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Abstract 

Wine tourism is a growing phenomenon that allows winemakers to create another 

product beyond their main one, that of wine. By creating an attraction, vineyards 

are opening another market for themselves that in many cases can create a bigger 

awareness for their wine. The focus of this study is to research the phenomenon that 

is called wine tourism and how it correlates with local businesses. This study looks 

at how various wine regions in Spain work in regards to attracting and maintaining 

customers to their businesses. Which vineyards gained on co-operation between 

various producers to generate a greater tourism attraction and which had no 

significant effect on the destination at all. This study presents motivations for 

choosing a specific wine region and how information was distributed. By looking 

at statistics from each region and comparing those to the success of the wine tourism 

business, an understanding of effects on the regional sustainability is presented. 

With this, the potential for regional sustainability through wine tourism can be 

made. However, further study needs to be conducted on a more centralized level 

within each region to determine which factors that are contributing to this.  

Keywords: wine tourism, community, resources, collaboration, sustainability, 

marketing.  
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1. Introduction 

Wine tourism is an evolving phenomenon in today’s tourism market, a market that 

is constantly changing and adapting to new demands from society (Sigala & 

Robinson, 2019). With new technological advances to take into consideration, such 

as social media, businesses can struggle to keep up with the new platforms in which 

information is being distributed (Smith, 2019). With the growth of online presence 

(Ortiz-Ospina, 2019) and the rise in numbers of influencers, being part of the trend 

can seem important to a younger audience. Tourism is one of the fastest-growing 

industries and it is, therefore, no wonder that new forms of tourism are constantly 

evolving (Bethapudi, 2013; Darias, Talavera & Rodriguez, 2011). Within the last 

few years, the tourism sector has had important changes, changes that have brought 

forward new tourism products, notably those connected to the rural field (Horng & 

Tsai, 2012). Today, there are many different kinds of phenomena and different 

kinds of tourism that are emerging, one of which is wine tourism. This new 

phenomenon opens up a new market for the wine industry, which can now take 

advantage of the increased demand (Carmichael & Senese, 2014). Wine tourism is 

a form of tourism that has become increasingly sought after in recent years, the 

integration of wine into tourism can be seen in many places in today’s society. 

There are wine festivals, tasting of wine, vineyards with restaurant and overnight 

stays, even wineries of which premises can be booked for a variety of events 

(Mason & Paggiaro, 2012) 

Wine tourism is relatively new in that it is seen as a phenomenon, it has been more 

of a complementary activity that has been available, and not the market that it is 

today. UNWTO (2019) describes wine tourism, among others, as having the ability 

to transform rural communities and build economies. Wine tourism is linked to 

many areas in the regional economy, for example, agriculture, gastronomy, local 

vendors, etc. By exploiting the possibilities that wineries bring, you can create new 

tools, in terms of tourists, towards helping the region in its development.  
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1.1 Background 

In Europe, food and wine tourism is a main and secondary motive for many tourists 

(Madera, Correia, & Filipe, 2019). In 2017, 20 million trips had food and wine as 

their secondary motive for traveling, and 600,000 trips had it as their main motive 

(Mercer, 2019). Spain is, among others, known for its wine all around the world. 

According to Torres (2018), Spain is the country in the world that has the largest 

accumulated area of vineyards. Spain has been making wine for a long time, but the 

wine tourism industry is a lot younger, still, it has some research behind it (Alonso 

& O’Neill, 2009).  

“The notion of sustainable development has a history of almost two decades and 

has increasingly been translated into operational policy guidelines and measurable 

indicators at a ‘meso’ (that is, sectoral or regional) level. Examples are agricultural 

sustainability, urban sustainability, or transport sustainability.” (Fusco Girard & 

Nijkamp, 2009. p.3). 

Keeping in mind that this was written over a decade ago, new research and focus 

regarding sustainability have emerged. Marks (2011) describes wine as being able 

to enhance a destination’s image and awareness, it is a product that is more and 

more seen as a cultural good. Wine Tourism is a phenomenon within cultural 

tourism but on a smaller scale. This, since one vineyards culture might be different 

from another, making each destination unique. Hall (2004) states that food and wine 

relate to identity and culture, whether it is the main tourism product or in the 

background of the tourism experience. The demand for cultural tourism has been 

growing, which, according to Richards (2007), is the result of rising education 

levels and globalization. Globalization has created easier access and a greater range 

of information available. However, wine in itself can not create wine tourism, 

Poitras and Donald (2006) argues that only through a well-planned collaboration 

between all parties involved, whether on a community or industry level, can a 

sustainable wine tourism strategy be created. 



Uncorking Wine Tourism 

6 (58) 

1.2 Problem 

There is a lot of influencing factors that play a great role when trying to attract more 

visitors (Beeton, 2016), how they relate to each other will also be considered in this 

paper. Wine tourism is a phenomenon that should be considered among tourism 

operators (Filopoulos & Fritella, 2019), because the demand for wine-related 

tourism is growing. If tourism operators want to stay as a valid competitor in today’s 

market, then certain factors need to be considered. Some of these factors include, 

but are not limited to, trends, tourists’ motivations, awareness regarding certain 

destinations and previous conception of place. One can not simply grow wine and 

put a label on it and hope that someone will hear about it. Marketing your 

destination and your business is essential for survival in this competitive market 

(Beeton, 2016). One issue with today’s tourism operators is if and how they 

cooperate with other businesses. If looking at current and possible future trends, the 

prospects for regions without any wine association to survive in today’s market are 

slim compared to a couple of years ago. 

