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Nowadays, wine has become an important beverage that is increasingly being consumed more frequently all over

the world, and its production and marketing has received increasing attention from consumers, specialists, and

producers. As a result, the growing importance of wine tourism for many destinations and the role of this type of

tourism in supporting local economies is now beginning to be understood. It has also been highlighted that wine

tourism can play a significant role in the development of tourism by contributing to the economic and social support

of local regions and communities. Wine is one of the ingredients of people's journeys, and journeys dedicated to

wine-producing areas have led to the tourism product known as wine tourism.

Romania  wine tourism  Old World  consumer profile  rural tourism  COVID-19

1. Wine Tourism—A Conceptual Approach

Wine tourism has long existed in parts of Europe and North America and has developed in Australia as a distinct

tourist product since the early 1980s, and the opportunity to host visitors is an important source of additional

income for wine producers . Formal links between tourism and wine, especially through the creation of wine

routes, have existed since the first half of the century, and have expanded considerably in recent times .

Tourism can play an important role in the economic development of wine-producing regions, while consolidating

them as tourist destinations . There are experts  who believe that what food tourism means actually started with

wine tourism and later evolved into gastronomy. Wine producers in Australia, Canada, France, South Africa, and

the USA have been considered the innovators of wine tourism. They have realized the potential and have evolved

from simple vineyards to establishing connections with restaurants and entertainment in rural areas.

Depending on the motifs, wine tourism can be described as “visitation to vineyards, wineries, wine festivals and

wine shows for which grape wine tasting and/or experiencing the attributes of the grape wine region are the prime

motivating factors for visitors” .

Moreover, wine tourism is defined as “a tour or visit to wineries, wine festivals and events correlated where the

most important motivation for the tourist is to directly experience the characteristic, the quality of a wine through a

tasting session” . According to previous definitions, wine tourism can be concise as a trip to the vineyards,

including what wine-loving tourists experience in these destinations .
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To create a connection between wine tourism and local area, other elements have to be considered. Specific food

with local ingredients, prepared and served by locals , information about the production system and local culture

 help the tourist to fully enjoy and understand the particulars of the area. Seen as a holistic experience, it is clear

that, for this type of tourism, the researchers have a fixation in space (geographically) .

For wine tourism to be a real success, it must to be organized both at the vineyard level and at the regional level

. However, it should be understood that winery visits may be made by those whose main reasons for travel are

not necessarily related to wine, but rather to the entertainment options that the area where wineries are located can

offer .

Viticulture can transform the local landscape into a combination of agriculture, industry, and tourism . These

wine regions are called ‘’winescapes’’. Wine tourism also facilitates producer–consumer interaction and involves

education on specific products, representing an opportunity to promote the (positive) image of the region .

Today, wine tourism is perceived as more than a superficial visit to wineries or vineyards to buy or drink wine . It

is also appreciated that the existence of a wide range of experiences, which can be combined with wine tourism

such as: wine tasting, the pleasure of visiting the surroundings, excursions in the area, and many other

complementary cultural activities, are possible in the wine regions .

The vineyard owners have made the wine tour an important holiday destination. This has been achieved by

understanding the consumer’ needs, by tasting wines .

In a globalized economy, wine is traded internationally, and this is associated with the marketing of regional brands

and images, which is a particularly important feature of wine promotion .

It is assumed that a potential consumer will have a set of beliefs about what attributes make up the likely tourist

experience in a wine region . Some studies  have concluded that many wine-loving tourists want a

comprehensive tourist experience that includes opportunities to experience scenic areas, visit wine festivals, and

understand and support the local hospitality and culture. Thus, a visit to a vineyard is a complex of experiences

that could include elements such as: an aesthetic appreciation of the natural environment, being the vineyard itself;

the cultural and historical context of the wine-growing region and its production methods; an exploration of

education and diversity; a sense of connection with the winery and a certain sense of authenticity . Furthermore,

it has been identified that all these elements of the experience are part of, or are framed by, the landscape

(winescape) of the region, which can present an attractive integration of the rural landscape, the industrial process,

and tourist activity .

These quality experiences can have continuous benefits in the wine regions, emphasizing consumer loyalty to the

destination and the product, helping to promote the local brand .

