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Abstract. The aim of this paper is to evaluate the role of wine storytelling as an antecedent in the wine tourism experience, namely on other constructs such as winescape
attributes, sensorial attraction, wine excitement and cultural experience. This study
analyses the combined use of five wine tourism experience dimensions as well the
influence of storytelling as a key antecedent of the wine experience. This study extends
existing knowledge by identifying new key drivers which focus on wine tourist behavioural responses within visits to the wine cellars. Data were collected within two wine
tourism settings in Madeira and Porto wine cellars, from two convenience samples of
647 international wine tourists. Using partial least square structural equation modelling, the results reveal a direct impact of wine storytelling on the several dimensions
of the wine tourism experiences. Furthermore, storytelling was found to directly influence wine excitement, and indirectly both outcome variables (wine excitement and
cultural experience), trough the mediating effect of winescape attributes and sensorial
attraction.
Keywords: wine tourism, wine storytelling, cultural experience, winescape attributes,
wine excitement, sensorial attraction.

1. INTRODUCTION

Wine tourism has long ceased to be just a visit to wine producing
regions and wineries, just to taste or buy wine. In fact, wine tourism has
become more complex as a tourist product, due to the requirement of visitors to obtain a differentiated experience, composed of multiple elements [1].
It is unquestionable that wine is an important cultural and heritage element,
especially for the wine-producing regions of the ‘Old World’ (Europe) [2].
Wine Economics and Policy 11(1): 3-13, 2022
ISSN 2212-9774 (online) | ISSN 2213-3968 (print) | DOI: 10.36253/wep-11454

4

Vasco Santos, Alvaro Dias, Paulo Ramos, Arlindo Madeira, Bruno Sousa

The tourist’s involvement with the region visited results
in a state of “wine excitement”, which starts with decision-making about the trip and extends throughout the
visit [3]. This wine excitement makes the visitor more
receptive to absorbing the stories that make the wines,
the producer and the region stand out in their minds
and make it a memorable experience. It is widely accepted that the wine tourism experiences should involve
not only the wines and local gastronomy, but also the
surrounding environment and its culture and traditions [4]. One of the factors that wine tourists value is
the interaction with the staff involved in the wine tourism process, not only due to their know-how about the
wines and the region, but mainly through the narratives
around the wine, its production, and its surrounding
environment. These narratives are composed of stories
that involve the producers and their wines, as well as
local myths and legends, its culture, and its traditions
[5]. Thus, it is essential that all staff involved in complementary services to the wine experience consider the
importance of storytelling as an enhancing factor in the
holistic experience that constitutes a wine visit and tasting in a wine-producing region [4]. In fact, wine tourists,
and in particular the wine lovers, value not only wine
as a draw for the visit, but also all moments of interaction with the owner, managers, winemaker, and line staff
[6]. Visitors want to know more, want to know exclusive
stories that they have not yet read anywhere, the secrets
of the winemaker in the design of a particular wine or
the history of the estate, and to meet the producer’s family and discover the surrounding region. Wine tourism storytelling happens in parallel with the sensorial
immersion of the visitor in the culture of the region, the
winescape that surrounds him and the experiences in
the wine producer facilities [7]. This interaction between
the stories, the local myths and legends and the sensory
immersion of visitors is a factor that need to be further
explored by researchers. The visitor, when immersed in
the region through his senses, is not only more likely to
accept the narrative that involves the visit but will also
enjoy the experience more [8]. Therefore, the use of the
narrative that involves the wine tourism experience can
be used to position the region, its wines, and its producers in the minds of visitors and consumers. This study
aims to evaluate the role of wine storytelling as an antecedent in the wine tourism experience. More specifically,
intends to explore the influence of wine experience elements (winescape attributes, sensorial attraction, wine
excitement and cultural experience) on wine excitement and cultural experience. Furthermore, this study
also aims the indirect effects in the relation between
storytelling and the same outcome variables (on wine

excitement and cultural experience). A literature review
relating construct domain, scale items and hypothesis
development is followed by the methodology approach
applied and then the results obtained. Finally, the conclusions, implications, and future research directions
are presented. Data was collected in Madeira and Porto
wine cellars, obtained from two convenience samples of
647 international wine tourists, and structural equation
modelling (SEM-PLS) was applied.
2. LITERATURE REVIEW

2.1. Key concepts
2.1.1. Wine storytelling
Regarding wine tourism, the use of storytelling values rather than relying only on the region’s image is of
paramount importance. Therefore, attention should be
focused on the particularities of each winery and its producer, through the opinions of visitors, writers and critics who visit the region, expressed in magazines, blogs
and online comments and word of mouth (WoM) [9].
Producers use narrative to tell the story of the property, the brand, and its wines, which allows an emotional
connection to be established with visitors, who are also
consumers [5]. This emotional connection that allows
visitors to absorb the cultural heritage, from social and
landscape elements of the region and its producers, often
starts with wine tasting [2]. By establishing an emotional
connection with visitors, producers can position themselves in their minds as “brands of love”. This positioning allows them to differentiate themselves from their
competitors, whether they are regions or direct competitors [7]. For the story to capture the attention of visitors, the narrative must contain elements of authenticity
and emotion that coincide with the intention of the visit
[5]. The fact that each region and producer use different
grapes and vinification methods, allied to the specific
conditions of the wine terroir and the winescape, allows
personalized narratives to be built [2].
2.1.2. Sensorial attraction
The experience of wine tourism is coated with
hedonism, as wine is a product that aims to offer sensations that give us pleasure through the senses [4]. The
sensory experience when tasting wines is transversal to
any visitor, regardless of their level of knowledge about
oenology and the ability to distinguish the characteristics of the wines or the most professional method of
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tasting them [10]. The sensory analyses of wines tasted
at the winery is influenced by the involvement with
winescape and affect perception, memory, and emotions,
regarding wines, the producer and the wine region [11].
This multisensory emersion in an aesthetically appealing
environment, which includes vineyards, the wine cellar, and the landscape, optimizes the wine tasting [12].
Hence, senses are the means of how visitors will perceive
the various dimensions that make up the wine experience. Therefore, the greater the involvement of the senses, the greater the probability of the experience becoming memorable [13]. In addition, wine tourism provides
an experience of pleasure through the involvement of
the various senses with the region where the wine is
produced in all its dimensions: aesthetics, culture, entertainment, and escapism [14].
2.1.3. Winescape attributes
The attractiveness and authenticity of each region’s
winescape is, together with the quality of the wines
produced, a determining factor in deciding whether
to visit a wine region [14]. The concept of winescape
incorporates physical attributes such as the specificity
of the region’s vineyards (the way they are planted and
integrated into the landscape), the use of indigenous
grapes, oenological practices and techniques, the wineries (including their architecture), restaurants (within the
property or in the winescape context), and wine-related
museums and shops where visitors can buy wines they
tasted [15]. The concept of winescape has been extended to the socio-cultural components of the wine region
to incorporate the culture and heritage of each region,
which reinforces its capacity to attract visitors, promoting dialogue between humans and the environment [16].
The use of the sociocultural elements of the wine landscape can trigger and inspire the spiritual involvement
of wine tourists and thus maximize wine experiences
[17]. This broader concept of winescape, which incorporates the physical attributes, but also the sociocultural
elements of each region, is essential for the promotion
and renown of the image of the region, of each producer
and of the wines produced there, through the myths and
stories that compose the regional culture [8].
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visitors to increase their knowledge about the wines, in
the specific terroir where they are produced [18]. In this
context, the winery staff, especially the winemaker, has
a decisive role because they can share details and techniques used in making the wines, which delight the
wine lovers [6]. This cultural perspective of the wine
experience plays a fundamental role in creating memories in the minds of the visitors and spreads through the
sharing of their experiences with potential visitors [1].
The cultural experience of wine tasting in its region of
origin is interpreted differently by each visitor, considering cultural factors and the level of knowledge and emotional involvement with the wines and the wine region
[19]. Cultural heritage is increasingly important in the
design of the wine tourism product, not only for the
educational component, through the authenticity and
novel elements that each destination presents, but also
for the sense of nostalgia that allows the visitor to connect with the past of the region and each producer [20].
2.1.5. Wine excitement
The enthusiasm and excitement of consumers
towards wine is related to their degree of involvement
with the product [21]. Consumers with a high level of
enthusiasm and excitement have more knowledge about
the world of wine and react differently to wine attributes, compared to less knowledgeable consumers [22].
For the connoisseur or expert, the visit to a wine region
is the culmination of a long period of time dedicated
to a passion for wine and everything that surrounds it.
Connoisseurs look for unique sensations through wine
tasting in the region they choose to visit and its setting [23]. However, visitors who do not usually consume
wine, termed novices, should also be considered for
analysis, because although they are not as enthusiastic
about wine, they have other motivations that make them
visit the producing regions [6]. The excitement resulting from the consumption and wine tasting within the
region therefore provides different sensations from visitor to visitor, due to their personalities, motivations, and
level of involvement with wine [24].
2.2. Hypothesis development

2.1.4. Cultural experience

2.2.1. The key role of storytelling on wine experience

Tasting wines in the region where they are produced
is a cultural and educational experience for visitors [3].
The sensory experience of wine tasting is thus reinforced
by its cultural and educational character, which allows

Storytelling around wines and their producers is
invariably linked to the region to which they belong, and
to their terroir (climate, soils, and grapes). Hence, the narrative of a wine cannot be separated from the winescape
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where it is produced [25]. According to [26], storytelling
about places is recognized as a tool to enhance the reputation of regions as they compete for tourism and economic
development spending in the digital age. Through digital
media, people can be encouraged to tell their tourism stories and share their experiences [27]. Storytelling around
wine is essential to stimulate the imagination of visitors,
through a powerful narrative that serves as a script for
the wine tourism experience to develop [28]. The ability to
tell stories and use them to create a context conducive to
action is probably a skill as old as wine itself. These stories
should include elements that attract the attention of visitors, causing excitement around the region and its wines
[29]. Wine as a cultural product act as a catalyst between
culture, history, and landscape, through storytelling [28].
Each sip of wine not only fills the mouth with sensations,
but simultaneously fills the mind with images and the
soul with feelings [25]. As such, we hypothesize:
H1a: Storytelling positively relates to winescape attributes
H1b: Storytelling positively relates to sensorial attraction
H1c: Storytelling positively relates to wine excitement
H1d: Storytelling positively relates to cultural experience

2.2.2. Winescape attributes and wine experience
Wine landscape, in a comprehensive view, is a set
which includes landscape, heritage and cultural attributes and which, when well are aligned, makes the visitor
feel emotionally involved with the wine region [22,23].
This emotional alignment through the attributes of
the wine region is reflected in a visitor’s predisposition
towards the context where the wine experience occurs
[30]. The winery staff and other players, including the
owners, who work in the wine tourism system, use storytelling, through a well elaborated narrative, which
helps to frame the experience and connect visitors with
the cultural wine setting where it occurs [2]. In turn, if
the narrative does not make sense with winescape and
local culture, it will be ignored and will not have the
expected emotional effect [5]. For instance, and according to Kruger and Viljoen [31], place, and subsequently
the sense of a place, has become a major research theme
within tourism. The wines produced in a region establish a relationship with the traditions and its inhabitants
and with the local history and heritage, because they
are the main motivation that gives rise to the visit [14].
The essence of wine tourism is, therefore, based on the
exploration of the various senses through the experiences provided by the elements that constitute the winescape [13]. Hence, the hypotheses are as follows:

H2a: Winescape attributes are positively related to wine
excitement
H2b: Winescape attributes are positively related to cultural experience
H2c: Winescape attributes mediate the relation between
storytelling and wine excitement
H2d: Winescape attributes mediate the relation between
storytelling and cultural experience

2.2.3. Sensorial attraction and wine experience
In wine tourism, the sensory experience of tasting
wine is reinforced by the sensations that the attributes
of winescape provide to visitors [32]. Place, destinations,
cities, and regions offer distinctive characteristics beyond
the physical geographic and topographic elements, especially concerning produce from a particular area, region,
country or territory [31]. This multisensory experience is
based on the search for new hedonic sensations, arising
from visitors’ emotional connection to wine, the region
and its culture and heritage [13]. A considerable number
of studies have focused on the effects of wine tourists’
motivations on behavioural intentions [33]. The search
for sensations through the wine tourism experience varies according to the level of involvement and excitement
of the visitor with the wines, the region, and its attributes [23]. The sensory stimulus caused by the atmosphere
surrounding the wine visit, coupled with a compelling
narrative, optimizes the experience, and contributes to a
sense of excitement [3], and plays a key role in the wine
experience [34]. Furthermore, the improvement of the
wine experience, was also found to enhance the destination image [35]. It is through storytelling that the region
as a whole and each producer individually can involve
visitors and transport them to another emotional level,
which allows them later to consider the experience not
only as positive [33], but memorable [5]. The use of storytelling in wine tourism allows the visitor to absorb the
history of the producer and the wine brand, the region
heritage, its myths, traditions, and rituals, based on three
narrative styles: descriptive, immersive, and technical [7].
Drawing on these premises, the hypothesis is as follows:
H3a: Sensorial attraction is positively related to wine
excitement
H3b: Sensorial attraction is positively related to cultural
experience
H3c: Sensorial attraction mediates the relation between
storytelling and wine excitement
H3d: Sensorial attraction mediates the relation between
storytelling and cultural experience

Figure 1 depicts the hypothesized relationships.
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Sensorial
Attraction

Cultural
Experience
H3b

H1b

H3d

H1d
H2b

H2d

Storytelling

H3c
H1a
H2c

H3a

H1c
H2a

Winescape
Attributes

Wine
Excitement

Figure 1. Conceptual model. Note: The dashed lines represent the
indirect relationships.

3. METHODOLOGY APPROACH

3.1. Data collection and sample design
The data was gathered from the sample of international wine tourists visiting Madeira and Porto wine cellars between July and September 2019, because it directly
coincides with the period of the greatest flow of wine
tourists to this kind of wine tourism product and destination. The questionnaire was multilingual, in English,
Spanish, French and Portuguese. In total, 647 complete
self-administered questionnaires were obtained (321 in
Madeira and 326 in Porto) and were collected in two
weeks in Madeira and two weeks in Porto, to obtain a
sample that was large enough to overcome the limitations of its convenience sampling method [36,37]. These
questionnaires were attained in a post-visit setting
(immediately after the visit).
The questionnaire was pretested and the definition
of some of its dimensions came from the results of previous research [11,38]. The questionnaire was divided in
an initial section focused on demographic data about
the respondent, and a second section composed by the
variables measures. This section incorporated a total
of twenty-seven items derived from pre-existing measures (in appendix): wine storytelling, sensorial attraction, winescape attributes, cultural experience, and wine
excitement. The constructs were measured using a fivepoint likert scale, where 1 = ‘totally disagree’, and 5 =
‘totally agree’.

3.2. Data analysis procedures
The conceptual model was tested using survey data
analysed through structural equation modelling (SEM)
by means of variance-based partial least squares (PLS)
with the SmartPLS 3 software [39]. The first step consisted of assessing the quality of the measurement model
through reliability, convergent validity, internal consistency reliability and discriminant validity [40]. The reliability of each construct was tested by analysing that the
standardized factor loadings of the items were superior
to 0.7 (between 0.720 and 0.922, all significant at p <
0.001) [40]. To provide further test of the reliability, we
also calculated the Cronbach’s alpha and composite reliability (CR) values of each construct.
To test the convergent validity, we followed a threestep approach. First, we confirmed that all constructs’
items loaded positively and significantly in each construct. Second, it was verified that all the CR values
for all the constructs were above the cut-off value of
0.70. Third, we also confirmed that the average variance extracted (AVE) for all constructs was higher than
0.50 [41]. To evaluate the discriminant validity, we used
the Fornell and Larcker criterion and the heterotraitmonotrait ratio (HTMT) criterion [38,40].
After analysing the quality of the measures, we then
verified the quality of the structural model using the
magnitude of the coefficient of the determination R 2 value for each endogenous variable. The model quality estimation was also complemented using Stone-Geisser’s Q2
[40]. The constructs’ collinearity was also evaluated as
suggested by [38]. To test the hypotheses, bootstrapping
with 5,000 subsamples was used to evaluate the significance of the parameter estimates.
To test the mediation hypotheses, we followed the
recommendations of [40] (p. 232). Thus, we used a bootstrapping procedure to test the significance of the indirect effects via the mediator [45].
4. RESULTS

Regarding sample profile, the sample is quite balanced in terms of gender, most coming from United
Kingdom, France, Portugal, and Germany, with the
majority being adults between 25 and 54 years of age.
49.7% of the respondents were male and declared having higher education. Table 1 provides additional detail
about the sample.
The results of Cronbach’s alpha and CR were superior to 0.7 as indicated in Table 2, providing additional
evidence for the individual indicator reliability.
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Table 1. Sociodemographic set profile of the sample.
Age

Education level

Country of origin

18-24 years old (7.1%)
25-44 years old (42.3%)
45-64 years old (43.8%)
More than 65 years old (6.8%)

Less than high school graduate (3.7%)
High school graduate (18.5%)
Degree (43.8%)
PhD (6.8%)

Portugal (8.3%)
Spain (5.6%)
France (24.7%)
Germany (7.7%)
United Kingdom (25.9%)
Other (27.8%)

Table 2. Composite reliability, average variance extracted, correlations, and discriminant validity checks.
Latent Variables
(1) Winescape Attributes
(2) Sensorial Attraction
(3) Wine Excitement
(4) Cultural Experience
(5) Storytelling

α

CR

AVE

1

2

3

4

5

0.894
0.847
0.941
0.886
0.945

0.919
0.897
0.955
0.914
0.958

0.654
0.687
0.809
0.640
0.819

0.809
0.782
0.740
0.772
0.693

0.841
0.829
0.759
0.743
0.642

0.798
0.832
0.899
0.784
0.702

0.849
0.841
0.848
0.800
0.640

0.749
0.710
0.743
0.695
0.905

Note: α – Cronbach’s Alpha; CR – Composite reliability; AVE – Average variance extracted. Numbers in bold are the square roots of AVE.
Below the diagonal elements are the correlations between the constructs. Above the diagonal elements are the HTMT ratios.

Table 3. Structural model assessment.
Path
Winescape Attributes ® Wine Excitement
Winescape Attributes ® Cultural Experience
Sensorial attraction ® Wine Excitement
Sensorial Attraction ® Cultural Experience
Storytelling ® Winescape Attributes
Storytelling ® Sensorial Attraction
Storytelling ® Wine Excitement
Storytelling ® Cultural Experience

Path coefficient

Standard errors

t statistics

p values

0.235
0.424
0.391
0.323
0.693
0.642
0.288
0.140

0.092
0.092
0.091
0.087
0.037
0.039
0.082
0.067

2.565
4.598
4.320
3.695
18.599
16.263
3.509
2.072

0.011
0.000
0.000
0.000
0.000
0.000
0.000
0.039

Regarding the Fornell and Larcker criterion, the AVE
square root (diagonal bold values in Table 2) was larger
than its biggest correlation with any construct [41]. The
HTMT ratios are lower than 0.85 [38,40], thus providing
evidence of discriminant validity. The R 2 of the endogenous variables (winescape attributes; sensorial attraction; wine excitement; cultural experience) were 60.7%,
55.7%, 67.6%, and 67.5%, respectively. Since these values
are higher than 10% [42], the model’s predictive accuracy
was assured. The Q2 values for all endogenous variables
(0.31, 0.27, 0.53, and 0.41 respectively) were positive, providing additional evidence of the model’s predictive relevance. The VIF values were estimated (ranging from 1.00
to 3.04) and they were lower than the threshold value of 5
[38], revealing no collinearity problems.

The results in Table 3 and Figure 2 indicate that the
winescape attributes have a significantly positive relation with wine excitement and cultural experience (b =
0.235; p < 0.05; 0.424, p < 0.001), which supports H1a
and H1b, respectively. Sensorial attraction has a significantly positive effect on wine excitement and cultural
experience (b = 0.391; p < 0.001; 0.323; p < 0.001), providing support for H2a and H2b. The results also reveal
that storytelling has a significantly positive effect on
winescape attributes, sensorial attraction, wine excitement, and cultural experience (b = 0.693; p < 0.001; b =
0.642; p < 0.001; b = 0.288; p < 0.001; b = 0.140; p < 0.05,
respectively). These results provide support for H3a,
H3b, H3c, and H3d.
Table 4 presents the results of the mediation effects.
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Figure 2. Path model.

Table 4. Bootstrap results for indirect effects.
Indirect effect

Estimate

Standard errors

t statistics

p values

0.163
0.293
0.251
0.207

0.064
0.067
0.060
0.060

2.557
4.366
4.175
3.479

0.011
0.000
0.000
0.001

Storytelling ® Winescape Attributes ® Wine Excitement
Storytelling ® Winescape Attributes ® Cultural Experience
Storytelling ® Sensorial Attraction ® Wine Excitement
Storytelling ® Sensorial attraction ® Cultural Experience

The indirect effects of storytelling on wine excitement and cultural experience via the mediator of winescape attributes are significant with (b = 0.163; p < 0.05)
and (b = 0.293; p < 0.001), respectively. These results provide support for the mediation hypotheses H1c and H1d,
respectively. Furthermore, the indirect effects of storytelling on wine excitement and cultural experience via
the mediator of sensorial attraction are significant with
(b = 0.251; p < 0.001) and (b = 0.207; p < 0.01), respectively. Thus, H2c and H2d are supported.

5. DISCUSSION AND CONCLUSIONS

This research established that wine storytelling is a
critical factor for the success of a wine visit and tasting.
Storytelling has the strongest relationships with both the
mediator constructs: winescape attributes and sensorial
attraction. This second layer of constructs will, therefore,
help to enhance the global outcome of the wine experience expressed in the higher levels of wine excitement and
of cultural experience. This suggests a global and synergetic effect between these constructs that shape the overall
wine tasting experience. Noticeably, there is also a strong
relationship between the winescape attributes and the
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cultural experience corroborating the stated relationship
between the environmental factors, such has landscape
and heritage, and the cultural enrichment felt by the visitor. However, although significant, a stronger relationship
between storytelling and cultural experience was expected. This lower level of correlations between these two constructs is probably because the storytelling in these two
particular experiences was not completely satisfactory
from a cultural enrichment perspective due to the fact
that visits still tend to be somewhat standardized.
5.1. Theoretical contributions
Wine Tourism is a phenomenon that moves millions
of people around the world, acting as a major driver of
the global economy [2,6]. Due to the frequent changes in
the tourism environment, every year competition is fostered between and within tourist destinations [46-49].
It is a multifaceted and geographically complex activity
[50]. In this context, and according to [30], wine tourism has undoubtedly been a trend which has become
cemented by quality and diversity of offer. This manuscript intended to understand and evaluate the role of
wine storytelling positively related to winescape attributes, sensorial attraction, wine excitement and cultural
experience, during a wine visit experience within two
worldwide renowned wine tourism settings. Specifically,
storytelling around wine is essential to stimulate the
imagination of visitors, through a powerful narrative
that serves as a script for the wine tourism experience to
develop. The emotional alignment through the attributes
of the wine destination regions is reflected in a visitor’s
predisposition towards the context where the wine experience occurs. The sensory stimuli caused by the environment surrounding the wine experience, coupled with
a compelling narrative, optimize the experience, and
contribute to a sense of excitement. On the other hand,
a cultural experience of wine tasting in its region of origin is interpreted differently by each visitor, considering
cultural factors and the level of knowledge and emotional engagement with the wines and the destination [51].
Therefore, the resultant 12 hypotheses were validated,
which determines the direct impact of the wine storytelling on wine tourism experiences of wine tourists,
through winescape attributes, sensorial attraction, wine
excitement and cultural experience.
5.2. Practical and managerial implications
Wine marketers must ensure the improvement of
this relational characteristic, since the relationships that

are established between wine brands and consumers can
have a positive outcome, such as strong brand loyalty,
cost advantages and positive WoM. The new vogue of
wine tourism forces us to challenge and revisit the power relationships that exist within contemporary tourism
and the host–guest relationship. However, this capacity
of providing a good storytelling is not innate for many
people. This needs to be deeply incorporated in the business culture of each winery or tasting site. This critical
factor may help to differentiate a truly unique experience
from just another standardized visit. We recommend
extensive programmes of training in storytelling to help
provide those on the front line contacting with the tourists with the right skills.
5.3. Limitations and future research
This manuscript has already identified that the
global movement of tourism is seemingly towards an
increased focus on the niche (wine) product or service. In this case, the question seems to be whether
the further growth in demand for wine management
and wine tourism products – as a niche tourism example – will continue until they become a form of mass
tourism. A future study should include other emotional factors (e.g., brand love, commitment, trust, perceived disconfirmation) (c.f. [52]). As an interdisciplinary approach, this paper contributes positively to the
development of theory in relationship marketing and
tourism contexts in wine management (theoretical and
practical implications). However, the recommendations
should be considered within the framework and limitations of the research: a convenience sample and set
in two very established but also quite standardized in
wine sites terms of visit format. Other research using
similar methodological approaches and instruments
in a new world setting, can provide different insights
on the storytelling relevance and impact on the other
constructs.
REFERENCES

[1]

[2]

Quadri-Felitti, D., & Fiore, A. M. (2012). Experience economy constructs as a framework for
understanding wine tourism. Journal of Vacation
Marketing, 18(1), 3-15.
Frost, W., Frost, J., Strickland, P., & Maguire, J. S.
(2020). Seeking a competitive advantage in wine
tourism: Heritage and storytelling at the cellardoor. International Journal of Hospitality Management, 87, 102460.

The influence of wine storytelling on the global wine tourism experience

[3]

[4]
[5]

[6]
[7]

[8]

[9]

[10]

[11]

[12]
[13]
[14]
[15]

[16]
[17]

Charters, S., Fountain, J., & Fish, N. (2009). “You
felt like lingering...” Experiencing “real” service at
the winery tasting room. Journal of travel research,
48(1), 122-134.
Bruwer, J., & Alant, K. (2009). The hedonic nature
of wine tourism consumption: an experiential view.
International Journal of Wine Business Research.
Woldarsky, V. (2019). Tapping into the emotions
of the wine consumer through storytelling: A
case study. In BIO Web of Conferences (Vol. 15, p.
03012). EDP Sciences.
Charters, S., & Ali‐Knight, J. (2000). Wine tourism-A thirst for knowledge?. International Journal
of Wine Marketing.
Sousa, B. M. (2019). A theoretical contribution
from the perspective of innovation process in wine
tourism contexts. Marketing & Tourism Review, v.
4, n. 2, 1-18
Quintal, V., Thomas, B., Phau, I., & Soldat, Z.
(2017). Using push-pull winescape attributes to
model Australian wine tourist segmentation. International Journal of Wine Business Research.
Dawson, H., Holmes, M., Jacobs, H., & Wade, R.
I. (2011). Wine tourism: Winery visitation in the
wine appellations of Ontario. Journal of Vacation
Marketing, 17(3), 237-246.
López‐Guzmán, T., Rodríguez‐García, J., Sánchez‐
Cañizares, S., & Luján‐García, M. J. (2011). The
development of wine tourism in Spain. International Journal of Wine Business Research.
Santos, V.; Ramos, P.; Sousa, B. & Valeri, M. (2021).
Towards a Framework for the Global Wine Tourism System. Journal of Organizational Change Management, DOI 10.1108/JOCM-11-2020-0362
Charters, S., & Pettigrew, S. (2005). Is wine consumption an aesthetic experience? Journal of Wine
Research, 16(2), 121-136.
Brochado, A., Stoleriu, O., & Lupu, C. (2021). Wine
tourism: a multisensory experience. Current Issues
in Tourism, 24(5), 597-615.
Getz, D., & Brown, G. (2006). Critical success factors for wine tourism regions: a demand analysis.
Tourism management, 27(1), 146-158.
Bruwer, J., & Gross, M. J. (2017). A multilayered
macro approach to conceptualizing the winescape construct for wine tourism. Tourism Analysis,
22(4), 497-509.
Mitchell, R., Charters, S., & Albrecht, J. N. (2012).
Cultural systems and the wine tourism product.
Annals of tourism research, 39(1), 311-335.
Sigala, M. (2020). The Transformational Power of
Wine Tourism Experiences: The Socio-Cultural

[18]

[19]

[20]

[21]

[22]

[23]

[24]

[25]

[26]

[27]

[28]

[29]

11

Profile of Wine Tourism in South Australia. In
Social Sustainability in the Global Wine Industry
(pp. 57-73). Palgrave Pivot, Cham.
Sparks, B. (2007). Planning a wine tourism vacation? Factors that help to predict tourist behavioural intentions. Tourism management, 28(5), 11801192.
Pikkemaat, B., Peters, M., Boksberger, P., & Secco,
M. (2009). The staging of experiences in wine tourism. Journal of Hospitality Marketing & Management, 18(2-3), 237-253.
Crespi-Vallbona, M., & Mascarilla-Miró, O. (2020).
Wine lovers: Their interests in tourist experiences.
International Journal of Culture, Tourism and Hospitality Research.
Barber, N., Ismail, J. and Dodd, T. (2008), “Purchase attributes of wine consumers with low
involvement”, Journal of Food Products Marketing,
Vol. 14, p. 1.
Bruwer, J., & Huang, J. (2012). Wine product
involvement and consumers’ BYOB behaviour in
the South Australian on-premise market. Asia Pacific Journal of Marketing and Logistics, 24(3), 461-481.
Galloway, G., Mitchell, R., Getz, D., Crouch, G., &
Ong, B. (2008). Sensation seeking and the prediction of attitudes and behaviours of wine tourists.
Tourism management, 29(5), 950-966.
Mitchell, R., & Hall, C. M. (2001). Lifestyle behaviours of New Zealand winery visitors: wine club
activities, wine cellars and place of purchase. International Journal of Wine Marketing.
Bonarou, C., Tsartas, P., & Sarantakou, E. (2019).
E-Storytelling and Wine Tourism Branding: Insights
from the “Wine Roads of Northern Greece”. In
Wine Tourism Destination Management and Marketing (pp. 77-98). Palgrave Macmillan, Cham.
Bassano, C., Barile, S., Piciocchi, P., Spohrer, J. C.,
Iandolo, F., & Fisk, R. (2019). Storytelling about
places: Tourism marketing in the digital age. Cities,
87, 10-20.
Barhorst, J. B., McLean, G., Shah, E., & Mack, R.
(2021). Blending the real world and the virtual
world: Exploring the role of flow in augmented
reality experiences. Journal of Business Research,
122, 423-436.
Quadri-Felitti, D., & Fiore, A. M. (2013). Destination loyalty: Effects of wine tourists’ experiences,
memories, and satisfaction on intentions. Tourism
and Hospitality Research, 13(1), 47-62.
Rytkönen, P., Vigerland, L., & Borg, E. A. (2019).
Georgia Tells its Story: Wine Marketing Through
Storytelling.

12

Vasco Santos, Alvaro Dias, Paulo Ramos, Arlindo Madeira, Bruno Sousa

[30] Santos, V., Ramos, P., Almeida, N., Marôco, J. &
Santos-Pavón. E. (2020). Wine tourist profiling in
the Porto wine cellars: segmentation based on wine
product involvement, Anatolia, 31(4) 577-590.
[31] Kruger, M., & Viljoen, A. (2021). Terroir wine festival visitors: uncorking the origin of behavioural
intentions. Current Issues in Tourism, 24(5), 616-636.
[32] Santos, V., Ramos, P., Almeida, N. and SantosPavón, E. (2019), Wine and wine tourism experience: a theoretical and conceptual review, Worldwide Hospitality and Tourism Themes, 11(6), pp.
718-730.
[33] Back, R. M., Bufquin, D., & Park, J. Y. (2021). Why
do they come back? The effects of winery tourists’
motivations and satisfaction on the number of visits and revisit intentions. International Journal of
Hospitality & Tourism Administration, 22(1), 1-25.
[34] Gu, Q., Qiu, H., King, B. E., & Huang, S. (2020).
Understanding the wine tourism experience: The
roles of facilitators, constraints, and involvement.
Journal of Vacation Marketing, 26(2), 211-229.
[35] Wu, G., & Liang, L. (2020). Examining the effect
of potential tourists’ wine product involvement on
wine tourism destination image and travel intention. Current Issues in Tourism, 1-16.
[36] DeVellis, R.F. (2003). Scale development: Theory
and applications. London: Sage Publications.
[37] Netemeyer, R.G., Bearden, W.O., & Sharma, S.
(2003). Scaling procedures: Issues and applications.
London: Sage Publications.
[38] Santos, V., Ramos, P., & Almeida, N. (2017). The
relationship between involvement, destination
emotions and place attachment in the Porto wine
cellars. International Journal of Wine Business
Research, 29(4), pp. 401-415.
[39] Ringle, C.M., Wende, S., & Will, A. (2015). SmartPLS3.0. Hamburg:www.smartpls.de.
[40] Hair Jr, J.F., Hult, G.M., Ringle, C., & Sarstedt, M.
(2017). A primer on partial least squares structural
equation modeling (PLS-SEM). Sage Publications.
[41] Bagozzi, R.P., & Yi. Y. (1988). On the evaluation of
structural equation models. Journal of the Academy
of Marketing Science, 16(1), 74-94
[42] Henseler, J., Ringle, C.M., & Sarstedt, M. (2015).
A new criterion for assessing discriminant validity in variance-based structural equation modeling.
Journal of the Academy of Marketing Science, 43(1),
115-135.
[43] Fornell, C., & Larcker, D.F. (1981). Evaluating
structural equation models with unobservable variables and measurement error. Journal of Marketing
Research, 18(1), 29–50. DOI:10.2307/3151312.

[44] Falk, R.F., & Miller, N.B. (1992). A primer for soft
modelling. Akron: University of Akron Press.
[45] Preacher, K. J., & Hayes, A. F. (2004). SPSS and
SAS procedures for estimating indirect effects in
simple mediation models. Behavior research methods, instruments, & computers, 36(4), 717-731.
[46] Ferreira, J., Sousa, B. and Gonçalves, F. (2019),
“Encouraging the subsistence artisan entrepreneurship in handicraft and creative contexts”, Journal of
Enterprising Communities: People and Places in the
Global Economy, Vol. 13 No. 1/2, pp. 64-83. https://
doi.org/10.1108/JEC-09-2018-0068
[47] Agapito, D. (2020). The senses in tourism design:
A bibliometric review. Annals of Tourism Research,
83, 102934.
[48] Festa, G., Shams, S. R., Metallo, G., & Cuomo, M.
T. (2020). Opportunities and challenges in the contribution of wine routes to wine tourism in Italy–A
stakeholders’ perspective of development. Tourism
Management Perspectives, 33, 100585.
[49] Ahmad, A., Jamaludin, A., Zuraimi, N. S. M., &
Valeri, M. (2020). Visit intention and destination
image in post-Covid-19 crisis recovery. Current
Issues in Tourism, 1-6.
[50] Sousa, B. & Rocha, A. T. (2019). The role of attachment in public management and place marketing
contexts: a case study applied to Vila de Montalegre
(Portugal). International Journal of Public Sector
Performance Management, Vol. 5, N. 2, pp. 189-205
https://doi.org/10.1504/IJPSPM.2019.099094
[51] Kirova, V. (2021). Value co-creation and value codestruction through interactive technology in tourism: The case of ‘La Cité du Vin’wine museum,
Bordeaux, France. Current Issues in Tourism, 24(5),
637-650.
[52] Pina, R. & Dias, Á. (2021). The Influence of Brand
Experiences on Consumer-Based Brand Equity.
Journal of Brand Management, 28(1), 99–115.
[53] Mora, P., & Livat, F. (2013). Does storytelling add
value to fine Bordeaux wines? Wine Economic Policy, 2, 3–10.
[54] Bach, K (2008). Talk about Wine? Wine and Philosophy. A Symposium on Thinking and Drinking.
Blackwell Publishing: Oxford, UK.
[55] Dann, G.M., & Jacobsen, J.K. (2002). Leading the
tourist by the nose. In G. M. S. Dann (Ed.), The
tourist as a metaphor of the social world, New
York: CABI Publishing, pp. 209-236.
[56] Thomas, B., Quintal, V. A., & Phau, I. (2018). Wine
tourist engagement with the winescape: Scale
development and validation. Journal of Hospitality
& Tourism Research, 42(5), 793-828.

The influence of wine storytelling on the global wine tourism experience

13

[57] Kim, Y. G., & Eves, A. (2012). Construction and
validation of a scale to measure tourist motivation to consume local food. Tourism management,
33(6), 1458-1467.
[58] Pizam, A., Jeong, G., Reichel, A., Van Boemmel,
H., Lusson, J. M., Steynberg, L., et al. (2004). The
relationship between risk-taking, sensation-seeking, and the tourist behavior of young adults: a
cross-cultural study. Journal of Travel Research, 42,
251-260.
APPENDIX

Measurement items.
Construct

Wine Storytelling

References

[53,54]

Sensorial attraction

[55]

Winescape
attributes

[56]

Cultural experience

[57]

Wine Excitement

[58]

Scale items adjusted to wine visit experience
1. Stories that the wine tour guide/wine storyteller/wine producer told me about wine (wine bottle/brand/
family/wine estate/wine-making) positively influenced the value I attribute to the wine
2. Stories that the wine tour guide/wine storyteller/wine producer told me about wine (wine bottle/brand/
family/wine estate/wine-making) positively influenced the value I attribute to the wine tasting
3. Stories that the wine tour guide/wine storyteller/wine producer told me about wine (wine bottle/brand/
family/wine estate/wine-making) positively influenced the value I attribute to this visit
4. Stories that the wine tour guide/wine storyteller/wine producer told me about wine (wine bottle/brand/
family/wine estate/wine-making) enabled me to have an enjoyable time
5. Stories that the wine tour guide/wine storyteller/wine producer told me about wine (wine bottle/brand/
family/wine estate/wine-making) enabled me to learn ancient facts about wine that I did not know
1. It is important to me that this wine I drink smells nice
2. It is important to me that this wine I drink tastes good
3. It is important to me that this wine I drink looks nice
4. It is important to me to touch the bottle of the wine that I drink
5. Tasting this wine results in the activation of my sensory stimuli
1. This wine scenery is attractive
2. This winery landscape has a rural appeal
3. These buildings have historic appeal
4. There is an old-world wine charm in these wine cellars
5. These wine cellars offer spectacular views
6. This architecture gives the winery character
1. Experiencing this wine gives me an opportunity to increase my knowledge about different cultures
2. It is important to me to taste this wine in its original region
3. Experiencing this wine enables me to learn what it tastes like
4. Experiencing this wine allows me discover something new
5. Experiencing this wine makes me see the things that I don’t normally see
6. Experiencing this wine helps me see how other people live
1. Experiencing this wine in its original wine cellars makes me excited
2. Tasting this wine on holiday helps me to relax
3. Tasting this wine makes me feel exhilarated
4. When tasting this wine I have an expectation that it is exciting
5. Tasting this wine on holiday makes me not worry about routine
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Abstract. European Commission has recently published the rules on the use of the
quality term “mountain product”. The new regulation aims to promote the sustainable
development of mountain areas and to facilitate the identification of mountain products by consumers. Despite the importance of viticulture for several European mountain communities and the growing interest of European consumers in quality certified
foods, the regulation did not encompass wines. The literature addresses many issues
regarding wines and consumer preferences, but so far mountain wines are not specifically researched. With this study, we seek to fill this gap by analysing Italian consumers’ preferences for mountain wines as well as their opinion on the inclusion of this
product in the mountain labelling scheme. To do so, this study applies a best-worst
scaling model and subsequent latent class analysis. Data was collected through an
online questionnaire applied to a consumer panel. The results indicate that most of
respondents are in favour of applying the mountain label to wines. The three most
preferred attributes are related to human health, ecological sustainability and product typicity. Most of participants gave less importance to the attributes that characterize mountain agriculture. Only one consumer segment valued some of these. Findings
suggest that the inclusion of mountain wines in the labelling scheme may convey a better image of wine regarding its impact on human health, environmental sustainability
and terroir-based typicity.
Keywords: mountain, wine, viticulture, Italian preferences, best-worst scaling, latent
class.
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1. INTRODUCTION

“Mountains matter”. According to the international alliance Mountain Partnership there are countless
reasons to agree with this slogan. All over the world,
mountains cover around 22% of the Earth’s land surface. Mountains are hotspots of biodiversity, provide 60
to 80% of freshwater and shelter a rich cultural heritage
[1, 2, 3, 4, 5].
In Europe, mountain areas cover approximately
18.5% of the total land surface [6]. In Italy, they comprise 43.7% of the municipalities and 58.2% of the
national territory [7]. Approximately, two-thirds of the
economic activities in European mountain areas rely
on the primary sector, including mountain farming [6].
Agriculture in mountain areas is characterized mainly
by family and small-scale agriculture [8, 9]. This type of
farming plays an important role in supporting sustainability and promoting food security and economic development [10].
Their importance from an ecological and socioeconomic point of view does not exempt mountain areas
from facing challenges. The hard-living conditions and
the economic dynamics can induce farming exit, contributing to the ageing of the farm population and agricultural abandonment [11, 12, 13, 14]. Moreover, due to
the isolation of mountain areas, the topography, the climate and short growing seasons, mountain farming faces higher production costs compared to lowlands [6, 15].

