfunction, at least for the time being.

From the loading speed, it seems that the website is faster with Mozzilla Firefox and
Google Chrome, and with Internet Explorer it takes slightly longer to fully load. Dur-
ing the testing it was noticed that the Attractions page does take slightly longer to load
than other pages, but this is due to the amount of content that is on the page. In addi-
tion, all the links, buttons and third-party tools were tested to make sure that every-
thing is working propetly, as well as the images were looked over, to see if the descrip-

tions are correct.
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The testing with Smartphone did not indicate any problems with the mobile site; how-
ever it is difficult to view the actual website with a phone. Even though Wix does state
that there should not be any problems with viewing the site, it seems that there is a

slight compatibility issue.
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6 Further development

Future development suggestions can be implemented gradually and similarly to this
project, a co-operation could be done with a graduate student. At the moment the
website is only in Estonian and English, in future also Finnish, Russian and Latvian

versions can be created, to help tourists to retrieve information in their native language.

Since Abja Rural Tourism website currently does not have a logo, one can be created
cither by a professional designer or a co-operation could be done with local citizens or
even students. While deciding on appropriate color, it might be useful to take a look at

Millers (2012) article about colors, brands and different associations.

Currently there is no need for social network pages, since there is no one to update
those on regular basis. However, when applicable in future, it is good to increase inte-
raction with visitors by creating a Facebook page, as well as Pinterest page. The social
network logos can then be added to the header of the website. Furthermore, interac-
tion and visitor assistance can be boosted by adding an online chat or Skype and fo-

rum, as well as a feedback form and monthly/quatterly newsletter and so forth.

Smartphone usage is certainly a growing trend and people use them more and more.
Therefore, to make information easily accessible, it would be practical to create QR
codes of the website to incorporate that in marketing and of attractions map, to place
this on to the traditional information stands. A QR code stands for Quick Response
and it is a Smartphone readable barcode (QR Stuff, 2012). It is possible to link a QR
code with an URL, e-mail, telephone number, text, etc. A free QR codes can be easily

created online for instance on QR Stuff website.
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7 Evaluation

The main objective of this project was to create a multilingual website for Abja Rural
Tourism Destination, which would alleviate the absence of Abja Rural Tourism Infor-
mation Point and would offer tourism related information to visitors as well as locals.
Since the thesis author does not have extensive HTML coding experience, the most
suitable choice was to use Wix online website development platform, which functions

on drag-and-drop interface and is quite easy to use.

When it comes to visual design, the intention was to keep it relatively simple and to
create a cozy, rustic feeling by using vintage inspired elements whenever possible. The-
sis author was not limited by the commissioning party, NPO Mulgimaa Development,
in any way and was free to choose the design elements, as well as the website content.
Visual design elements were searched from various online sources, but only those
which were allowed free for commercial use were utilized for this project. The altering
of images and other visual elements were done in Photoshop and Picasa, which took
quite a lot of time to edit, since the first program was relatively new to author and it

was necessary to learn its functions.

After the website was created, a feedback for both positive aspects and suggestions for
improvement was inquired via e-mail from the commissioning party representative Ms.
Leskova. The response received was positive and she especially liked the linseed field
as the background image, simple layout of the website, use of vintage design elements
and use of various applications. In addition, she pointed out that the English version of
the website was well done and contains lots of content, as well as the Smartphone ver-
sion of the website is great to have for visitors. For the improvement, it was recom-
mended to change the header from ‘Events in Abja and Karksi’ to ‘Events in Abja and
in Abja region’, and if possible to change the Mulgimaa YouTube video starting
thumbnail in the Estonian version, which currently displays a church, which is not lo-
cated in Abja region. (Leskova, P. 06 Nov 2012.) The first suggestion was imple-
mented, but unfortunately the second improvement can only be done by the video up-

loadet.
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At the beginning, the project implementation seemed rather daunting task due to the
limitation of technical skills, however by reading books and experimenting with pro-
grams, the anxiety was relieved and the creation process was in fact very exciting. The
project not only taught a great deal about different design programs, website building
principles and inspired the author to learn more about the graphic design, but also
taught about the historical background of the Abja area, its natural attractions and
showed that it has great potential to be a successful tourism destination, provided that

its resources are strategically utilized.
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Attachment 2. Preliminary draft of Abja Rural Tourism website map
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Attachment 3. Final Version of Abja Rural Tourism website map
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Attachment 4. The website of Abja Rural Tourism — English version

1. Home page

Abja Rural Tourism o
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2. Catering

7lbja Rural Tourism
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Mulgi Tavern

Mulgi Tavern offers a cozy atmosphere with delicious mulgi cuisine and
pleasant service for both locals and travelers. Seating places for up to 60
guests.

Location: Parnu road 14, Abja-Paluoja, Viljandi County
Contacts: +372 43 60 161 or +372 502 2121
E-mail: kylli[at]Jmulgikorts.ee

Homepage: www.mulgikorts.ee n

Kilpkonna Inn

Kilpkonna Inn offers enjoyable pastime during summer season, with
pleasant service, tasty food and refreshing beverages. Seating places for
up to 50 guests, additional seating on the summer terrace for up to 35
guests.

Location: Jaama 2, Abja-Paluoja, Viljandi County
Contacts: +372 43 45 109 or +372 56 40 104
E-mail:info[at]kilpkonna.ee

Homepage: www.kilpkonna.ee n

Abja High School diner

Advance reservation for groups, for up to 100 persons.

Location: Abja road 15, Abja-Paluoja, Viljandi County

Contacts: +372 43 61 282

Homepage: http://abjag.vil.ee

45




3. Accommodation

7lbja Rural Tourism

Mulgi Tavern guesthouse

Guesthous offers comfortable lodging and delicious food for all travelers. Breaksfast is
included in price (served from 07.30-10) and there is free internet connection for
guests. Every room has a shower and a toilet.

Location: Parnu road 14, Abja-Paluoja, Viljandi County
Contacts: +372 43 60 161 or +372 502 2121
E-mail: kylli[at]mulgikorts.ee

Homepage: www.mulgikorts.ce i

Paluoja holiday home

Paluoja holiday home is cozy retro inspired accommodation in Abja-Paluoja. It has 2
bedrooms, livingroom, kitchen, toilet and shower. It is possible to accommodate four
plus two persons at the same time.

Location: Sarja road 2, Abja-Paluoja, Viljandi County
Contact: +372 5665 4225 or +372 5665 4200
E-mail: info[at]paluoja.ee

Homepage: www.paluoja.ee

Abja boarding school hostel

Hostel has 22 rooms (2-person rooms 9 pcs., 3-person rooms 9 pcs., 4-person rooms 4
pes.). Shower and toilet in the room or shared. Possibility to rent bed linen and towels.
Extra beds available. Upon advance booking, up to 60 places available. (During study
period, according to the number of vacancies).

Location: Staadioni 4, Abja-Paluoja, Viljandi County
Contacts: +372 43 47 089 or +372 524 6160
E-mail: opilaskodu[at]abja.ee

Homepage: hitp://abjag.vil. ee

Penuja community centre

Accommodation up to 5 people, extra beds available. Community centre has
kitchen, internet connection, village swing, campfire site, camping site and

barbeque are.
Location: Abja parish, Penuja village
Contacts: +372 43 62 516

E-mail: reet.paju.oo1[at]mail.ee
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4. Attractions

7lbja Rural Tourism ag

Map of attractions

Whlle sightseeing, remember
Everyman’s rights

Abja-Paluoja

Abja-Paluoja is located on the southern edge of Halliste valley and historically it belonged to Halliste parish. First writings about
Abja date back to 1504. It is believed that in 1853 the “crazy lord” Reinhold von Stackelberg from Abja manor was the first who
started selling farmsteads and that the first buyer came from Mulgi farm.