Wine is considered a consumer product associated with people’s lifestyle. Those interested in wine often explore

wines by tasting and by associating them with food . For established wineries, visitors are a way to test new
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products .

Given that tourists are looking for fun and entertainment regardless of the location visited, the researchers can

consider that wine may not be the most important factor that attracts someone in the area, so the wine regions and

wineries compete with other tourist destinations . The oenotourists are not necessarily the same people who

engage in other non-oenological gastronomic activities—which are not related to wine .

The wine consumer needs information on the origins of wine and there is a need for strong geographical

differentiation between countries and even within countries, and between different producing regions . Wine is

becoming more attractive to consumers through its geographical origin, individual stories, and lineage . Wine

enthusiasts fall into various categories of sophistication and will therefore be willing to seek additional services .

Moreover, for a winery to be successful, the wines produced must find a sustainable and fair market. While larger

wineries need to attract customers through the special experiences they can offer, smaller wineries need to

demonstrate hospitality and local affiliation .

Wine festivals offer a great opportunity to raise awareness and recognize local and regional brands and build

customer loyalty .

In essence, wine tourism combines elements of a wine region, such as grapes, wine production, wine as a finished

product, vineyards and wineries, gastronomic and wine festivals, the region’s customs, and its geographical

characteristics, so that all these elements are able to meet the expectations of the wine tourist.

2. The Wine Tourist

Wine is a unique product and different from other foods. Wine consumption has specific characteristics such as

association with food, symbolic value, and popularity for gift giving . In addition, more than with other types of

food, the tradition and socio-cultural characteristics influence the consumption of wine. Those who practice wine

tourism seek to gain a global tourism experience, which offers a variety of regional benefits .

Regarding the relationship between consumer behavior and wine tourism, no pre-1995 study has been identified to

explore this topic. Many of the studies published subsequently focused on two areas of research: 1. understanding

the socio-demographic characteristics of the wine tourist; and 2. understanding the psychography of the wine

tourist . It is important to note that “Wine tourism is, simultaneously, a form of consumer behavior, a strategy by

which destinations develop and market wine-related attractions and imagery, and a marketing opportunity for

wineries to educate and sell their products directly to consumers”  (p. 147). Many studies of wine tourists have

only referred to vineyard visitors and not to wine consumers in general. There is a limited understanding of the

potential of wine tourism among wine consumers .

Thus, as wine tourism develops, there is a growing need to understand wine consumers and the factors that

contribute to their overall experience when practicing this type of tourism. Wine tourists can be either local hikers or
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overnight visitors from outside the area. They demonstrate a mix of demographic characteristics but are often a mix

of domestic and out-of-state travelers representing a relatively high socioeconomic level in terms of education,

income, and profession.

What is the profile of a tourist who practices wine tourism? A comprehensive study  conducted in 2011 presents

interesting conclusions. There are gender differences between wine tourists. Thus, women are more attracted to

the labels on the bottles, sharing the wines from the winery with others, and making post-purchase visits. Many

studies support the hypothesis that wine tourists are young and have a high level of education and income. Other

studies  have found that women are more inclined to use more sources of information than men when making

the decision to buy wine. A study conducted in British Columbia , Canada, showed that wine tourists in general

(those who visit vineyards) were more active and engaged than other tourists. Thus, a group called “cultural wine

tourists” was identified, more interested in luxury .

A study of wine tourism in South Africa found that wine tourists did not travel with the group of tourists , and a

study in Australia found that wine tourists were not homogeneous in terms of generation and developed diverse

expectations regarding the “cellar door” experience . Experience and service were important to young visitors,

while viticulture was important to the elderly.

It is also appreciated that the motivations of the wine tourist refer to having the opportunity to taste the wine,

experience the attributes of a wine region, to tour the vineyard, to have the opportunity to meet the producer, buy

quality wines, dine in the local restaurant, socialize with family or friends, and attend wine festivals or events .

The reasons for travel are one of the most important criteria for segmenting the tourist demand. The importance

derives from the complexity of the reasons, in the sense that they can be very numerous and diverse. Furthermore,

the basis of practicing one form or another of tourism may be common reasons for all forms of tourism or there

may be specific reasons. Moreover, the reasons for travel are subjective, which means that they can characterize

individuals, groups of individuals, or even an entire nation.