Since the 1970s, the European Commission has
designed policies to address the challenges faced by
mountain communities – as well as other communities
located in the “areas facing natural or other specific constraints” [16, 17]. In the last three decades, the approaches adopted by some of such policies have favoured the
valorisation of local resources to stimulate “conservation
through consumption” [18, 19]. In this context and as a
result of the efforts headed by the Euromontana association, the European Commission published rules to regulate the use of the term “mountain product” (Regulation EU n. 1151/2012 and Delegated Act EU n. 665/2014).
Accordingly, the term – and the label created by each
Member State – can only be applied to food products
intended for human consumption whose raw materials and animal feedstuffs come essentially from mountain areas. Besides, the processing plants must be located
within these areas.
Although representing a relevant step towards the
institutionalisation of a market for mountain food products in Europe, the European legislation does not contemplate the application of the term “mountain product”
to wines produced in mountain areas. The inclusion of
wine among the products suitable to use the term “mountain product” could benefit several mountain regions – in
Italy, Romania, Portugal, Greece, Slovenia, Cyprus, Spain
and France – in which wines and grapes are relevant
agricultural products [6]. For example, in 2018, in South
Tyrol, a mountain area located in the Italian Alps, the

Figure 1. Wine labels from Italy appealing to the mountainous origin. Source: (a) [22], (b) [23].
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wine sector employed about 10,000 people, and around
5,000 farms were involved in viticulture operations cultivating on average one hectare each [20, 21].
Besides benefiting producers in mountain areas, the
possibility of applying the term “mountain product” to
wines would be in line with a practice already adopted
by winemakers across Europe: using the mountain origin as an appeal for consumers. Figure 1 displays some
examples of this practice.
Some studies point out that consumers have a positive image of food produced in mountain areas. For
them, mountain food products evoke purity, health,
authenticity and simplicity [24, 25]. From the market
side, the Global Consumer Trends report [26] stated that
there has been an increasing interest of some consumers
in wines that are sustainably produced. In Italy, the market for this type of wines increased by 34% from 2015 to
2016 [27]. Furthermore, a review of 34 studies on consumers’ perceptions, preferences and willingness-to-pay
for wine with sustainability characteristics confirmed
these trends and showed that implementing sustainability-oriented marketing actions may be a promising strategy for quality differentiation of wines [28].
Product differentiation through quality certification
schemes may also contribute to preventing free-rider
problems and information asymmetry in the market
[29]. Considering that consumers cannot easily identify
mountain products in the market [9, 24], the application
of the mountain labelling scheme to wines may facilitate the identification of the “authentic” mountain wine.
In addition, it can contribute to avoiding the misuse of
mountain imagery and wording by producers that are
not producing in mountain areas [6]. Previous studies have already shown how mountain cheese producers, within the same consortium, use the European label
“mountain product” to avoid free-riding on product
quality by producers from the lowlands [30]. Due to the
exclusion of wines from the mountain labelling scheme,
this possibility is not given for wine producers from
mountain areas.
Despite these pieces of evidence in favour of including wines in the mountain labelling scheme, little is
known from the consumer side. The literature on consumers opinion, preferences and willingness to pay for
wines and sustainable wines is extensive (e.g., 31, 32, 28,
33, 34, 35, 36, 37, 38, 39). Concerning wines produced
in mountain areas, little is known. The majority of the
studies focused on the production side - for instance,
Michael et al. [40], Zottelle et al. [41], Verdenal et al.
[42], Stanchi et al. [43], Caffarra and Eccel (2013), Guimarães and Magalhães [45]. A study with German consumers and producers indicated potential in obtaining

a price premium for wine produced in steep slope [46].
Being part of a broader research project, the current
study builds upon the findings of a previous exploratory study [47]. The latter employed a qualitative design
and confirmed the interest of Italian consumers in wines
produced in mountain areas. Furthermore, the authors
identified eight main attributes by which Italian consumers associated wines and viticulture in mountain
areas (see Table 1). Remarkably, only a few are directly
connected to the mountain environment. However,
the mentioned study does not analyse the importance
of each attribute for consumers letting open the question on how mountain attributes scores in relation to all
attributes tested.
A better understanding of consumers preferences
and opinions regarding wines produced in mountain
areas is of utmost importance for the debate on the inclusion of wines in the mountain labelling scheme as well as
to help farmers and managers in the design of marketing strategies. Against this background, the objectives
of this study are twofold: (1) to assess the preferences of
Italian wine consumers concerning the attributes associated with wine from and viticulture in mountain areas
thus comparing the mountain attributes among the other attributes afore mentioned; (2) to segment the market
based on their preferences to identify customer groups
for mountain wines. To do so, an online survey with Italian participants was undertaken using a (a) best-worst
scaling method to rank preferences for the mountain
wine attributes mentioned before, and a (b) latent class
analysis to segment participants according to their preferences. Segments are further described using consumption behaviour and sociodemographic data.
2. RESEARCH DESIGN AND METHOD

2.1. Best-Worst Scaling Model
The best-worst scaling model (BWS) is a stated
preference method and was designed by Louviere and
Woodworth [48] based on the method of paired comparisons introduced by Thurstone [49, 50] and the McFadden’s studies on economic choice theory, use of psychometric data and conjoint experiments [51]. Also called
maximum difference scaling [52], some authors classify
best-worst scaling as a variant of discrete choice experiments [53].
The best-worst scaling model is designed to measure individual’s relative preferences in relation to a set
of items. Individuals are asked to choose the best (or
most important) and the worst (or least important) item
among a set of items. The main idea is that the individ-
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ual’s decision is the result of a comparison of differential
utilities in a set of items.
Like in the theory of random utility [54], in BWS an
individual’s utility is a latent dimension composed of an
observable component (V) and an unobservable or random component (ε) (1) [55]:
Uij = Vij + εij(1)
Uij is the utility an individual i is assumed to obtain
from alternative j in a specific set of items. Vij is the
observable component of utility, held by individual i
for item j, while εij is the random component utility. In
BWS, each component V (2) and ε (3) is a result of the
difference between the best and the worst items:
V bw = V b – Vw(2)
εbw = εb – εw(3)
The observable components (V) in this study are
the wine attributes shown to the participants in a task
(choose the most and least important attribute in a set
of items). The BWS model assumes that the probability
of an individual selecting a pair of attributes (best and
worst) is proportional to their distance on the latent
dimension (in this case, the latent dimension is the utility) [55]. So, the utility (4) and the probability (5) equations can be written like the following:
Dbw = V bw – εbw(4)
P(bw|C) = P(V bw – εbw > Vij – εij) (ij) ≠ (bw)(5)
In equation (4), Dbw is the distance between the best
and the worst items, which cannot be observed directly.
In equation (5), P is the probability, and C is the subset of items (task). As observed by Krucien [55], it is
impossible to determine if the difference in the observable component is greater than the random component
because the latter is not observable. Louvière et al. [56],
suggest a multinomial logit model to explain the probability that an individual n chooses item j as best and j’as
worst among a set of items (J):
𝑃𝑃 =

𝑒𝑒𝑒𝑒𝑒𝑒&𝛽𝛽! 𝑋𝑋′!" − 𝛽𝛽! 𝑋𝑋′!"$ ,

𝛴𝛴"","%"$∈( 𝑒𝑒𝑒𝑒𝑒𝑒&𝛽𝛽! 𝑋𝑋′!" − 𝛽𝛽! 𝑋𝑋′!"$ , (6)
!

In equation (6), the item selected as best is coded as
1. The item not selected by the individual is coded as 0.
And the item marked as worst is coded as -1. X’nj is the

observable explaining variable. The parameter βn is the
individual-specific preference of an individual n.
The results of the BWS model provide an importance score which represents the utility of each item for
each individual – thus revealing the most important
mountain wine attributes according to consumers preferences. It allows to further analyse preference heterogeneity using latent class analysis. This method helps to
detect consumer segments according to their preferences [57].
2.2. Best-Worst Experiment and Questionnaire Design
The questionnaire was divided into four main parts:
(part 1) individual food consumption behaviour; (part
2) eight attributes of mountain wine based on the afore
mentioned study [47] (see Table 1); (part 3) general attitudes towards labelling and mountain food; and (part 4)
participants’ socio-demographics. The survey was set up
using Sawtooth Lighthouse Studio software.
The individual food consumption behaviour encompasses questions on consumption habits and individual
motivations. 23 questions from an adapted version of the
Food Choice Questionnaire developed by Pieniak and
colleagues [58] were used. Answers could be given on
5-point Likert scales.
The BWS experiment followed a balanced incomplete
block design [59]. It consisted of the sequential presentation of eight sets of four attributes. The attributes tested in this research were taken from a previous qualitative study [47] whose objective was to identify the main
characteristics associated by Italian consumers to wines
produced in mountain areas. Table 1 shows the attributes extracted from the mentioned study and used in the
BWS experiment:
The eight attributes were transformed into sentences
to make the experiment easier for the respondents. At
each task, participants were asked to select the most and
the least important attribute. Figure 1 below contains an
example of a task.
To assure attribute frequency balance (i.e., each
pair of attributes appears within the same set across
the experiment) and attribute positional balance (i.e.,
the attributes appear approximately an equal number of
times in each position), the attributes were randomized
by the software algorithm [60].
The section on general attitudes towards labelling
and mountains included questions on the definition of
mountain areas and whether the participants read labels
when buying food. Besides, participants were also asked
to define to what extent they consider themselves to be
mountain food consumers and how much they agree
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Table 1. Attributes Italian consumers relate to wines and viticulture
in mountain areas.
Wines produced with grapes from small farms¹
Wines with delicate aromas and flavours²
Vineyards located in high altitudes or terraces³
Wine produced with less additive⁴
Limited production volume⁵
Less mechanization/more manual labour⁶
Wines produced only with autochthonous grapes⁷
Viticulture and wine production contribute to preserve the
mountain environment⁸
Source: Author et al. [47].
For ease of reading, we use shorter formats of these attributes
throughout the text as follows: ¹small farms, ²delicate aromas and
flavours, ³high altitudes or terraces, ⁴less additive, ⁵limited production, ⁶manual labour intensive, ⁷autochthonous grapes, ⁸sustainable
viticulture.

with the inclusion of wines in the mountain labelling
scheme.
The demographics section encompassed questions
regarding income, age, gender, household size, education, and city of residence – including whether respondents live in a mountain or non-mountain area, in an
urban or rural area.
The questionnaire was designed in English and it
was translated into Italian using back-translation [61].
The questionnaire was pre-tested with 81 participants
from the Autonomous Province of Bolzano, Italy. Considering that no participant reported problems in understanding and completing the questionnaire, no changes
to the questionnaire were made after the pre-test.

2.3. Data Collection and Pre-Treatment
Data were collected through a self-administered
online survey from an Italian consumer panel. The questionnaire was designed using Sawtooth Lighthouse Studio (version 9.8.1) and sent to the respondents across
Italy by the consumer panel provider. The data collection
took place between January and May 2020.
For a research topic that is still in its infancy an
exploratory design is suggested. Therefore, we opted
for a quota sample which was representative of the Italian population in consideration of age and gender. The
author(s) established the quota, whereas the sample was
delivered by a professional panel company. It is important to highlight that the sample includes only wine
consumers. To improve data validity, speeders as well as
those who did not fulfil the requirements such as participants under 18 years of age and/or people that do not
consume wine were filtered out [62].
To define the final sample, the respondents who
completed the questionnaire underwent a second control based on the Root Likelihood (RLH). The RLH is a
probability expression of the goodness of fit of the data
(in this case, the utility scores) in predicting which items
respondents choose [60]. The highest value for the RHL
is 1. The lowest is obtained by dividing the total number of items per task by the maximum value (1). In this
study, the minimum RHL value is 0.25. We obtained
it by dividing the maximum RHL possible (1) by the
number of items per task (4) [60]. We then excluded 111
respondents whose RHL was below the minimum value.
The final sample size is 973 respondents.

Figure 2. Example of Best-Worst Scaling Task used in the study. Source: own elaboration.
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2.4. Best-Worst Scaling Analysis
The best-worst scaling model generates discrete
data that can be analysed trough different methods [63].
Hierarchical Bayesian Multinomial Logit (HB MNL) was
used for analysing data in this study because it provides
a more accurate estimate compared to the standard
Count Analysis and MNL. According to Orme [63], HB
MNL offers a better solution, as it can generate estimates
combining information at the individual level and data
from other respondents in the sample.
The analyses generate a utility score which can be
reported in three different ways: (a) raw utility scores
that are the average utility value of each attribute; (b)
probability scales, also known as rescaled importance
scores (0 to 100 scaling), are ratio-scaling, meaning that
a score of 10 is twice important as a score of 5; and (c)
zero-anchored interval scales that represent the normalized raw utility score in which the scores have a mean of
zero and a range of 100 [60]. To facilitate data interpretation, we report the results using the probability scale.
2.5. Latent Class Analysis and Characterization of the
Classes
The latent class analysis is performed using Sawtooth Lighthouse Studio software (version 9.8.1). The
latent class analysis identifies clusters (or segments)
with differing preferences and estimates part worths
(utilities) for each segment [64]. Each class is composed
by respondents with similar preferences regarding the
attributes of the best-worst scaling model. In other
words, instead of calculating the utilities for each participant, latent class looks for respondents with similar preferences and then calculates the average utilities
within the clusters [64]. We use the probability scale/
rescaled score (0 to 100) for the formation of the clusters.
In this regard, it is important to highlight that there is
no respondent who fully belongs to a single cluster. Each
respondent is assigned a probability of belonging to different groups according to their preferences.
To characterize the segments and test for differences
among them, one-way Analysis of Variance (ANOVA)
with post-hoc tests (Tukey and Tamhane) and cross tabulation with chi-square and standardized residuals were
carried out. The analyses were performed using IBM
SPSS Statistics 25.

3. RESULTS

3.1. Descriptive Demographic Statistics
Table 2 shows the description of the sample concerning the socio-demographic characteristics.
The sample is representative concerning the Italian
population in terms of gender and age, and includes only
wine consumers. The higher level of education of the
sample can be explained by the skewed characteristics
of the panel participants – because internet users do not
necessarily represent the population [67]. Moreover, in
Italy, internet access is greater among people with higher
education [68].
The household size at the sample level is slightly
smaller compared to the Italian population. Compara-

Table 2. Sample description.
Gender

Sample n = 973
(%)

Italian Population
(%)

Male
Female

50.70
49.30

48.43
51.57

Age
18-29
30-44
45-59
60+

15.00
22.60
27.70
34.60

14.61
23.22
27.78
34.37

Education
Primary School
Middle School
High School
University Degree or Higher

6.00
10.80
56.00
32.60

19.51
30.03
30.71 c
10.78

Residence Location
Rural Area a
Urban Area b
Mountain
Non-Mountain

28.0
72.00
10.00
90.00

24.00
76.00
23.54 d
76.46

Household Members
1
2
3
4 or more

10.30
33.40
26.10
30.20

12.97
22.55
24.82
39.67

Municipalities with low degree of urbanization according to Eurostat [65] (Istat, 2019).
b Municipalities with medium or high degree of urbanization
according to Eurostat [65].
c Includes non-university tertiary diplomas of the old system and
A.F.A.M.
d Based on the data from 2015 [66].
Source: own elaboration based on Istat [65] and Fondazione Montagna Italia [66].
a
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3.3. Results of the Latent Class Analysis

Table 3. Ranking of attributes at sample level.
Item
(Attribute)

Rank

Importance Score
(0 to 100 scaling)

1
2
3
4
5
6
7
8

24.45
21.69
20.96
8.17
7.30
6.70
5.62
5.11

Less additive
Sustainable viticulture
Autochthonous grape
Delicate flavours and aromas
Small farms
Manual labour intensive
High altitudes and terraces
Limited production

In the latent class analysis, a three-class solution was
chosen by observing the most used information criteria
(Percent Certainty, AIC, BIC, Log-likelihood and relative Chi-Square) (Table 4). The most important attributes
for each segment coincide with the three most important
attributes at the sample level. Segments 1 and 2 have at
least one attribute with a very high score whereas segment 3 displays preferences more evenly distributed
among all attributes

Source: own elaboration.

3.4. Description of Clusters

tively, while at the sample level there is a greater number of respondents living with one person more, at the
population level households with four or more people
are more numerous.
Table 2 shows that only one-ninth of the interviewees live in a mountain area in contrast with almost a
quarter at the population level.

By looking at the importance scores (Table 4) and
the segment describing variables (Tables 5 and 6), in the
next section the three segments are described. For ease
of readiness, only statistically significant findings from
the food choice questionnaire are displayed.

3.2. General Ranking of Attributes
The aggregate average importance scores are displayed in Table 3 (Importance Score, 0 to 100 scaling):
The results indicate a prevalence of three attributes
that are associated with health (“less additive”), sustainability (“sustainable viticulture”) and typicity/terroir
(“autochthonous grape”). Together they add up to more
than 60% of the total importance score. Some characteristics related to mountain viticulture and mountain
areas such as the mountain landscape (“high altitudes
and terraces”), the intensive need of manual labor, limited production and production in smalls farms are less
relevant at the sample level.

Segment 1 (Naturalists): this group constitutes the
most numerous segment containing approximately 37%
of the respondents. It is also the group with the highest
percentage of older people – closely followed by segment
2. Its members place a high value on healthy eating and
natural foods [69], that is, foods without additives and
artificial ingredients, and with natural ingredients (Table
5). This importance given to natural foods seems to be
extended to wines as well. Respondents falling into this
segment show a high preference for mountain wines
with fewer additives. Although to a lesser extent, their
members are also concerned with sustainability of viticulture that is in second place in their preferences. This
group gives the greatest relative importance (among all
groups) to the item delicate flavours and aromas. This
difference is particularly marked in relation to group 2.

Table 4. Characterization of the segments based on the clustering variables - 0 to 100 rescaled importance score.
Variables
Less additive
Sustainable viticulture
Autochthonous grape
Delicate flavours and aromas
High altitudes and terraces
Small farms
Manual labour intensive
Limited production

Segment 1
n = 359 (36.9%)

Segment 2
n = 329 (33.8%)

Segment 3
n = 285 (29.3%)

Total
n = 973

31.91
20.91
19.20
13.18
4.05
3.91
3.71
3.08

24.92
26.10
23.53
2.05
4.23
7.62
6.16
5.36

12.72
14.52
17.03
12.53
10.17
12.79
11.00
9.21

24.45
21.69
20.96
8.17
5.62
7.30
6.70
5.11

Fit criteria of the 3-class solution: Log-likelihood = -17334.5, Percent Certainty = 19.7, AIC = 34715.0, BIC = 34891.1 Chi-Square= 8494.6.
Source: own calculations.
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Table 5. Food consumption behaviour, attitudes towards labelling, mountain area definition, and mountain food - mean responses by segment and total sample.
Variables

Segment 1
n=359 (36.9%)

Segment 2
n=329 (33.8%)

Segment 3
n=285 (29.3%)

Total
n=973

4.23 c
4.04 b
4.29 c
4.21 c
4.27 c
4.38 b
4.57 c
3.66 b, c
3.32 c

4.19
3.88 a, c
4.27 c
4.18 c
4.18
4.26 a
4.51
3.51 a, c
3.20 c

4.07 a
4.01 a
4.11 a, b
4.01 a, c
4.04 a
4.27
4.45 a
3.90 a, b
3.64 a, b

4.17
3.98
4.23
4.14
4.18
4.31
4.52
3.68
3.37

3.96 a, b
3.36 a
3.81 a

4.13
3.23
3.70

Food consumption behaviour
It’s important to me that the food I eat on a normal weekday:1
Is good valuer for money* 4
Is easy to plan, buy and prepare* 4
Contains natural ingredients*** 4
Contains no artificial ingredients** 3
Contains no additives*** 4
Keeps me healthy* 4
Tastes well* 4
Is familiar*** 3
Is what I usually eat*** 3

Attitudes towards labelling, mountain area definition, and mountain food (segment means)
In favour of the inclusion of mountain labels for wine***2, 4
4.21 c
4.19 c
1,
3,
5
b,
c
3.10
3.25 a
Consumption of mountain food products***
1,
3
c
3.65
3.66
Agreement with the current mountain definition*

= 5-point Likert scale from (1) strongly disagree to (5) strongly agree.
In your opinion, should the European Commission include wine in the list of agri-food products authorized to use the term “mountain product” and the “mountain label”, if they have been produced in a mountain area? = 5-point Likert-type scale from (5) definitely yes
to (1) absolutely not.
3 = Tukey post-hoc test was used because of no differences in variances in segments.
4 = Tamhane post-hoc test was used because of differences in variances in segments.
5 Item: Considering a scale from 1 (not at all) to 5 (very much), to what extent do you consider yourself a consumer of mountain food
products?
a,b,c = Letters indicate significant differences (p<0.05) between segments according to post-hoc tests. For instance. a indicates that this segment differs from segment 1 in this variable with p<0.05.
***=p<0.001, **=p<0.01, *=p<0.05 k= p<0.1
x² = chi-square. n.s. = non-significant
Note: the F values are in the appendix.
Source: own calculations.
1

2 Item:

Although the segment 1 members do not see themselves
as consumers of mountain food products, they are the
ones most leaned to support the inclusion of wines in
the mountain labelling scheme.
Segment 2 (Sustainability-driven): members of
this segment represent about one-third of the sample.
It is the group with the highest proportion of female
respondents. Like segment 1, this group also has a high
proportion of elderly people and value food naturalness.
Nevertheless, they seem to give less importance to the
relation between food and health than segment 1 members. Regarding the preferences of group 2, viticulture
that plays an active role in the preservation of the mountain environment is of importance for its members as
they placed sustainable viticulture first. The other attributes valued by members of this segment are wines produced with ‘less additive’ and the use of ‘autochthonous

grapes’ by mountain winemakers. Sensory characteristics and the mountain setting seem to be relatively less
important recalling the traditional aspects of mountain
agriculture (e.g., higher altitudes, terraces, limited production). However, they tend to support the protection
of wines by the regulation on mountain food products.
Segment 3 (Terroir-driven): the smallest of the
segments, with 29.3% of the sample, is also the group
with the highest percentage of younger respondents (1844 years old) and highest proportion of males. Natural
food tends to be valued by the members of this segment,
but to a lower degree if compared to the other two segments. In their daily meals, they tend to repeat their
food choices (“is what I usually eat”) and eat food that
is familiar to them. About the consumption of mountain
products and the current definition of mountain areas,
respondents from this group scored higher than the oth-
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Table 6. Socio-demographics profile of the respondents by segment and total.
Segment 1
n=359 (36.9%)

Segment 2
n=329 (33.8%)

Segment 3
n=285 (29.3%)

Total
n=973

50.8
49.2

56.9
43.1

43.4
56.6

50.7
49.3

Residence Location (n.s.) (%)
Rural Area
Urban Area
Mountain Area
Non-Mountain Area

27.9
72.1
9.1
90.9

28.0
72.0
11.4
88.6

27.0
73.0
9.3
90.7

28.00
72.00
10.00
90.00

Age classes (n.s.) (%)
18-29
30-44
45-59
60 & over

13.2
20.3
29.0
37.5

14.1
22.0
28.7
35.2

18.5
26.3
24.9
30.2

15.0
22.6
27.7
34.6

Income (net per year) (n.s.) (%)
≤ 24.000€
24.000€ - 60.000€
≥ 60.000€

35.1
46.8
5.2

30.9
50.8
3.7

31.3
49.8
5.3

32.6
49.0
4.7

Preferred not to answer

12.9

14.7

13.5

13.7

Variables
Socio-demographic variables
Gender**(%)
Female
Male
x2 = 10.964. p<0.05

**=p<0.01. x² = chi-square. n.s. = non-significant.
Source: own calculations.

er groups, especially in relation to segment 1. However,
the members of segment 3 are the least leaned to accept
the inclusion of wines in the mountain labelling scheme.
The most preferred item concerning mountain wines
and viticulture in mountain areas is the use of autochthonous grapes. It is followed by sustainable viticulture,
production of grapes on small farms and wines produced with less additive. Like in group 1, the attribute
“delicate flavours and aromas” is also positioned with
some relevance for the members of segment 3. Except for
“small farms”, the characteristics related to the mountain viticulture (higher altitudes, terraces, limited production) are slightly less relevant for the members of
segment 3. Nevertheless, they value these characteristics
more than the other two groups.
The difference between the most important and least
important attributes is relatively small, especially when
compared to the other two segments. In other words,
there is not a single and very strong preference, but rather a subset of attributes with a certain degree of importance for the members of group 3. In this vein, taking the
first five attributes, it is possible to link the preferences of
segment 3 with the concept of “terroir” [70, 71, 72, 73].

4. DISCUSSION

Do the mountains matter to consumers? When it
comes to wine and viticulture, the results indicate that
Italians attach less importance to characteristics related
to mountain farming. Aspects such as landscape (“high
altitude and terraces”), small-scale agriculture (“small
farms”, “limited production”) and intensive manual
labour received less attention in the survey. On the
other hand, participants showed a higher preference for
naturalness, sustainability, and tradition/typicity. These
results confirm previous study findings [28, 69, 74].
Looking at the segment level, some more heterogeneity can be observed. Segments 1 and 2 (“naturalists”
and “sustainability-driven”) showed a greater preference for more naturally-produced wines and sustainable viticulture. In the case of the “naturalists”, the
high importance of health and natural food (Table 5,
food consumption behaviour variables) may be linked
to their preferences for more attributes associated with
“natural wines”. A similar relationship was found in the
study of Galati et al. [75], whose results indicated that
a higher willingness to pay for natural wines depended
on consumer attitudes towards healthy products with-
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out additives or additional ingredients. As for segment
2, a higher interest in sustainable wines may be (at least
partially) explained by the higher proportion of female
respondents, confirming the findings in the review study
of Schäufele and Hamm [28].
Concerning the segment “terroir-driven”, the balanced distribution of preferences points to a probable
valorisation of a subset of attributes – even though they
tend to have tradition/typicity (“autochthonous grapes”)
as the main consumption driver. The use of indigenous
grapes, the sustainable viticulture, the small-scale production (“small farms”), the organoleptic qualities (“delicate flavours and aromas”), and the purity (“less additive”) are parts of the same whole that is attached to a
territory and drives their consumption. Similar conclusions arose in a cross-country study on European consumers perception concerning traditional food products [76] – which can also be called “terroir products”,
“typical food”, “regional food”, “local food” [77]. In this
study, Italians consumers associated traditional/typical
food products with many quality dimensions to a rather
similar extent. In other words, Italians perceive traditional food products as a very comprehensive definition, without strongly emphasizing one specific element.
The preference for attributes associated with the notion
of “terroir” may also be explained by the higher importance attached to familiarity, which is a common trait
in consumers who are more likely to opt for traditional
food products [58].
Going back to the initial question (“Do mountains
matter?”), the results reveal that the importance of the
mountain setting is not homogeneous among the segments. “Naturalists” and “sustainability-driven” showed
low interest in the attributes related to mountain viticulture (“small farms”, “limited production”, “high altitude and terraces”, manual labour intensive”). For the
“terroir-driven”, except for “small farms”, the attributes
related to mountain viticulture and mountain areas are
also among the least preferred. Nevertheless, the importance scores of such attributes are higher for segment 3
when compared with the results of the other two groups.
In short, mountains are of some importance only for the
“terroir-driven”.
Concerning the mountain food label, there are at
least four reasons to believe that a considerable number
of wine consumers would be attracted by certified wines
produced in mountain areas. Firstly, most participants of
this study are in favour of the inclusion of wines in the
mountain labelling scheme. Secondly, the most important
attributes in the case of wines and viticulture in mountain areas may evoke characteristics consumers associate
with mountain food products, such as simplicity, purity,
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healthiness and authenticity [24, 25]. In this way, from
one hand, wines produced with “less additive” and “sustainable viticulture” may relate to simplicity, purity and
health. On the other hand, autochthonous grapes may
represent authenticity. And finally, the markets for sustainable wines and qualified food products are increasing [28, 78]. Given the reputation of mountain wines and
viticulture, certifying their quality and origin with the
mountain labelling scheme could provide mountain winemakers with an excellent opportunity in these growing
markets. From these perspectives, it is plausible to think
that the application of the mountain food label to wines
may increase consumer purchase interest.
Based on our findings, both marketing and production strategies should be tailored according to three
types of wine consumers: the naturalists, the consumers
of sustainable wines, and the “terroir” wine consumers
(consumers of traditional and typical products). For the
first group, mountain winemakers should focus on the
production and marketing of wines with less additive
(e.g., less or no added sulphites) as well as other types of
winemaking process based on the principles of natural
winemaking [75].
For the “sustainability-driven”, the graphical and
textual information should highlight mountain viticulture practices that contributes to the restoration and/
or conservation of the mountain environment. For
instance, the use of local grape varieties and its effects in
terms of agrobiodiversity enrichment, the reduction of
pesticide and fungicide usage and the positive effects for
the water resources. Using other certification schemes,
such as organic and biodynamic may also contribute to
market mountain wines for this segment.
For the “terroir-driven” segment, mountain wines
must be accompanied by graphic and textual information showing the direct connection between the product
and the mountain territory. In this respect, it would be
advisable to highlight the sensory characteristics and
uniqueness of production that derive from the peculiar
environment conditions, the use of local grape varieties
and small-scale production.
5. CONCLUSIONS

Prior work on wine has focused on sustainability
aspects of wine but neglecting consumers preferences
for wine produced in mountain areas. In this work,
the authors have conducted a quantitative study using
the best-worst scaling model and latent class analysis.
Further, they have derived a ranking of eight attributes
which the relative importance of attributes associated
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to ecological sustainability (“sustainable viticulture”),
natural wine processing (“less additive”) and typicity/
terroir (“autochthonous grape”). Their findings also provide a basis for marketing strategies that emphasize the
origins of products and can help policy makers to develop national wine policies.
Results of this study contribute to enrich the knowledge of the research community on consumer preferences for wines produced in mountain areas. In addition,
findings can be useful for policy-makers who may want
designing sustainable development strategies in mountain areas in line with consumer expectations on mountain farming and viticulture.
All in all, a mountain certification scheme appears
to be useful to capture the positive reputation of mountains. If it is not feasible to extend the mountain labelling-scheme to wines, mountain wine producers should
market their wines in combination with those food
products that are allowed to use the EU label “mountain
product” in their packaging.
The challenge to wine producers from mountain
areas is threefold:
· Lobbying actions to include wines in the mountain
labelling scheme;
· Catching consumers’ attention without generating
information overload; and
· Improving viticulture and wine production by
adopting more sustainable practices.
As an avenue for further research, it would be interesting to employ a quantitative approach to measure
revealed preferences regarding wines produced in mountain areas. For instance, calculating the WTP for wines
produced in mountain areas by using hypothetical or
non-hypothetical designs such as experimental auction.
This study has some limitations. Although the eight
attributes of the BWS experiment were retrieved from a
previous qualitative study, some more attributes could
have been tested such as taste, price, alcohol level, use of
wild yeasts, organic viticulture, territorial brands etc.
Moreover, during the development of this study, the Italian government approved a new labelling scheme for wines
produced in harsh environments (small islands, mountains
and steep slopes). Testing the attributes established by this
new regulation would be useful to the development of a
European mountain labelling scheme for wines. Given that
the participants of this research are exclusively from Italy,
it is advisable to be cautious in generalising some of the
results to other contexts. For the same reason, we suggest
carrying out a similar study in other European countries
to analyse consumer interest in mountain wines and their
opinion concerning the inclusion of this product in the
quality scheme for mountain food products”.
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APPENDIX
F Values – Variables from Table 5.
F = “is good value for money” =3.97, F = “Is easy to plan, buy and prepare” =4.57, F = F = “contain natural ingredients” =7.02, F =
“contain no artificial ingredients” =5.35, F = “contain no additives” =7.00, F = “keep me healthy” =3.36, F = “tastes well”=3.20, F = “is
familiar” =18.13, F = “is what I usually eat”=20.72, F =” In favour of the inclusion of mountain labels for wine”= 9.71, F = “Consumption
of mountain food products” = 2.86, F = “Agreement with the current mountain definition” = 3.14
Source: own calculations.
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Abstract. Scholars showed that in transition and developing countries originating from
the Soviet period, the degree of market competition is rather low, as large corporates
that had been operating were still prevailing. One can assume that the markets had
been highly attractive and many newcomers must have been interested in entering the
market, due to fewer market participants, i.e. processors and retailers, but numerous
farmers are engaged in the commodity production. This had provoked relatively high
profitability for downstream firms acting on the local market and likely increased the
market competition. However, evidence exists that market structures and hence competition is still hampered. Therefore, this study aims to show how competition in markets of transition countries has developed and provide a detailed description of the
market structure to derive the degree of competition. As the subject of research, the
Armenian wine industry has been exemplarily chosen as its wine industry is emerging and represents a key sector in the Armenian agri-food industry. Similar cases exist
in other transitioning and developing countries. Empirical results from the qualitative
research that allows a comprehensive overview of the whole sector reveal that the competition intensity is relatively low, and wine producers act in an oligopolistic market
surrounding. Based on this, implications for producers and policy makers are derived,
which include competitive and rural policy implications.
Keywords: competition intensity, industry structure, policy implications, rural development, Armenia, wine.

1 INTRODUCTION

At the beginning of the new millennium, researchers showed a heightened interest in competition in transition and developing countries [1]. Especially in transitional economies, the dramatic changes initiated after the collapse of communism have contributed to the growing interest in competition
[1]. After leaving the previous centralized planned economies, a process of
restructuring and development towards market economies took place [1,2].
In most cases, transition economies “developed weakly operating competiWine Economics and Policy 11(1): 31-45, 2022
ISSN 2212-9774 (online) | ISSN 2213-3968 (print) | DOI: 10.36253/wep-10657
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tive markets and regulatory frameworks” [1]. Scholars
had shown that in different sectors of several transition
and developing countries the degree of market competition1 is rather low [1,4,5]. Especially in the agri-food
industries of transition countries, large corporates that
had been operating in the former Soviet Union were still
prevailing. This was also true for the Armenian wine
industry as part of the agri-food industry which serves
as an example market for other transitioning countries
[6]. Compared to the situation of perfect competition
there had been fewer market participants, i.e. processors and retailers, but numerous farmers are engaged
in the commodity production. This had provoked relatively high profitability for downstream firms acting on
the local market. They had often received extraordinarily
high margins but were not competitive in international
competition. In conclusion, the markets had been highly
attractive and many newcomers must have been interested in entering the market. However, the opposite was
the case.
Friesenbichler et al. [2] showed that there had been
a switch in research. While earlier research mainly
focused on competition and productivity, later articles
rather examined the effects of market competition on
technology and innovation2. Similarly, the wine research
focused on wine clusters and their impact on innovation in developed and transitioning countries (e.g. 7–9).
Dressler [10] analysed how innovation management
can help to deal with market competition, conducting research with German wineries. Recently, only little research has been published regarding the analysis
of structure and competition in markets of transition
countries. However, evidence exists that market structures and hence competition is still hampered [2]. We
argue that market structures and hampered competition
are directly related to rural development. Knowledge of
market structures and competition is necessary for a targeted development of rural policy implications.
In this context, the questions arise why market
structures are not further analysed and how competition
can be initiated. Therefore, this study aims to show how
competition in markets of transition countries has develThe degree of competition is defined as follows: a high degree of
competition refers to the situation of perfect competition (many firms,
identical products). In imperfect markets, the degree of competition
decreases from monopolistic competition (many firms, slightly different
products) to oligopolistic market structures (few firms acting as suppliers) and monopolies (only one supplier). In fully competitive markets
the firm is the price taker, whereas in a monopoly it is considered to be
the price maker. In terms of welfare considerations, the effect of the different degrees of competition differ in their impact on total welfare: the
higher the degree of competition, the higher is the total welfare. See [3].
2 For a literature review on market competition in transition economies
see [2].
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oped and provides a detailed description of the market
structure to derive the degree of competition. Based on
the results, implications for competitive policies as well
as for rural development will be given.
As a subject of research, the Armenian wine industry has been chosen as itis emerging and represents still
a key sector of the agri-food industry in the transition
economy of Armenia. The wine industry is becoming
increasingly important for the Armenian economy and
with its strong bonds with rural areas it is important for
rural development. Similar cases exist in other transitioning and developing countries.
The Armenian government released a 2014-2025
development policy to develop several sectors that will
contribute to economic growth and poverty reduction,
prioritizing high-value-added processing industries, such
as wine production (RA 2014-2025 Sustainable Development Strategic Program [11]). By coming increasingly
important for the Armenian economy, the wine industry
can be supported by rural policies that help to further
develop the industry and to increase the competitiveness
of the industry participants (or: of the sector as a whole).
This would also create the opportunity for Armenian
wine producers to export their wines, for instance, to
European markets. For targeted rural policy implications, a profound knowledge of the sector and market
structures is necessary. However, so far there is hardly
any literature available regarding the domestic market.
With 35 companies, the Armenian wine industry is
small in size; thus, a qualitative approach was chosen as
a quantitative survey could not be carried out. In total,
we conducted 41 individual in-depth interviews so that
a comprehensive overview of the whole sector could be
presented.
We interviewed almost 50% of all wine producers,
including all large and leading companies. In addition,
we have covered the majority of all experts from the
Armenian wine industry. Accordingly, interviews were
also conducted with suppliers, buyers, and other experts
of institutions related to the wine industry. This comprehensive study - covering the sector almost completely –
allows drawing implications for wine producers and policy makers. The Armenian wine industry can be seen as
an example for countries such as Georgia and Azerbaijan, which have a similar historical development of their
wine industries shaped by the Soviet history. Today,
these countries and their wine industries face similar
challenges [12–15].
The paper is structured as follows: Section ‘Framework of competition intensity in the Armenian wine
industry’ outlines the development of the Armenian
wine industry and sets out predictions for the analysis of
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competition intensity. Section ‘Empirical study’ details
the approach of data collection and evaluation used in
this study, and presents the results and key findings of
the study. Section ‘Discussion and implications’ provides
recommendations for wine producers as well as competitive and rural development policy implications. In
the last section, ‘Summary’, summarizing comments are
given.
2 FRAMEWORK OF COMPETITION INTENSITY IN
THE ARMENIAN WINE INDUSTRY

2.1 Development of the Armenian wine industry
As many Caucasian countries, Armenia has a longlasting history in winemaking which was heavily influenced by the country’s membership within the Soviet
Union until 1991 [14,16,17]. Before becoming part of the
Soviet Union, Armenia produced mainly wine and table
grapes. Within the Soviet Union, Armenia had to focus
on brandy production (80–90 % of grape production was
used for brandy), whereas other Soviet countries, such as
Georgia and Moldova for instance, were obliged to focus
on wine production [18]. This led to a big change in the
Armenian wine culture [14].
In 1991, after the collapse of the Soviet Union,
Armenia declared its independence [19]. After the end
of the Soviet era, Armenia was moving from a centralized planned economy to a free-market economy and
democracy [20]. The country had many problems facing
that change. The first years after the independence were
very tough for the Armenian population, as the transition process caused an economic breakdown and the
processing industry radically deteriorated in Armenia
as well as in other Soviet countries (ibid.). Remarkable
changes took place regarding land rights, privatization,
new evolving markets due to the free market regulations and others. After the independence in 1991, many
of the Armenian farmers got small plot sizes and due
to the small production scale, they could not manage
to finance their winemaking facilities and get access to
the market in order to sell the high-valued final product
[17]. This is why some farmers stopped producing grapes
entirely or shifted towards new industries, whereas others continued to grow grapes and were heavily dependent on their grape sales to production plants such as
wine producers or brandy factories [17].
The grape production area has gone through a tremendous decline after its 1980 peak of 36,200 ha. During the Soviet-times, Armenia processed more than
200,000 tons of grapes annually mostly for brandy, as
well as some wine and sparkling wine. The major part of
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the production was consumed in Russia and the Soviet
Union [21]. Nowadays, the vineyard area stretches over
17,000 ha [22], from which around 2,500 ha are used for
winemaking, while the majority (14,500 ha) is still used
for brandy and table grape production [23]. The share
used for table wine production is stable, but a steady
increase in productivity is noticeable [22]. Overall,
there are 35 wineries producing and selling table wine.
This number has more than doubled within the last 10
years, as in particular more small-scale wineries were
established [17]. Most of the wineries rely on own vineyards (vertical integration), but almost all of them also
engage in vertical coordination and buy in grapes, must
or wine. Some of the wine producers engage in producing and selling fruit wines and/or brandy. Fruit wines
include mostly pomegranate, apricot and cherry fruits.
For the production of brandy and fruit wines some technical equipment is needed, e.g. a press, barrels/tanks, for
brandy a distillery etc. Only a small share of grape growers has access to the needed equipment.
As stated above the farmers’ plot sizes after the privatization were small and they relied mostly on grape
sales. In 2017 the situations is mostly unchanged. In
total 66,544 farmers cultivate grapes on an average plot
size of 0.23 ha [23]. The farmers are still heavily dependent on selling their grapes to the few operating wineries [24]. Most of the sales are organized through oral
agreements or contracts based on quantity and trust
[17,25]. However, there is a current t rend among wineries towards in-house grape production to control grape
quality and yields, as well as variety [17,26].
Nowadays, the wine industry is again an emerging
key industry for Armenia and is developing positively
[27]. Until now, though, most Armenian wine-producing
companies strongly focus on wine exports, as export
developments were overall positive. Russia is by far the
most important export market, accounting for 90% of
all exports followed by the USA, Ukraine, France, Lithuania and others. Since Armenian wine exports are so
undiversified, economic shocks occurring in the Russian
market directly affect Armenia’s wine export dynamics.
The strong devaluation of the Russian Rouble in 2014
resulted in a large decrease of Armenian wine exports
(up to -40% in one year). However, the wine exports
recovered, market share was regained and wine exports
are increasing again. [28]
As the gross domestic product per capita is growing, the overall interest of the Armenian population in
wine seems to be rising [29]. The local demand for wine
is steadily increasing [30,31]. The increasing number of
wine bars and restaurants in Armenia’s capital Yerevan underlines this evolution of growing interest and

34

demand for wine. Nowadays, especially the young population, which was part of the Velvet Revolution in Armenia in spring 2018, seems to be interested in wine and
is willing to spend money on wine [29,31]. The peak of
imported wines in 2011 with 717 thousand litres of wine
declined heavily nearly two times in the following years,
but at the same time the number of wine specialised
bars and retailers is raising. Local demand on wine is
steadily increasing [17,27,31]. This development in combination with a slowly increasing number of wine consumption per capita indicates an ongoing development
in the interest and importance of the domestic wine
production [17,32]. The consumption of wine is with 1.63
litres per capita [33] still very low, but the interest and
growing importance of wine are steadily increasing and
growing. A further indicator of the increasing importance of the wine sector is the establishment of the Vine
and Wine Foundation of Armenia (VWFA) in 2016. The
foundation is a governmental organization that represents the sector. Additionally, the organization is the
responsible body for the development of the wine industry in Armenia as it takes a leading role3.
Most of the research is focused on developing
towards the production of stable quantities and higher
quality, accompanied by increased exports and domestic consumption in Armenia as well as wine tourism
[6,16,17,24–26,31,34,35]. However, scholars have not paid
much attention to the market structures as a whole.
2.2 Framework of competition intensity
The structure of the Armenian wine industry and
the degree of competition were analysed using a framework based on the industry structure analysis. It provides the possibility to analyse the competition intensity
within an industry as it investigates the industry conditions based on external factors. The intensity of competition implies for companies whether the industry is
attractive or not. According to Porter [36], the following
forces affect the intensity of competition: (1) intensity of
The organization represents the interests of all participants in the wine
industry towards the legislator, other industry participants, and the government. The VWFA is in exchange with the government as well as the
wine producers and is involved in different stages of the wine chain:
Firstly, it considers the problems in viticulture that grape producers
have to face e.g., grapevine breeding, determination of grape varieties,
grapevine diseases etc., and supports the industry in finding solutions.
Secondly, the organization is connected to wine producers and processing companies and it supports domestic and export activities (e.g., participation of wine producers at international wine trade fairs). Furthermore, the organization is engaged in developing an umbrella brand for
the wine sector. Finally, yet importantly, the wine culture is promoted
among consumers within the country.
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rivalry among existing competitors, (2) bargaining power
of buyers, (3) bargaining power of suppliers, (4) pressure
from substitute products, and (5) threat of new entrants.
To be able to derive strategic implications for the group
of wine-producing companies and policy makers, the
framework is applied from the perspective of the group
of wine producers. This focus was set deliberately. Even
though the wine producers differ in size (some are larger
than others, but also very small ‘boutique’ wine producers exist), compared to other wine producers in the Old
and New World countries, all wine producers are relatively small. They are located in rural areas and play an
important role in the employment of the rural population
in Armenia. In 2012, almost 1.500 people were permanently employed in 27 wine-producing companies. Taking into account the strong collaboration between wine
producers and grape growers, the wine producers are
a major sector for employment [32]. This enables grape
producers to achieve higher grape prices in the medium and long term. In conclusion, the present structures
contribute to rural development. Therefore, each force is
applied to the Armenian wine industry from the point of
view of all wine producers. The concluding predictions
will be analysed in the empirical part of this study.
Intensity of rivalry among existing competitors
The Armenian wine industry has around 35 wineproducing companies, of which only six large-scale wine
producers dominate the industry [32]. As the number
of wine producers is quite small and the market is very
transparent, the action one firm takes, except in the
case of small-scale producers (households), can be seen
by others. Due to the small quantities, which households produce and mainly consume privately, they have
a minor influence on the market.4 Industry rivalry is low
because the industry is small and a few large wine producers are leading the market. The positive market development [27] contributes to the low industry rivalry and
gives firms the possibility to expand and grow in size.
Highly specialized assets (vineyards, oenological equipment, technology) cannot be liquidized easily and bear
high sunk costs for wine producers. Thus, in the Armenian wine industry, exit barriers occur. Even in the case of
excess capacities, which makes it unprofitable to work in
the industry, wine producers tend to stay in the market.
Prediction 1: In the Armenian wine industry, an oligopolistic market structure is present as only a few wine proThus, these small-scale producers are excluded from the analysis in
this study.
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ducers dominate the market. As the market is growing,
existing wine producers can expand easily. Therefore,
industry rivalry is low.