Cooperation between various tourism businesses gives higher possibilities of 

creating a greater number of visitors and continue to keep attracting new consumers 

(Ruiz-Palomino, del Pozo-Rubio, & Rodrigo-Alarcón, 2014). The wine tourism 

market is growing (Carmichael, 2005; Mordor Intelligence, 2020), which affects 

the needs and expectations from the consumers, how producers handle the changes 

can be crucial in terms of business survival. The factors that play a great role in 

furthering the wine tourism market needs to be established. The wine market is not 

something new, however, new demands set by the consumers, society, and other 

producers need to be taken into account by the wine market. The effort put in by 

vineyards to supply the new demands can hopefully be seen in the number of 

visitors. In addition, Howie (2003) explains how the motivations of the tourists have 

a major role in deciding the life cycle of a destination. Thereby, making the 

developments of your product a necessity in maintaining tourism at the destination 

and enhances the possibility for a sustainable future.  
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The problem with the already existing research is the scope of the area it focuses 

on. It is mainly about the demand for wine tourism and the development of wine 

routes and the wine industry overall. Research about the potential that comes with 

wine tourism not only for the wine industry but also for the destination itself is not 

as widely researched. We can see a gap in the information on the impacts of wine 

tourism and therefore we made this our topic of focus. In addition, we have looked 

at previous research that has touched the topic of what needs to be considered when 

trying to create a greater destination and which factors impact tourists’ decisions. 

Furthermore, research regarding knowing which underlying factors that influence 

decisions towards choosing a specific destination will also be studied. 

 1.3 Purpose 

 
The focus of this study was to research the phenomenon that is called wine tourism 

and how it correlates with local businesses in such a way that it can generate a 

higher possibility for regional sustainability for the parties involved. By looking at 

how various wine regions in Spain work in regard to attracting and maintaining 

customers to their businesses as well as other businesses in their region. The effects 

generated from co-operation between various producers and if it can generate a 

greater tourism attraction or if it will have no significant effect on the destination at 

all. A greater understanding as to what makes tourists visit certain regions over 

another can make or break a wine region in Spain as a tourist destination. 

The purpose of this paper is to see if, and in which ways, wine tourism can generate 

a higher possibility for regional sustainability as a destination. 

From this purpose, the following questions can arise: 

• In which ways can wine tourism contribute to increased sustainability 

and regional development for Spanish destinations? 

• What factors are there as to why one wine region is more popular than 

the other? 
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1.4 Delimitation 

This study could be done in both wider and smaller scopes, by focusing on multiple 

vineyards in a region or comparing many different regions, even countries would 

make an interesting comparison. However, this paper will only focus on three 

various regions within the country of Spain and each region will be studied through 

looking at vineyards, consumers and various producers in each region and how they 

affiliate with one another. Each region will be compared with one another to see if 

there are any similarities or if any region has a better premise for marketing their 

destination. Are there any statistics that can correspond to the idea of promoting 

wine to generate more tourism opportunities. We will be focusing on wine tourism 

in the country of Spain and make a comparison of wine tourism effects in various 

regions. The study will focus on wine tourism and possible connections to other 

businesses in the same region. Looking at how the population and small businesses 

around the vineyards work with each other or around the concept of wine to draw 

out more business opportunities. Future research could include interviews with 

community members and companies (other than those working in wineries or 

associated with the wine industry) to get a more comprehensive view. 
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2. Method 

We have used an inductive approach and thereby started our research by studying 

our phenomenon on the three chosen vineyards. By comparing the data we collected 

from these three vineyards we found similar themes and statements, which we then 

got validated in our literature review. In this study, we are mostly focusing on using 

a qualitative method to get a deeper understanding of the operations (Bryman, 2011) 

at the wineries. Furthermore, a broader understanding of the wine tourists’ 

interactions with the social and cultural environment, why they chose to visit the 

destination and how they perceived it. However, some quantitative methods will be 

used to gather statistics regarding tourism in the researched regions. We have 

conducted interviews and made observations on three different vineyards, possible 

tourists, as well as tourism information centers. These will all be from different 

regions for the sake of being able to compare and evaluate possible different 

approaches at the establishments. Secondary data in the form of previous research 

within wine tourism, sustainability, and destination awareness will be used. We will 

also be using data from various articles and studies, which are connected to our 

scope of tourism area to further strengthen our analysis and conclusion in this paper. 

We have used a semi-structured interview, we chose this approach since we want 

the opportunity for follow-up questions. According to Smith (2017), a semi-

structured interview gives a structured set of questions as well as the opportunity 

for immersive answers and interaction. The method we have chosen will give us 

the advantage of getting answers about wine tourism but also the thoughts and ideas 

from the people in the industry and further the knowledge behind their successes 

and failures. Also, which methods have worked for each respective vineyard and 

which factors have to lead them to where they are today. Knowledge surrounding 

structuring questions for an interview and how to collect data for research have been 

collected through the book Researching Leisure Sport and Tourism, the essential 

guide which is written by Long (2007).  
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This research study is about figuring out how wine tourism can be beneficial for the 

region, we thereby need to figure out how they operate for the business itself and 

with other possible stakeholders. These results are expected to be very different for 

one vineyard from another, which is why a semi-structured interview will allow us 

to customize the questions based on existing data and circumstances in the industry. 

According to Smith (2017), the information you collect during interviews needs to 

follow an interview guide that you have developed, this way you can ensure that 

the information is comparable. The reason for us choosing interviews as the basis 

of our data collecting is the in-depth answers we will most likely get. We want to 

find the many similarities and differences in how the vineyards operate in both the 

micro- and macro environment. By having a dialog, we can most likely evolve the 

answers that are given to be focused on the relevant information. 