Until the end of 19th century, Paluoja tavern was popular stopping place for flax load carriers who were heading from Tartu County
1o Pirnu. Abja was well known for its Autumn Fair, which was the biggest livestock fair in Estonia. Buyers came even from Riga
and paid higher price than local butchers. Livestock was not only brought from Halliste, but also from elsewhere and after the
trading, the cattle were herded thru Penuja to Latvia.

From 1890 onwards, the area was popular for craftsmen and tradesmen. New borough was called Abja-Paluoja, which was named
after the Paluoja tavern and the Paluoja stream nearby. New railway connection was opened in 1897, which gave access to Viljandi,
Pirnu and Valga. Thanks to this, the Abja-Paluoja area continued develop and to grow in size.

For centuries, the fields in Mulgimaa have been used for growing crops and farming; however the main wealth for Mulgi farmers
came from growing flax. In 1014, a flax mill was opened in Abja-Vanaméisa, which was the first in Estonia. Also current Abja coat
of arms is illustrated with blue flax flowers.

In 1925 Abja-Paluoja received borough rights; in 1045 it was named a borough and in 1093 was received a city status.

While taking a stroll in Abja, it is worth to visit the old bank building/post office built in 1929 by architect Kuusik, the Community
Centre which was built in 1058 by architect Matteus, as well as High School structure built in 1940, with extension finished in 1064.
City's three parks, near High School, post office and kindergarten, offer beautiful picnic areas for both travelers and locals.

Source: NPO Institule of Mulgi Culture and Abja Parish

AT 1 Abja-Paluoja museum
p Abja-Paluoja museum was established in 1999. Museum
ibiti d also

an
exhibitions which are renewed every now and then. Museum
showeases plethora of historical materials, such as mulgi
culture, sports, library, flax mill, education, fire station,

etc. The museum is located in the old Bank /Post Office
buildi

I,omnnn. Posti street. 3, Abja—Paluoja, Viljandi county
Open: 5

Thu 11.00-14.00.
Contacts: +372 5302 6806
Abja-Paluoja post office Source: mulgikarksice
e post office is an architectural monument and the most
beautiful building in the city. The building was completed in
1929 based on the plans of architect E.J Kuusik, which at that
time was designed to be a Bank.

‘This well proportioned building is characterized by high tile
roof and simple lines. The grand Art Nouveau ovens have
remained untouched and still have beautiful original glaze
colored coating.

Initially, the first level functioned as a Bank office and the
bank director had a spacious apartment on the second floor,
but after the war period, the second floor was turned into
office space and apartments were added into the attic floor.
bja central park i located in front of the post offce.
bja Parish, National Registry of Cultural Monuments and NPO Paluo]a tavern and post station
Former Paluoja tavern is the oldest building in the city. It
was named after the Paluoja stream which was flowing,
nearby. Abja-Paluoja primary school started to operate in

the building in 1919 and in 1033 the school was merged with
Kaidi pmnar) 00l

ent Information

Abja manor

Abja manor (4bia) was first mentioned in 1504. During the 17 century the manor belonged to von Fersen and after the Great
Northern War it was owned by Carl Magnus von Posse. The manor and its land were owned by Carl Magnus von Posse’s sons until
1780, when it was given to their brother-in-law Friedrich Adolph von Stackelbers.

Apparently, the transaction of the deed was not fully fair and one of the von Posse brothers, Gustav von Posse, took the matter to
court in 1799. Von Posse family won the court case and was granted with 38 000 silver rubles, as well as to receive 7 male serfs in the
ages of 16 to 26. (Serfs who occupied a plot of land were required to work for the Lord of the Manor who owned that land).

Also the Abja peasants/ farmers were not happy with the new lord and in 1708 they complained their bad life in the Voltveti tavern to
the cwner of the Repcéni manar, whio happened to be the brother of ‘Gisu manor lord Friedrich von Sivers. He sent the land

% th ion in Abja manor. Peasants were not so much complaining about the Friedrich Adolph von
Stackelberg, but more for the manor seneschal Lofren Wissor. (Seneschal-an agent or stewsard in charge of a lords estate)

Peasant Lepa Jaak admitted that during 7 days, he had been 9 times brutally beaten by the seneschal and another peasant, Sado
Mért, declared that during 8 days he had been whipped 5 times. Abja manor seneschal rejected the allegation and stated that he
acted according to instructions received from the lord Friedrich Adolph von Stackelberg.

Shacked by the confessions of the peasants and the brutality, the land magistrate authorities appointed the Friedrich Adolf von
Stackelberg with a fine worth 500 rubles. Outraged landlord complained to the emperor, which resulted in cancellation of the penalty
and removal of von Sivers from his position. Despite his cruel character, Friedrich Adolph von Stackelberg was the one who built
Abja manor to its full glory.

Original manor was modest, with wooden roof and with outside walls plastered. The new manor house was two storey building and
with tiled roof. One-by new buildings which together with the main manor house formed a symmetric
ensemble.

Between the barn and the stable, a colonnade was built where in the middle was a 4-pillar gate. Straight from the gate, a several
kilometers long beautiful alley headed towards Halliste Holy Anna church and family’s burial place a.k.a Solitude in Halliste
cemetery.

Tn addition to the barn and the stable, estate had many other buildings, such as servant house, livestock building, beer
refinery/kitchen, 2 watermills, 1 windmill, granary and menagerie- place where cruel lord held wild animals for entertaining his
guests.

Abja manor garden was designed by gardener Johann Friedrich Semisch from Germany. The park was filled with different flowers
and plants, and was designed to run along the valley, where several ponds with islands and boat piers were located. In addition, two
pavilions were constructed, one in 1813 which was called the Japan temple and other was called the New temple.

After the death of the cruel lord, his son Georg Gotthard Baron Stackelberg inherited the manor in 1824 and after him, Reinhold
(Roman) Johan Woldemar Baron Stackelberg owned the manor from 1844 to 1878.

Abja manor started to rent out farms in 1836 and selling farmsteads in 1843. Abja manor belonged to Stackelberg family until the
expropriation and in 1923 when Charles von Stackelberg was evicted from the manor house, locals refused to help the bailiff in the
process, which showed their upmost respect for the last lord.

After the expropriation, manor has house several schools: local school and a Home Economics School in 1030, After the I World

War it functioned as an Orphanage, during which the oldest building got second storey in 1950. In 1990’s Border Cordon functioned
from the premises and today it is private property.

Location: Polde village, Abja parish, Viljandi county
E-mail: info[at]abjamois.ce
Homepage: hitp://www.abjamois.ce

Souree: NPO Institute of Mulgi Culf d National Reqi drural
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Attractions

Abja-Vanamdisa flax mill
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6. Activities

Abja Rural Tourism

Abja High School Sport Centre

Abja High School Sport Centre is a great place to organize recreation- and sport
camps. During winter, visitors can rent their skis from Abja High School and
enjoy the 3.5 km long ski trail. During summer period, it is possible to use the
full size athetic stadium and to play football. The gym, ball hall and sauna can be
used year round. Accommodation can be arranged in Abja High School boarding

hostel.