A study conducted in Greece  showed that “visiting the winery” was the most important motivating factor for wine

tourists, followed by “learning about wines and how they are produced”, and then “buying wine”. However, the rural

setting, gastronomy, or visits were not considered reasons to visit the wine region.

The existence of wineries in a wine region is in itself a reason to visit that region. The attributes of the winery, which

determine the visit to the region and, implicitly, to the winery, are the quality of the services offered to the tourists,

the knowledge of the wine that the winery workers have, and the diversity of wine assortment . As a result, in

order to attract as many tourists as possible, wineries need to continuously improve their characteristics, as

previous studies  have shown that visits by tourists to wine-growing regions generate revenue for the

latter.
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It should be noted that the reasons do not differ much from one category of tourists to another. Moreover, the

reason found in all categories of tourists is the wine tasting. This indicates that visiting a winery and implicitly

tasting wine represent the essence of wine tourism.

Depending on the influence of the wine landscape (region) on tourists, namely, the organization/arrangement of the

wine region, wine quality, value/notoriety of the wine region, winery workers, and depending on experience

motivation and bonding motivation, tourists practicing wine tourism can be classified as :

Inspired tourists—the attraction towards wine tourism is influenced both by your own motivation to experiment

and by the offerings of wineries;

Self-motivated tourists—the attraction towards wine tourism is influenced both by one’s own motivation to

experiment and by the wineries’ offers;

Market-motivated tourists—the attraction to wine tourism is influenced more by the wineries’ offers and less by

their own motivation to experiment;

Inert tourists—neither their own motivation to experiment nor the winery’s offerings make them feel attracted to

wine tourism.

In other words, this classification highlights the way in which wine tourists respond to intrinsic factors (internal

motivations and their own experience) and extrinsic factors (winery offers). Naturally, due to the fact that the

influence of factors is felt subjectively, the situations described above appear in which tourists can be influenced by

one of the categories of factors, by both categories, or by none.

Wine tourists can also be characterized by comparison with non-wine tourists. Two of the variables that

differentiate between wine tourists and non-wine tourists are income and consumption habits . As a result, wine

tourists have a much higher income than non-wine tourists, wine tourists consume much more wine, and much

more often than non-wine tourists . Given the variable income, it can be deduced that the tariffs charged by

wineries do not have a very large impact on wine tourists.

Additionally, wine tourists can be divided into active wine tourists and potential wine tourists . Thus, active wine

tourists are characterized by the fact that they are wine consumers and have visited a winery at least once, and

potential wine tourists are characterized by the fact that they are wine consumers, but have never visited a winery.

Furthermore, two other differences between these categories of wine tourists refer to: the fact that active wine

tourists are much more likely to visit a vineyard where they can find their favorite wines and where they can carry

out other activities specific to wine tourism, compared to potential wine tourists, and the fact that for active wine

tourists, the time to and distance to where the vineyard is located are insignificant elements, while for potential

wine tourists, they are significant elements .
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Another typology of tourists who practice wine tourism is the typology based on the origin of the tourists, more

precisely, the tourists can be from the country where the visit occurs, but they can also be international tourists.

Thus, it was found that there are some differences between the profiles and expectations of domestic and

international tourists, and as a result, wineries have the responsibility to know these profiles and expectations, to

increase the return rate, which in the case of international tourists, is lower than that of national tourists .

The four profiles were studied in another paper , finding that an emotional experience was more important for

wine lovers, interested tourists, and curious tourists, than for uninterested tourists. If the wine-growing experience

was rated as the most important attribute of all four profiles, the environment of the wine-growing region was the

next most important attribute for the interested and curious tourists, more so than for wine lovers and disinterested

tourists.

3. The Profile of Wine Tourists from the “Old World” of Wine

The profile of tourists who practice wine tourism and the reasons why they practice this form of tourism, could also

be influenced by the “world of wine” from which they come. Following an analysis of the largest wine production

and exports, among the countries with an older or more recent wine tradition, it was discovered that there is the

“Old World” and the “New World” of wine . The “Old World” of wine includes countries such as Bulgaria, France,

Greece, Hungary, Italy, Portugal, Romania, and Spain, and the “New World” of wine includes countries such as

Argentina, Chile, New Zealand, South Africa, and the United States . Given that all the countries of the Old

World of wine are from Europe, it can be admitted that Europe has the supremacy of the world wine market, which

is why studying the profiles of wine tourists from European countries with a tradition in viticulture has proved

imperative.

