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WINE TOURISM IN SPAIN:  

THE CASE OF THREE WINE REGIONS 
 
 
AUTHORS 
Abel D. Alonso1 (a.alonso@ecu.edu.au) 
Martin A. O’Neill 
 
1 School of Marketing, Tourism & Leisure 
Faculty of Business & Law, Edith Cowan University 
Joondalup, WA 6027, Australia 
Tel: + 61 8-6304 5047, Fax: +61 8-6304 5840,  
 
 
ABSTRACT: 
By far the main focus of contemporary wine tourism research has been in ‘New World’ 
regions. Indeed it appears that wine tourism research in ‘Old World’ wine countries is a 
very recent phenomenon, very much under development in many regions. The present 
study adds to this underdeveloped body of research in that it addresses wine tourism 
development across three prominent ‘Old World’ Spanish wine regions. A total of 
seventy six wineries participated in the study and respondents’ answers and comments 
to date indicate that while many of the participating wineries are several generations, or 
centuries, old, wine tourism appears to be in its ‘tentative’ stages, that is, starting to gain 
momentum. 
 
Also, respondents’ answers demonstrate that visitation among overseas visitors is very 
minimal. Clearly, many of the wineries or the wine regions are far from Spain’s coastal 
areas, where tourism concentrates, and follows the ‘traditional rituals’ of sun and beach 
activities. However, in a country with a very large foreign tourist contingent such as 
Spain, this finding also illustrates the existence of an almost totally untapped market, 
and suggests potential commercial opportunities for Spanish wineries. Such an 
argument is particularly valid, as in the last decade, rural and agri-tourism have been 
developing in the nation to cater for a diverse tourist market. In addition, 72.3% of 
respondents indicated that their wineries are open to the public mainly to generate 
interest for their wine brands among visitors, and another 59.2% use the cellar door to 
educate customers, thus demonstrating wineries’ longer-term strategy to ‘convert’ 
visitors to loyal consumers. These results are not different from other wine tourism 
studies. However, given the critical role tourism plays for Spain’s economy, with over 
50 million visitors per year, these findings can have important implications for the wine 
industry in many of the nation’s wine regions.  
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WINE TOURISM DEVELOPMENT IN SLOVENIA 
 
 
AUTHORS 
Štefan BOJNEC1 (stefan.bojnec@fm-kp.si) 
Igor JURINČIČ2 (igor.jurincic@turistica.si) 
 
 
1 University of Primorska, Faculty of Management Koper 
Cankarjeva 5, SI-6104 Koper p.p. 345 
2 University of Primorska, Faculty of Tourism Studies Turistica 
Portorož 
 
 
 
ABSTRACT: 
Wine tourism development in Slovenian wine regions is analyzed and compared with 
similar research on determinants for life-cycle of wine tourist products and growth of 
wine tourist providers in world class tourism and wine tourism destinations (Getz & 
Brown 2006). The high quality of wine production is an important element for initial, an 
introductory stage in wine tourism development. In the second stage of development a 
part of wine production is sold in a bottled form as well as there are introduced 
additional offers, which lead to a shift from traditional winery into an open winery with 
wine sales. In the third stage, progress made in wine quality and growth in winery 
progress follows, which requires improvements in marketing. This is accompanied with 
investments into tourist accommodation facilities in the winery to provide an additional 
employment of other members of households for tourism activities. Finally, in the 
fourth mature stage of wine tourism development, tourist activities become the main 
source of income for the winery, which requires establishing of family or similar run 
firm, which is engaged in tourism and wine marketing at domestic and international 
markets. At the same time tourist supply is becoming more specialized targeting 
different segments of wine tourists such as activities for lovers of culture, families, 
active tourism, cycling, lovers of nature, and similar. In this developed stage, the tourist 
supply is well integrated into a tourist supply of the destination. This means that from 
the initial wine farm it becomes one of the important players and innovators of tourist 
supply in the tourist destination. The life cycle of wine tourist product and growth of 
wine tourist providers are analyzed in the case of Slovenian wine region. The 
importance and growth of wine tourism product and wine tourism providers will be 
quantified by the investigation of the number of wineries and employees in wine 
tourism, the number and diversification of recognized and specialized tourist products 
in association with wine tourism (e.g. wellness, ecological and similar tourism), the 
significance of wine sales in the wineries and wine exports, the use of different 
marketing tools and the role of wine consortiums. 
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NEW WORLD AND MEDITERRANEAN WINE 