Location: Abja tee 15, Abja-Paluoja, Viljandimaa
Contacts: +372 5597 2631

E-mail: imre.jugomae[at]gmail.com

Homepage: http://sport.abja.ee/ ﬂ

Sukaharma Mardi farm

One of the farm’s main activities is the breeding and sale of the horses.
In addition, visitors have the opportunity to go horseback riding and get
familiarized with the horse breeding. Pre-registration required!

Location: Veskimae village, Abja parish, Viljandi County.
Contacts: +372 5664 0002

E-mail: vivian.patune[at]gmail.com

Paudi farmstead

Paudi farmstead is located approximately 4.5 km from Abja-Paluoja
towards Sarja, on the right-hand side. In this ancient farmstead you
have the opportunity to see old forest tools and explore how those
were used in everyday life. Farmstead has an exciting hiking trail
where you can find several cultural heritage sites and learn more
about the beautiful nature of Mulgimaa.

Location: Veskimade village, Abja parish, Viljandi County.
Contacts: +372 562 5464 or +372 5376 1728

E-mail: ojapera[at]hot.ee

Paluoja holiday home

In addition to accommodation, Paluoja holiday home offers various
services for active holiday:

Photo hunting — eating places, trails and nesting areas of wild animals.
Various bird nesting locations and nature shoots.

Fishing- Possibility to fish on the lake of Kariste. Fishing permits
required. If needed, possible to help with the application.

Hiking — nature hikes with an experienced guide.

Hunting — beaver, wild boar and other animals.

Wild forest gifts - hike to forest to pick different berries, mushrooms,
etc.

Pre-registration required! Possibility to organize transportation.
Location: Sarjaroad 2, Abja-Paluoja, Viljandi County

Contacts: +372 5665 4225 or +372 5665 4200

E-mail: info[at]paluoja.ee

Homepage: www.paluoja.ee
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7. Legends

7Abja Rural Tourism CX -

Legends about Abja

tales about Abja and its area.

‘Abja and its surrounding region are rich with historical stories. The Old Nick who use to live in the area, as
well as Abja manor lords are still the main figure in several legends. Below you can find few interesting

Poisonous snakes and retired soldier

et

Old Nick’s shared bread peel

In the old days there were many poisonous snakes Long time ago when the Old Nicks

nesting around Abja ps and m (Vanapaganad) still lived on our land, one Old Nick
During one there were family lived in Koodiorg and the other family near
slithering around. Many people got bitten and several Abja manor close to Porgupedak. Both families were
of them died in terrible agony. very poor, in fact so poor that they had only one

At that time there lived an old retired soldier in the
area, who could speak bird and animal languages.
Thanks to his proficiency he found out from birds
and animals what to do, so that no one would get
bitten again.

On one day, the old soldier put a log over Halliste
River and told to a snake who was

observing him: “If you, snakes, do not cross this river
and go as far as possible from here, I will destroy your
big swamp!” After that, snakes started to gather
around to the riverbank. Old soldier crossed the river
first and after him came immense group of snakes.
‘When the last snake had crossed the Halliste River,
the old soldier rushed back to the other side and
removed the log, so that no snake could return to
Abja manor land.

From that time onwards, there were no snakes seen
in Abja area and no one got bitten again. However,
there were many snakes nesting around the Pornus
manor swamps and meadows.

Salme Vainlo < 2008 < The story was written down by Abja
High school student Lea Univer from Polde village in 1948.
Original transcript is in Abja Museum.

Story from Salme Vainlo book *Mulgimaa Charm and Pain”
(-Mulgimaa Vélu ja Valu®in Estonian) (Abja : Kodukuru, 2011).

Strong workman and the cement barrel

There was always something to fix or build in Abja
manor and its surrounding manor houses. Again one
day the workmen were summoned to the manor for
repair work. Landlord had already bought all the
necessary supplies, among those on big and heavy
cement barrel. All the workmen arrived to the manor
and waited for orders from the landlord.

Landlord noticed that one tall and strong workman

‘was admiring his cement barrel. He could see from his
face that the workman would really like to have that
cement barrel. “He probably has house building plans
and cannot afford to buy a cement barrel himself”,
thought the landlord.

Landlord was known for his tolerance and support for
his workforce, the man of the people. He was also quite
ofa)olustermdloved good pranks, h‘ke the devil loves
al So the ] hall to the
workman:”If you lift the cement barml onto your
shoulders wxdmu! any help and take it home without
putting it down, the cement barrel is yours. I promise
you!” The strong workman accepted his generous offer,
grabbed the cement barrel with his muscular arms and
hoisted it onto his shoulders. Waddlingly he took first
steps and it was clear to everyone, he will not be able to
get home with the cement barrel.

Landlord on his horse carriage and workmen on foot
followed the waddling workman towards the Abja
borough. On the Tikuti stream bridge the workman
leaned against the railings to rest for a while. Landlord
was already delighted, now he will drop the cement
barrel and it will still be mine. But this did not happen.
The strong workman just shifted the barrel on his
shoulders and carried on waddling toward his
homestead. After some time, the workman finally got
home with his new cement barrel.

‘Abja landlord kept his promise and said:” Good man,
now the cement barrel is yours!”

Salme Vainlo < 2008 < Ain Laidvee from Példe village< his
father Peeter Laidvee from Példe village.

“Jmm Salme Vainlo book “Mulgimaa Charm and Pain”
imaa Vélu ja Valu*in Estonian) (Abja : Kodukuru, 2011).

wooden bread peel for two families and because of this
the wives had to share it.

Usually the wives of Old Nicks made the bread at the
same day. When the housewife in Koodiorg had
prepared her first bread loaf and placed it in the oven
with the bread peel, she went outside and tossed it to
neighbor’s wife in Porgupedak. She had already

prepared her bread loaf and swiftly placed the bread
1o oven, so that she could go ont and throw the bread
peel back to her beloved nei in Koodiorg. This
repeated several times, depending on how mn} bread
loaves the women were baking.

As long as the Old Nick famihes lived in our land the
bread peel flew b and

homesteads. There were never disagreements between !

0ld Nick’s wives for sharing it. There was always
enough bread and the bread peel was in one piece, but
what did not come, was the wealth to buy another
bread peel.

Salme Vainlo <2005< The story was written down by Lea
Univer from Polde village near Porgupedak in 1948. Original
transcript is in Abja Museum.

Sto fmmSaIme Vamlobook'j\fulgrmm&m and Pain”
ful 3lu ja Valu*in i : Kodukuru, 2011).

[

Abja reds* came to take over the manor

During the revolution, Abja reds got an idea to take
over the Abja manor. During that time the manor was
perceived to be the root of all evil. Anger was bubbling
and the reds were secretly hoping to get to the
manor’s wine cellar and eat all the good food that they
can get their hand on. During all the commotion, they
were hoping to grab useful items from the manor,
even a fork would have been a good treasure.

working in the manor found out in Abja-Paluoja
tavern about the plans that reds have and told it under
secrecy to their landlord. Together they hatched a plan
and came up with precautions against the reds and
their planned attack.

‘When the Abja red hoodlums came along the lake
bank towards the manor, they were greeted by the
young landlord and his strong and tall manor boys.
Defenders had tall logs to protect themselves and after
the permission from the landlord, they started to push
reds back from the steep hill. Of course no one was
injured, as all of it was done loudly but with lots of
laughs.

Abja red hoodlums started running back to where they
came from, behind them were manor protectors
loudly After the the whole road
was full of attacker’s shoes, but most of them were
broken and worn out.

