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Introduction
It has been well established in wine tourism literature that tourists visiting wine regions are
interested in more than just tasting wine. They want to experience regional history and values; they want to
feel how the wine reflects its natural and cultural place of origin. They want to come away with a greater
understanding and appreciation for winemaking and viticulture of the region. In other words, tourists want
a broad-based, authentic, layered experience which will be memorable long after the wine has been tasted.
A winery’s physical landscape, in combination with the constructed environment (structures of the winery)
are integral to the overall impression of the winery, the wine itself, and the experience gained and taken
away afterward. The current study aims to add to the literature in this field by exploring these ideas more
deeply. Specifically, this conference paper – although a brief introduction to the topic – seeks to delve into
a role of winery landscapes in the visitor’s evoked, expected, and remembered experience.
1. Contextual Setting
Destination scenery has been found to profoundly influence tourists’ perceptions of a destination
(e.g., Echtner & Ritchie, 1991; Nadeau et al., 2008). Furthermore, aesthetically appealing landscapes are an
integral ‘pull’ factor that attracts tourists to visit a destination (Cutler & Carmichael, 2010).
Wine tourism, in particular, relies on the appealing nature of the aesthetic physical environment for
attracting tourists (Brown & Getz, 2005; Carmichael, 2005; Bruwer & Alant, 2009). Bruwer and Alant
(2009) found that the most highly rated regional characteristic of both first-time and repeat tourists was the
“scenery and landscape, views, mountains,” (p. 251). Brown and Getz (2005) demonstrated the importance
of the natural landscape in attracting and motivating tourists to engage in wine tourism. Similarly,
Carmichael (2005) found that the rural landscape was rated as being a highly important factor in positively
influencing visitor enjoyment. Ultimately, there is consensus amongst scholars that the aesthetic appeal of
a destinations landscape is a critical experiential factor for tourists.
The U.S. millennial generational cohort has received much attention in the past couple of decades
from both academia and the wine industry alike for being the next promising wine consuming cohort after
the baby boomers. In reality, however, recent trends have demonstrated that millennials are not drinking as
much wine as expected. Various reasons are speculated - from competition from craft beer and cocktails to
the continued legalization of recreational cannabis in several states (McMillian, 2019). While there is an
impetus to foster increased wine consumption amongst millennials, there is an even greater need to
encourage millennials to engage in wine tourism, especially since the majority of small-to-medium sized
U.S. wine producers rely on the direct-to-consumer sales channel (i.e., tasting room sales, wine club
memberships) for selling wine (McMillian, 2019). Although prior wine tourism literature has demonstrated
the importance of a destinations landscape, previous research has yet to specifically investigate millennials
perceptions of the aesthetic wine landscape. Thus, the purpose of this study is to gain insights into younger
tourists’ preferences and attitudes towards wine landscapes.
2. Method
2. 1. Sample
The data were gathered from two studies examining millennials’ attitudes towards wine landscapes.
The samples were drawn from the students enrolled in wine business classes at a large U.S. southwestern
university. The reason for recruiting students was for the sample to be representative of younger wine
consumers with at least marginal interest in wine. Demographic data collected showed that all participants
belonged to the generational cohort of millennials and the vast majority visited at least one winery in the
past.
2. 2. Data Collection
Both studies were qualitative in nature – Study 1 was based on 17 individual interviews; Study 2
incorporated an open-ended online survey of 40 respondents and follow-up group discussions with the same
participants. Crucially, both studies incorporated visual methodologies (photo elicitation) for two major
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reasons. First, due to the proliferation of the internet and multimedia technologies, today’s world is
becoming increasingly saturated with visual simulations; and younger consumers – the targeted population
for this research – are most susceptible to the visual content. Secondly, the topic under investigation is
largely visual; thus the researchers’ expectation was that by incorporating photo elicitation, different layers
of data meaning can be discovered.
The key difference between the ways of integrating visual methods into the two studies was the
source of visual stimuli. For Study 1, each participant was asked to choose three photos of landscapes that
appeal to them and bring them to the interview. The participant-generated photos prompted more
comprehensive discussions during the interviews as the photos evoked deep emotions, stories, and ideas
based on latent memories.
For Study 2, participants were introduced to five (5) researcher-initiated photos of wine landscapes
that were offered for participants’ analysis. The photos were selected to be representative of different wine
landscapes – from traditional farming to modern landscapes. Generally speaking, a landscape includes
natural/physical elements, such as mountains, rivers, or vegetation, as well as man-made features, such as
buildings or structures. Thus, to control for ecological validity of the study, conscious effort was made to
select photos illustrating different types of buildings (wineries), namely château, modern, traditional, rustic,
and urban. To overcome the possible effect of fatigue and repetition, 40 participants were randomly broken
into groups of eight (8) and asked to provide their response to only one photo – first, in an open-ended online
survey and then in a follow-up group discussion.
2. 3. Data analysis
The data were audio-taped and transcribed. Comparative pattern analysis was employed. First, the
researchers independently analyzed the data to capture emerging themes. The developed common themes
were subjected for cross-validation by the coordinating researcher and a list of conclusions was developed.
Next, the researchers met to discuss the findings; the themes were revised and further refined. This twostage approach offered a high level of investigator triangulation and allowed for several layers of discovery
in the material. The themes were classified into content areas expended on in the discussion that follows.
Exemplary verbatim quotations (either ideas repeatedly emerging or especially illuminating ones) are
included to highlight the points being made. For the purposes of this conference paper, the discussion is
limited to only four, most prominent, themes discovered.
4. Findings and discussion
4.1 Expectations of experience
Perhaps the most representative theme that emerged in both studies was the notion that a landscape
almost immediately evokes an expectation of the experience at the winery. The experience can be different
– pleasant, casual, relaxing, welcoming (or not). For example, modern and traditional buildings and their
corresponding landscapes were perceived as offering a friendly, hospitable atmosphere at the winery,
offering a “jeans- and sweater- kind of experience”, which most respondents appreciated:
“It feels welcoming; it’s like going to someone’s house”
“A place to bring a dog and hang out with friends”
On the contrary, reacting to a landscape picturing a château winery, participants expected their experience
to be sophisticated but also intimidating to a degree, which is likely to be due to the natural lack of wine
knowledge and wine tourism experience among young consumers:
“I feel like I need to take classes before I can visit this place”
“It makes me feel small”
“This looks too big to me”
Yet, regardless of the building type and the landscape features, the impression of the experience is
formed almost instantly. In terms of the desired experience, virtually all participants wanted to have a
relaxing, peaceful, calm, and tranquil time at the winery. Many stories associated with the participant-
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selected photos revealed that childhood experiences evoke feelings of comfort, happiness, contentment,
nostalgia; and people project those feelings on to landscapes that look like places where those positive
childhood memories were formed. Tourists expect the same scope of feelings for their visits to wineries.
4. 2. Natural setting
Although different tourists are attracted to different types of landscapes, based on what makes them
feel comfortable or ‘at home’, a common theme seems to be that the architectural structures are more
appealing if they are in tune with the natural setting. Virtually all respondents emphasized the importance
of having grapes, vines, or at least “something green” as part of a winery landscape:
“I see myself enjoying drinking wine while looking out on a beautiful view with hundreds of miles
of grapes and vines”
“When I picture a winery, it’s out away from things. It is isolated, it is “one with nature.” I like
nature, I like the outdoors”
“The proximity of the vines appeals to me… it’s the sensory experience. You can touch them, smell
them; it adds to the experience; it elevates the product. You appreciate the wine more when you can
see and understand where it comes from.”
In contrast, when there were no vines in the photo (urban winery), it was perceived as a disadvantage:
“It does not even look like a winery; it feels like a craft brewery. It does have its own urban appeal,
but it’s just a place to hang out”
4. 3. Associations with quality of wine
Interestingly, another association that the participants formed based on their perceptions of
landscapes was an expectation of the quality and the style of wine. To illustrate, for the rustic farming
landscape, participants expected wine to be “simpler, lighter styles; perhaps even sweeter wines”, whereas
for the château winery, the wines were immediately assumed to be expensive (“I would visit this place with
the richest people I know”). Again, because the urban winery did not have a ‘real winery” appeal, its wines
were also perceived as cheap; lesser quality; strange; even “mac-and-cheese wines.”
4. 4. Gender differences
Most of the women interviewed drew on their backgrounds, interests, and childhood memories
when describing the landscapes; whereas almost all of the men seemed to focus on the more abstract ideas:
their standards for a winery, their expected or imagined experience at that winery. Men much less frequently
incorporated their own personal experiences into their reasons for choosing the landscapes they selected;
and they were more likely to approach the idea of the winery as a business opportunity. Women, on the
contrary, focused largely on the feelings that the landscapes triggered in them, on the harmony of the
landscapes with the natural setting, and other similar sensory associations.
Conclusions
This current research targeted millennials, because although they drink wine, they are not
necessarily wine tourists, and they very rarely think of themselves as such. Anecdotal evidence shows that
when millennials visit a winery, it’s generally for an event such as a wedding or a concert. They rarely go
just for a tasting experience. Inquiry reveals that this may be due to a lack of discretionary income and
possibly time, as well as the fear that their natural (due to young age) lack of wine knowledge may make
them feel out of place or intimidated at many wineries, as illustrated in the discussion presented here.
However, the data examined in the two studies informs that the structures of a winery, within the winery
landscape, may attract them to visit if the anticipated experience conforms with ideas centered around
comfort, nostalgia, relaxation, and/or enjoyment. Millennials, accustomed to easily accessing online
information on their mobile devices, are likely to look up the winery before deciding to visit and may (or
may not) be attracted based on the images they see. Significantly, we found that it is important for the winery
building to be harmonious with its natural setting; to look like it belongs in its space. The building, as an
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integral part of the landscape, has the ability to capture the atmosphere and to portray the image of the
winery, and to induce this currently underrepresented market segment to become dedicated wine tourists in
the future.
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Introduction
The strong link between wine and its territory of origin was first introduced with the Classification
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of the Wines of the Gironde in 1855, presented during the Exposition Universelle de Paris. This system
paved the way for the current quality scheme of Protected Designations of Origin and became an important
marketing tool for the region. The development of new, affordable means of transport and the general
increase of interest in wine further boosted the creation of a tourism flow toward wine producing regions
(Hall et al., 1996) that became an important resource for rural development and, on a smaller scale, a crucial
direct-sales channel for local producers (Getz and Brown, 2006). In the last decade, the impressive
expansion of the wine tourism sector led it to become the core for of several wine regions’ destination
brands, attracting thousands of travelers every year (Getz, 2000; Mitchell & Hall, 2004). Indeed, wine
became an important reason for travel (Garibaldi et al, 2017).
According to Hall et al. (1996), the term wine tourism refers to travel experiences (wine festivals,
visitation to vineyards, etc.) primarily motivated by the willingness to taste local wine and/or to experience
the attributes of the grape. However, the great differentiation of the supply has led wine tourism to develop
synergies with other sectors such as food (Getz et al., 2014) giving rise to gastronomic tourism experiences:
indeed, the term gastronomy encompasses not only culinary elements but also typical beverages as local
wines (Kivela and Crotts, 2006). As a consequence, a wider range of market segments other than wine
conoisseurs and wine lovers is attracted by wine and gastronomic experiences, extending the definition of
‘wine tourist’ also to people not having a specific knowledge of wine and winemaking (Sigala and Robinson,
2019). Wine tourists are essentially cultural tourists, educated and with a lifelong desire to learn, who are
willing to experience not only wine, but also local food directly in its context as cultural expression of the
place visited and of its heritage (Croce and Perri, 2010; 2017). In this framework, the sector moved towards
the creation of ‘memorable experiences’ rather than just quality services (Pine and Gilmore, 1998). The
cultural dimension, authenticity and memorability are in fact crucial factors triggering wine tourism
demand, overcoming the high-quality of wines (Dowling and Getz, 2006; Kim and Bonn, 2016). In the case
of ‘Old World’ wine producing countries, food and wine have always been an integral part of the
population’s identity since the ancient Roman Empire (Capatti and Montanari, 2006): in 2010, the
Mediterranean diet has been declared a UNESCO Intangible Cultural Heritage of Humanity in 2010
(UNWTO, 2017). In this connection, food and wines represent for local tourism a tangible resource to
convey the intangible elements of the ‘common heritage and collective identity’, defined as ‘Milieu’ (Croce
and Perri, 2010). Tasting a wine or a typical recipe right in the place where it was born, in fact, generates a
feeling of uniqueness that can be leveraged to create a competitive advantage and place-attachment by
meeting customer’s ‘Myth of Oedipus’, i.e. the need to perceive a sense of belonging with a place (Croce
and Perri, 2010).
This explanatory study aims at investigating a recent model of wine and gastronomy tourism
experiences offered in Barcelona (Catalunya, Spain). Specifically, we try to define the profile of the
customer of such products considering demographics, education level, wine habits and wine-tours features
preferences. Accordingly, the research questions are the following:
RQ1:Who is the customer of wine and gastronomic tours offered in the city?
RQ2: Do customers’ wine habits affect their profile preferences for specific tour features? i.e., do
this type of wine and food experiences attract wine tourists? The study contributes to improve existing
knowledge about the wine tourism sector and its recent developments in ‘old world’ wine producing
countries, analyzing the emerging trend of oeno-gastronomic city tours. Information collected will provide
a better understanding about who is the customer of such tourism products and what is he looking for.
1. Wine tourism moves to the city: the case of Catalunya
Spain is a leading country for tourism: in 2017, the Nation ranked second as arrivals and
international receipts, hosting 82 million international tourists who spent a total of 68 billion US$. The total
contribution of travel and tourism to the whole economy Gross Domestic Product (GDP) was of 195.4
billion US$, corresponding to 14.9% of GDP.1
1
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Catalunya appears to be the strongest Spanish region, with tourism accounting for 12% of regional
GDP2 and a major share of the Catalan tourism flow concentrated in Barcelona. The province alone, from
2008 to 2013, generated a total of 62 billion US$ corresponding to the 69% of the overall richness produced
by the Catalan region through tourist activities3. Currently, tourism sector accounts for more than the 14%
of Barcelona’s GDP. With respect to wine, Spain has established itself as one of the big players in the sector,
with the world’s largest area under vine – almost 970 thousand hectares – and a wine production that in
2018 exceeded 40 million hectoliters4. Moreover, the Country ranked first worldwide for export volumes
(23.2 million hl) and third for export value (3,2 billion US$)5. In this framework, the destination brand
‘Barcelona’ – born in 1992 with the Olympic games (Duran, 2005) – developed a multifaceted identity
combining cuisine, leisure, seaside, business, shopping, art and architecture (Ashworth and Kavaratzis,
2010). Local Destination Management Companies (DMCs) and tour operators are currently fostering the
combination of tourism, wine and local food (tapas and paella) which is implicit in the Mediterranean
culture of the city. Indeed, these operators developed a wide offer of one day and half-day tours to
neighboring wineries (i.e. Penedès, famous for Cava) next to few hours activities related to food and wines
offered within the city. The latter became a tool to immerse short-stay tourists into a ‘local’ and ‘authentic’
atmosphere with a multidisciplinary approach.
2. Data collection
Data have been collected among a sample of participants in food and wine tours provided in
Barcelona through a self-administrated questionnaire delivered before the experience. Both tapas and wine
tours have been included in the study: the former is a gastronomic tour offering tasting of local food (tapas)
paired with local wines while wine tours comprehend walking wine tours and wine tastings in the city as
well as daily trips to neighboring wine regions. Data collection lasted 4 months, from April to July 2017,
therefore the analysis focuses on the high season period and no seasonality effects are considered. A total
of 293 questionnaires have been collected, 63 are from customers of wine-themed experiences and 230 from
participants in the tapas tour. The questionnaire included: i) socio-demographics (age, gender, occupation,
education, country of origin), ii) psychographic information (frequency of wine consumption; frequency of
wine purchase; frequency of participation to wine events as wine festivals – Yuan et al. 2005), iii) interest
in visiting a wine region in the next three years (5-points scale), iv) travel information, and v) the importance
of 10 selected tour features (7-points scale ranging from ‘not important’=1 to ‘extremely important’=7).
Questions were adapted from literature on wine tourism related to wineries and wine festivals
(Alebaki & Iakovidou, 2010; Marzo-Navarro & Pedraja-Iglesias, 2012; Alant & Bruwer, 2004; Alonso et
al., 2007; Charters & Ali-Knight, 2002). Customers were also asked to indicate if they traveled to wine
regions or joined a wine tour before the experience as characterizing features of wine tourists (Nella &
Christou, 2014; Hall, 1996).
3. Methodology
Descriptive statistics were analysed to highlight the main characteristics of the sample. As the study
focuses on customers of oeno-gastronomic experiences in the city, questionnaires from one-day tours to
wine regions have been excluded from further analysis (n=287). The reliability of the 3-items scale to
measure wine habits (WH), which included frequency of buying wine (WH_1), drinking wine (WH_2) and
of attending wine events (WH_3), was assessed through Exploratory Factor Analysis (EFA) and Cronbach’s
alpha. The factor analysis extracted one component explaining 73% of the variance, with Cronbach’s alpha
above the recommended acceptable threshold (α = 0,81 > 0,70). Similarly to previous studies (Giampietri
2
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et al., 2019; Nella and Christou, 2014), a hierarchical cluster analysis was performed to segment the sample
based on wine habits (WH) adopting Ward Method as clustering algorithm and Euclidean square distance.
A two-step cluster with Akaike Information Criterion (AIC) was also performed to validate the results
obtained. Differences between customers’ profile and tour features preferences based on wine habits clusters
have been further explored through crosstabs and verified through chi-square, ANOVA and post-hoc tests.
4. Who is the customer of wine and gastronomy city tours?
The average customer is a woman aged from 41 to 60 years old (46%), employed, traveling with
her partner or accompanied by family members. The educational level is high, with most customers being
in possession of a college degree (53%) or post graduates (36%). There is a strong prevalence of customers
traveling from the United States (68%) while a minority comes from other Countries. Coherently with
Eurostat statistics6, the majority of tourists is staying in Barcelona for a few days: over a half (51%) is
staying less than 3 days and 36% from 4 to 7 days (Table 1).
Despite in this context gastronomic tours – as the tapas tour – seem to be preferred by tourists
(78.5%), the average level of interest to wine is rather high: indeed, more than half of participants declared
to drink wine (51%) and to buy wine (60%) from often to regularly and they sporadically participate to wine
events (Table 2).
It is worth noticing that over half of the sample (51%) has purchased a wine tour before and over
the 80% has previously traveled to a wine region, so a share of wine tourists is present in the sample (Table
1). Coherently, interest in visiting a wine region in the next 3 years is rather high (Table 1). In general, most
customers were traveling to Barcelona for the first time (85%).
With respect to tour features (Table 3), a relaxed atmosphere, the variety of wines tasted, food and
wine pairings and improving personal knowledge about local wines appear to be the most important. As
well, being guided by a Sommelier or a wine expert received a mean rating over 5. Interest in winemaking
as well as in the combination of wine with art or open air and cultural activities, instead, recorded lower
frequencies for high ratings.
5. Segmenting the sample based on wine habits.
As the focus of the analysis is on wine and gastronomic tourism in the city, customers of tours to
wine regions have not be considered in this analysis and 6 cases were excluded (n=287). Both the
hierarchical and the two-step cluster analysis performed on wine habits (WH, see Table 2) identified 3
different clusters including 55.7% (n=160), 31.7% (n=91) and 12.5% (n=36) of cases respectively (Table
4). According to ANOVA results, the difference between the mean of each cluster and the other two with
respect to wine habits is statistically significant at p<0.01. cluster 1 is the most represented, showing a mean
score for wine habits close to that of the sample. cluster 2 is composed by individuals with wine habits
ratings above sample’s mean while the mean for cluster 3 is 1.6 points lower than the average score of the
sample.
The three clusters have further been characterized by using cross-tabulations and chi-square tests.
Among socio-demographics and psychographic variables age, education, occupation, interest in visiting a
wine region in the next three years, type of tour purchased (i.e. tapas or wine city tour), having visited a
wine region or attended a wine tour show statistically significant differences among clusters with
significance p<0.05 or lower (Table 4). No statistical significant differences emerged for travel information.
Results of the ANOVA test for the ten tour features explored revealed that the mean score of almost
all the variables changes significantly among different wine habits clusters, exception made for the inclusion
of art and cultural or open air activities – as the visit to historical monuments or museums – which were
generally attributed with the lowest importance. Food and wine pairings appear to be relevant for wine tours,
being highly rated by both cluster 1 (5.2) and cluster 2 (5.4) (Table 6). Nevertheless, statistically significant
differences are observed only for cluster 3, the lowest in terms of wine involvement, compared to cluster 2
6

Eurostat. Tourism trips of residents (aged 15 years or more), 2016

10

and 1 while no significant distinctions can be noticed among cluster 2 and 1.
Description of clusters
Cluster 1 – The cultural wine tourists
This segment is likely to be interested in wine as part of the culture of the region visited rather than
on the product itself. Indeed, such customers consider food and wine pairings to be more important
compared to cluster 2 while the relevance of trying a wide variety of local wines (5.5) to improve their
knowledge on the topic (5.3) guided by an wine expert (5.2) is 0.3 and 0.2 points lower respectively.
Statistically significant differences, however, exist only with cluster 1. Group’s mean score for wine habits
is 3, meaning that such tourists purchase, drink wine and participate to wine events occasionally. As most
of them are average to highly interested in visiting a wine region in the next 3 years and over the 84% has
already traveled to a wine region, they can be defined as wine tourists. Considering also their profile, which
is that of a 41 to 60 years old traveler, employed and highly educated, they could fall into Hall’s segment of
wine interested (Hall, 1996).
Cluster 2 – Potential wine lovers
Looking at the remarkable interest in wine and the high group score for wine habits, which is 1
point above the sample mean, such tourists can be defined as potential wine lovers. In fact, their profile
corresponds to that of a mature traveler (41 to 60 years or older), highly educated, employed or retired, who
is likely to be a frequent wine consumer and buyer and that participates to wine events on a frequent basis.
Indeed, the 87% has already visited a wine region and will most probably to do again in the near future
(44% of 5 ratings, Table 5). Moreover, for 70% of the respondents in this group this was not the first
experience with wine tours. Accordingly, this cluster shows the highest incidence of customers from wine
tours (27.5%) compared to cluster 1 (18%) and 3 (8%). This group also attributed the highest ratings to tour
features related to wine knowledge compared to the other two clusters, i.e. tasting a wide variety of local
wines (5.8), tasting of high quality wine (for example, vintage wines) (5.4), improvement of personal
knowledge about the topic (5.6) while being guided by an expert (5.4) (Table 6). According to post-hoc test,
though, mean score differences on tour features are statistically significant only compared to cluster 1.
Cluster 3 – Convenience wine drinkers
The smallest group, cluster 3, is most likely composed by younger travelers with a college degree
who see wine and gastronomy experiences as an alternative way to have fun on a trip. When on a wine tour,
they see as most important a relaxed atmosphere (4.8) and the possibility to drink many different wines
paired with food tastings (4.4) while learning about winemaking and wine quality scored the lowest mean
ratings (lower than 4). Differences in tour features are statistically significant with both cluster 1 and 2, with
lower importance scores assigned to almost all the variables considered. Coherently, the group score for
wine habits is the lowest (1.7, see Table 4) and unsurprisingly, even if more than a half of the sample has
already traveled to a wine region before (53%, see Table 5), they have low or no interest to repeat the
experience in the near future. Also in the considered context, almost the totality of the group opted for the
tapas tour (92%).
Conclusions, practical implications and future research agenda
This exploratory study provides insights on the emerging model of wine and gastronomic city tours,
with an ‘Old World’ wine producing country as case study. Results revealed wine tourist to be attracted by
gastronomy and wine related experiences while traveling to major city destinations, highlighting the
presence of different market segments who are looking to experience wine in different ways, also combined
with local food. Information collected can be useful to actors of the tourism sector to structure and target
such tourism products and represent a starting point for future investigations on larger samples to better
characterize market segments, identify motivations and culture-dependent differences in consumers’
behavior.
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Appendix
Table 1 Description of the sample: profile of the respondents.