Thus, the Greek vineyard visitor is characterized by the fact that he is a man, is between 26 and 36 years old, is

employed, has higher education, has a monthly income of between EUR 1501 and 2000, and comes from a rural

area . He has as reason for travel, obtaining information about wines and wine production . As a result, it can

be inferred that visitors to Greek wineries may fall into the category of wine connoisseurs.

The German vineyard visitor is characterized by being a woman, is between 50 and 59 years old, and can also be

over 60 years old, has a university degree, a high income, and is employed, and among the main reasons for travel

are the consumption of traditional food and drink, the acquisition of wine information, and wine tastings .

The Spanish vineyard visitor is characterized by the fact that she is a woman, is between 40 and 49 years old, has

a university degree, a high income and is employed, and among the main reasons for travel are the acquisition of

information about wines, entertainment/relaxation, and the consumption of traditional food and drink .

The visitor to the Italian vineyard falls into the category of tourists who love wine, treats the vineyard as a

pilgrimage site, being characterized by the fact that he is a man, he is between 26 and 45 years old, has a medium

to high income, uses the car as a means of transportation, and has information on wines . Given that he falls
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into the category of wine-loving tourists, it can be deduced that the reasons why he visits a winery are due to

tastings and the desire to learn about wines.

The Bulgarian vineyard visitor is characterized by the fact that she is a woman, is between 41 and 60 years old,

visits wineries 2–3 times a year, and the reasons behind the visit are tastings, vineyard tours, general experience,

food, and association with wine from wineries, and the history and production of wine .

The Portuguese vineyard visitor is characterized by being a man, being employed, between 18 and 45 years old,

having a high school or undergraduate degree and an average income of between EUR 1251 and 3500, and

among the reasons behind the practice of wine tourism and, implicitly, the visit to the wineries, are the

attractiveness of the wine-growing area’s physical and historical characteristics, the desire to find information about

wines .

The French tourist who practices wine tourism is characterized by the fact that he does not prefer trips, but stays

for an average of five nights, spends more than other categories of tourists, makes the visits together with his

partner, prefers to practice wine tourism in the spring and summer seasons, prefers to use the car as a means of

transport, and the main reason for practicing wine tourism is the discovery of vineyards and wines .

It is noted that all tourists who prefer to practice wine tourism and, implicitly, to visit wineries, have a common

reason, namely, to find information about wines, especially information about the history and mode of production.

As a result, they can be included in the category of tourists who love wine or in the category of tourists who are

interested in wine.

It was also concluded that tourists who practice wine tourism and come from the Old World of wine are

predominantly male, and tourists who come from the New World of wine are predominantly female . In other

words, European tourists who practice wine tourism are mostly men.

4. Wine Tourism Experience and Sustainable Local
Development

Some studies  highlight the fact that wine tourism is widely recognized as having a strong connection with the

rural element, and the idea that the wine country, where both natural and cultural characteristics are important, is a

rural paradise, was passed on to wine consumers. Wine tourism is an important factor in sustainable rural

development, especially through the creation of jobs and the sale of local products .

In addition, it has been recognized as part of agricultural tourism, rural tourism, cultural tourism, industrial tourism,

and tourism of special interest . Wine tourism can also be seen as a means to combat the effects of rural

restructuring .
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Mainly, wine tourism is a type of rural tourism. The connection between WT and rural communities has been

explored in many studies. Being connected to rural space for most of the business activities of wine producers,

wine tourism is also connected with traditions, folklore, customs, and architecture .

It can create opportunities to diversify and stimulate rural development . It is noted that “tourist professionals

could support their offer’s competitive differentiation with a greater variety of visiting packages, including activities

such as concerts, grape harvesting time, exhibitions, festivals, cooking workshops, typical accommodation, hiking

or cycling in vineyards, ballooning over vineyards, horseback riding, and carriage tours in vineyards” .