TOURISM:  

A COMPARATIVE ANALYSIS 
 
 
AUTHORS 
Steve Charters (stephen.charters@reims-ms.fr) 
 
Reims Management School, 59, 
 rue Pierre Taittinger, 51100 Reims,  
tel. +33 3 26 77 52 30  
 
 
 
ABSTRACT: 
Contextually, wine tourism seems underdeveloped in Europe – even though wine has a 
long history there. This paper will examine the future for wine tourism research in the 
Mediterranean region given that, until now, there has been a greater focus on New 
World, particularly Anglophone, countries.  Based on an analysis of past research the 
paper therefore highlights potential inter-cultural similarities and differences and offers 
suggestions for future research programmes. 
Specifically, the following will be explored: 
1. Different production contexts.  In New World countries many wine regions have 

only developed in the last 30-50 years, with the resulting ‘pioneer spirit’ influencing 
the co-operative and dynamic approach to wine tourism.   

2. Related to this, the use of appellation systems to guarantee regional quality may 
affect how wine tourism is viewed (both operationally and for branding). This links 
to the effectiveness of regional branding. 

3. Consumption patterns are changing, with expansion in New World countries and 
rapid reductions in Europe. This may be linked to the use of wine as a lifestyle 
product, which in turn is attached to the lifestyle pursuits of travel and place-
attachment. 

4. Attitudes to land ownership and use vary – based on differing views of individual 
ownership and community benefit. 

5. It has been suggested that small European wine producers, who sell wine at their 
property, often do not think that they are involved in wine tourism. This idea bears 
further research. 

6. In the New World wine tourists seek an overall experience rather than just a focus 
on wine.  The existence of this attitude in the Mediterranean region could be crucial. 

7. Possibly, in Europe, producer wine tourism involvement only develops when there 
is a drop in sales, and is only used to prop-up economic activity rather than for long-
term branding. 
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WINE TOURISM POTENTIAL OF THE AEGEAN COAST 

OF TURKEY:  

A REGIONAL APPROACH 
 
 
 
AUTHORS 
Dundar Denizer 
Erdem Korkmaz 
 
Anadolu University, Turkey 
 
ABSTRACT: 
Turkey is one of the most important countries in the field of viniculture. The reason for 
this suggestion comes from some numbers:  in world rankings Turkey is 5th in total 
vineyard area, with 600.000 hectare, and 6th in grape production. However, most of the 
harvested grapes are being used for consuming as table grape, raisin, drying and making 
molasses. Only 2 % of the grapes harvested in Turkey are used to produce wine, and the 
60 million liters of wine Turkey produces makes up a meer 2% of the world’s total 
production. 
 
Most of the Turkish citizens prefer drinking rakı or beer than wine – annual 
consumption of wine is 6.8 liter per citizen. The consumption figures in Turkey are very 
low when compared with French (65 liter), Spain (39 liter) and Greece (31 liter). The 
low level of wine consumption in Turkey could be explained, in a large extent, to 
religious inhibitions. The proclamation of the Turkish Republic in 1923 lead to the 
repeal of the inhibition of wine production and consumption in 1926. Thereafter, 
Muslim entrepreneurs became interested in wine production, which had been strictly 
limited to those citizens of Greek and Armenian decent. 
 
Turkey’s most developed and productive wine regions are Marmara, Aegean, Central 
and Southeastern Anatolia.  It is the aim of this study to examine Aegean viniculture. 
Although Aegean is better known for it’s production of dried and table grapes, it 
accounts for 20% of Turkish wine production.  The most prestigious grape in the region 
is the “Bornova Misketi”, cultivated around Đzmir by a member of the Muscat family.  
Other types of grapes from this region are Carignan, Grenache, Merlot, Cabernet 
Sauvignon, Shiraz, Chardonnay and Semillon which are foreign origin grapes and some 
indigenious ones like Çalkarası and Sultaniye. Additionally, in the 1990’s Sevilen, 
established near Ovacık/Çeşme, and Pamukkale in Denizli spearheaded varietal 
(monosepaj) wine production. Today, traditional small scale wine production continues 
in some villages and towns.  The most well known are Şirince, which is located near 
Đzmir, and Gökçeada and Bozcaada islands on the North Aegean. 
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WINE ROUTES IN SPAIN. A STUDY OF CASE 
 