Tour

Gender

Country

Age

Frequenc
y

%

Frequenc
y

%

Tapas

230

78.5

Friends Advice

40

13.7

Wine Tasting

51

17.4

Website Selling Tour

105

35.8

Penedes

4

1.4

Online Reviews

25

8.5

Wine City Tour

6

2.0

Travel Package

18

6.1

Priorat

2

0.7

Travel Agency

105

35.8

117

39.9

Male

How did you
find the tour

Education

152

51,9

No

141

48,1

Alone

9

3.1

Female

176

60.1

Usa

198

67.6

Travelling with

Australia

36

12.3

Friends

66

22.5

Canada

16

5.5

Family

101

34.5

Other

43

14.5

Partner

99

33.8

Group

18

6.1

Yes

249

85

No

44

15

<3 Days

11

17.5

<25

34

11.6

25-40

74

25.3

41-60

135

46.1

>60

50

17.1

First time in
Barcelona

Length of stay
Occupation

Yes
Ever joined a
wine tour before

Student

27

9.2

4-7 Days

43

68.3

Employe
e

176

60.1

> 7 Days

9

14.3

Self Employed

39

13.3

Unemployed

7

2.4

Yes

237

80.9

Retired

44

15

No

56

19.1

< High School

1

0.3

Single

67

22.9

Ever visited a
wine
region before

Marital Status

14

High School

32

10.9

In A Couple/Married

217

74.1

College/University

155

52.9

Separated/Divorced

6

2

Post Graduate

105

35.8

Widowed

3

1

1
Never

2
Rarely

3
Sometime
s

4
Often

5
Regularl
y

Mean

SD

9.2

9.6

30

20.8

30.4

3.5

1.27

Frequency Wine Events
Note: n=293

Table 2 Wine habits: descriptive statistics.

2
Rarely

3
Sometimes

4
Often

16.0

28.7

37.2

15.0

WH_2 Frequency Buy Wine (%)

3.4

9.6

27.0

WH_3 Frequency Drink Wine (%)

9.2

9.6

30.0

Wine Habits (WH)

WH_1 Frequency Wine Events (%)

1
Never

5=
Regularly

Mean

SD

3.1

2.60

1.02

33.8

26.3

3.69

1.13

20.8

30.4

3.70

1.07

Note: n=293.
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Table 3 Tour features: descriptive statistics.
1= No
importance

2

3

4

5

6

7= Max
importance

Mean

SD

Sommelier/Wine Expert Guide (%)

4.8

2.7

7.5

15.0

23.5

22.9

23.5

5.1

1.62

High Quality Wines (%)

5.5

4.8

13.0

22.2

28.7

15.7

10.2

4.5

1.55

Wines Variety (%)

2.7

1.7

5.1

11.9

19.1

31.7

27.6

5.5

1.55

Food-Wine Pairings (%)

3.4

2.4

7.8

17.4

18.8

30.4

19.8

5.2

1.53

Relaxed Atmosphere (%)

2.0

1.0

3.1

12.3

14.7

32.4

34.5

5.7

1.36

16.0

14.3

15.7

23.5

11.6

11.6

7.2

3.6

1,81

Visit Winery and Vineyard (%)

3.8

4.1

9.2

20.1

25.3

20.5

17.1

4.9

1.56

Cultural/Open Air Activities (%)

7.2

7.5

13.0

19.1

22.9

19.5

10.9

4.5

1.70

Learn About Winemaking (%)

6.8

7.8

14.3

25.3

19.5

17.1

9.2

4.3

1.64

Get to Know Local Wines (%)

3.1

1.7

5.5

17.7

22.9

25.3

23.9

5.3

1.48

Art (%)

Note: n=293

Table 4 Clusters profile: wine habits
Cluster

Wine Habits

Mean
St. Dev

1
(55.7%; n=160)

2
(31.7%; n=91)

3
(12.5%; n=36)

Sample

3.1 2;3***

4.3 1;3***

1.7 1;2***

3.3

0.41

2;3***

0.33

1;3***

0.38

1;2***

0.92

Note: n=287. *** p<.01; **p <.05; *p<.10. Numbers 1,2 and 3 identify the clusters.

Table 5 Clusters' profile: socio-demographic and psychographic characteristics.
Cluster

Age (%)

Occupation (%)

Chi-square test

1
(55.7%)

2
(31.7%)

3
(12.5%)

Total

Value

p

<25

8.8

4.4

44.4

11.8

53.4

0.00

***

25-40

26.3

25.3

25.0

25.8

41-60

50.6

41.8

27.8

44.9

>60

14.4

28.6

2.8

17.4

Student

7.5

3.3

33.3

9.4

40.7

0.00

***

Employee

65.6

59.3

44.4

61.0

Self Employed

10.6

14.3

13.9

12.2

Sign
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Education (%)

Unemployed

2.5

0.0

5.6

2.1

Retired

13.8

23.1

2.8

15.3

< High School

0.6

0.0

0.0

0.3

High School

10.6

11.0

11.1

10.8

College/University

50.6

47.3

80.6

53.3

Post Graduate

38.1

41.8

8.3

35.5

Tapas

81.9

72.5

91.7

80.1

Wine Tours

18.1

27.5

8.3

19.9

1

8.1

1.1

36.1

9.4

2

11.3

2.2

22.2

9.8

3

31.9

28.6

27.8

30.3

4

22.5

24.2

5.6

20.9

5

26.3

44.0

8.3

29.6

Yes

84.4

86.8

47.2

80.5

No

15.6

13.2

52.8

19.5

Yes

48.1

70.3

13.9

50.9

No

51.9

29.7

86.1

49.1

Tour (%)

Interest in Visit a Wine
Regions - Next 3y (%)

Ever Visited A Wine Region
(%)

Ever Joined A Wine Tour (%)

15.4

0.02

**

6.6

0.04

**

63.1

0.00

***

29.2

0.00

***

34.0

0.00

***

Note: n=287. *** p< .01; **p < .05; *p< .10. Numbers 1,2 and 3 identify the clusters.

Table 6 Clusters profile: preferences for tour features.
Cluster

Sommelier/Wine Expert Guide

Mean
St. Dev.

High Quality Wine

Mean
St. Dev.

ANOVA

1 (55.7%)

2 (31.7%)

3 (12.5%)

F

Sig.

5.2 3***

5.4 3***

4.11;2***

9.3

0.00

***

1.45

1.53

2.14

4.6 3**

4.6 3**

3.9 1;2**

3.2

0.04

**

1.44

1.45

2.03
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Wines Variety

5.5 3***

5.8 3***

4.4 1;2***

1.37

1.14

2.03

5.4 3***

5.2 3***

4.4 1;2***

1.39

1.43

1.96

5.8 3***

5.9 3***

4.9 1;2***

St. Dev.

1.26

1.11

1.94

Mean

3.8

3.7

3.2

St. Dev.

1.76

1.84

1.92

5.0 3***

5.0 3***

4.1 1;2***

1.48

1.57

1.67

5.3 3***

5.6 3***

4.1 1;2***

1.37

1.37

1.68

4.4 3**

4.4 3*

3.7 1**;2*

St. Dev.

1.60

1.63

1.74

Mean

4.6

4.3

4.5

St. Dev.

1.62

1.79

1.56

Mean
St. Dev.

Food-Wine Pairings

Mean
St. Dev.

Relaxed Atmosphere

Art

Visit Winery/Vineyard

Mean

Mean
St. Dev.

Get to Know Local Wines

Mean
St. Dev.

Learn About Winemaking

Cultural/Open Air Activities

Mean

12.1

0.00

***

6.2

0.00

***

9.0

0.00

***

1.5

0.22

5.9

0.00

***

14.8

0.00

***

3.2

0.04

**

1.3

0.27

Note: n=287. *** p< .01; **p < .05; *p< .10. Numbers 1,2 and 3 identify the clusters.
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Introduction
France, the number one tourist destination and second largest wine producer in the world (OIV,
2017), was visited by 10 million wine tourists in 2016. A constantly growing number of wine tourists visit
the country’s 17 wine regions: between 2009 and 2016, their number has increased from 7.5 million to 10
million, which represents a total profit of 5.2 billion € (www.visitfrenchwine.com). The number of foreign
wine tourists, about 42% of the total, shows the biggest growth: +40% since 2009 (compared with +29% of
French wine tourists). About half of them are Belgian and British. But customers from more distant markets,
particularly Asian, who are increasingly interested in wine-related activities, are expected to contribute to
the development of the sector (www.visitfrenchwine.com). Alsace, the third most visited wine region in
France after Bordeaux and Champagne, which has a common border with Switzerland and Germany, is
particularly concerned by the increase of foreign visitors, who represented around 60% of the day-trippers
and 30% of the tourists in 2017 (ORTA, 2019). The region encounters, at the same time, a decrease in the
wine sales by volume. Furthermore, the Alsace suffers from a lack of research. Very few documents and
data about wine tourism practices are available to wine sector professionals (Orta, 2016, 2019; Atout France,
2010). For these reasons, we decided to focus on the Alsace wine region for this study.
The great diversity of wine tourism activities on offer in Alsace allows visitors to enjoy a “multitude
of experiences”, from wine tasting visits to the discovery of the wine route. These experiences, increasingly
sought after by the consumers (and especially by the tourist-consumers) are relevant in the promotional
messages of the Alsatian wine destination: “When wine becomes a journey in
itself…”(www.vinsalsace.com); “A sensory treat in every sense of the term. The Alsatian wine Route is a
magical trail running for almost 170 km (…). Enjoy a great outing in Alsace’s wine producing region!”
(www.experience.alsace); “The Rendez-vous with the Alsatian Grand Cru Wines”, “Take the time to share
a unique, unforgettable experience “(www.parenthèse-vigneronne.com) …
The creation and the management of experiences have been studied by the academic research since
Holbrook and Hirschman integrated “emotions, feelings and fun” in the consumption field (Holbrook and
Hirschman, 1982a, 1982b; Schmitt, 1999; Hetzel, 2002). The four-dimensional model of Pine and Gilmore
(1998, 1999), created a few years after the appearance of this new theory, heralded a new era: the
“experience economy”. Since then, the experience concepts have been used to develop and analyse new
trends in consumption, particularly in the leisure and tourism fields, where experience is of prime
importance (Pearce et Moscardo, 1986; Cohen, 1988 ; Arnould et Price, 1993 ; Debenedetti, 2003; Mc
Kercher, 2006 ; Bourgeon et al., 2006 ; Mossberg, 2007 ; Hollenbeck et al., 2008 ; Camus, 2010 ; Pallud et
Elie-Dit-Cosaque, 2011 ; Kreziak et Frochot, 2011 ; Graillot et al., 2011 ; Houge Mckenzie et Kerr, 2014 ;
Minkiewicz et al., 2014 ; Jong-Hyeong et Soocheong, 2016).
But paradoxically, despite its hedonistic and emotional nature, wine tourism has been little studied
through the lens of experiential theories (Bruwer et Alant, 2009 ; Pikkemaat et al., 2009; Cohen et Ben-Nun,
2009 ; Quadri-Felliti et Fiore, 2012 ; Vo Than et Kirova, 2018). Moreover, inclusion of intercultural context
in research on wine tourism would be useful: according to the National Conferences of Wine Tourism
(2018), the improvement of knowledge about wine tourism “is the prerequisite to achieve competitivity
advantage and attract more clienteles” (Atout France, 2018, p.6). Twenty levers were identified for
developing wine tourism in France in the coming years. Among them, the one is to do more research on
“expectations of foreign clienteles”, “distribution in the different markets” and “KSF of wine tourism”
(Atout France, 2018, p. 6).
In this perspective, our objective is to question whether experiences expected by the foreign wine
tourists differ from those expected by the French ones. Our exploratory study of the Alsace wine region
was realised in 2017. It was based on mixed-methods data (Aldebert et Rouzies, 2014): after collecting
qualitative data (17 interviews with the main wine tourism stakeholders of the region), we were faced with
new questions for which quantitative data were necessary (survey about expectations and behaviours of
wine tourists, collected from potential wine tourists). We obtained information which contributes to a better
knowledge of the wine tourism experiences offered and demanded in the Alsace wine region. The most
recent statistics about the Alsace wine region (ORTA, 2019), which highlight the increase in foreign wine
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tourists visiting this destination, emphasize the relevance of an intercultural approach.
1. Theoretical frameworks
Following the turnaround generated by the introduction of emotions, hedonism, social and
psychological behaviors in the consumption field, Pine and Gilmore (1998, 1999) created a new economic
model based on experience which presents 4 dimensions (the “4 Es”: educational, esthetic, entertainment,
escapist experiences). The model involves the connection of the consumers to the experience environment
(absorption/immersion) and their engagement in the experience (active/passive participation). The aim of
the experience is for it to be a memorable event. This memorability can for example be improved by staging
the experience (Filser, 2002), and by acting on the interactions Product-Object-Situation, in which the
consumer is more or less active (Caru and Cova, 2006, 2007). The successful experience, which is subjective
by nature (Caru & Cova, 2002), needs a continual dialogue between offers and demands. The consumer’s
experience must be taken into consideration (Roederer, 2012). This requires more knowledge about the
motivations and expectations of the customers.
The consumption experience is increasingly investigated in tourism academic research, due to the
need to conciliate experiential offers with the economic logic. However, it can rarely be found in the wine
tourism academic studies, where segmentation, satisfaction, motivations and definition of wine tourists are
still the most important fields of studies (Hall et al, 2000; Charters et Ali-Knight, 2002 ; Hall et al., 2000 ;
Mitchell et Hall, 2006 ; Galloway et al., 2008 ; Getz et Carlsen, 2008). The four-dimensional model of Pine
and Gilmore can be found in few studies about wine tourism (Bruwer et Alant, 2009 ; Pikkemaat et al., 2009
; Cohen et Ben-Nun, 2009 ; Quadri- Felliti et Fiore, 2012 ; Vo Than and Kirova, 2018). It was recently used
by Vo-Thanh and Kirova (2018) who completed the Quadri-Felliti matrix (Quadri-Felliti & Fiore, 2012) by
doing a netnographic study of wine tourists’ experiences in the Cognac region.
In France, academic research on wine tourism is still at its beginnings (Charters et Menival, 2011;
Cogan et al., 2016; Haller et al., 2015 ; Bourgoin, 2015; Vo-Thanh and Kirova, 2018). More precisely, there
is no study investigating the alignment of wine tourism experiences offering with wine tourists ‘expectations
in general, and more specifically with foreign wine tourists ‘expectations. Generally speaking, there is a
need to broader the body of knowledge on how the wine tourism offer could be impacted by intercultural
factors. Therefore, we propose to contribute to the body of knowledge on development of wine tourism
experiences by considering the expectations of wine tourists in the Alsace wine region, with a special interest
for international wine tourists. The objective is to identify differences in the expectations of foreign/French
wine tourists.
2. Methodology of research
2. 1. Context: the Alsace wine region
In 2018, the production of wine in Alsace was the highest of the last 10 years with 1 180 568 HL.
By contrast, the sales by volume were around 909 067 HL, which represents a drop of 6,8% in the last 3
years. 75% of the production is sold in France and 25% goes to the export markets where the decrease is the
most severe (-7,6%). Within the three denominations “Alsace, Crémant and Grand Cru”, only the Crémant
showed an increase in the exported volumes (+2,9% in the last three years - CIVA, 2019).
Alsace is the third of the most successful French wine tourism areas with 16,9% of the wine tourists,
just after Bordeaux (with 18%) and Champagne (with 17,2%) (Atout France, 2016). With its rich wine
traditions, dating from the 10th century, the Alsace wine region extends along one of the most picturesque
French wine routes. The “Route des vins d’Alsace” meanders through the vineyards for 170 km and has just
been labelled “Vignoble et Découverte” (Atout France, 2019). About 120 wine producing villages
(including the most beautiful in the Alsace) and more than 100 places of interest can be seen along the route.
Around 900 winemakers welcome people for wine tastings (CIVA, 2019), and many wine tourism activities
are available, such as “Become a grape-picker for a day”, “Aperitif chez le vigneron”, gastronomic walks
in the vineyard, bike trails, pedestrian paths through the wine area, wine fairs or picnics organised by the
winegrower (Route des Vins d’Alsace, 2017).
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In 2017, as we collected data about wine tourism experiences in Alsace, very few statistics were
available (especially about foreign wine tourists) and they could not give a clear picture of wine tourists in
Alsace. The number of foreign tourists staying in hotels along the wine route was estimated to be 45% of
the total tourists (ORTA, 2016). The statistics about the overall destination Alsace showed that 28% of the
tourists and 57% of the day-trippers were foreigners (ORTA, 2017).
More data were published since 2018. Based on statistics from the years 2016-2017, they complete
the information above and give a clearer picture of wine tourists in Alsace. According to the regional tourism
observatory (ORTA), the “discovery of vineyards, cellars and wine” involved 9% of the total visitors of
Alsace (1% of the day-trippers and 21% of the tourists - ORTA, 2019); only 24% of visitors on the Alsatian
wine route took part in an activity related to wine, while around 50% visited the typical villages/towns and
33% museums and heritage sites. According to the tourism observatory, 29% of the wine tourists visiting
the “Route des vins d’Alsace” are foreigners (ORTA, 2019). Their profile (distribution of nationalities) is
thought to be the same as in the Alsace overall – ORTA, 2019 (Focus : les oenovisiteurs, p. 14).
Indeed, the Alsace region welcomed some 21 million visitors: 7 million day-trippers (they spent
one day in the region) and 14 million tourists, who made 30 million overnight stays. The visitors generated
a total sales revenue of 2.4 billion euro (ORTA, 2019). Of these visitors, 57% day-trippers and 30% tourists
were foreigners. This shows an increase of 14% over five years (vs a French visitors’ increase of 11%)
(ORTA, 2019).
The majority of the foreign tourists were European, but the increase in European visitors (+9%) was
exceeded by the visitors from other continents (+ 19%). The highest number of tourists come from Germany
(36%), followed by Belgium (20%) and Switzerland (13%) (ORTA, 2019 – data based on the overnight
stays in hotels). The United States are the 5th foreign market, and, since 2010, the Chinese market has grown
fivefold. This spectacular growth has been boosted by the filming of a reality show in Colmar in June 2018,
which has been viewed more than 2,5 billion times. The consequence is a 19% increase in the Chinese
visitors to the region (ORTA, 2019). In Colmar, the Chinese overnight stays surged 70% in one year
(Visseyras, 2019).
The distribution for day-trippers shows about 66% from Germany, 26% from Switzerland and 3%
from Belgium. This increase in foreign visitors in Alsace and the vineyards in the last years calls for more
research about their behaviors, motivations, expectations and satisfaction. Moreover, it could be useful for
wine- and tourism- related companies and help them to understand these clienteles. Furthermore, the
economic weight of wine tourists, especially of foreign wine tourists, warrants the relevance of more
research. The daily average spent of wine tourists (76€) is higher than that of global visitors (65€) (ORTA,
2019). As far as the average spent during a wine tourism stay is around 654€ (vs 425€ during tourism stay).
Globally, foreign visitors in Alsace spend more than French visitors (foreign tourists: 91€ per day versus
55€ for French tourists; foreign day-trippers: 47€ par day vs 38€ for the French) – ORTA 2019.
Furthermore, the Alsace wine region, which is faced with several challenges, could highly benefit
from more research. Indeed, in addition to the economic weight of wine tourism mentioned above, Alsace
has to deal with two main challenges: on the one hand, the Alsatian wine industry wants to attract more
customers and to build a strong reputation for Alsace wines, and wine tourism could be a lever to achieve
this goal (Assises de l’oenotourisme en Alsace, 2019). On the other hand, wine tourism has been defined as
a priority for the development of tourism in Alsace (tourism strategy 2017-2020, ADT) and needs to be
structured (Assises de l’oenotourisme en Alsace, 2019). Wine tourists, who are mainly first-time visitors in
the destination, are seen as key to the development of tourism in Alsace (ORTA, 2019).
2. 2. Data collection and treatment
First, we made a preliminary study of wine tourism experiences to consider if they fit the wine
tourists’ expectations in the Alsace. As an introduction to the topic, we interviewed 17 stakeholders on the
supply side (winemakers, wine unions and tourism- and wine tourism- stakeholders). Then we examined
wine tourists’ expectations on the demand side (wine tourists and potential wine tourists). The goal of this
mixed- qualitative and quantitative data collection was to answer the question: Do the experiences expected
by the foreign wine tourists differ from those expected by the French ones? This study took place from
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May to July 2017.
First (in May and June 2017), we interviewed 17 professional stakeholders on the topic “wine
tourism experiences in Alsace” (8 wine producers, 1 wine guild, 2 wine unions, 4 tourism professionals, 1
wine tourism company, 1 wine marketing strategy expert). These interviews were transcribed in their
entirety and were analysed qualitatively, following the recommendation of Miles and Huberman (1984)
which states that this method is well-suited to in-depth analysis. For better comprehension of complex data,
we used the text analysis software Iramuteq, an interface from the statistical program R, which was validated
for the qualitative research in tourism by Marghobi (2018). The dendrogram highlighted 5 major topics:
“the tourist and the customer”, “the wine tourism experience” “the definition of wine tourism”, “the wine
tasting” and “the offers”.
Then, in July 2017, we distributed an online survey in French, German and English: we edited it
with Google Forms and sent it electronically by mail or published on social medias. We collected 233
responses in 15 days (for 750 estimated views of the survey – estimation based on google statistics), which
were analysed in a quantitative manner. The aim of this survey was to have better knowledge of the
expectations and behaviors of wine tourists, including foreign wine tourists, visiting the Alsatian wine
region. We formulated, inter alia, 19 propositions to the question “what are your expectations when you
participate in a wine tourism activity?”. These 19 propositions were inspired by the Pine and Gilmore fourdimensional model and the Quadri-Felliti and Fiore matrix, which classifies multiple wine tourism activities.
These 19 propositions present attributes of each dimension (educational, entertainment, aesthetics,
escapism) and of their related wine-activities (Quadri-Felliti and Fiore matrix). For example, in the
educational dimension, defined by Pine and Gilmore as enhancing the knowledge/skills, and for which
Quadri-Felliti and Fiore identified the activities “wine-tasting and seminars”, “culinary-wine pairing
events”, “home wine making seminars” and “cooking and craft making classes”, we proposed the following
expectations:
- “to acquire theoretical and technical knowledge about wines”,
- “to learn more about the winery and the winemaker”,
- “to learn about the history of wine/ the history of Alsace”,
- “to learn how to taste wine”,
- “to expand the wine-related vocabulary”,
- “to learn food-wine pairings”,
- “to have the possibility of interacting by asking questions during a guided visit”.
We decided not to focus on the activities classified by Quadri-Felliti and Fiore, but on the constituent parts
we identified for each dimension, because:
1. Their matrix covers only part of the wine tourism activities available in Alsace
2. Some wine tourism activities could be ranked in several dimensions (for example: wine-tastings in the
cellars).
3. Our propositions will allow the inclusion of any innovative wine-tourism activities that may emerge.
For each of our 19 propositions, a Likert-scale of 5 (from “not at all” to “totally agree”) was used.
Of the respondents, 60% were women and 40% were men. The majority derived from the working age
population (with 39% in the 35-45 years old age group). 53% of the respondents consume wine once or
twice a week, and 56% have already taken part in a wine tourism activity in Alsace. The most represented
nationalities were French (72% of the responses) and Swiss (17,6%). Within the French sample, 60% of the
respondents came from Alsace. We decided to extract this sub-part of the French respondents because of its
geographic homogeneity and the fact that the majority of French tourists who visit Alsace come from
neighbouring territories. Then, we compared the answers from the Swiss respondents. All data gathered was
used in the study.
3. Results
3. 1. Stakeholders knowledge of customers
At the time of data collection, none of the winemakers interviewed gathered statistics about their
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visitors or their customers. No information was collected about customers’ expectations, preferences or
consumption habits. Most wineries instantly adapt their offers to the wine tourists by improvisation,
according to the customers’ knowledge of wine: “I’ve got a little notebook, people have to fill in if they
know something about wines” (Respondent 1). “It all depends what is in their interest and their knowledge
about wine” (Respondent 2). The customisation is based on intuitive and spontaneous observation (“It needs
good improvisation, what I say!”, Respondent 2). The professionals explain their lack of collected data by
the high variability and diversity of the customers (Respondent 3) and, more generally, by the lack of time
for data collection.
The intercultural dimension is not taken into account when adapting the offers. This absence is
justified by the lack of knowledge, education or documentation, particularly regarding overseas wine
tourists : “It is clear that one should know who is who… But we don’t know, we have no training to treat,
for example a Japanese different than a…We should have a better knowledge about the Japanese, their
culture, see what they are interested in…” (Respondent 1). “ Japanese (…), they were really cold. This is a
population, one never knows what they think. Even when they arrive at the counter, it’s very difficult (…).
The most difficult are the Asians” (Respondent 4).
However, one of the wineries, which has a well-developed export business and gets an important
number of foreign visitors due to contracts with tour-operators, had more knowledge about intercultural
expectations: “As we successfully export our wines, we know customer behaviors, and we adapt ourselves
accordingly. A Scandinavian will not taste wine like a German, and even less like a Chinese. It is obvious
that one has to know their wine consumption practices and behaviors” (Respondent 3). As well,
organisations are more sensible to the importance of the intercultural aspects: “When you talk about Alsace
wines, you have to adapt to the local customs. So one has to get prepared (…) and search what are the local
cuisine and way of consuming the wines” (Respondent 5).
3. 2. Supply and demand about wine tourism experiences
Concerning the 4 experiential dimensions defined by Pine and Gilmore, 94% of the professional
stakeholders think that education is the most important factor of a wine tourism experience through the
transmission of wine information-knowledge. 88% give importance to the esthetical dimension, 71% to the
escapism and 53% to the entertainment.
On the other hand, the wine tourists rate most highly the aesthetic dimension (73%), then the
educational (65%), the escapist (46%) and the entertainment (44%) dimensions. More precisely, the results
indicate that wine tourists are in majority looking to “enjoy a pleasant environment” (91%) when it comes
to wine tourism experience. “Spending a friendly moment” (91%) appeared as a transversal proposition
which pervades the four experiential dimensions. This friendly moment is not only provided by the covisitors (friends, spouse, family), but also by meeting the wine maker, who provides an authentic experience:
79% of the wine tourists prefer the wine maker to conduct a wine-tasting visit. This importance of
“socialisation/conviviality” was identified by some academic studies as insufficiently used in the creation
of wine tourism offers.
To find out if the expectations vary depending on the nationality of the wine tourists, we extracted
the results of the two largest populations of our sample, the Alsatian (in the French sample) and the Swiss
(in the foreign sample) – see fig.1 and fig.2. The results confirmed the prime interest to be enjoying a
pleasant environment and having a friendly moment (93% of the Swiss, 91% of the Alsatian). There is
however a difference concerning the educational dimension, which is less expected by the Swiss who
consider relaxation activities to be of higher importance (68% vs 54%). We have further tested the
pertinence of the link “expectations/nationalities” with the help of the Chi-square test of independence.
While “wine tasting”, “learn to speak about wine”, “watch a movie” and “take part in an original activity”
show no significant connection, the other 15 propositions do show a correlation.
4. Discussion and research perspectives
Do foreign wine tourists seek a different wine tourism experience than French wine tourists ?
Globally, wine tourism stakeholders have very little information about their French and
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international clients. They are aware of specificities linked to countries or cultures, but they lack intercultural
knowledge to adapt their offers. Their analysis of customers is intuitive and spontaneous, and generally
limited to the customers’ knowledge of wines. The consequence is a lack of segmentation, which may cause
strategic difficulties. It has negative effects on the creation of experiential offers, on their promotion and on
the ROI.
Results show that wine tourism experiences offered on the supply side (mainly focused on the
educational dimension) differ from clients’ expectations of a pleasant environment and friendly time. In
addition, the clients’ expectations may differ according to country and cultural background: the wide range
of differences identified between the expectations of Alsatian and Swiss wine tourists, two groups which
are nevertheless culturally quite close, may show the fact that the expectations of tourists with very different
cultural backgrounds, especially those from Asia, require different experiences.
Future research on wine tourism experiences could focus on the wine tourist’s expectations and integrate
interculturality. For that, it is necessary to enlarge the data collection and to collect more answers from
foreign wine tourists, especially from those coming from distant markets.
More precisely, this future data collection could be a support to understand:
- If foreign wine tourists, especially those from distant markets (Philippines, Japan, China, USA etc.),
seek different experiences from the French ones. If yes, what differences can be identified using the
Pine and Gilmore model.
- If foreign day-trippers expect different wine tourism experiences from foreign tourists
- How does the supply meet foreign expectations: 1. do the offers adapt to foreign cultural background
(for example to the consumption habits – wine and food)? 2. Do foreign visitors adapt to the local
culture? Especially: do they attempt to socialisation/authenticity? If yes, is the authenticity expected
by a Chinese wine tourist, for example, the same as the authenticity expected by an American? 3.Is
there any common ground? Our initial plan will be to consider firstly Berry’s study (1980) about
acculturation. This paradigm refers to reciprocity and reciprocal cultural influences. It gives the
opportunity to develop new and creative forms of culture. Wine tourism is concerned by these
influences as the encounter of foreign wine tourists and local stakeholders implies a mutual discover
and alignment. This may be a positive or negative interaction, according to the quality of the
dialogue and the offer. The concept of “interculturation” (Guerraoui, 2009) enriches the reflexion
by emphasizing the psycho-cultural move and its complexity, its ambivalence and its paradoxical
character which is reflected in the systems transformation.
Additional research could focus on how wine tourism experiences could be a key to personal
transformation and wisdom (Pine and Gilmore’s transformation pyramid, 1999, p.177), especially for
foreign visitors from distant markets, and if this could complete/be an alternative theory to
acculturation/interculturation.
- If the experiences expected by foreign/French wine tourists in Alsace differ from those expected by
foreign/French wine tourists in the Champagne. The results could help to define a common
development strategy for these two wine regions in the newly-formed Grand-Est.
This future research could provide managerial contributions to winemakers and wine tourism
companies and give them keys for 1. understanding the expectations and behaviours of foreign wine tourists;
2. improving their segmentation; 3. enhancing their offers, marketing strategy and communication.
The results obtained could give the wine/tourism industry keys for developing the training,
especially for the contact staff. On the scale of the Alsace wine region, our study could identify keys for
developing the destination marketing strategy, particularly towards the foreign markets. On a wider scale,
it could give the Grand Est Region (Alsace-Champagne) an indication of possible common actions and tools
to develop a new wine-tourism ecosystem.
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Appendix: Detailed results
Figure 1: The expectations of the Alsatian wine tourists (Hess, 2017)