The development of diverse activities has several advantages for the local community: local employment, reduced

seasonality, and favorable perception.

Vineyards can be involved in the community by employing local residents and participating in local events .

Other benefits involved by the development of WT are related to seasonality and tourist flows . It has been

shown that residents also have a favorable perception about wine tourism especially related to economic impact,

socio-cultural impact, and environmental impact . Wine, identity, and tourism create values and are fundamental

for rural development . A visit to the vineyard can generate a competitive advantage for both the tourist

destination and local wines, creating profit for producers, but also opportunities for the development of the regional

wine sector .

For some areas, the development of wine tourism can lead to negative transformations of rural landscapes that

requires a higher level of protection—a national heritage site . Other negative impacts of overdevelopment of

wine tourism in a rural area are: increase in land cost, overcrowding, lack of workforce in the vineyards due to

changes in local economy, etc.

Wine tourism can be approached as a system oriented towards specific experiences and activities that occur in a

specific framework called “winescape”. Thus, “experiences are enjoyable, engaging and memorable encounters for

those consuming these events from a consumer’s perspective” . Increasingly, wine tourism is creating unique

and authentic experiences that need to be more personalized and differentiated .

Consumption experiences need to be analyzed over time and can be divided into four stages: 1. pre-consumption

experiences (search and planning); 2. shopping experiences (choice and contact with the environment); 3.

essential consumer experiences (sensation); and 4. nostalgic experience .

The “total wine experience” is characterized by ten features: 1. wine tasting and purchase; 2. socializing with

friends; 3. the joy of the day spent outdoors; 4. the joy given by the rural and living environment; 5. becoming

familiar with wine production; 6. learning about wine; 7. wine tasting in restaurants; 8. the vineyard tour; 9. the

visitor’s experience with other attractions and activities; and 10. relaxation .

In a study of wine tourism in the United States, it was found that American tourists had travel experience and

relatively high socioeconomic status. During the trip, they tend to participate in various activities, especially visits to
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wineries, wine festivals and events, and associated tours, thus manifesting the need for variety and the search for

new sensations .

A study conducted in Greece showed that the key motivating factors of wine tourism are associated with the

vineyard experience, rather than the social context of the visit or the general regional characteristics. The authors

placed first the “winery aesthetics”, and then in order “the basic viticultural product” and the “educational

experience”, identifying two new motivational dimensions, “familiarity”, and, respectively, “reputation and novelty”. A

less explored research area can also be considered, namely the attitudes and perceptions of tourists in the

vineyard . Therefore, it was studied whether wine tourists feel the desire to buy wine in the tasting rooms due to

a feeling of offering something in return for the services received . In this regard, it was found that the more

grateful the consumer was to the winery for the time he/she spent, the higher the expenses incurred. This feeling of

gratitude was stronger if tourists were traveling in small groups .

As have been seen, tourists are no longer interested in wine tasting and purchasing. Several activities can be

developed starting from a higher sophistication of tourist demand. In conclusion, it can be appreciated that wine

tourism can create truly authentic experiences based on the local environment. By its assets, it can contribute to

local development (employment, economic diversification). By having a fixation in space (geographically), wine

tourism is strongly linked to the environment depending on it (food, drink, history and traditions, architecture,

landscape, and atmosphere). Several negative effects can occur but only in areas with higher demand. Usually,

wine tourism is not a form of mass tourism and negative effects over the environment are scarce and present a low

intensity. In the majority of cases, the advantages are spread over the entire area: vineyards, other local

businesses, local community, environment, and cultural heritage. In doing this, wine tourism has a great

contribution to overall sustainable development.

This entry is adapted from 10.3390/su14074026

References

1. Yuan, J.; Cai, L.A.; Morrison, A.M.; Linton, S. An analysis of wine festival attendees’ motivations: A
synergy of wine, travel and special events? J. Vac. Mrk. 2005, 11, 41–58.

2. McNamara, N.; Cassidy, F. Wine tasting: To charge or not to charge? Int. J. Hosp. Manag. 2015,
49, 8–16.

3. Weaver, D.; Lawton, L. Tourism Management, 2nd ed.; John Wiley & Sons: Milton, Australia,
2002; p. 142.

4. Hall, C.M.; Mitchell, R. Wine Tourism in the Mediterranean. A Tool for Restructuring and
Development. Thunderbird Int. Bus. Rev. 2000, 42, 445–465.