Bargaining power of buyers
In Armenia, there are only five big players in the
category of supermarkets: Carrefour, Yerevan City, SAS,
Parma and Nor Zovq [17]. Other retailers are mostly
small but numerous and increasing. Since 2011, several
wine bars and specialized retailers have started the business [17]. The first wine bar In Vino was opened in 2010
[31]. As the retailers are more concentrated than the
wine producers (with 35 companies according to 6 [6]),
the bargaining power of retailers is expected to be high.
Due to the historical evolution and focus on brandy production during the Soviet era, the Armenian population
also experienced a change in the wine culture. Since the
country’s independence, wine became emerging again.
Data from 2012 to 2017 show an increasing trend in the
total wine consumption in Armenia [31]. While 15 years
ago, a large quantity of Eastern European and Georgian
wines was still being imported and these represented
the middle price segment in the food retail trade, today
these imports are marginalised and Armenian wines
dominate the middle price and premium price segment
[31]. Wine consumption is driven by female consumers, local wines are more and more favoured, especially
by younger consumers (18-34 years) [37]. The majority
of wines are consumed at home, followed by events and
restaurants [37]. In conclusion, retailers and final consumers can switch easily between wine producers and
different products. The study by Corsi and Remaud [38]
show that wine falls under the FMCG category. Thus,
producers should establish branded products to stand
out in the market, bind customers, and sustain in these
markets. The study results of Hugger [37] show, that so
far branded wines are rarely found in the Armenian
wine industry.
Prediction 2: The bargaining power of retailers and final
consumers is high.
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wine countries, the quantity of wine produced in Armenia is small. As the total demand is too small, suppliers
for wine industries do not set up a sales force in Armenia. For that reason, almost all the equipment has to be
imported to Armenia [17].
As shown before the number of grape suppliers
is rather high (in total 66,544 farmers). Compared to
this, the concentration among wine producers is much
higher. Therefore, buyers face low switching costs, especially because grape suppliers are often not protected
by contracts [26]. The grape growers are dependent on
the grape sale as it is for many the main rural income
source.
Overall, grape growers can choose to sell the grape
to wine or brandy producers. In general, wine producers pay more, as they demand differentiated quality criteria e.g. such as lower yields to have the right ripeness,
healthiness or acidity. As an alternative, grape growers
can sell to brandy producers, but brandy producers do
not pay a price premium even if the grapes have a higher
quality. The quality standards for brandy are lower. In
contrast to table wine production, the prices for grapes
for brandy are determined by a minimum sugar level
and quantity only. A grape grower focusing to sell table
grape quality fears the risk of not selling his grapes to
a wine producer. Then he has to sell it for brandy production, but due to the lower quantity to reach the table
grape quality, he will end up with less money, as brandy
grape prices are mainly set due to quantity.
For a few grape growers (the minority) cultivating
and selling international or rare varieties is an advantage. On the one hand, they can offer small capacities of
highly demanded inputs. On the other hand, the special
varieties can be seen as a kind of asset specificity. These
varieties are only useful in wine-making. If these grape
growers have no fixed relationships with buyers, they
fear a huge risk of not selling their grapes.
Prediction 3: Suppliers of inputs other than grapes have
high bargaining power, whereas grape growers have a low
bargaining power towards the wine producers.

Pressure from substitute products
Bargaining power of suppliers
The wine industry has different suppliers, such as
producers of glass bottles, barrels, tanks, corks, screwcaps, labels, cardboards, fining and additives, technology
and machinery. In a worldwide comparison, the Armenian wine industry is relatively small with only 2,500 ha
of vines used for winemaking. A greater vineyard area
is used for brandy production. Compared to European

In Armenia, beer can be a substitute for wine5. Other substitutes of alcoholic beverages are spirits (including
brandy), which is decreasing in consumption [17]. The
market share of imported wine, which is a substitute for
domestically produced wine, declined [22]. The switch5 In 2016, the per capita consumption of spirits exceeded the consumption of wine and beer in Armenia [39].
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ing costs for consumers are very low, as the substitutes
are available in all distribution channels at similar prices
[17]. New product developments of substitute products in
alcoholic beverages are very likely. According to 40 [40],
globalization leads to a fast spread of innovations and
product developments in the alcoholic sector.
Prediction 4: The threat of substitutes is medium. New
developments and low switching costs create attractive
alternatives for consumers.

Threat of new entrants
After the collapse of the Soviet Union and the previous centrally planned economy, several wine producers entered the industry [6,32]. This indicates that entry
barriers are low. Compared to European and other wine
countries, the quantity of wine produced in Armenia is
small and hence economies of scale and the earned profits are relatively small. Armenia has a very large diaspora with about 7 million people [31]. Some of them invest
in the Armenian wine business [26]. For many, the main
motivation for investment is not the profitability of the
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business venture but the feeling of connectedness and
belonging to their nation. This might be one of the reasons why only a few wine producers have entered the
industry, even though entry barriers are low.
Prediction 5: The entry barriers for new entrants in the
Armenian wine industry are low. The Armenian wine
market is increasing in size; this makes the market attractive, creating a high threat of new entrants.

3 EMPIRICAL STUDY

3.1 Sample and interview description
A qualitative approach was chosen for two reasons:
Firstly, due to the size of the wine industry and the number of wine-producing companies as well as the number
of experts in Armenia, a quantitative survey could not be
carried out. Secondly, the data available on the structure
and competition intensity of the domestic wine market is
very limited, which also supports a qualitative approach.
Thus, 41 face-to-face in-depth interviews were conducted
throughout field research in Armenia in September and

Figure 1. Summary of the expected influence of each force. (Own illustration).
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Table 1. Overview of the different subgroups and number of participants.
Groups of the supply chain
Wine producers
Suppliers

Buyers

Other experts

Subgroups
Grape growers
Barrel producers
Bottle producers
Machinery/Agents
Restaurants / Hotels
Supermarket chains
Wine Bars / shops
Education
Politics
Foreign/related companies

Number of active
companies

Numbers of attended
companies

Percentage
(%)

35
many
3
2
4
not obtainable
5
13
/
/
/

15
0
0
0
2
8
2
7
4
1
2

46
0
0
0
50
not obtainable
40
69
/
/
/

Based on own research.

October 2016. For the interviews a semi-structured interview guide was developed, based on the framework in
chapter 2.3. On average, one interview lasted about 32
minutes. Almost every interview was recorded with the
oral approval of the interviewees. The recording gadget
was a Sony ICD-BX140. Recording was not allowed in
two interviews, but notes were taken afterwards. Depending on the interview partners, the interviews were carried out in Armenian, and then translated into English
and German, as well as in English and German directly.
In this study, the software for qualitative and quantitative research methods MaxQDA was used. The recording
files were uploaded and with the transcription tool transcribed and then analysed.
In order to ensure a wide range of opinions and
perspectives interviewees were chosen from different
branches of the wine industry. In order to cover the sector, we have systematically and purposefully selected the
interview partners, who are all actively working within
the wine industry, considering different business models
and including all parts of the supply chain. We interviewed almost 50% of all wine producers, including all
large and leading companies. In addition, we have covered the majority of all relevant players from the Armenian wine industry. Accordingly, interviews were also
conducted with suppliers, buyers, and other experts of
institutions related to the wine industry. Four sections of
interviewees can be divided:
· Wine producers: 15 wine producers of different size
(including all large and leading companies), located
in the countryside, were interviewed. Not every single wine-growing area has been covered.
· Suppliers: two suppliers of machinery and agents
were interviewed.

·

Distributors: 17 distributors were interviewed; out of
these eight restaurants/hotels, two supermarkets and
seven wine bars/shops.
· Experts: seven experts were interviewed. They work
in key positions of closely related fields or are actively involved in the industry, e.g., politics, education,
or foreign help organizations6.
Table 1 gives an overview of the different subgroups
and the number of participants. Having conducted 41
individual in-depth interviews with all relevant players of the Armenian wine industry, we nearly achieved
a representative sample, although we used a qualitative
approach.
The applied research methodology is used to analyse
the developed framework and to gain a deeper insight
into the Armenian wine industry. Due to the explorative research character, the analysis of the interviews
followed the approach of [41]. This method of analysing
qualitative data is based on Mayring (2002). The advantage of the analysis following Gläser and Laudel [41] over
the approach of Mayring [42] is that the category system
is open, which means that new categories can be added
throughout the research process when necessary. The
applied research methodology is used to analyse the first
level of the developed framework as basis for further
implications. Secondary data that was collected to build
assumptions about the peculiarity of each force is considered for the deductions within the developed framework to work out the competitiveness of the industry.
E.g., Deutsche Gesellschaft für Internationale Zusammenarbeit (GIZ),
Centre for Agribusiness and Rural Development (CARD), Centre for
the Promotion of Imports from developing countries (CBI) etc. At that
time, all of the organizations were involved in projects in the Armenian
wine industry.
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3.2 Empirical results
The qualitative study revealed important results with
regard to the prevailing market structure in the Armenian wine industry.
Regarding the intensity of rivalry among existing
competitors, the interviewees verified the situation of having about 35 wine producers of different sizes, with few
large-scale wine producers dominating the industry. The
intensity of rivalry also depends on storage costs that can
occur. Armenian wine producers had to face high storage costs during the crisis in the Russian market (Armenia’s biggest export market) initiated by the Russian Rouble depreciation, which resulted in a decrease in sales for
the Armenian wine producers. This example shows that
external factors (e.g., crisis) can induce high storage costs
and lead to price-cuttings. The Russian Rouble depreciation showed that rivalry is high in such situations, in
which wine producers want to sell their stocks, and there
is excess capacity in the market. Differentiation of wine
producers is possible by branding and the quality level, as
wine quality still differentiates strongly between producers. The market is developing positively and total consumption is growing. However, the interviews displayed
that there is still potential for further growth in consumption. Caused by high sunk costs for vineyards and cellar
equipment, the interviews revealed that exit barriers for
established wine producers are high. The high percentage
of wine producers who invested in their own vineyards
(67 %) and their own cellars (80 %) emphasizes this result.
Altogether, the intensity of rivalry among existing competitors can be described as low to medium. The prediction was confirmed.
Concerning the bargaining power of buyers, the
interviews revealed that retailers have a large availability of different products. They can decide between
imported and domestically produced wines. As there
are 35 domestic wine producers, they already have a
large choice. Adding imported wines, their options
even increase. Most of the interviewed retailers work
with contracts, only one works with loose agreements.
For retailers, the contracting and delivery costs stay the
same, no matter with which wine producer they decide
to cooperate. Thus, retailers can switch easily between
wine producers and different products. The bargaining power for all types of retailers is high. For consumers, the bargaining power is also high, because they can
switch at low costs to other products or wine producers.
The results confirm the prediction about the high bargaining power of buyers.
The bargaining power of suppliers of inputs other
than grapes was evaluated separately, as the situation is
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very different for grape suppliers and suppliers of other
inputs. The interviews showed that most equipment has
to be imported to Armenia. Some bigger wine producers import on their own. Apart from that, only three
registered companies organize import. The interviews
revealed that one reason for the low number of suppliers is that the wine industry in Armenia is not attractive
enough as it is too small. Therefore, only few companies
decide to set up a sales force in Armenia. Substitutes are
not available. Within the country, a single bottle producer, some smaller barrel producers and printing companies exist with limited product portfolio compared
to other established wine countries. These firms are too
small to threaten with a forward integration. Due to the
oligopolistic structures among suppliers of inputs other
than grapes, these suppliers have the option for high
margins; thus, they can charge prices, which are higher
than the price in a competitive market. In addition, the
suppliers offer different brands in their portfolio, e.g.
Bucher, Europress and Della Toffola. As the press systems are (mostly) not compatible with each, wine producers cannot switch between the suppliers and compare
prices. Thus, for some products the suppliers operate
with monopolistic margins. The threat of wine producers to integrate backward is credible, as they can manage
the import themselves. The findings suggest that a threat
of backward integration is trustworthy and already 80 %
of wine producers do self-import of supplies. This means
that the bargaining power of suppliers is lower than
expected.
For grape growers, the situation looks different. As
the number of grape growers is high but only a few buyers exist, it is difficult for them to switch, whereas wine
producers can easily switch to other grape suppliers.
Therefore, wine producers face low switching costs, especially because grape suppliers are often not protected by
contracts. Agreements are usually made orally for one
year only [25]. Additionally, high transaction costs arise,
as a continuous business relationship is missing. This
indicates a low bargaining power for grape suppliers. In
Armenia, wine producers set the prices, so these are not
subject to negotiation. Grape growers are dependent on
sale as this is the main source of income. Most smallscale farmers sell small quantities to wine producers. As
wine producers supply grapes from many growers, they
are not dependent on a specific farmer and have greater bargaining power. The lack of collaboration among
grape growers contributes to the low negotiation power
of the farmers. Grape farmers often lack the financial
resources to threaten with a forward integration. Some
grape growers who are cultivating special and highly
demanded varieties have higher bargaining power, but
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Figure 2. Summary of the peculiarity of each force.(Based on own research).

these growers represent a very small percentage. Other
grape growers slightly increase bargain power if they can
threaten wine producers with not accepting the instructions. This causes higher agency costs for wine producers, as they need to control or pay higher prices. Following the results of the interviews, grape suppliers generally have low bargaining power. In summary, suppliers
of inputs other than grapes have medium bargaining
power, while grape growers have low bargaining power.
The prediction was not confirmed.
Regarding the substitutes, the results of the interviews show that vodka and spirits do not serve the same
function, as wine and brandy are drunk on different
occasions. Therefore, it can be stated that the pressure of
these substitutes is low. Beer and fruit wines can compete to a certain extent, but for fruit wine, the market
share is rather small and beer is a seasonal competitor.
Imported wine is the strongest competitor, although it
only possesses a market share of around 7 % of all consumed wines in 2017 [43]. For every alcoholic beverage, the switching costs for consumers are low, since it
is available everywhere and within comparable price
ranges and thus creating a high threat of substitutes. It
is similar to new product developments. The same likeli-

hood applies to all alcoholic beverages, again increasing
the threat of substitutes. In summary, the threat of substitutes is medium. The prediction was confirmed.
In terms of the threat of new entrants, it was shown
that in Armenia, there are no legal administrative entry
barriers for the industry as there is no official wine law
until now. Some basic health and safety regulations do
exist but are simple to be followed. The import of grafted
international varieties, for instance, is restricted due to
the threat of phylloxera7 that could affect all non-grafted
vines in Armenia [22,26]. For entering the Armenian
wine industry, capital is necessary to buy or set up new
vineyards, machinery, equipment, etc. However, the capital requirements are not too high. Wine producers also
have the opportunity to rent facilities and equipment of
existing producers or to use services such as contract
bottling, which lowers the sunk costs. Switching to other
grape suppliers is easy, as the number of grape growers is high. Switching to suppliers of inputs other than
grapes such as producers of glass bottles, fining and
7 Phylloxera is a louse or aphid that severely affects vineyards covered
with vines that are not grafted. Affected vineyards have almost no
chance to be recovered.

40

Linda Bitsch, Barbara Richter, Jon H. Hanf

additive agents, barrels, machinery, cork suppliers, etc.
is more difficult since only a small number of suppliers
operate on the market and each of them with their own
brands (products with different characteristics, prices
and maintenance services). A change to production of
wine-related products (such as fruit wine and brandy) is
not as difficult as expected in advance and the costs of
a switch vary between different products. As many wine
producers also produce fruit wine and brandy, it is feasible with low investment costs. The switching costs to
other productions such as table grapes are high as selling machinery previously used for wine production
can be difficult. Furthermore, different varieties need
to be planted, which can cause high costs. Overall, this
leads to medium exit barriers for possible new entrants.
However, since the entry barriers are low and the exit
barriers are medium, this implies a high threat of new
entrants. The prediction was confirmed.
4 DISCUSSION AND IMPLICATIONS

4.1 Implications for wine producers
The results showed that wine producers have a low
bargaining power towards suppliers of inputs other than
grapes as well as in negotiations with retailers. There is
a need to act to support wine producers in enhancing
their bargaining power towards upstream and downstream stages. Possible recommendations include (1) the
collaboration among producers, (2) the establishment
of a communication network among producers, (3) the
strengthening of the competitive position of producers,
and (4) investing in the establishment of brands.
The establishment of collaboration among wine
producers creates an opportunity to increase bargaining power towards suppliers of inputs other than grapes
and towards retailers. Such collaboration can be organized, for instance, by establishing a wine producers’
association. The producers’ association could include a
producers’ communication network to interconnect with
other wine producers. Another example, could be collaboration among producers vertically or horizontally.
44 [44] analysed a small group of producers from Portugal, called the Douro boys and showed that the “informal network”/collaboration fostered innovation and
improved their market situation by fighting competition
together. The group worked together in the international
wine market through collective presentation of its wines
in tastings, fairs and other events, but remained independent in all other areas.
An additional possibility is to build a producers’
communication network to interconnect with other wine

producers with the help of the VWFA. By being part
of such a network, producers can exchange knowledge
and discuss the development of the sector with the aim
to strive for a common goal. Together with the VWFA,
wine producers can take joint measures to increase the
visibility of the umbrella brand in export markets.
Wine producers have several options to strengthen their individual competitive position. They can try
to produce at lower costs by improving the production cost structures and applying economies of scale
(e.g., by expanding vineyard area and the total production volume or by mergers and acquisition). In general,
through merger and acquisitions the overall competition intensity decreases for the industry. However, out
of the perspective of a single, individual firm, it can
improve its competitive situation and help to improve
the bargaining situation with grape suppliers or buyers such as retailers due to bigger quantities. Another
possibility is to invest in product differentiation, which
can be achieved with product development and branding. As earlier shown wine is a FMCG product, for
which branding is especially important [38]. This is also
related to the fourth recommendation for wine producers, which entails investments in the establishment
of brands. This addresses the consumers and builds
consumer loyalty establishing a long-term relationship. Wine touristic activities can serve as a measure
to establish brands. In wine tourism strong emotional
bonds between consumers and the brand can be created
through experience. Thus, wine tourism can help wine
producers to improve their competitive situation.
4.2 Competitive policy implications
The results show that there is still a low level of competition among wine producers in the Armenian wine
industry. There are about 35 wine producers. The industry is still growing, which is proving the profitability of
the industry. Oligopolistic structures are detected not
only in the case of wine producers but also in other stages of the value chain. For instance, there are only a few
suppliers of inputs other than grapes, especially those
suppliers offering the import of supply necessary for viticulture and winemaking. Also, in downstream stages,
oligopolistic structures occur. Five big players dominate
the supermarkets in Armenia. Those three groups are
able to charge higher prices due to the oligopolistic market structures. The implementation of measures, which
help to increase the competition intensity among suppliers, wine producers and retailers, would cause a lower
average market price. That, in turn, increases total welfare, especially by increasing consumer welfare. In the
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case of greater competition among suppliers, wine producers would benefit, as average prices for the supplies
fall. To increase the competitiveness in the wine industry in Armenia, possible implications for policy makers
are (1) encouraging investments to increase competition,
(2) increasing institutional infrastructure, (3) increasing
the availability of data to make sophisticated decisions,
and (4) fostering a regional and/or country brand.
Encouraging investments to increase competition
Although the findings presented earlier indicate a
high degree of concentration of different participants
along the value chain, including input suppliers, wine
producers and retailers, there is no instant suggestion
that the concentration has led to significant exercising
of market power of any of the set firms. Still, increased
competition is beneficial to consumer welfare. The promotion and support of start-ups and investments into
capital, skills (e.g. for further education and training)
and labour (e.g. for vocational education) could help to
improve the competitive landscape. In addition, the promotion of addition markets (e.g. neighbouring countries),
would also help to improve the competition situation.
The policy makers can promote the wine industry as
a possible pillar for investors, no matter if they are local
entrepreneurs or foreign investors. Encouraging foreign
investors to do business in Armenia can contribute to
the development and modernization of the local industry. This especially concerns technology and machinery
needed in the wine production process, such as laboratories or anti-hail technologies, but also knowledge for
marketing tools and strategies. 25 [25] showed for the
Armenian wine industry that most of the inflow of foreign direct investments (FDI) originates from the Armenian Diaspora or from other investors, which have a personal connection with the country. “The overall effect of
FDI is considered positive, within society and for overall
developments. Constraints still exist, but examples show
that the interest of investors exists and difficulties can be
overcome.” [25].
Increasing institutional infrastructure
The results have shown that up to now the legal setting for the wine industry in Armenia is not defined in
detail. The interview results also show that wine producers require wine laws and regulations, and the enforcement of these.
There is a law on alcoholic beverages on the basis of
grape raw materials, but no detailed law exclusively cov-
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ering the product grape wine. A first step was taken in
2014 when Armenia joined the OIV as a member state,
but the legal requirements must be implemented in the
national law. The analysis showed that until now, clear
legal definitions of product categories (wine, fruit wine,
brandy, etc.) are missing. When purchasing wine, consumers demand a certain level of wine quality. To reach
a higher quality of wines produced in Armenia, it is necessary to implement wine laws and regulations based on
international standards. Standard specifications have to
be set up that are valid for all grape and wine producers, which produce grapes or sell their wines commercially. This makes wines more competitive in the domestic and international market and facilitates wine exports
in various countries. The wine that is sold abroad helps
building trust between local consumers (also including
tourists) and wine producers. Like this, local consumers
see that wines are produced according to international
standards, which can contribute to a higher willingness
to pay for local wines. Hence, wine laws and regulations
that increase the overall quality level will increase the
competitiveness of the wine sector. It gives security to
producers and consumers. On the one side, it enhances
the chance for wine producers to sell their products,
and, on the other side, it gives orientation to consumers,
as they know what wine quality to expect.
Wine laws and regulations have to include specifications and minimum requirements in terms of grape cultivation, oenological practices, and regarding sales and
marketing (e.g., labelling requirements, quality assessment in certified laboratories etc.). Part of this step is
also to create a standardized quality assessment system
and opportunities for monitoring and control. To ensure
a certain quality level, a legal analysis of the products
has to take place before the products can be sold. Therefore, independent and certified laboratories are necessary8. If the products do not match the regulations, sales
have to be prevented. As many small-scale home producers exist, the regulations can only be applied to wine
producers who sell through indirect sales channels.
Increasing the availability of data to make sophisticated
decisions
The results indicate that there is a lack of governmental decisions regarding threats for grape growers
and wine producers such as the phylloxera. Grape grow8 Certified laboratories should carry out tests on malolactic fermentation, tests on stability and protein sediments, sensory tests, and microbiological assessments. This has been recommended by März and Bitarishvili [45] in the Report on The Qvevri Wine Identity - Practice of the
Qvevri Wine Cluster members.
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ers are the first in the value chain to be affected by the
pest, and wine producers the next when they cannot
secure their supply. In order to know where the rootstocks are, which, and how many are affected, which
grape and wine producers are affected, and to predict
the actual scope of the crisis, a cadastre is necessary.
Furthermore, the government needs such a database to
plan subsidies for grape and wine producers. Thus, to
be able to make governmental decisions safeguarded
and purposeful, a statistical database for the wine sector has to be set up. Such a database is beneficial for
public regulators, policy makers, corporate managers
and researchers, who can use this information to make
sophisticated decisions about innovation, profits, competition, and social welfare.
Until now, the National Statistical Service (NSS)
provides a minor database. A database for the industry
needs to integrate information about production areas,
production quantities and qualities, planted varieties
and rootstocks, land ownership, the corresponding grape
growers, as well as wine and brandy producers, commercialization permits, distribution channels, trade, and
consumption. It is essential to steadily collect, store and
evaluate data. With these numbers, the importance of
the wine industry in the context of the agricultural sector is clarified.
Fostering a regional and/or country brand
A continued investment in the VFWA can help
foster the generic brand of Armenian wines. In turn a
stronger regional or country brand can help to strengthen the individual brands of the wine producers [46]. 47
[47] show in their research that GI, collective brands and
sector brands subsumed under shared brands facilitate
the establishment of a relationship of trust between the
producer and consumer, being a source of competitive
advantage.
4.3 Rural development policy implications
The interview results show that there is great potential to increase wine consumption in Armenia. Besides
establishing brands to increase consumer loyalty, as
mentioned in the recommendations for wine producers, the government can engage to create greater awareness for the product wine. The VWFA, as governmental organization, already promotes wine culture within
Armenia. Additional measures, such as the promotion
and development of wine tourism in the country, lead to
industry growth.
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Wine tourism in Armenia can contribute to rural
development [34]. So far, wine tourism in Armenia only
exists on a small scale. In 2018, the project of the socalled Wine Cube started, which has built the base for
further development of wine touristic activities within
the country [48]. To increase wine touristic offers, policy makers should introduce potential benefits for wine
producers to managers, the wine sector as a whole and
the public. Additionally, the government can encourage
wine producers to engage in these activities, collaborate
with established tourism providers to increase the offers.
This includes (I) enhancing the quality of existing wine
tours, (II) developing new wine tour offers and wine
tourism routes, (III) providing information on the tours
and attractions offered, and (IV) training guides with
needed skills and knowledge.
Wine tourism offers locals and foreigners to incite
interest in such activities and in the wine sector itself.
This will foster economic development in the country
as it creates employment for locals in rural areas. Furthermore, it promotes cultural awareness and helps to
preserve local culture and traditions. The earned money
can be reinvested in infrastructure as well as the protection of the countryside. Additionally, the promotion
of wine tourism does not only foster the wine industry it also has cross border effects due to collaboration.
This means, that wine tourism is only successful when a
regional network including several actors, such as various overnight offers (hotels, B&Bs etc.), gastronomy and
others (museums, art galleries, regional tourism organizations etc.) work together offering a holistic touristic
experience. In this case, besides the wine producers all
other collaboration partners bloom as well, thus (wine)
culture is promoted on a broad base [49].
The results of the industry analysis showed that the
bargaining power of grape suppliers is quite low. Farmers often possess small plot sizes. There is a high number of smallholders and they depend on the grape sales,
as this is often the only source of income. Hence, the
government and VWFA should not only try to engage
collaboration among producers but also among grape
growers. An overall more professional type of relationship between grape suppliers and wine producers can be
established by fostering the usage of mid- to long-term
contracts, including the compliance of contract terms
and contract monitoring. This would help to protect
smallholders as well as wine producers and allow them to
reduce uncertainty in the business relationship. Besides,
the government can promote collaboration among smallholders by either establishing a grape grower association
or cooperatives. These kinds of partnerships between
smallholders increase their bargaining power towards
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buyers and give them the opportunity to exchange
knowledge, which can lead to the production of higher
quality grapes and a higher income. 50 [50] showed that
collective action by local and international governmental and non-governmental institutions and organizations may enhance farmer’s market performance. In their
study, 50 [50] found that training and learning support
is the main trigger to enhance farmer performances. In
the case of governmental support, however, the government should only serve as a facilitator, providing capacity
development in terms of management, contract negotiation, market research, supply chain analysis and bookkeeping for the farmer organizations to develop independent and sustainable structures [51].
Governmental support already exists to a limited
extent (e.g., regional development centres where agronomists share their knowledge with the farmers) but measures should be more target-oriented, reaching more
farmers with the same effort. The government can establish a centre in the capital Yerevan for all grape growers, where experts in viticulture offer consulting services
without charging the individual farmers. Another possibility of governmental support is to offer subsidies for
loans to emancipate farmers to take business decisions
e.g., to change to other crops, to change to other varieties, to increase the size of the cultivated vineyard area
etc. In this way, the government can provide security to
farmers in dangerous income situations.
In terms of production, farmers need adjusted plant
material of high quality and nurseries for the reproduction of plants for a stable production of high-quality
grapes. For special agricultural problems that can occur
in the industry, as for example phylloxera in viticulture,
the government should provide state support concerning plant material and nurseries. In addition, the VWFA
must give recommendations and advice to grape growers
and wine producers on how to deal with specific agricultural problems. As no centralized organizations can
assure an equal information distribution among farmers, some farmers have a lack of information and are not
aware of the risk the phylloxera poses to their vineyards
and income situation. A possibility for a recommendation given by the VWFA would be grafting of local
varieties on resistant rootstocks. Furthermore, it should
negotiate with the Armenian government in order to
achieve the subsidization of grafting.

shown. Armenia was chosen as an example for other
transition countries in the Caucasus. The results of the
interviews, which have been conducted, permit to derive
implications for wine producers and policy makers.
Recommendations, which address the increase of
the bargaining power of wine producers towards suppliers and retailers, include (1) the collaboration among
producers, (2) the establishment of a communication
network among producers, (3) the strengthening of the
competitive position of producers, and (4) investing in
the establishment of brands.
The competitive policy implications aim at three
main areas: (1) encouraging investments to increase
competition, (2) increase institutional infrastructure,
and (3) increase the availability of data to make sophisticated decisions. The attractiveness of the industry
should be promoted among local entrepreneurs and foreign investors. To build a sufficient institutional infrastructure and to reduce the uncertainty of market participants, policy makers should aim to establish laws and
regulations for the Armenian wine industry, as well as to
develop a quality assessment system. The establishment
of a widely accessible statistical database about production, distribution and consumption gives policy makers
and managers the opportunity to make informed decisions. Rural policy implications enclose the promotion
and growth of wine touristic activities, the protection of
smallholders by building more professional relationships
along the value chain, the collaboration among smallholders, the establishment of cooperatives and state support for special agricultural problems (e.g. phylloxera).
These implications may contribute to an increase
in the overall competition and the development of the
wine industry in Armenia. With such a development,
the country could overcome the struggles of building
a strong sector with vital competition and foster the
industries’ development.
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Abstract. The purpose of this work is to study the issues of service quality and service failure during visits to cellar doors in the five regions where wine tourism is most
developed: Hunter Valley (AU), Mendoza (AR), Napa Valley (the USA), Stellenbosch
(ZA), and Tuscany (IT). We propose a methodology based on a combination of sentiment analysis and natural language processing applied to 89,672 TripAdvisor reviews.
The results indicate that the issues most linked to service quality and service failure
are as follows (in the order of importance): the quality of the main wine product, the
experience in the tasting room, the organized tours, the empathy of the staff, the reliability of the staff, and the setting of the cellar and landscape. These themes are common to all five wine tourism regions, but each region treats them differently. The
results obtained confirm and expand the results of previous studies and may prove useful both to professionals (wineries, tour operators, and travel agents) and for the design
of a product that meets the needs of wine tourists. The main limitation of the study
concerns the application of the methodology to the five most developed wine regions
in the world; therefore, the results obtained may not be immediately applicable to the
wine regions that are starting to develop wine tourism.
Keywords: wine tourism, cellar door, service quality, service failure, TripAdvisor, sentiment analysis, natural language processing.