Figure 2: The expectations of the Swiss wine tourists (Hess, 2017)
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Introduction
The questions of entrepreneurship, globalized environment and dynamic capabilities have rarely
been studied together (Teece, 2014). Over the past 30 years, a strong emphasis has been put on the
convergence between globalization and the successful transfer of knowledge (Skyrme, 1997). When taking
into consideration an international perspective, most studies either adopt an organizational – between
organizations (Tsai, 2001), or within organizations (Inkpen, 2008) – or an expatriate (Hébert et al., 2005)
level of analysis to knowledge transfer. However, few studies have analyzed the role of entrepreneurs as
micro-level connectors in globalized environments, which we aim to address here. The sharing of
knowledge to facilitate the development of dynamic capabilities and the effective exploitation of a
geographically dispersed body of knowledge need further investigation.
Herein, we use the nomad entrepreneurship (Torrès, 2004; Marchesnay, 2011) and the specific
setting of flying winemakers (hereafter: FWM) to bring together these complementary streams of the
literature. The growth of FWM as a new type of nomad entrepreneur plays a major role in the knowledge
creation and dissemination in the globalized context of the wine sector. FWM are external consultants hired
to help firms to manage the constant innovation of the production processes (Giuliani, 2007), thereby
allowing the firms to be more dynamic. Indeed, FWM contribute to move from a generation-to-generation
knowledge sharing model within the ‘terroirs’ of the old world to a multi-localized and multidirectional
model.
The objective of this paper is to investigate how nomad entrepreneurs create global dynamic
capabilities in the context of FWM. We proceed in three steps: (1) we identify the types of FWM according
to knowledge creation and dissemination; (2) we analyze the FWM’s role from a dynamic capability
perspective; and (3) we investigate the potential drawbacks of such dynamics in a globalized context.
1. Entrepreneurial dynamic capabilities in a global context
A global dynamic capability is “the creation of difficult-to-imitate combination of resources,
including effective coordination of inter-organizational relationships, on a global basis that provide a
competitive advantage” (Griffith and Harvey, 2001, in Zahra et al., 2006). In the other hand, the dynamic
capability of a new firm formation is “a process executed at the individual level.” (Nowbert, 2005). As such,
entrepreneurial capabilities represent “international opportunity identification, institutional bridging, and a
preference and capacity for cross-cultural collaboration” (Jones et al., 2011). Global entrepreneurs “sense,
shape, and exploit opportunities” (Teece, 2014). They leverage and orchestrate their capabilities on a global
scale (Pitelis and Teece, 2010). In a globalizing world, nomadic behavior (Bruinsma et al., 1998) and
dynamic capabilities represent a major trend (Torres, 2004). Entrepreneurs can adopt nomadic behaviors
due to globalization and environmental complexity. They live and work within diverse networks,
communities and ‘tribes’ (Marchesnay, 2004). A nomadic approach might unveil the benefits of the global
scene to entrepreneurship.
2. Nomad entrepreneurs
Over time, global entrepreneurs become connectors as they develop the capability to relocate from
place to place. We associate this process with nomad entrepreneurship, which has been identified in previous
work (Marchesnay 2011). A nomad entrepreneur is defined as someone whose economic activity has no
geographical tie to his/her place of origin (Watson 2010). Contrary to a local entrepreneur who is embedded
in the community, a nomad entrepreneur is in search of oases of economic opportunity (Dahl and Sorenson
2009). Nomad entrepreneurs are spatial opportunity seekers (Bruinsma et al. 1998). They act outside the
parameters of global entrepreneurs because they think across or even beyond borders (Isenberg 2008).
Nomad entrepreneurs use distance to generate new products or services and hence gain a
competitive advantage while tapping resources or serving customers worldwide (Isenberg 2008). Nomad
entrepreneurs are also characterized by major competencies, such as the ability to articulate a global purpose,
to build alliances, networks and partnerships and to shape global value chains (Isenberg 2008). They
consider the world their playground, seeking to be multi-localized to take advantage of multiple
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environments and therefore develop their dynamic capabilities (Torres 2004). Nomadism involves the use
of multiple localization strategies by the entrepreneur to better use and manage his/her dynamic capabilities
(Castellano et al. 2015). To better understand how nomad entrepreneurs contribute in building dynamic
capabilities in a global context, we use the example of FWM who relocate from winery to winery all over
the world.
3. The wine industry context: FWM as nomad and global entrepreneurs
The combination of the transportation industry and the individual-based (vs. organizational-based)
diffusion of practices on a global scale contributed to the emergence of a new activity: flying wine making.
The expression ‘Flying winemaker’ was initially coined by Tony Laithwaite, as during the 1980s, he used
many southern hemisphere winemakers to work on European cellars (Robinson and Harding 2015). Flying
winemakers offer their services as experts and consultants all over the world (Anderson et al. 2001). They
represent individual based connectors in this global industry. They also acquire and absorb practices and
knowhow in different parts of the world and diffuse them across firms, countries and hemispheres.
The term ‘FWM’ represents a new entrepreneurial activity. These nomad entrepreneurs fly from
one wine region or vineyard to another one – just as bees fly from flowers to flowers in their role of
pollination – sometimes on different continents and/or during the off-season in their home region. A FWM
can consequently oversee 2 to 3 harvests (and vintage) annually (Wine Republic 2007). This has facilitated
the supervision of wine growing and winemaking in different countries. As such, FWM participate in redesigning the diffusion of practices and know-how transfer on a global level.
Flying winemakers are modern entrepreneurs who participate in the global exchange of know-how
and traditions that have long existed in the wine industry (Veseth 2008). They establish new rules for the
game worldwide. New technologies (i.e., water system for irrigation, grape trellis system, etc.) have
experienced a much faster global diffusion rate than ever before.
4. Expected results: FWM model of dynamic capabilities from a nomadic entrepreneurship
perspective
Dynamic capabilities, developed by nomad entrepreneurs, foster the creation of knowledge
intensive products (Weerawardena et al. 2007). Although the wine sector is a traditional and established
industry, the know-how, practices and innovations make it knowledge-intensive, especially over the past 30
years and the accelerated globalization of the industry. Building on Teece (2014), we can state that dynamic
capabilities for FWM refer to the nomad entrepreneur who integrates, builds, and reconfigures internal and
external competencies to address rapidly changing environments. The dynamic capability perspective of the
nomad entrepreneur is focused on fast adaptation and flexibility across multiple environments (Pitelis and
Teece 2010). Moreover, this approach helps to explain the new nature and essence of nomadic
entrepreneurship in globalized and knowledge-intensive activities (Pitelis and Teece 2010). Hereafter, we
analyze the underlying process behind these dynamics.
4. 1. Connector and orchestrator capabilities
FWM are knowledge dissemination facilitators (Aylward 2005). They act as knowledge suppliers
(Pezzillo et al. 2014). First, strong dynamic capabilities help nomad entrepreneurs to stay informed of
relocation opportunities and market needs worldwide (Teece 2014). Moreover, FWM become not only
connectors but also orchestrators (Pitelis and Teece 2010). As they possess capabilities that are developed
over time, they can create additional value and scale them on a global level. Orchestration opportunities
increase with the dynamic capabilities (Pitelis and Teece 2010) of the FWM and their nomadism.
4. 2. External and internal dimensions of dynamic capabilities
As connectors, FWM bring together the local and the global. They orchestrate their prior knowledge
gained from previous relocation decisions with the knowledge of the local winery they currently work with.
Hence, in line with previous studies (Wu 2007), the more abundant nomad entrepreneurs’ own dynamic
capabilities, the greater the willingness of the local winery to collaborate with FWM. Such a process reflects
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the two main complementary components of dynamic capabilities: external resources from the local winery
and internal resources from the nomad entrepreneur (Wu 2007).
4. 3. Time and space dimensions of dynamic capabilities
Dynamic capabilities can be sequenced over time and across different geographic markets (Teece
2014). Regarding the time dimension, nomad entrepreneurs developed core resources related to wine
growing and wine making activities over a time span (human capital and know-how). Additionally, the
resources provided by each local winery that FWM worked with over time would fit under the time
dimension (Wu 2007). Regarding the space dimension, nomad entrepreneurs’ networks (Wu 2007) deriving
from relocation activities in geographically dispersed wine regions are important dynamic capabilities.
4. 4. Cumulative rate of dissemination
FWM disseminate knowledge on grape growing and wine making processes across various places
(Pezzillo et al. 2014). Given that prior knowledge influences the absorptive capacity of firms to obtain new
knowledge (Wu 2007), dynamic capabilities represent a cumulative process as each relocation decision
augments the FWM’s knowledge (Weerawardena et al. 2007). Such processes influence the speed, scope
and extent of the internationalization (Jones et al. 2011) of nomad entrepreneurs. Overall, FWM (1) possess
connecting and orchestrating capabilities to (2) combine internal and external capabilities (3) that are
developed over space and time and (4) that are cumulatively disseminated based on prior experience.
Research implications & conclusion
This conceptual article shows the extent that globalization has influenced the diffusion and transfer
of practices, know-how and knowledge. Indeed, the wine industry has undergone major changes,
particularly related to the process of globalization. Thus, this industry has encouraged the emergence of a
new type of actor: FWM. These nomad entrepreneurs participate in the diffusion of new practices and knowhow that are inherent to the globalization of the wine industry.
This research contributes on several levels. From a theoretical perspective, this article is the first to
use nomad entrepreneurs to bridge the gap between dynamic capabilities, entrepreneurship and
globalization. Nomadism represents a new trend that calls for further research in these streams of the
literature. As this study is conceptual, it might be of interest to investigate empirically the model presented
herein. In addition, nomadism can further explain intra and inter-organizational processes such as
knowledge transfer (Del Giudice and Maggioni 2014), intellectual capital management (Caravannis et al.
2014) and performance (Schiavone et al. 2014), and the emerging phenomenon of company networks
(Trequattrini et al. 2012). Second, while previous studies have analyzed specific context (e.g., new vs.
established firms in Zahra et al. 2006), we advance the understanding of dynamic capabilities in established
vs. traditional industries, specifically the wine industry. The suggested model of dynamic capabilities of the
nomadic entrepreneurship can be further developed in other industries. Third, from a managerial
perspective, we have identified how dynamic capabilities evolve over time and space. The initial model was
characterized by a unique center (old world) creating and diffusing knowledge. In a globalized world (new
world), the knowledge flow is multi-directional. Nomad entrepreneurs are connectors whose role is to
pollinate firms all over the world with their knowledge through dynamic capabilities that cross borders.
Finally, while most studies emphasize the benefits of globalization and dynamic capabilities, the
present study also acknowledge the drawbacks of such dynamics. Hence, on the one hand, wineries can
benefit from FWM as connectors and gain access to specific know-how and practices; and still be aware of
the inherent risks. On the other hand, wine specialists in general and FWM in particular can benefit by
developing their skills in many ways, including by learning the practices related to wine growing and wine
making in the different wine regions around the world.
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Introduction
In order to characterize entrepreneurs, approaches developed aim to explain the commitment of
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some individual in the entrepreneurial process at a given moment. Since this action is by definition singular
and particular, then the characteristics of the person or the situations must also be singular. Thus,
entrepreneurs perceive situations, evaluate opportunities and availability of resources more positively than
others (Baron, 2008; Foo, 2011; Welpe, Spörrle, Grichnik, Michl, & Audretsch, 2012). This is supported by
empirical results showing that entrepreneurs have a high level of self-efficacy (Chen, Greene, & Crick,
1998; Zhao, Seibert, & Hills, 2005), believe in their abilities (Baron, 2008) and are optimistic (Hmieleski
& Baron, 2009). Some argue that positive emotions towards their work and especially their business are part
of the explaining factors. When they talk about their attachment and feelings toward their businesses, they
use parenthood metaphors (Cardon, Zietsma, Saparito, Matherne, & Davis, 2005; Dodd, 2002). This
attachment is even more important in family business, to which are added identity, history and family
patrimony (Sharma & Irving, 2005) expliciting a great influence of emotions.
Research highlights relationships between emotions, stress, resilience (Corner, Singh, & Pavlovich,
2017), decision-making and business performance (Wolfe & Shepherd, 2015), especially in family business.
These are explanatory relationships that bind the variables and passion is one of the factors. Entrepreneurial
passion involves two components, one component related to affect and another to self-identity (Vignoles,
Regalia, Manzi, Golledge, & Scabini, 2006). Identity’s components and roles are the explanatory factors of
the entrepreneurial behavior. Role identity have an important influence on business performance through its
effect on cognitions and decision-making. Research about the relationships between emotions, cognitions
and behavior are important because of the range of roles assumed by entrepreneurs. In the approach
developed by Cardon and colleagues, entrepreneur has three roles: inventor, founder, developer, or a
combination thereof. Entrepreneurial passion and identity are synergistic, but their relationships have not
been examined empirically (Yitshaki & Kropp, 2016). Yitshaki & Kropp (2016), show the need for the
development of studies on how passion and entrepreneurial role identities interact in different contexts.
Previous studies have focused distinctly on the direct relationship between place attachment, family
influence and job satisfaction on business performance. In this study we are interested to explore the effects
of positive emotions on family business performance in wine and spirit sectors. Place attachment have an
indirect positive effect on business performance. This effect can be mediated by the entrepreneurial passion
given the direct relationship between place attachment and entrepreneurial passion and the direct
relationship between entrepreneurial passion and business performance. Moreover, the attachment to the
place allows the realization and fulfillment of identity, especially the professional one. Therefore, it
contributes to entrepreneurial job satisfaction and by the way to business performance. In family business,
the influence of the family through different types of resources and governance may have a positive effect
on business performance. As a mean of entrepreneurial resources, family influence may enhance
entrepreneurial passion and job satisfaction.
The main contribution of this work is to highlight the associated effects of place attachment and
entrepreneurial passion in the development of family business in the wine and spirits sector. Place
attachment and the influence of the family become organizational and individual resources guiding identity
construction. Such results support that positive emotions are crucial in resources acquisition, coping abilities
and entrepreneurial behavior. Resources moderates negative outcomes of occupational stress, and enhance
individual investment in occupational accomplishment. Thus, results would provide empirical explanations
about emotions’ contribution to decision-making process. Theoretical implications about entrepreneurial
passion and self-identity, will be discussed.
1. Conceptual framework
1. 1. Positive entrepreneurial emotions
Since a decade, emotions are emerging as a hot topic in entrepreneurship field (Grichnik, Smeja, &
Welpe, 2010). “Entrepreneurial emotion refers to the affect, emotions, moods, and/or feelings—of
individuals or a collective—that are antecedent to, concurrent with, and/or a consequence of the
entrepreneurial process, meaning the recognition/creation, evaluation, reformulation, and/or the exploitation
of a possible opportunity” (Cardon, Foo, Shepherd, & Wiklund, 2012). Baron (2008), call for its integration
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into studies and the development of empirical results concerning their effects on the individual and
organizational levels. It have a great effects on cognitions in uncertainty situations or environments
impacting decisions-making, perceptions, creativity, social network, …
Studies of emotions’ valence and perceptions show that positive emotions are associated with more
favorable perceptions than negative ones (Baron, Hmieleski, & Henry, 2012; Foo, Uy, & Baron, 2009). In
addition to effect on commitment, risk-taking, adoption of innovation, positive emotions are a motivation
mean for accomplishing and goals achievement. Motivation, commitment and positive perception allow
entrepreneurs to perceive situations as less complex and less risky. Therefore, perceptions play a role in the
lowering of the level of stress, enhancing coping abilities.
In addition to studies about the valence of the emotions felt during the entrepreneurial process,
entrepreneurial passion occupies a place in the studies to explain the entrepreneurial behavior (Cardon,
Glauser, & Murnieks, 2017; Thorgren & Wincent, 2015). Two main conceptual approaches are identified
in the literature. In the first one, passion is considered as levels of feelings were there is an acceptable level
called harmonious and another one called obsessive (Vallerand et al., 2003). The obsessive passion is
dysfunctional inducing role conflict, stress, work-family conflict but also an over positive and enthusiastic
evaluation of the business situation (Spivack, McKelvie, & Haynie, 2014). In the second approach
entrepreneurial passion is about positive feelings induced by the “engagement in activities that have identity
meaning and salience to the entrepreneur” (Cardon, Wincent, Singh, & Drnovsek, 2009). It is considered as
an intense feeling of longing that an entrepreneur feels for objects or activities that are deeply meaningful
to his or her identity.
Baum & Locke (2004) found that passion have a positive effect on business growth. In addition, the
results of some studies show that entrepreneurial passion is highly explanatory of the persistence of
entrepreneurs. It could also explain this persistence when the financial results are not up to expectations.
Hamilton (2000) pointed out that job satisfaction, a positive emotion felt towards work, is an explanation of
the persistence of entrepreneurs. Empirical results from comparative studies between entrepreneurs and nonentrepreneurs show that the formers report higher levels of job satisfaction and lower levels of occupational
stress and somatizations (Baron, Franklin, & Hmieleski, 2016; Bradley & Roberts, 2004; Carree & Verheul,
2012).
1. 2. Identity role and place attachment
Place attachment refers to functional and emotional attachment to a location (Debenedetti, Oppewal,
& Arsel, 2014; Williams & Vaske, 2003). The concept was developed in recreational and tourism activities
explaining consumer attachment to a place explaining the consumer's attachment to a place and its recurring
return to consume leisure and tourism activities. It occurs at both individual and group levels (Scannell &
Gifford, 2010). At the individual level, it refers to personal connections to a place contributing to the sense
of self because it made the place meaningful (Manzo, 2005; Twigger-ross & Uzzell, 1996). At the group
level, the attachment is related to shared symbols and valued referring to culture (Low & Altman, 1992).
This can be located at family level, particularly in family business context.
The functional dimension of place attachment is place dependence. It refers to the opportunity
given by the place to meet the needs and expectations of the person (Stokols & Shumaker, 1981). Place
attachment is associated to notions of self-accomplishment, identity building and motivation. It leads to a
positive feelings supporting the investment of resources in order to align the image with the identity and
respond to the accomplishment of the person through his or her activities (Burke & Reitzes, 1991). Identity,
a way of a sensemaking (Weber & Glynn, 2006), defines and gives meaning to an entity (Corley et al.,
2006).
The emotional component of the concept is defined as the attachment of a person to place because
what it means and symbolizes for him or her. Defined as a sub-structure of the identity, place identity,
consists in cognitions representing memories, ideas, feelings, attitudes, values, preferences, meanings and
conceptions of behavior (Proshansky, Fabian, & Kaminoff, 1983). Entrepreneurial identities are cognitive
schemas of interpretations and behavioural meanings (Anderson & Warren, 2011; Shepherd & Haynie,
2009). Those cognitions are explicative of the investment in a particular location.
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Place is a social construction, plays a role in identity formation, and refers to space infused with
people, objects, symbols, and social meanings and values. In this article, we conceive of place as a
“discursive resource” drawn from social, cultural, and historical understandings of particular geographic,
physical locations (Larson & Pearson, 2012). Kibler, Fink, Lang, & Muñoz (2015) found out that place
attachment have a positive effect on entrepreneurial legitimacy and commitment to the development of
economic activities in a specific location. These results support findings of Hallak, Brown, & Lindsay
(2012) support an indirect relationship between place attachment and business performance.
1. 3. Family influence and emotional ownership
Family business is defined “a business governed and/or managed with the intention to shape and
pursue the vision of the business held by a dominant coalition controlled by members of the same family or
a small number of families in a manner that is potentially sustainable across generations of the family or
families” (Chua, Chrisman, & Sharma, 1999). Consistent with this definition, Gundry and Welsch (1994)
found that one important indicator of the influence that families have is “their numbers in terms of being
engaged as employees” and as “family investors”.
While entrepreneurs, new founders, refer to the parenthood relationship to describe their attachment
to the company, the family business represents a part of everyone's story, the pride of parents’ or
grandparents’ accomplishment, and children’s future. It concentrate values, culture, image and identity.
Gómez-Mejía, Haynes, Núñez-Nickel, Jacobson, & Moyano-Fuentes (2007) call the emotional values to
family business and the control derived from it as ‘socioemotional wealth’. They state that the perpetuation
of the family’s socioemotional wealth guide the decision-making. Divergent implications are associated to
it. On the one hand, it is a mean of accumulation and sharing resources crucial for the development of the
business. On the other hand, it is associate with a lack of control and less autonomy for the entrepreneur.
What is certain is that interactions between the company and the family carry emotions affecting
decision-making. It explains the lack of rationality regarding the evaluation of the company and the choices
of development (Stanley, 2010; Zellweger & Astrachan, 2008). Results from McConaughy, Matthews, &
Fialko (2001) and Astrachan, Klein, & Smyrnios (2002) support that this influence have a positive effect on
business performance. In this case, several characteristics are considered as resources helping the leadership
in the decision-making. It gives him a coherent framework aligning his personal goals with those of the
company. In this way it helps to reduce ambiguity, support motivation and job satisfaction. The availability
of resources contributes to the fulfillment of identity roles. It also contributes to the positive emotions needed
to sustain engagement.
2. Method
2. 1. Sample
Data will be collected through an online survey that will be distributed to wine and spirit makers.
Professional networks will be used to disseminate the questionnaire. The goal is to manage to collect 300
complete and relevant answers. The target of our study is made up of family businesses producing wine or
spirits, managed by one of its members. We expect to have an unequal sample of men and women for
different reasons. It will be interesting to reach comparable groups to observe potential gender differences.
Although we do not expect significant differences between wine and spirit producers, the comparison of
groups can be interesting.
2. 2. Measures
2. 2. 1. Place attachment
Two dimensions are associated to place attachment construct: place identity and place dependence
(Kyle, Absher, & Graefe, 2003). The measure used in the questionnaire was developed by Williams & Vaske
(2003), each dimension is measured by six items. The scale was developed and validated in the context of
tourists. Item formulation for place identity and place dependance were modified to be coherent with the
context of the study. The objective is to capture the attachment of entrepreneurs to the location where their
family created the business and made its wine or spirit.
2. 2. 2. Family influence
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Family influence is measured by the scale developed by Astrachan, Klein, & Smyrnios (2002). The
measure have three dimensions: power, experience and culture. Power subscale is measured by 4 questions
about the capital structure, the type of governance and the participation of family members in the governance
of the company. Experience subscale encompass 6 questions evaluating the active participation of family
members to running the business. Culture subscale is composed of 13 statements with likert scale about
support, loyalty, pride and the influence of participating to the business on personal life.
2. 2. 3. Entrepreneurial passion
Entrepreneurial passion resulted in the development of three different entrepreneurial role identities:
(1) an inventor identity, (2) a founder identity, and (3) a developer identity (Cardon, Gregoire, Stevens, &
Patel, 2013). Inventor subscale is measured through 5 items while founder and developer subscales are
measured with 4 items each.
2. 2. 4. Job satisfaction
Job satisfaction comes from two main categories of variables (Locke, 1976; Spector, 1997). The
first category is the work environment and the associated factors (tasks, rewards, etc.). The second category
is that of individual factors (personality, experiences, etc.). The 3 items subscale from the Michigan
Organizational Assessment Questionnaire (MOAQ; Cammann, Fichman, Jenkins, & Klesh, 1979) is used.
2. 2. 5. Business performance
In accordance with previous studies, 3 questions about objective performance (growth, profits,
market shares) and 3 other about subjective performance (perceived business performance assessed by the
entrepreneur) will be used.
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Abstract
The purpose of the research is to contribute to destination as well as to innovation management
research by exploring regional differences of the German wine regions assessing innovativeness of their
belonging wineries. Thirteen German wine regions compete to attract tourists and wine tourists. Their
wineries, as key players for wine tourism, were analysed in regards to observable brand and innovation
strategies. The research used a dataset of N=894 winery’s websites to uncover the regional difference and
specificities in the innovation activity and has applied a set of indicators in order to measure the innovation
activity of wineries covering business models, website communication, and branding.
The findings indicate that innovation activities of the wineries are not evenly distributed among
German wine regions. Some wine regions, like Hessische Bergstrasse (high business model and brand
innovativeness), Württemberg (high website communication and brand innovativeness), Sachsen, Franken,
Rheingau, Saale-Unstrut (high business model and website communication innovativeness) demonstrate
high innovation activity in certain areas in comparison to the other wine regions. These differences offer
potential for the region´s destination marketing to differentiate. Though further investigations through field
research and case studies is needed.
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Introduction
Germany is an interesting case for analysis of winery’s innovation activity in a regional tourism
context for several reasons. Firstly because of its’ stagnating market for wine sales which is characterized
by richness of offerings and wine varieties and secondly because of fierce competition (Dressler, 2018b,
Szolnoki and Hoffmann, 2014). In this sense, providers in the German market need to differentiate and
profile themselves away from the dominant product focus through innovation (e.g. customer orientation,
direct sales, brand creation). (Dressler, 2017a, Dressler, 2012) As a result, service and especially the
identification and exploitation of tourism based market opportunities, additional sources of income and
direct sales could also represent the strategic levers to outperform competition (Faugère, 2013, Dressler,
2017c). Wine tourism not only provides wineries with additional sales channel but can also support the sales
of wine-related attractions and imagery, as well as promote and develop the territory of the wine region as
a whole (Dressler and Paunović, 2018, Getz and Brown, 2006, Wargenau and Che, 2006, Bruwer et al.,
2013, Getz, 2000), thus contributing to brandings efforts. The need for this type of territorial and regional
branding is often supported by the sheer fact that quality of the wine at offer is often associated with its
geographic origin (Jovanović-Tončev et al., 2016, Gómez et al., 2015, Famularo et al., 2010). Reversely
viewed, regions can also profit from appealing wineries and winescapes. As Bruwer et al. (2013) explain,
nature related factors are the most significant determinant for destination choices, especially in the context
of vineyards and wineries. In the German regional touristic offer, wine builds a strong offer component and
a differentiator by communicating regional culture, nature, attractions, and wine, but the brand slogans
appear similar and thus mutually exchangeable (e.g. WeinKulturLand Mosel, Kulturland Rheingau,
Weinreich Rheinland-Pfalz, Franken Wein.Schöner.Land …) (Dressler, 2016a).
Innovation as a process and innovativeness as a characteristic are of paramount importance
sustaining competitive advantage in an open global economy, by increasing output and productivity (OECD,
2018). However, the identification of the sources of innovation has become more difficult as they are
increasingly geographically and organisationally dispersed, especially because the combination of multiple
inventions is usually needed for successful market entrance (Teece, 2007, Somaya and Teece, 2007). This
holds true also for modern wine business as competition between wine regions for attracting wine tourists
has been steadily increasing (Williams and Kelly, 2001). One solution would be leaving the Porter-like
(Porter, 1998) red ocean of competition by turning to the blue ocean of business model innovation, exploring
new markets, turning non-customers to customers and beating the competition without beating the
competition (Kim and Mauborgne, 2014, Gassmann et al., 2013, Kim and Mauborgne, 2005). However,
regional innovation for tourism should not be a goal in itself, but should be promoted in the balanced way
and under thorough consideration of impacts in the context of competing and complementary destinations,
as well as cross-border cooperation (Paunović and Jovanović, 2019, Paunović and Jovanović, 2017, Sheng,
2011, Contò et al., 2014).
Europe´s wine tourism offerings and the exploitation of synergies of wine and tourism are stated to
depend either on authorities or on wine producers seizing opportunities to increase wine sales (Menival,
2013). In this context, destination management in the wine regions and the creation of wine tourism
experience has received significant attention in the literature (Choisy, 1996, Dreyer, 2011, Faugère, 2013,
Getz, 2006, Miller, 2007, Orth and Stöckl, 2011, Schätzel, 2011, Thach, 2007). Cluster theory also supports
and explains the value-creation potential for the organizations that are parts of the regional cluster (Hira,
2013, Charters et al., 2011, Porter, 2000). On the other hand, there are various possible approaches deployed
by wineries regarding branding for wine tourism, although many wineries do not fully recognize the
potential of wine tourism for wine sales (Charters et al., 2011).This paper therefore aims at empirically
exploring strategic regional perspective of wine suppliers in order to contribute to the under researched area
of identifying the value of wine tourism from strategic and regional perspective, as defined by Faugère
(2013) and Charters and Menival (2011).
It has been identified that the German wine market lags behind more successful national destinations
regarding regional value creation and this is especially pronounced in the areas of wine tourism offer and
setting up web sites with online shops (Dressler, 2017b, Koch et al., 2013, Szolnoki et al., 2014). This
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findings are especially important because regional and destination-level initiatives are identified to be a
crucial part of enhancing accommodation offer, attracting visitors and enhancing communication strategies
(Scuttari et al., 2013) Having this research gap in mind, the research focuses on the regional differences
between the thirteen German wine regions regarding innovativeness of winery’s business model, branding
and communication in the digital space. The research results should therefore set the stage for future
coordinated research and policy creation activities.
The article first gives an overview of the German wine market and wine tourism activity as well as
major innovation concepts for regional development of tourism. It also presents the specificities of the
German wine tourism and major development directions identified in the literature. It then goes on to present
the results and analysis regarding the German winery’s digital innovativeness in a regional tourism context,
measured by business model innovativeness, brand innovativeness and website communication
innovativeness. In the discussion section the results are being further discussed in relation to the relevant
literature, both from the thematic perspective as well as from the regional perspective. Based on the
discussion and the future research direction, conclusions are than given and implications elaborated.
1. Materials and methods
In order to explore innovativeness and profiling three strategic aspects of wineries (business model
innovativeness, brand innovativeness, website communication innovativeness) were observed and
annotated through a binary scale (0 for “not present”, and 1 for “present”). The created database with N=894
wineries from all thirteen German wine regions served to explore regional clusters and to observe the
respective regional differences. The data has been analyzed with IBM SPSS 23 partly graphically
represented via Excel.