[60]

[26]

[14]

[14]



Wine Tourism | Encyclopedia.pub

https://encyclopedia.pub/entry/21769 10/13

5. Lopez-Guzman, T.; Vieira-Rodriguez, A.; Rodriguez-Garcia, J. Profile and motivations of
European tourists on the Sherry wine route of Spain. Tour. Manag. Persp. 2014, 11, 63–68.

6. Stanley, J.; Stanley, L. Food Tourism—A Practical Marketing Guide; CABI: Wallingford, UK, 2015;
pp. 10–11.

7. Hall, C.M.; Macionis, N. Wine tourism in Australia and New Zealand. In Tourism and Recreation in
Rural Areas; Butler, R.W., Hall, C.M., Jenkins, J.M., Eds.; John Wiley and Sons: Chichester, UK,
1998; pp. 9–10.

8. Sidali, K.L.; Spiller, A.; Schulze, B. Food, Agri-Culture, and Tourism, Linking Local Gastronomy
and Rural Tourism: Interdisciplinary Perspectives; Springer: Berlin/Heidelberg, Germany, 2011;
pp. 11–15.

9. Byrd, E.T.; Canziani, B.; Hsieh, Y.C.; Debbage, K. Wine tourism: Motivating visitors through core
and supplementary services. Tour. Manag. 2016, 52, 19–29.

10. Nicolosi, A.; Cortese, L.; Nesci, F.S.; Privitera, D. Combining Wine Production and Tourism. The
Aeolian Islands. Proc. Soc. Behav. Sci. 2016, 223, 662–667.

11. Hall, C.M.; Sharples, L.; Mitchell, R.; Macionis, N.; Cambourne, B. Food Tourism Around the
World—Development, Management and Markets; Elsevier/Butterworth-Heinemann: Oxford, UK,
2003; pp. 26–59.

12. Howley, M.; van Westering, J. Developing wine tourism: A case study of the attitude of English
wine producers to wine tourism. J. Vac. Mrk. 2008, 14, 87–95.

13. Jaffe, E.; Pasternak, H. Developing Wine Trails as a Tourist Attraction in Israel. Int. J. Tour. Res.
2004, 6, 237–249.

14. Kolyesnikova, N.; Dodd, T.H. Effects of winery visitor group size on gratitude and obligation. J.
Trav. Res. 2008, 47, 104–112.

15. Symon, N. The development of wine tourism. In Current Issues in International Tourism
Development; Ineson, E.M., Ed.; Business Education Publishers Limited: Houghton, UK, 2005.

16. Sparks, B. Planning a wine tourism vacation? Factors that help to predict tourist behavioural
intentions. Tour. Manag. 2007, 28, 1180–1192.

17. Thanh, T.V.; Kirova, V. Wine tourism experience: A netnography study. J. Bus. Res. 2018, 83, 30–
37.

18. Getz, D.; Brown, G. Critical success factors for wine tourism regions: A demand analysis. Tour.
Manag. 2006, 27, 146–158.

19. Mitchell, R.; Charters, S.; Albrecht, J.N. Cultural Systems and the Wine Tourism Product. Ann.
Tour. Res. 2012, 39, 311–335.



Wine Tourism | Encyclopedia.pub

https://encyclopedia.pub/entry/21769 11/13

20. Carlsen, J.; Boksberger, P. Enhancing Consumer Value in Wine Tourism. J. Hosp. Tour. Res.
2015, 39, 132–144.

21. Yuan, J.; Morrison, A.M.; Cai, L.A.; Linton, S. A Model of Wine Tourist Behaviour: A Festival
Approach. Int. J. Tour. Res. 2008, 10, 207–219.

22. World Tourism Organization. Global Report on Food Tourism; UNWTO: Madrid, Spain, 2012; p. 6.

23. Brown, G.; Getz, D. Linking Wine Preferences to the Choice of Wine Tourism Destinations. J.
Travel Res. 2005, 43, 266–276.

24. Frost, W.; Frost, J.; Strickland, P.; Smith Maguire, J. Seeking a competitive advantage in wine
tourism: Heritage and storytelling at the cellar-door. Int. J. Hosp. Manag. 2020, 87, 102460.