 
AUTHORS 
Tomás J. López-Guzmán Guzmán (tomas.lopez@uco.es) 
Juan Rodríguez García (juan.rodriguez@uca.es) 
Sandra María Sánchez Cañizares (sandra.sanchez@uco.es) 
 
University of Córdoba (Spain) 
Postal Address: C/ Adarve, 30. 14071-Córdoba (Spain) 
 
 
 
ABSTRACT 
Spain is a country with an enormous wine-growing tradition and with a huge tourist 
industry, although it has not made the importance of wine tourism profitable, up to now, 
as much as other geographical areas have. Thus, it was not until the year 2000 that 
different official wine routes seem to appear (at the moment, there are 13), with the 
objective, among all others, of helping develop rural areas where wine producing is of 
crucial importance, and of offering other options to the traditional sun tourism. In this 
paper we present an analysis of wine tourism in Spain in the idea that wine (and 
regional cuisine) may be, and very frequently is, the main attractive to visit a certain 
area, and it is not necessarily a secondary (and complementary) activity of the trip. 

 
In order to investigate this, we present the results of an empirical study carried out in 
one of the official wine routes of Andalusia, a region in Spain with a very important 
tourist activity based on sun tourism and on its rich heritage. We analyzed how this 
tourist route is bringing out worth-to-note socioeconomic changes to the geographical 
area, and helping identify at the same time the main pros and cons. Our methodology 
consisted of the realization of a field study based on a questionnaire to the companies 
involved in the wine route in order to know their opinion about the impact and influence 
of the route. 
 
The main results of the study show the necessity to consolidate the development of such 
routes by means of the collaboration between public institutions, and by means of 
getting all the different social actors involved, in order to make the tourist product even 
more attractive. 
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ENTREPRENEURSHIP IN WINE TOURISM 

DEVELOPMENT: THE CASE OF THE SOUTHERN 

ITALIAN REGION OF CAMPANIA 
 
 
AUTHORS (will not be able to come) 
Alessandra Mancino (a.mancino@irat.cnr.it) 
Francesco Rapone (f.rapone@irat.cnr.it) 
 
 
IRAT-CNR, Naples, Italy 
 
ABSTRACT 
There is a plethora of definitions of the concept of “entrepreneurship” and of the 
“entrepreneur” in the literature. However, actually, it is unanimously recognised that 
entrepreneurship is engine of economic development and the entrepreneurs play a 
central role in this process. Josef Schumpeter is surely among the economists who 
significantly contributed to the theory of entrepreneurship, by maintaining the equation 
entrepreneurship-innovation, and remarking the nexus between entrepreneurship and 
economic development (Schumpeter, 1911). His assumptions are milestones in the 
research on entrepreneurship, insomuch as the Schumpeterian tradition has had the 
greatest impact on the contemporary entrepreneurship literature (Audretsch, 2002). 
According to Schumpeter, entrepreneurial activity is, by definition, creative, and 
entrepreneurs are agents of change by introducing innovation (Schumpeter, 1934). 
 
The ever increasing demand for new types of tourism makes tourism a dynamic industry 
in which a high degree of involvement is needed by the entrepreneurial sector, in order 
to meet tourists requirements with new products and services. Wine tourism has 
showing significant growth, particularly in the Mediterranean countries. It can notably 
contribute to the development of tourism destinations, both by attracting more visitors 
and extending the length of stay and spending of visitors. This is particularly valid for 
Southern Italy as it boasts of the most ancient tradition in wine production and is 
endowed with valuable natural, cultural and historical resources. 
 
The general purpose of the paper is to gain insights on the state of wine tourism 
development in the Southern Italian region of Campania, and identify possible areas of 
intervention for further growth. Our work is developed by an extensive literature 
analysis and an empirical research with a questionnaire to a representative sample of 
Southern Italy entrepreneurs of wine/tourism sector. Specific attention is devoted to the 
analysis of the personality traits of the wine tourism entrepreneurs, their motivations 
and work experiences. In fact, according to Lafuente and Salas (1989) personal 
characteristics of entrepreneurs are relevant factors in the study of entrepreneurship, 
since they influence entrepreneurial behaviors and activities. 
 