1. INTRODUCTION

Wine tourism industry has been shown to play a key role in regional
rural development, and thus, tourism is one of the important and developing parts of the wine industry, even on an international scale [1]. The feature
that most characterizes wine tourism involves visits to cellar doors [2] Visits
to cellar doors create a direct relationship between producers and consumers of wine that can last over time [3]. Such visitors often research products
when they return home, which results in positive word-of-mouth marketing
to friends, family, and colleagues [4], [5]. From an economic point of view,
direct sales in a cellar bring greater added value because of the minimum
distribution costs and the consequent high associated margins [4]. Winery
Wine Economics and Policy 11(1): 47-72, 2022
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visits are an important part of wine tourism and contribute to the development of the wine sector [6].
A key element in the success of winery visits is customers’ perceptions of the quality of service. Quality of
service is essential to develop the relationship between
customers and brands and allows the implementation of
relationship marketing strategies [5].
Although a range of tools is available to measure
and evaluate the quality of service, only a few of them
have been applied to the field of wine tourism. Such
tools are predominantly based on questionnaires [5],
[7], [8], mainly employing the well-known SERVQUAL
model and its variants [9], adapting it to the specificities of the wine sector [5], [10]. However, the use of questionnaires has the limitation of poor generalizability of
results. This is because case studies consider a handful of
consumers attending one or a few wineries within a single wine tourism region.
There is also a lack of studies on the factors that
determine service failure in winery visits. Poor service or
service failure results in dissatisfaction, which, in turn,
manifests in a series of responses that may include complaints and negative word of mouth. In the work of Magnini and Ford [11], service failures were defined as “any
service-related mishaps or problems (real or perceived)
that transpired during a customer’s experience with a
firm.” By better understanding the causes of customer
complaints, the number of problematic events can potentially be reduced, and better remedies can be provided.
Therefore, attempts to develop a clearer understanding of
problem areas benefit both winery owners and customers.
Researchers have recently started measuring the
service quality and service failure of hotels through the
analysis of reviews left by users on travel sites [12], [13].
Travel sites allow users to freely express opinions on the
perceived quality of service, and from these reviews,
a measure of the quality of service can be obtained
through a semantic analysis of the content. These data
can be considered complementary to questionnaires, as
they have a very different nature. On the one hand, such
data is not structured around variables or concerns, as
it happens with existing validated questionnaires, so that
it cannot be used to provide a summative assessment of
quality. On the other hand, it has the potential to discover aspects of quality that are overlooked or given less
importance in existing questionnaires.
A further gap that emerged from the analysis of the
literature is that the research on the quality of service
of visits to wine cellars is geographically limited to very
few wine regions, located mainly in Australia. International travel sites allow reviews to be accessed from
around the world [5, 6,7].
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The research questions (RQs) that our work attempts
to answer are:
RQ1: Is it possible to measure service quality and
service failure through a semantic analysis of the
reviews made by users on travel sites?
RQ2: What are the determinants of service quality
that emerge from reviews made by users on travel sites?
RQ3: What are the determinants of service failure
that emerge from reviews made by users on travel sites?
RQ4: What are the factors that determine the quality and failure of service that are common globally?
What are the typical determinants of the quality of wine
regions?
This article is structured as follows. First, the literature review provides an overview of past studies within
the theoretical framework of winescape, service quality assessment, and the use of data from social media in
the wine tourism industry. Then, the methodology section describes the research context, data collection process, and procedures used to perform content analysis
of web reviews. The results section identifies the major
themes of service quality and service failure. The discussion section focuses on the answers to the research questions and the comparison of the research findings with
the results of other approaches, with reference to SERVQUAL. The last section reports the managerial implications, limitations, and possibilities for future research.
2. LITERATURE REVIEW

Wine tourism is a complex product that combines
the purchase of a market good, wine, with the enjoyment of intangible assets, such as the landscape and the
information provided by the guide and wine producers.
The study of wine sales from wineries through the analysis of social media data encompasses four theoretical
fields of research: wine tourism, winescapes, theories of
quality of service, and content analysis/lexical analysis
theory applied to social media. In this literature review,
we provide brief references to these three research fields
as applied to cellar door visits.
2.1. Wine tourism
The number of articles published on wine tourism
has been steadily growing since the mid-1990s. Based
on prior literature, a framework for wine tourism was
explored by Carlsen [14], in which production- and
consumption-based research can be placed. A classification of the wine tourism literature was then conducted
by Mitchell and Hall [15], who identified eight themes:
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1) wine tourism development; 2) winery and cellar door;
3) wine tourist behavior; 4) wine events and festivals;
5) marketing and promotion; 6) critical success factors;
7) wine tourism models; and 8) education and more.
Between 2005 and 2014, there was an increase in theory
building in wine tourism research, referring to theory to
provide theory [15]. Theory-based research has focused
on the analysis of wine regions’ image [16] and service
quality [5].
2.2. Winescape concept
One of the most prolific topics in wine tourism is
the analysis of wine regions’ image through the identification of wine tourism attributes [15], [17]. The dimensions of the servicescape (i.e., the atmosphere that
enhances the customer experience and influences buyer
behavior during the service encounter) were adapted and
applied by Peters [18] in a winescape concept by highlighting attributes that are attractive to wine tourists.
First, Peters [18] identified three fundamental elements
that shape a winescape: “(1) the grapes and their needs,
(2) the natural environments that best meet those needs,
and (3) the viticulturists and wine makers who determine everything from the varieties of grapes, spacing
of the vines, and trellising systems to the final product
that enters the bottle.”
Johnson and Bruwer’s [19] conceptual definition specifically encapsulated the interplay of natural landscape
and setting: heritage, architecture, and artifacts within a
winery, winery’s vineyard, cellar door, and wines; complementary products and services; signage and layout;
and people at a winery.
The winescape scale developed in more recent studies is based on a plurality of theories: servicescape theory, multi-attribute theory [20], and destination choice
(push-pull) theory [21]. Thomas et al. [22], from a metaanalysis of 70 supply related winery articles, defined seven key attributes of a winescape:
1. The natural environment and scenery such as the
natural landscape, vineyards, and rural setting
referred to in the current study as the winescape setting attribute.
2. Built environment such as wineries, cellar doors,
and buildings, and the heritage that they convey were identified as the winescape atmospherics
attribute.
3. Wine products such as reputable wines, wine variety, and value-for-money wines were referred to as
the winescape wine product attribute.
4. Complementary services such as restaurants, accommodation as well as other local produce and craft
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were identified as the winescape complementary
product attribute.
5. Signage and information such as signposting and
informational materials were referred to as the
winescape signage attribute.
6. Layout and infrastructure connecting the physical
attractions such as wine routes and roads were identified as the winescape layout attribute.
7. Service staff who interact with wine tourists were
referred to as the winescape service staff attribute.
2.3. Service quality in cellar door visits
Service quality (SQ) originates from comparing perceived expectations (E) of a service to perceived performance (P), resulting in the equation SQ = P-E [23]; service failure can be defined as service performance falling
short of customer expectations [24].
Most of the research conducted in Australia on service quality at cellar doors is based on an adaptation of
the SERVQUAL methodology. The SERVQUAL methodology, proposed by Parasuraman, Zeithaml, and Berry
[9], constructs a measure of perceived quality and, therefore, of customer satisfaction through a comparison of
customer expectations in approaching a type of product/
service and the perceptions of the product/service after
consumption. It is a highly standardized quantitative
methodology designed specifically to measure clients’
opinions on the quality of services. This makes it possible to compare the expectations and perceptions of users
regarding a specific service. It consists of a series of 22
questions valid for each type of service that make it possible to measure perceived quality and expectations separately for five dimensions considered essential for judging service quality. The dimensions are as follows:
1. Tangible elements (appearance of physical facilities,
equipment, and personnel);
2. Reliability (ability to deliver the promised service
reliably and accurately);
3. Responsiveness (willingness to help customers and
provide service promptly);
4. Reassurance (competence and courtesy of employees
and relative ability to inspire trust and confidence);
5. Empathy (caring and personalized assistance given
to customers and users).
Some authors have adapted and applied SERVQUAL’s methodology to analyze the quality of service
during the visits at cellar doors by assessing dimensions
using Likert scales.
O’Neil and Charters [4], in a study in the Margaret
River region (AU), implemented a two-stage methodology, the first stage being a qualitative descriptive analysis
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through eight interviews with cellar door operators, and
the second stage was based on 150 interviews through
a specific questionnaire developed through an adaptation of the SERVQUAL methodology. Similarly, O’Neil
et al. [5] applied the SERVQUAL methodology by adapting it to 10 wineries in the Margaret River region and in
the Barossa Valley (AU). For both surveys, respondents
were asked to rate their perceptions of the dimensions
listed on a five-point Likert scale. The scale items were
grouped according to whether they were “wine-related”
or “staff-related,” and represented many of the original
SERVQUAL dimensions. The items that comprised each
dimension were based on King et al.’s (1997) [25] service quality model for cellar doors, which emphasized
the importance of product and service quality for cellar
doors’ success.
Griffin and Lopersch [26] applied a modified version
of the SERVQUAL model in Canberra District (AU).
The authors identified 23 quality attributes across six
dimensions: external, internal, service, staff, wine, and
convenience attributes. The external and internal attributes related to the physical qualities of wineries, with the
former associated with the environment and surroundings of wineries, and the latter relating to the layout and
character of tasting rooms.
Gill et al. [6], in research in the Margaret River
and Swan Valley, instead, adopted a multidimensional
model derived from Sweeney and Soutar’s [27] PERVAL
and Petrick’s [28] SERV-PERVAL measures. The authors
derived five dimensions from the SERV-PERVAL measures: quality (Q), emotional value (EV), price (P), social
value (SV), and reputation (R). The questionnaires were
structured on a seven-value Likert scale.
The only study we found outside Australia was carried out in Greece by Nella and Christou [29], who
applied a structural equation model that incorporates
three temporal dimensions of the winery experience:
before the visit, on-site, and after the visit.
2.4. The use of social media data in wine tourism research
According to Lockshin and Corsi [30], social media
marketing is an interesting field of research in wine
tourism research. There is an increasing amount of
social media research on wine. Initially, research focused
on the microblogs of wine consumers [31] and then
expanded to Twitter [32] and Facebook [33] platforms.
In the last three years, social media has been used to
study the behavior of wine tourists. Brochado et al. [34]
used 4,114 online reviews of 52 wine hotels located in 27
wine regions across 11 countries to identify key themes
related to wine hotel experiences. Brochado et al. [35]
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identified the sustainability dimensions of organized
tours from the point of view of tourists by analyzing 878
reviews of 20 tours in Portugal, written on TripAdvisor.
Terziyska and Damyanova [36] employed 118 reviews
on TripAdvisor to define the attributes of winescapes,
as seen from the perspective of travel arrangements for
a wine tour company in Piedmont, Italy. Brochado et
al. [37] collected 470 wine tourism reviews posted on
TripAdvisor in the Douro wine region and used them
to identify sensory perceptions during winery visits.
Vo Than and Kirova [38] analyzed with netnographic
approach 825 original reviews posted on TripAdvisor by
tourists who visited Cognac (France). The results showed
that the experiences were globally positive and that
experiences related to the dimensions of education and
entertainment were predominant.
Finally, in a recent study [39], social media was used
to identify and characterize the behavior of the “Masters
of Wine” community on Twitter, as well as to determine
the impact of these renowned wine experts through
this platform. All Twitter profiles belonging to the Masters of Wine’s award-winning users were identified and
analyzed. Additionally, a set of 35,653 tweets posted by
the Masters of Wine were retrieved and analyzed using
descriptive statistics.
3. METHODOLOGIES

3.1. Study areas
Wine, landscape, heritage, and tourism are all keywords that characterize wine tourism both in the Old
World of Wine (Europe) and in the New World (the
USA, South America, South Africa, and Australia). Currently, vineyards around the world represent not only a
fundamental agricultural resource that guarantees rural
development but also a great economic resource that
allows the enhancement and maintenance of the same
cultural wine landscapes and the development of the
entire region [40].
According to the rankings on the TripAdvisor platform, based on the number of reviews, the top five wine
destinations in the world are: Tuscany (Italy) in first
place, followed by Napa Valley (the USA), Hunter Valley (Australia), Stellenbosch (South Africa), and Mendoza (Argentina). While Tuscany has a long tradition, the
other wine regions of the New World were established
and developed very quickly, but with great success.
In Chianti region, the integrated tourist offering is
coordinated by eight wine routes. The wine routes, regulated by Italian Law n. 268/1999, bring together wineries,
restaurants, hotels, wine bars, and other public and pri-
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vate facilities, clearly using the typical wine of the area
as a physical and cultural link between all the subjects
involved. This joint management encourages tourists to
organize their stay in a way that allows them to experience the territory on an oenological and intellectual level. The museums of wine and vines, which are in almost
all Italian regions, help in promoting and communicating wine culture, although they differ in thematic
approach, as well as in their size and history [41].
In Napa Valley, the wine sector presents itself as an
economy in its own right with many services, wherein
the business model focuses on the diversity and originality of the wineries’ design, a new attractive resource
to guarantee their reputation and draw the largest number of visitors, both oenophiles and lovers of contemporary art. The suppliers of wine tourism in Napa Valley
also recognize the need to continue to evolve as people
search for innovation and trends, while maintaining the
brand that the region was built upon. This is manifesting
itself in the addition of new restaurants, hotels, and wineries. Leaders and suppliers of the Napa wine tourism
experience are also looking at creating dedicated bike
trails, zip lines, and other activities to add to the physical and figurative landscape of the Napa wine tourism
destination experience [42].
In Hunter Valley, food and wine represent one of the
top three motivational drives for international tourists
to Australia among the aquatic and coastal experiences,
nature, and wildlife. In Australia, wine trails are not
as developed as in Europe. However, regional and local
government agencies have developed tourism routes
where wine experiences are part of a broader tourism
theme combined with other experiences [41].
The wine industry in Stellenbosch has an active
wine tourism market, well-developed facilities, and
infrastructure. However, despite the fact that the first
South African wine road was established as early as
1971, association networks are currently non-existent or
underdeveloped [43].
The vision of Mendoza’s wine tourism development
was based on the strength of identity, culture, and landscape. In particular, its architecture has contributed
greatly to the prestige and attractiveness of wine tourism. It projects, by recognizing historical dynamics,
nature, and society, the quality of life with identity [41].
Despite having different marketing strategies, these
wine regions share the same aims: to enhance their heritage, grow their economy, satisfy the needs of existing
customers, and attract new ones, in particular through
wine routes, organization of events, and the combination of wine and food. Therefore, we have chosen the
five main wine tourism destinations according to the
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TripAdvisor platform as study areas to understand their
strengths and weaknesses and, in particular, to draw up
useful guidelines at a global level.
3.2. TripAdvisor as an evaluation source
TripAdvisor is one of the most popular networks for
sharing travel experiences. As of 2018, it had collected
over 570 million reviews and opinions on over 1.2 million accommodations. TripAdvisor not only collects
reviews on hotels and restaurants but is open to all tourist interest activities, including the specific category of
winery visits.
One of the most appreciated features of TripAdvisor
in marketing research is its reliability. The platform has
an efficient, automated quality control and review reliability system that involves many parameters. The system
compares incoming reviews for a given activity with the
historical patterns already examined for that activity by
identifying suspicious anomalies in the patterns (TripAdvisor, 2021, https://www.tripadvisor.com/TripAdvisorInsights/w3690). In addition, several studies have been conducted to analyze the credibility of this website [44].
When writing a review, guests also have the option
to rate their overall experience on a scale of 1 to 5 “bubbles,” with 1 being a poor rating and 5 being an excellent rating. Valdivia et al. [45], in recent research, showed
that the TripAdvisor rating system presents a problem:
users tend to rate the overall experience positively, but
there may also be negative comments within a review.
Likewise, in an average or negative evaluation, there may
be positive evaluations of the relevant aspects of service
quality. To analyze and evaluate reviews efficiently, it is
necessary to separate positive and negative aspects. Taking this into account, we identified a methodology for
identifying and separating positive from negative sentences in reviews. Positive sentences contain the relevant
qualitative elements of service quality, whereas negative
sentences contain the relevant elements of service failure.
Once we obtained two series of subreviews, one with only
positive sentences and the other with negative sentences
through a text mining analysis, we identified the relevant
elements of service quality and service failure.
3.3. Review processing
The methodology of this study is articulated in the
following steps. First, we identified the most relevant
wine-tourism regions at the international level. Then, we
verified the reliability of the TripAdvisor platform for
the identification of key elements of consumer satisfac-
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tion using prior literature. Finally, we built an algorithm
for the automatic collection of reviews and lexical and
sentiment analyses.
3.3.1. Sentiment analysis
Sentiment analysis has been increasingly applied in
recent years, especially to the contents of Web 2.0. Sentiment analysis measures the polarity and intensity of the
mood of a person’s opinion expressed in a text written in
natural language.
Sentiment analysis methods can generally be divided into two categories: dictionary-based methods and
methods based on supervised classification. The methods
of the first category apply sentiment lexicons containing the semantic orientation of words to the sentences
in the text. One of the biggest challenges of dictionarybased methods is that the sum of the semantic values of
individual words does not necessarily correspond to the
polarity of the entire sentence [46]. Therefore, it is necessary to extract further linguistic patterns of the text by
conducting morphosyntactic analyses of the text [47].
However, too many specific extraction models limit the
application of this method to a specific domain. The
most recently applied second category of method uses
unsupervised or supervised machine learning algorithms, such as machine learning-based methods and
deep learning-based methods. These methods allow the
development of more generic models but require data
classified according to specific categories. Consequently,
the quality of these models is strongly influenced by the
reliability of the training and testing sets performed by
human classifiers [48].
The literature reveals that there is no superior sentiment analysis method because all tools work differently
depending on the specific context in which they are
applied or based on the corresponding data source on
which they were trained. One of the best sentiment analysis methods for analyzing poorly structured and simple texts, such as reviews in TripAdvisor, is AFINN [49].
AFINN [50] is a dictionary-based method that was initially created in 2009 for tweets downloaded for online
sentiment analysis in relation to the United Nations Climate Conference (COP15). It has since been extended
to other data domains. The version called AFINN-96
adopted in this work has 2,477 words and uses a score
ranging from -5 (very negative) to +5 (very positive).
The sentiment scoring procedure is as follows:
1. Each review is broken down into its sentences d i ={s i,1,s 1,2 ,…,s i,n} based on punctuation; subsequently, each sentence is broken down into words (w)
si,j={wi,j,1),wi,j,2,…,wi,j,l} using a semantic annotation pro-
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cedure (Kiyavitskaya et al., 2006).
2. The words in each sentence, {wi,j,k}, are searched
and compared with the lexicon of polarized words, and
each of them is assigned a negative or positive score. Not
all words have a sentiment score; therefore, we obtain a
subset of polarized words {pwi,j,k}⊆{wi,j,k}.
3. Finally, we sum the weighted context yielding an
unbounded polarity score δi,j for each sentence.
We chose not to normalize the polarity score on the
number of words because satisfaction or dissatisfaction
with service quality is proportional to the number of
positively or negatively polarized words used to write a
review [49].
3.3.2. Co-occurrence network of high-frequency words
To extract useful information from the subreviews
to understand the reasons for the quality and failure of
the service, we used the co-occurrence graph method of
the highest-frequency words. The first step of the analysis was the preprocessing of the sets of subreviews, called
corpora. We carried out the following steps:
(i) Tokenization of the text that involves division into
words of the text itself;
(ii) Removal of stopwords defined as words that do not
carry significant information for analysis;
(iii) Stemming and rooting, which consist of reducing
words to the root;
(iv) Removal of extra numbers and spaces;
(v) Removal of punctuations;
(vi) Part-of-speech tagging aimed to assign parts of
speech to each word of a given text (such as nouns,
verbs, adjectives, and others) based on its definition
and context.
The co-occurrence network of the higher-frequency words was performed using the KH Coder software.
We only used nouns and adjectives, as they are parts of
speech with the highest information content [51], [52]. In
the analysis, we took 50 words with the highest frequency in the review corpora of each of the five wine regions.
The KH Coder provides choices of Jaccard, cosine, or
Euclid for measuring the distance between terms; in
this research, the distance cosine was chosen. To facilitate the reading of the results, the procedure applied the
methods developed by Fruchterman and Reingold [53]
and by T. Kamada and S. Kawai [54] to design the wordword network.
Community analysis is one of the most recent developments in network theory. A network has a community
structure when it is possible to partition it into subnets
(also called communities, subgraphs, or clusters) characterized by a density of internal connections (i.e., between
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elements of the community itself) much greater than the
density of connections between a community and the
other community. Typically, in a network where there is
a community structure, there are groups of highly connected nodes, nodes that are isolated, and others that act
as a bridge between the different communities. To identify the subgraphs, we used the modularity method for
its computational efficiency [55], [56].
3.3. Reviews processing
A flowchart of our procedure is shown in Figure 1.
The procedure was divided into the following steps:
Step 1 (orange in Figure 1). In the first phase, we
harvested the data relating to reviews based on the TripAdvisor URL of the five wine regions. For this purpose, we wrote a procedure in R language based on the
“rvest” library (available as supplementary material). The
data collected were the title of the review, review, and
evaluation of the bubbles. The database obtained was
divided into two subsets: positive reviews (PR) with a
rating greater than three bubbles and neutral or negative
reviews (NNR) with a rating less than or equal to three
bubbles.
Step 2 (green in Figure 1). The reviews were divided
into individual sentences. A sentence is the smallest lexical unit in natural language processing and is defined as
a grammatical unit of one or more words that expresses
an independent statement. A sentiment analysis procedure was applied to the sentences to assess the polarity
(positive or negative) and the relative sentiment score
of the perception of service quality or failure. Sentences with positive polarity express service quality, whereas those with negative polarity express service failure.
In the subset of S_PR, only sentences with a sentiment
score greater than zero were selected, while in S_NNR,
only sentences with a sentiment score less than zero
were selected. Finally, the sentences belonging to the
same review were merged to obtain two sub-reviews,
one with only the positive sentences and the other with
only the negative sentences. Thus, we obtained two datasets: service quality subreviews (SQRs) and service failure subreviews (SFRs) for the five wine regions. In this
study, sentiment analysis was conducted using the “syuzhet” library of R software.
Step 3 (cyan in Figure 1). The co-occurrence graph
method is one of the most widely used methods for analyzing large databases of unstructured text from social
media [57] [58]. The analysis of the co-occurrence network of words allows us to draw a network of relationships between words with a high degree of co-occurrence. This analysis allowed us to extract the most fre-

Figure 1. Flow chart of the proposed methodology.

quently recurring concepts for both service quality and
service failure. A co-occurrence network of high-frequency words procedure was applied to the SQRs and
SFRs to identify the factors and causes of service quality
and service failure during the visits to cellars. The elaborations were carried out using the KH Coder 3 software.
4. RESULTS

4.1 TripAdvisor ranking and sentiment analysis
We downloaded reviews and rankings of five wine
regions collected in the period from January 2010 to
April 2021 for a total of 89,672 reviews of 1,074 wineries.
The wine region with the most reviews was Napa Valley with 46,753 reviews related to 387 wineries, followed
by Hunter Valley with 13,204 reviews of 118 companies,
Stellenbosch with 8,232 reviews of 81 companies, Tuscany with 7,402 reviews of 414 wineries, and Mendoza
with 3,581 reviews related to 74 wineries. To understand
how users rated their winery experience on TripAdvisor,
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Table 1. Statistics, mean, and standard deviation of the sentiment
analysis of service quality and service failure.

Figure 2. Distribution of bubbles ranking.

we analyzed the percentage distribution of the bubbles’
scores (Figure 2).
The figure shows that, in general terms, positive
evaluations with five bubbles prevail. In particular, Tuscany had the highest percentage of reviews valued at five
bubbles (86%), followed by Mendoza (76%), Hunter Valley (72%), Napa Valley (68%), and Stellenbosch (61%).
The four bubbles score was highest in Stellenbosch
(25%), followed by Napa Valley (19%), Hunter Valley
(17%), Mendoza (15%), and Tuscany (9%). The neutral
score of the three bubbles was the same for Stellenbosch and Napa Valley (7%) and lower for Mendoza (5%),
Hunter Valley (4%), and Tuscany (2%). Finally, two and
one bubbles occurred at very low percentages in all five
regions.
Table 1 reports the results of the sentiment analysis for the subreviews that express service quality (bubbles > 3 and sentiment > 0) and the subreviews related
to service failure (bubbles ≤ 3 and sentiment < 0). For
bubbles, the region with the highest perceived sentiment
for service quality was Tuscany, followed by Mendoza,
Napa Valley, Stellenbosch, and Hunter Valley. To validate the differences between the means, we performed a
pairwise analysis with the van der Waerden test with the
correction of the p-values according to the Bonferroni
method. The advantage of the van der Waerden test is
that it obtains a high efficiency of the standard ANOVA
when the assumptions of normality are satisfied, but it
also provides the robustness of the Kruskal-Wallis test
when the assumptions of normality are not satisfied.
The results reported in Table 1 show that the differences
between the sentiment score of Tuscany compared to the
other four wine regions and between the sentiment score
of Mendoza compared to the other four regions are statistically significant. The differences between Stellenbosch, Napa Valley, and Hunter Valley are not significant.
For service failure, the region with the highest level of perceived sentiment was Napa Valley, followed by

Tuscany, Stellenbosch, Mendoza, and Hunter Valley. The
pairwise analysis shows that the perceived sentiment in
the Napa Valley region was significantly higher than that
in Stellenbosch, Hunter Valley, and Mendoza regions,
but not significantly higher than that of Tuscany region.
Tuscany, in turn, had a statistically significant difference compared only to Hunter Valley, while the difference with Mendoza and Stellenbosch was not significant.
Finally, the perceived sentiment differences between
Mendoza, Hunter Valley, and Stellenbosch were not statistically significant.
4.2 Co-occurrence network of service quality
The co-occurrence network and cluster analysis,
based on databases with positive sentiment according to
the AFINN dictionary (AFINN > 0) and positive bubble
rankings (bubbles > 3), highlight the elements that characterize the service quality of the wineries in various
wine regions, and how they are perceived by the different types of users.
The analysis was carried out separately for each wine
region (Figures A.1-A.5 in the Appendix), with both datasets resulting from the union of all regions (Figure 3).
In general terms (Figure 3), the analysis identifies
seven prevalent themes of service quality: “wine,” which
characterizes subgraph 1 in Figure 3; “tour,” subgraph
4; “tasting,” subgraph 5; “winery,” subgraph 3; “service,”
subgraph 2; “view,” subgraph 6; and “staff,” subgraph 7.
The wine theme
The core product, wine, is central to the perception
of service quality both in the global analysis and sepa-
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Figure 3. Co-occurrence of service quality subreview for all five wine regions.

rately in all five wine regions. In the global analysis, it
is associated with the themes of “visit” and pairing with
“food.” The different regions express the theme in slightly different ways. The combination of “wine” and “food”
on the occasion of the visit to a cellar can be found in
Tuscany and Stellenbosch.
Hunter Valley associates “wine” with “winery” and
the themes of landscape, “view,” “travel,” and “tour.”
Meanwhile, in Napa Valley, “wine” is connected to the
“tasting” – “room” – “experience.” Finally, Mendoza is
characterized by the association of “good” – “wine” with
the themes of the service: “amazing” – “service” and
“nice” – “visit.”
The staff theme
The staff theme is another theme that is present in
all five wine regions. In the global analysis (Figure 3)

for Mendoza (Figure A.2, Napa Valley (Figure A.3),
and Stellenbosch (Figure A.4), the term “staff” is associated with the two complementary qualities of service:
“friendly” and “knowledgeable.” In the analysis referring
to Tuscany, we find the subgraph “friendly” – “staff,”
while for Hunter Valley, the theme is expressed with the
terms “staff” “helpful,” “friendly” and “knowledgeable.”
The tasting theme
The tasting theme is present as a separate subgraph
for Hunter Valley, Mendoza, Stellenbosch, and Tuscany,
while for Napa Valley, it is in the wine theme subgraph.
In the global graph, it is clearly expressed as “wonderful” – “experience” in the “tasting” – “room.” Similarly,
for Hunter Valley, we have “great” – “fun” – “tasting” –
“experience”; for Stellenbosch, “nice” – “good” – “experience” in the “tasting” – “room.”
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However, in the Mendoza graph, the theme is articulated in a much more complex way. The “excellent”
experience in the “tasting” – “room” is associated with
the “tour,” with “guides” defined as “interesting” and
“informative.” The location of the theme is then specified: “family” – “small” – “winery.
The tour theme
The “tour” theme is present as a subgraph in the
graphs of Napa Valley and Tuscany. In the Hunter Valley
graph, it is part of the “wine” theme, and in the Mendoza
graph, it is part of the “tasting” theme. It is not present in
the Stellenbosch graph. In Tuscany, “tour” is associated
with the theme of “lunch” and is defined as “informative”
and “interesting.” In the Napa Valley graph, the tour theme
“tour” is associated with the typical “cave” theme. The history of wine cave construction in the United States dates
back to the 1860s in Sonoma and the 1870s in the Napa
Valley region. In 1982, the Far Niente winery completed the
first “new age” wine cave in Napa Valley. The Far Niente
Winery caves now comprise approximately 3,700 m² [59].
The service theme
The service theme is presented as a subgraph in the
Hunter Valley and Napa Valley graphs. In the Mendoza
graph, it is connected to the subgraph “wine.” It is not
present in the graphs of Stellenbosch or Tuscany.
In the global graph, it is linked to the terms “great”
and “time.” Hunter Valley associates the adjective “excellent” with “service” and in the Napa Valley graph with
“great” – “time.”
The view theme
The “view” theme is present in the graphs of Stellenbosch, Napa, and Tuscany. In the global graph, as well as
in the Napa Valley graph, it is associated with “beautiful” and “ground.” It is associated with “amazing” and
“stunning” in the graph of Stellenbosch and with “amazing” and “beautiful” in that of Tuscany.
The regional themes of food and restaurant
The theme of food is not present in the global graph
(either as a subgraph or as a high-frequency word). The
theme features subgraphs in the graphs of Hunter Valley,
Mendoza, Tuscany, and Stellenbosch. In Mendoza, the
subgraph is highly articulated and includes the themes
of the “course” and the “pairing” of wine with “food.” In
Hunter Valley, “food” is simply associated with “lunch.”
In the other two regions, the term food does not appear
specifically but refers to gastronomic specialties, such as
“olive” “oil” in Tuscany; “platter” of “cheese” and “wine”
and “chocolate” “pairing” in Stellenbosch.
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4.3 Co-occurrence network of quality failure
The co-occurrence network and cluster analysis,
based on a database with negative sentiment according to the AFINN dictionary (AFINN < 0) and negative bubble ranking (bubbles < = 3), highlights the elements that characterize the failure of winery services
in various wine regions and the problems experienced
and encountered by consumers. Similar to the previous
case, the analysis was carried out both globally (Figure
4) and separately for each wine region (Figure A.6- Figure A.10in the appendix), using only the most frequently
used nouns and adjectives for a maximum number of 50
words.
The global graph includes six subgraphs: “wine”
(subgraph 2), “tasting” (subgraph 3), “tour” (subgraph 1),
“staff” (subgraph 4), “service” (subgraph 5), and “disappointing” (subgraph 6).
The wine theme
The wine theme is present in all the wine regions.
Globally, the graph is not very articulated; “wine” is associated with the nouns “bottle,” “place,” “glass,” “price,”
and with the bigram “drop” – “day.” However, in the
graphs of the individual regions, the theme is more articulated and diversified. In the Mendoza graph (Figure A.7),
“wine” is frequently associated with “tasting” – “price”
and “staff”- “worst”- “day” - “tour.” In the Napa Valley
graph (Figure A.8), we have a high frequency of co-occurrence for “bad” – “experience” in “winery” – “tasting” –
“room.” The Stellenbosch graph (Figure A.9) highlights a
“disappointing” – “wine” – “tasting” – “experience,” with
also references to the “price.” Even the graph of Tuscany
reports “disappointing”-“wine” – “tasting” (Figure A.10).
In the case of Hunter Valley (Figure A.6), we have a graph
more similar to the global one in which “wine” is directly
associated with “tasting,” “place,” and “glass.”
The tasting theme
The tasting theme is present only in the global
graph, but highlights a rather debated problem [60], [61]:
whether or not to charge a “tasting” – “fee” at your cellar door.
The tour theme
The tour theme is presented as a subgraph in the
Hunter Valley, Napa Valley, and Tuscany graphs. It is associated with the wine theme in the Mendoza graph. It is not
present in the 50 most frequent words in the Stellenbosch
graph. In the global graph, the “tours” in the cellars, “winery” and vineyards, “vineyards” cause “disappointment”
for the “worst” - “guide,” the loss of “time,” and “money.”
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Figure 4. Co-occurrence of service failure subreviews for all five wine regions

The same themes of the global graph were found in
that of Hunter Valley and Napa Valley. In the Tuscany
graph, the tour subgraph is also associated with the subgraph “room” – “problem.”
The staff theme
The staff theme is present in the graphs of Hunter
Valley, Napa Valley, Stellenbosch, and Tuscany. In the
global Hunter Valley, Napa Valley, and Stellenbosch
graphs, the negative term to define a “staff” – “member”
is “rude,” often associated with “lady” (global graph and
Stellenbosch). In the Tuscan graph, it is also associated
with “restaurant.”
The service theme
The service theme is present in the graphs of all
wine regions, except in the graph of Tuscany. “Custom-

er” – “service” emerges as a critical factor in the perception of service failure, as it is commonly referred to with
strongly negative adjectives: “terrible,” “bad,” and “poor.”
In Stellenbosch, it is also associated with “restaurant”
and in Mendoza with “course” – “meal.”
The theme of disappointment
The negative theme of “disappointment” appears
without relevant information content. It appears in the
global Napa Valley and Hunter Valley graphs and is
generically associated with “visit.”
The restaurant theme
The restaurant theme does not appear in the global
graph but is present as a subgraph in the Hunter Valley,
Stellenbosch, and Mendoza graphs. This is because, on
the global level, there are not enough negative phrases
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referring to the term “restaurant” to form an independent cluster. In Mendoza, the theme “restaurants” is associated with terms like “food,” “lunch,” and the bigram
“terrible experience.” In Hunter Valley and Stellenbosch,
tourists refer specifically to winery restaurants.
5. DISCUSSION

Previous research [61], [46] has shown that TripAdvisor reviews have inconsistencies regarding the overall experience rating through the bubbles method. Very
often, high-rated reviews also have reports of low quality of service, and low-rated reviews also report positive
aspects of an experience. This feature can lead to inefficiencies in the application of natural language processing procedures to identify service quality and failures.
Our methodology combines sentiment analysis and
natural language processing procedures and has allowed
us to break down each review by isolating positive sentences (service quality subreview) and negative sentences (service failure subreview) by assigning them a scalar score (RQ1). We have applied our procedure to the
reviews of visits to wineries in the five regions with the
greatest development of the wine tourism sector in the
world: Hunter Valley, Mendoza, Stellenbosch, Napa Valley, and Tuscany. The results showed that the five wine
regions have very high levels of perceived quality, with
an average sentiment score ranging from a minimum of
13 (Hunter Valley) to a maximum of 15 (Tuscany). In
comparison, the sentiment scores of service failure are
much lower in absolute values: from a minimum of -5.3
(Hunter Valley) to a maximum of -3.9 (Napa Valley).
The pairwise multiple comparison of means allows for
a ranking with significant differences for the first and
last places. In the case of negative reviews, the values are
decidedly lower, and the differences between the averages are not significant. These results are plausible, as
we are dealing with regions specialized in wine tourism
and, therefore, with an organization of complementary
services for wine tasting (wine routes, festivals, events,
etc.) that are substantially similar. Even the highest level
of perception of quality in the case of Tuscany could be
due to synergy with the landscape and historical locations. However, these hypotheses will have to be verified
through specific investigations.
The results we obtained in identifying the themes
of service quality and service failure are consistent and
extend to the knowledge of previous research (RQ2 and
RQ3).
The graphs of the results of co-occurrence (Figures 3, 1A-5A) assess the perception of the attributes of

winescapes proposed by Thomas et al. [22]: winescape
setting, winescape atmospherics, wine product, complementary product, winescape signage, winescape layout,
and winescape service staff attributes. The “wine product” is certainly the most frequently perceived attribute
in the evaluation of the quality of a visit to a cellar, and
in the tasting experience, it is connected through the
tasting room to the perception of the winescape atmospherics. The guided tour is the third most-cited theme
in positive reviews. This theme is not present among the
winescape attributes identified by the authors, and therefore constitutes a new additional attribute. In the global
graph, themes refer to the winescape setting attribute
(“beautiful-view”) and the winescape service staff attribute (“customer” and “staff”). Finally, according to our
results, complementary product attributes are not present in the global graph but appear in the graphs of all
wine tourism regions with different denominations (see:
Figures A.1-A.5).
The analysis of service failure (RQ3) is another original result of our study, as this topic has thus far been
neglected in the literature. Despite the fact that reviews
related to service failure are less (under 10%), evidence
suggests that customers are more likely to remember
service failures than excellent service [62]. The advent
of social media has dramatically changed the way customers convey word-of-mouth information. Previously,
customers shared experiences in person with a limited
number of social contacts; however, currently, social networking sites allow them to share their experiences with
more people [63]. As such, word-of-mouth communication influences network members’ product and service
choices [64]. In particular, negative word-of-mouth communication can adversely influence customers’ attitudes
and purchase intentions and a company’s brand image
[65], [66] and [67].
Thus, to ensure that quality is perceived in services and that critical episodes of service excellence are
remembered better than defects, a comprehensive understanding of service failure processes is necessary.
The themes we identified were similar to those of
service quality but expressed with useful information
for stakeholders. In the graph of service quality, the
staff theme is associated with the dimension of responsiveness for the adjective “knowledgeable” and with the
dimension of empathy for the adjective “friendly”; in the
service failure graph, instead, there is only the dimension of empathy with the negative adjective “rude” and
there are no negative perceptions for responsiveness.
This allows us to identify a critical issue and find out the
best way to resolve it. The tour theme is also very different in the service failure graph compared to the service
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quality graph. The criticalities that emerge are logistical
and indicate a waste of time or lack of professionalism
by the guide.
We can answer RQ4 by comparing the global graph
with those of the five wine regions. Looking at Figures
A.1-A.5, we find many similarities, but also some peculiarities. For the quality of service, six or seven themes
are calculated for each chart. The themes “wine and tasting” and “personnel” are present in all the graphs and,
therefore, represent elements perceived worldwide. Even
“view” is another attribute of service quality on a global
significance because it is present in four regions as the
theme, and Hunter Valley is a word related to the theme
“wine.” Regarding peculiarities, Tuscany, and especially
Stellenbosch, are characterized by the complementarity
between wine and food, and Mendoza, Napa Valley, and
Tuscany by the presence of organized tours.
In service failure, the differences between the global
graph and those of the wine regions are more marked.
The global graph identifies six themes, while in the
regions, we find a minimum of seven (Napa Valley) to
a maximum of 10 (Mendoza) themes. The only themes
common to all the graphs are “wine” and “staff”, while
the tasting theme is always present as a linked word in
the regional graphs. Tour failure is a common weakness
only in Napa Valley and Tuscany, while many graphs
highlight critical issues for the restaurant-food theme.
6. CONCLUSION

6.1. Theoretical implications
Our study proposed a model for analyzing the quality and failure of service in wine tourism and winery visits. It has filled a gap in wine tourism studies by adopting an approach based on the combination of sentiment
analysis and natural language processing, as well as a
global geographic perspective that has not been applied
thus far. Our methodology, comparing five different
wine tourism regions around the world, has allowed
us to overcome the limitations highlighted by many
researchers relating to the poor generalizability of results
obtained by questionnaires [5], [26], [6], [28], [17].
6.2. Practical implications
The results obtained confirm and extend the findings of previous studies and are useful to both professionals (wineries, tour operators, and travel agents) and
in the design of a product that meets the needs of wine
tourists.
Analyzing well-developed wine regions for service
quality helps to gain a comprehensive view of service
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quality, which could be useful for emerging wine regions
that are just beginning to develop wine tourism services.
The results highlight the most important dimensions
of wine tourism experience. In promoting new regions,
entrepreneurs should emphasize the beauty of the wine
landscape; they should take care of the settings of wineries and tasting rooms, as well as of historical villages, the
quality of the enogastronomical offer, and the possibility of
obtaining information from the winemakers of wineries.
Moreover, the results show the need to train operators in aspects relating to enology and psychology to
effectively manage winery visits.
Finally, operators should use electronic word-ofmouth data to monitor tours’ perceptions and thus continually improve service design and promptly resolve
problems that create inefficiencies.
6.2. Limitations and future research
The main limitation of the study relates to the application of the methodology to the five most developed
wine regions in the world. This choice made it possible
to identify the fundamental themes of service quality,
but the results obtained may not be immediately applicable to wine regions that are starting to develop wine
tourism. Therefore, additional research will be needed in
future to monitor the evolution of reviews in new wine
tourism regions over time. Other limitations are common to research that is based on social media data: the
results are based on the opinions of only those consumers who use TripAdvisor and, therefore, could be biased.
The demographic and psychological data of the reviewers is also missing from the study.
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APPENDIX A

Figure A.1. Co-occurrence of service quality subreview for Hunter Valley region.
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Figure A.2. Co-occurrence of service quality subreview for Mendoza region.
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Figure A.3. Co-occurrence of service quality subreview for Napa Valley region.
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Figure A.4. Co-occurrence of service quality subreview for Stellenbosch region.
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Figure A.5 Co-occurrence of service quality subreview for Tuscany region.

67

68

Figure A.6. Co-occurrence of service failure subreview for Hunter Valley region.
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Figure A.7. Co-occurrence of service failure subreview for Mendoza region.
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Figure A.8. Co-occurrence of service failure subreview for Napa Valley region.
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Figure A.9. Co-occurrence of service failure subreview for Stellenbosch region.
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Figure A.10. Co-occurrence of service failure subreview for Tuscany region.
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Abstract. The digital literacy that has developed in recent decades has resulted in
internet playing an important role in the communication of wineries. Business websites, initially used as an exhibitor of products, quickly became one of the most important tools to implement communication strategies used to successfully place the wine
product in a competitive market. The purpose of this study is to analyse major Italian
wineries websites through textual statistics and text mining methods to provide evidence on the storytelling device adopted by these companies to promote and brand
themselves. The information contained in the websites of the selected businesses in
Northern, Central and Southern Italy, has been analysed in three steps. The first consisted in investigating categories with which the contents were organized, and the second step involved examining the contents’ word clouds which are useful for a qualitative analysis on similarities and differences found in the three different areas. Finally,
different strategies were formalized, by reconstructing the structure of concepts underlying the communication models of the wineries of the three areas examined. The
results demonstrate considerably different approaches adopted by the areas. While
the wineries in Central Italy focus on communication concerning the company, in the
North and South, more attention is given to production methods and territory respectively. Thanks to the analysis of word clouds it was also possible to expose the construct which is the basis of narratives used by wineries, followed by the typical communication strategy of the different Italian areas.
Keywords: winery, storytelling, promotion, website, text mining.