25. Charters, S.; Fountain, J.; Fish, N. “You Felt Like Lingering…”: Experiencing “Real” Service at the
Winery Tasting Room. J. Travel Res. 2009, 48, 122–134.

26. Deroover, K.; Siegrist, M.; Brain, K.; McIntyre, J.; Bucher, T. A scoping review on consumer
behaviour related to wine and health. Trends Food Sci. Technol. 2021, 112, 559–580.

27. Lockshin, L.; Corsi, A.M. Consumer behaviour for wine 2.0: A review since 2003 and future
directions. Wine Econ. Policy 2012, 1, 2–23.

28. Alebaki, M.; Iakovidou, O. Market segmentation in wine tourism:a comparison of approaches.
Tour. Int. Multidiscip. J. Tour. 2011, 6, 123–140.

29. Atkin, T.; Nowak, L.; Garcia, R. Women wine consumers:information search and retailing
implications. Int. J. Wine Bus. Res. 2007, 19, 327–339.

30. Barber, N. Wine consumer information search:gender differences and implications for the
hospitality industry. Tour. Hosp. Res. 2009, 9, 250–269.

31. Williams, P.; Kelly, J. Cultural wine tourists: Product development considerations for British
Columbia’s resident wine tourism market. Int. J. Wine Mrk. 2001, 13, 59–77.

32. Tassiopoulos, D.; Haydam, N. Wine Tourists in South Africa: A Demand-Side Study. In Global
Wine Tourism: Research, Management and Marketing; Carlsen, J., Charters, S., Eds.; CAB
International: Egham, UK, 2006; pp. 141–152.

33. Charters, S.; Fountain, J. Younger Wine Tourists: A Study of Generational Differences in the
Cellar-Door Experience. In Global Wine Tourism: Research, Management and Marketing;
Carlsen, J., Charters, S., Eds.; CAB International: Egham, UK, 2006; pp. 153–160.

34. Guzel, O.; Gromova, E. Wine Tourism. In Global Issues and Trends in Tourism; Avcikurt, E., Dinu,
M., Hacioglu, N., Efe, R., Soykan, A., Tewtik, N., Eds.; St. Kliment Ohridski University Press:
Sofia, Bulgaria, 2016; pp. 383–393.



Wine Tourism | Encyclopedia.pub

https://encyclopedia.pub/entry/21769 12/13

35. Alebaki, M.; Iakovidou, O. Segmenting the Greek Wine Tourism Market Using a Motivational
Approach. New Medit. 2010, 4, 31–40.

36. Kim, M.K.; Kim, S.H. Economic impacts of wine tourism in Michigan. In Proceedings of the 2002
Northeastern Recreation Research Symposium, New York, NY, USA, 13–16 April 2002.

37. Taylor, R.G.; Woodall, S.; Wandschneider, P.; Foltz, J. The Demand for Wine Tourism in Canyon
County, Idaho. Int. Food Agribus. Manag. Rev. 2004, 7, 58–75.

38. Bruwer, J.; Prayag, G.; Disegna, M. Why Wine Tourists Visit Cellar Doors: Segmenting Motivation
and Destination Image. Int. J. Tour. Res. 2018, 20, 355–366.

39. Quintal, V.; Thomas, B.; Phau, I.; Soldat, Z. Using push-pull winescape attributes to model
Australian wine tourist segmentation. Int. J. Wine Bus. Res. 2017, 29, 346–372.

40. Marzo-Navarro, M.; Pedraja-Iglesias, M. Are there different profiles of wine tourists? An initial
approach. Int. J. Wine Bus. Res. 2010, 22, 349–361.

41. Sekulic, D.; Petrovic, A.; Dimitrijevic, V. Who are wine tourists? An empirical investigation of
segments in Serbian wine tourism. Econ. Agric. 2017, 64, 1571–1582.

42. Charters, S.; Ali-Knight, J. Who is the wine tourist? Tour. Manag. 2002, 23, 311–319.

43. Charters, S.; Ali-Knight, J. Who is the wine tourist? Tour. Manag. 2002, 23, 311–319.

44. Pratt, M. Four wine tourist profile. In Proceedings of the 8th International Conference of the
Academy of Wine Business Research, Geisenheim, Germany, 28–30 June 2014.