Long after this victory, the manor boys were bragging
in Abja tavern and in Abja fair about their triumph.
Often the manor boys teased the Abja reds by looking
at their shoes and mentioning:”Are you the one who
forgot his shoes near our Manor hill? Come and see,
these are lying near a bush, no one wants those and
soon will rot from the rain.”

*Reds: soviet-oriented individuals, who were not happy with
landlords in general and were trying to gain profit by robbing
manor houses.

Salme Vainlo < 2008< Liidia Liiber-Rdbanik-Niin from
Abja-Paluoja.

Story from Salme Vainlo book “Mulgimaa Charm and Pain”™
(-Mulgimaa Vélu ja Valu“in Estonian) (Abja : Kodukuru, 2011).
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8. Recipes

7lbja Rural Tourism as

Mulgi food

Recipes like, mulgi porridge, mulgi sauerkraut, blood sausage, smoking meat and using mushrooms in
cooking, all spread from Mulgimaa to other parts of Estonia.

It was popular in Mulgimaa to bake curd pastry, barley pie and bread stuffed with meat. Cannabis seeds were
mashed to make butter, fat and milk substitutes. Temp (Kanepitemp) was spread on bread or used for
stuffing pies.

During summer, people ate foods made from kama. For instance, kama flour was mixed with (full fat) milk,
sour milk, taar or cannabis milk (made from cannabis flour and water). Everyday drink was taar (made
from mixing hot water with barley flour and was left to stand for few days) and during festivities, mulgi
people drank homemade beer.

Source: Haapsalu Education Centre and KitlinBlogiAsjadest

r- et 4 (‘ Mulgi porridge S B ,. Mulgi sauerkraut

o dl peart barley 3 with pork and barley
1,2 kg potatoes ~ |
approximately 0,75  water 1 kg sauerkraut

(1 dl milk) 3 500 g pork

salt

5 5 peppercorns
250 g smoked meat or bacon

i Era 2 dl pearl barley

= 4 Water

k| Salt

3 Sugar
Wash and soak the barley in a bowl of water for at  Put the sauerkraut, diced pork and peppercorns into
least few hours (to overnight) to soften up. Peelthe ~  a pot. Place the pearl barley onto (do not stir) and
potatoes, cut into cubes and put to boil. After few pour on the water, so that all the ingredients will be
minutes, add the soaked pearl barley onto the ~ covered. Add salt and cook on low heat for
potatoes and cook on low heat until barleyis soft. It approximately 2 hours.
might take several hours. If necessary, add water - |
during the cooking process. ~ During the cooking process, check that there is at

~ least few centimeters of water in the pot. When
‘When the potato-barley mixture is soft, add milk ~ cabbages are ready, season with salt and sugar and
(optional) and stir or mash the mixture with wooden serve with boiled potatoes.
spoon.

Recipe and photo: Ragne Vark
Cut the smoked meat and onions into small cubes

and fry on a pan until golden. Pour the onion-meat
mixture onto or stir it into the porridge. Best served

| with cold milk.
Recipe and photo: Ulle Jukk

Good old barley pie Kama dessert

400 g quark paste
;:ig l:utter 200 ml double cream
0, 51 kefir 3 thsp sugar
1 tsp salt 1 tsp vanilla sugar
2 thsp sugar 3 tbsp kama flour
1 tsp baking soda 1 tsp lemon juice
barley flour

Beat the eggs slightly with sugar and salt, add the ~ Whip the double cream with sugar and vanilla sugar,
melted butter and kefir. Stir in the baking sodaand add quark and kama flour. Add a dash of lemon juice
barley flour mixture. ~ to the mixture. Mix well. Divide dessert into bows

Add as much flour as needed, the dough texture 3 and enjoy. :
should be slightly thicker than sour cream, but it ~ Recipeand photo: Ragne Véirk
should be still soft enough to mix it with a spoon. |

Pour the dough into baking form (approx. 32 x 22 <
cm) and cook at 180 degrees approximately 25-30
minutes.

Recipe and photo: Ulle Jukk
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9. Contacts

7lbja Rural Tourism CX

Abja Rural Tourism Information Point
Satellit ||
Information Point offers free tourism related information
and there is possibility to buy souvenirs, to hire tour
guide for sightseeing trips for exploring local areas and
for discovering ancient locations. Information Point has

Internet and phone connections.

Abja Rural Tourism Information

Location: Parnu road 10, Abja-Paluoja, Viljandi County
Open: Mon-Fri 09.00 — 15.00

Sat, Sun- closed =
Abja
Contacts: +372 436 4195 ok} o Konusimaa ’ m
E-mail: turism[at]abja.ee f' [rskimae e b Palucia Abja Gimnaasium

Abja tea.

- “«‘
CoPile Fm_’“_.l_}d
I | SoCLRE 2000 jalga  Kssrdibndmed ©2012 Tele Atiss - Kasutustingimused

Write To Us
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10. Additional information

Abja Rural Tourism

Abja-Paluoja Mulgimaa
Abja Rural Municipality Mulgimaa Information Portal [ f]
Abja Manor NPO Mulgimaa Development [ ]
Abja Community Centre NPO Institute of Mulgi Culture [j
bia Lil ¥ Mulsi Touri
bia High School § Facility 3 Viliandi
Abja Music School [ ] Karksi-Nuia Tourism Information Centre
Abja Youth Centre [£j Viljandi Tourist Information Centre
NPO Abja Adult Training Centre Mulgi Railway

Abja Technical Group (]

Miscellaneous

~ | Estonian Rural Tourism [}
4 Visit Estonia [

National Registry of Cultural Monuments
- Vacation in Estonia [[fj
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Attachment 5. The website of Abja Rural Tourism — Estonian version

1. Kodu (Home page)

7lbja Maalurism
i o e

Liihidalt Abja-Paluojast

Abja-Paluoja asub Halliste tirgoru 16unaserval.
Esimesed andmed Abja kohta parinevad aastast
1504. Paluoja kortsi juures peeti Abja siigislaata, mis
oli suurim Eesti kariloomade laat. Siia sditis ostjaid
Riiast ja loomi toodi Abja laadale mitte ainult
Hallistest, vaid ka kaugemalt.

Kisitooliste ja kaupmeeste alevikuks kujunes see
paik vdlja 1890. aastail. Uut asulat hakati Paluojaks
nimetama selle piiril voolava Paluoja tottu. Seoses
kitsar6opmelise raudtee avamisega aastal 1897,
tekkisid uued asulad ning alevik hakkas joudsalt
kasvama.

Aastasadu on siin tegeletud péllu harimisega ning

Aastal 1914 asutati Abja-Vanam®disa ldhedale
thisettevttena toorlinavabrik, mida peetakse
esimeseks Eestis. Sinised linadied on ka vilja
toodud Abja valla vapil.

Téanapéeval on voimalik Abja keskuses nautida
viikelinna milj66d, kus on mitmeid huvitavaid
vaatamisvairsusi ning hubaseid s66gikohti. Abja
valla loodus on hurmav ning rikastatud mitmete
ponevate looduslike objektide ja
kultuurimalestistega.

Asukoht

@ Abja-Paluoja. Viljandimaa

&
& Yo

Abja
Kuttuurimaja
1ae P x bl
Abja-Paluoja Aja Gimnaasium
=

pamu mrt

1 6}

500 m | -— TR
Coagle ;
= <~ 2000 jlKasrdiandmed 2012 Tele Atiss -

HETKE ILM
Abja-Paluoja, Eesti
357 o Tuut: 4 3.9mis
== 4 CTque;ahedus °C
PROGNOOS:

Kohalik ilm

Siindmused Abjas ja Abja limbruses

Otsi
|

VTeater Muusika Kino Pidu & Klubi Sport Pere ja lapsec P

|

Mulgimaa joukusele andis arengutéuke linakasvatus.