1. INTRODUCTION

The advent of the internet and related socio-cultural changes have made
consumers increasingly digitally addicted, with significant repercussions on
the supply of products, marketing, branding, on the communication which
has moved online, on corporate websites and on social networks.
Internet has become the most affordable, most easily accessible, and
widely available form of media communication also between wine producers
and their stakeholders. For this reason, the quality of wine brand websites is
now crucial and plays a strategic role in communication campaigns since it
Wine Economics and Policy 11(1): 73-87, 2022
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represents a valid effort to build customer loyalty, develop a brand, increase presence in the tasting room, and to
encourage direct purchasing [1–4].
The characteristics of the wine, make it particularly suitable to be linked to experiential components that
involve consumers emotionally and cognitively, through
the symbolic, hedonistic, and aesthetic nature of postmodern consumption [5,6]. This gives the wineries the
opportunity to promote and commercialize its products
using content that illustrates the history of the company, and its production techniques, linking the company brand name to the wine and the territory of origin
through its website [7].
While stories are an effective way of communicating
and involving people, the use of this kind of narration is
therefore a valid means of differentiation in a very competitive market such as that of wine. This is particularly
true in a country like Italy, which has achieved significant results in both qualitative and quantitative terms.
As a matter of fact, Italy is the largest global producer
with 17,83% of world total production, equal to over 49.1
million hectolitres, followed by France, with 16,92% and
Spain with 14,78% [8], while wineries, which are characterized by a strong orientation to regional tradition, produce wines which are often positioned in premium segments.
The aim of this work consists in investigating communication strategies of the major Italian wine producers through the analysis of their websites and highlighting the differences in their use of storytelling. The analysis focused on two different levels, namely the sections
of the main page which indicate a storytelling content
and the contents of these sections. Using text mining
methodologies, word clouds were formulated capable of
summarizing the different topics that characterize the
storytelling adopted by Italian wineries and analysing
differences in concepts and semiotic approaches among
the three different country areas.
This paper is structured as follows. Section 2 presents a literature review on selected keywords. Section
3 describes methods used for the analysis and materials.
Section 4 presents results followed by the discussion in
section 5 and conclusion in section 6.
2. LITERATURE BACKGROUND

In order to conduct a rigorous literature review with
the aim of exploring text mining methodologies applied
to business storytelling, five keywords have been defined
taking into account the particularity of the wine sector and tools for business promotion. On the basis of

Table 1. Keywords interaction table. Performed using Scopus January 2021.
Keywords
Winery
Storytelling
Promotion
Website
Text mining

Winery Storytelling Promotion Website Text mining
4
44
47
1

28
25
2

612
33

118

-

these keywords, a search was carried out on the Scopus
database, to consult papers, books, abstracts, and articles from both academic and professional publishers.
Four subject areas have also been chosen: (i) Economics,
Econometrics and Finance; (ii) Business, Management
and Accounting; (iii) Agricultural and Biological Sciences; (iv) Environmental Science. The final list of keyword
combinations used and the number of articles found is
shown in Table 1.
The literature review contains some important evidence. The theme of promoting wineries is strongly
addressed to regional wine tourism. For example, Alonso [9] investigated the reciprocal promotion of wineries involved in wine trails and tourism in US Southern
states. Maumbe and Brown [10] underlined the role
of promotion strategies and their interaction with the
place of origin and relations with the local community,
as a key element in the development of small wineries.
Zamparini et al. [11] collected producers’ communication materials and applied audit methods to determine
the effectiveness of wineries collective promotion, while
Festa et al. [12] identified the promotion of the region as
one of the most important factors of cohesion for small
wineries. Woods et al. [13] studied appropriate marketing strategies which can help local wineries in the
Northern Appalachian states (US) to create increased
awareness, differentiation, and value in a crowded wine
market and Thach and Cogan-Marie [14] analysed winery websites to assess readiness for wine tourism.
The digital literacy that has developed in recent
decades has resulted in internet playing an important
role in the communication of wineries which, through
a website, have the opportunity to make themselves
known in a highly competitive market such as that of
wine. If at first these websites were found to be “electronic brochures” of products rather than “dynamic
relationship marketing tools” [15], in recent years these
websites have become one of the principal business communication channels, providing information in the form
of text, photos, digital contents, symbolic elements and
emotional stimuli linked to the territory, and capable of
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establishing a direct relationship with wine lovers and
consumers [7,16-19].
The study of websites and their integration with the
communication activities of wine businesses, has been
dealt with by Kolb and Thach [20] who analysed the
adoption of Web 2.0 and social media by German wineries to determine the impact of winery size on the use
of social media, and by Sellitto [21] who investigated
e-marketing adopted by a small and successful Australian winery. The quality and major features of wine company websites have been analysed in detail by Galati et
al. [22] who compared e-commerce and e-marketing
approaches. In addition, Treen et al. [23] researched
emotions expressed by wine estate websites and whether
the emotions conveyed are related to or can significantly
predict the positive or negative sentiment expressed by
these websites.
It is interesting to notice that there is a clear lack of
research on the themes of wineries and the analysis of
their storytelling through the use of text mining methodologies or textual statistics. The concept of storytelling is very broad and has been extensively researched
and adapted across many disciplines including psychology [24,25], sociology [26,27], environmental sciences
[28,29], education sciences [30,31] and management
[32,33].
However, the major applications in the economic
fields refer to marketing [34-36], advertising [37,38] and
branding of companies [39,40].
According to Sole and Wilson [41] storytelling could
be defined as the sharing of knowledge and experiences
through narrative and anecdotes in order to communicate lessons, complex ideas, concepts, and causal connections. The main objective of this narrative technique
is therefore to involve the recipient, to make concrete
what is abstract, and to be remembered over time. In
addition, another feature is the spontaneity of writing,
which suggests a high degree of diversity in the elements
that compose a story [42]. However, Bourion [43] argued
that when comparing narratives which have the same
aim, the words tend to focus on a short list of topics.
In the wine business context, Frost et al. [44] examined the role of storytelling in the cultural heritage
related to wine tourism in Australia, and Parrish and
Downing [45] examined wineries in Napa Valley (US)
and Stellenbosch (ZA), finding a remarkable symmetry
between the types of stories utilised and differences in
terminology. Italian wineries were investigated by Kammerlander et al. [46] who analysed the impact of narratives on the family firm’s level of innovation.
Although the role of text mining methodologies
is widely used in analyses related to the promotion of

product and services [47–49], only two bibliographic
results utilized this methodology to analyse a US winery
website to identify how businesses communicate family
brand identities [50], and to investigate the online narrative of the San Giovese grape variety by examining the
characteristics of non-winery-owned online information
which may shape wine consumers’ behaviour [51].
3. MATERIALS AND METHODS

3.1 Textual statistics methods
Textual statistics consists in the analysis of texts
using statistical methods. Such texts are intended as a
set of distinct elements that have their own frequency
and can be compared [52]. This method is largely used
especially in linguistic research [53–55] and it has different approaches, ranging from a purely formal analysis, in which the texts are not subjected to any treatment
before analysis, to cases in which linguistic information can be used to identify textual forms with specific
meaning [56].
The first step of this study was to analyse the frequencies of the section titles extracted from a selected
sample of winery websites to assess divergence in the
narratives used in the different areas examined.
As suggested by Mora and Livat [42], there is a limited number of topics used in wineries corporate communication. For this reason the titles of the pages have
been categorized into six different argumentative dimensions, which represent the most commonly used themes
in the websites of the wineries in the selected sample
(Table 2).
The first collects all the pages relating to the productive aspects of wine, and pages which explain processes,
innovation and production technologies, as well as winemaking and organic certifications. The second category
concerns the product and the qualities connected to it.
Another important argumentative dimension has been
identified in history in which all the titles of the pages
concerning heritage, as well as some time references, have
been inserted. The last two categories concern the territory and values. As regards the first, all the pages which
refer to the land, the landscape, the roots, the resources
have been inserted. The last dimension is the most consistent and includes all the pages that refer to values.
3.2 Text mining methodologies
The second step of the analysis through text mining methodologies, focused on the investigation of the
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Table 2. Argumentative dimensions and related wineries website
page titles.
Storytelling
Argumentative
Dimensions
Production
Wines
Company
History
Territory

Values

Page titles (codes)
Production, Process, Research, Technology,
Vinification, Winemaking, Innovation, Winegrowers,
Facility, Work, Certification, Sustainability, Green,
Vegan, Bio
Wine, Brand, Product, Awards, Grapes, Vine,
Vineyard, Cellar, Barrique, Quality
About us, Company, Estate, Group, Market,
Marketing, Profile, Projects, Services, Shareholders,
Winery
History, Today, Tradition, Heritage, Story
Territory, Terroir, Surroundings, Resources, Roots,
Regional, Native, Land, Landscape, Locality, Nature
Values, Mission, Union, Vision, World, Thinking,
Solidarity, People, Philosophy, Experience, Identity,
Knowledge, Art, Determination, Excellence,
Communication, Hospitality, Family, Ecosustainability, Environment, Biodiversity

elements which characterize the storytelling present on
the websites of the major Italian wineries. The term text
mining refers to the processes of exploring and analysing large amounts of data in form of texts in order to
identify concepts, topics, models and other attributes.
According to Feldman and Sanger [57], the use of text
mining to probe extracted texts involved three distinct
phases: (1) data collection, (2) pre-processing and cleaning, (3) analysis and evaluation of results. Data collection is the processes aimed at identifying a corpus of
texts relating to the topic, which in our case is represented by the contents of the pages that have been previously identified and which converged into the sets of
each area.
The pre-processing and cleaning phase is necessary
because some information contained in a corpus may be
irrelevant for the analysis and in these cases is removed
from the corpus [58,59]. Thanks to the use of specific
software, ATLAS.TI, it was possible to remove all the
insignificant words that commonly appear in the language, such as prepositions, conjunctions, pronouns, and
punctuation.
We decided to use the Word Clouds method to visualize the results. This type of representation is used in
various contexts as a means of providing a clear overview of the words that appear most frequently in a given
text. For example, Moro et al. [60] use this methodology to establish the breadth of the literature and define
the concept of ethnic marketing, characterized by high

heterogeneity. Other applications are in the biomedical field and especially in the emerging field of Big Data
and computer science. The method is defined as a useful summary for knowing the number and type of topics present in a body of text [61–63] and is typically
obtained by positively correlating the font size of the
represented tags, with the text words frequency [64].
After that, it was necessary to carry out a codification of the main concepts which could comprehensively
describe the storytelling of the wineries. According to
Bazeley [65], coding is a fundamental skill for qualitative
analysis and a purposeful step to somewhere. In addition, it provides a means of access to evidence which can
be useful to query data, for test assumptions and conclusions. At a descriptive level, naming a code provides a
label that connects data to the idea, and from the idea to
all the data pertaining to that idea [66].
In our case we decided to develop a codebook common to all three corpora and the choice fell on the text
words contained in argumentative dimensions shown in
Table 2.
3.3 Data collection
The analysis was based on the major Italian wineries
selected using the AIDA database [67]. AIDA offers comprehensive information on the balance sheets of almost
all the Italian companies operating in the private sector,
enabling a search for individual companies, companies
with similar profiles and facilitating detailed analyses.
More specifically, dataset contains economic variables
such as revenues, value-added, net profits but also additional information such as the address of the company’s
registered office, its website and a description of its main
activity through ATECO 2007 classification1.
Firstly, Italian companies operating in the beverages sector were selected and, subsequently, those with
ATECO code 11.02.10 which identifies companies producing table wines and quality wines. In this way, it was
possible to define three territorial contexts according to
the legal headquarters of the companies (North, Center, South and Islands). A website availability criterion
was subsequently added to the search eliminating those
without website. The resulting companies were sorted in
decreasing order of 2019 balance sheet revenues, considering successively the first 30 companies for each territorial context.
This classification is the Italian version of the European nomenclature published in the Official Journal of 20 December 2006 (Regulation
(EC) no 1893/2006 of the European Parliament and of the Council of
20 December 2006).

1

77

Wineries communication strategies. A text mining analysis
Table 3. Descriptive statistics of the wineries selected by geographical area – AIDA database.
North
Type of company

Avg. No. of
No.
employees

Public Limited Company (Plc)
Private Limited Company (Ltd)
Cooperative
Total

14
12
4
30

103
96
103
100,66

Center

Revenues (€/
mil)
min

max

37,90 227,21
32,71 90,08
45,48 237,18
32,71 237,18

With increasing globalization, firms need to build
a global marketing strategy to reach customers around
the world, and the translation of website contents plays a
crucial role in the effectiveness of communication strategies. The dominance of English as a lingua franca in
international business exchanges is commonly accepted
[68], and for this reason, the sample was built with the
first thirty companies which had the English version of
their website for each area.
Table 3 summarizes the main descriptive characteristics of the sample, from which it is possible to identify
the differences among the selected companies in the various areas.
Data shows how in the North there is a clear predominance of more formalized public companies (Plc)
with the highest level of revenues compared to those in
the Central part of the country, where private companies
(Ltd) prevail, and in the South, where cooperatives are
predominant.
From a territorial point of view, the Veneto region
holds more than 50% of the companies in the North,
followed by Tuscany (14) and Marche (10) in the Central regions and in Southern Italy by Puglia (8). In four
regions, Liguria, Trentino Alto Adige, Friuli VeneziaGiulia and Molise, no companies matched the selected
search criteria (Figure 1).
Once the companies were selected, the websites of
each of them was visited. A database was therefore created containing over 270 section titles which explained
the narrative adopted by each individual company, and
the related content.
4. RESULTS

This investigation allows us to highlight how wine
production has a completely different pattern in the
three areas considered. Northern Italy is characterized by medium and large enterprises, compared to the

Avg. No. of
No.
employees
4
18
8
30

47
24
16
29

South and Islands

Revenues (€/
mil)
min

max

4,67
1,80
1,71
1,71

202,80
114,22
25,92
114,22

No.
5
11
14
30

Avg. No. of Revenues (€/mil)
employees
min
max
41
38
39
39,33

5,96
4,91
4,83
4,83

44,29
15,34
18,78
44,29

Figure 1. Number of wineries selected by region – Performed in
Microsoft Excel.

Center and the South, where less formalized enterprises
prevail. This also reflects the reference market of the
wineries examined. While those in the North are mostly
internationalized with high levels of exports, in Central
Italy and the South the reference market remains the
national one [69].
The results demonstrate very different communication approaches among the areas. Thanks to the first
analysis it was possible to identify the major argumentative dimensions which characterize the storytelling of
Italian wineries (Figure 2).
While in the North more reference is made to history and production methods, in Central Italy the narrative focuses on the company and the quality of the
wine. In the South however, the wineries mainly base
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Values
30
25
20

History

15

Production

10
5

North

0

Center
South

Wines

Company

Territory

Figure 3. Northern Italy wineries word cloud - Threshold values
(min-max) 37-185 – Performed with ATLAS.TI software.

Figure 2. Frequency of wineries pages’ title by argumentative
dimensions.

their communication on the values and on the territory
in which the wine is produced.
The examination of elements which characterize
page contents made it possible to formulate three different word clouds referring to the three geographical areas examined. A set of stopwords [70,71] was developed
to eliminate all insignificant words for the purpose of
the investigation, such as pronouns, verbs, prepositions,
conjunctions, spaces, punctuation, which were excluded
from the analysis (Appendix A – Tab. A1).
In addition, to obtain meaningful word clouds, we
decided to act on the width of the analysis by selecting
minimum and a maximum threshold value. According
to Xu et al. [72] and Bashri et al. [73] the determination
of these values it is decided by the observer. In this case
we decided to parameterize this value to the total number of words of each corpus. As regards the minimum
value, 0.1% of the total number of words for each corpus
has been chosen, while the maximum value was based
on the maximum frequency reached by the first word
not included in the stopword list. The result of this process is for the North a frequency between 37 and 18, for
Central Italy between 34 and 228, and for South between
29 and 149. The word clouds are shown in Figures 3, 4
and 5. (More detailed information see Appendix A,
tables A2-4)
As suggested by Sinclair and Cardew-Hall [74] and
Viegas et al. [75], word clouds generated were the starting
point for a more in-depth analysis focused on strategies
adopted by wineries in the different areas considered.
The codification of the texts based on the words
contained in the argumentative dimensions, allow us to
extract all sentences which contained those words from
the corpus.

Figure 4. Center Italy wineries word cloud - Threshold values (minmax) 34-228 – Performed with ATLAS.TI software.

Figure 5. Southern Italy wineries word cloud - Threshold values
(min-max) 29-149 – Performed with ATLAS.TI software.

Subsequently, the correspondences between the most
commonly used words identified in the word clouds and
the encoded sentences were analysed. This analysis was
carried out in order to mine sample the most significant
quotations in which all the codes that matched up to the
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Table 4. Most significant quotation mined from corpus by area.
Area

Code

Quotations

“wine” AND “production” Nero d’Avola organic wine 2017 is the first Italian organic wine whose production processes, thanks to
AND “quality”
Blockchain technology, have been fully tracked to guarantee quality, provenance and supply chain.
The finest eastern Veneto production Bosco Viticultori is the reference key to place on foreign markets
high quality bulk wine, produced directly in the nine wine cellars of the Group
Active participation, independence, spirit of cooperation and experience are the values and the intrinsic
characteristics of our members, thus guaranteeing the quality of the fruit and of the finished products,
productivity and constant care for the consumer, that allow the cooperative to grow” To promote
a healthy cooperation in order to achieve the best possible results with the grapes contributed by
its members, passing the values and know-how of the wine growing on to the new generation while
preserving the natural and environmental surroundings in the production areas.
Customer satisfaction is at the heart of our philosophy, and this is achieved through: - management and
monitoring of the production chain in order to obtain high quality standards in all typologies of wine
“wine” AND “production”
Center
produced; - preservation of the typicality of all productions and exaltation of the local terroir in order to
AND “quality”
maintain its specific characteristics; - differentiation of characteristics of productions through constant
research aimed at improving company processes.
Complementing this is its system of total quality and hygiene supervision over every phase and place of
production, assuring uncompromised wine stability and purity.
For the first time in 26 generations, the winery inaugurated a new winery designed to welcome wine
enthusiasts inviting them to come into direct contact with their production philosophy based on passion,
patience and the continual pursuit of high quality.
For many years, the most respected wine guides of Italy have been awarding the winery, praising the
transparency and quality of its production.
“wine” AND “production” The region boasts a great biodiversity from a viticultural point of view, producing both native and
South
AND “grapes”
international grapes.
Always focused on the production of quality wine products, over the years we have organized our
traceability system: all stages of production are followed by our trusted employees, our farmers suppliers
are followed in all stages of production of the vine and invited promptly to keep in order all the
documentation concerning the treatment of the grapes, the appropriate production report and the correct
declaration in the case of Igp - Dop grapes.
With a capacity of 250,000 hectoliters in teel storage silos and reinforced concrete tanks, the company is
one of the most important wineries in Southern Italy for the processing and wholesale of quality wine
made from common grapes, PDO and IGP as well as concentrated musts certified for the production of
very high quality vinegars.

North

most commonly used words for each area are present
(Table 4).
These quotations were subsequently analysed to look
for the correspondences with other codes. Figures 6, 7
and 8 show the results of the analyses in the top down
graphs, in which it is possible to examine the differences
in the storytelling that characterizes the communication
of the wineries of the three areas considered.
5. DISCUSSION

The results of the analyses carried out demonstrate a
very different approach in the communication strategies
of the wineries of Northern, Central and Southern Italy.
In general, communication strategies are based on different aspects, often neglecting the link existing between
the quality of wines and the specific characteristics (nat-

ural, but also social and cultural) of their geographical
area of origin, considered an essential element for the
enhancement of wine productions [76–81].
Through textual analysis of each company’s website,
and in particular of titles pages, it emerged that, in all
three areas, wineries “Company” webpage is a predominant characteristic of websites. Nevertheless the three
areas differ from each other in terms of communication
approaches (Figure 2). Northern Italy companies tend to
focus on the production processes webpages, while Central Italy wineries give more attention to the description
of wines quality. In the South wineries tend to describe
values related to their productions.
The wordclouds allowed us to add an additional
layer of analysis. If the terms Wine, Production, Quality and Grapes characterise the communication of wineries in the three areas, each of them has specific fea-
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Figure 6. North Italy wineries communication strategy – Performed with ATLAS software.

Figure 7. Central Italy wineries communication strategy - Performed with ATLAS software.

Figure 8. South Italy wineries communication strategy - Performed with ATLAS software.
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tures. In the wineries of the North, the term Company
stands out, associated with Group and Family (Fig. 3).
This seems to be coherent with results shown in Table
3, which indicate a substantial equivalence, in this area,
of Public Limited Companies (Plc) and Private Limited
Companies (Ltd). In Central Italy, the presence of the
term Family could be justified by the fact that here the
wineries are mostly Ltd and family managed.
The value of Made in Italy emerges through the
terms Italian and/or Italy in all areas considered, however with different modalities and levels of specification.
If in the North there are no explicit references, in Central Italy there are more words linked to unequivocally
Italian types of wine as Chianti, Sangiovese, Morellino,
Verdicchio (Fig. 4), while in the South, also in this case,
there is a constant reference to aspects linked to the territory (Land, Area, Territory) and the landscape element
is leveraged (Fig. 5).
The world of wine is inextricably linked to the concept of time, which is expressed in various forms: the
life cycle of the vine; the vegetative sub-cycle that leads
to the ripening of the grapes; the production and aging
phase in the cellar; and, for some wines, aging (Grainger
and Tattersall, 2007). Not surprisingly, the term Years is
a constant in all areas (Figures 3, 4, 5).
The Central and Southern word clouds also reveal
a marked contrast between the present and the past,
therefore between terms such as Today, and History,
Tradition. In the North, on the other hand, there is an
orientation towards the future, with terms like New and
Innovation. This long-term vision is also accompanied
by the communication of values related to sustainability
(Environment, Sustainability) and internationalization
(World, Market, International).
The use of argumentative dimensions, the mining of
quotations and the identification of the most significant
ones, allowed us to reconstruct a scheme of the communication strategies used in the three areas, systematising the differences characterising them. The strategies of
Northern Italy (Fig. 6) appear less complex than those
of Central and Southern Italy. In fact, in this area there
are only 4 of the argumentative dimensions as identified
in table 2, that is, values, territory, wine and production,
while in the Center (Fig. 7) and in the South (Fig. 8), the
“company” dimension is added to these.
However, the strategy of Northern Italy appears
more detailed.
With regard to value argumentative dimension, it
can be noted how in the North, aspects such as the environment and experience are given greater importance,
while in the Center the values are declined in the philosophy and vision that characterise the production of

wine. In the South, however, this aspect is declined only
in the dimension of biodiversity.
The wine dimension, on the other hand, is communicated by focusing on different aspects, depending on
the area considered. More attention is given to the types
of grapes and cellars in the North and South, whereas in
Central Italy more importance is paid to national and
international awards won by wines.
From the point of view of production methods, in
Northern and Southern Italy the aspects connected to
production processes and technologies are predominant, whereas in Central Italy there is also evidence of
research activities connected to the production.
Territory is the least important aspect in all three
areas and it is declined differently. While in the North
there is a clear reference to territory, in the Center the
focus is on terroir. In the South, instead, the winery
strategy heads towards the strong connection between
wine and territory.
6. CONCLUSION

This work achieves the aim of adding the point of
view of wineries in the broader context of wine communication. A detailed analysis of the major Italian wineries’ communication strategies was carried out both from
a formal and qualitative point of view, allowing us to
have a clear picture of the elements which characterize
the storytelling of wine companies. The application of
text mining methodologies has allowed us to observe a
substantial difference in strategies adopted by wineries in North, Central and Southern Italy, and such differences could be a starting point for future research on
varying aspects, particularly those regarding the assessments on the effect that these strategies can have on the
wine added value or on consumers’ preferences [82].
In this regard, an aspect which needs to be examined
further is undoubtedly the link with the different dimensions of sustainability, and in particular with the environment, which has been specifically mentioned only by
the wineries of Northern Italy. For example, the use of
organic farming techniques or the offer of products with
low, or no, sulfite content are particularly relevant both
for improving the quality of common goods (especially
water and soil) at the level of specific territories, meeting
the demand of consumers who are increasingly attentive
to environmental and health protection [83–85], but who
do not seem to be particularly present in the communication strategies of the sample of wineries considered.
Based on the result of this work, future studies
could also analyse the evolution of these strategies in
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specific local contexts [86,87], or integrate the analysis
through the application of text mining methodologies
on additional wineries communication tools to evaluate characteristic elements in relation to tourism [88] or
wine quality perceptions [89].
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APPENDIX A
Table A1. Stopword list (extract).
a
about
above
actually
after
again
against
ahead
all
almost
also
always
am
an
and
any
anyway
are
aren’t
as
At
be
because
been
before
being
below
Below
between
both
briefly
but
by
can
cannot
can’t
carefully
certainly
clearly
completely
could
couldn’t
currently
did
didn’t
Directly
do
does
doesn’t

doing
it’s
that’s
with
don’t
itself
the
won’t
down
i’ve
their
would
during
Largely
theirs
wouldn’t
each
let’s
them
you
effectively
more
themselves
you’d
especially moreover
then
you’ll
essentially
most
there
your
estate
mustn’t
Therefore
you’re
extremely
my
there’s
yours
few
myself
these
yourself
finally
no
they
yourselves
for
nor
they’d
you’ve
from
normally
they’ll
…punctuation
further
not
they’re
…spaces
generally
of
they’ve
…numbers
had
off
this
hadn’t
on
those
has
once
through
hasn’t
only
to
have
or
too
haven’t
other
under
having
ought
until
he
our
up
he’d
ours
us
he’ll
ourselves
usually
her
out
very
here
over
was
here’s
own
wasn’t
hers
primarily
we
herself
profile
were
he’s
regularly
we’re
him
same
weren’t
himself
service
we’ve
his
shan’t
what
how
shareholder
what’s
however
she
when
how’s
she’d
when’s
i
she’ll
where
i’d
she’s
where’s
if
should
which
i’ll
shouldn’t
while
i’m
so
who
in
some
whom
into
Specially
who’s
is
Successfully
why
isn’t
such
why’s
it
than
Widely
its
that
wines

Table A2. Northern Italy words frequencies.
Word
Stop words
wine
quality
production
company
vineyards
italian
new
family
grapes
world
environmental
area
sustainability
work
international
best
years
group
land
innovation
market
respect
Stop words

Frequency
> 185
185
144
138
92
72
60
58
55
53
53
51
50
49
49
48
46
45
43
42
39
39
38
< 37
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Table A3. Center Italy words frequencies.
Word
Stop words
wine
production
quality
chianti
family
area
grapes
years
land
scansano
vineyard
hectares
morellino
new
time
history
territory
today
since
world
antinori
cantina
classico
sangiovese
tradition
ruffino
located
work
year
italy
verdicchio
Stop words

Table A4. South Italy words frequencies.
Frequency

Word

Frequency

> 228
228
115
111
98
89
80
75
68
58
54
53
52
51
51
50
49
48
47
46
41
40
40
40
37
37
36
35
35
35
34
34
< 34

Stop words
wine
production
grapes
quality
winery
vineyards
company
area
land
territory
italy
grape
aglianico
sea
new
today
vine
tradition
world
years
varieties
vines
history
us
ancient
best
cantina
products
time
unique
Stop words

> 149
149
110
89
68
65
61
56
55
54
48
44
40
39
39
37
37
36
35
35
35
33
33
32
32
31
31
31
31
30
29
< 29
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Abstract. Tourism is sensitive to shocks, and the Covid pandemic has profoundly
changed sector dynamics. Although wine tourism is primarily a form of proximity tourism, the pandemic may have affected wine travellers behaviour and intention
to go on a wine holiday. This exploratory study proposes a comprehensive analysis
of the impact of Covid-related fear and anxiety on wine tourism intentions after the
first lockdown while jointly considering the effects of solidarity, situational and personal involvement with wine. An online survey was delivered to a sample of 553 wine
tourists from Italy and France, two major wine tourism destinations. Results highlight
changes in wine travel patterns after the pandemic, which boosted post-lockdown wine
tourism intentions. Indeed, the latter are poorly impacted by fear of contagion while it
is enhanced by dedicating time to wine in lockdown (i.e., situational involvement) and
by willingness to support local wine producers. Implications for sectors stakeholders
are suggested.
Keywords: Covid-19, Wine tourism, travel intentions, Covid phobia, involvement
with wine, structural equation modelling, solidarity.

1. INTRODUCTION

As past studies highlighted, tourism is vulnerable to shocks. Natural
disasters like tsunamis [1], earthquakes [2] and floods [3] have an inevitable impact on tourism flow. In addition, the industry is affected by terrorism
like 9/11 in the U.S. [4], [5] or the increased frequency of terrorist attacks in
France from 2010 to 2017 [6], [7] and by war [8]. A global economic crisis as
the Covid-19 pandemic can also impact on tourism [9]. The latter has indeed
highlighted the susceptibility of tourism to measures implemented to counteract the circulation of the virus, mainly restricted mobility and social distancing [10]. Being wine tourism a tourism branch, the present article aims
at offering a first comprehensive analysis how the pandemic influences wine
tourism intentions in a post-crisis context.
According to the United Nations World Tourism Organization
(UNWTO), international arrivals in Europe dropped by 68% between JanuWine Economics and Policy 11(1): 89-106, 2022
ISSN 2212-9774 (online) | ISSN 2213-3968 (print) | DOI: 10.36253/wep-11550
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ary and August 2020 compared to 2019, leading to the
worst negative peak since the 1950s. In the past, research
has shown that international tourism has been damaged by other health emergencies such as the Avian flu,
with more significant damage on local (i.e. Asian) tourism [11]. Kuo et al. [12] show that the local number of
cases has affected international tourists’ arrival in SARS
-affected countries but not in Avian flu-affected countries. A similar result was obtained by McAleer et al.
[13]. Tourism in developing economies is subject to the
epidemic crisis because of induced effects due to their
geographical or physical proximity to the outbreak’s
source (e.g., 14 in the case of Ebola). Nevertheless, different tourist populations can react differently to epidemics. For instance, pregnant women or travellers of reproductive age travelled significantly less to Zika-affected
regions after the Zika-birth defects association became
well known [15]. Lastly, eradicating infectious disease
risk associated with Malaria, Dengue, Yellow Fever, and
Ebola could increase international tourism demand and
increase tourism expenditure [16].
Due to its strong vulnerability, the tourism industry has become more flexible and increasingly resilient
to crises. Some shocks are transitory, even if returning
to pre-disaster levels can take years. The speed of recovery depends on the extent of the damage caused by the
disaster, on the ability of tourism stakeholders to rebuild
facilities and infrastructures, and on effective communication stating clearly that the destination is safe
[17]. This is the case of Malaysia (a developing country
and second destination in Asia), subjected to the Asian
financial crisis, the outbreak of Avian flu and SARS,
Asian tsunami, and threat of terrorism [18]. In Taiwan,
visitors’ arrivals had not fully recovered 11 months after
an earthquake [19]. Cultural differences play a role in
the recovery of disaster-hit destinations [20]. In the path
toward recovery, the destination’s attribute can also
change and attract some dark tourism [21]. Shocks can
lead tourists to substitute destinations [22]. However,
with the Covid-19 crisis, the tourism industry faces a
pandemic, i.e., a global crisis in which substituting destinations is not feasible because of mobility restrictions.
Lastly, tourism can respond to shocks and become an
engine for economic recovery [23, 24].
In such contexts, wine tourism can be seen as local
tourism substituting non-local (i.e., international) tourism, and it can be favoured in a context of restricted
mobility and fear of contagion due to uncertainty and
fear of travelling abroad. Moreover, with an economic
downturn, tourists might privilege short breaks instead
of more extended stays. Proximity has been identified
as a critical factor for the success of wine tourism [25].
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Wine tourism has also been acknowledged as a substitute for urban tourism, as it is perceived as safer in the
case of a terrorist threat [6]. Moreover, as tourism stakeholders make a claim for more sustainable practices and
for the need to question the volume growth of the international tourism industry in a climate change context
[10], wine tourism could be a possible answer. Following the pandemic, clusters of wineries relying mostly on
foreign tourism like those identified in Conegliano Valdobbiadene area [26] can strongly benefit of these behaviours. In this respect, it is worth understanding postlockdown domestic wine tourism intentions.
To the best of our knowledge, though, the impact
of the Covid-19 pandemic on wine tourism has not
yet been analysed. Therefore, the present work aims at
exploring how the Covid-19 pandemic impacted wine
tourism intentions both after the lockdown (ALWTINT)
and in the long-run (LRWTINT), starting from the
main antecedents identified by the sector’s literature
such as involvement with wine (WI) while considering
new negative and positive contingency factors, such as
the effect of fear and anxiety towards the virus – further
referred to as Covid Phobia (CPH) –, solidarity towards
national winemakers (SUPLOCW) and acquired interest in wine during the lockdown (AQWINT), reflecting
situational involvement. Changes in wine tourism travel
patterns following the pandemic are also explored. Notably, we focus on two major wine tourism players, Italy
and France, hosting the highest number of wine tourists
in Europe (14 [27] and 10 million a year, respectively).
Figure 1 shows the number of overnight stays in hotels
per month in both countries, which has dramatically
fallen in 2020 and 2021 compared with 2019, despite a
temporary recovery during summer. Indeed, although
the 2020-2021 overnight stays trend is positive (+19%
and +7% in 9 months for Italy and France, respectively), 2021 records are still remarkably lower than in 2019
(-44% in the first 9 months of 2021 for both Italy and
France).
The relevance of this exploratory analysis lies in
its contribution to shed light on how the Covid-shock
impacted on wine tourists’ travel intentions, which is
key to predicting future demand developments and
drafting appropriate recovery strategies. The present
study is indeed among the first to assess the impact of
Covid and of the lockdown on wine tourism while modelling positive and negative drivers together. In light of
the uncertainty around the evolution of the current pandemic as well as of its severe consequences on tourism
sector, this information is strategic to tourism operators
and especially to wineries for understanding how the
virus impacted wine tourists’ behaviour and effectively

91

Does Covid scare wine travelers? Evidence from France and Italy

France (source: INSEE)

2019

2020

ug
us
t
tem
be
r
O
ct o
be
r
N
ov
em
be
r
Se
p

A

Ju
ly

Ju
ne

pr
il

M
ay

ch

A

M
ar

y

ry
ru
a

Fe
b

Ja
nu
ar

M
on
th

30.000.000,00
25.000.000,00
20.000.000,00
15.000.000,00
10.000.000,00
5.000.000,00
0,00

2021

Italy (Source: Istat)

50.000.000,00
45.000.000,00
40.000.000,00
35.000.000,00
30.000.000,00
25.000.000,00
20.000.000,00
15.000.000,00
10.000.000,00
5.000.000,00
0,00

ments and to the high risk of infection connected to
travelling as a social activity. In his respect, people may
have developed fear and anxiety toward the virus that
may negatively impact travel intentions. On the other
hand, the several prolonged lockdowns imposed in most
countries forced people to slow down and have potentially more free time to explore their interests [34]. The
following sections will provide an overview of the main
antecedents of wine tourists behavioural intentions
identified by the sector’s literature and fear and anxiety
towards the novel Coronavirus.
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2.1 Fear of Covid-19 and Corona-phobia

Figure 1. Monthly overnight stays in hotels.

plan a recovery strategy. Certainly, wine tourism is an
important tool for building and strengthening brand
reputation [28], boosting both awareness and demand of
a product [29]. Findings also provide useful information
for planning communication and marketing activities in
the pandemic context.
The following section (section 2) provides an overview on the main acknowledged antecedents of wine
tourism intentions, as well as on context-related factors
that can impact on the latter. Section 3 describes materials and methods, including a description of the sample,
while section 4 presents the results obtained. Finally,
section 5 discusses the key findings and related implications for the wine tourism sector.
2. LITERATURE REVIEW

To date, an extensive literature has developed on
the antecedents of wine tourism intentions [30, 31, 32].
A key element characterising wine tourism research
is involvement with wine (WI), which is identified as
a vital driver of the intention to partake in wine tourism [30, 33] affecting wine tourists experiential priorities [30]. The advent of an extraordinary event like the
Covid-19 pandemic, though, has caused radical changes
in people’s known normality on multiple levels, consequently impacting on their behaviour. Particularly, tourism has been among the hardest-hit sectors due both to
the strict limitations to mobility imposed by govern-

Due to its disrupting effects on worldwide economies,
to its ease of transmission and the life threatening nature
of the Sars-CoV-2 illness, the Covid-19 outbreak prompted the diffusion of fear and anxiety in human society [35,
36, 37]. The literature defines fear as an emotion caused
by danger, pain or harm [35], [38], representing the awareness of danger [35]. Anxiety, instead, is a psychological
response to fear [39]. Differently from psychological discomforts deriving from other extreme events such as natural disasters [40], [41], or accidents [42], those induced by
human-to-human transmissible diseases like Covid-19 are
extensive and long-standing [43].
Therefore, a prolonged and amplified state of fear
and anxiety towards a major catastrophic situation such
as the current pandemic may trigger anxiety disorders
defined as phobias [44]. In this respect, Arpaci et al. [44]
developed a psychometric, self-report tool – the Covid
Phobia Scale (C19P-S) – to diagnose what they classify as corona phobia. Particularly, high values recorded
by the scale detect the presence of a state of great fear
and anxiety towards the virus. The C19P-S is originally
composed of 4 dimensions – economic, psychological,
psychosomatic and social – representing the four main
domains affected by the pandemic. The social dimension is particularly relevant when dealing with (wine)
tourism activities since Covid-19 is an airborne disease,
spread through small liquid particles, called droplets,
emitted when talking, coughing or sneezing [45]. In this
regard, travelling is potentially connected with a great
risk of infection implying uncontrolled contact with
thousands of individuals. Although the global scale of
this health crisis may have levelled out the perceived risk
of infection when traveling to other destinations [35],
fear and anxiety towards the virus can lead to identifying travelling as a dangerous activity and to avoid it.
Consequently, subjects manifesting greater levels of Covid phobia may show weaker post-lockdown wine tourism
intentions (ALWTINT).
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Hence, we postulate the following hypotheses:
H1. Covid phobia (CPH) impacts negatively on postlockdown wine tourism intentions (ALWTINT).
H2. Covid phobia (CPH) mediates the effect of longrun wine tourism intentions (LRWTINT) on post-lockdown wine tourism intentions (ALWTINT).
2.2 Involvement with wine
The key role of involvement in marketing is widely
recognized among scholars [46] as it is acknowledged to
affect consumer decision-making processes and behaviour [47, 48]. The literature distinguishes among three
types of involvement: enduring or personal, connected
to the presence of a long-term personal relevance [50],
[51], physical, arising from specific product characteristics, and situational, which is short-term and results
from temporary changes in a consumer’s environment
[49]. Personal product involvement is the most commonly adopted and it is defined as a subject’s perceived
relevance of an object based on his/her inherent needs,
values, and interests [49, p.342] Considering the hedonic
nature of wine and wine tourism consumption, it is not
surprising to find extensive sector research embodying
the concept of involvement [52, 53, 54]. Hedonic products, indeed, tend to create higher involvement [55].
Particularly, findings reveal that product involvement
can significantly affect wine consumers when choosing which wine to purchase [53], impacts on wine tourists’ behavioural intentions [30], motivations [32] and
travel patterns [33]. However, the extent of its effect
may change based on socio-demographics such as age
[54], [56]. Since wine tourism falls into the category of
leisure travel activities, the most appropriate type of
involvement to be considered according to the literature
is personal involvement, also referred to as ego-involvement. Recently, Bruwer and Huang [56, p.463] defined
the concept of personal involvement in the field of wine
research as “a motivational state of mind of a person
with wine or wine-related activity…which reflects the
extent of personal relevance of the wine-related decision
to the individual in terms of one’s basic values, goals,
and self-concept.”
In this respect, Brown, Havitz & Getz [33] conceptualized a tool to capture ego-involvement with wine in
the wine tourism context – the Wine Involvement Scale
(WIS) – by extending Laurent & Kapferer’s [57] widely applied Consumer Involvement Profile (CIP) scale.
Indeed, the CIP scale has been adopted by several tourism studies in different cultural contexts which contributed to proving its consistency [58]. Notably, the WIS
developed by the authors includes three dimensions:
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expertise, enjoyment, and symbolic centrality. By segmenting a sample of fine wine consumers based on the
wine involvement construct, the authors found that different involvement segments show significantly different
intention to visit a wine region in the near future, highlighting the central role of involvement in predicting
wine tourism. Sparks [30] further underlined the critical role that ego-involvement (i.e., personal involvement)
can play as a motivator in wine tourism. The following
hypotheses are accordingly proposed:
H3. (Personal) involvement with wine (WI) positively affects post-lockdown wine tourism intentions
(ALWTINT)
H4. (Personal) involvement with wine (WI) positively affects long-run wine tourism intentions (LRWTINT)
2.3 Acquired interest in wine and solidarity during the first
lockdown
As mentioned above, the high infection rate of Covid-19 [35] forced entire countries into lockdowns during which only first necessity industries (e.g., food and
pharmaceutical industries) were allowed to operate.
Obliged to slow down, people found more free time on
their hands which could be dedicated to exploring their
interests and to leisure activities [34]. Interest is defined
as the degree of enjoyment a subject gets from engaging
in specific activities [59]. Based on the literature, it can
be affirmed that wine tourism is driven by an underlying
interest, at various levels, in wine [33], [60]. Therefore,
wine tourists have plausibly employed part of their free
time engaging in wine-related activities, as some people
did with cooking [60], thus reinforcing their interest in
wine.
Interest in wine, in its turn, is connected to the
degree of involvement with the topic – i.e., to its subjective relevance for the individual – [49]. Consequently,
the new normality of the lockdown may have fostered a
situational involvement with wine, boosting the effect of
enduring involvement with the product as an antecedent of leisure tourism intentions [62]. As involvement is
an antecedent of the decision to partake in wine tourism, it is reasonable to hypothesize that also situational
involvement (i.e., an increased interest in wine following the lockdown) reinforces both long-term and shortterm wine tourism intentions. Indeed, interests can drive
intentions [59]. Moreover, it can amplify the predictive
power of personal involvement with wine on the intention to visit a wine region.
H5. Acquired interest in wine (AQWINT) mediates
the effect of involvement with wine (WI) on post-lockdown wine tourism intentions (ALWTINT).
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H6. Acquired interest in wine (AQWINT) mediates
the effect of involvement with wine (WI) on future wine
tourism intentions (LRWTINT).
H7. Acquired interest in wine (AQWINT) positively affects post-lockdown wine tourism intentions
(ALWTINT).
H8. Acquired interest in wine (AQWINT) positively
affects long-run wine tourism intentions (ALWTINT).
As pointed out by other academics [63], a crisis
of the proportions of Covid-19 encouraged the population to prioritize society’s problems over personal
needs, pushing them to support national winemakers in
their struggle to survive by purchasing their products.
This sentiment is even more plausible considering that,
already before the Covid-19 outbreak, the literature was
stressing the relevance of wine tourism as a tool for sustainable rural development [64, 65], and the strong association between direct sales of local producers and the
desire to support to local communities [66]. Accordingly,
direct sales are one of the pillars around which the wine
tourism industry is built [67, 25, 28]. As a result, solidarity with national wineries is expected to be a positive
antecedent of wine tourism intentions and to increase the
willingness to go on a wine holiday after the lockdown.
H9. Willingness to support local wineries
(SUPLOCW) positively affects post-lockdown wine tourism intentions (ALWTINT).
H10. Willingness to support local wineries
(SUPLOCW) positively affects long-run wine tourism
intentions (LRWTINT).
3. MATERIALS AND METHODS