45. Anderson, K.; Norman, D.; Wittwer, G. Globalization and the World’s Wine Markets: Overview.
Available online:
https://d1wqtxts1xzle7.cloudfront.net/45489262/Globalization_of_the_Worlds_Wine_Market20160509-
16163-t3kxap-with-cover-page-v2.pdf?
Expires=1644063252&Signature=WTxQs~db37Ettdfu9ICOjL2EEk9pH6kIbP6nMsv2QVu4A4jtqAHvnz-
iNvKEzK-AdmkXL~1cXYa4b-Y7FOBfYH1h3uijSTt (accessed on 5 February 2022).

46. Presenza, A.; Minguzzi, A.; Petrillo, C. Managing Wine Tourism in Italy. J. Tour. Consum. Pract.
2010, 2, 46–61.

47. Kodukova, K.; Todorova, G. Wine Tourism in Bulgaria—From the Wine Lover’s and Traveler’s
Perspective (Survey). Available online: https://via-vino.com/en_US/26-04-2021-wine-tourism-
survey/ (accessed on 5 February 2022).

48. Lameiras, E.T. Segmentation of wine tourists: The case of Portugal. Rev. Tur.–Visao Acao-
Eletronica 2016, 18, 471–497.

49. L’Observatoire Régional du Tourisme. Les Clienteles Touristiques de la Filiere “Oenotourisme”.
Available online: https://observatoire.art-grandest.fr/wp-content/uploads/sites/17/2020/12/emc-



Wine Tourism | Encyclopedia.pub

https://encyclopedia.pub/entry/21769 13/13

2018-19-grand-est-filiere-oenotourisme.pdf (accessed on 7 February 2022).

50. Oh, H.; Fiore, A.M.; Jeoung, M. Measuring experience economy concepts: Tourism applications.
J. Travel Res. 2007, 46, 119–132.

51. Ribeiro Santos, V.; Ramos, P.; Almeida, N.; Santos-Pavon, E. Wine and wine tourism experience:
A theoretical and conceptual review. Wolrdwide Hosp. Tour. Them. 2019, 11, 718–730.

52. Arnould, E.; Price, L.; Zinkham, G. Consumers; McGraw-Hill: New York, NY, USA, 2002.

53. Pivac, T. Vinski Turizam Vojvodine—Monografija; Univerzitet u Novom Sadu—Prirodno-
Matematički Fakultet: Novi Sad, Serbia, 2012; pp. 4–191.

54. Garibaldi, R.; Stone, M.J.; Wolf, E.; Pozzi, A. Wine travel in the United States: A profile of wine
travellers and wine tours. Tour. Manag. Perspect. 2017, 23, 53–57.

55. Di Vita, G.; Caracciolo, F.; Brun, F.; D’Amico, M. Picking out a wine: Consumer motivation behind
different quality wine choice. Wine Econ. Policy 2019, 8, 16–27.

56. Correia, R.; Menses, R.; David, S. The Effect of Wine Tourism Experiences on Wine Brands. Univ.
J. Manag. 2016, 4, 508–515.

57. KeysFin. România, cel Mai Mare Avans Anual Estimat al Producției de vin din UE în 2021. 2021.
Available online: https://www.keysfin.com/EN/#!/Pages/News/NewsDetails&title=romania-cel-mai-
mare-avans-anual-estimat-al-productiei-de-vin-din-ue-in-2021 (accessed on 20 January 2022).

58. Soare, I.; Man, O.; Costachie, S.; Nedelcu, A. Viticultural potential and vine tourism in Romania. J.
Tour. 2010, 10, 68–74.

59. Olaru, O. Wine tourism–An opportunity for the development of wine industry. Ann. Econ. Ser.
Timișoara 2012, 18, 158–165.

60. Mănilă, M. Wine tourism—A great tourism offer face to new challenges. J. Tour. 2012, 13, 54–60.

61. Charters, S.; Ali-Knight, J. Who is the wine tourist? Tour. Manag. 2002, 23, 311–319.

Retrieved from https://encyclopedia.pub/entry/history/show/52628