11:00  Mulgi oma alikuul

12:00 Kodanikupéev

17:00 Jaak Kodari luulekogu "Homm...

Griee |

18:00 Kontsert "Muusikute pdev— pi... Karksivalla kultuuri

1

19:00 Paistu rahvamaja naiteringi et... Karksivalla kultuuri..

Karksi valla kultuuri..

Karksi valla kultuuri..

Karksi-Nuia raamat
17:30 Maélumang Karksi valla kultuuri

19:00 Eestifilm 100: "Eestlanna Parii... Karksivalla kultuuri

Kuidas meid kiilastada?

Bussiga Hangi juhised

Abja-Paluoja
| GetDirections |

(&3 Gougle | Gadgets powered by Google
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2. Toitlustus (Catering)

7lbja Maaturism L

€ HOSTEL & Mu lgl Korts

(SL77 e Mulgi Kortsis pakutakse 6dusat olemist koos mulgi toitudega ja meeldiva
teenindusega nii kohalikele kui teelistele. Kohti kuni 60-le kiilastajale.

MULG! KORTS

Asukoht: Pirnu mnt 14, Abja-Paluoja, Viljandimaa

Kontakt: +372 43 60 161 voi +372 502 2121
E-mail: kyllifat]mulgikorts.ee
Koduleht: www.mulgikorts.ee

Kilpkonna trahter

k4’/. éyh s ~~7  Trahter pakub ménusat ajaviidet suvisel hooajal, koos lahke teeninduse,
Trahter maitsvate toitude ja jahutavate jookidega. Kohti kuni 50-le inimesele, lisaks
suveterrass mahutab veel kuni 35 kiilastajat.

Asukoht: Jaama 2, Abja-Paluoja, Viljandimaa
Kontakt: +372 43 45 109 voi +372 56 40 104
E-mail: info[at]kilpkonna.ee

Koduleht: www.kilpkonna.ee G

€ . 3ABIA GUMNAASIUM &e Ab]a Giimnaasiumi sookla
? oo s et r 5

Grupid ettetellimisega kuni 100 kohta

Asukoht: Abja tee 15, Abja-Paluoja, Viljandimaa

Kontakt: +372 4361282
Koduleht: hitp://abjag.vil.ee
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3. Majutus (Accommodation)

7lbja Maalurism

Mulgi Kortsi Kiilalistemaja

Kiilalistemaja pakub teelistele hubast 66maja ning maitsvaid toite.
Hommikusook on hinna sees (serveeritakse kella 07:30 -10:00ni) ning majas on
Interneti piisitihendus. Iga toa juurde kuuluvad WC + duss.

Asukoht: Parnu mnt 14, Abja-Paluoja, Viljandimaa

Kontakt: +372 43 60 161 voi +372 502 2121

E-mail: kylli[at]mulgikorts.ee

Koduleht: www.mulgikorts.ee L]

Paluoja puhkemaja

Paluoja puhkemaja on 6dus retro-honguline majutuskoht otse Abja-Paluojas.
Puhkemajas on kaks magamistuba, puhketuba, k66k, WC ja dusinurk. Korraga
voimalik majutada neli pluss kaks inimest.

Asukoht: Sarja tee 2, Abja-Paluoja, Viljandimaa
Kontakt: +372 5665 4225 voi +372 5665 4200

E-mail: info[at]paluoja.ee

Koduleht: www.paluoja.ee

Abja Opilaskodu hostel

Hostelis on 22 tuba (2- kohalisi 9 tk, 3- kohalisi 9 tk, 4-kohalisi 4 tk). Dus$ ja we
toas voi kahe toa peale. Voodipesu ja kuivatusratikute komplekti laenutus. Lisavoodi
voimalus. Ettetellimisel kuni 60 kohta (6ppeperioodil vastavalt vabade kohtade
arvule).

Asukoht: Staadioni 4, Abja-Paluoja, Viljandimaa
Kontakt: +372 43 47 089 v0i +372 524 6160
E-mail: opilaskodu[at]abja.ee

Koduleht: hitp://abjag.vil. ee

Penuja kiilamaja

Majutus kuni 5-le inimesele, lisavoodi véimalus. K6dginurk, internetiiihendus,
kiilakiik, 16kkeplats, telkimisplats ning grillimise véimalus.

Asukoht: Abja vald, Penuja kiila
Kontakt: +372 43 62 516

E-mail: reet.paju.oo1[at]mail.ee
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4. Vaatamisviirsused (Attractions)

7Abja Maaturism as

Vaatamisvaarsuste

Vaatamisvéidrsustega
tutvudes pea kinni
Igaiihediguse pohimotetest

Abja-Paluoja
Abja-Paluoja asub Halliste iirgoru ldunaserval. Ajalooliselt kuulub Abja Halliste kihelkonda. Esimesed andmed Abja kohta
ist alustas aastal 1853 Abja méisa  hull parun® Reinhold von Stackelberg ning

panncvad aastast 1504. Talude pariseks miii
esimene ostja tuli Mulgi talust.

Veel 19. sajandi kolmandal \urandﬂ | asus praeguse linna alal Paluoja korts, mille juures peatusid Tartumaalt Parnu suunduvad
linavoorid. Kortsi juures peeti Abja siigislaata, mis oli suurim Eesti kariloomade laat. Siia sditis ostjaid Riiast, kes maksid nende
eest korgemat hinda kui kohahlmd lihunikud. Loomi toodi Abja laadale mitte ainult Hallistest, vaid ka kaugemalt. Pirast laata aeti
neid suurte karjadena Penuja kaudu Litimaale.

KisitaSlsteja kaupmeeste alevikulks kujunes see paik vilja 1890, aastail. Uut asulat hakati Ab)a Paluojaks nimetama selle piiril
voolava Paluoja ja kortsi nime jargi. Et 1897. aastal avati is hakkas Abja-P: il Viiandi, Pirmu kui
ka Valgaga, kasvas alevik joudsalt edasi.

Aas!asadu on snn t:gelemd pollll hammsega nmg Mulpmu Joukusele andu arengutouke linakasvatus. Aastal 1914 asutati
mida pee! Eestis. Sinised linadied on ka vilja toodud Abja

Abja-
alla vapil.
Aastal 1925 sai Abja-Paluoja alevikudigused, aastal 1945 aleviks ning aastal 1993 sai linnaks.

A on endine — praegune mis on ehitatud aastal 1929, arhitekt Kuusik. Kulluunmaja

valmis 1958, arhitekt Matteus. Giimnaasiumi hoone valmis 1940, juurdeehitus 1964. Linnas on kolm parki: giimnaasiumi juures,
postkontori juures ja lasteaia juures.

Info:MTU Mulgi Kultuuri Instituut ja Abja Vald

Abja-Paluoja muuseum

Muuseum asutati aastal 1999. Alalises ekspositsioonis on
stendid ja vitriinid - muinasaeg, mulgid, kultuurielu,
haridus, postiteenistus, tuletdrje, lasteaed, sport, haigla,

ST

maisad, jt. b endises Panga /1
hoones.

ht: Posti tn. 3, Abja—Paluoja,
Avatud: K 15.00-18.00
N 11.00-14.00.
Kontakt: +372 5392 6806
k

Abja-Paluoja postkontor

Postkontor on arhitektuurimlestis ja linna kauneim hoone.
Hoone valmis 1929.a. arhitekt E.J.Kuusiku projekti alusel
pansahoonena.

hoonet i
klﬂka!\ls jalihtne hoonemass, mis on lusendamd tumeda!e
uste-
Praegnsem on siilinud suured ]uugendsl\nlls reljeefsed
ahjud, mis on tehtud varvilise glasuuriga ahjupottidest.