3.1 Data collection and survey
The population of interest for the study is Italian
and French wine consumers having an interest in wine
and wine tourism. Given the pandemic circumstances,
an online survey was launched and diffused via e-mail
and Facebook groups dealing with travel and oenogastronomy. Specifically, over 40 Facebook groups and
wine stakeholders were involved, and shared the survey
with their online communities. Data collection lasted
two months, June and July 2020. Alike Villacé-Molinero, Fernández-Muñoz et al. [68], snowball sampling is
deemed an appropriate sampling technique to explore
travel intentions considering the urge to collect data
on a rapidly evolving phenomenon under unprecedented circumstances. This technique has been previously
adopted in tourism and social science research [e.g., 69,
70], allowing to shrink time and monetary costs of data
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collection and to recruit hard to reach communities [71]
while accounting for multiple eligibility requirements
[72]. The main disadvantages of snowball sampling are
self-selection bias and over-representation of subgroups
having similar characteristics [72]. These limitations
were addressed by collecting a large sample and by trying to diversify it socio-demographically.
The questionnaire included 7 main sections investigating the following dimensions: socio-demographics, ego-involvement with wine (WI), Covid phobia
(CPH), acquired interest in wine during the pandemic
(AQWINT), previous wine tourism experience, wine
tourism intentions (LRWTINT, ALWTINT), and financial difficulties caused by the pandemic.
Specifically, the socio-demographic section captured
age, gender, education, country of residence, household
composition, marital status, household income before
the pandemic.
Household income is captured through 4 descriptive
statements adapted from Istat annual survey on life conditions. For example, A sufficient economic situation is
described as follows: “My monthly household income was
usually just sufficient to cover expenses and I/we could
hardly save part of it.”
Potential economic constraints to travel are captured
through one statement measuring family income variations following the pandemic, ranging from 1=much
worse, to 5=much improved (Table 1).
Wine tourists are identified through one statement
assessing if the respondent visited a wine producing
region and/or participated in a wine festival in the last
3 years [33].
Involvement with wine (WI) is captured through
Brown et al.’s [33] wine involvement scale (WIS), which
is deemed the most appropriate for the present study
due to its solid theoretical foundation and its specific
application to wine tourism studies. The original WIS
includes 15 items measured on a 7-point Likert scale,
where 1 = totally disagree and 7= totally agree.
Fear and anxiety towards Covid (CPH) are captured
by adapting Arpaci et al. [44] Covid-19 phobia scale
(C19P-S). In the present study, the C19P-S is preferred
to similar scales [e.g., 37] due to its capability to embody
the effects of both Covid-related fear and anxiety. Considering the aim of the study, which is not diagnostic but
rather to highlight potential negative effects of Covid-19
on wine tourism intentions, the adapted C19P-S scale
(further referred to as CPH scale in the text) includes
the psychological and social dimension measured
through 7 items selected based on loading scores.
Like the wine involvement construct (WI), items
are measured on a 7-point Likert scale, where 1 = totally
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disagree and 7= totally agree.
Five items measured on a 7-point Likert scale (1 =
totally disagree to 7= totally agree) are introduced specifically for the present study to capture the effect of the
lockdown, and particularly of having more free time
because of it, on interest in wine (AQWINT).
Long-run wine tourism intentions (LRWTINT) are
captured through a single item adapted from Sparks [30]
and measuring the willingness to take a wine trip in a
future holiday on a 7-point Likert scale (1 = totally disagree and 7= totally agree).
An additional item captures the short-term intention
to go on a wine trip after lifting Covid-related mobility restrictions (ALWTINT) – i.e., at the end of the first
lockdown – measured on a 7-point Likert scale.
Finally, one item captures willingness to support
local wineries by purchasing locally produced wines
(SUPLOCW) on a 7-point Likert scale (1 = totally disagree, 7= totally agree). The item is formulated as follows:
“After the COVID-19 pandemic, I think it is important
to support Italian winemakers by purchasing wines produced locally”.
A detailed description of the items adopted for each
scale and construct is provided in Table 2.
3.2 Sample description
A total of 751 questionnaires was collected. Incomplete surveys were excluded, and the final sample was
reduced to 713 valid questionnaires. For the sake of
the analysis, only people having previous wine tourism experience were considered (n=553), 412 of whom
from Italy and 141 from France. Table 1 summarizes the
socio-demographic profile of the sample by Country of
residence of the respondents. The socio-demographic
characteristics of the sample are in line with the profile
of wine tourists reported by the literature, which identifies them as highly educated tourists aged from 30 to 50,
with typically woman travelling with their partner, with
a high income [61, 73, 74, 75].
Notably, both samples present similar shares of
males and females while highlighting a slight prevalence
of females (53.2% in Italy; 53.9% in France). Compared
to France, Italy records a higher share of singles (50.5%)
and a lower average education level (17.5% of post-graduates against the 56.0% observed for France). In both
samples, most respondents enjoy either a sufficient or
good economic situation before Covid-19 that did not
change following the pandemic (65.0% in Italy, 66.7% in
France). Nevertheless, a remarkable share of interviewees
from both countries declares that his/her family income
has worsened after Covid-19 (31.8% Italy; 27.0% France).
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3.3. Data Analysis
A preliminary descriptive analysis is conducted
through SPSS software to explore wine tourism travel
patterns before the pandemic, as well as wine tourism
intentions after mobility bans are lifted (ALWTINT),
and long-term tourism intentions (LRWTINT), among
Italian and French wine tourists. AMOS software is
used to further perform Structural Equation Modelling
(SEM). SEM is widely applied in many fields of study
dealing with human-based data, particularly in consumer behaviour studies, tourism included [32, 76, 77).
Indeed, this methodology allows path modelling and the
simultaneous estimation of measurements through multiple equations. Differently from similar techniques such
as Partial Least Square (PLS), SEM estimation accounts
for error variance. This represents a considerable advantage for behavioural studies, where complex theoretical concepts (such as the fear of the novel Coronavirus)
cannot be measured directly through a single item. Still,
instead, they are captured by multi-item latent constructs [78]. By accounting for the measurement error
associated with the use of latent constructs and correcting for it, SEM can provide higher robustness for elaborations made on data collected from human individuals, which are often not normally distributed [78]. SEM
consists of two main steps: Step 1 is the evaluation of
the measurement model (MM), and step 2 is the analysis
of the causal relationships between constructs, i.e., the
structural model (SM) analysis. To proceed with step 1,
exploratory factor analysis (EFA) and confirmatory factor analysis (CFA) are run on the 3 constructs included
in the MM – i.e., Covid phobia (CPH), involvement with
wine (WI) and acquired interest in wine during the
lockdown (AQWINT).
First, the factor analysis (EFA) with principal component as the extraction method and oblique rotation is
run. Like in other studies [30], oblique rotation is chosen
as a correlation among the items expected. The EFA confirms the 3 constructs load on different factors, 4 of the
6 items referring to symbolic centrality of WI scale load
on a different factor showed no consistency with the rest
of the scale. This is in line with past research highlighting potential inconsistencies of the symbolic centrality
dimension of involvement as the context changes [58].
Therefore, the symbolic centrality dimension is dropped,
contributing to maintain an adequate sample-size/
parameters ratio for SEM analysis [78]. Based on Cronbach’s alpha, other items are trimmed from both CPH
and WI scales. The final WI scale includes 7 items, while
CPH comprise 5 items. No items are removed from
AQWINT scale (5 items).
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Table 1. Socio-demographic profile of respondents by country.
Italy (n=412)
Gender
Age

Education

Marital Status
Has children
Income Before Covid

Income Variation
After Covid

Male
Females
18-29
30-40
41-50
51-60
60+
High school or lower
College
University
Post-Graduate
Couple
Single
No
Yes
Insufficient
Just sufficient
Sufficient
Good
Much worse
Worse
Unchanged
Improved
Much Improved

France (n=141)

Frequency

%

Frequency

%

193
219
76
121
103
82
30
13
129
198
72
204
208
329
83
3
35
194
180
12
119
268
12
1

46.8
53.2
18.4
29.4
25.0
19.9
7.3
3.1
31.3
48.1
17.5
49.5
50.5
79.9
20.1
0.7
8.5
47.1
43.7
2.9
28.9
65.0
2.9
0.2

65
76
24
36
38
26
17
0
13
49
79
106
35
99
42
4
17
71
49
6
32
94
9
0

46.1
53.9
17.0
25.5
27.0
18.4
12.1
0.0
9.2
34.8
56.0
75.2
24.8
70.2
29.8
2.8
12.1
50.3
34.8
4.2
22.7
66.7
6.4
0.0

N=355
Source: own elaboration.

Secondly, we proceed with the confirmatory factor analysis (CFA) of the measurement model (MM),
the results of which are presented in Table 2. To evaluate MM’s Goodness-of-fit (GOF), Root Mean Square
Error of Approximation (RMSEA) and Standardized
Root Mean Residual (SRMR) are considered as indices
of absolute fit. At the same time, Tucker Lewis Index
(TLI) and Comparative Fit Index (CFI) are reported for
incremental fit. Thresholds for the GOF indices are considered based on sample size (n) and on the number of
observed variables in the model (m) according to Hair
et al.’s guidelines [78]. Overall GOF of the measurement
model (MM) on the whole sample is satisfactory (χ2
(553) = 441.13; df = 112; p < .001; χ2/df = 3.94; RMSEA
= .07; CFI = .96; TLI = .95; SRMR = .04). Although
some researchers argue that χ2 should not be significant
[e.g.., 30], this statistic tends to penalize larger samples
and models with a higher number of observed variables [78]. According to sample size (n = 553) and number of observed variables (m = 17) of the MM applied,

significant p-values for χ2 are expected [78]. Construct
Reliability (CR) and Average Variance Extracted (AVE)
are above the recommended thresholds for all latent
constructs (CR > .7; AVE > .5) [78], and all standardized factor loadings are significant and above the ideal
threshold (.7) providing evidence of convergent validity
for all scales [78]. Discriminant validity is also supported by AVE exceeding inter-construct correlations [78].
For step 2, i.e., the analysis of the causal relationships between constructs, the same GOF indices used
for the MM are considered. Mediation effects (H2; H5;
H6) are explored in addition to direct effects and are
estimated through bootstrapping (500 bootstrapping
intervals) with bias-corrected confidence intervals (C.I.
= 95%). This technique is reported to be a reliable tool to
test for indirect effects, providing intervals for estimates
without relying on distribution [79].
Lastly, cross-cultural differences between France
and Italy are further explored through a multigroup
analysis (MGA). Before path differences between the two
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Table 2. Factor loadings and reliability of the measurement model.

Item description

Average
Variance
extracted
(%)b

Construct
Reliabilityc

AVE

CR

67.9

.91

0.80
0.86
0.84
0.92
0.92
0.90
0.78

73.9

.95

0.82
0.81

69.6

.92

Factor
loadinga

Covid Phobia (CPH)
CPH1
CPH2
CPH3
CPH4
CPH5

The fear of coming down with coronavirus makes me very anxious.
I am extremely afraid that by traveling me/ my family might become infected by the
coronavirus.
News about coronavirus-related deaths causes me great anxiety.
After the coronavirus pandemic, I feel extremely anxious when I see people coughing.
The idea of traveling with big groups of peolpe (e.g., by train or plane) makes me anxious

Involvement with wine (WI)
WI1
My interest in wine makes me want to visit wine regions
WI2
My interest in wine has been very rewarding
WI3
Wine represents a central life interest for me
WI4
Wine represents a central life interest for me
WI5
I have invested a great deal in my interest in wine
WI6
Much of my leisure time is devoted to wine-related activities
WI7
People come to me for advice about wine
Acquired Wine Interest in lockdown (AQWINT)
AQWI1
During the lockdown, I learnt more about wine and winemaking
AQWI2
During the lockdown, I became more passionate about wine
During the lockdown, I watched and/or read on-line content (e.g., youtube videos, blogs) and/
AQWI3
or documentaries about wine
Since the beginning of the lockdown, I started following profiles of wineries/wine experts on
AQWI4
social media
Since the beginning of the lockdown, I started looking for more information about the wines I
AQWI5
want to purchase

0.91
0.81
0.88
0.76
0.78

0.87
0.87
0.80

n=553.
a. Based on standardized regression weights from AMOS.
b. AVE was computed based on the formula from Hair et al. [78] as an indicator of convergent validity.
c. CR was computed based on Hair et al. [78].

countries are tested, a preliminary multigroup confirma- of .7 or above in both groups [78], supporting configutory factor analysis (MCFA) is required to test for the ral invariance. Subsequently, we test the model for metmeasurement model to be consistent between the two ric invariance by comparing the fit of the constrained
groups. To do so, the fitting of the MM is first tested on model (M1), where all factor loadings are imposed to
the French and Italian samples separately to assess con- be equal between the groups, and of the unconstrained
figural invariance. The latter condition is confirmed by model (M0), through a likelihood ratio test (LR). LR test
the MM showing acceptable fitting for both groups (Italy compares the model with and without constraints by
χ2 (412) = 361.77; df=112; p < .001; χ2/df = 3.23; RMSEA estimating them as nested models. The output produces
= .07; CFI = .96; TLI = .95; SRMR = .04; France χ2 (141) a chi-square χ2 statistic estimated according to equation
= 242.99; df=112; p < .001; χ2/df = 2.17; RMSEA = .09; 1 [79]:
CFI = .94; TLI = .93; SRMR = .05). Moreover, the totally
𝐿𝐿 (𝑀𝑀# )
free multiple group model (TF) reveals acceptable fit (χ2
𝜒𝜒 ! = −2𝑙𝑙𝑙𝑙𝑙𝑙 )
. = {−2𝑙𝑙𝑙𝑙𝑙𝑙[𝐿𝐿 (𝑀𝑀# )]} − {−2 log[𝐿𝐿 (𝑀𝑀$ )]}
𝐿𝐿 (𝑀𝑀$ )
(553) = 605.10; df=224; χ2/df = 2.70; p < .001; RMSEA =
(1)
𝐿𝐿 (𝑀𝑀# )
!
.05; CFI = .96;𝜒𝜒TLI
.95; SRMR
= .04).
All standardized
(𝑀𝑀# )]} − {−2 log[𝐿𝐿 (𝑀𝑀$ )]}
= =−2𝑙𝑙𝑙𝑙𝑙𝑙
)
. = {−2𝑙𝑙𝑙𝑙𝑙𝑙[𝐿𝐿
𝐿𝐿 (𝑀𝑀at$ )p < .001 with values
factor loadings are significant
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This step brings statistical evidence that the measurement model (MM) measures the same constructs in both
the groups considered: if the χ2 statistic between the two
models is significant, it means model estimates differ
between the groups. I our study, model’s metric invariance
is supported (χ2 test p= .625), confirming the equivalence
of psychometric properties of the MM across groups [78].
Therefore, it is appropriate to proceed with multi-group
comparisons. Single paths are further tested to identify
which effects are significantly different between groups. In
light of the size difference between the two groups, estimations have been weighted over groups numerosity.
4. RESULTS

4.1 Wine tourism travel paths before Covid and post-lockdown travel intentions.
Descriptive statistics of the samples are presented in
Table 3. Before the pandemic, most Italian and French

wine tourists travelled to wine regions close to their
area of residence and/or located in different regions,
and a remarkable share visited wine regions in other EU
countries (34.2% in Italy; 34.8% in France). The average
length of stay is slightly higher for French wine tourists, who tend to travel with their partner (59.6%), with
friends (41.1%) or their family (29.8%), prefer private
lodgings (41.1%) or hotels (34.4%) as accommodation,
and declare a higher average budget compared to Italian tourists. However, this budget difference is not significant (F (1, 508) = 2.26, p = .13). Instead, Italian wine
tourists tend to prefer shorter trips (the 43.4 visits to a
wine region no longer than 1 day), and usually stay at
bed & breakfasts (38.4%) or hotels (29.3%). Similarly to
French wine tourists, most Italians usually travel with
their partner (55.8%) or friends (54.4%), but a considerably higher share travels with other wine lovers (28.9%
in Italy; 17.0% in France).
With respect to wine holidays after mobility restrictions, the great majority of both French and Italian wine
tourists plans wine travel in a different region and to stay

Table 3. Wine tourism travel patterns before and after Covid-19.
Before Covid
Italy

After Covid*
France

Italy

France

freq.

%

freq.

%

freq.

%

freq.

%

Yes
Yes
Yes
Yes

306
292
141
34

74.3
70.9
34.2
8.3

88
106
49
24

62.4
75.2
34.8
17.0

133
241
95
20

41.0
74.4
29.3
6.2

29
54
32
6

33.3
62.1
36.8
6.9

1 day or less
2-3 days
4-7 days
≥ 7 days

178
156
65
11

43.4
38.0
15.9
2.7

43
57
24
15

30.9
41.0
17.3
10.8

75
145
62
25

23.1
44.8
19.1
7.7

16
29
28
14

18.4
33.3
32.2
16.1

Preferred accommodation

Hotel
Bed & Breakfast
Private lodging
Camping/village
Agritourism

68
89
39
9
27

29.3
38.4
16.8
3.9
11.6

33
13
39
5
5

34.7
13.7
41.1
5.3
5.3

43
89
39
8
53

18.5
38.4
16.8
3.4
22.8

22
6
37
3
3

31.0
8.5
52.1
4.2
4.2

Traveling with partner
Traveling with friends
Traveling with family
Traveling with wine lovers
Traveling alone
Budget

Yes
Yes
Yes
Yes
Yes
(€)

230
224
75
118
33

55.8
54.4
18.2
28.6
8.0

84
58
42
24
13

59.6
41.1
29.8
17.0
9.2

193
157
51
57
24

59.6
48.5
15.7
17.6
7.4

50
30
24
10
8

57.5
34.5
27.6
11.5
9.2

Visited wine regions in:
The same region where I live
A different region in my country
Another E.U. country
An Extra E.U. country
Length of stay

431.0

513.0

539.9

622.3

N=553: Italy n=412; France n=141.
*After Covid wine travel statistics refer solely to wine tourists who are most likely to have a wine holiday after the end of mobility restrictions (ALWTINT ≥ 4; France n = 87; Italy n = 324).
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Table 4. Long-term and short-term wine tourism intentions.
1

2

3

4

5

6

7

Mean St.Dev.

Anova
F

p
0.00
0.00

Italy
France

0.7
7.1

1.7
7.8

1.9
11.3

6.8
14.9

9.0
23.4

16.0
12.1

63.8
23.4

6.3
4.7

1.25
1.85

85.98A

Plans to visit a wine region after mobility bans are Italy
lifted (ALWTINT)
France

5.8
12.8

7.3
11.3

8.3
14.2

6.6
12.1

14.1
17.0

15.8
11.3

42.2
21,3

5.3
4.3

1.93
2.02

29.23

Would like to visit a wine region in a future
holiday (LRWTINT)

n=553. 1=strongly disagree; 7=strongly agree.
A The assumption of Homogeneity of Variance is violated, Welch Anova is used.

Figure 2. Path diagram with standardized regression coefficients: SEM results on the whole sample. Note: n = 553; ***p < .01; **p < .05; *.
Significant paths are represented with a continuous line and the related structural weights are reported in bold.

longer than one day (44.8% 2-3 days in Italy; 65.5% % 2-7
days in France). Among Italian respondents, the interest in hotels dropped by 58% in favour of an agriturismo
(+97 %; Table 3), which are typically family run farms
with a limited number of rooms. This variation does not
seem to be related to fear and anxiety towards Covid as
no significant difference in CPH emerged for wine tourists preferring an agriturismo (F (1, 322) = 1.5, p = .22) or
a hotel (F (1, 322) = 1.7, p = .20) for a post-lockdown wine
holiday. Most French tourists still prefer private lodgings
(+27%) and are interested in hotels (31.0%). Generally, the
Italian sample shows a significantly higher intention to
go on a wine holiday both on the long-term and after the
lifting of mobility bans (Table 4).

4.2 Structural model results
The structural model (SM) is fi rst tested on the
whole sample (Figure 2). Goodness-of-fit statistics
reveal a satisfactory fit to the data (χ2 (553) = 605.81;
df = 175; p < .001; χ2/df = 3.46; RMSEA = .07; CFI
= .95; TLI = .95; SRMR = .04). The model shows a
remarkable predictive power, explaining 41% and 42%
of LRWTINT and ALWTINT variance respectively.
Involvement with wine is a significant antecedent of
long-term wine tourism intentions (WI -> LRWTINT; β
= .57; p < .001), which is the main predictor, followed
by willingness to support national wineries (SUPLOCW
-> LRWTINT; β = .15; p < .001). As regards the willing-
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Table 5. Summary of hypotheses tested and related outcomes.
Hypothesis

Outcome

H1. Covid phobia impacts negatively on post-lockdown wine tourism intentions.
Partially supported
H2. Covid phobia mediates the effect of future wine tourism intentions on post-lockdown wine tourism intentions.
Not supported
H3. Involvement with wine positively affects post-lockdown wine tourism intentions.
Not supported
H4. Involvement with wine positively affects future wine tourism intentions.
Supported
H5. Acquired interest in wine mediates the effect of involvement with wine on post-lockdown wine tourism intentions.
Supported
H6. Acquired interest in wine mediates the effect of involvement with wine on future wine tourism intentions.
Not supported
H7. Acquired interest in wine positively affects post-lockdown wine tourism intentions.
Supported
H8. Acquired interest in wine positively affects long-run wine tourism intentions.
Not supported
H9. Willingness to support local wineries positively affects post-lockdown wine tourism intentions.
Not supported
H10. Willingness to support local wineries positively affects long-run wine tourism intentions.
Supported
Note: n=553.

Table 6. Correlations and descriptive statistics.
AQWINT
Acquired interest in wine during the lockdown
(AQWINT)
Covid-related fear and anxiety (CPH)
Involvement with wine (WI)
Wine tourism intentions after lockdown
(ALWTINT)
Future wine tourism intentions (LRWTINT)
Worse income after Covid (WORSEINC)
Willingness to support local wineries
(SUPLOCW)

CPH

WI

ALWTINT LRWTINT WORSEINC SUPLOCW

0.058
0.662***

3.5 (1.63)
0.058

5.2 (1.35)

0.404***

0.004

0.494***

5.1 (2.02)

0.466***
0.109***

0.102***
0.106***

0.640***
0.149***

0.624***
0.171***

5.9 (1.58)
0.131***

0.3 (0.46)

0.129***

0.041

0.123***

0.139***

0.194***

0.050

3.5 (1.77)

6.0 (1.35)

Note: Mean (Std. Dev.) on the diagonal. *** p < .01 ** p < .05.

ness to go on a wine holiday after the lifting of mobility
restrictions (ALWTINT), it is significantly predicted by
both LRWTINT (β = .52; p < .001), and by AQWINT
(β = .11; p = .04). A worse family income following the
pandemic (WORSEINC) positively affects ALWTINT
as well, although to a lesser extent (β = .09; p = .01).
Interestingly, neither WI nor SUPLOCW are predictors
of ALWTINT. Covid-related fear and anxiety (CPH)
have a limited negative impact on post-lockdown wine
tourism intentions (CPH -> ALWTINT β = - .07; p =
.05) but no significant effect on LRWTINT. Finally, as
expected, WI is a significant antecedent of AQWINT in
lockdown (β = .75; p < .001).
While the relationship between WI and LRWTINT
is not significantly mediated by AQWINT, the effect of
WI on ALWTINT is fully mediated by the construct
(direct effect β = .07; p = .28; indirect effect β = .09; p
= .04). Regarding mediation of CPH among LRWTINT
and ALWTINT, a significant indirect effect was found
(β = - .01; p = .04), although having a limited size. Table

5 summarizes the results obtained from the SEM analysis for all the hypotheses postulated while correlations,
mean, and standard deviation of the variables included
in the path diagram are proposed in Table 6.
Multigroup comparisons between French and Italian
wine tourists are conducted to check for cross-cultural
differences in single paths of the model. Table 7 summarizes the key descriptive statistics of the two sub-samples
compared through the multigroup analysis (i.e., France
and Italy).
The effect of AQWINT on ALWTINT is found to
differ significantly between France and Italy (χ2 (351,
553) = 8.01, p < .001). In particular, the effect for Italian
respondents is positive and significant (β = .20; p < .001),
while it is negative and non-significant for the French
sub-sample (β = - .18; p = .13). Slightly significant differences are found also for the effect of CPH and of WORSEINC on ALWTINT (χ2 CPH (351, 553) = -.22, p = .07;
χ2 WORSEINC (351, 553) = 2.65, p = .09). Similarly to
the former effect, the two paths are not significant in the
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Table 7. Mean and standard deviation of the variables included in the SEM by group.
France (n=141)
Involvement with wine (WI)
Acquired interest in wine during the lockdown (AQWINT)
Covid-related fear and anxiety (CPH)
Wine tourism intentions after lockdown (ALWTINT)
Future wine tourism intentions (LRWTINT)
Willingness to support local wineries (SUPLOCW)

Italy (n=412)

Mean

St.Dev

Mean

St.Dev

4.9
3.0
3.4
4.3
4.7
6.1

1.36
1.79
1.46
2.06
1.85
1.24

5.4
3.6
3.7
5.3
6.3
5.9

1.32
1.73
1.54
1.93
1.25
1.39

Note: n=553; Italy n=412; France n=141.

Figure 3. Multigroup comparisons between Italy and France. Note: n = 553; ***p < 0.01; **p < 0.05; *p < 0.1. The first result refers to Italy,
the second to France. Significant results are reported in bold.

French sub-sample (CPH -> ALWTINT France β = .04;
p = .48; WORSEINC -> ALWTINT France β = - .05; p=
.86) but they are for the Italian one. Particularly, CPH
has a significant negative impact on ALWTINT (CPH
-> ALWTINT Italy β = - .11; p < .001) while a worse
income (WORSEINC) positively predicts short-term
wine tourism intentions (WORSEINC -> ALWTINT Italy β = .51; p < .001). Results of multigroup comparisons
are summarized in Figure 3.
Country-moderated mediation effects have been
further explored. No significant differences emerged for
CPH mediation between the two groups (χ2 (352, 553)

= 3.42, p = .18). Similarly, the mediation of AQWINT
on the effect of WI on LRWTINT is not significantly
different between France and Italy (χ2 (352, 553) = 3.80,
p = .15). A significant difference exists for the mediation of AQWTINT on WI and ALWTINT (χ2 (352,
553) = 11.39, p = .003). Particularly, the indirect effect
of WI on ALWTINT is positive for Italian respondents
while it is negative for French wine tourists, despite
poorly significant (Italy β = .15; p < .004; France β =
-.15; p =.092).
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5. DISCUSSION AND CONCLUSION

The present study is among the first to provide a
comprehensive overview on how an unprecedented
event like the pandemic affected wine tourists’ behavioural intentions considering both positive and negative
factors. To do so, we focus on two major wine tourism
actors which have been severely hit by Covid-19: Italy
and France.
Generally, this analysis suggests the pandemic
boosted wine tourism intentions rather than limiting
them. Particularly, a greater share of wine tourists from
both countries is willing to travel outside their region of
residence after the lockdown, either to a different region
or to another European country. Diversely, the share of
tourists willing to travel to a neighbouring wine region
is significantly smaller. Both the average length of stay in
the wine region and the planned budget for a wine holiday record an increase compared to pre-Covid, despite a
considerable share of respondents declaring a worse economic situation following the pandemic. This observation is consistent with the overnight stays peak recorded
between July and August 2020 in both countries, when
most Covid limitations were lifted. For the future wine
tourism research agenda, it would be interesting to evaluate whether the pandemic encouraged wine holidays
instead of other trips among (wine) tourists.
A switch from hotels to agriturismo emerged in the
Italian sample, which does not appear to be connected
to fear of contagion. National tourism statistics support
this tendency since, compared to 2019, overnight stays
in accommodations other than hotels (e.g., agriturismo,
camping) recorded a lower decrease (-45%) than hotel
ones (-56%) in 2020. Moreover, they grew more than
hotel stays in 2021 (+27%, compared to +19% for hotels),
and are therefore recovering faster from the 2020/2019
drop: while the 2021/2019 variation for hotels is still
above -40%, other accommodations raised to -28%.
Further research is needed to verify the extent of such
behavioural changes and to explore their drivers.
In our study, Covid-induced fear and anxiety (CPH)
only shows a minor and poorly significant negative
effect on wine tourism intentions after the lockdown
(ALWTINT). This is despite the data collection timeframe, i.e. after the first wave of infection, when information on the virus and potential treatments was still
scarce. Moreover, CPH does not mediate the relationship
between future wine tourism intentions (LRWTINT)
and intention to go on a post-lockdown wine holiday.
The mild negative impact of CPH may be explained by
the fact that wine tourists tend to be older than regular
tourists, and the Covid-mortality rate is greater for the
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elderly [81]. Nevertheless, in line with existing studies
[e.g., 35], CPH does not constitute a substantial deterrent
to wine holidays. Although more research is required,
we can reasonably connect this outcome to a higher perceived safety of rural destinations (like wine regions)
compared to city ones [6]. This hypothesis is reinforced
by recent findings showing how the threat of Covid
intensifies consumers’ tendency to avoid crowding [82],
which is easier in rural area.
It should be noted that the impact of CPH is
remarkably higher for the Italian sample, where its
direct effect on wine tourism intentions after the lockdown is negative and significant (β - .11, p < .01). At
the same time, it is non-significant for French respondents. Trust in official communications may have played
a role in determining this country difference since, as
Villacé-Molinero et al. [68] highlighted, they impact on
the likelihood to stick to travel plans. Therefore, this is
an essential factor to be considered by future research on
the topic.
The fact that AQWINT in lockdown significantly affects post-lockdown wine tourism intentions
(ALWTINT) suggests that the proper communication
strategy can help attracting wine tourists ahead of time.
The prolonged duration of the Covid pandemic enhances
the relevance of this finding, drawing attention on the
strategic role played by virtual wine content and socialmedia marketing in reaching a wider audience and retain
existing consumers during infection peaks. By fostering
an increase of online content use, Covid has also boosted
their long-term marketing potential in reducing the time
and financial investment for wine tourists approaching
unknown wineries and wine regions.
The effect of such activities, though, may vary from
country to country. Indeed, the influence of situational
wine involvement (AQWINT) on post-lockdown wine
tourism intentions (ALWTINT) shows a significant direct
effect only for the Italian subsample (β .20; p < .001). The
same variable is a also a mediator of personal involvement
with wine (WI) on ALWTINT for both French and Italians, while playing a greater and positive role for the latter. Summing up, while in Italy situational involvement is
an antecedent of short-term wine tourism intentions independently from involvement with wine, its effect is exclusively connected to the latter variable in France.
Nevertheless, ss past studies suggest [33, 62], the significant mediation of AQWINT on the path from WI to
wine tourism intentions supports the relevance of situational involvement in enhancing the predictive power of
WI. Academically, this finding paves the way to further
research exploring the role of situational involvement in
predicting wine tourism intentions and behaviour.
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WI further confirmed to be a key antecedent of
long-term wine tourism intentions, [52, 53, 54]. The
remarkable standard deviation observed for WI highlights the present sample includes wine tourists possessing different degrees of interest and involvement
with wine: a characteristic that may impact their future
behavioural intentions. Future studies should address
this issue and analyse group differences in wine tourism
behaviour after the Covid outbreak based on respondents’ profiles as wine consumers, which is beyond the
scope of this study.
Solidarity, intended as the willingness to support
local wineries by purchasing their products (SUPLOCW),
emerged as a noteworthy driver of long-term wine tourism intentions. This finding is in line with proximity being a key driver of wine tourism [25], which is also
supported by the remarkable share of day-trippers in the
sample. Moreover, it highlights the strong connection
between the wine tourism phenomenon and support to
rural communities through direct sales [66] and, on a
greater scale, the vital role wine tourism can have as a
form of sustainable tourism, answering rising concerns
of tourism growth in the context of climate change [10].
Winery owners and tourism stakeholders should build on
the willingness to support local businesses to attract travellers outside major city destinations, designing sustainable itineraries and experiences in rural areas.
Post-lockdown wine tourism intentions (ALWTINT)
seem to benefit of proximity as well, being positively
impacted by negative repercussions of Covid-19 on household income. So, in a sense, trips to close wine areas may
represent an attractive and affordable getaway for families
suffering the negative financial repercussions of Covid-19.
This is true especially for the Italian subsample, where the
effect is significant and not negligible (β 0.12; p < .01).
Despite some researchers argue that the pandemic
brought people attention on society problems [63], in
our model solidarity with local winemakers after the
Covid-19 crisis does not impact intentions to go on a
wine holiday after the lockdown significantly. This outcome may be the result of risks connected to travelling
representing a too high price to pay to prioritize collective wellbeing, since the potential losses associated with
Covid infection include health issues.
Whilst offering a comprehensive overview on a still
unexplored topic, the present study comes with some
limitations, which are mostly connected to operational
difficulties in collecting data. Notably, a relevant size
difference between the two subpopulations exists. In
this respect, data analysis relied on weighted estimates
based on the French and the Italian group sizes. Some
heterogeneity in terms of wine tourism intentions is also
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present between the two countries. The nature of such
Country-based behavioural differences calls for further
research, while the present study results represent an
exploratory step forward to their comprehension.
To conclude, the pandemic has deeply impacted tourism dynamics, inducing changes in travellers’
behaviour that call for fast, innovation-based responses [68]. Moreover, the emergence and re-emergence of
lethal viruses have become increasingly frequent and
worrying in the last decade, notably for the ease of
transmission fostered by international travel [83]. Covid itself is still undefeated, and new viral variants are
emerging. The findings of this study, therefore, provide
wine tourism stakeholders with relevant information
on how such unprecedented circumstances impact wine
tourists’ behaviour and to effectively plan a recovery
strategy accordingly. Academically, this research represents important progress to wine tourism research as,
differently from many past studies, it provides a comprehensive view of behavioural intentions by simultaneously
modelling positive and negative drivers of intentions: an
improvement which is very much needed to avoid undesired myopias connected to the important role played by
constraints in behavioural research [84].
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Abstract. The aim of this research is to aid winery managers in bundling a plethora
of different service features to meet the wine tourists’ expectations. A discrete choice
model using best-worst scaling (BWS) data is estimated to obtain the relative importance of the attributes included in the analysis. Findings show that the most important
aspects that make wineries attractive are: to offer wine tastings and “tour & visits”, to
provide visitors with wine specialists/tour guides and, finally, to make the surrounding area and natural environment as pleasant as possible. Furthermore, the study highlights that wine tourists’ preferences are heterogeneous.
Keywords: wine tourism, Sardinia, choice experiments, Best-Worst Scaling, discrete
choice models.

1. INTRODUCTION

Any firm in any sector has to make an effort to fully understand the customer’s needs and expectations and to meet them, thus, generating satisfaction and willingness to buy again the product/service and/or to recommend
it to others both online and offline.
During the last few decades, wineries around the world have been
approaching wine tourism as a valid and effective distribution channel [1],
a way to promote the products and to be in close contact with potential customers. Thus, wineries can sustain their national and international sales and
market share. Hence, their ability to deeply understand what attracts visitors to wineries and what makes them satisfied has become pivotal both for
academia and the industry [2]. According to Victorino et al. [3], the lack of
an appropriate combination of the resources with the necessary skills and
knowledge impede firms from innovating their products, service and experiWine Economics and Policy 11(1): 107-126, 2022
ISSN 2212-9774 (online) | ISSN 2213-3968 (print) | DOI: 10.36253/wep-9946
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ences. Innovation is a prerogative that creates value for
the customers making them satisfied and loyal [4].
Tseng et al. [5] viewed service innovation as a strategical tool to keep a firm competitive. However, knowledge of consumers’ reactions to innovations in traditional and symbolic markets such as wine [6] is still very
limited so to anticipate the possible acceptance of such
innovations is, in the best of the cases, very risky. Furthermore, especially in wine sector, innovation can be
seen as an antagonist of tradition because part of the
prior and authentic experience can be in part lost, so
such innovation can be a failure in the marketplace [7].
Furthermore, the number of academic studies aimed
to investigate which are the main service features that
make visitors at wineries satisfied is not such large, tend
to apply mostly factor and Structural Equation Model
(SEM) analysis [8,9], and tend to ignore Italy [10] despite
its relevant role both in term of wine production and
wine tourism. Thus, the novelty of the paper is based on
two main features: the methodological approach and the
case study of Sardinian wine tourism.
Best–worst scaling (BWS) has been found to be an
efficient way to elicit taste-based preferences that obtain
the key drivers of service provision in different contexts
[11]. The method has been applied in different fields such
as transportation [12,13]; marketing [14,15]which can be
greatly ameliorated by the use of a new technique, bestworst scaling (BWS; health care [16,17]; food industry
[18,19]; wine choice in Italy [20]; and tourism [21,22].
Scarpa et al. [22] find that repeated best-worst selection
tasks facilitate the cognitive burden of multi-attribute
stated preference surveys. Kim et al. [21] contend that
BWS has been almost absent in the tourism literature,
and it is still unclear why this is the case as there are
many topics that could be benefitted from its application. These authors use BWS to identify the most important key drivers that characterize hotel choice under two
different scenarios: luxury and economy hotels.
In this paper, the authors transform survey data
obtained from the use of traditional semantic scales into
a BWS data set with the purpose of analysing the main
drivers of customers’ preferences for wine tourism. The
applied method extracts, from each observation, substantially more information than that obtained by analysing the scores reported by respondents independently.
Thus, the present research is an additional case of the
scant BWS studies in tourism, and it is expected that
the methodology could be applied more frequently in
the future since it represents an efficient method to elicit
taste-based preferences.
This said, there is a need to deepen our understanding of wine tourism and BWS is an adequate methodo-
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logical alternative to achieve this purpose. For this reason, experimental designs to extract BWS datasets, jointly, with advanced discrete choice models estimations are
proposed in the study to better delineate the key drivers
that develop successful wine tourism products. BWS
datasets are free of the biases inherent in traditional
response scales and are ideal for handling the comparative evaluation of large amount of indicators which are
mostly qualitative in nature [12] (p. 108). This would
strongly support wine producers and managers in their
attempt to effectively plan and implement their product
and service design in ways that their visitors can be satisfied with the visit and prone to return to it and/or to
recommend it to others [23,24].
According with existing literature, the product and
service design consists of the evaluation of available
resources that aims to being innovative and unique [25].
The customer value is obtained through a perfect alignment between the perceived service and the expectations. Hence, wineries need to find the true value drivers differentiating these from those attributes which can
be costly to the firm without providing the adequate rate
of return. Specifically, wineries need to analyse whether
being able to taste the local produced wine, being able to
visit the vineyards and the cellar, being able to buy wine,
being able to be accommodated, among others, are true
value drivers.
Based on the literature review, the paper proposes to
design the high-valued winery tourism products based
on 29 different attributes used to describe the main
operational capabilities of wineries, such as tangible
product characteristics, staff attributes and other more
affective and emotional attributes. Hence, the aim of this
research is twofold. First, it aims to analyze the degree of
importance of different attributes that could be considered by visitors when selecting a wine tourism destination. Secondly, it aims to ascertain whether socio-demographic characteristics of visitors (gender, age, place of
residency) and travel-related variables (prior experience
with visitation at wineries and length of stay) influence
their assessment.
To achieve these aims, the study data collected in
the period June-September 2015 from a sample of 271
visitors at wineries in the Island of Sardinia (Italy) were
used to generate a discrete choice BWS dataset after creating an appropriate experimental design. This allowed
us to estimate different choice models in order to obtain
the relative importance of the attributes included in the
analysis. The flexibility of the modelling strategy followed also enabled us to draw interesting conclusions
regarding the heterogeneity in wine-tourists’ preferences,
which contrast with the traditional method based on the
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analysis of sample average scores. Our results provide
interesting managerial implications that can be used for
promoting wine-tourism in the region.
2. LITERATURE REVIEW