2.1 Qualitative Data, Interview 

 
Smith (2017) mentions the importance of interconnecting the data you want to get 

with the people you interview. Who you will be interviewing will affect the data 

you collect, which makes it key to create your questions in a manner that will suit 

the respondent in both language education and social skills. 

Since we interviewed wine tourists at various vineyards, we got an insight into 

which consumer demands there are, what the consumers think is important and what 

they believe is positive and negative about the destination that they are in. 

Furthermore, we were able to determine what a small number of wine tourists 

expect and demand in visits to wine destinations. 

The people being interviewed consisted of between 9-15 people. 5-7 of these were 

people of managerial or higher positions, one at each of the vineyard or of 

employees at tourist information centers. These interviews were quite longer than 

those conducted with the visitors at the vineyards and in the surrounding areas. 
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2.2 Field Observations 

Field observations at various vineyards was also carried out as a complementary 

qualitative method. The field observations were conducted as a partial participant 

observation. Partial participant observations is a method in which the observers 

might temporarily immerse themselves into the activity and take part in the 

interactions for a short time (Ciesielska, Boström & Öhlander, 2018). According to 

Smith (2017), participant observation will allow the researcher to gain ‘insider’ 

information which might not be accessible any other way. This will give us a better 

insight into what the visitors are looking for in a wine associated experience and if 

they believe that something is lacking from the destination. Furthermore, the 

possibility of conducting interviews with visitors can be greater because of a shared 

experience. “The use of multiple sources of information offers you several 

advantages” (Smith, 2017). By collecting information and data through multiple 

sources we can get a broader picture of how the wine industry operates and most 

likely be more informed of the impacts from and around vineyards and wine 

tourism. 

2.3 Secondary Data 

To be able to get a better sense of the number of tourists that may want to visit 

vineyards or activities related to that of wine, we have collected secondary data 

from various tourism operators, such as tourist information centers in Murcia and 

Alicante, working in the same region as that of the interviewed vineyards. This also 

gives a greater opportunity to see the broader picture (Hox & Boeije, 2005) of how 

marketing and supply versus demand are within the spectrum of wine tourism. 

Statistics have been collected from each tourism operating center or respective 

webpage regarding the number of tourists visited. From this, we will be able to see 

a difference in the number of tourists visiting each region corresponding with the 

introduction and success of the bodegas interviewed.   
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2.4 Areas of Study 

The areas that were chosen for this study are the wine regions of Elche, Jumilla, 

and Yecla. They are all three wine regions in a moderate size residing within 

proximity to the coast of Costa Brava. The reasoning behind the choice of the 

vineyard was founded on the basis that we wanted each vineyard to have similar 

proximity to the popular coast and city of either Alicante or Torrevieja. This way, 

we could ensure that during the high season, there would be enough visitors in the 

region to generate a widespread tourist demand. Furthermore, we wanted to 

research vineyards that were both not too great of size and therefore might lack the 

resources in terms of education regarding marketing strategies, tourism trends and 

demands or distribution of own vine brand. Also, researching a vineyard that was 

greater in size and might have an educated staff within various areas mentioned 

earlier. Therefore, the focus would be on finding three vineyards that either were or 

had recently been family owned. All three vineyards have also won numerous prizes 

for their wines on both a regional, national and international level.  

 

 

 

 

 

 

 

 

 

 

 

 

Figure 1. A graphic image of the study area  
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2.4.1. Bodegas Faelo 

The vineyard Bodegas Faelo resides in the wine region of Elche (number 1 as seen 

in figure 1) and is the only vineyard of the three researched that still to this day only 

employs family members. It is the smallest of the three vineyards and has only been 

making bottled wine since the year 2000 and produces around 15 000 bottles each 

year. Even though the Bodegas Faelo is rather small, it seems to be fairly popular 

with tourists. The wine tours that they offer during both summer and harvest season 

quickly fill up and therefore additions such as full moon tours, harvest wine 

experience, orange picking and have been added as tours available to tourists. What 

started as one man (Rafael) making wine for his family and friends had quickly 

turned into neighbors wanting to buy wine and eventually people outside of the 

small town, and today it is bottled wine that can be bought internationally from the 

vineyards online shop.     

2.4.2. Bodegas Luzón 

 
The vineyard Bodegas Luzón resides in the wine region of Jumilla (number 2 as 

seen in figure 1) and is considered to be the medium-sized out of the three 

vineyards, producing around 4 million bottles a year. It is the one with the newest 

ownership and therefore the shortest history regarding family ownership, around 15 

years. Similar to Bodegas Faelo, Bodegas Luzón sells most of its wine bottles 

within the same region. If bought outside Jumilla, the bottles can mostly be seen in 

wine specialist stores or if ordered online. 

2.4.3. Bodegas Castaño 

The vineyard Bodegas Castaño resides in the wine region of Yecla (number 3 as 

seen in figure 1) and is the vineyard which is considered the largest out of the three, 

both in size and in terms of production of wine, producing around 7 million bottles 

a year. Even so, it is still family-owned and probably the most successful out of the 
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three and has built a respected reputation as a wine producer in Spain and helped 

bring Yecla back on the international market. It is also the only out of the three that 

produces kosher wine and the bodega that is the vineyard that is considered to be 

most industrialized in terms of production. Besides regular tours of the production 

area and wine tasting, this bodega also offers tours to the Dominio Espinal estate 

and the Monastrell vineyards. Bodegas Castaño sells most of their wine abroad, 

exporting around 3,5 million bottles each year of only their Monastrell wine. Their 

bottles can be found in many grocery stores around the world.  

2.5 Ethics 
 

Bryman (2011) discusses four principles that should be followed in regards to 

interviewing your respondents in regards to keeping an ethical standard. The four 

principles are as follows; information, consent, confidentiality and utilization.  