Business model
innovativeness

Winery's digital
innovativeness in a
regional tourism context

Brand innovativeness

Website communication
innovativeness

Each of the three innovation categories of the wineries has been represented by a number of
indicators as represented in the table 1: The business model innovation was analyzed by three indicatorsevents, online shop, and guest rooms, building on the work from Schneider and Spieth (2013) and
Chesbrough (2010). The indicators endorsement by celebrities, connection with sport and/or arts,
connection with sustainability and/or environment, certification/award served to assess the brand approach,
similarly to the work of Ahmed and Zairi (1999). The innovation character of the website was investigated
using graphical representation of driving directions, price lists, high-quality photos, audio content, video
content, and verification of legal drinking age, building on the work of several authors (Wirtz et al., 2010,
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Bonnardel et al., 2011, Deng and Poole, 2010). Direct observation of the winery’s website and the
presence/absence of a particular category was recorded in a binary (0 vs. 1) fashion. The results are presented
by mean values and by plot diagrams of these mean values.
Table 1: Innovation categories research and respective indicators
Innovation category

No.

Indicator

Business model innovativeness

1.

Events

2.

Online Shop

3.

Guest rooms

4.

Endorsement by celebrities

5.

Connection with sport and/or arts

6.

Connection with sustainability-environment

7.

Certification/Award

Brand innovativeness

Website
innovativeness

communication 8.

Graphical representation of driving directions

9.

Price list

10.

High quality photos

11.

Audio content

12.

Video content

13.

Verification of legal drinking age

2. Results
The result section is split into two parts. Part one reveals the results of the descriptive analyses
regarding the level of innovation by region for all three innovation categories (see table 2) and part two
provides profiles of regional innovativeness via multidimensional innovation plots.
The descriptive analysis table provides information on the production capacity of the different
German wine regions. The population of observed wineries by region reflects the size of the wine growing
region.
The analysis of the business model innovativeness reveals an order and therefore different levels of
innovation. The database identifies Sachsen to communicate extensively on business model innovation
(0.74), followed by Hessische Bergstrasse (0.72), Franken (0.62), and Saale-Unstrut (0.55). The wineries of
the regions Rheinhessen (0.41), Pfalz (0.43), Nahe (0.43) and Mosel (0.48) put less emphasis on business
model innovation.
For the brand innovativeness, Mittelrhein wineries stood out (0.64), followed with some distance
by a group including Rheinhessen (0.48), Württemberg (0.47), and Hessische Bergstrasse (0.46). The
analysis identifies a second group at the lower end of brand innovation intensity consisting of the regions
Nahe (0.42), Saale-Unstrut (0.37), and Baden (0.38). The wineries of Ahr (0.19) placed at the lower end of
the scale.
Regarding website communication innovativeness, the differences between the different German
wine regions are less striking. The regions of Sachsen (0.51), Saale-Unstrut (0.49), Franken (0.48) and
Rheingau (0.48) profile at the upper end of the measured innovativeness and the wineries of Ahr (0.38),
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Hessische Bergstrasse (0.39), Rheinhessen (0.39), and Mosel (0.42) at the lower end. The upper and lower
regions cluster with their peers.
Table 2: Ranking of German wine regions by strategic activity
Wine region

N

Surface in Mean
ha x1000** business
model
innovative
ness

Std.
deviation

Mean brand Std.
innovativene deviation
ss

Mean
website
comm

Std.
deviation

Innov.