Wine tourism has been previously defined by Charters and Ali-Knight [26] and Getz and Brown [27].
Recently, Sousa [28] extends the definition given in [27]
as a simultaneous form of consumer behavior, a destination strategy that develops and markets wine-related
attractions, and a marketing opportunity for wineries
to educate and to sell wine-related products directly to
consumers. Prospective on wine tourism needs to rely
on new product development process [29] that consists
of six major steps: (1) idea generation; (2) screening;
(3) business analysis; (4) concept development; (5) final
testing; and (6) commercialization. The current study
mainly deals with the fourth step. Ottenbacher and Harrington [30] show that there is a connection between
the use, the process and the likelihood success increase.
Hjalager [31] contends that the process can also act as a
catalyst for improving existing services that increase the
product perceived value.
Gómez et al. [32] perform a systematic review of
wine tourism research over the period 1995-2014 and
found eight different topic areas: (1) wine tourism development; (2) winery and cellar door; (3) wine tourist
behavior; (4) wine events and festivals; (5) marketing
and promotion; (6) critical success factors; (7) wine tourism models; and (8) education and other. The two most
researched topics were wine tourism development (35%)
and wine tourist behavior (26%). A further analysis of
subtopics revealed that regional development and market
segmentation of wine tourists are the most relevant with
shares of 19 and 17 percent respectively. Notwithstanding, it seems obvious that these two subtopics are highly
related.
Charters and Ali-Knight [26] contend that wine
tourism development and market segmentation is usually based on important behavioral aspects of wine tourists such as motivations, expectations and experiences.
Quintal et al. [33] further include the push-pull winescape indicators of the hedonic experience to generate a
segmentation basis for cluster analysis. In this sense, it
is important that push factors could also include travel
constraints and impediments. For example, Cho et al.
[34] comment that wine tourism market segmentation
have not adequately addressed the issues related to travel
constraints, barriers or impediments that some tourists might have to not visit wineries. This is an impor-
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tant aspect for which wine tourist destination marketing
campaigns can be misleading.
Alebaki and Iakovidou [35] compared a number of
approaches that have been used to find market segments
in wine tourism, analyzing the main indicators included,
and found that the psychographic scales are mainly based
on the following motivations and wine lifestyles: (1) needsbased motivations, value-based motivations, benefits and
expectations; (2) push-pull factors; (3) core wine product,
core destination appeal and cultural product; (4) purpose
of the winery visit; and (5) wine lifestyles that include wine
interest, wine cellaring behavior and wine club participation. Similarly, Molina et al. [36] summarized the psychographic scales as: (1) interest in wine; (2) interest and
knowledge in wine; (3) interest in wine and motivation; (4)
motivations; (5) sensation seeking; (6) attitudes and behavior; (7) values and lifestyle; and (8) constraints framework.
Festa et al. [37] contend that although wine tourism
in Italy is recently achieving recognition in the world,
there is still a number of lags on institutional, managerial, and professional developments that impede some
Italian destinations of getting its full potential. Wine
tourism is offering new niche markets for cellars that
can foster micro tourist destination competitiveness [38–
40]. The potential synergies between these two industries
are gaining the academic attention as a particular region
tourism attractiveness can be increased with wine and
food products promotion [1,41–43].
Wine tourism products share some commonalities with other agricultural products regarding the perceived value for its provenance associated cultural stories
and lineage [44]. The authenticity can be molded by the
peculiarities of the grapes type, the blending process, the
winescape, the traditions, the feasts, and the ethnography associated to winemakers and growers. The development of wine tourist products and its marketing need to
be addressed by well-grounded quantitative studies that
help wineries and destination marketers in achieving a
successful and innovative product.
Winescape was defined by Peters [45] as “the winsome combination of vineyards, wineries, and supporting activities necessary for modern wine production,
[which] yields regions that offer sojourners and dwellers
alike a certain charm – a warm ambience, a memorable
experience of place – not found in most other agricultural landscapes’ (p. 124).” The definition lacks concretion on the supporting activities that can be pursued
in experiencing the place. Since the seminal winescape
definition, a lot of studies have analyzed wine tourism
using winescape scales [46–49].
Regarding the methods that have been used to analyze wine tourism development and market segmenta-
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tion, as usual in social science, the literature abounds
in qualitative, quantitative and mixed methods. Within
the category of qualitative studies, we highlight here the
work by Frost et al. [44] that uses interpretivism as way
to conduct the exploratory analysis. This method consists in putting researchers in the shoes of the interviewees in order to better extract the experiences and opinions on the main attributes of winescape. The authors
find that a representative sample of wineries in south
east Australia uses heritage as a key marketing component. The heritage concept is promoted via family history, ethnicity, 19th century buildings and vineyards.
Within the category of quantitative methods, cluster
analysis is the most popular approach [9,50,51]. For example, Bruwer et al. [50] analyze the relationship between
motivations and destination image perception, and find
that the visitors can be segmented in five and three different clusters for motivations and destination image,
respectively. The wineries are located in in Barossa Valley –South Australia. The motivation clusters are named
as wine learners, dining enthusiasts, wine buyers, wine
enthusiasts and wine connoisseurs. Curiously, the authors
do not name the destination image clusters. Meanwhile,
Gu et al. [9] identify four different clusters regarding the
involvement level of Chinese tourists who participate in
wine tourist routes in Australia, namely, low involvement,
highly involved, interest-driven and high-risk perception.
And finally, Priilaid et al. [51] perform a cluster analysis
to analyze the visitors’ interest and engagement in wine
consumption and wine education in South Africa’s Cape
Region. The authors find three clusters, namely, enthusiasts, consumers and explorers.
Other methods, besides the mentioned cluster analysis, that have been used to obtain market segments in
wine tourism are the following: tourists’ self-classification on the basis of their interest in wine and the knowledge about it [26]; Multiple Correspondence Analysis
(MCA) applied to wine tourists’ motivations [52]; and
latent class segmentation analysis based on interest in
wine, motivations and demographic characteristics of
tourists [36].
Discrete choice is not as popular as cluster analysis in the research of wine tourism. In a recent literature review, Boncinelli et al. [53] find 35 studies that use
choice experiments to analyze consumers’ wine preferences. Out of the 35 studies, none of them analyze the
consumers’ wine preferences in a context of wine tourism. In addition, the category ‘occasion’ that is the special or usual consumption situation does not include
tourism as one of the possible situations, instead more
general situations such as at home or with friends are
included in the analysis. This fact is very unusual as
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wine industry can be considered as a mix of commodity
supply, cultural or lifestyle experience, and hospitality or
tourism destination [54].
This section ends with the study by Tafel and Szolnoki [55] in which the mixed-methods framework is
applied for the first time in wine tourism to a sample of
German wineries. The authors conclude that wine tourism is especially successful for those wineries which are
located near to large cities. In Germany, wine tourism
should reinforce the cultural heritage preservation and
strength the economic cohesion of some disadvantaged
rural areas. The authors present the mixed-methods
approach as more convenient than a quantitative method because of its flexibility to determine the main challenges that wineries are facing. Interestingly, the most
important key personal challenge to participate in wine
tourism is the lack of human resources which increases
the owner workload and labor fatigue.
3. DATA AND METHODOLOGY

3.1 Survey and sample description
The study is based on a questionnaire that was
structured into two sections. In the first one, respondents were asked to provide general information about
their socio-demographic profile (age, gender, level of
education, etc.). The second section asked individuals
to assess the extent to which 29 different attributes are
important for them when deciding to undertake a wine
tourism-related experience at a winery (5-point ordinal
scale: 1=not at all important, 5= extremely important).
The items were sourced from prior studies [27,56,57].
The questionnaire was originally designed in English and then translated into Italian, French and German. Based on existing literature, different possible
methods of translation exist [58]. This study opted for a
back translation approach, which is a common approach
in tourism-related settings [59]. Hence, the original English questionnaire was translated by bilingual speakers
for each language; a translation back to the original language was then performed by other bilingual speakers.
This method of back-translation was used for quality
assurance, as the target of this research is an international audience.
Once the survey was designed, a pilot study was
conducted by two trained students who interviewed
face-to-face a sample of 40 visitors at the end of their
visit at one of the several Sardinian wineries that kindly
agreed to collaborate in the study (15 wineries spread
around the overall region). Based on the pilot study
small changes were done to further improve the read-
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ability and comprehension of some statements included
in the survey.
The final data collection was then run face-to-face
by 4 interviewers who intercept potential respondents at
the end of their visit at the winery for only 10 specific
wineries which were selected given the similar characteristics they have, medium and high involvement in
wine tourism activities such as guide tours, wine tasting and information brochures. One of the researchers
responsible for leading the research team trained the
interviewers about when and how to approach visitors
and how to support them in filling the survey without
interfering in their assessment. Specifically, the interviewers were asked to collect data on different days and
time spans of the week intercepting all the visitors and
offering them the possibility to voluntarily take part in
the study (no prize and/or incentive was offered). The
data collection was conducted in the period June-September 2015 and a convenience sample of 271 complete
questionnaires was finally obtained.
Table 1 shows the socio-demographic profile of
respondents. Overall, it can be seen that the profile of
the respondent is characterized by being female, 26-35
years old, non-resident in Sardinia, a frequent visitor to
the island, and staying a week or less for the vacation.
3.2 Generation of a choice data set from survey data
In order to analyze which attributes are considered
more/less important when deciding to undertake a winetourism related experience at a winery, the assessment
provided by the 29 attributes included in the survey (see
Table 2) was used to generate a best-worst scaling (BWS)
case 1 choice data set [60]. For this, we created an efficient choice experiment consisting of 58 choice sets of
4 attributes each. The experimental design was created
with the software Ngene [61]. In this regard, it is important to note that for 29 attributes, it is not possible to
build a balanced incomplete block design (BIBD) because
no solution can be found for those cases where the necessary conditions of design parameters are met [11].
For each particular choice set in the experiment, the
most important attribute (best option) was considered
the one that obtained the highest score in the survey. In
the same fashion, the least important one (worst option)
was that with the lowest score. In case two or more
attributes were rated with the highest/lowest score, the
most/least important one was selected randomly. Also,
when obtaining the least important attribute, the one
considered the most important, was removed from the
choice set. Following this procedure, we were able to generate, for every respondent, a total of 116 choice observa-

Table 1. Socio-demographic profile of the wineries visitors.
Variable

Category

N

Percent

Gender

Male
Female

125
143

46.13
52.77

Age

<=25
26-35
36-45
46-55
56-65
>=66

26
73
59
57
23
16

9.59
26.94
21.77
21.03
8.49
5.90

Resident
Non-resident

74
197

27.31
62.96

Visits

1
2
3
4
5
6-9
10 or more

13
33
29
19
24
12
55

4.80
12.18
10.70
7.01
8.86
4.43
20.30

Vacation length

<=7 days
8-14 days
15-21 days
>=22 days

84
59
44
18

31.00
21.77
16.24
6.64

Sardinia Residence

tions (58 for most important and 58 for least important
responses) which provide valuable information regarding how the individual makes trade-offs among different attributes. This makes a total of 31436 choice observations that will be used during the estimation process
to determine the relative impact of each attribute on the
overall importance function. The typical BWS choice
question as presented in Figure 1 corresponds to the first
choice scenario in our experiment. Hence, if a respondent gave the scores of 2,4,5, and 3 to the attributes shown
in this choice set, the best choice (i.e. the most important one) was assigned to that showed in the third place,
whilst the worst one (i.e. the least important) to that
showed in the first place, considering the three remaining options. In the example of Figure 1, the information provided by the respondent in the importance table
is transformed in the choice task indicating that the
attribute shown in third place is more important than
those presented in the first, second and fourth position.
Additionally, the attributes shown second and fourth are
considered more important than the one presented first.
Therefore, the information extracted from the translation
of the answers given for the importance of the 29 attributes was transformed in each of the choice tasks included
in the whole set of the 58 choice tasks.
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Table 2. Attributes included in the analysis.
Number
1
2
3
4
5
6
7
8
9
10
11
12
13
14
15
16
17
18
19
20
21
22
23
24
25
26
27
28
29

Name
To be able to taste the wines produced at wineries
Being able to visit wineries
The visiting hour of the wineries are long/extended
Being able to buy the wines produced at the wineries
Having wine specialists take care of you during visits
The existence of specific gastronomic activities
The existence of a varied gastronomic offer
The possibility of eating at the wineries
The existence of organised trips (lodging, visit, tasting,
etc.)
The existence of specific lodging
The existence of sports activities in the area
The appeal of the natural environment in the area
The existence of organised wine tourism trips
The area to be visited is famous for its wines
The fame of the wine in the region
The existence of well-defined wine routes in the region
The climate of the area
The existence of specific gastronomic activities
The existence of a varied gastronomic offer
The possibility of participating in cultural tourism in the
area
The existence of stores/open-air markets for agricultural
products from the area
The existence of stores/open-air markets for artisan
products from the area
The possibility of taking wine tasting courses
Being able to increase my knowledge of wine
The possibility of participating in wine production
activities
Meeting the winery owners
The existence of activities for children
The existence of wine museums or exhibitions
The existence of leisure/wine therapy activities

Which attributes, from the list below, do you consider most and
least important in the selection of a wine tourism destination?
Most
important
□
□
□
□

Least
important
The existence of specific lodging
The existence of well-defined wine routes in
the region
The existence of activities for children
To be able to taste the wines produced at
wineries

□
□
□
□

Figure 1. Best-Worst choice scenario.

The design obtained is characterized by twenty-four
attributes appearing eight times in the choice questions,
three appearing seven times, one appearing nine times,
and one appearing ten times. The number of times each
attribute is paired with each other is cero in 32% of the
pairs, one in 52% of the pairs and two in 16% of the
pairs.
It is worth noting that Figure 1 was not really presented to respondents, and it is simply used for the ease
of exposition of the approach used to construct BWS
data using the information provided in the table of
importance for the 29 attributes included in the survey.
The degree of similitude between results obtained from
applying the described method and those obtained when
individuals face real best-worst tasks must be empirically
tested. Unfortunately, this comparison is not possible in
this study, as the survey was not prepared to include a
best-worst choice experiment. Therefore, the analysis
of the robustness of the method proposed is out of the
scope of the current study and is left for future research.
4. THE ECONOMETRIC MODEL

Efficient choice experiments represent the appropriate tool to obtain choice data sets that enable reliable
parameter estimates with smaller sample size. This is a
very convenient method as, normally, the number of
tasks required to obtain all combinations of attributes
is unfeasibly large. Efficient designs are based on the
minimization of some efficiency measure, typically the
D-error, which is derived from the asymptotic variancecovariance matrix and some prior information about the
parameter estimates [62]. In our case, parameter priors
were obtained from the estimation of a multinomial logit model that used a data set generated in the same fashion described above, but considering, for each respondent, 50 sets of 4 attributes were selected at random.

Once survey data were transformed into choice data,
it is possible to build a discrete choice model under the
random utility maximization framework [63]. In our
case, the alternative j makes reference to the position
within the choice task. (first, second, third and fourth).
Thus, the utility Ujks for the importance question associated with the alternative j for individual q in choice task
s is represented by:
Ujks=αj+

βkDjqsk+εjqs(1)

Where αj is the alternative specific constant that
accounts for not measured effects; βk is the marginal
utility or the importance, in this case, associated to the
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kth attribute; Djqsk is a dummy variable taking the value
1 if the attribute k is present in alternative j for individual q in choice scenario s and 0 otherwise; and εjqs
is a vector of random terms independently and identically distributed type I extreme value, yielding a standard Multinomial Logit Model (MNL). As in this case we
have 29 attributes, only K=28 dummy variables are generated, and the attribute represented by the statement
29 is used as the reference attribute. Thus, in the first
choice scenario (s=1) presented in Figure 1, the attributes number 10, 16, 27 and 1 are included in the first,
second third and fourth alternatives, respectively. In
this regard, for example, in the utility of the first alternative (j=1) for individual q, Djqsk will be equal to 1 for
k=10 and 0 for k≠10. Data from least important tasks
are simply generated by coding variables D jqsk as -1 if
the attribute is present in the alternative and 0 otherwise. Note that the minimum utility option is obtained
after the maximization of the negative of the utilities of
the remaining options, once the most preferred alternative (i.e. the most important attribute) is removed from
the choice set.
We will further assume that the marginal utilities corresponding to most and least important tasks
are identical, except for scale differences. In order to
account for this potential differences, a scale factor term
is included in equation (1), yielding:
Ujks=exp(λwW)(αj+

of the utility of the same alternative in selecting the best
option, except for potential differences in scale.
One of the main drawbacks of the MNL model is
the inability to analyze random taste heterogeneity in
the population. Thus, model parameters are interpreted
as point estimates of the marginal utilities for a homogenous population.
Models of the family of Mixed Logit [65] allow for
the analysis of the random taste heterogeneity by specifying random coefficients in the utility function. For
the purpose of our analysis, the normal distribution
was considered. Thus, coefficients in expression (1) are
expressed as βk=μk +σkηk , where μk and σk are parameters to estimate, representing the population mean and
standard deviation, respectively; and ηk is a Standard
Normal distributed random variable. Systematic heterogeneity in the population parameters can also be
accounted for by specifying interactions with some
set of covariates Vr, such as socio-demographic and
contextual variables. In our case the heterogeneity in
mean is considered. Hence, coefficients are expressed
as β k=μ k +( μ krVr)+σ k η k where μ kr are parameters to
estimate, characterizing the heterogeneity in mean of
the random coefficient in the population.
As we were focused in analyzing how the visitors profile could affect the perception of the different attributes,
some socio-demographic variables, as well as character-

βkDjqsk)+εjqs(2)

Where, W=1 if the observation comes from a worst
choice task.
The modelling approach is based on that used by
[12] when analyzing the importance and satisfaction of
public transport attributes in Australia.
Considering that a choice scenario s has J alternatives, the probability that alternative i is chosen as best
and r, r≠i is chosen as worst for individual q in choice
scenario s is:

(3)

Where V is the systematic component (i.e., the nonrandom term) of the utility in equation (2). This model
assumes that best-worst choices are made sequentially
and is referred in the literature as best then worst MNL
model [64]. The model also assumes that the utility of an
alternative in selecting the worst option is the negative

Table 3. Covariates used in the analysis.
Name

Variable

Scale

V1

I am interested in wine and in
the activities related to it

likert 1-5
1= strongly disagree,…
,5=strongly agree

V2

The possibility to visit
wineries and to experience
activities related to wine were
sufficient elements for taking a
trip to Sardinia

likert 1-5
1= strongly disagree,…
,5=strongly agree

V3

I frequently read magazines
that are specialized in wines

V4

Gender

V5

Age

V6

Prior experience

V7

Length of stay

V8

Place of residency

likert 1-5
1=strongly disagree,….,5
strongly agree
1 male, 0 female
1 = “<= 25”; 2 = “26-35”;
3 = “36-45”; 4 = “46-55”;
5 = “56-65”; 6 = “>= 66”
1 First visit, 0 otherwise
1 = “<= 7 days”;
2 = “8-14 days”
3 = “15-21 days”
4 = “=>22 days”
1 Resident in Sardinia, 0
otherwise
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istics of the visit, and the interest in wine related activities were included in the set of covariates. The final list of
variables used in our models is presented in Table 3.
5. ESTIMATION, RESULTS AND DISCUSSION

During the modelling process, different discrete
choice models were built. In a first stage, two multinomial Logit models were estimated. The first (MNL1)
considers the utility specification defined in (1). In this
case best and worst choices are treated identically. In
the second one (MNL2), a scale factor for worst choices
is estimated, according to equation . As can be inferred
from the estimates presented in Table A1 in the statistical annex, all parameters resulted significant at the 99%
confidence level, with the only exception of that of the
attribute 27 “The existence of activities for children”. It is
worth noting that this result should not be interpreted
as this attribute is not considered important by the winery visitors, but rather its value is not significantly different from the base statement “The existence of leisure/
wine therapy activities”, that is coded as 0. In the same
fashion, positive and negative estimates are interpreted
as being more and less important that those equal to 0,
respectively.
In order to facilitate the comparison of our estimates with the average score obtained for each item,
results were re-scaled between 0 and 1 by considering the difference between each estimate and the minimum value and dividing the result by the value range.
As can be inferred from results presented in Table 4, the
top and bottom 5 rated items coincide in the same set
of attributes, independently on the method used. Thus,
the attributes considered more important lie among the
group 1,2,4,5, and 12, which are more related to the
visit to winery; whilst the less important ones lie in the
group of attributes number 10,11,27,28 and 29, which are
referred to the existence of certain type of facilities in
the area.
A different method to avoid the confounding effect
due to differences in scale is the obtaining of the share
of preference, SPk, for each attribute k. They predict the
probability that each attribute is chosen as the most
important using the following expression [66]:
SPk=

(4)

The share of preference for the attributes considered in the analysis are presented in Table 4. It is worth
noting that this normalization method yields the same

ordering of the attributes than the previous re-scaling
method.
Even considering that results are rather similar,
there exist differences in the rank order obtained by the
average score method and the multinomial logit models, as can be seen in the spearman correlation matrix
presented in Table 5, where the highest discrepancy is
obtained for the average score and the MNL1 model. In
this respect, it is important to point out that this analysis is not based on data obtained by a really best-worst
survey where individuals evaluate each item in comparison with the other ones presented in the choice set.
Therefore, this potential source of differences provided
by the relative comparison of the attributes is not considered in our analysis. These differences have been
manifested in similar analyses carried out by other
authors in other context [12].
An important advantage of using discrete choice
modelling is the potential of this methodology to deal
with preference heterogeneity [67]. Thus, in the second
stage of the modelling process, different random parameter logit models were tested in order to determine the
group of attributes that were heterogeneously perceived
by the population. In this regard, after testing different
specifications, the coefficients of attributes number 2, 4,
5, 12, 17 and 22 were found to be random, following the
Normal distribution. These attributes are: Being able to
visit wineries, being able to buy the wines produced at
the winery, having wine specialists take care of you during visits, the appeal of the natural environment in the
area, the climate of the area and the existence of stores/
open-air markets for artisan products from the area. The
heterogeneity found for these attributes have important
managerial implications that will be discussed below.
To further explore other sources of heterogeneity, the
means of these random coefficients were interacted with
some of the covariates presented in Table 3.
The estimation results corresponding to the model with the better fit are presented in Table A2 in the
annex. The majority of the estimates resulted significant
at the 95% confidence level. The only exceptions were the
fixed coefficient for attribute 27 (“The existence of activities for children”) and the interaction of the mean for the
coefficient of attribute 5 (“Having wine specialists take
care of you during visits”) with covariate V7 (“Vacation
length”). The sign obtained for these interaction terms
help us to interpret the meaning of the heterogeneity in
the population mean for these random coefficients. The
statements presented in Table 6 summarize this interpretation. Thus, for example, the importance of attribute
2 “being able to visit wineries” is higher for males (note
that the coefficient µ D2*V4 for the interaction term D2*V4
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Table 4. Re-scaled results and share of preference. Multinomial Logit models.
Attribute
1
2
3
4
5
6
7
8
9
10
11
12
13
14
15
16
17
18
19
20
21
22
23
24
25
26
27
28
29

To be able to taste the wines produced at wineries
Being able to visit wineries
The visiting hour of the wineries are long/extended
Being able to buy the wines produced at the wineries
Having wine specialists take care of you during visits
The existence of specific gastronomic activities
The existence of a varied gastronomic offer
The possibility of eating at the wineries
The existence of organised trips (lodging, visit, tasting, etc.)
The existence of specific lodging
The existence of sports activities in the area
The appeal of the natural environment in the area
The existence of organised wine tourism trips
The area to be visited is famous for its wines
The fame of the wine in the region
The existence of well-defined wine routes in the region
The climate of the area
The existence of specific gastronomic activities
The existence of a varied gastronomic offer
The possibility of participating in cultural tourism in the area
The existence of stores/open-air markets for agricultural products from the area
The existence of stores/open-air markets for artisan products from the area
The possibility of taking wine tasting courses
Being able to increase my knowledge of wine
The possibility of participating in wine production activities
Meeting the winery owners
The existence of activities for children
The existence of wine museums or exhibitions
The existence of leisure/wine therapy activities

Average
score

MNL1

MNL2

1.000
0.890
0.625
0.891
0.844
0.639
0.570
0.473
0.448
0.390
0.000
0.697
0.493
0.405
0.502
0.485
0.485
0.503
0.533
0.572
0.525
0.485
0.512
0.661
0.599
0.550
0.115
0.339
0.140

0.966
0.997
0.763
1.000
0.919
0.692
0.623
0.545
0.618
0.503
0.000
0.851
0.572
0.642
0.624
0.585
0.699
0.712
0.709
0.634
0.729
0.648
0.509
0.678
0.719
0.619
0.344
0.459
0.323

0.978
0.986
0.796
1.000
0.945
0.736
0.693
0.618
0.662
0.568
0.000
0.878
0.638
0.681
0.683
0.627
0.719
0.729
0.724
0.676
0.760
0.710
0.612
0.741
0.763
0.700
0.416
0.541
0.393

Share of preference
MNL1

MNL2

0.076
0.083
0.042
0.084
0.066
0.034
0.028
0.022
0.027
0.019
0.004
0.054
0.024
0.029
0.028
0.025
0.034
0.036
0.035
0.028
0.038
0.030
0.020
0.032
0.037
0.027
0.012
0.017
0.011

0.089
0.092
0.042
0.097
0.077
0.032
0.027
0.020
0.024
0.016
0.002
0.058
0.022
0.026
0.026
0.021
0.030
0.031
0.031
0.025
0.036
0.029
0.019
0.033
0.036
0.028
0.009
0.014
0.008

Top 5
Bottom 5

Table 5. Spearman correlation matrix.
Average score
Average score
MNL1
MNL2

MNL1

MNL2

0.85

0.90
0.98

is positive), decreases as the age of the visitor increases (µ D2*V5 is negative) and decreases as the individual
agrees more with “the possibility to visit wineries and to
experience activities related to wine were sufficient elements for taking a trip to Sardinia” (note that µ D2*V2 is
negative). The other interaction terms can be interpreted
in the same fashion.

A similar interpretation can be done if the focus
is put on the different covariates. In this regard, the
higher agreement with “I am interested in wine and in
activities related to it” (i.e. an increase in V1) impacts
negatively upon the importance of “The climate of the
area” and “The existence of stores/open-air markets for
artisan products from the area”. A negative impact on
the importance of climate is also appreciated for those
with a higher agreement with “I frequently read magazines that are specialized in wines” (V3). Also, a higher
agreement with “the possibility to visit wineries and to
experience activities related to wine were sufficient elements for taking a trip to Sardinia” (V2) reduces the
importance given to “Being able to visit wineries”, “Being
able to buy the wines produced at the wineries”, “Having
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wine specialists take care of you during visits” and “The
appeal of the natural environment in the area”; and in
contrast, increases the importance given to “The climate
of the area” and “The existence of stores/open-air markets for artisan products from the area”. This group of
individuals seems to be sufficiently motivated to travel
to Sardinia simply by the fact of being able to visit the
wineries and not so much by the services and activities
offered inside them.
Regarding the socioeconomic profile, males and older people (V4 and V5) tend to put more importance on
“Being able to visit wineries”, as well as on “The climate
of the area”; and males give less importance to the “The
existence of stores/open-air markets for artisan products
from the area”.
The increase in the duration of the holidays (V7)
and being a resident in Sardinia (V8) impact both neg-

atively on the importance of “Having wine specialists
take care of you during visits”; and a longer holiday also
reduces the importance of “The existence of stores/openair markets for artisan products from the area”.
The estimation of random coefficients in mixed logit
models allows for the application of Bayesian statistics
to obtain individual level parameters for these random
coefficients [65]. The graphs, depicted in Figure 2, represent the kernel density estimates for the distribution of
the marginal importance of these random coefficients,
with the corresponding confidence interval. In all cases,
the distributions present a moderate dispersion, confirming the existence of random heterogeneity in the
perception of the attributes, being this higher for the
upper bound distributions of the confidence intervals.
Finally, and in order to compare these results with
those obtained for the MNL specifications, the share of

Table 6. Interpretation of the heterogeneity in mean.

increases for
decreases as

the degree of agreement with “the possibility to visit wineries
and to experience activities related to wine were sufficient
elements for taking a trip to Sardinia”
males
age

The mean of the Being able to buy the wines decreases as
importance of
produced at the winery
increases for

the degree of agreement with “the possibility to visit wineries
and to experience activities related to wine were sufficient
elements for taking a trip to Sardinia”
those who are from Sardinia

The mean of the
importance of

decreases
Being able to visit wineries

decreases

as

as

The mean of the Having wine specialists take
importance of
care of you during visits
decreases as
decreases for
The mean of the
importance of

The mean of the
importance of

The appeal of the natural
environment in the area

decreases

as

decreases

as

increases

as

decreases

as

The climate of the area
increases for
increases as
decreases

as

The existence of stores/
The mean of the
open-air markets for artisan increases as
importance of
products from the area
decreases for
decreases as

the degree of agreement with “the possibility to visit wineries
and to experience activities related to wine were sufficient
elements for taking a trip to Sardinia”
vacation Length
those who are from Sardinia
the degree of agreement with “the possibility to visit wineries
and to experience activities related to wine were sufficient
elements for taking a trip to Sardinia”
the degree of agreement with “I am interested in wine and in
the activities related to it”
the degree of agreement with “the possibility to visit wineries
and to experience activities related to wine were sufficient
elements for taking a trip to Sardinia”
The degree of agreement with “I frequently read magazines that
are specialized in wines”
males
age
the degree of agreement with “I am interested in wine and in
the activities related to it”
the degree of agreement with “the possibility to visit wineries
and to experience activities related to wine were sufficient
elements for taking a trip to Sardinia”
males
vacation Length

increases

increases
increases

increases
increases

increases
increases
increases
increases
increases
increases
increases

increases
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Figure 2. Distribution of random coefficients. Kernel density estimates.

preferences has been obtained for the random parameter
Mixed Logit model.
In this case, as we have obtained individual-specific
posterior estimates for the mean and standard deviation

of the random coefficients, the share of preference has
been obtained at the individual level using the posterior
mean of the parameter (conditional on individual current choices) for each individual and then averaging the
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results in the sample. Results presented in Table 7 are
very similar, in terms of the rank order of importance,
to those obtained for the MNL models yielding high
Spearman correlation values (0.95 for MNL1 and 096 for
MNL2).
5.1 Managerial implications
The previous literature on wine tourism agrees in
that to effectively develop wine tourist products is necessary to analyze visitors’ preferences regarding the
attributes that conform the wine tourism experience,
as well as the individual factors that foster or limit the
participation on the market. Despite interest in wineries
research has increased, insights into the importance of
the attributes that drive more successful tourist products

need to be further deepened. This is particular evident
when the specific context of Italy is considered; in fact,
despite Italy can be considered one of the world countries with more well-known wine tourism destinations,
the number of studies that analyze the wine tourism
markets in Italy is not aligned with the number of existing wineries that offer wine tourist products [68]. This
study was therefore carried out to extend the existing
knowledge on how to develop this type of products taking into account the important heterogeneity that exists.
Overall, our findings show that there are six attributes that are estimated as random parameters which
serve to conclude that there exist heterogeneous market
segments that need to be further scrutinized in order
to develop satisfying wine tourist experiences. The six
attributes are: (1) being able to visit wineries; (2) being

Table 7. Share of preference. Random parameter Mixed Logit model.
Attribute
1
2
3
4
5
6
7
8
9
10
11
12
13
14
15
16
17
18
19
20
21
22
23
24
25
26
27
28
29

RP Mixed Logit Model
To be able to taste the wines produced at wineries
Being able to visit wineries
The visiting hour of the wineries are long/extended
Being able to buy the wines produced at the wineries
Having wine specialists take care of you during visits
The existence of specific gastronomic activities
The existence of a varied gastronomic offer
The possibility of eating at the wineries
The existence of organised trips (lodging, visit, tasting, etc.)
The existence of specific lodging
The existence of sports activities in the area
The appeal of the natural environment in the area
The existence of organised wine tourism trips
The area to be visited is famous for its wines
The fame of the wine in the region
The existence of well-defined wine routes in the region
The climate of the area
The existence of specific gastronomic activities
The existence of a varied gastronomic offer
The possibility of participating in cultural tourism in the area
The existence of stores/open-air markets for agricultural products from the area
The existence of stores/open-air markets for artisan products from the area
The possibility of taking wine tasting courses
Being able to increase my knowledge of wine
The possibility of participating in wine production activities
Meeting the winery owners
The existence of activities for children
The existence of wine museums or exhibitions
The existence of leisure/wine therapy activities
Top 5
Bottom 5

0.1003
0.1385
0.0371
0.1355
0.0561
0.0304
0.0216
0.0142
0.0180
0.0126
0.0022
0.0700
0.0147
0.0157
0.0200
0.0174
0.0723
0.0237
0.0248
0.0206
0.0228
0.0233
0.0139
0.0272
0.0265
0.0187
0.0062
0.0103
0.0056
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able to buy the wines produced at the winery; (3) having wine specialists take care of you during visits; (4) the
appeal of the natural environment in the area; (5) the
climate of the area; and (6) the existence of stores/openair markets for artisan products from the area. These
results are similar to those obtained by Bruyer et al. [50]
and Kim et al. [69], in which the core wine destination
components were tasting wine, winery visits and natural
landscape.
However, the findings on heterogeneity extend the
knowledge that exists in the development of tourist
winery products as all the stakeholders involved in the
development of wine tourist products in Sardinia need
to be aware that a unique solution that fits all consumers’ expectations is unlikely to exist. This important conclusion is achieved by estimating a discrete choice model
based on BWS data with rigorous models that account
for random and systematic heterogeneity.
It is interesting to see that winery managers could
have directly under their control five out of the set of
the six attributes mentioned above. The climate is the
only attribute which can be considered as a natural
endowment of the region and escape from the direct
control of the managers. In addition, destination marketers in Sardinia could be at least especially helpful
in the attributes 3, 4 and 6. In this respect, Sardinia
could develop an educational program that provides
enough skills to those in charge of the winery visits.
The educational programs to improve the skills of winery visit guides should not only be developed for those
already winery workers but also for the future entrants.
The idea is to develop a cohesive standard program
that allows guides to deliver authentic and unforgettable experiences in the winery. Given the heterogeneity nature of the attribute, it is highly recommended
that the visits could be tailored to visitors’ preferences.
Duarte-Alonso and Kok [70] identify the main traits
and features of the future professionals in charge of
providing experiences in wineries.
Regarding the sixth attribute, the existence of stores/
open-air markets for artisan products from the area, it
would be interesting to explore the possibilities of a concerted effort between different stakeholders that include
wineries, hotels, local food industry, craft artisans in
Sardinia as well as Tourist Sardinian Board. In this
regard, some municipalities in Sardinia are organizing
wine and food festivals throughout the year, and this
trend should be even reinforced by the most important
wineries of the island.
On the other hand, winery managers and policy
makers do not need to focus in the following five attributes: (1) The existence of specific lodging; (2) The exist-
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ence of sports activities in the area; (3) The existence of
activities for children; (4) The existence of wine museums or exhibitions; and (5) The existence of leisure/wine
therapy activities. It is interesting to highlight that the
results show that the core wine attributes are the most
important to potential visitors instead of other complementary offer the can be developed in the wineries or
the destination. This suggests that investments in complementary offer like sport, lodging, children’s activities,
museums and therapies might not be a wise strategy,
and the respective stakeholders, destination policy makers and marketers as well as winery managers should be
aware of this.
The above results contrast highly with those mentioned in Back et al. [71] because the authors analyze the
winery Marqués de Riscal in La Rioja (Spain) which is
well-known in the sector for developing an iconic postmodernist hotel designed by the renowned Canadian
architect Frank Gehry as part of a broad wine tourist
development named “City of Wine”. The Marqués de
Riscal project also included a wine-therapy spa, two restaurants and conference and events facilities. In summary, a complementary offer that was not positively valued
by the current wine tourist demand in Sardinia.
Furthermore, the interaction of other eight covariates serve to measure how the heterogeneity is affected
by other attitude variables towards wine in general and
other socio-demographic variables. In this case, eight
covariates are found to have an effect. Thus, there are
three attitudinal variables regarding wine: (1) I am interested in wine and in the activities related to it; (2) the
possibility to visit wineries and to experience activities
related to wine were sufficient elements for taking a trip
to Sardinia; and (3) I frequently read magazines that are
specialized in wines. In addition, there are five sociodemographic covariates: (1) Gender; (2) Age; (3) Prior
experience; (4) Length of stay; and (5) being a Sardinian
resident or a domestic/international traveler.
Results suggest that the development of wine tourist
products needs to take into account not only the attributes under the winery control but also the visitors’ attitude towards wine in general and other important segmentation covariates in order to match potential visitors’
preferences. For example, the existence of stores/open-air
markets for artisan products from the area which could
engage visitors with complementary products providing
an incentive to visit wineries [57] is found in Sardinia to
be negatively affected by being interested in wine and in
the related activities to it, by being male and by having a
longer vacation duration; the first result confirms prior
studies [72].
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6. CONCLUSIONS

The findings are signiﬁcant for researchers, wine
producers and managers. On the one hand, they provide
further theoretical and methodological insights into the
scientiﬁc debate devoted to analyze how different service features need to be bundled to design and to run an
effective service/experience winery product that is able
to please the visitors’ expectations and needs.
From a managerial point of view, our findings provide useful information to destination marketers, policy
makers, wine producers and managers attempting to
deep their knowledge about the most relevant visitors’
expectations and needs so that the information can be
used to plan and run marketing and promotion campaigns also recognizing the nuances in the way these
expectations/needs changed based on the socio-demographic characteristics of their guests and their travelrelated variables. For example, our findings show that
visitors travelling in Sardinia as authentic wine lovers
identify as critical aspects for the visit the climate of the
area and the complementary offer of local artisan stores
and open-air markets. Thus, this niche market should
not be promoted with other attributes like the possibility
of buying wine during the visit, the natural landscape or
having wine specialist during the visit. Similarly, winery
products based on the appeal of the natural environment
in the area is not found to have a positive interaction
with any segmentation variable so the attribute should
not be included in the promotional brochures. Thus, we
extend the results obtained by Bruwer and Lesschaeve
[73] in which winescape construct is analyzed integrating three theoretical concepts, namely servicescape,
destination choice and place-based marketing theories.
In the case of the Niagara Peninsula Wine Region, the
authors suggest that managerial efforts should promote
the area with equilibrated messages between “the core
wine tourism product elements such as wine tasting and/
or buying and the hedonic experience elements (p. 625).”
The authors conclude that the promotional material
needs to be based in sound scientific approach.
Although this study helps to fill a gap in the existing
knowledge in the literature and proposes some implications for practitioners, limitations still remain. Firstly,
it is based on a convenience sample and is highly site
specific (i.e. Sardinia, Italy), thus rendering hardly generalizable. Future studies might replicate the study in
other wine tourism destinations to verify the robustness
and generalizability of our findings taking into account
the concerns expressed by one of the reviewers. In this
sense, it is necessary to analyse whether the results of
the current approach are robust in comparison with the

real best-worst choice experiments. Furthermore, this
study considered a limited set of socio-demographics
and travel-related variable. Future studies might consider widening the set of these variables and ascertain their
moderator effect on visitors’ expectations and needs
(e.g., travel party). In a similar vein, future studies could
also consider the moderating effect exerted by other psycographic variables (e.g. personality, life style, etc.).
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STATISTICAL ANNEX
Table A1. Estimation results. Multinomial Logit models.
Name
Par

Var

αASC1 ASC1
αASC2 ASC2
αASC3 ASC3
W
λW
D1
βD1
D2
βD2
D3
ßD3
D4
ßD4
D5
ßD5
D6
βD6
D7
ßD7
D8
βD8
D9
ßD9
ßD10 D10
D11
βD11
D12
βD12
D13
βD13
D14
βD14
D15
βD15
D16
βD16
D17
βD17
D18
βD18
D19
βD19
D20
βD20
βD21

D21

βD22
βD23
βD24
βD25
βD26
βD27
βD28

D22
D23
D24
D25
D26
D27
D28

l*(0)
l*(β)
ρ2
Adj. ρ2
Num.
Obs.