1. Information requirement: regards to the awareness in terms of respondents 

getting knowledge about the research, its purpose and content. 

2. Consent requirement: this refers to conveying to the respondents that they 

are allowed to stop the interview at any time without any negative 

consequences, they are also allowed to choose on which conditions that they 

want to be part of the interview. 

3. Confidentiality requirement: This refers to the respondents being able to be 

anonymous and knowing that their information will be handled with 

outmost respect and will not be available by any unauthorized partner. 

4. Utilization requirement: this is in regards to the information that is collected 

from the respondents, and assuring that the information will not be used 

anywhere outside of this study. 

During the research for this study, the four ethics principles were followed, and 

we clarified to the respondents about the reason and extent of their involvement. 

Furthermore, we clarified their right to stop the interview and their right to be 

anonymous, what the purpose of the study entailed and clearly presenting who 
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we were at the time of the interview. All of the respondents conveyed that they 

understood the purpose of the study and gave their consent on having their name 

published in this paper. 

2.6 Critical Aspects 

 
Prior to the interviews, interview questions were formulated that were considered 

relevant to the purpose of the study. However, the criticism that could be applied to 

this method is the number of interviewees which can be seen as too few. The amount 

of wine regions and number of bodegas within each region is in the hundreds and 

in some cases thousands. Therefore, by only interviewing three bodegas, this study 

can be seen as to target specific. However, since this study is region specific, we 

have chosen to trust that the information given is correct about the specific bodega 

and region. Furthermore, Bryman (2018) argues the importance of having a pilot 

interview, this to ensure that the questions asked and the information given from 

those questions are relevant to the purpose of the study. This is something that we 

as authors recognize, although we feel satisfied with the outcome of the answered 

given on the questions asked. 

Considering the time limit, variation in location of the bodegas and the difference 

in terms of size of the facilities, it could all generate different views on their 

prospective region and a variation in execution of various aspects of the operation. 

However, it is our belief that this generated a greater understanding into the 

difference a destination can have on the business and the prospective regions.  
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3. Empirical Results 

 

The empirical results state the valid information received from the interviews. The 

material gathered from all sources are collected and conveyed in a collective text. 

Figure 2. Years of selling bottles and number of employees  

During the interviews, it was found that two of the vineyards started selling their 

bottled wine in the year 2000 and the third has been selling bottled wine since 1980. 

When looking at the number of employees it was found that each vineyard varied, 

ranging from having 5-20 full-time employees, as can be seen in figure 2. At each 

vineyard, both statistics regarding the amount of visitors and the nationality of the 

visitors was conducted. The number of visitors per year at each vineyard is 

showcased in figure 3. 
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Figure 3. The number of visitors per year at each Bodega. 

Since the nationality of the visitors was fairly similar at each vineyard, a compiled 

statistic was created. In figure 4, you will find the compiled answers showcasing 

that the number one nationality of the visitors to the vineyards was tourists from the 

UK. The second to most common visitors would be from a Nordic country. In third 

place, were visitors from the country of Spain itself, followed by the Netherlands. 

Visitors from the remaining countries compiled up to 19% of the number of visitors. 

 

                                  

 

 

 

 

  

Figure 4. Visitor nationality regarding visitors to vineyards showed in percentage  
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During the interview conducted in the three vineyards Faelo, Luzón, and Castaño, 

questions about marketing were asked. Each vineyard answered in which ways they 

market themselves and which marketing tool was most important to them in the 

form of percentual statistics. Bodegas Faelo answered that they market themselves 

mostly through Facebook and their webpage, although they had seen that other 

social media outlets were the more visited ones. 

Bodegas Luzón explained that they market themselves mostly through their web 

page which is their main focus of communicating with wine tourists, however, 

social media was highly effective as well. Although they had seen the change in 

recent years going from marketing mostly through tour operators and other 

merchants as well, they see that today it is the online presence that has the most 

effect on bringing in visitors. The use of marketing outlets is shown in figure 5. 

Figure 5. Marketing outlets are shown in percentage 

Two out of the three vineyards interviewed emphasized the importance of their 

collaboration with other merchants. Although this strategy for marketing might not 

be the most effective, it was said that it reaches a different kind of consumer than 

they usually would get from the other marketing tools. The marketing with other 
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merchants would usually consist of pamphlets at tourism operators, restaurants, 

hotels, etc. Furthermore, the collaboration with local vendors with products such as 

cheese, meat, and bread which was used as a complementing add-on to the wine 

experience was seen as highly important. 

At each vineyard, interactions with tourists were made and short interviews were 

conducted. One question that was asked to all the visitors interacted with was how 

they came to know about the vineyard. The answers can be seen below in figure 6.  

At Bodegas Faelo, the majority got to know about the vineyard from Facebook 

groups such as “Scandinavians in Torrevieja” or “Attractions in the vicinity to 

Torrevieja”. Following social media was word-of-mouth, bringing pamphlets and 

visitors centers as the least likely reason for how they came across Bodegas Faelo. 

Similar to Bodegas Faelo, it was found that bodegas Luzóns visitors had mainly 

gotten to know about the vineyard through social media or the internet. The 

remaining reasons for visitors getting to know about the vineyard were fairly equal 

in percentage landing on respective 14%, 22%, and 24%.  

 Figure 6. Marketing outlets that generated visitors 
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3.1. Bodegas Faelo 

The first interview was conducted with the son of the owner, Jaime Soto, who is in 

charge of foreign trade, conducting tours, and marketing on social media/internet. 