Ahr

21

562

0.52

0.27

0.19

0.24

0.38

0.16

Baden

116

15800

0.49

0.24

0.38

0.24

0.47

0.21

Franken

88

6087

0.62

0.31

0.45

0.22

0.48

0.18

Hessische
Bergstraße

6

0.72

0.25

0.46

0.43

0.39

0.09

Mittelrhein

23

469

0.49

0.22

0.64

0.26

0.43

0.17

Mosel

125

8812

0.48

0.34

0.42

0.24

0.42

0.21

Nahe

47

4202

0.43

0.29

0.42

0.24

0.45

0.22

Pfalz

148

23613

0.43

0.28

0.43

0.27

0.45

0.19

Rheingau

70

3178

0.52

0.28

0.44

0.24

0.48

0.18

Rheinhessen

132

26578

0.41

0.29

0.48

0.24

0.39

0.18

Saale-Unstrut

17

765

0.55

0.23

0.37

0.31

0.49

0.17

Sachsen

14

502

0.74

0.27

0.45

0.24

0.51

0.27

Württemberg

88

11481

0.49

0.25

0.47

0.25

0.46

0.18

Total

895

102504

455

** Source for the data on surface of the wine regions: DWI (2017)

The developed innovation scales with the three aforementioned areas was further exploited to assess
groupings. In the following, three matrix plots have been created, where the X and Y axis are
interchangeably the three categories: business model innovativeness, brand innovativeness, and website
communication innovativeness, assessing where the 13 wine regions position in the four quadrants.
Two regions - Hessische Bergstrasse and Sachsen - are home to wineries who emphasize both,
innovative business models as well as winery’s brand. The regions of Mittelrhein, Württemberg and
Rheinhessen focus on innovative brand representation and less on innovativeness of business models
(Quadrant B). The regions of Baden, Mosel, Nahe and Pfalz apparently strategically focus on tradition in
their business models and brand communication. In the regions Rheingau, Saale-Unstrut and Ahr, wineries
are profiling innovative regarding business model and less innovative regarding brand representation.
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Figure 1: Business model and brand innovativeness in the German wine regions

The second matrix offers grouping insights on the two innovation dimensions of brand and website
communication. Here, apart from Ahr and Mittelrhein the regions show a rather homogeneous innovation
strategy. Mittelrhein deviates with a stronger brand innovation. Ahr´s positioning in the matrix tells a strong
focus on tradition. Whereas the two outlying regions do not deviate much in size, their crop portfolios
diverge strongly. Ahr produces predominantly red and Mittelrhein more than 85% white wine.
Figure 2: Website communication and brand innovativeness in the German wine regions

The third plot on the two perspectives business model and website innovation identifies the regions
of Sachsen, Franken, Rheingau and Saale-Unstrut wineries for innovativeness in their business model as
well as website communication (Quadrant A). The regions of Baden and Württemberg have wineries with
highly innovative website communication and low innovativeness of business model (Quadrant B). Here,
the regions of Mittelrhein, Mosel, Nahe and Rheinhessen play on tradition. The regions of Hessische
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Bergstrasse and Ahr are home to wineries which are highly innovative regarding business models and less
innovative regarding website communication activities (Quadrant D).

Figure 3: Business model and website communication innovativeness in the German wine regions

In regards to destination profiling, the insights provide perspectives to eventually exploit the
wineries´ innovation emphases or to orchestrate a change and alignment. This could allow regions to
potentially target different target segments.
Several limitations of the study need to be considered. For Hessische Bergstrasse, only six wineries
have been analyzed. The descriptive and portfolio analyses needs to be validated by further statistical
calculations as well as further causal analyses. Reliability of the data base can be increase by a second
assessment by a different researcher. Other criteria to measure innovativeness can result in different regional
characteristics.

3. Discussion
The 13 regions differ in terms of the wineries´ innovation focus (business model, brand, website
communication) and level. Some regions are ahead of the others or lag behind, or in some cases the levels
of innovation of several regions are concentrated around similar values. However, it should be said that
regarding business model, brand and website communication, innovation is not the only important aspect,
but much more strategic approach to innovation. In this sense, tradition for example often plays a very
important role regarding all three researched aspects in the wine industry. In the wine business, a more
traditional approach is apparently used to build reputation and underline quality of the products (Dressler,
2016b). A more traditional approach can also be deployed to increase brand equity by exerting social power
(Crosno et al., 2009), as well as strengthening associations about local food & beverage traditions and
enhancing communication of marketers towards customers (Warner, 2007). In addition, the dichotomy of
tradition and innovation has also been an important aspect, for craft and artisanry production (Ferrara, 2011,
Mieder and Mieder, 1977).
Innovation can be defined as the smart deployment of advanced knowledge (Capello, 2011).
Regions with high innovation potential are able to activate and deploy resources from a wide variety of
fields: from religious, ethnic and sports groups to economic interest groups (Tura and Harmaakorpi, 2005).
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Regarding German wine regions, the ones that excel in terms of innovativeness and being able to deploy
various resources are: (1) Sachsen, Hessische Bergstrasse, Franken and Saale-Unstrut for business model
innovation; (2) Mittelrhein, followed by Rheinhessen, Württemberg and Hessische Bergstrasse for brand
innovativeness; and (3) Sachsen, Saale-Unstrut, Franken and Rheingau for website communication
innovativeness.
Modern business model innovation doesn’t take place in a vertical manner and only within an
organization, but takes place through an open innovation concept and it is distributed across different
stakeholders (Behnam et al., 2018, Bogers and West, 2012, Cohen et al., 2017), which is why regional and
cluster approaches are important for tracking and measuring business model innovation, in addition to the
company-level measurement. In this sense, business models in the regions of Sachsen, Hessische
Bergstrasse, Franken and Saale-Unstrut should be further explored from the cluster, regional perspective.
The measurement of business models in the agri-food sector is a very important aspect as the actors are
facing increasing competition due to globalization (Tell et al., 2016, Brinkmann et al., 2014).
Branding is important because consumers actively seek visual and other cues that confirm
authenticity (Beverland and Farelly, 2010). In this sense, brand has many aspects that make it a brand:
functional, symbolic, shorthand, legal, strategic, differentiating, risk reducing, organizational ownership
sign (de Chernatony and McDonald, 2003). Branding strategy development should include both innovative
processes, as well as knowledge creation and dynamic capabilities (Rufaidah, 2016). The results
demonstrate by far the most innovative winery brands in the region of Mittelrhein, as well as to a lesser
extent in Rheinhessen, Württemberg and Hessische Bergstrasse. Different cues that make this brands
innovative should be further investigated, as well as which type of relational power do they build with the
consumers: legitimate, reward, coercive, expert or referent power? (Crosno et al., 2009, French and Raven,
1959) In addition, innovative branding should be strategically developed as to both build on the parent brand
strength as well as to clearly differentiate new products from existing product in order to avoid the
cannibalization of existing product (Sinapuelas et al., 2015).
Authentic experience and customer attachment to the winery is facilitated through communicating
the passion and knowledge of small winery staff about the wine production process (Fountain et al., 2008).
Having in mind that the proliferation of online interactions has shifted the task of a marketer from decreasing
the information search cost for the customer to decreasing the cognitive cost of managing the abundance of
information for the customer (Liu and Park, 2015), the task of innovating and optimizing the communication
tools seems of paramount importance for the winery. This task is particularly well done by the wineries in
the wine regions of Sachsen, Saale-Unstrut, Franken and Rheingau. The internet, and especially website
communication has a decisive role on forming destination images and opinions in the heads of tourists
(Rodríguez-Molina et al., 2015, Buhalis and Law, 2008), which makes it even more important for wineries
trying to expand the business model into tourism to consider their website communication as an important
part of expanding into tourism. This is something that has been achieved most successfully by the wineries
in the three eastwards positioned German wine regions: Franken, Saale-Unstrut and Sachsen. The successful
strategic development of wine tourism in the region of Franken has already been confirmed and analyzed in
detail by Harms (2017). The author singles out the strong support of the “Agency for Wine and Garden
Cultivation” (LWG) and the “Association of Franconian Wine Experience Guides” as having crucial
importance to the successful wine tourism experience, by providing training, support, coordination and
gatekeeping towards media and institutions for all wine guides, younger ones especially benefiting from
this network.

Conclusion
Regions can profit from the innovation activities of the wineries, and destination marketing can
build on the innovation capabilities present in their local networks. The paper singles out wineries in the
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regions of Hessische Bergstrasse (business model-brand innovativeness), Württemberg (website
communication-brand innovativeness), Sachsen, Franken, Rheingau, Saale-Unstrut (business modelwebsite communication innovativeness) where wineries exhibit strategic innovations in the fields of
business model, brand and website communication innovativeness. Further research should go more deeply
into the reasons and factors standing behind the differences in the innovation activities in the different
regions. It can be worth researching the distribution of dynamic capabilities in the regional context, as they
have been identified as one of the most important factors influencing firm innovation activities in the cluster
context (Röttmer, 2011) however no research has been done in the wine industry in this area. In this sense,
it could also be worth researching whether differences in dynamic capabilities for business model, branding
and website communication exist between small wineries and cooperatives, and whether this affects regional
innovation activity. For example, in Rheingau and Rheinhessen, less than 10% of the wine is produced by
cooperatives, while in Baden or Württemberg almost 80% of the regional wine production is produced by
cooperatives (Dressler, 2018a). This differences influence the industry structure within the regions as well
as the relationship between different actors, and future research should investigate this subject in detail.
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Introduction
Like Joël Fernandez who began his new life as an independent winemaker at the Domaine La
Grange Léon after a mid-life crisis7, some winemakers start from scratch in the wine sector. This research
focuses on newcomers in the wine sector and specifically on people who decided to gave up previous jobs
unrelated with wine to enter this industry as Tine and Marc Verstraete, business man and costume designer,
who “sold [their] packaging company and wanted to buy a property in the South for the sun”, establishing
Château Castigno8. As other emergent ventures they have to be identified as new members within an activity,
an industry, or a sector, but in this particular sector, they also have to acquire legitimacy to grow wine. In
the wine sector, nascent entrepreneurs are challenged to integrate a social group labeled entrepreneurs as
well as a group of winemakers. It is crucial for them to develop an identity for their wine, as underlined in
Lapsley & Moulton (2001). Often the product identity is linked to their own identity, that comes from their
specific trajectory of life and career choice. People draw on a wide array of discourses to construct their
identities (Kuhn, 2006). As discourse is essential, some of these new winemakers use storytelling to
highlight their specific story. The use of narrative analysis is then appropriate to understand how
entrepreneurs construct the identities that enable them to make sense by articulating their thoughts and
beliefs (Downing, 2005; Jones, Latham, & Betta, 2008). Narrative analysis could contribute to enhanced
conceptual, epistemological, and methodological reflections since it offers multi-voiced representations of
the reality (Johansson, 2004). The purpose of this research is to identify legitimacy strategies of
entrepreneurs (newcomers) in wine industry and to explore how it affects their positioning as a winemaker.
Through a qualitative exploratory study this research will explore whether they use storytelling to build their
identity and acquire some legitimacy in this sector.

1. Narrative sensemaking for identity building
Entrepreneurial stories depict mythical or heroic action-oriented characters (Down & Warren, 2008;
Nicholson & Anderson, 2005). Stories aim to identify construction through the creation of attractive
characters, history, and hyperbolic metaphors. Stories are sensemaking and sensegiving (Gioia &
Chittipeddi, 1991; Weick, Sutcliffe, & Obstfeld, 2005) and entrepreneurs use different stories depends on
the situation. Personal stories built and told by an entrepreneur are called narratives referring to the ways
they build their identity through sensemaking. O’Connor (2002) suggests three categories of entrepreneurial
narratives: personal stories (founding or vision stories), generic stories (marketing or strategy stories) and
situational stories (historical or conventional stories). The ability of the entrepreneur to adjust the story in
terms of coherence with the expectations of the audience depending on the situation is called narrative
sensemaking (O’Connor, 2004).
Individuals select from their past, present and future, features valued and considered as relevant
according the targeted role. They build a coherent story from those features highlighting the salient roles.
Two main objectives are expected from the use of narratives, the first one is identity building (achieving
roles considered as important for self-identification and belonging to a group) which is crucial to reach the
second one referring to legitimacy and resources’ acquisition. In the case of entrepreneurs, legitimacy is
achieved through conformity and distinctiveness of behaviors towards stakeholders with divergent roles.
Such multiple identities incorporate competing tensions (Pratt & Foreman, 2000). Sveningsson & Alvesson
(2003) showed that managing stories and narrating them is useful for individuals, helping to cope with work
identity strains and components (Ibarra, 1999).
Narratives reflect the self as a reflexive conception enacted in social interactions, crucial for
identification (Stets & Burke, 2000). Entrepreneurs use narratives in order to position themselves in a
specific occupation (Davis & Harre, 1990). According to Cheney & Ashcraft (2007) occupation “helps
7
8

Story from Jaroniak,F. Nagel,S. “Un terroir des hommes, Saint-Chinian” - Terroirs d’exception
Id.
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individuals to narrate a sense of self and provides a way of managing and organizing the other aspects of
identity”. According to Cooper & Thatcher (2010), identity aspects are activated in different social settings
at different times. This is correlated to narrative sensemaking process supporting that the entrepreneurial
self is multiple and dynamic.
2. Self-identity as a discursive resource
Considering identity in a narrative way, connected and reflected in the individual storytelling is
useful for understanding its dynamics in particular, in situations of identity transitions (Ibarra & Barbulescu,
2010). Ibarra & Barbulescu (2010) highlight the need to better understanding for dynamics between identity
work and narratives. The self remains an ongoing project leading to re-crafting self-identity (Giddens, 1991)
and narratives (Somers, 1994).
Identity results from interactions between the individual, the society and the culture (Giddens,
1991). It is negotiated through and within the sensemaking systems of the cultural environment (Jenkins,
1996). As culturally skilled individuals, entrepreneurs are the main influencers of their narratives, juggling
between sameness and distinctiveness (Lounsbury & Glynn, 2001). One of the constraints on roles
associated with the entrepreneur is induced by the notion of innovation. Thus, entrepreneurs must be part of
a scheme that can be re-scored and classified in the category: process or entrepreneurial compromise and
both intrigue, do otherwise, innovate, be creative about how to build and express entrepreneurial behavior
(Anderson & Warren, 2011). Proactiveness, distinctive characteristics of entrepreneurs were largely
investigated at the organizational level.
Recent studies use proactiveness in order to describe how entrepreneurs use narratives as a mean
for identity building, changes and acception (Bjusell & Melin, 2011; Lounsbury & Glynn, 2001; O’Connor,
2004). Individuals, undergo social, cultural and family norms. These norms concern both the roles and
characteristics that the individual must express or bear. They concern professional and non-professional
roles. Individual's identities are composed of the different roles (sent and received) leading to multiple role
identities (Burke, 1980). Down & Warren (2008), show that entrepreneur use clichés about entrepreneurial
roles and characteristics in order to legitimate themselves. In their narratives, both clichés and metaphor
carry meaning necessary in the identity building process. Thus, it becomes a discursive resource because it
is socially and culturally framed and meaning providing (Kuhn & Nelson, 2002).
3. Role identity multiplicity
Occupation is important in identity building process because it provides affiliation (Van Maanen &
Barley, 1984). Moreover, as socially constructed categories including practices and actors (Anteby, Chan,
& DiBenigno, 2016), it refers to the set of normative guidelines shaping the entrepreneurial behavior.
Identity work refers to the process of constructing identity, the term social identity describes the extent to
which people see themselves as members of specific groups (Alvesson, Lee Ashcraft, & Thomas, 2008).
In addition to the influence of norms, the construction of entrepreneurial identity is subject to the
influence of emotions that the entrepreneur has or develops towards the project in which he is engaged.
Thus, many entrepreneurs for family businesses or not, use a lexicon referring to the parenthood relationship
to describe their business. They describe an important emotional attachment. Involvement, attachment and
identification influence the behavior of the entrepreneur.
Understanding how individuals use stories, construct them, and modify them helps to understand
the implications of constructing identity for decision-making. Results form Mathias & Williams (2017) and
Farmer, Yao, & Kung-McIntyre (2011) confirm the relationship between roles, identity and the perception
of opportunities. Mathias & Williams (2017), argue that role identity encompass different roles that may be
conflicting and challenging. For example, Cardon, Gregoire, Stevens, & Patel, (2013), argue that
entrepreneur adopt different roles as inventor and founder. Entrepreneurs act consciously in the selection
and use of stories to fulfill the role considered according to the interlocutor.
Performing the different roles concomitantly can be a source of tension. In addition, individuals
may not have access to all the information needed to perform the expected roles. These two situations
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describe situations of role stress that are harmful to the mental health of individuals and especially
entrepreneurs (Wincent & Örtqvist, 2009). Other sources of tension exist in family businesses where family
identity and family business identity are two other frameworks that may arise role conflicts.
4. Considered method and perspectives
After developing the theoretical model, the authors will use an exploratory qualitative study
involving different interviews with newcomers in the wine industry. Several newcomers will be interviewed
with an objective of analysis of their narratives. Some of them have been identified in function of their
profile and the reason why they started to grow wine. The sample will be constituted of various winemakers
(different regions, different sizes, various nature of business : grower vs. fully integrated vs. virtual winery
vs. wine support business and different previous jobs). Narrative analysis is useful in that case to understand
how these new entrepreneurs in the wine sector construct their identities, how they produce meaning that
make sense in the sector (Downing, 2005; Jones et al., 2008). Narratives, discourse and storytelling, in the
entrepreneurship field is associated to legitimacy building, identity building, sensemaking and
organizational strategy.
The interview guide will be constituted of three parts: (1) their profile, their previous job, their
career choice and how they made their decision to enter the world of wine, (2) the narratives they use and
the building of their storytelling, with the use or not of an actantial scheme and their positioning and, (3) the
different role they assume in the narratives and how those roles interacts in order to build legitimacy and to
give access to resources according to sector’s norms.
A contribution of this paper is then to explore how these new entrepreneurs in the wine industry
build an identity, either as entrepreneurs or as winemakers and how they use their narratives to gain
legitimacy for their ventures. These narratives are useful both to set expectations and to create a positioning
in the sector. We can wonder if they have a different approach to marketing, with a more instrumental use
of storytelling. Indeed one of their stake is to create some meaning with new stories, in a sector where many
winemakers stories are rooted in the past and in the tradition. One can also wonder about the reflection of
their particular life trajectory into this sense making, as said by Alain Clerbout in Domaine Lou Colombier
“Whilst working as a sales representative even though I was earning a very good living, I felt the need to
create something myself. My friends and family thought I was crazy but I have absolutely no regrets.” 9. Is
this particular approach also going to change their relationship to wine making?