International Conference on Tourism Development and Management  

Kos Island, Greece  

11-14 September 2009  
 
 

Session: Wine tourism in the Mediterranean 

 8 

 

WINE TOURISM IN GREECE:  

THE CASE OF THE WINE ROADS OF NORTHERN 

GREECE 
 
 
AUTHORS 
Thomas Mavrodontis1 

(mavrodon@gmail.com) 

Spiros Avdimiotis1 
Christina Bonarou2 

Evangelos Christou3 
Athanasios Dermetzopoulos1 
Kevin Fields4 
 
1 Alexander T.E.I. of Thessaloniki 
2 Panteion University 
3 University of Aegean 
4 University of Gloucestershire ABSTRACT 
 

ABSTRACT 
Cultivating the vine and producing wine has a long tradition in Greece. Archaeological 
findings confirm that these activities date back at least four thousand years ago.  Greek 
mythology is replete with deities such as Dionysus and other beings such as the Satyrs 
that were connected with the production and consumption of wine. Rituals and 
festivities such as Panathenea, the Eleufsis Mysteries were events where feasts attracted 
people in great numbers. Wine was also consumed in great quantities in symposia and 
other social gatherings. Since antiquity and to the present day, there are regions in 
Greece that are renowned for producing grapes and wine. Among these regions, 
Northern Greece is established as one of the areas where high quality wine is produced.  
 
Although, most vineyards and wineries have been open to the public, this was not done 
in a systematic way. Wine tourism was virtually unknown in Greece until the beginning 
of the 1990’s. The first such attempt was materialized by 28 winemakers, who 
established in 1993 the Wine Producers Association of the Vineyard of Northern 
Greece.  The prime initiative of this association was the development of the network 
with the trade name “Wine Roads of Northern Greece”. Eight separate and distinct 
routes were selected traversing the whole Northern Greece, from the region of Epirus to 
the North-West, the region of the Greek Macedonia, in the middle and the region of 
Thrace in the North-East. A mall part of Northern Thessaly is also included as part of 
the Wine Road of the Olympian Gods.  
 
This paper describes the past, the present and the future of this initiative, which, so far, 
has shown a potential for further development.  
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WINE AND SUN AND SEA TOURISM PRODUCT – 

FRUITFUL RELATIONSHIP OR IMPOSIBLE DREAM? 
 
 
AUTHORS 
Mili Razovic1 (mili.razovic@dalmatia.hr) 
Renata Tomljenovic2 (renata.tomljenovic@iztzg.hr) 
 
1 Tourism Board of the Split-Dalmatia County 
2 Institute for Tourism, Zagreb 
 
 
 
ABSTRACT 
Croatian Adriatic is well developed tourism destination with over a century of tourism 
tradition. With the rapid increase in tourism demand since 1950s many have abandoned 
traditional activities, particularly vineyards and turned to tending to the visitor needs. 
This trend was reversed during the early 1990s when tourism came to a halt, owning to 
the armed conflict. Residents have revived their age honored tradition of grape growing 
– cleaned up old and degraded and planted new vineyards – out of which a new wave of 
entrepreneurs, willing to invest in winery as a primary entrepreneurial activity and 
striving to gain high quality and market reputation for their wines. This task was made 
easier by the fact that the region is nation-wide at least recognised for the quality red 
wine and local variety of grapes. With the tourism demand restoring quickly after the 
cessation of war activities and renewed wine production, it would be reasonable to 
expect that wine tourism would develop quickly. The paper investigates the issues and 
challenges faced by wineries from the entrepreneurial perspective proposed by Getz and 
Brown (2006a) based on the survey of 30 winery operators in the Middle Dalmatia. The 
preliminary results (available by the end of July 2009) are to be discussed and compared 
to other similar destinations based on the winery life-cycle proposed by Dodd and 
Beverland (2001). The results will fill the gap in the literature not only regarding better 
understanding of wine tourism and entrepreneurship in wine tourism development but in 
terms of understanding the compatibility of wine tourism with the dominant 
Mediterranean tourism product – that of the sun and sea.  
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WINE TOURISM IN ITALY. 