We meet both the owner, also named Jaime Soto and the son as mentioned above 

at the entrance to the vineyard. Firstly, a 1-hour tour of the premises and production 

of wine was conducted, where the history of the vineyard, winemaking process and 

possibility for future events was explained. After the regular tour, an interview with 

the son, Jaime Soto, started with questions regarding our focus area, tourism, and 

marketing strategies. According to J. Soto (personal communication, 25 November, 

2019), the average amount of employees coincides with the number of family 

members, around 5-6 people. During peak season, they might hire seasonal 

workers. This, because the demand for tours is too high to be run by just the family 

members. During peak season (July-September) harvest of the grapes has to be 

made, this has generated a lot of extra tours/activities that visitors can sign up to. J. 

Soto (personal communication, 25 November, 2019) explains how it is within his 

responsibilities to market every new event that they have coming up, additionally, 

keeping their social media content updated. He goes on explaining that they have 

recently started working with other tour operators as a way of cutting down on 

transportation to and from the bodega. This, partly, because then the visitors can 

visit more than one vineyard in a day, or they can enjoy some of the scenic 

experiences in the neighboring areas. When asked what Mr. Soto believes is an 

ample factor for attracting their visitors has been, he answered that he believes the 

popularity of close cities such as Torrevieja and Cartagena has influenced visiting 

numbers. The number of tourists and vacation homeowners has increased 

immensely in Torrevieja, and they have seen their numbers rise in correlation with 

the cities.   

When talking with Mr. Soto about what the visitors have been most pleasantly 

surprised about or what they enjoyed most about the experience, he answered that 

it is the traditional feeling that they can give. He goes on explaining that visitors 
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like the history which the place brings with it, even more so that all of the people 

that the visitors interact with are related to the man that started the wine yard. By 

having a non-commercial feeling, people can feel at home, which in turn will 

generate good marketing from the people who have visited. He goes on to explain 

that although social media, tour operators, etc. are good marketing, the best 

marketing that they have are the words from the people who have visited. People 

tend to bring back family members or give away a visit as a gift. When talking about 

the establishment, Mr. Soto is very proud to explain how they are a natural vineyard. 

Differentiating them from an Eco-vineyard is only the label, they work with their 

products with just enough resources as to not overuse natural resources such as 

water. He goes on explaining how they use other plants as natural pesticides and 

that every step of the winemaking process until the wine ends up in the craters is 

made the “old fashioned way”, by stomping and crushing the grapes by foot or 

manual machines. 

J. Soto (personal communication, 25 November, 2019) further explains that it is 

partly because of the way that the wine is made at their vineyard, that people are 

even more interested in taking a tour or buying one of their products. Although, a 

lot of the credit can be made to the other vineyards within the same region. This, 

because if vineyards know the quality of others, they always keep recommending 

other producers as a way of furthering the whole wine tourism market. J. Soto 

(personal communication, 25 November, 2019) then emphasizes factors such as 

online presence and marketing strategies that are important in today's market. 

Although no one in his family has any education within these areas, he expects that 

they will have to hire someone who is experienced within this field if they plan on 

growing their family business to greater international lengths. 

3.2. Bodegas Luzón 

The second interview was conducted with Patricia Nazaré who works in the 

enotourism department. She is part of the team that works in the tourism department 



Uncorking Wine Tourism 

22 (58) 

and is in charge of tours, social media, front desk, and the wine store. Upon arrival, 

the first aspect that showed a difference between the two bodegas was the size. The 

vineyards, production area, and even the wine shop were a lot larger in size 

compared to the first bodega. Upon walking into the reception and wine shop area, 

we were greeted by Miss Nazaré and then referred to wait in the seating area. 

Firstly, we started with a 1,5-hour tour of the production area, the storerooms, the 

cellar and then a video was shown explaining once more the history and traditions 

of the establishment. The tour ended in the tasting room where wine was sampled 

and then ended in the wine shop. After this, an interview with Patricia Nazaré 

started with questions regarding our focus area, tourism, and marketing strategies, 

much like in the first interview. The number of employees varies depending on the 

season because extra seasonal employees are hired during harvest season (July – 

September), otherwise, the number of employees is around 45 people. Although 

they also have a peak season in December, no extra seasonal employees are hired 

due to the nature of peak visitors is to the wine shops only (P. Nazaré, personal 

communication, 17 December, 2019). The extra seasonal employees that are hired 

are mostly because of the demand in grape picking, P. Nazaré (personal 

communication, 17 December, 2019) explains how Bodegas Luzón is already a 

well-established wine brand within not only Spain but also 29 other countries, and 

that they are trying to further their brand on the wine market by visiting other 

countries with a face-to-face meeting and present their wine. P. Nazaré (personal 

communication, 17 December, 2019) goes on explaining that since they are located 

in the Jumilla wine trail, they try and co-operate with tour operators so that visitors 

can arrive in groups on a bus or similar since they are further away from the cities. 

When the topic about what the visitors have been most pleasantly surprised about 

during their visit, P. Nazaré (personal communication, 17 December, 2019) answers 

that most visitors like the wine cellar. Visitors enjoy the fact that although the 

current owners are not the same family that started the wine yard, they have 

preserved the history of the place. She explains that the old wine tanks used to be 
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made up of concrete walls that were located underground. This process is today 

considered to be too dangerous and they have therefore preserved the tanks and 

turned them into the wine cellar. Most of the visitors are most fascinated by the 

preservation of the history and being able to see the seemingly endless rows of wine 

barrels being kept in the cellar. Furthermore, she goes on talking about being 

located in the Jumilla wine trail district and by being able to attract more tourists, it 

can open up possibilities for future wineries in Jumilla, making it a more sought 

after wine district than it is today. Similar to the first bodega, P. Nazaré (personal 

communication, 17 December, 2019) talks about social media and mouth-to-mouth 

being their most effective way of marketing for tourists. She continues to talk about 

their target market for potential buyers is the average, mid-income buyer. They 

strive towards delivering a good wine for a low price so that all can afford a bottle 

of good wine. (P. Nazaré, personal communication, 17 December, 2019) 