Variable description
Alternative 1 specific constant
Alternative 2 specific constant
Alternative 3 specific constant
W=1 for worst choices (scale factor)
To be able to taste the wines produced at wineries
Being able to visit wineries
The visiting hour of the wineries are long/extended
Being able to buy the wines produced at the wineries
Having wine specialists take care of you during visits
The existence of specific gastronomic activities
The existence of a varied gastronomic offer
The possibility of eating at the wineries
The existence of organised trips (lodging, visit, tasting, etc.)
The existence of specific lodging
The existence of sports activities in the area
The appeal of the natural environment in the area
The existence of organised wine tourism trips
The area to be visited is famous for its wines
The fame of the wine in the region
The existence of well-defined wine routes in the region
The climate of the area
The existence of specific gastronomic activities
The existence of a varied gastronomic offer
The possibility of participating in cultural tourism in the area
The existence of stores/open-air markets for agricultural products from the
area
The existence of stores/open-air markets for artisan products from the area
The possibility of taking wine tasting courses
Being able to increase my knowledge of wine
The possibility of participating in wine production activities
Meeting the winery owners
The existence of activities for children
The existence of wine museums or exhibitions

MNL1

MNL2

Estimates t-test p-val Estimates t-test p-val
-0.282
-0.541
-0.454
0
1.9
1.99
1.3
2
1.76
1.09
0.887
0.656
0.872
0.532
-0.954
1.56
0.736
0.941
0.889
0.774
1.11
1.15
1.14
0.919

-16.8
-30.38
-25.79
33.99
35.72
23.14
35.39
30.46
19.98
16.35
12.06
16.3
9.77
-16.47
28.17
13.62
18.23
16.17
14.56
20.97
21.11
20.93
17.37

0
0
0
0
0
0
0
0
0
0
0
0
0
0
0
0
0
0
0
0
0
0
0

-0.61
-0.859
-0.629
-0.625
2.44
2.47
1.68
2.53
2.3
1.43
1.25
0.938
1.12
0.729
-1.64
2.02
1.02
1.2
1.21
0.974
1.36
1.4
1.38
1.18

-20.76
-32.41
-28.13
-17.61
32.32
33.85
22.5
33.88
30.21
19.28
16.65
12.64
15.46
9.53
-15.46
27.31
13.49
17.06
16.07
13.25
19.62
19.25
19
15.99

0
0
0
0
0
0
0
0
0
0
0
0
0
0
0
0
0
0
0
0
0
0
0
0

1.2

21.59

0

1.53

20.56

0

0.961
0.549
1.05
1.17
0.874
0.0634
0.403

17.57 0
10.08 0
19.21 0
21.15 0
16.17 0
1.17 0.24
7.39
0

1.32
0.912
1.45
1.54
1.28
0.0938
0.615

18.15 0
11.76 0
19.24 0
20.63 0
16.89 0
1.17 0.24
8.08
0

-39057.763
-35356.212
0.095
0.094

-39057.763
-35182.887
0.099
0.098

31436

31436
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Table A2. Estimation results. Random parameter Mixed Logit model.
RPL1
Parameter Variable
name
name
Fixed parameters
αASC1
ASC1
ASC2
αASC2
ASC3
αASC3
D1
βD1
D3
ßD3
D6
βD6
D7
ßD7
D8
βD8
D9
ßD9
D10
ßD10
D11
βD11
D13
βD13
D14
βD14
D15
βD15
D16
βD16
D18
βD18
D19
βD19
D20
βD20
βD21

D21

βD23
βD24
βD25
βD26
βD27
βD28

D23
D24
D25
D26
D27
D28

Variable description

Alternative 1 specific constant
Alternative 2 specific constant
Alternative 3 specific constant
To be able to taste the wines produced at wineries
The visiting hour of the wineries are long/extended
The existence of specific gastronomic activities
The existence of a varied gastronomic offer
The possibility of eating at the wineries
The existence of organised trips (lodging, visit, tasting, etc.)
The existence of specific lodging
The existence of sports activities in the area
The existence of organised wine tourism trips
The area to be visited is famous for its wines
The fame of the wine in the region
The existence of well-defined wine routes in the region
The existence of specific gastronomic activities
The existence of a varied gastronomic offer
The possibility of participating in cultural tourism in the area
The existence of stores/open-air markets for agricultural products from
the area
The possibility of taking wine tasting courses
Being able to increase my knowledge of wine
The possibility of participating in wine production activities
Meeting the winery owners
The existence of activities for children
The existence of wine museums or exhibitions

Random parameters (estimated mean)
µD2
D2
Being able to visit wineries
D4
Being able to buy the wines produced at the wineries
µD4
D5
Having wine specialists take care of you during visits
µD5
D12
The appeal of the natural environment in the area
µD12
D17
The climate of the area
µD17
The existence of stores/open-air markets for artisan products from the
D22
µD22
area
Random parameters (estimated standard deviation)
σD2
D2
Being able to visit wineries
D4
Being able to buy the wines produced at the wineries
σD4
D5
Having wine specialists take care of you during visits
σD5
D12
The appeal of the natural environment in the area
σD12
D17
The climate of the area
σD17
The existence of stores/open-air markets for artisan products from the
D22
σD22
area

Estimate t-test

p-val

Confidence
Interval
Low

Up

0.2682 10.84
-0.1536 -5.82
-0.2546 -9.57
2.8895 34.97
1.8950 24.50
1.6941 23.58
1.3537 19.47
0.9324 13.40
1.1706 16.78
0.8166 12.03
-0.9244 -13.18
0.9655 14.13
1.0334 15.13
1.2778 17.68
1.1350 16.57
1.4453 20.15
1.4935 20.91
1.3054 19.04

0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00

0.22
-0.21
-0.31
2.73
1.74
1.55
1.22
0.80
1.03
0.68
-1.06
0.83
0.90
1.14
1.00
1.30
1.35
1.17

0.32
-0.10
-0.20
3.05
2.05
1.83
1.49
1.07
1.31
0.95
-0.79
1.10
1.17
1.42
1.27
1.59
1.63
1.44

1.4061

18.57

0.00

1.26

1.55

0.9129
1.5851
1.5594
1.2105
0.1024
0.6111

13.25
22.00
21.53
17.05
1.52
8.79

0.00
0.00
0.00
0.00
0.13
0.00

0.78
1.44
1.42
1.07
-0.03
0.47

1.05
1.73
1.70
1.35
0.23
0.75

4.1943
4.1684
3.6615
3.1261
2.3399

11.12
16.04
9.95
14.37
5.08

0.00
0.00
0.00
0.00
0.00

3.45
3.66
2.94
2.70
1.44

4.93
4.68
4.38
3.55
3.24

2.3287

6.42

0.00

1.62

3.04

2.5911
2.1704
1.9262
2.0137
1.7108

15.04
17.58
14.56
15.50
15.40

0.00
0.00
0.00
0.00
0.00

2.25
1.93
1.67
1.76
1.49

2.93
2.41
2.19
2.27
1.93

1.4104

14.22

0.00

1.22

1.60
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RPL1
Parameter Variable
name
name

Variable description

Systematic heterogeneity in mean
Being able to visit wineries * The possibility to visit wineries and to
µD2*V2
D2*V2 experience activities related to wine were sufficient elements for taking a
trip to Sardinia
D2*V4
Being able to visit wineries * Gender
µD2*V4
D2*V5
Being able to visit wineries * Age
µD2*V5
Being able to buy the wines produced at the wineries * The possibility to
D4*V2 visit wineries and to experience activities related to wine were sufficient
µD4*V2
elements for taking a trip to Sardinia
D4*V8 Being able to buy the wines produced at the wineries * Place of residency
µD4*V8
Having wine specialists take care of you during visits * The possibility to
D5*V2 visit wineries and to experience activities related to wine were sufficient
µD5*V2
elements for taking a trip to Sardinia
D5*V7
Having wine specialists take care of you during visits * Length of stay
µD5*V7
D5*V8 Having wine specialists take care of you during visits * Place of residency
µD5*V8
The appeal of the natural environment in the area *The possibility to
µD12*V2 D12*V2 visit wineries and to experience activities related to wine were sufficient
elements for taking a trip to Sardinia
The climate of the area * I am interested in wine and in the activities
µD17*V1 D17*V1
related to it
The climate of the area * The possibility to visit wineries and to
µD17*V2 D17*V2 experience activities related to wine were sufficient elements for taking a
trip to Sardinia
The climate of the area * I frequently read magazines that are specialized
µD17*V3 D17*V3
in wines
The climate of the area * Gender
µD17*V4 D17*V4
The climate of the area * Age
µD17*V5 D17*V5
The existence of stores/open-air markets for artisan products from the
µD22*V1 D22*V1
area * I am interested in wine and in the activities related to it
The existence of stores/open-air markets for artisan products from the
µD22*V2 D22*V2 area * The possibility to visit wineries and to experience activities related
to wine were sufficient elements for taking a trip to Sardinia
The existence of stores/open-air markets for artisan products from the
µD22*V4 D22*V4
area * Gender
The existence of stores/open-air markets for artisan products from the
µD22*V7 D22*V7
area * Length of stay
l*(0)
l*(β)
ρ2
Adj. ρ2
Num.
Obs.

Estimate t-test

p-val

Confidence
Interval
Low

Up

-0.2892

-3.56

0.00

-0.45

-0.13

1.0052
-0.2183

4.08
-2.88

0.00
0.00

0.52
-0.37

1.49
-0.07

-0.3137

-3.55

0.00

-0.49

-0.14

0.4779

1.81

0.07

-0.04

1.00

-0.2129

-2.38

0.02

-0.39

-0.04

-0.1167
-0.7163

-1.08
-2.53

0.28
0.01

-0.33
-1.27

0.10
-0.16

-0.2664

-3.83

0.00

-0.40

-0.13

-0.4665

-3.98

0.00

-0.70

-0.24

0.3473

3.98

0.00

0.18

0.52

-0.2006

-2.03

0.04

-0.39

-0.01

0.7373
0.1619

3.38
2.46

0.00
0.01

0.31
0.03

1.16
0.29

-0.2050

-2.47

0.01

-0.37

-0.04

0.1494

2.23

0.03

0.02

0.28

-0.5425

-2.94

0.00

-0.90

-0.18

-0.1490

-2.03

0.04

-0.29

-0.01

-39057.763
-32295.715
0.173
0.172
31436
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Abstract. In the so-called New World of Wine, the wine industry, particularly in
the American continent, has increased its presence in various socioeconomic areas
through strategies adapted to market conditions. This literature review aims to identify
research on viticulture and wine tourism in the New World of Wine and categorize
them to indicate new lines of research and knowledge gaps. Given that the consumption and production of wine in the American continent were generated in European
migrations and through the cultural mobility of food consumer goods, wine production systems have been consolidated in some emerging territories. However, the scientific production in this regard shows essential areas of opportunity.
Keywords: emerging territories, food and wine tourism, vitiviniculture.

1. INTRODUCTION

Wine production areas have opted for tourist activity to increase their
development opportunities so that wine and gastronomy have played an
essential role since the late 1980s [1,2]. This aspect is an opportunity for job
creation, income generation in rural areas, as an engine for tourism development in inland destinations and promoting domestic wine consumption
[3,4], coupled with the preservation of the territory’s agri-food heritage [5]
and the consolidation of networks for collective action [6].
Wine tourism is defi ned as the use of wineries as tourist attractions
focused on wine [7], integrating tourism products, services, and events [8],
and associated with a territory through its identity elements and know-how
[9]. Its importance reflects a complex relationship between wineries, winegrowing regions, and consumers [10,11] to experience local culture [12].
Due to the increase in wine tourists [13], they strive to have competitive advantages against different market niches, creating brand loyalty and
Wine Economics and Policy 11(1): 127-140, 2022
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improving consumer awareness. Numerous wineries
depend on visitors [14], and this synergy can generate
positive impacts throughout the region [15], promoting
visits to museums and wineries, as well as tastings [16].
Wine production is frequently associated with the
“Old World of Wine,” referring to European regions,
mainly France, Italy, Spain, Portugal, and Germany.
These countries have a historical depth in wine production [17,18,19], integrating for centuries territorial methods and resources for the improvement of viticulture,
distinguishing itself by its commercial protectionism
and conservatism [20].
Given the socioeconomic mobility towards the
American continent, from the 16th century on, the
so-called “New World of Wine” was emerging, which
includes countries that were initially European colonies
[21], particularly in Latin America, Australia, South
Africa, New Zealand and the United States [18,22,23].
The wine producers of the New World of Wine are
expanding towards the consolidated markets of wine
consumption, through comparative advantages based
on experimentation, development, and innovation, with
a significant increase in the cultivation areas and the
number of wineries [20].
Likewise, a frank development of the scientific literature on viticulture and wine tourism can be observed.
However, it is scattered and does not provide a comprehensive analysis of tourism production and consumption
of wine in emerging territories, which is why the development of this literature review is considered necessary.
2. METHODOLOGICAL APPROACH

This literature review was exploratory, focused on
the American continent’s New World of Wine countries:
Argentina, Brazil, Chile, the United States, and Mexico
(Figure 1). The purpose was to identify the research areas that wine studies have focused on; the process included searching and analyzing scientific articles published
from 2010 to 2020 in the chosen countries.
A systematic analysis was done on the Google Scholar, Scielo, Web of Science, and Scopus databases. The
search was guided by the keywords: wine tourism, New
World of Wine, wine and tourism, viticulture, viniculture. Considering that the American countries have an
essential linguistic variation, studies in English, Spanish
and Portuguese were considered. Two eligibility criteria were applied to identify the articles with the highest
scientific quality (Figure 2). The first criterion excluded
gray literature (thesis, conference presentations, conference communications, and research notes). The sec-

ond criterion excluded those publications whose results
were limited in terms of constituting merely descriptive
papers. It was intended that all the selected references
allow us to discuss the scientific advance on the New
World of Wine from a global perspective.
Based on selecting titles, abstracts, and keywords,
72 scientific documents were reviewed, including documents written in English, Spanish and Portuguese, scientifically recognized internationally. From the selected
corpus of literature, a content analysis was carried out
through the definition of thematic axes. Following the
above, they were classified under the following categories: i) Public policies; ii) Wine tourism; iii) Marketing;
iv) Heritage and culture; v) Sustainability and; vi) Consumption and consumers. A subsequent analysis was
made in the five countries with oenological activities
based on the categories mentioned above.
3. RESULTS AND DISCUSSIONS

The development of viticulture in emerging territories has led to greater integration of supply and demand
in the consolidation of the enogastronomic experience [16,24,5]. The historical depth of the wine-growing
countries of the New World of Wine is a fundamental
aspect of territorial anchoring and construction of cultural identity. This aspect has played an essential role
in consolidating the supply and demand of wines from
emerging regions on national and international scales.
From this, it is relevant to identify the evolution of the
wine industries in each chosen country.
3.1 The emergence of viticulture in the American continent
The evolution in the historical and productive trajectories in emerging wine-producing countries has been
crucial in developing an offer throughout the wine production chain. This fact has been framed in each chosen
country based on the socioeconomic transformations over
time, evidencing a consolidation in the wine industry.
3.1.1 Mexico
Mexican viticulture has its origins in colonial times,
in the New Hispanic communities, when religious
orders introduced and planted various varieties of vines
in the country [25,26], positioning itself as the oldest
producing country in America, whose cultivation dates
back to 1528 [27]. Viticulture in Mexico had repercussions due to the prohibition of wine production in the
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Figure 1. Geographical band of wine and countries of the New World of Wine in the American Continent. Source: Prepared by the authors.

Colony Era [26], which influenced the late development
of the industry. By the 1980s, Mexico moved towards a
neoliberal economic model that opened imports [26].
As an alternative for diversifying income, wine regions
began to explore the possibility of incorporating wine
tourism as of the 1990s, according to Novo et al. [28].
The wine-producing states and promoters of wine
tourism in the country are Sonora, Zacatecas, and

Aguascalientes. However, there are three that generate the highest production in the country: Baja California (Valle de Guadalupe, Valle Ojos Negros, Valle
Santo Tomás and Valle San Vicente), Coahuila (Valle
de Parras), and Querétaro (Tequisquiapan, Bernal, and
Cadereyta), which already they have established tourist
routes with a social and economic value at the national
level [29,30,31].
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3.1.4 Chile

Figure 2: Research process and exclusion criteria. Source: Prepared
by the authors.

3.1.2 United States
There are indications of the production of native
grapes, such as Isabella (a hybrid of Vitis labrusca and
Vitis vinifera), that were not initially used in the production of wines [32]. Formally, the production of wine
in the United States is associated with the processes of
Catholic evangelization by the Franciscan friar García
de Zúñiga who began to prepare sacramental wines [33].
The first wine reported in the country dates from 1769
[34]. New York was the first wine-producing state, starting this industry in 1677, later California in 1960, followed by Oregon and Washington in 1970 [35].
Wine production in this country is distributed in 50
states [36,37]. The most iconic regions are the Napa Valley and Sonoma, in California [38] due to the production
of quality wines and being one of the central wine-producing regions in the world [34]. California has established itself as the second most attractive destination for
food and wine in the United States [39]. This wine-growing region has a leading role in the market, depending
on the number of wineries and wine production [36].
3.1.3 Argentina
Viticulture began in the 16th century with the arrival of the first grapes from Spain and the Jesuits who produced wine for religious purposes, finding the Andes
region ideal [40] late 19th and early 20th centuries.
Argentine viticulture developed in a limited number of
large estates, whose owners controlled the production
and sale of wine, selling almost everything to regional
and national markets [41,42]. In the 1990s, the impact of
globalization on the Argentine wine industry began with
reforms that transformed the production system to supply the national and international market [43,44].

The history of the origin of wine in Chile dates back
to the 16th century [45]. Furthermore, it has undergone significant technological transformations since the
1980s, with a strengthening of exports in 1990, since it
was only exported 7% of production [46,47]. This aspect
benefited the wine market since the country had experienced a drop in domestic consumption due to economic
and social situations [45].
It is currently one of the largest wine producers in
Latin America [48] with 13 wine regions, the most characteristic being Colchagua, Casablanca, and Maule [49];
the last two with production mainly of Chilean Premium wines [47]. The wine tourism activity has been promoted since 1996 as an economical alternative, positioning it as the eighth wine-producing country in the world
and the first among the countries of the New World of
Wine [50].
3.1.5 Brazil
Wine production in Brazil is linked to European
immigration [51], mainly from Italians who arrived in
1875 and established vineyards to produce table wine
[52]. This situation makes wine a substantial social burden and culturally linked to history; therefore, Brazil is
currently occupying the sixth position among the New
World of Wine [53].
There are regions certified in wine production, such
as: Pinto Bandeira, Monte Belo do Sul, Flores da Cunha, Urussanga and Vale dos Vinhedos (Serra Gaúcha)
[54,55,56], the latter standing out for having 80% of the
national wine production [57,58,59].
The Brazilian wine industry has a competitive
advantage because many of its products have Geographical Indication (GI) [54]. Although Monticelli et al.
[60] mention that it is an emerging country in the initial internationalization phase, the wine production is
exported to Chile, Argentina, Portugal, and Italy [55].
3.2 Scientific production of wine in the American continent
Parallel to its historical evolution, the New World
of Wine has gained scientific publications [61]. In this
regard, Gómez et al. [23] indicate that the number of
articles on these topics has increased since the mid1990s in areas such as agriculture, geography, economics, and sociology. According to Bonn et al. [62], the
global growth of wine production and consumption has
consequences. Even though publications on wine are
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Figure 3. Numbers of articles per year (2010-2020). Source: Prepared by authors.

incipient in some emerging countries [28], scientific production has been consolidated in international indexed
journals in recent years (Figure 3).
The scientific production analyzed (2010 to 2020)
shows great differences concerning the generation of
knowledge about wine among the American countries of
the New World of Wine. The United States stands out (n
= 26), followed by Brazil (n = 16); later Mexico (n = 13);
Chile (n = 11) and finally Argentina (n = 6). These data
are displayed because most of the publications from Latin American countries are in Spanish and Portuguese.
Another fact that affects these figures is that monographic and descriptive works were not considered in
countries with low scientific productivity, which lacked a
strong analytical component and scientific rigor.
From this analysis, it is evident that the New World
of Wine represents, at a global level, a sui generis object
of study, which occupies a specific place within viticulture research. Therefore, the systematic analysis of the
information allowed us to identify the diversity of topics
in the emerging viticulture processes and their theoretical approaches (Table 1).
The above summary of publications shows that wineproducing countries have adapted to the supply and
demand of the environment, whether national or international. They have developed dynamics of appropriation
of the territory from alternative forms of production and
marketing of wine. In this sense, it is observed that the
wine-growing regions have opted for the consolidation of
new markets. This situation results in the appropriation
of viticulture in these territories that cause a socioeconomic transformation in the global sphere.
In this sense, the New World of Wine has undergone exogenous and endogenous transformations reflected in scientific production. The topics that have had the
highest incidence are highlighted (Figure 4).
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Of the studies included in the literature review, most
are qualitative (n = 44), followed by those with a quantitative approach (n = 23) and a minority with a mixed
analysis (n = 5).
Regarding the heritage and culture category, the
studies are still incipient. European migrations in the
American continent marked a reference in wine production and its territorial appropriation, although it has
not been addressed in depth. In Chile and Brazil, these
investigations have contributed to the knowledge of
the wine regions’ socioeconomic history and the development of the wine industry [9,87]. In the USA, it is
emphasized that cultural service activities are related to
wine production and benefit the development of wineries [88]. In an exploratory way, these studies can contribute to the progress of the viticultural regions of the New
World of Wine to identify their territorial anchorage and
the tradition around wine.
On the other hand, the sustainability category provides guidelines for the strengthening of viticulture. This
fact is based on considering climate change at a global
level [90]. Some authors [36] refer that a differentiation
must be generated in the sustainable practices of the
wineries. Identifying the adaptability of the viticultural
practice from the study of pests, diseases, and stress of
the vines [93]. The use of wastewater in grape cultivation has been imperative due to the constant water crisis [92] and the constant changes in land use for crops
[42]. These aspects have been considered in Brazil and
Chile to focus on sustainable management practices,
increase competitiveness, and promote product certifications [89,91]. The increasing environmental degradation
worldwide should be a point of analysis in wine production, not compromising natural resources.
Public policies in the New World of Wine should
constitute a guiding axis due to the changes generated
by globalization. This aspect implies that emerging wine
markets strengthen programs in coordination with academic and government institutions under triple helix
schemes [35,43]. This relationship between institutions
should promote national and international cooperation
in emerging countries [60]. To this end, the development
of public policies that contribute to technical knowledge
and the development of new winemaking practices [52],
as well as the increase in wineries [64], should be stimulated. Espejel et al. [63] mention that public policies fail
in some emerging countries such as Mexico due to a lack
of statutes, ambiguous laws, and a complex relationship
between buyers, producers, and the government. With
this consideration, viticulture in the American countries
would be strengthened, with which and action mechanisms for the consolidation, development, and interna-
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Table 1. Summary of wine and tourism studies in the New World of Wine. Source: Prepared by authors.
Topic/Subtopic
i. Public Policies
Institutional structures
Institutions and wine promotion
Development of the wine region
Public policies and viticulture
Relationship with institutions
Wineries expansion policies

Author(s)

Country

Lara [43]
Monticelli et al. [60]
Fachinelli et al. [52]
Espejel et al. [63]
Hira and Gabreldar [35]
Yelvington et al. [64]

Argentina
Brazil
Brazil
Mexico
USA
USA

ii. Wine tourism
Wine Routes
Wine tourism challenges and opportunities
Wine tourism adoption
Wine tourism analysis
Tourism appropriation mechanisms
Tourism and territorial transformation
Wine tourism and territory
Wine tourism potential
Wine tourism as an emerging activity
Influence of emotions on wine tourism
Wine festivals
Wine tourist behavior
Wine tourism profile
Critical factors of wine tourism
Signposting and wine tourism
iii. Marketing
Wine restructuring due to globalization
Shared brands
Wine internationalization
Differentiation strategies
Social capital and competitiveness
Circular economy model
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Figure 4. Summary of publications. Source: Prepared by authors.

tionalization of the wine industry of the New World of
Wine would be established.
Another opportunity to investigate is wine tourism because it is an activity developed as a product
diversification strategy. Few studies in countries such
as Argentina, Chile, and Brazil in the academic field,
although producing regions with routes are identified
of wine whose potential for use is high [40,44,65,66,67].
In this sense, Mexico is the country that leads the publications on this subject. Although this may not reflect
the countries’ actual demand, California (United

Brazil
Brazil
Mexico and USA
Mexico
USA
USA
USA
USA
USA

States) maintains a leadership role [36]. Incorporating
wine tourism into wine-producing regions represents a
challenge, although it can contribute to the diversification of the economy [50]. In countries like Chile, support has been provided to establish wine routes [69],
although some companies do not have action plans to
invest in this initiative [68].
Other studies on wine tourism have been analyzed
from the dynamics of territorial appropriation and
transformation of the wine regions for their configuration as tourist scenarios [26,70,71,72]. These aspects
are related to the emotions of the tourists and the perceived quality in the wineries visit [21,33,74]. Due to
the increase of tourist activities in producing regions,
studies have examined the enotourist profile and their
behavior [39,73,75] and the loyalty towards visits to various wineries [33,76]. The consolidation of wine tourism
represents excellent potential for its growth, although, in
some wine-growing regions, the connectivity, infrastructure, and signaling are not adequate [28,37].
The synergy created between wine production and
tourism has been the key to increasing production benefits [68]. Based on these findings, it is suspected that the
producing regions have been able to consolidate a tourism demand by the new market demands, and therefore,
it is advisable to strengthen studies on wine tourism in
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emerging countries. This aspect represents a development opportunity for the producing regions.
Studies of wine consumption and consumers represent an opportunity in countries like the United States,
Brazil, and Mexico. Argentina and Chile would have to
consider more studies because the consumption scenario
is not in sight. These studies are vital due to the need to
study consumers to identify their habits and characteristics of the market. The findings in this category focus on
establishing a cognitive structure of consumers based on
values such as hedonism, stimulation, and care [53]. On
the other hand, they focus on analyzing how wine consumers can pursue a social status from acquiring foreign
products or brands as a symbol of cosmopolitanism [94].
For this reason, it is essential to strengthening studies on
wine consumer profiles [102].
Due to the growing interest in consuming wine
in recent decades [53], wine consumption studies have
strengthened wineries’ offers. Therefore, wine consumption preferences have consolidated the competitive strategies of wineries that have been approached from econometric perspectives and generational groups [95,96,101].
The increase in the direct sale of wine in wineries has
established new forms of consumption, which have been
approached from an economic perspective, although it
is considered that the role of emotions also influences
the purchase decision processes, and is an aspect that
has not been studied in depth [97]. Another aspect that
should be studied is the response to consumer attitudes
focused on the consumption of wines with eco-certification [98]. In addition, it is necessary to expand knowledge to provide more information for wine consumption
based on vine strains little known to the consumer [100].
As the New World of Wine is an emerging sector in viticulture, it is explained that studies focused on
marketing are a potential topic for American countries.
In the United States, Brazil and Chile, this topic represents the highest percentage of publications. It can be
inferred that actions taken by the wine companies have
been adapted to the demands of the market. In addition
to this, these countries have opted for internationalization in promoting and marketing their products. On the
other hand, there is a lack of publications on this item in
Argentina and Mexico.
Studies carried out from marketing allow for an indepth analysis of the influence generated by the wine
sector on wine consumers and the strategies implemented towards international competitors [59]. These aspects
have been approached from ethnographic methods to
identify new market niches in the context of globalization and insertion in new markets [41,46,79]. An effort
has also been made to identify the construction process-
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es of the sectorial brands from the stakeholders’ perspectives [54,55]. Another relevant finding is that the consolidation of wine clusters has made it possible to promote
the production of wines from the territory [56,58,77].
Similarly, networks of winemakers have been consolidated to strengthen the internationalization processes of the
wine industry [51].
Other studies have focused on understanding the
consumer preferences of the new generations (millennials and generation Z) [47]. Based on market studies, it
has been possible to adopt various production strategies
with low-cost scales, product homogenization, production of products for export, and organic wines [45,86].
As well as marketing strategies based on the recognition of market opportunities [48]. In this regard, Felzenstein and Deans [49] indicate that some companies have
already initiated cooperative processes in marketing
activities to attract new customers and strengthen marketing aspects [49,85].
The perceived image of wine destinations has
become a relevant research area for marketing since it
strengthens activities such as wine tourism and wine
consumption [82]. Leadership, terroir, entrepreneurial
spirit, and how the wine regions’ actions are communicated become a competitive advantage [34]. Another
relevant finding in some studies [38,80] indicates that
demand for products must be satisfied, considering
those strains of vines that are not so well known and
establishing mechanisms to promote them.
To consolidate the commercialization of wines, it
has been proposed to have greater participation in fairs,
wine events, and pairings [81] and look for alternatives in hotel companies to publicize new products [83].
In some countries, such as the USA, marketing actions
have been focused on strengthening the motivations for
visiting wineries based on charitable events and activities [84]. It is essential to consider that there is no government support for these actions in some emerging
countries.
In general, the countries that make up the New
World of Wine have consolidated their wine offering to
compete globally. This fact has set a guideline in establishing quality standards, new territorial appropriations,
penetration of new markets, and diversification in the
production of vines and wine. In the American context,
the theoretical and methodological perspectives around
the wine industry have been adapted to the terroir, to
the various scales of production (local, national, international), and new market trends.
Based on the literature review, it is realized that
both the production of wine, its consumption, and its
academic approach have advanced over the years. These
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facts show that the importance of wine has been present
from ancient civilizations to new generations. Therefore,
there are challenges and opportunities in wine studies.
Regarding sustainability, action mechanisms must be
established to face climatic risks and design production
strategies that are not aggressive with the environment.
Public policies will have to consider collaborative
participation between various entities to regulate and
strengthen the wine industry. On the other hand, heritage and culture studies can set precedents on the development and consolidation of wine regions in the countries of the American continent. This is for the European
influence that it has from the processes of colonization
and immigration. Regarding wine tourism studies, the
challenge is to promote a more informed movement
from a sustainable perspective and consider the different
tourists who visit wine regions.
Marketing studies have led to better planning of the
wine industry and will continue to strengthen due to
the constant social changes that lead to perceptions and
purchasing influences. Finally, consumers and consumer studies have to be addressed in greater depth since
wine intake is increasing, and consumer preferences are
dynamic and changing.
The various areas of knowledge selected show a
growing interest in the emerging countries of the American continent. This fact is not isolated, since the selected countries are an essential reference in the New World
of Wine, due to the growth of the wine industry, the
expansion of the wine culture, the diversification of productive and leisure activities, as well as the consolidation
of emerging markets with an international scope.

consolidating work networks that allow a flow of information and products. On the other hand, the strengthening of the wine-growing activity implies a change in
the consumption and appropriation of wine production
in some traditional societies that do not include it in
their tastes and preferences. Studies on wine and wine
tourism should, in the future, contemplate economic,
commercial, and marketing aspects and strengthen cultural and sustainability aspects in the forms of production.
Based on differences in the countries’ publications,
it is observed that each country’s social, economic, and
educational characteristics derive from the publications’
productivity. In this way, the main contribution of this
review is to delineate future lines of research on wine
and wine tourism from a thematic and geographical
perspective. However, it is essential to emphasize that
the analysis did not consider the economic and political
asymmetries that determine the research capacity of the
different countries studied.
One limitation in this literature review is that, due
to its limited scope and descriptive nature, many of the
works published in Spanish and Portuguese were not
considered. A good amount of the scientific production
of Chile, Mexico, Argentina, and Brazil are case studies
with a limited analytical scope. To better understand the
production and consumption of wine in emerging countries of the New World of Wine, research must be consolidated and strengthened with the highest standards of
quality and scientific rigor.

4. CONCLUSION AND IMPLICATIONS

The authors are indebted for the comments made by
the editor and the anonymous reviewers.
A special acknowledgment to the Mexican National
Council for Science and Technology (Consejo Nacional
de Ciencia y Tecnología).

Even though wine production is relatively recent in
the American continent countries, compared with the
countries of the Old World of Wine, the actions that
have been undertaken regarding innovation and organization have generated great competitiveness that has
been marginally studied. The countries with the highest scientific production in the Scopus and JCR indices
are the United States and Brazil; both focused on wine
markets in the American continent. These research areas mark a guideline in the influence of theoretical and
empirical study that serves to reference countries such as
Mexico, Chile, and Argentina.
In general, the American countries of the New
World of Wine are betting on studies of wine markets,
wine tourism, and consumption and consumers. This
fact indicates that the need for global positioning implies
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Abstract. Mireia Torres Macsazzek is head of the Familia Torres Innovation and
Knowledge Department and has been involved in her family’s business since 1999 after
an education in chemical engineering, viticulture and oenology. She is also President
of Plataforma Tecnologica del Vino (PTV), a body that serves as a meeting point for
RDI executives in the Spanish wine sector. In this interview she shares her perspectives on business driving forces and critical aspects, especially related to the funding
and implementation of Innovation programmes and the keys to drive the business into
the future.
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PHNM: Mireia, we very much welcome the opportunity to undertake
this interview and appreciate the time and commitment you have assigned
to this, within your very diverse roles and responsibilities within the family
business, Familia Torres winery, and across into industry leadership, notably
via PTV, Asociación Plataforma Tecnológica del Vino. Likewise, we recognise
the very serious impacts that the COVID pandemic has imposed on individuals, families, businesses, and nations, so we express our best wishes and
added thanks for your contribution in such challenging times.
One might have anticipated that your family background would lead you
naturally to a career within the wine business, but we understand that this
was not necessarily so. Perhaps you might outline a picture of your formative
influences from family and schooling that established your early interests
and underpinned your educational and career paths?
MT: My family has been involved in the wine sector for five generations. In fact, two years ago, we celebrated our 150th anniversary. My father,
Miguel A. Torres, had a huge influence on me when I fi nished my Chemical Engineering training in Barcelona. He convinced me to study Viticulture
and Oenology in Montpellier. Once there, I liked it so much that I decided to
dedicate my professional career to wine.
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PHNM: We note that your early, technically directed training, initially in Chemical Engineering complemented by specialist studies in Viticulture and Oenology, was then further reinforced with a PDD (Programa
de Desarrollo Directivo) in IESE and a Master in innovation and entrepreneurship, while holding your present
position of Innovation & Knowledge Director at Familia
Torres; you have also held roles in R&D, as winemaker,
and as both technical and production director. Given
that Familia Torres, is a long-established family company, within a traditional industry sector, to what people
and driving factors do you attribute the very effective –
but not so usual – embrace of the ‘new’ and complementarity of tradition and innovation?
MT: I think that the family philosophy of hard
work, non-conformism, and resilience has marked the
direction of the business over the years. My father has
been an important source of inspiration for the fifth
generation. His work capacity, negotiation skills, and
determination, as well as his vision of the future, have
had a huge impact on us all. The family understands the
need to innovate. Even my grandfather, in his time, was
a visionary and one of the pioneers behind wine export
and brand registration, both aspects were extremely
appealing to tourists to Spain. My father was also a
major driving force behind the changes in the expansion
of the company and the creation of fine, premium wines,
such as Mas La Plana, made from international varieties.
Innovation also plays an important role today in studying environmental changes, as well as social trends and
demands. Understanding change enables you to understand and predict how it will affect consumption patterns and wine quality. The problem with innovation
is getting shareholders to understand that not every
experiment or pilot test are going to give positive results
and that you need to be patient because some projects
involving vines can easily entail a decade of research.
PHNM: Might you also amplify just how Familia
Torres utilises the conjunctive forces of tradition and
innovation within its PR and Marketing, and where
messages or trends from the market inform fresh R&D,
and product or process innovation? How tightly are the
factors within this cycle linked, and what is the key to
effective, enduring innovation across technical, production, marketing and the broad issues of resource use and
sustainability?
MT: Fundamentally, Familia Torres’s message is
closely linked to tradition, the land, sustainability,
regenerative viticulture, and a return to ancestral wisdom. We carry out numerous projects from the area of
innovation that help to improve quality, costs, process
efficiency, sustainability, digitalization, consumer knowl-
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edge, etc. yet very few directly address the product. Since
I began in innovation, there have only been two projects directly linked to the end-product; one focusing on
recovering ancestral varieties with the objective of making exceptionally unique wines and the other on dealcoholized wines.
At the moment, the innovation process works in the
following way. First, innovation priorities are decided by
the CEO, and then projects and resources are discussed.
The scope of the area of innovation is wide-ranging. Every area of the company has resources to carry out projects, which are the responsibility of the area director.
The Innovation & Knowledge Department provides support to promote projects in all areas in the form of assistance and funding. It also looks for synergies and writes
business plans when needed. Every project is assessed by
a steering committee.
PHNM: Allowing that your prime experience is
within a privately held, family business, you have nevertheless extensive contact and engagement with many
others in the sector, including within your role as President of PTV and noting you are also Vice President of
INNOVI, the Catalan wine cluster. What do you identify as the essential differences between family and public corporate business regarding objectives, successional
matters, longevity of investment cycle etc. and are any
such differences of significance in advancing or constraining innovation, adaptation, and competitiveness of
individual businesses, and more significantly the wine
sector itself?
MT: I think, in general, that a family-run business
transmits certain values and, from my point of view, is
more committed to society and its surroundings than
a public corporate business. What’s more, the business
vision is usually long term and there is strong commitment from family members. However, a family-run
business can also be complex as it combines personal or
family and professional aspects. Moreover, as new generations get more involved and the number of stakeholders
increases, the difficultly in understanding and accepting
certain business management policies can lead to disagreement. According to the figures, 70% of family-run
businesses do not get past the second generation and
20% of those that do make it, disappear within the third
generation.
PHNM: This leads us then to addressing questions
around the structure, function and effectiveness of
research funding and the delivery of R&D + Innovation
for the benefit of the Spanish wine sector.
Could you please outline the key challenges facing
the broad Spanish wine sector and what key strategic
themes or programmes are being promoted and facilitat-
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ed through PTV – in other words, what are the priority
themes and why are they best executed by PTV?
MT: In Spain, according to the latest COTEC report,
1.4% of GDP is targeted at RDI while in other countries
such as South Korea and Israel that figure is 4.5%, 3.4%
in Taiwan, 3.1% in Germany, 2.8% in the US, 2.4% in
China… Europe wanted it to be at 3% by 2020 but the
objective has not been reached. However, what is even
more worrying is that Spain is at the bottom of the
OECD and EU ladder when it comes to RDI investment.
Even countries like Greece, Hungary, Portugal, Poland,
and the Czech Republic are ahead of us.
We have to bear in mind that while the wine sector in Spain invoices 6.5 bn euros per year and that
the whole sector represents 1% of GDP, since 2018, it
has also been investing a minimum of 130-150 million
euros per year in RDI. That represents around 23-26%
of investment in R&D in the agrifood sector and 0.941.08% of domestic investment in R&D. It is important
to highlight that the figure is higher than the domestic
average for the agrifood sector (0.64%) and higher than
the average of the EU-28 (0.69%) as regards GVA. So,
basically, the wine sector represents approximately over
5% of R&D investment in the food and drink sector, and
1% of RDI investment in Spain.
Moreover, it also needs to be highlighted that it is
exceedingly difficult to promote innovation in the wine
sector because it is highly fragmented.
The PTV wine technology platform gives priority to
boosting projects and the transfer of knowledge to the
sector through webinars and training sessions. It is also
in conversation with the pertinent public authorities to
communicate the needs of the sector every four years
through the strategic agenda. The main priorities, at the
moment, relate to digitalization, sustainability, circular economy, and adapting to climate change. The PTV
has the financial support of the Spanish Wine Interprofessional Organization (OIVE) and the support of the
Spanish Wine Federation (FEV), as well as national public financial entities (CDTI, AEI, MICIN, MAPA, INE,
etc.) and regional innovation agencies.
PHNM: From these PTV initiatives, what lessons
has industry learnt regarding the translation of RDI into
Business Innovation and Competitive Advantage---commercial, social, reputational---and which comes first
from an ESG or CSG perspective? Just who can and does
initiate such developments? Is it primarily individual
operations or perhaps regional groups or clusters such as
INNOVI?
MT: In general, Spain lacks policies that promote
innovation, and there is also a lack of investment from
the majority of businesses. There is a need to enhance
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the transfer of knowledge from research centres to businesses. Associations such as PTV at a domestic level and
clusters such as INNOVI help to revitalize and change
the vision of innovation in companies within the sector.
PHNM: Recognising that this Journal has a focus
upon wine economics and policy do you have a view
on the role and potential of research and innovation in
economics, policy, marketing, and new product development to meet changing global conditions, social
demands and new consumers? How do we best deploy
public, pre-competitive research in these areas and
translate these into both private and public benefit?
MT: From my perspective, we should take advantage
of the momentum created by digitalization to capture
data from social networks about what consumers/clients
want and use it to identify new trends. When a company creates a new business model or product, if it works,
others will follow.
I believe that a good way to study the viability of
technology is by improving innovation policies and
encouraging collaboration between businesses and
research centres (partly funded by the authorities). The
aim should be to increase revenue and create a new,
interesting business model.
PHNM: It is impossible to ignore the local and global impact of the COVID pandemic. We wonder if you
have any brief comments on the potential longer-term
impact on the way the sector prepares for crises, anticipates future market and social trends, and prepares itself
to be both resilient and agile in the future; you may (or
likely have) addressed this, at least in part, in our previous question…
MT: In Spanish, we also have the saying “every
cloud has a silver lining” and this has been the case with
COVID. This exceptionally complicated situation created many challenges for people and businesses alike.
However, I believe that it has changed us all. It has made
us more resilient. It has also speeded up digitalization,
which has prompted changes in our habits, our way of
working, of relating to each other, our demands, consumer demands…
Many of the recent innovation projects are linked to
new technologies brought about by digitalization such
as drones, satellite imaging, IoT sensors, predictive algorithms, robotics, digital twin and blockchain.
Of all the family wineries, the pandemic had the
most impact on the one I manage personally, Jean Leon,
a modest winery in Penedès that used to sell over 70% of
its products on the domestic market – in the hospitality
sector alone. Then our sales fell by 50%! At the beginning, we were really concerned, but then we quickly
responded to the situation. The whole team got together
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with distributors in workshops to create a 5-year business plan. Once approved, the whole group has been
following it like clockwork. I love to see the team happy
with the changes we are making and motivated by the
project. It is one of the things that gives me most satisfaction.
PHNM: We must look to close this interview, but
would like to ask how you manage to balance your
intense professional activities on behalf of the family
company and the industry, with your personal interests.
You have evidently strong multicultural engagement,
socially and linguistically, and are involved in wider
Foundation activity such as Fundación Familia Torres
with its focus on protection of children and the wellbeing of people, promoting education and social integration.
Perhaps you might note some of the achievements
of the Fundación, but also ask, can you and do you find
avenues to integrate, yet balance your public and personal life while finding time and energy for personal diversions and relaxation?
MT: The Fundación Familia Torres was founded
by my grandparents in 1986 and has funded projects,
in Spain and around the world, mostly associated with
children, although in recent years it has also funded
projects focused on empowering women, which fills me
with satisfaction. Since 1986, we have collaborated on
over 400 projects with NGOs in 12 countries. The link to
the website is https://fundacionfamiliatorres.org/.
I have a 23-year-old daughter and a 22-year-old son,
and both are engineers. My principal hobby is tennis,
but I also enjoy cooking. I love cooking for family and
friends.
PHNM: Mireia, our thanks for your contribution to
the Journal. Your heavy involvement and high responsibilities in both the private and public side of the business make your perspective invaluable for our readers
and for the further development of the debate about the
role of tradition and innovation and their interaction in
the wine sector.
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