NEW PROFILES, STYLES OF CONSUMPTION, WAYS 

OF TOURING 
 
 
AUTHORS 
Maria Francesca Romano (m.romano@sssup.it) 
Michela Natilli (m.natilli@sssup.it) 
 
Scuola Superiore Sant’Anna 
Piazza Martiri della Libertà 33 - 56127 Pisa 
 

 

ABSTRACT 
In 2008, for the first time, Italy produced more wine grapes than France. The 20% of the 
word production (33% of the European Union production) is Italian. 

This interesting news is strongly related to the greater importance that this market has 
for Italian agricultural production, and, above all, for the Italian GDP. The annual wine 
production is on average of 51 million hectoliters, 33% of which are exported. 
Moreover, wine sales proved the most lucrative for the Italy wine market in 2008, and 
the performance of the market is forecast to accelerate, for the five-year period 2008-
2013. First exporting country for quantity (Italy exports on average 18 million 
hectoliters per year) only 1,200 out of 770,000 firms can reach the international market. 

In this picture, the importance of wine in Italy is not only related to production and 
consumption but also to the attractiveness of this product so connected to the territory. 
Wine tourism in Italy represents a very important source of income for small firms and 
generally for regions.  Apparently around five million people contribute about 2.5 
billion euro to wine making territories, according to data published after Biteg 2008. 

In this paper the focus will be not on the quantification of the number of wine tourists, 
but we will try to make an “identikit” of the potential wine tourists in Italy, highlighting 
not only the demographic characteristics, but also the attitudes, values and the 
connection among wine, food, territory, art and culture and how this connection creates 
a virtuous circle for promoting new perspectives in tourism preferences. 

Data from different sources will be presented: starting from data on wine production, we 
present some data on tourism in Italy, and we try to identify some very important 
connection among different kinds of tourisms, with a special focus on Tuscany. 
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WINE TOURISM IN MEDITERANNEAN: SETTING THE 

SCENE 
 
 
 
AUTHORS 
Renata Tomljenovic (renata.tomljenovic@iztzg.hr) 
 
Institute for Tourism, Zagreb 
 
 
 
ABSTRACT 
The session about wine tourism in Mediterranean was inspired by the early 
collaboration of the Institute for tourism with the Slovenian colleagues at Turistica 
University as a bilateral research project funded by the Croatian and Slovenian 
governments. The early investigation of the literature on the topic quickly revealed the 
gap in research with respect to the wine tourism research in the region of Mediterranean 
and our own primary research revealed that the region’s wine tourism is difficult to 
compare to the New World countries.  
 
The aim of this brief introductory presentation is to give an overview of the background 
to the project, the ideas that we have discussed over the time and to set up the scene for 
the work of this wine-tourism group.  
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WINE PRODUCERS’ PERCEPTION OF WINE TOURISM 
 
 
AUTHORS 
Güven Sevil  
Hilmi Rafet Yüncü(hryuncu@anadolu.edu.tr) 
 

Anadolu University, Turkey 

 
 
ABSTRACT 
Wine tourism is significant part of both wine and tourism industries. There are many 
definitions about wine tourism in literature. Most of definitions have different point of 
view to wine tourism. For the purpose of this paper, wine tourism is defined a marketing 
opportunity for wineries to educate, and to sell their products, directly to consumers. 
Wine tourism also facilitates producer–consumer interaction and involves education 
about and experience of wine products and wine regions including local cultures and 
winescapes. Wine tourism can be the core business for many small wineries. For others 
wine tourism may be secondary part of their business operation, though potentially 
serving roles as a sale channel a promotional channel and or a means of educating the 
customer. Wine tourism is therefore an important component of the potential marketing 
and selling mix of wineries and wine businesses. For small wineries wine tourism is an 
opportunity for increased margins and brand awareness. On the other hand for large 
wineries wine tourism is extra costs and management time. 
 
The aim of this study is determining perceptions of wine producer about wine tourism. 
It is important because wine producers are an important part of wine tourism. Due to 
importance, wine producers’ perceptions are a determinant of wine tourism success for 
a region. A questionnaire is applied to wine producers in Turkey. There are 101 
registered wine producers in Turkey, and they are grouped according to production 
volume. In this study firstly a factor analysis will be applied to results and then 
ANOVA analysis will be applied to determine differences between groups. 