3.3. Bodegas Castaño 

The third and last interview was conducted with Raquel Ortuno, enotourism 

representative, and store manager. Upon arriving we were greeted by Miss Ortuno 

at the front desk, which also happened to be located in the wine store and started 

the 1- hour tour right away. We were walked through every part of the production 

area expect the vineyards and were explained that after the grapes have been 

harvested, every part of the production from grape to a bottle from that point, is 

fully automatic in operation. From cleaning the bottles, filling the wine, to 

packaging, every step after harvest has been fully automated and it is only their 

premium wines that are done by hand (R. Ortuno, personal communication, 18 

December, 2019). R. Ortuno (personal communication, 18 December, 2019) goes 

on explaining that because of this, they have 40 full-time employees and hire an 

extra 45 seasonal workers during harvest time (September – November). Bodegas 

Castaño is still owned by the same family that once started it and it is now operated 

by the fourth generation. After the tour, a tasting experience in the cellar of the wine 

shop is included and this is also where the interview was conducted. During the 
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interview, Miss Ortuno frequently leaves to manage the wine store with new visitors 

arriving every few minutes. This also shows how much more traffic this bodega 

experience compared to the others.  

When talking about their wine tours, R. Ortuno (personal communication, 18 

December, 2019) goes on to explain that since they are located in the Yecla wine 

district, it can be tedious to visit the vineyard for a tour or tasting experience since 

driving is necessary. Therefore, their focus is on trying to collaborate with tour 

operators in regard to having tourists visit them, but mostly they try and collaborate 

with local companies and hotels. She goes on explaining how after the success of 

bodegas such as us, Castaño, the town of Yecla and surrounding areas has started 

to grow. This because more visitors are coming to the region and the vineyards are 

cooperating with other merchants as well. This can be seen in the number of 

restaurants, hotels, etc. that have opened in or near the town of Yecla (R. Ortuno, 

personal communication, 18 December, 2019). 

R. Ortuno (personal communication, 18 December, 2019) goes on explaining that 

they also work with wine enthusiasts and bring the wine tasting experience to 

various wine clubs in the region. When asked what the visitors to Bodegas Castaño 

have been most pleasantly surprised about or enjoyed the most, R. Ortuno (personal 

communication, 18 December, 2019) answered that their tour through the vineyards 

and seeing the original house where the family lived is one of the most popular 

aspects of their tour. R. Ortuno (personal communication, 18 December, 2019) goes 

on adding that they have an event 3-4 times a year consisting of lunch/dinner and a 

concert and that this event is always sold-out. R. Ortuno (personal communication, 

18 December, 2019) goes on saying that the focus is not as much on expanding their 

brand as it is on keeping their position in the market. Instead, by being well 

established in 45 countries and one of the main producers of kosher wine, they feel 

that their place in the market is strong and instead concentrate on delivering on the 

quality that they have. R. Ortuno (personal communication, 18 December, 2019) 

goes on explaining that with the strong position they have in the market, it also 
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allows them to experiment with their new wines which in turn can further their place 

in the market. With this in mind, they still travel both domestic and abroad to market 

their wine at various festivals, private organizers, events, etc. R. Ortuno (personal 

communication, 18 December, 2019) goes on adding, that they have a restaurant 

for events that holds a party of up to 55 people which gets a lot of traffic as well. 

3.4. Murcia 

 
A possible interview at Murcia tourist information center was tried and no feasible 

answers could be given about tourism numbers. Instead, information regarding 

statistics was referred to the Murcia municipality website. Statistics regarding the 

number of visitors was found and in figure 7 & 8, it can be seen the number of 

visitors corresponding with the month. Figure 7 depicts the number of tourists 

visiting the region of Murcia in the year 2016 respectively figure 8 which depicts 

the numbers in the year 2017.  

 

Figure 7. Statistic of visitor numbers per month from MurciaTuristica 
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Figure 8. Statistic of visitor numbers per month from MurciaTuristica 

The Murcia tourist information center did not have much information regarding 

wine tourism when asked. Here, as well, they referred us to the tourism website, 

murciaturistica.es. On their website, there is a dedicated section for wine tourism, 

both educational and tools for helping people chose a vineyard to visit. The city of 

Murcia has chosen to market three wine regions within the Murcia district, which 

are Jumilla, Yecla, and Bullas. Each of these wine regions has a wine route 

dedicated to present the wineries, culture, landscape, and tourist attractions 

(Murciaturistica, n.d). When searching for wine tourism or vineyards in Murcia you 

find the information needed quite quickly. However, when at the tourist information 

center, information about wine tourism in the area is not very accessible.  

3.5. Alicante 
Much like at the Murcia tourist information center, no feasible answers were given 

on location at the Alicante tourist information center. Here, as well, a reference to 

the Alicante municipality website was given regarding tourism statistics for the 

region. However, at the Alicante tourist information center, pamphlets containing 

227,250255,317
289,252

480,928
424,182

632,384

805,920

994,041

517,289

401,239

267,949268,459

Jan Feb Mar Apr May Jun Jul Aug Sep Okt Nov Dec

MURCIA 

Evolution of the number of total tourists per month. Year 2017



Uncorking Wine Tourism 

27 (58) 

information about wine tourism could be found. When asked about information 

regarding wine tourism, the employees were knowledgeable and had many 

recommendations in the area. The municipality of Alicante was shown to have a 

collaboration with vineyards, in fact, many of the activities marketed at the 

information center were cultural tourism activities. However, the information about 

wine tourism is only accessible on location at their tourism information centers and 

not on their website. 
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Figure 9. Statistics of visitor numbers per month from INE 

Figure 10. Statistics of visitor numbers per month from INE 

Information regarding statistics was instead referred to and collected at INE 

(Instituto Nacional de Estadística, 2019), which is the National Statistics Institute. 