Algselt olid all pangaruumid ning iilakorrusel juhataja
korter. Sojajirgsetel aastatel on ka Il korrus
ametiruumideks ehitatud. Hoone esialgset ilmet on

muutud katusekorruse ehitamine korteriteks. Abja Paluoja korts ja postijaam
postkontori ees asub linna keskpark. Vanim hoone linnas, Nimetati Paluoja oja jirgi Paluoja
Info: Abja Vald, Kultuurimélestiste Riiklik Register ja MTC Mulgi kortsiks. Aastal 1919 avati vanas kortsis Abja-Paluoja
Kultuur Institait 6-Klassiline algkool ja aastal 1933 liideti Kaidi algkooliga.

Info:Keskkonnainfo

Abja mois

Varasemad teated Abja moisa (Abia) kohta pirinevad aastast 1504. 17. sajnndﬂ kuulus méis von Fersenitele, pirast Péhjaséda oli
see Carl Magnus von Posse valduses. Selle Rootsi piritolu perekonna kies piisis Abja kuni 1780. aastani, mil halduséigus
maandunik Carl Magnus von Posse poegadelt nende demehele Friedrich Adolph von Stackelbergile ile Liks.

Nihtavasti ei toimunud iileminek ausal teel, mistdttu {iks vendadest Gustav von Posse andis as}a 1799. aastal kohtusse. Possede
kasuks méisteti vilja 38 000 héberubla, lisaks seitse 16 kuni 26 aasta vanust meessoost parisorja.

Uue hirraga polnud rahul ka Abja talupojad. 1798. aastal kurtsid nad Voltveti kértsis oma halba elu Rencéni pirishirrale, Oisu
méisniku vennale Friedrich von Siversile. Tema saatis kohale maandunike kolleegiumi komisjoni. Talupojad ei kaevanud mitte
niivérd méisniku kui méisavalitseja Lofrenz Wissori peale.

Talupoeg Lepa Jaak tunnistas, et seitsme pieva jooksul on teda iiheksa korda pekstud ja maisavalitseja on teinud seda sellise
dgedusega, et selg pragusid tdis nagu puukoor ja augud peas”. Sado Mart oli aga kaheksa pdeva jooksul viis korda peksa saanud ja
seda nii vitste kui ka piitsaga. Valitseja liikkas siiiidistused iimber ja iitles, et olevat kiitunud vastavalt méisniku
instruktsioonidele.

méiéras Friedrich Adolf von Stackelbergile 500 rubla trahvi. Vihane méisnik
poordus keisri poole Stackelbergde maaratud trahv tiihistati ja Sivers tagandati ametist. Halvast iseloomust hoolimata hakkas just

Friedrich Adolph von vilja ehitama.
Senine hirber oli idlik, puust krohvitud seintega. Uus hoone kerkis aga kahekorruselisena ja
Jivikatusega, Ridamis keriis ka pSrvalhooneid, Autast ja Kivitallst ette ansambel. Aida ja

talli vahele ehitati kolonnaad ja selle keskele nelja sambaga kujundatud virav.Otse viravast algas mitme kilomeetri pikkune sirge
allee, mis viis Halliste Pitha Anna kirku )'a pereknnna matmispaiga ehk Solitude juurde.

kuulus i illest ta olid viina- ja llekidk, kaks vesiveskit ja tiks tuuleveski,
magasiait ja mumgene Yoht s o mBisni hoidia oma kilaliste 16bustarniseks metslpom.

Maisnik palkas pargi kujundamiseks aedniku Johann Friedrich Semischi Saksamaalt. Pargi kujundamisele andis hiiid véimalusi
méisasiidant siigav org. Park laienes oru , oru pohjas asetsesid e ja saartega, purrete ja
paadisildadega. Samuti oli seal kaks paviljoni, millest iiht on 1813. aasta paiku nimetatud Jaapani templiks ja teist Luel(s templiks.

T'hte oru nélva kaevati grott. Médistagi istutati kéikjale rohkesti lilli. Efekti méttes toodi suvel kasvuhoonest pottidega vilja ka
agaave, loorberipuid ja noori apelsinipuid. 1813. aastal oli neid mdisas 81.

Vaib-olla sellepirast, et Abja esimene Stackelberg oli siidametu ja toores, on tema jireltulijad rahva millu jiidvustunud hoopi
soojemas valguses. Poeg Georg Gotthard Baron Stackelberg sai méisa enda nimele 1824. aastal, pojapoeg Reinhold (Roman) Johan
‘Woldemar Baron Stackelberg valitses Abjat 1844-1878.

Abja mdisas algas talude raharendile viimine 1836. aastal ning nende piri i Kiitte kuni
mbisate voorandamiseni. 1923, aasta kevadel, kui viimast harrat Charles von i hakati ha jast vilja tostma,
polnud keegl kohalikest nous. uonmpnmmle appi minema.

55 Kkolis mdi: ium ja 1930. aastal Teise jdrel aga lastekodu.
Lastekodu tarbeks ehitati hoone vanem osa 1950. aastatel kahekorruseliseks. 1990. aastatel tegutses hoones piirivalvekordon.
Peahoone vastas paikney kaunis kaaristuga ait on sailinud, selle paariliseks olnud tall-tallakuur on aga hivinud.

Asukoht: Polde kiila, Abja vald, Viljandimaa

E-mail: info[at]abjamois.ee

Koduleht: hitp://wwi.abjamois.ee

Lisainfo 1 ja lisainfo 2

Info: MID Mulgi Kultwuri Insttuut jo Kulturs iste Riklik Regi
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5. Vaatamisviirsused (Attractions) (cont’d)
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6. Aktiivne tegevus (Activities)

7lbja Maaturism

Abja Glimnaasiumi Spordikompleks

Abja-Paluoja kutsub kasutama oma spordirajatisi puhke- ja spordilaagrite
korraldamiseks. Talvisel ajal sportijatel on kasutada 3,5km pikkune suusarada
ning Abja Glimnaasiumis tegutseb ka suusalaenutus. Suvisel ajal on véimalik
kasutada taismootmetes kergejoustikustaadioni ning mangida jalgpalli.
Aastaringselt saab kasutada jousaali, pallisaali, voimlat ning sauna. Kiilastajad on
voimalik majutada Abja opilaskodusse.

Asukoht: Abja tee 15, Abja-Paluoja, Viljandimaa
Kontakt: +372 5597 2631
E-mail: imre.jugomae[at]gmail.com

Koduleht: http://sport.abja.ee/ [I

Sukaharma Mardi talu

Talu tiheks tegevusharuks on hobuste aretus ja miitik. Samuti on
kiilastajatel voimalik ratsutada ja tutvuda ldhemalt hobusekasvatusega.
Vajalik eelregistreerimine!

Asukoht: Veskimde kiila, Abja vald, Viljandimaa.

Kontakt: +372 5664 0002

E-mail: vivian.patune[at]gmail.com

Paudi talu

Abja- Paluojast 4,5 km Sarja poole soites jaab paremat katt Paudi talu.
Selles polises metsatalus on voimalus ndha vanu metsatodriistu ja nende
kasutamist. Talu maadel on ponev matkarada, kus asuvad mitmed
parandkultuuriobjektid.