9

Id.
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Introduction
Cultural and creative industries (CCI) (O’Connor, 2010) play a major role in the development of
touristic activities (Richards and Marques, 2012). Among the CCIs, the wine industry is an established
industry created 5000 years ago with traditional features developed over time such as “terroir” and
authenticity (Castellano and Khelladi, 2015) and with innovative elements (Castellano and Khelladi, 2016).
Over the past fifteen years, the wine market has gone through major changes: globalization, new entrants –
from the ‘New World’, and new products, all of which intensified competition. New processes of wine
making – based on increased investments in R&D – and innovative marketing techniques – i.e., advertising,
packaging, and labeling – disrupted the traditions in the mature wine industry.
Such changes were intensified with the development of the Internet, the digital revolution and the
era of big data. Of particular interest in these emerging trends is the Internet of Things. However, even
though the IoT have particularly been analyzed in high tech sectors (Del Giudice, 2016) and in particular
settings such as smart cities or seaports (Ferretti and Schiavone, 2016), few studies have examined their role
in CCI (Solima et al., 2016). In addition, while past studies focused on specific theoretical background –
such as IT and knowledge management (Del Giudice, 2016) – the IoT represent a new research avenue in
Cultural and Creative Industries (CCI), and offers many opportunities to study the dynamics between
tradition and innovation.
We contribute to the Innovation Through Tradition (ITT) stream of the literature. While past
research examined the development of new products within cultural and creative industries resulting from
the use of traditional elements, we herein look at the other side of the coin. We investigate the role of
innovation to reinforce the traditions. The aim of this paper is two-fold: first, to explore the nature of the
relationship between tradition and innovation in CCI and; second, to examine the role of IoT to balance
tradition and innovation. Therefore, the research question in the present study is “What is the role of IoT to
balance tradition and innovation in the wine industry?”
1. Linking traditions and innovations
1.1. Traditions and innovation from organizational and industry perspective
From general perspective, tradition refers to “the maintenance of fixed behaviors, and conventions,
which are characterized by their invariance” (Balmer, 2011). From organizational perspective, traditions are
related to practices and techniques, customs and values preserved and transmitted from generation to
generation within and/or between organizations (Capul and Garnier, 2015). More specifically, traditions are
repositories of elements through which it is possible to evoke collective memories, identities and social
cohesion (Messeni Petruzzelli and Savino, 2015). From a resource-based view approach (Barney, 1991),
tradition is a distinctive and unique resource, which is rare, difficult to imitate. Traditions can refer to “stock
of knowledge, competencies, materials, manufacturing processes, signs, values, and beliefs pertaining to the
past” (Messeni Petruzzelli and Albino, 2012). Because tradition links the past and the present, a dynamic
approach seems more appropriate. Tradition involves a process of accumulation and transfer over time,
which can be linked the concept of dynamic capabilities (Messeni Petruzzelli and Albino, 2012).
Traditions exert a double-edge sword effect. Past research emphasized the perceived negative and
positive dimension of referring to the past. First, tradition can lead to negative outcomes in comparison to
the innovation path. Over relying on the past can lead to resistance to change, inertia, and path dependence;
the firms’ asset turns into a liability, which is known as the core rigidity concept (De Massis et al., 2016).
Second, traditions also possess positive dimensions. In particular, past knowledge can make sense of the
present and can lead to unique source of innovation advantage (De Massis et al., 2016).
Overall, we can emphasize the double-edge of traditions. On the one hand, we can emphasize the
benefits of traditions. Traditions are not only related to a set of practices with certain values and norms, they
also imply continuity with the past (Balmer, 2011) in the sense that they connect the old with the new.
Traditions play a key role in constructing the future (Messeni Petruzzelli and Savino, 2015). On the other
hand, traditions can impede organizational competitiveness when faced with new and novel practices and
norms (Castellano and Ivanova, 2007). In addition, the combination of traditional and novel elements can
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reveal a number of difficulties to overcome. Furthermore, organizations can over time become over
dependent on traditions and disregard new practices and norms (Castellano and Ivanova, 2007). Another
illustration of the double edge of tradition lies in its consequence on organizational behavior. On one side,
traditions, as rules and norms of behavior, are institutionalized through the adoption of similar practices.
Such conformity might derive from technology and/or market uncertainty (Cyert and March, 1963), and can
lead to isomorphic behavior (DiMaggio and Powell, 1983), which ultimately reinforces the traditional
features of some industries as a collective or aggregate level. On the other side, traditions involve a certain
degree of distinctiveness, differentiation (Balmer, 2011). Therefore, one needs to take into consideration the
complexity of tradition in organizational life, which is even more the case when confronting tradition and
innovation, and when analyzing how organizations balance between these two forces.
Following Nelson and Winter (1982), Pouder and St. John (1996) defined innovation as the new
products or services, new processes and new organizational structures that firms use to compete with one
another and meet customer demand; and also the adoption of a new idea, process, product, or service
developed internally or acquired from the external environment as a function of the firm’s technical,
strategic and administrative skills. Other definitions of innovation emphasize the link with the past.
According to Van de Ven, (1986: 591 cited by Capaldo et al. 2014), an innovation can be defined as “a new
idea, which may be a recombination of old ideas”. Innovation is a process of search and recombination of
existing components (Petruzzelli and Savino, 2014). It is therefore to further investigate and to bridge the
past and the present, the old and the new (Castellano et al., 2013).
1.2. Bridging tradition and innovation in Cultural and Creative Industries
There is no consensus yet in the academic literature on how tradition and innovation can be linked.
They can be considered as two extreme of the same continuum, which implies that they are mutually
exclusive. The two concepts can also be used as two independent concepts. For instance, tradition is
perceived to be linked to the past while innovation is future-oriented (Castellano et al., 2013). On another
note, they both share a common outcome as tradition and innovation can be considered as a source of
competitiveness (Messeni Petruzzelli and Savino, 2015). In addition, De Massis et al. (2016) show that firms
can innovate while remaining anchored to the past. Hence, the literature needs clarification on how they
influence each other, what sets them apart, and the factors that bring them together. On another note, it is
pertinent to analyze the link between the past, the present and the future in specific industries that face a
tension between preservation and adaptation (De Massis et al., 2016). Previous research has emphasized the
appropriateness of the tradition and innovation concepts to analyze creative and cultural industries. First,
traditions facilitate the adoption of novelties in creative and cultural industries (Messeni Petruzzelli and
Savino, 2015). Second, traditions are “collections of cultural elements that may include symbols, material
objects, myths, custodians, rituals, temporal qualities as well as collective identities and memories” (Dacin
and Dacin, 2008: 11) that particularly fit the specificities of CCIs. Third, as cultural and creative industries
combine technical functionalities with aesthetic, symbolic, sensory and experiential content, they are
appropriate to analyze innovation processes (Messeni Petruzzelli and Savino, 2015). Finally, recombination
mechanisms to innovate have received great attention creative and cultural industries (Petruzzelli and
Savino, 2014).
2. The role of internet of things
Existing research offers little understanding of why the past can be valuable and how managers can
leverage it to innovate. We build on Petruzzelli and Savino (2014) and we herein analyze how the adoption
of disruptive technologies may be fruitful to leverage the positive dimensions of traditions and to balance
between tradition and innovation in CCI. The term “Internet of Things (IoT)” is applied to refer to (1) the
global network interconnecting smart objects using Internet technologies, (2) the set of supporting
technologies used to build such a global network (e.g. RFIDs, sensors/actuators, machine-to-machine
communication devices), and (3) the group of applications and services that leverage such technologies to
create new business opportunities and models (Miorandi et al., 2012).
IoT covers numerous aspects related to the extension of the Internet into the physical territory,
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through the extensive deployment of devices with embedded identification, sensing and/or actuation
capabilities (Miorandi et al., 2012). IoT is based on “the paradigm of computing and communications
anywhere, anytime and by anything.” (Miorandi et al., 2012, p.1500). As such, IoT enables to connect things
anytime, anyplace, with anything and anyone, using any network and any service (Vermesan et al., 2013).
IoT drives the behavior change, and allows for a social engagement and gamification (Swan, 2012). The
major challenging aspects of IoT for firms are privacy and regulatory compliance, acquisition of the needed
skills to leverage IoT data, data management in terms of volumes and security (Bartolomeo, 2014). From
user standpoint, the major issue with IoT is the lack of sustainable usage. Early adopters tend to buy IoT
solutions, try them briefly, then they don't find them enduringly useful, and then let them (Swan, 2012).
The Internet of Things is pertinent to analyze the balance between tradition and innovation. First,
they are considered as a disruptive technology (Del Giudice, 2016). Disruptive technologies can cause major
shifts, create entirely new industries and provide a basis for a new competitive paradigm (Kostoff et al.,
2004). Therefore, the shift between the old and the new is of greater extent. Second, the contexts of
application of IoT technologies are currently various (Del Giudice, 2016). While their implications and
effects for innovativeness and performance were conducted in mature industries (Del Giudice, 2016), we
contribute to the analysis of IoT in the particular context of CCI (Solima et al., 2016). Past research analyzed
how the recombination of old components positively influences the creation of successful innovations and
the main characteristics of old components contributing to the success of innovations (Petruzzelli and
Savino, 2014). We herein look at the same concepts and looking at the same phenomenon but the other way
around. We analyze the role of the Internet of Things as a particular innovation on the balance between old
and new elements.
3. Illustrative case of the French wine industry
We complement the theoretical development with an illustration from the wine industry which,
contrary to the conventional view, is extremely innovative and also remains anchored to tradition. We chose
this industry because of its capacity to innovate by maintaining a strong link with the past (De Massis et al.,
2016). The French wine industry represents a pertinent setting for this study as it is a CCI characterized with
a combination of traditional and innovative elements. We drew on multiple and varied sources of
information in finding evidence on IoT application in the wine industry (De Massis et al., 2016).
Elements of Tradition and Innovation in the Wine Industry and the role of IoT Following McCarthy,
Ewing-Mulligan, and Cassetari (2001), we can identify traditional and innovative elements for the following
activities that encompass the wine industry from value creation perspective (Bhatiasevi and Dutot, 2014):
(1) Research and Development (applied R&D excluded); (2) Wine growing; (3) Wine making; (4) Types of
wine, and; (5) Wine marketing. Each organization might be more traditional on some dimensions, and also
considered very innovative on some other dimensions, showing the complexity of the dynamic between
traditions and innovations (Torrès, 2006).
4. Expected results
An investigation of IoT applications on the Wine industry processes – ranging from R&D to the
wine type, Research and development, wine growing, winemaking and wine marketing – shows that the
Internet of Things is not equally present in all wine-related activities. There is no direct application in the
wine type as well as R&D activities. The role of IoT is therefore neutral in balancing between tradition and
innovation when related to upstream activities in the wine industry. Overall, the IoT represents a facilitator
in balancing traditional and innovative features in the wine growing activities. The new brings supports the
old. For downstream activities, IoT also provides new solutions for wine marketing or wine logistics. IoT
facilitate the link between the old and the new. Traditions do not not only embody negative features, and
disruptive innovations can reinforce the anchor-points of the pastoriented characteristics of CCIs.
Conclusion
In this article, we aim at investigating the relationship between the old and the new. More
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specifically, our objective lies in examining the role of the Internet of Things in balancing tradition and
innovation in the context of creating industries (Messeni Petruzzelli and Savino, 2015). Previous work
showed that in the context of CCI, referring to old elements can represent a mean to eliminate the cultural
homogenization due to globalization (Messeni Petruzzelli and Savino, 2015), which is very much the case
of the wine industry (Castellano and Khelladi, 2016). Novel elements can reinforce traditional features of
CCI if these new and old elements are combined appropriately and if they have specific characteristics (De
Massis et al., 2016).
We contribute to the debate between the old and the new (Petruzzelli and Savino, 2014) and the ITT
(Innovation Through Tradition) approach. We find that novel features exert a greater degree of acceptance
when they reinforce and/complete the traditional way of doing things (Messeni Petruzzelli and Savino,
2015). Tradition and innovation do not represent the two extremes of a continuum. The combinations
between tradition and innovation require achieving a balance. In the CCI context, disruptive technologies
can even reinforce the positive effects of traditional elements. Our case illustration shows that the role of
IoT is quite neutral regarding upstream activities (Wine type and R&D as the applied dimension is quite
limited). However, the IoT plays a great role in reinforcing traditional elements for downstream activities
in the wine wine industry (wine growing, wine making and logistics). These disruptive technologies possess
a direct applied dimension which facilitates their diffusion and adoption among organizations, competitors
and consumers.
Finally, cultural and creative industries need to better understand and uncover the link between the
past, the present and the future. Our article bridges the gap by also introducing disruptive technologies,
which are very much forward-oriented to get a better grasp on pastoriented mechanisms. The wine industry
is mature and established. However, the knowledge, norms, practices, and symbols developed throughout
the centuries need disruptive innovations such as the IoT to reinforce their anchor-points, their roots and
their reference to past elements.
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Introduction
Wine tourism is a form of special interest tourism combining cultural and rural activities. For
worldwide wine destinations, the number of wine tourists and incomes from wine tourism are continuously
growing. Over the last decade in France, the number of wine tourists has increased by 33%, reaching 10
million visitors and 5.2 billion euros of revenue generated per year (Atout France, 2017). In the same period,
the US wine tourism market, dominated by domestic visitors, reached 15 million travelers that were
motivated by wine tourism and generated nearly 20 billion US dollars in revenue (Mintel, 2017).
Wine tourists are seeking a holistic experience focused not only on degustation and purchasing, but
also on educational, recreational, escapist and immersive experience (Afonso, Silva, Gonçalves, & Duarte,
2018; Vo Thanh & Kirova, 2018). As suggested by Fernandes and Cruz (2016), in a fast growing experience
economy, customers are looking for a memorable co-created experiences, with both utilitarian and hedonic
components, involving them emotionally, physically and intellectually. Wine tourism experience is
traditionally grounded on the authentic atmosphere of a winery, vineyards and heritage sites visits. However,
wine tourism is increasingly shaped by the introduction of information and communication technologies
(Martins et al., 2017). With new technologies being introduced, the conventional wine tourist experience
could be deeply transformed engendering new types of tourist activities and a technology enhanced
experiences (Neuhofer, Buhalis, & Ladkin, 2014). Broadly, on a tourism industry level, the extensive
development of mobile applications has particularly helped the facilitation of experiences and opened new
opportunities, challenges and potential in the field (Gretzel, Fesenmaier, Formica, & O’Leary, 2006).
Nevertheless, the widespread use of mobile applications has not impacted all tourism sectors and
segments equally. In particular, in wine tourism, mobile applications are recently introduced. To date there
are no studies that have attempted to discuss the perceived value by tourists of a wine tourism mobile
application. To address this gap, this paper begins by presenting the relevant literature review, followed by
an empirical investigation intended to examine how wine visitors perceive Geovina, the first wine tourism
geolocation mobile application designed to discover French vineyards, wine, and terroir.
1. Concept of perceived value
The concept of perceived value has been considered one of the key factors for a firm’s strategic
management and an effective source of competitive advantage (Holbrook, 2006; Kim & Park, 2017;
Sánchez-Fernández & Iniesta-Bonillo, 2007; Woodruff, 1997; Zeithaml, 1988). Dimensions of perceived
value might vary from research to research, depending on the research’s object, objective, context, etc.
However, some common dimensions, covering both cognitive and affective aspects are often observed such
as functional and/or social (Chen & Fu, 2018; Hsiao & Chen, 2016; Hsu & Lin, 2015, 2016; Jiang & Kim,
2015; Karjaluoto et al., 2018; Kim & Park, 2017; Kim, Ham, Moon, Chua, & Han, 2019; Koller et al., 2011;
Sheth et al., 1991; Sweeney & Soutar, 2001; Yang et al., 2018), emotional (Chen & Fu, 2018; Hsiao &
Chen, 2016; Hsu & Lin, 2015; Jiang & Kim, 2015; Kim & Park, 2017; Koller et al., 2011; Sheth et al., 1991;
Sweeney & Soutar, 2001; Yang et al., 2018), economic (Hsiao & Chen, 2016; Hsu & Lin, 2015; Kim &
Park, 2017), epistemic (Jiang & Kim, 2015; Sheth et al., 1991; Sweeney & Soutar, 2001), and conditional
(Sheth et al., 1991; Sweeney & Soutar, 2001). Furthermore, there is a gap related to most of extant studies
on perceived value. Indeed, most of these studies have concentrated more on what customers “benefit” from
rather than “sacrifice” for the exchange (Jiang & Kim, 2015).
1.1. Perceived benefits
1.1.1. Functional benefit
Falling within the Zeithaml’s (1988) perspective (quality/price trade-off), quality-based functional
value is the utility acquired from the perceived quality and expected performance of the product or service
(Sheth et al., 1991; Sweeney & Soutar, 2001). Concerning a mobile app, functional benefit may include
attributes that a user can experience such as core purpose, overall quality, responsiveness, flexibility or
ubiquity, co-creation, etc. (Hsiao & Chen, 2016; Karjaluoto et al., 2018; McLean, Al-Nabhani, & Wilson,
2018; Shankar et al., 2016; Shaw & Sergueeva, 2019). In a digitalized setting, value co-creation is
omnipresent by engaging actors (often consumers and their associated social networks) interacting with
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organizing actors (often firms and their associated organizational ecosystem) in interactive platforms (Hajli,
Shanmugam, Papagiannidis, Zahay, & Richard, 2017; Ramaswamy & Ozcan, 2016, 2018).
1. 1. 2. Social benefit
Social benefit is associated with the gain derived from the product’s ability to enhance social selfconcept (Hsu & Lin, 2015; Sweeney & Soutar, 2001) or the acceptability in different social groups after
purchasing products and services (Sheth et al., 1991). A mobile app might be seen as a lever to improve
efficiency of user contact. Therefore, social benefit of an app may refer to interacting and impressing others,
acquiring certain image, belonging to a community, feeling followed, expressing personal values, seeking
for friends and social status, etc. (Chen & Fu, 2018; Hsiao & Chen, 2016; Hsu & Lin, 2016; Yang et al.,
2018).
1. 1. 3. Emotional benefit
Emotional benefit is the utility derived from customers’ feelings or affective states that a product or
service generates (Hsu & Lin, 2015; Sheth et al., 1991; Sweeney & Soutar, 2001). Emotional benefit elicited
by a mobile app may include attributes such as pleasure, empathy, enjoyment, happiness, excitement, selffulfilment, etc. (Chen & Fu, 2018; Hsiao & Chen, 2016; Hsu & Lin, 2016; Karjaluoto et al., 2018).
1. 1. 4. Economic benefit
The social exchange theory (SET) (Emerson, 1962) is derived of subtracting the costs paid from the
benefits gained. It allows us to examine what individuals consider they will get and lose when using a mobile
app. SET states that individuals are more likely to participate in an exchange if they will acquire benefit
without encountering unacceptable costs (Jiang & Kim, 2015; Prayag, Hosany, Nunkoo, & Alders, 2013).
Individuals use cost-benefit analysis in order to maximize utility. Economic benefit of a mobile app may be
made up of attributes such as low price, special offers, value-for-money, points and other rewards, etc.
(Hsiao & Chen, 2016; Hsu & Lin, 2015).
1. 1. 5. Epistemic benefit
Epistemic benefit is defined as the gain obtained from products and services to arouse curiosity,
deliver novelty or satisfy a desire of knowledge (Sheth et al., 1991). As mobile apps are a new phenomenon,
their capacity, for example, to satisfy a desire of knowledge or arouse curiosity should not be overlooked.
In this perspective, epistemic benefit of a mobile app may refer to help to learn, arouse curiosity, provide
novelty, etc.
1. 1. 6. Conditional benefit
Conditional benefit refers to facing a specific situation and then deciding whether to change
behaviour depending on the new circumstances that may be context and location (Sheth et al., 1991).
Conditional benefit arises when situational factors occur (Jiang & Kim, 2015). Mobile apps are particularly
relevant for producing conditional benefit as they are closely related to context and location. For example,
to enrich user experience, TripAdvisor’s app offers contextual mobile moments by recognizing the user and
his/her location and providing him/her with information to help take a decision at that moment.
1.2. Perceived sacrifices
Customers do not only pay money for the exchange but also incur various types of sacrifice that are
not money-related (Jiang & Kim, 2015; Petrick, 2002; Sweeney & Soutar, 2001; Wang & Wang, 2010;
Zeithaml, 1988).
1. 2. 1. Monetary sacrifice
Monetary sacrifice (price) is the most common and often used in studies on perceived value (Jiang
& Kim, 2015; Wang & Wang, 2010). Perceived monetary sacrifice is often found to have a significant
negative effect on perceived value in most of previous studies. For example, Wang and Wang (2010)
conclude that perceived monetary sacrifice has a negative effect on perceived value of using mobile hotel
reservation. Jiang and Kim (2015) find that perceived monetary sacrifice negatively influences customers’
green hotel choice.
1. 2. 2. Non-monetary sacrifices
Non-monetary sacrifices refer to other kinds of sacrifice than price such as time and effort
(Zeithaml, 1988), technological (physical and mental) effort (Wang & Wang, 2010), explicit
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(inconvenience, lifestyle change, low performance) cost (Jiang & Kim, 2015), etc. These non-monetary
sacrifices may include time and effort (search, installation, learning how to use, connecting and loading
time), risk of losing privacy, reduced memory of the phone, reduced space of the phone screen (icon),
switching cost, etc.
In light of extant literature, in this study, we use a conceptual framework that includes both
perceived benefits and sacrifices. On the one hand, in terms of perceived benefits, the current study
mobilises six-dimensions including functional, social, emotional, economic, epistemic, and conditional
benefit. On the other hand, to capture perceived sacrifices, in addition to monetary sacrifice, we also
incorporate other kinds of sacrifice that the user may deploy to obtain and use a mobile app. This conceptual
framework will guide us through exploring the perceived value of a mobile app called Geovina that is the
first wine tourism geolocalisation app dedicated to wine lovers and visitors to vineyards and wineries in the
South of France. This framework is privileged because of its capacity to (1) assess various types of value of
a mobile app and (2) capture both cognitive and affective aspects.
2. Methodology
A qualitative approach, drawing upon a multiple sources of data was adopted to explore the multidimensional nature of perceived value. As the introduction of mobile applications in wine tourism is recent
and previous literature has not delineated value as perceived by apps users, the research design is built
primarily for an exploratory purpose. To this end, the field investigation followed a three step data collection
approach combining relevant press articles selection, Geovina users’ reviews on Internet, and a semistructured interview with Geovina’s creator.
During the first phase, the researchers collected press articles about the Geovina application in order
to comprehensively understand the various features of the application.
As a second step, a netnographic investigation is adopted. Collecting on-line interviews is a useful
preparatory stage prior to conducting semi-structured interviews and helps to begin to explore the most
salient dimensions of user’s perceived value. This method is particularly relevant when the research
objective is to examine consumers’ perceptions and to understand contemporary and complex social
phenomena (Vo Thanh & Kirova, 2018). The analysis of on-line reviews helps in developing themes from
the consumers’ points of view. Netnography is non-intrusive as users deliberately express their opinions.
In the third step, an interview with the Geovina’s founder is conducted. The objective of the
interview is to investigate the nature and the variety of benefits that the mobile application creator intends
to deliver to the users. Finally, a series of semi-structured interviews with key users in the last phase of data
collection provides an opportunity to deeply explore the multi-dimensional nature and the various meanings
of perceived benefits and sacrifices of a wine tourism mobile application. This stage is valuable to overcome
limitations of previous stages. The analysis of in-depth interviews allows to enrich existing insights and
endow the conceptual depth required to validate the meaning of value and its constituent concepts (Williams
et al., 2016). During the literature review and data collection, a codebook including main themes and subthemes is progressively elaborated. NVivo 10 software assists researchers in the data coding process.
3. Findings and discussion
Findings are presented according to perceived benefits and sacrifices. Compared to perceived
benefits accounting 91.9% of the references, perceived sacrifices are largely underrepresented with 8.1%
Table 1: Perceived benefits and sacrifices
Perceived benefits