The INE has been tasked with providing high-quality statistical information 

regarding various subjects such as economy, society, and the environment, among 

others. Statistics regarding the number of visitors were found and in figure 9 and 

figure 10, it can be seen the number of visitors corresponding with the month. 

Figure 9 depicts the number of tourists visiting the region of Alicante in the year 

2017 respectively figure 10 which depicts the numbers in the year 2018. 
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4. Theoretical Framework 

 

Previous research regarding wine tourism and the different aspects that are 

connected and can affect this specific phenomenon will be presented. How these 

various aspects are working together to create the wine tourism industry will be 

examined as well as their influence in creating regional sustainability.  A thematic 

framework will be used to organize the research through this chapter.  

4.1 Wine Tourism Destination 

The word destination has been used very differently, it is a geographical unit, a 

place where tourism happens, a goal, etc. According to Framke (2010), a destination 

in itself has never been proven to attract tourists, it is instead the attractions on the 

destination that stimulate the motivations for travel. Therefore, it is important for a 

destination that wants to be placed on the map as a tourist destination, to create a 

collaboration between attractions. One attraction does not make a region/area into 

a destination, but it is rather the combined attractions in a place that creates it. For 

example, New York is a destination, but it does not only have one attraction that 

makes it so. Instead, it is the combination of the Statue of Liberty, Brooklyn Bridge, 

Times Square, Wall Street, etc. that makes it a destination. Framke (2010), also 

notes that “Tourism as an industry occurs at destination areas - areas with different 

natural and/or man-made features, which attract non-local visitors (or tourists) for 

a variety of activities”. This can be connected to vineyards which can be categorized 

in both natural and man-made features.  

Sigala and Robinson (2019) describes the importance of monitoring and managing 

a wine destination. To be a thriving wine destination, it needs to be proactive and 

evolve with the demands and hopefully reshape the demands of visitors. Creating a 

destination is a complex process that requires a lot of planning and maintenance. 

Another important factor according to Mezei (2009) is the co-operation and 

attitudes between companies. One attraction does not make a destination, but rather 
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many components together, which makes it important that companies work 

together. This since a change in one component that makes up the destination can 

impact the rest.  

Wine tourism is often located outside of the big cities and major tourist destinations 

(Bruwer, 2002; Poitras & Donald, 2006), which is an attraction in itself. The 

destinations where the wineries are located are often rich in culture and have 

different landscapes. Wine tourism introduces and preserves the cultural heritage at 

the wineries (Poitras & Donald, 2006). According to Gurbey and Aktas (2016) wine 

tourism in Turkey opened up for rural destinations to exploit their natural resources 

as a tourist attraction. The wine tourism created a new destination that redesigned 

the economy by creating multiple new jobs.  

4.1.1 Destination Awareness 

Having all the required aspects of being a destination is great, but it will not make 

for a tourism destination because of it. Many places in the world might have the 

required needs of being a tourism destination but will never be one, it is of 

importance to make people aware of the destination first. If people do not know a 

place exists they will most likely not go looking for it. According to Molnar, 

Bunghez and Stanciulescu (2011), the new tourism is a necessary change that will 

affect destinations and businesses in the near future. They describe how the new 

tourism is demanding and choosing destinations based on more active and 

meaningful experiences. The focus lays on quality in regard to the experience and 

a focus on learning at the destination.   

According to Mezei (2009) understanding the role that a tourist destination has in 

the region is connected to sustainable development. Depending on what kind of 

effect you want the region to have from the tourist industry, it helps in determining 

which market group you should aim after. Knowing the effects of being a tourist 

destination will help in preparing and maintaining a plan towards a sustainable 

attraction (Mezei, 2009). When knowing this you can start creating your destination 
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brand for the desired target market to create an awareness of the destination in the 

minds of your future tourists. Gomez, Lopez, and Molina (2015) talk about the 

importance of branding and awareness. Many wineries do not spend a lot of time 

and resources on their brand, which ultimately gives them nothing to stand out from 

other wineries. Making the consumer aware of your brand and creating something 

that differentiates you from others will help to increase the number of tourists and 

investments. Gomez, Lopez, and Molina (2015). Hashimoto and Telfer (2003) also 

describes how a regional brand can help in differentiating your products from others 

and add value to rural regions.   

4.2. Concept of Sustainability 
 

“The concept of Sustainable development is key to seeking a more productive and 

harmonious relationship between the three elements: visitor, host community and 

environment.” (Wight, 1998, p.75). As noted by Butler (1998), although supporters 

of the concept of sustainability regard it as new, the reality is that the fundamental 

principles of sustainability have been a familiar concept to many societies for a long 

time. Therefore, the concept of sustainability can not be seen as something new but 

instead something that has developed with time in both terms of knowledge and 

technology. Taking into account that the words of Butler emerged over two decades 

ago, the view on the concept has advanced and been implemented into various 

strategies and processes in everyday society.                                                                                                                     

According to Novelli (2007) wine is a lucrative business that gives an opportunity 

that many other tourist attractions and products do not, wine is a product that can 

be consumed before, during, and after the tourism experience took place (at the 

destination). This thereby allows vineyards to establish themselves as a continuous 

product being bought by the tourist. If having the right marketing strategy and 

brand, for the right consumer, it will allow the vineyard to establish its brand as a 

staple in the tourist’s life. According to Gomis, et al (2011), in recent decades the 

general public has brought awareness to the threat of global warming which has 
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expanded sustainable development thinking in today's’ society. However, they 

proclaim that sustainability is an ethical concept that “...refers to a moral way of 

acting, and ideally habitual, in which the person of group intends to avoid 

deleterious effects on the environmental, social, and economic domains” (Gomis et 

al, 2011, p.6) In other terms, one's’ actions do not have to be directed towards 

thinking sustainable, as long as it is on how not to harm. It might not be classified 

as sustainable, but the ethical view should be on “do no harm”. 