Asukoht: Veskimade kiila, Abja vald, Viljandimaa.

Kontakt: +372 562 5464 vdi +372 5376 1728

E-mail: ojapera[at]hot.ee

Paluoja puhkemaja

Lisaks majutusele, Paluoja puhkemaja pakub erinevaid ettevotmisi
aktiivseks puhkuseks:

Fotojaht - metsloomade so6gikohad, -liikumisrajad,-elupaigad, lindude
pesitsuspaigad ja tirgne loodus.

Kalastamine — voimalus kalastada paadiga Kariste jarvel. Vajalik
kalastamisluba. Voimalik abistada taotlemisel.

Matkad - loodusmatkad kogenud matkajuhiga.

Jaht - kobras, metssiga ja teised loomad.

Metsaannid - metsaretk erinevate metsaandide korjamiseks.

Vajalik eelregistreerimine! Vajadusel voimalik organiseerida transport.

Asukoht: Sarja tee 2, Abja-Paluoja, Viljandimaa
Kontakt: +372 5665 4225 voi +372 5665 4200

E-mail: info[at]paluoja.ee

Koduleht: www.paluoja.ee
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7. Legendid (Legends)

Abja Maaturism

ad

Legende Abjast

Abja ning selle iimbruse kohta on olemas palju ponevaid ajaloolisi jutustusi. Nii Vanapagana, kes
elas ennemuiste meie maal kui ka Abja méisahdrrad on siiani mitmete legendide peategelasteks.
Allpool on vilja toodud moningad huvitavad jutustused Abja kohta.

Murgised ussid ja erusodur

Vanal ajal pesitsenud Abja moéisa soodes ja
heinamaadel palju miirgiseid madusid. Uhel suvel
olnud neid eriti hulgaliselt. Paljud inimesed said
noelata, mitu neist suri hirmsates piinades.

Sel ajal elas siinmail iiks vana erusodur, kes oskas
paljude lmdude ja loomade keeli. Erusodur sai tanu
oma jal delt teada,
mida ette votta, et inimesed ei saaks enam ussidelt
noelata.

Uhel paeval pani see vana erusddur Halliste joele
palgt peale. See)axel iitles esimesele ussile, kes

joe ddres uudishimulikult tema tegevust
pealt vaatas:“ Kui te, ussid, niitid koik siitpoolt joge,
tile joe voimalikult kaugemale ei ldhe, siis havitan
kogu teie suure soo!“ Seejirel hakkasid maod
kogunema joekaldale. Vana erusodur liks iile palgi
esimesena, tema jarel ussikari. Kui viimane uss sai
iile Halliste joe, siis laks erusodur ruttu iile joe tagasi
Jja vottis palgi Halliste joelt ara, et siud ei saaks enam
tagasi roomata.

Sellest ajast peale ei olnud Abja-poolsel alal enam
ihtegi ussi ja seejarel ei noelatud ka enam inimesi.
Kiill leidus neid aga Pornuse méisa all soodes ja

heinamaadel.

Salme Vainlo < 2008 < Loo pa Abja Keskkooli épilane
Lea Univer Polde kiilast 1948.«1:5&17‘ Lugu on olemas
kdsikirjaliselt Abja Muuseumis.

Jutustus Salme Vainlo raamatust ;Mulgimaa Volu ja Valu*®
(Abja : Kodukuru, 2011).

Turske toémees ja tsemenditiinn
Abja mmsaharral ohkogu aeg mmsahoonetejuum

midagi
jallegi toomehed kohale Vahtejaharral oli
di jal juba i kohale varutud, samuti
1iks suur ja raske tsemenditiinn. Ka té6mehed olid
siinsamas platsis ja ootasid moisaharra korraldusi.

Moisaharra pani tdhele, et iiks turske toomees imetles
tema suurt tsemenditiinni. Toomehe pilk radkis
iseenda eest, mees tahaks suurt tsemenditiinni
kangesti endale. Knllap tal on majaehitus pooleli ja
tsemendiostmiseks ei jatku raha,” métles maisaharra.

6L ha Hea nali oli teda
d nagu kurat valku. Méisahdrra

pakkus valja:* Kui tsemenditiinni ilma abita 6lale
votad ja turjal koju viid, on tsemenditiinn sinu oma.
Minu kasi selle peale!” Turske sell vottis moisahdrra
lahke vastu. Ta haaras tugevate
toomehekatega tiinnist kinni ja taris selle koigest joust
punnitades oma turjale. Vaarudes astus ta esimesed
sammud, koigile oli selge, et see mees tsemenditiinniga
koju ei joua.

Moisaharra oma sak kril ja 166!

oli tuntud 1

ol +

e 3e

s
Vanapaganate uhine leivalabidas
Vanal, hallil ajal, kui meie maal elasid veel

vanapaganad, asus ka Koodiorus iiks Vanapaganate
pemkond Teine sarvikute perekond elas Abja maoisa

1ahistel Pérgupedakus. Molemad p d olid
vagavaeeed,lausa nii vaesed, et nedohkahe

peale iiks leivalabidas. Eks
p:dxdln vanapaganate naised seda iiht leivalabidat
omavahel jagama.
Tavaliselt votsid d lei
ette tihel ja samal paeval Seda tegxd nad )argmwe]h
Kui Koodi :
valmis ja lukanud selle labid. ah)u
1aks ta 6ue jal labida Porg;

oma naabrinaisele. Tol perenalsel olnud lexvapats juba
valmis voolitud, kibekdhku asetas ta selle leivalabidale
ja lmgatas ahju. Niitid 1aks see perenaine jooksujalu
éue ja lennutas paevinainud leivalabida tagam tasasn

u See kordus korda, }
leiba olid P ised valmis linud
Niil i leivalabidat Koodioru ja Porgu ”
vahet senil kui need o d |
elasid. ei olnud naabrinaiste

vahel leivalabida parast xmugexd tiilisid. Leiba )atkus
ja ka leivalabidas pidas vastu. Kuid mida kunagi ei !
saabunud, see oli joukus, teist leivalabidat ei suudetud
muretseda. i

; |

Sabme Vainlo <2005< Lea Univer Példe kiilast Porgupedaku

ldhistelt, kirja panasud 1948. aastal. Lugu on olemas !
kdsikirjaliselt Abja Muuseumis.

Jutustus Salme Vainlo raamatust ,Mulgimaa Vélu ja Valu*
(Abja : Kodukuru, 2011).

=1
-
Abja punased tulid moisa ule votma
Revolutsiooni ajal tekkis Ab)a punastel plaan Abja
mais tile votta. Tol ajal oli ju méis see koige kurja juur
Jja esmajoones ihuti ikka tema peale hammast. Vihal
lastl keeda, aga salajas loodeti moisa veunkeldnt
r ja koht head-p tais . Moisast

loodeti segaduse kaxgus ka midagi tarvilikku kaasa
krahmata, kasvéi haraline kahvel.

. Moisapoisid said Abja-Paluoja kortsis punaste

plaanist haisu ninna ja radkisid sellest saladuskatte
t all parunile. Uheskoos peeti plaani ja voeti punaste
riinnaku vastu abin6u tarvitusele.