91.9%

100.0%

Conditional benefit

12.0%

Economic benefit

4.8%
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Emotional benefit

4.0%

Epistemic benefit

12.0%

Functional benefit

58.4%

Social benefit

8.8%

Perceived sacrifices

8.1%

100.0%

Monetary sacrifice

0.0%

Non-monetary sacrifices

100.0%

Verbatim cover the six types of perceived benefits identified in the literature. Functional benefits
are the most frequently mentioned with 58.4% of the references. A wide range of functional attributes are
underlined by users such as core features related to geolocation that allows users to find cellars, restaurants,
wine bars, accommodation, wine tasting experiences, etc. Moreover, users appreciate to have a large range
of wine establishments and wine-related issues embedded in the app. A relevant quote illustrates this
dimension: “Very good app and very well done! You can discover the Languedoc terroir in all its majesty!
I highly recommend to all wine lovers! In addition, a satisfactory user experience and a lot of information
make the application quite useful.” Jackson, 07/2015.
Conditional and epistemic benefits represent 12.0% of the references each one. Mobile application
is relevant for producing conditional benefits as it relates to context and location. For instance, it allows
users to discover wine regions, vineyards, wineries and identify offerings related to wine according to the
place where they are located. Epistemic benefits refer to accessing, by video or sound, to multiple
information on the identity of the place, its history, grape varieties, wine production process, etc.
These two aspects are supported by the following statement of a mobile app user “I mean that the
wine brings together different cultures and the app helps to also discover the environment, the cultural
heritage, it is really a learning experience. This app is very useful to find out what is around us.” Stephane,
05/2018.
Mobile application can offer to users two forms of social benefits (virtual vs. physical). On one
hand, the application allows to directly share the experience through social networks. On the other hand, the
app is considered a mediation tool helping winemakers and users to see each other through the wine tasting
experience and other wine-related experiences. As a user suggests, “This app is a very good plan for wine
lovers, great to meet producers, share, discuss and taste their products with friends! Great idea...” Marie,
02/2016.
Economic benefits concern promotional information offered by winemakers, free application and
special offers. More specifically, the free application is widely valued by most of users. Finally, emotional
benefits are relative to the hedonic dimension, the pleasure and fun while using the app. This aspect could
be illustrated by the following verbatim: “So Geovina can really help people to immerse in the heart of the
terroir and make them live different sensory experiences.” Melody, 08/2018.
As the mobile app is free of charge, users do not mention any monetary sacrifices. Non-monetary
sacrifices can come from the perceived difficulties related to app loading time, memory and space of the
phone, privacy information requirements. In addition, some users think that the application is intrusive and
sometimes does not work well, particularly due to the geolocation function and application ergonomic
design. Users underline these technical and layout issues: “Have some annoying bugs! Geolocation does
not work .... When the application runs, it hides the back-side buttons at the bottom of the screen ... Too
bad, it looks quite attractive though.” Jean, 02/2018.
This research has the merit to corroborate previous studies, suggesting the multidimensional nature
of the concept of perceived value. Concretely, in the context of a wine mobile application perceived benefits
are composed of six dimensions. Specifically, functional benefits of a mobile app are largely highlighted.
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In line with Sweeney and Soutar (2001), users feel engaged with and expect high performance of various
features offered by the app. This helps them to easily accede to a wide range of offerings and consequently
to enhance their overall wine tourism experience and satisfaction (Hsu & Lin, 2016; Karjaluoto et al., 2018).
Findings also allow to improve managerial aspects by providing with useful information to make the app
more efficient. The research highlights the free character of the application which contributes partially to its
generalization and success. This result confirms the social exchange theory by the way that individuals are
more likely to participate in an exchange if its benefit is superior to the cost that they have to mobilize (Hsu
& Lin, 2015; Jiang & Kim, 2015; Prayag et al., 2013). Particularly, in the wine tourism context, findings
indicate that to make the app more attractive one should reference a large number of wine producers and
wine-related offerings.
Conclusion
This study is the first to investigate the perceived value explaining the adoption of a wine tourism
mobile app. Functional benefits are the main drivers of using the app and overall satisfaction, whereas the
brakes of using the app are of non-monetary nature. An investigation of the perceived value offered by a
mobile app in wine tourism is important because, technology offers enhanced experiences and opens new
opportunities for this traditional sector given that wine tourism is its infancy in terms of technology
application to value the offerings (Gretzel et al., 2006). From a methodological standpoint, the triangulation
of three information sources reinforces the findings validity. As technology is newly introduced in wine
tourism, further research is needed to provide a broader understanding of its utilization both from consumer
and provider perspectives.
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Introduction
Historically agricultural sector has been valued mostly for its capability to provide food and raw
materials. During the last decades, a more complex and articulated demand has considered the request of
preservation and improvement of the quality of the rural landscape (Howley, 2011), which might be
interpreted as an economic resource and as a local public good able to create wellness, services and
recreative activities (Oueslati and Salanie, 2011; Dessein et al, 2013). There has been a shift from an
essentially productivist view of agriculture to a post-productivist one, that underlines the importance of the
provision of public goods, such as amenities, recreation and ecosystem services (Mather et al., 2006). Rural
landscape is considered a complex and multifunctional system because it provides goods and services to
collectivity and supports human quality of life (Costanza et al., 2007). Several European policies,
particularly the Common Agricultural Policy, have focused on landscape quality objectives in order to attain
sustainable rural development (Surova and Pinto-Correia, 2016). After the introduction of decoupling and
conditionality regulations (EC Reg. 1782/2003), the Community agricultural policies (CAP) have
established the bases for the adoption of agri-environmental measures that improve the quality of the
landscape. In recent years, an increasing share of budgetary resources has been used for measures aimed at
protecting the visual quality of agricultural landscapes (Howley et al., 2012). This phenomena has been
accompanied by an evolution of the policies towards a greater involvement of the stakeholders for the
development and implementation of the rural policy governance objectives (Rogge et al., 2013). Thus, the
comprehension of individuals’ perception on landscapes becomes an essential cognitive element for the
effective planning of rural development policies, in line with the promotion of bottom-up approaches of
territorial governance (De Vreese et al., 2016).The paper aims to investigate people’s perception regarding
the rural landscape of the Chianti Classico area, whose identity as a specific wine territory is strongly rooted.
The analysis is carried out through tags analysis on the flickr photos. The use of geo-tagged photographs
seems to be a positive alternative to assess landscape perception in respect to traditional investigation. This
new method shows a significant correlation between all crowdsourced data and visitation statistics (Levin
et al., 2017). The research is part of big data analysis branch and it uses text analysis methodology (Bolasco,
1999). Text analysis has seen over the years an increase in application fields, ranging from the analysis of
literary texts to the analysis of different sources (Bolasco, 2005): interviews (Parr et al, 2011), scientific
discourses (Fabbrizzi et al., 2017), blogs (Flottum et al., 2014), news articles (Rivera et al., 2014).
By using emerging crowdsourced data of social media (Rai et al. 2018; Wartmann et al., 2018), this
research stresses people’s experience, perception and enjoyment related to the Chianti Classico area and it
provides useful information for tourism and recreational sector and also for public authorities.
Methodology
The paper analyzes tags on photos through text analysis. The dataset has been structured thanks to
an algorithm based on Flickr's Application Programming Interface. With the Flickr’s API it has been
possible to select 28,815 photos taken in the study area from 2005 to 2017. Subsequently, the pictures
containing in the tags the “wine”, “vineyard”, “Chianti”, and the related words have been filtered. The final
dataset contained 9,304 photographic points. The geographical distribution of the shooting points can
provide useful information for determining the most attractive spots in the territory. In this paper, we applied
density-based clustering (DBSCAN) to analyze the geographical concentration of information coming from
social networks (Li et al., 2018). The results of the elaborations on territorial attractiveness have identified
11 clusters by cutting the hierarchical aggregation graph to a 4,000 meters radius of aggregation.
Simultaneously, text analysis of the 9,304 tags has been carried out. The method of textual statistics allows
to summarize the information provided by large texts and complex data in semantic dimensions through
which textual corpus could be interpreted. These techniques are based on multidimensional scaling (Berry
and Kogan, 2010). In this work, text analysis is carried out by means of a software package called T-Lab,
which is a software for textual semi-automatic analysis that uses statistical and lexical techniques, based on
the lexicometric approach (Benzécri, 1992). The pulled corpus has undergone a pre-processing phase, which
prepares the text for analysis. In this process of “cleaning”, several treatments have been done, for example
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lexicalization (some separated segments have been traced back to a single form, as it is the case of
greve_in_chianti). The database contains English, French, Italian and German words, because we haven’t
changed the mother tongue of the lemmas. In fact, this choice aims to explore in further researches the
diversity of the semantic perception of the territory according to the individuals’ origin. The corpus has been
analyzed in terms of thematic analysis of elementary context. Thematic analysis highlights a representation
of corpus contents through significant thematic cluster, characterized by the same patterns of key-words.
The analysis process has been performed by using the bisecting KMeans algorithm (Savaresi and Booley,
2001) and the typical words for each cluster has been extracted by means of the chi-square. Thematic
analysis has revealed five thematic clusters which have been related to the previous clusters provided by the
density-based clustering (DBSCAN).
Results
The thematic analysis of the elementary contexts has led to an exploration of the corpus contents
through significant cluster themes. The results are shown in the figure 1.
Figure 1: Thematic analysis of tags

A good significance of the distribution is defined by the value of explained variance in case of two
latent factors (about 60%). The percentage of context units belonging to each cluster is composed as follows:
Table 1: Percentage of context units belonging to each cluster
cluster 1 cluster 2 cluster 3 cluster 4 cluster 5
34%

7%

22%

10%

27%

The distribution of the thematic cluster shows the prevalence of Cluster 1, followed by Clusters 5
and 3. Clusters 4 and, especially, Cluster 2, have minor percentage. The lexical units that characterize each
cluster are shown in the table 2. Cluster 1 (“description of landscape”) is characterized by lemmas that depict
landscape through rural and natural elements of the countryside of Tuscany. Words concerning events and
marriage compose Cluster 2 (“events and marriage”) and they put in evidence how the Chianti Classico area
is particularly suited to celebrate ceremonies thanks to its aesthetic elements. The lemmas in Cluster 3
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(“castles, wine and cellars”) focus on wine and the noble locations, such as the castles, that stud the hills of
the Chianti Classico area with their cellars. Cluster 4 (“Eroica and historical routes” ) includes lemmas
related to the Eroica event and to the historical aspect of the territory. The words contained in Cluster 5
(“villages” ) are linked to the toponymy of the villages and the towns of the area, with their typical shops,
that sell typical local products such as local cured meats. Even though food constitutes an important element
for culinary tourism linked with wine, in the research it does not come up as a cluster. There are words
related to food (for example “chef”, “streetfood”, “panzanella”) in clusters 3 and 5, with a very high and
significant Chi-square, but they are not included in the first 30 lemmas. Presumably, in the collective
imagination, Chianti is represented in a more iconic way by landscape and wine. In conclusion, the five
clusters can be divided into two macro-groups: the first one, composed by Cluster 2 and Cluster 4, is related
to the ceremonies and all the local events and it has a minor impact on the composition of the context units.
The second group that includes Cluster 1, Cluster 3 and Cluster 5 looks at the Chianti Classico area like a
cinematographic camera, which zooms on the whole territory. At first, the lens frames the universal
atmosphere and landscape, than it focuses on the villages and town, and it finally reaches the core of the
Chianti Classico area: the wine and the noble families that produce it.
Table 2: Lemmas included in clusters (first 30 parameters)

Finally, these five thematic clusters have been related to the 1110 clusters provided by the densitybased clustering (DBSCAN). The density-based clustering has highlighted clusters that can belong to two
different typologies. The first typology is characterized by large geographical agglomerations ant it is related
to the most important historical villages of the area (clusters 1,2,3,5, 7 and 9). The analysis reveals that the
main area of interest is related to cluster 5, which is centered on the village of Greve in Chianti. The second
typology is composed of clusters of limited territorial areas but with high density of photos and it is located
in unique places: castles, very small historical rural villages and wineries. The figure shows the relation that
links the 5 thematic clusters with 12 clusters of DBSCAN and it underlines the distribution of the five
thematic areas among the twelve clusters of DBSCAN.
10

(the twelfth cluster in figure 2 is residual)
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Figure 2: 5 thematic clusters and 12 clusters of DBSCAN

Conclusion
The paper shows that text-based information from social media can be an important and relevant
source for exploring landscape preferences. The thematic clusters highlight the elements that move
consumer’s perception and preferences regarding the Chianti Classico region. These elements allow
farmhouses and wineries to build up a powerful communication and to improve their marketing strategies.
This research aims to be a methodological proposal for the application of the text analysis to social media
and consumer-generated content on the Internet. In fact, another application of text analysis to big data could
focus on the farmhouse guest experience and satisfaction represented in online customer reviews as a new
knowledge for supporting decision making in the rural tourism sector (Xiang et al., 2015).
The big data derived by the usage of social media provide useful information for the tourism, the
recreational sector and also for the public authorities, because they point out the opinions, the behaviors,
the attitudes and the preferences of the consumers.
Through the semantic analysis, the results of the research highlight how people perceive landscape
and they provide some interesting starting points for landscape monitoring and management. The study
highlights an experiential approach and it could be interpreted as a stimulus to develop new approaches for
landscape assessment that go beyond the expert-based approach (Vouligny et al., 2009). In fact, this method
could be a step toward the consideration of the public perceptions and the connection between the semantics
to the expert-based spatial data collected for landscape evaluation. The analysis of individual perceptions
on landscape becomes a cognitive element to raise efficient policy of sustainable rural development, in line
with the promotion of bottom-up approaches of local governance.
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Introduction
Objective of this paper is to gain a better understanding of preferences of tourists driven by wine
and food (culinary) interests (e.g. integrated winery visits, wine seminars, food and wine pairings).
Specifically, we study the demand preferences to assess relevant features crucial to developing a wine and
culinary tourism segment and related hotel offers. Moreover, we explore the nature and pricing of the current
supply in this domain. In doing so, we relate the preferred elements of consumer demand to the key
components of experiential consumption (4E = Entertainment, Education, Escapist, Esthetic) and to the
current market supply to determine their implicit prices.
The theory of experiential consumption (Pine and Gilmore, 1999) has inspired numerous studies
related to tourism in general (e.g. Oh et al. 2007) as well as to wine or food tourism (e.g. Cohen and BenNun, 2009). In this paper, we look at preferences of tourists interested in combining wine and food (culinary)
related experiences and we examine the pricing of such experiences. We aim to close a gap in the literature,
studying the key elements of consumer preferences related to wine and food available in the market, how
they fit into the theory of experiential consumption and how they are valued in the market. Consequently,
we follow two objectives in this study. First, to examine the demand preferences that are important for
tourists in identifying a desirable wine and culinary experience and to relate them to the theory of
experiential consumption. Second, to study the attributes of current supply that offer a wine and culinary
experiences in the market and relating them to actual prices charged in the market.
Methodologically, we utilize an online survey among potential tourists asking them about their
preferred features of a wine and culinary related hotel stay in South Tyrol. We employ the data obtained to
test the theory of experiential consumption using a principal component analysis. In addition, we gathered
a second data set from hotels offering a wine and culinary experience to tourists visiting the region. This
data set characterizes the supply side of wine and culinary tourism experiences. We use the hotel offers to
relate attributes of supply to the theory of experiential consumption and to build a hedonic model with which
we estimate implicit prices for the components of a wine and culinary experience.
1. Literature
In the literature, we find several relevant studies on food (culinary) or wine tourism features from a
demand perspective. Charters and Ali-Knight (2002) identify specific wine tourist activities to better define
wine tourism. Getz and Brown (2006) identify the core wine-product, the general destination appeal and
cultural product as the critical features of a wine tourism experience from a consumer perspective. Schamel
(2013) analyses the importance and potential of wine tourism in South Tyrol concluding that in addition to
oenophiles, relishing tourists are an interesting target group to further develop a wine tourism segment since
they have only a limited knowledge about wine. We find some, but relatively few relevant studies on
culinary and wine tourism from a demand perspective. Sidali et al. (2015) develop a theoretical framework
for niche marketing food specialties through rural tourism that incorporates the experience economy model.

Quadri-Felitti and Fiore (2012) review studies on the evolution of understanding the wine
tourism experience and propose a model to advance a theory of experiential consumption (4E =
Entertainment, Education, Escapist, Esthetic). Within this theory, Charters and Pettigrew (2005)
ask whether wine consumption is an aesthetic experience.
Conceptually, Oh et al. (2007) are among the first to embark on measuring experience
economy constructs. Tsai and Wang (2017) evaluate a food tourism experience and their value in
branding. In this study, we identify and evaluate important demand features for hotel stays that
combine a wine and culinary experience, applying the theory of experiential consumption. We also
add to the growing literature relating tourism product prices and attributes (e.g. Thrane, 2005;
Schamel, 2012), i.e. we evaluate experience economy concepts in terms of observed market prices.
We add to the existing literature in two ways. First, we apply the theory of experiential consumption
to combined wine and culinary related tourist experiences, identifying the key components of tourism
demand preferences in this domain. Second, we relate the 4E-model of experiential consumption to the
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hedonic literature on tourism product pricing. In doing so, we can critically assess the development of wine
and culinary tourism segments and to create more successful marketing initiatives.
2. Data and Methodology
This study combines primary data from an online survey and secondary data describing the supply
of wine and culinary tourism offers in South Tyrol in 2017 and 2019. Together with the survey, the
secondary data source identifies a method to price wine and culinary experiences. The online survey aimed
at potential tourists interested in wine and culinary related vacation offers in South Tyrol and compiled a
convenience sample comprised of 182 respondents and their preferences when booking a wine and culinary
related hotel offer. The usable sample size with complete responses for all relevant items is 134. It is ⅔
female and ⅓ male and has an international composition with 29% German, 60% Italian, 4% Swiss, 3%
Austrian and 4% from other countries. Roughly 50% of respondents have a university education. Thus, the
sample is representative in the sense that these shares are in line with the tourists typically visiting the region.
We elaborate 13 selected items to identify important demand features of wine and culinary tourists:
winery visits, guided wine tastings, guided vineyard walks, guided cellar visits, availability of trained
sommeliers, access to wine information events, other hotel guests having a wine interest, options to attend
a regional cooking class or wine seminar, hiking activities with traditional local food, culinary activities
(e.g. gourmet wine dinners), exclusive wine bar and cellar, daily restaurant menu with featured wines, and
accessible wine and culinary books and magazines. Respondents had to rate the importance of these features
being offered using a 7-point Likert scale. Cronbach’s alpha for the 13 items is equal to 0.835. “Guided
wine tastings” have the highest average rating followed by “Guided cellar visits” while “hotel guests with a
wine interest” receives the lowest average response rating. Note that both extremes directly relate to wine.
“Gourmet wine dinners” and “daily menus with featured wines” receive the highest average response ratings
of features combining both wine and culinary aspects of demand.
The survey data is used to perform a principle component analysis (PCA) with the aim to relate the
demand features to the theory of experiential consumption, i.e. to associate wine and culinary tourism
demand features with the 4E-model of experiential consumption.
A second data set identifies the supply by Vinumhotels, an alliance of 29 hotels offering wine and
culinary experiences in South Tyrol. We obtained data for the 2017 and 2019 season on featured attributes
of wine and culinary experiences and related prices for the basic offer. We classify each of the 29 offers
according to whether they include important demand features preferred by wine and culinary tourists, group
them according to the results of the PCA. We can relate these attributes to the 4-E model as examined in
our survey. Table 2 summarizes their basic wine and culinary offers by Vinumhotels. The average price
increased from 88.64 €/person/night in 2017 to 103.33€ in 2019. The average hotel rating has increased
from 3.98 in 2017 to 4.05 stars in 2019.
3. Results
The PCA analysis reveals a 4-factor solution identifying the demand features of hotel offers
featuring wine and culinary experiences. The total variance explained by the model is 65% of which the
four individual factors explain between 13% and 24%. Factor names reflect the main demand features from
a tourist perspective and directly relate to the 4E-model proposed by the theory of experiential consumption
(entertainment, education, escapist, and aesthetic). This confirms that the 4E-model applies to hotel offers
featuring wine and culinary experiences as suggested previously (e.g. Quadri-Felitti and Fiore, 2012;
Pikkemaat et al., 2009).
The first factor summarizes “Wine as Infotainment” and associates with entertainment while the
second exemplifies “Social-Cultural Engagement” and relates to education. The third concerns “Wine and
Food Activities” and suggests being escapist. Finally, the fourth factor relates to “Accommodation Traits &
Style” and associates with aesthetics.
We use the result of the PCA and the descriptors of the 29 basic wine and culinary hotel offers to
classify if an area of the 4E-model is included in the offer or not. Thus, we classify the attributes included
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in an offer according to their experiential dimension obtained from the PCA. This defines four dummy
variables representing the 4E’s, respectively. In 2017 and in 2019, all 29 basic hotel offers include at least
one feature classified as “Entertainment” while the other features (education, escapist, and aesthetic) are not
present in all offers. Hence, entertainment experience serves as a basic offer category relative to which
individual hotel offers differentiate. This allows us to estimate a simple hedonic pricing model relating
attributes of wine and culinary tourism products and experiential consumption to prices being charged (in
€/person/night). Independent variables included in the model are the hotel star rating, a dummy variable for
dinner or half-board included, and dummy variables categorizing the features offered into one of the 4E’s
of experiential consumption. Reference category is a stay in an average 4-star hotel with basic offers that
include at least an “Entertainment” experience.
The hedonic model shows that hotel stars are the most significant variable also explaining prices
for wine and culinary related offers. Relative to an average 4-star hotel, the estimation with the 2017 (2019)
data reveals that another ½ star has an implicit price of 23.59€ (21.23€). On the downside, the estimation
reveals that relative to an average 4-star hotel, a 3½ star hotel exhibits a discount of 18.50€ in 2017 and a
24€ in 2018. Hence, there is an observable tendency to improve quality as the discount relative to lower
rated hotels increases. Including dinner or half-board at the hotel’s restaurant is another important attribute
with an implicit price of 18.66€ in 2017 and 17.53€ in 2019.
Turning to the results related to experience attributes, education is the least likely element to be
included in a standard offer. It has the most significant price effect in 2017 with an implicit price of about
15€. Escapist and aesthetic experiences are significant at least at the 10% level in 2017 with implicit priced
around 13 to 14€, respectively. The estimation using the 2019 data reveals that education and escapist
experiences render insignificant results while aesthetic experiences remain significant at least at the 10%
level, translating into a 15€ price premium relative to offering only entertainment experiences.
Conclusions
The empirical results obtained seem plausible and in line with previous research relating to wine
tourism features and the 4E-model of experiential consumption. Hence, our analysis of demand preferences
indicates that tourists driven by wine and food (culinary) interests fit the 4E-model of experiential
consumption. In a second step, we analysed hotel offers in the wine and culinary segment from South Tyrol,
attributing price premia for experiential consumption.
Attributes that provide an entertainment experience form the basis of any offer in the wine and
culinary tourism segment. Estimation results for implicit prices of experience attributes are significant but
do not remain stable over time. This may be due to observed quality upgrading of hotels at the expense of
premia for educational and escapist experiences.
Attributes that provide an educational experience are relevant but add a significant price premium
in 2017. The demand features examined in this domain (e.g. specific wine information events, cooking
lessons, wine seminars) require investments in human capital and can be implemented relatively easily into
an existing hotel infrastructure. Given significant premia for experience attributes, matching related demand
preferences and supply conditions may be crucial to develop a successful wine and culinary tourism
segment.
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Introduction
Wine tourism has been part of both the wine and tourism industries for many years, and has become
a major source of revenue for both. There are a number of definitions of wine tourism, one of the most
widely cited being “visitations to vineyards, wineries, wine festivals, and wine shows for which grape wine
tasting and/or experiencing the attributes of a grape wine region are the prime motivating factors for visitors”
(Hall et al., 2000, p. 3). Wine tourists have been shown to desire more from their winery experience than
simply the tasting and purchasing of wine, they desire options such as food, accommodation, recreational
activities, cultural attractions, and an enjoyable rural landscape (Back, Bufquin, & Park, 2018; Brown,
Havitz, & Getz, 2006; Bruwer & Alant, 2009; Cohen & Ben-Nun, 2009; Dawson, Holmes, Jacobs, & Wade,
2011; Getz & Brown, 2006; Getz, Carlsen, Brown, & Havitz, 2008; Park, Bufquin, & Back, 2019). It has
been suggested that winery visits include a complex group of experiences (Mitchell & Hall, 2006), and
Mitchell (2004) found that only 23% of visitors to New Zealand wineries identified tasting and purchasing
wine as their main motivation for visiting. As wine tourism expands beyond just wine, a more fitting
definition may be that wine tourism includes a particular destination, site, or event that is related to wine
(Getz et al., 2008).
Tourists increasingly seek to engage in more authentic experiences, which has given rise to a
growing interest in alternative forms of tourism. As most wineries are located in rural, agricultural areas,
wine tourism often falls under the umbrellas of both rural tourism and agritourism, and frequently also falls
into the sustainable, green, eco, and slow tourism categories. Wine tourism has been increasing in
popularity, paralleling the growth of rural tourism (Quadri-Felitti & Fiore, 2012), which has continued to
develop in both North America and Europe (Gartner, 2004). It is also increasingly being linked to
gastronomy or culinary tourism, with the United Nations World Tourism Organization (UNWTO) defining
wine tourism as “a fundamental part of Gastronomy Tourism” (UNWTO, 2016, p. 1). Wine is considered
to be a lifestyle product, a consumer choice rather than a necessity, with its consumption regarded as
experiential (Bruwer & Alant, 2009). Wine tourists often enjoy beautiful rural landscapes and, besides the
experiential nature of tasting or drinking wine, frequently get to see the vineyards and production process,
and converse with the a winemaker. In their experience economy model, Pine and Gilmore (1998) state that
experiences are distinct from both goods and services. The entertainment industry, theme parks, and
attractions, have always sold experiences, but the concept has been spreading to other industries including
themed restaurants and retailing (Pine & Gilmore, 1998). Such experiential components are sought by
consumers in order to differentiate otherwise similar choices (Oh, Fiore, & Jeong, 2007).
Pine and Gilmore’s (1998) Four Realms of an Experience delineated entertainment, educational,
esthetic, and escapist, known as “the 4Es,” into which experiences may be sorted, in their model (Figure 1).
Experiences may fall into multiple quadrants, with their position on the horizontal axis representing the
degree of consumer participation and their position on the vertical axis demonstrating the degree of
immersion or absorption. Pine and Gilmore (1999) argued that service businesses should shift their offerings
to staged experiences in order to make them more memorable. Quadri-Felitti and Fiore (2012) posited that
the 4Es “are equally relevant and useful in conceptualizing the wine tourism experience,” (p. 7) and suggest
“a more encompassing view of the experiential nature of wine tourism” (p. 7). What has become known as
Consumer Experience Tourism (CET) is also increasingly used as a strategic tool to strengthen the bond
between consumers and brands (Mitchell & Mitchell, 2000). CET represents a diverse group of experiences,
including manufacturing plant tours, company visitor centers, tasting centers, and company themed theme
parks and stores. A disproportionate number of the tourist activities included in CET are provided by
producers of frequently purchased consumer staples such as food and beverages (Mitchell & Orwig, 2002),
especially wineries, breweries and distilleries. As wine tourism continues to develop, activities found on
wine farms continues to increase. South Africa is a country at the forefront of wine tourism development,
with a number of its wineries becoming destinations with offerings including trails, restaurants, cafés, food
stores, wildlife and more (Carter, 2016).
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Another
key to the wine tourism experience is authenticity (Pine & Gilmore, 1999). Local food may enhance the
authenticity of the visitor experience by connecting the consumer to the region, culture, and heritage (Sims,
2009). Chhabra (2010) showed that authenticity has become an important indicator for heritage tourism, by
enriching both the tourist experience and satisfaction. These same arguments may hold true for wine
tourism. In recent years there has been drastic consolidation within the wine distribution sector (Thach &
Olsen, 2006), which continues today. This has put pressure on small and medium sized wineries, which find
it more difficult to obtain distribution and shelf space in increasingly corporate controlled channels. This
has added to the impetus of such wineries to form stronger and longer lasting bonds with their consumers.
Offering a high quality, authentic, and memorable tourist experience may be a key tool to achieving this.
Although many wineries offer visitor experiences beyond traditional wine tasting and sales, few
have achieved the success shown by the South African wine company studied in this case. This study
examines how one privately owned company has used micro-clustering and a unique business model to
create a highly successful tourist destination. We begin by defining “clustering,” then provide a case study
with a unique business model, and conclude by showing how micro-clustering can be used to create a
successful tourist destination.
1. Clustering
Cluster theory has been used to demonstrate the benefits of “geographic concentrations of
interconnected companies and institutions in a particular field” (Porter, 1998, p. 77). Research on clusters
has been largely confined to industrial clusters and the application of conceptual methodologies (Estevao &
Ferreira, 2012). Cluster theory, however, is perfectly suited to the evaluation of performance of tourism
clusters, and has more recently been used for research in this field. Much tourism takes place in what we
refer to as “tourist destinations,” which are in fact tourism clusters, providing a variety of both competing
and complementary tourist facilities as well as companies that supply and service these tourism providers.
The wine industry is another area well suited to cluster analysis, with wineries and their related industries
frequently grouped together as a result of the requirements of both geological and climatic conditions. Less
attention has been paid to the role of clusters in developing a region.
“Micro-clustering” is a term that has been used in relation to the creation of economic and social
opportunities in smaller communities. This may be accomplished by developing clusters of complementary
businesses that may “collectively deliver a bundle of attributes to make up a specialized regional product”
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(Michael, 2003, p. 133). This concept of complementary businesses is a departure from Porter’s (1998)
notion of interconnected businesses in a particular field. The formation of micro-clusters may be particularly
relevant to tourism in rural areas, where the concepts of networks and networking are used to explain
cooperation between small tourism firms, thereby enhancing economic growth (Ewen, 2007).
2. Case Study – The Fairview Trust micro-cluster, South Africa
The Fairview Trust (FT) in Paarl, South Africa is a privately held farming business, with wine and
cheese as its principal products. Two of its contiguous wine farms, Fairview and De Leeuwenjagt, have
become home to a highly successful collection of authentic, experiential, and holistically synergistic
businesses, and show how a micro-cluster of complementary enterprises located in a single location and
using an unusual business model can evolve into a major tourist destination.
History
The Fairview farm, located on the slopes of Paarl Mountain about 50 km from Cape Town was
founded in 1693 and comprises around 230 ha. Neighboring De Leeuwenjagt, comprising around 360 ha
and established a year earlier, was acquired by FT in 2011 as the home for its Spice Route wine brand. By
the 1960s, Fairview had become a mixed-use farm, raising livestock, growing grapes, and producing milk,
eggs, and wine. In 1980, Fairview started its cheese business, having imported a herd of Swiss Saanen goats.
Today Fairview concentrates its core business on wine and cheese production. What sets FT apart from
other wineries, however, is the size of its tourism business, attracting around 450,000 visitors in 2016.
Putting this into perspective, California’s Napa Valley attracted 3.5 million visitors in 2016 (Visit Napa
Valley, 2019). This single South African wine farm, therefore, received more than 12.5% of the total number
of visitors that the entire Napa Valley received in 2016.
Evolution
According to the owners, the growth in the tourism business at Fairview evolved to keep up with
visitor numbers. In the 1970s tourists who happened to pass the farm entrance were enticed to visit by a
hand painted sign, with the wines poured at a table in a barn. With the addition of a range of exotic cheeses
and the construction of an iconic “Goat Tower” in the 1980s, visitor numbers began to grow and a wine and
cheese tasting room was added and regularly expanded to accommodate growing visitor numbers. In 2004,
an old barrel room was transformed into a restaurant and a bread bakery added.
Fairview continued to increase its tourist offering with the opening of a delicatessen showcasing its
own products and a range of locally made artisanal food products in 2007. This was followed by the opening
of a Master Tasting Room, providing seated, tutored tastings for wine aficionados who desired more than
the standard counter tasting, thereby segmenting wine tasting visitors into two groups, with differentiated
offerings. Fairview’s most recent addition to its visitor experiences is the Junior Cheese Masters, where
children learn to milk goats and make their own cheese. The children also roll out their own pita bread
dough and have it baked to enjoy with their cheese.
Expansion
In 2011, neighboring farm De Leeuwenjagt , home to a winery, tasting room, restaurant, bed and
breakfast, and a glass blowing studio, was purchased by FT. Renovations to existing farm buildings and
new construction have resulted in the Spice Route Destination, currently comprising the following ventures
(March 2019):
> Wholly owned by FT: Wine tasting room, offering indoor and outdoor seated wine tastings, also available
paired with chocolate or charcuterie; Brewery restaurant, adjoining the onsite brewery and serving craft
beers, cured meats and sausages, and gourmet burgers and fries; Gift shop, selling a variety of home, gift,
and jewelry items, mainly from local artists.
> Partnerships with FT: A brewery where visitors can watch the beer production and bottling processes, and
taste and purchase the range of craft beers.
> Tenants of FT: A fine dining restaurant, with dishes created to pair with Spice Route wines; Chocolate
factory located in the farm’s historic manor house where visitors can watch the cacao beans being roasted,
view chocolates being made, and participate in chocolate tastings and workshops; Café that roasts its own
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coffee beans and offers gourmet coffees, coffee beans, and home baked cakes and ice cream; Microdistillery producing grappa and gin using indigenous botanicals, where visitors may view the production
process and taste the spirits; Pizzeria adjoining the distillery, offering brick oven pizzas as well as pasta and
tapas, paired with the farm’s wine and beer on tap; Deli, located in the old farm schoolhouse and producing
jams, preserves, chutneys, glazes, and herb and spice blends, with visitors able to view production;
Charcuterie, producing hand salted, hung and cured pasture-reared meats that may be tasted; Glass studio,
where visitors can watch unique pieces being created; Adventure trails, offering walking, running and
mountain biking along the farm’s mountain trails; Pilates Studio, with full Pilates training facilities.
The Destination
This micro-cluster of complementary businesses has created a selfcontained destination. Although
situated in the heart of the Cape Winelands and along an established wine route, many visitors to this
destination spend the entire day visiting, tasting, dining and purchasing at the different FT venues. It is
believed that a large part of their success is due to the authenticity and experiential nature of all these
ventures. Most of the products sold, are grown and/or made on these farms or other farms owned by FT,
while items such as logo apparel, wine paraphernalia and souvenirs, so often found in winery tasting rooms,
are nowhere to be seen. Not only are most of the products produced on the farms but, other than the
restaurants and the cheesery, visitors may view the production process. In the restaurants, many of the
ingredients used are grown or produced on the properties. All of this adds to a profound sense of authenticity
so that even with so large a throughput of visitors, this micro-cluster would be unlikely to be considered a
“tourist trap.”
All of the venues are also highly experiential, with guests able not only to view production, but also
able to wander through vineyards, see where products are produced or grown, and enjoy the magnificent
rural scenery. Additionally, at many of the venues visitors are able to chat with and learn from passionate
and experienced artisans, adding an educational dimension to the experience. Naturally, all products are also
for sale to visitors.
3. Business Model
One of the keys to the success of any business, but particularly these types of smaller, artisanal
businesses, is that they require skilled, talented, passionate, and dedicated owners and/or managers and staff.
Passionate owners can enhance their firm’s entrepreneurial culture as well as its financial performance
(Haar, Taylor, & Wilson, 2009). Conversely, the lack of these qualities may lead to failure, especially when
large corporations attempt to set up small-scale businesses masquerading as artisanal.
FT recognizes that it cannot be expert at everything, and this is reflected in its business model, as
depicted in Figure 2. FT therefore owns its core businesses outright, albeit with a percentage of employee
ownership in many of them. These include its vineyards, wineries, olive groves, goat farm, and cheesery, as
well as the wine tasting rooms, two of the restaurants, and the gift shop. In other cases, FT partners with
experts in the particular field, e.g., the brewery is owned in partnership with a Swedish beer company. The
creation of such partnerships allows for a high level of expertise, while FT remains the landlord in addition
to being a partner in the business. In other cases FT is simply the landlord, supplying its tenants, who are
experts in their fields, with premises built or renovated and outfitted to their specifications, in return for a
percentage of gross revenue. This is the case with a number of the farms’ attractions, as previously detailed.
In terms of tourism related revenues to FT in 2017, wholly owned business contributed 51%, tenants 41%,
and partnerships 8%, compared with 66%, 30% and 4% respectively in 2014, reflecting the addition of two
tenant businesses and an increase in beer production during this interval.
FT uses a portion of revenues collected to market the entire destination, equivalent to approximately
2% of gross revenue for tourism specific marketing (as opposed to product marketing) in 2017 . Much of
the marketing is through public relations, destination-wide events, and social media. This, in turn, drives
visitor traffic to the destination as a whole, thereby benefitting all business units. Although actual destination
revenue figures were not disclosed, FT stated that tourism related revenue had increased each year from
2014 to 2017, and continues to grow.
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Conclusions
This study shows how a single South African organization has created a new business model,
initially through natural evolution and then by design, by forming a micro-cluster of highly successful
complementary businesses on its two adjacent wine farms. Further, it demonstrates how the micro-clustering
of complementary, holistically synergistic businesses, within a single, rural location can be used to create a
highly successful, major tourist destination. Using a business model where different forms of ownership
allow for high levels of expertise creates synergistic relationships whereby the individual businesses benefit
from being part of the cluster and from the marketing of the destination as a whole. Conversely, the farms’
owners benefit from the quality and diversity that these businesses add, thereby drawing additional visitors,
benefiting their wholly owned ventures and creating additional revenues. The growth in tourism revenues
is accompanied by an increase in the percentage of products sold direct to consumers. Besides direct sales
being more profitable, this has also lessened FT’s dependence on the increasingly competitive and expensive
distribution channels.
This study contributes to the academic literature, as no academic studies have been found using
either cluster theory or the concept of micro-clusters to explore the creation of a destination by a single
business entity or a single business location. This model also has interesting managerial implications for
applied tourism development, and may be relevant not only to other wineries, but also to other businesses
in rural areas where the creation of a microclustered destination may be beneficial not only to the businesses
concerned, but to the economic development and prosperity of the community as whole. Future research
should investigate other types of rural micro-clusters in different locations. A more in-depth investigation
of the finances and financing of similar business models would be of interest, although obtaining such
confidential information from privately held businesses remains a challenge.
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Introduction
Just like the bicycle undergoes a revival as a means of transportation, cycling experiences a clear
trend in tourism. Cycling tourism begins to establish as a healthy and sustainable way of tourism. In
consequence and as a result of the increasing demand for adventure and events, new forms of cycling can
be observed in practice. A rather new way of cycling tourism represents wine cycling tourism. Regional
tourism associations establish cycling tours in combination with wine tastings. The combination of
indulgence, active recreation and nature seems to attract people of all ages. Wine tourism serves as a vehicle
to promote not only vineyards but also culinary highlights as well as hospitality management of a region.
Expected effects are supposed to be manifold, thus leading to more investments in this new development.
In addition, many small and medium sized vineyards need to find ways to attract customers and lure them
on the premises. Direct sales decline in Germany and wine tourism can be one way to encounter this
problem. However, it is not trivial what effects result from integrating wine and cycling tourism. Assuming
positive direct and cross-selling effects, the question is by what factors they are influenced. Furthermore,
the objective of this study is to identify differences in the attitudes and the behaviour of wine cycling tourists
in comparison to ‘regular’ cycling tourists.
1. Literature review
Due to the relevance of tourism for many vineyards and wine regions, wine tourism is popular
among academics as well. According to Dreyer (2012), wine tourism is tourism with wine as the main
purpose. However, wine tourism in the broader sense also includes activities with wine as a secondary
purpose. So far, wine tourism research is predominantly done in the US and Canada, Australia and New
Zealand (Lockshin & Corsi, 2012). However, the infrastructure and the size of vineyards vary significantly
among different regions and countries. Especially in Germany, vineyards tend to be smaller than e.g. in
Australia, hence the requirements and actions for these smaller vineyards are different. Therefore, it is
necessary to gain more insights in the specification of wine tourism and the importance in Germany. The
recent study by Scherhag & Binninger (2017) shows how a destination card can foster tourism activities in
wine regions.
The authors state that expanding cooperation to other partners within the destination can enhance
the attractiveness of a touristic region. With this in mind, the study at hand combines the two kinds of
tourism to explore synergies and success factors. The second kind of tourism interesting for this study is
bicycle tourism. Similarly to wine tourism, bicycle tourism is a subgroup of general tourism. Bicycle tourism
is defined as day trips or longer journeys with riding a bike as the main purpose (Dreyer, Rainer, & Ernst,
2012). However, journeys with riding a bike as secondary purpose are also defined as bicycle tourism in the
broader sense (Dreyer et al., 2012). Bicycling is the Germans’ most favourite leisure activity (Dreyer et al.,
2012) and bicycle tourism has been growing over the last years to 5.2 million trips of three or more nights
and 150 million day trips (Bangel, 2017).
Furthermore, since electric bikes become more popular, bicycle tourism is accessible for less trained
or elderly people. Currently, around 13 % of bicycle tourists use electric bikes (Bangel, 2017). The latest
analysis of bicycle tourism in Germany published by the ADFC shows that bicycle tourists predominantly
opt for bike trips for several days with changing accommodations (74 %) (Bangel, 2017). Furthermore, 49
% of the bicycle tourists want to combine bicycle tours with culinary experiences (Bangel, 2017). In terms
of location and scenery, the report states that bike trails along rivers are highly appreciated by tourists.
According to the ADFC, the lack of public transport to and from bike trails and the catering industries’
inability to meet the bike tourists’ needs are the main weaknesses of German bike trails (Bangel, 2017).
Especially the inability to meet the bike tourists’ gastronomic needs is a weakness that needs further
analysis. In part, this study wants to answer to this issue with respect to the wine industry.
2. Method and dataset
In order to analyse the behaviour, the attitudes and the hypothesized differences of wine cycling
tourists and cycling tourists, we conducted an online survey. The survey was online over a period of nine
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months from August 2017 to May 2018. The participants were incentivized by wine and bicycle related
gifts using a lottery. The online survey was distributed via several wine and bicycle related newsletters and
social media groups. Therefore, the sample is not representative and is supposed to give some insights in
the behaviour of wine cycling tourists.
At the end, 615 people took part in the survey. The final adjusted sample consists of 392
participants. The adjustments were mainly the exclusion of incomplete questionnaires to ensure a valid data
analysis. The data analysis was carried out with IBM SPSS 24. The questionnaire consists of four sections.
The first section covers the general aspects of cycling such as the kind of bike, the frequency of cycling,
and the occasion. The second part is dedicated to the wine consumption and some specifics such as
frequency and purchase locations. The next section covers cycling tourism and wine cycling tourism
depending on the participants’ answers. Last, the participants had to answer the typical socio-demographic
questions such as age, gender, and income.
3. Results
The participants are categorized by their cycling behaviour. Participants that they do not ride a bike
at all are neglected in the further analyses. 91 participants state that they ride a bike but do not travel with
their bikes; these are called cyclists. The remaining 301 participants state that they have already travelled
with their bikes with at least on overnight stay; these participants can be called cycling tourists. Thereof 129
of the participants that already travelled with their bikes also visited a vineyard during their trips. They can
be characterized as wine cycling tourists. However, the participants were also asked whether they would
like to visit a vineyard during a cycling tour. 125 of the 172 cycling tourists state that they are interested in
such a vineyard visit during a cycling tour. In other words, 254 of 301 cycling tourists are actual or at least
potential wine cycling tourists.
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Figure 1: Sample overview

Figure 1 shows the sample in an overview. 19 of the 47 participants that are not interested in visiting
a vineyard state that they do not drink wine. Hence, the lack of interest in visiting a vineyard is very plausible
in these cases. Only 11 of the 254 potential and actual wine cycling tourists state that they do not consume
wine. Since the vast majority of the cycling tourists is also a potential or an actual wine cycling tourist, the
segmentation of the groups seems not sensible at this point. Therefore, the group of potential and actual
wine cycling tourists (PAWCTs) will be looked at in more detail.
The average age of the PAWCTs is 46 years with a standard deviation of 14. The median income
of the PAWCTs is between 4’000 and 4’500 Euro. 37 % (94 participants) of the PAWCTs are female.
Furthermore, 41 % of the PAWCTs are employees and 22 % are pensioners. The remaining participants are
e.g. officials (9 %) or students (4 %). The questionnaire also contains questions about the preferred months
for travelling by bike. The most preferred months among the PAWCTs are September (selected by 84 %),
June and May (each selected by 69 %), August (57 %), July (56 %), and October (44 %). In addition, the
survey looks at motivations for travelling with bikes and also the travelled distance and the duration of the
trips. The median travelled distance of the PAWCTs’ last cycling trip is 350 km. The trip lasted for five
days (median). The motivation to travel with bikes is for 80 % ‘discover the region’ and ‘being in the nature’.
Further reasons are ‘being active with others’ (50 %), ‘discover something new’ (41 %), ‘visiting sights’
(39 %), and ‘experience adventures’ (39 %). For 28 % of the PAWCTs, ‘tasting new wines’ is also a
motivation to go on a cycling trip. Those PAWCTs that already visited a vineyard state that they mostly
visit vineyards spontaneously.
Furthermore, the participants were asked about the importance of different aspects of a cycling trip
and about the locations that they prefer for their trips. The results are shown in Figure 2 and Figure 3
respectively.
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Figure 2: Importance for cycling trips

These results show clearly that PAWCTs prefer nice weather and look for a restaurant after the daily
stage of the trips. They do not look for guided tours and luxurious accommodations. Regarding the locations,
PAWCTs want to avoid urban areas and rather explore trails through rural areas and along rivers. For some
PAWCTs, the fresh air is more important than a particular location.
Figure 3: Importance of locations for a cycling trip

The wine consumption of the participants was another question for the participants. In this regard,
the 57 % of the PAWCTs consume wine at least once a week, 21 % consume wine at least several times per
month, 9 % once a month and 8 % consume wine fewer than that. The remaining 11 PAWCTs do not drink
wine. In addition to the wine consumption, the type of outlet and the frequency of usage is also part of the
questionnaire. Figure 4 displays the frequency of use by wine outlet type. It becomes obvious that many of
the PAWCTs buy wine on premise, followed by supermarkets and dedicated wine stores. This result is
particularly surprising because the cellar door sales and the sales in dedicated wine stores are declining for
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the last years (GfK, 2018).
Figure 4: Wine outlets and frequency of use

Conclusion and implications
The purpose of this study was to identify the differences between wine cycling tourists and ‘regular’
cycling tourists. However, the results clearly show that in this sample the differences are not present.
Moreover, almost all ‘regular’ cycling tourist are either potential wine cycling tourist or already actual wine
cycling tourists. Therefore, this study merely describes the segment of potential and actual wine cycling
tourists.
However, this study and the results can be used to understand these PAWCTs and their expectations.
Since many cycling tourists would like to try wine cycling tours, this group should be targeted with
information about vineyards and wine tours. Because vineyards visits are mostly spontaneous, the vineyards
should be visible along cycling trails and should create awareness for their offers and products.
Limitations
The main limitation of this study is the relatively small sample size and the sampling method. Due
to the convenience sampling for this survey, the survey mostly attracts people who are prone to cycling
tours and apparently also to wine cycling tours. Therefore, this study does not claim to be representative.
However, the insights gained with this study can be used to improve the direct sales for vineyards when
they open up to cycling tourists. To identify actual differences between wine cycling tourists and ‘regular’
cycling tourists, further studies should be conducted with more cyclists that do not want to explore wine
cycling trails.
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