~  Kui Abja punaste kaltsakate vagi piki jarvekallast

- jalgtee mooda maest iiles vooris, siis vottis neid vastu
noor parunihdrra koos turskete moisapostega.
Kaitsjad hoidsid rinna kérgusel koormavaltaid.
Paruni kaskluse peale tormasid kaitsjad
koormavaldastega punaste poole ja triigisid nad
jarsust madest tagurpidi alla. Loomulikult ei tehtud
kellelegi viga, koik toimus suure nalja, naeru ja kisa
saatel.

Abja, kal vagi pani p ikka

kannul, vaarus turske t66mees Abja alevi poole. Tikuti
oja silla kdetoe najal ta korraks seisatas, et hinge
tommata. Moisaharral oli juba heameel, et niiiid jaab
tsemenditiinn siiski temale. Kus sa sellega! Turske sell
ainult nit tiinni p i oma olale ja

vaarudes edasi. Té5mees tassiski tsemenditiinni seljas
koju.

Ab)a moisahdrra pidas oma lubadust. Ta kostis:“Tubli
miis, niiid om tsemenditiinn sinu oma ikki kah!*

Salme Vainlo < 2008 < Ain Laidvee Példe killast< tema isa
Pecter Laidvee Példe kiilast.

Jutustus Salme Vainlo raamatust ,Mulgimaa Vélu ja Valu“
(Abja : Kodukuru, 2011).

, kust nad olid tulnud, moéisakaitsjad
hirmsa lusaga pogenejate kannul Parast oli kogu tee
pogenejate jalavarje tdis, suurem osa neist katkised ja
ladpa tallatud.

Parast seda vagi kelkisid moi d palju
aastaid Ab_]a konsls Abja laadal oli sam\m luskumm
jana le ajasid ked moisap

oma rinna ette ja togasid Abja punaseid. Vaatasid
nende jalavarje ja teatasid:“ Kas mette sia es unetenu
oma jalavarjud mede Moisamae alla, tule vaata perra,
vedeleve teise tii ddren iite poosa viiren, apneve saal
vihma kidhen, kennigi noid ei ta’a.“

Salme Vainlo < 2008< Liidia Liiber-Radbanik-Niin
Abja-Paluojalt.

Jutustus Salme Vainlo raamatust ,Mulgimaa Vélu ja Valu“
(Abja : Kodukuru, 2011).
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8. Retseptid (Recipes)

7lbja Maaturism &

Mulgi toidud

Mulgimaalt levis iile Eesti verivorstide s66mine, seente tarvitamine, liha suitsutamine, ning ka tangu-kartuli
segapuder (mulgi puder) ja tangudega kapsad (mulgi kapsad).

Mulgimaal kiipsetati palju liha- ja silguleiba, karaskit ning korpe. Kanepiseemnetest tehti voi, rasva ja piima
aseainet. Kanepitempi madriti leivale ning sellega taideti ka pirukaid.

Suvisel ajal s66di tihti kamatoite. Kamajahu segati kiilma ro6sa voi hapupiimaga, taariga, rokaga voi
kanepipiimaga (kanepijahu segati veega). Igapaevaseks joogiks oli taar (kuuma veega segatud odrajahu
voi linnasejahu kurnati ning lasti seista paar pdeva) ning peojoogiks oli mulkidel olu.

Info: Haapsalu Kutsehariduskeskus ja KdtlinBle

Kartuli-tangupuder
ehk mulgipuder 4

2 dl odratangu
1,2 kg kartuleid
umbes 0,75 1 vett
(1dl piima)
soola

250 g suitsuliha v6i -peekonit
2 suuremat sibulat <

Pese tangud labi ja pane vaihemalt paariks tunniks
likku. Koori kartulid ja 16ika paksemateks viiludeks,
pane koos veega keema.

Méne minuti parast lisa ka leotatud tangud ning 3
hauta tasasel tulel, kuni tangud on pehmed. 3
Vajadusel lisa keemise ajal vett juurde. |

Kui tangud-kartulid pehmed, lisa piim (see ei ole
kohustuslik) ja sega kéik suure puulusikaga segi voi
tambi pudrunuiaga iihtlaseks.

Haki suitsuliha ja sibulad viikesteks kuubikuteks
ning prae monusalt kuldseks. Tosta pudrule silmaks.
LSoovi korral v6id liha-sibula segada ka pudru hulka.

Retsept ja foto: Ulle Jukk

-

ot

Vana hea odrakarask

4 muna

50 g void

0,5 1 keefiri voi petti
1 tl soola

& 2 sl suhkrut

“@i> . 1tlsoodat

5 odrajahu

e

Munad kloppida suhkru ja soolaga lahti, lisada
sulatatud voi ja keefir. Lopuks segada juurde
soodaga segatud jahu. Jahu lisada silma jargi, tainas

boedsshrdsubaniboo] stbsnten e fiodnnd

lusikaga segatav. 3

Valada tainas vormi (suurus umbes 32 x 22 cm) ja
kiipsetada 180 kraadi juures 25 kuni 30 minutit.

| Retsept ja foto: Ulle Jukk 2

idsjades

o
Mulgikapsad

1 kg hapukapsaid - &
500 g pekiga labikasvanud
a
5 pipratera
2 dl odratangu
Vett
Soola
Suhkrut

Pane kapsad, viikesteks tiikkideks 16igatud liha ja
pipratered potti. Kalla peale tangud ja niipalju vett,
et koik toiduained oleks kaetud.

Lisa ca 1 tl soola ning seejarel hauta kaane all
madalal kuumusel umbes 2 tundi, kuni ained on
ilusti pehmed (segada pole vaja). Hautamise
vahepeal jalgi, et potis oleks vihemalt méne
sentimeetri jagu vett.

Maitsesta valmis kapsad 16plikult soola ja suhkruga
ning serveeri keedukartulitega.

Retsept ja foto: Ragne Vark

Kamavaht

400 g kohupiimapastat
200 ml vahukoort

3 spl suhkrut

1 tl vanillisuhkrut

3 spl kamajahu

1 tl pressitud sidrunimahla

Vahusta mikseriga vahukoor suhkru ja
vanillisuhkruga, sega hulka kohupiim ja kamajahu.
Piserda kamavahule maitse tdiustamiseks hulka
sidrunimahla. Jaga kamavaht kausikestesse ja
serveeri.

Retsept ja foto: Ragne Virk
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9. Kontaktid (Contacts)

Abja Maaturismi Infopunkt

Infopunkt jagab tasuta turismialast informatsiooni
ning siit on véimalus osta suveniire, tellida retkejuhti
voi giidi, ekskursioone iimbruskonnaga tutvumiseks
ja tirglooduse matkasid. Infopunktis on olemas
interneti- ja telefonitihendus.

Asukoht: Pirnu mnt. 10, Abja-Paluoja, Viljandimaa
Avatud: E-R 09.00 - 15.00
L, P- suletud
Kontakt: +372 436 4195
E-mail: turism[at]abja.ee

Kirjuta meile

e
(==

Abja
Kuftuurimaja
e .

,5 ~eski
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10. Lisainfo (Additional information)

7lbja Maaturism LR

Abja-Paluoja Mulgimaa
Abja Vald Mulgimaa Infoportaal [ ]
Abja Mais Mulgimaa Arenduskoda i

: ; o Mulsi gI :

bia Gii _—— leks 3 Karkis: Rriia Thsimii 1
Abja Noortekeskus [] Mulgi Raudtee
Im"l !] . I; ]. ] ] !Z-l. i. E-- i]' ] . I (pdf)
Abja Tehnikaring [
Eesti Giid: Abia-Paluoi
Varia
Puhka Eestis

tuurimalestiste Riiklik Resi

Puhkus Eestis i
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