As stated in the Brundtland Report (WCED, 1987), Our Common Future, regarding 

sustainable development “meets the need of the present without compromising the 

ability of future generations to meet their own needs”. They go on explaining that 

there are limitations towards sustainability, mostly connected to technology and 

social organizations. However, the report does explain that technology and social 

organizations can both be managed and improved by this generation to be able to 

improve the future of the next. Sustainability is a concept that can be broken down 

into various acts, some of which are economic, environmental, and social. When 

thinking in the lines of winemaking, it might not be economically sustainable to go 

green, but every implication into the winemaking process is on how it can minimize 

waste, reuse supplies and maximize the raw materials. This way of working goes 

well with how sustainable development and ethics of sustainability are laid out. 

Minimizing waste, reusing supplies, and maximizing raw materials are all good 

ways to keep within the bounds of what is considered sustainable and it can set a 

good starting point for future businesses (WCED, 1987). It can create economic 

sustainability, better environmental conditions and in turn, create social 

sustainability.  

4.3 Wine Tourism 

Wine tourism is a research topic that keeps on evolving and contributes valuable 

information not only academically, but also for the wine industry. Wine tourism has 

enabled small wineries to grow because of the advantages that may come from 
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visitors, such as brand building, additional sales outlets, etc. (Cohen & Ben-Nun, 

2009). According to (Koščak, 2018) wine tourism constitutes visits to vineyards, 

wine festivals, wine-shows to taste and/or experience activities associated with the 

process of the making of wine. In other words, wine tourism creates a connection 

between wine and activities. Cohen and Ben-Nun (2009) states that wine tourism is 

more than merely drinking wine, it is a cultural experience where historical sites, 

landscapes, and activities in the area are included. Usually, wineries have a great 

history, perhaps not at the winery itself but instead in the area, it is located. The 

place most often has a connection to the winery in some way, which is part of 

creating the wine tourism experience.  

The essence of wine tourism is about connecting food and wine, a culinary 

experience that follows new trends. It is usually about activities that can be linked 

to wine and the production process, even relaxation opportunities can be found at 

the destination (Williams, 2015). In this way, wine tourism becomes an experience 

that makes it possible to relate to the cultural aspect of a destination. Wine tourism 

products are more than just the conventional wine growing product method, but it 

is starting to revolve more around sustainably produces wine growing (Koščak, 

2018). Visitors to wineries have several reasons why they visit a specific 

destination, the visit is motivated by, among other things, how much contact with 

the wine there is. That is, how much knowledge the visitor will learn about the wine 

produced and generally about wine, the visitor will get to taste the wine. It also 

depends on how much activities are offered on-site and in the vicinity of the 

vineyard, and whether they can enjoy the natural environment found in the area 

(Ye, Zhang & Yuan, 2017). Wine tourism can be defined as travel for the main 

purpose of experiencing wine and its processes. To look at wine tourism, we must 

look at what inspired it, which all started with the wine culture.  

According to Iglesias and Navarro (2014) rural tourism has been a growing trend 

in Spain, where gastronomy and wine tourism is the main activities. Spaniards stand 

for 56% of these activities, making wine tourism an industry that attracts a large 
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number of residents. Koščak (2018) talks about how 70% of global wine production 

takes place in Europe. Despite this, it was not until 1994 that Spain started to look 

at wine tourism as an integral part of the national tourist program. Even though 

Spain is one of the main producers of wine on a global level (Karlsson, 2019), they 

fall behind in generating tourism activities connected to wine.  

4.3.1. Wine Culture 
 

“Without wine culture, wine tourism does not exist” (Koščak, 2018, p.9). He goes 

on to explain how wine culture is about authenticity to the origin, it has gone from 

being a source of nourishment to becoming more of a social aspect, taste delight, 

and heritage. Wine is about being able to “breathe” the wine-making culture. Wine 

tourism is not just about one aspect, wine tasting, but also of other factors. A wine 

tourist can visit a destination because of the destination itself, available activities, 

nature, and population, even such as the history of a destination (Benur & 

Bramwell, 2015). Culture has a huge impact on wine tourism and how wine came 

to have such a great place in our society, of course varying depending on where in 

the world you are. However, wine has been a part of our history for a very long time 

(Anderson, 2004) and therefore, neither culture nor wine can exist without the other. 

Vineyards and wine are something that has been around for millennia and has been 

part of people´s everyday lives since the discovery of fermented grapes (Chambers 

& Pretorius, 2010). Vineyards and wine are part of our cultural heritage that can 

connect us to our history. Through the years since the discovery of wine production, 

it has become a significant element for the economic, social, and cultural 

developments of different wine regions (Koščak, 2018). Tourism based on wine 

culture, has become increasingly sought after and is seen as a trendy holiday style 

whereby visitors can go to different destinations where vineyards offer a more 

luxurious service to guests (Ye et al., 2017). In social media, wine has become a 

widely used hashtag, by searching with the word #wine it was shown that that 

specific hashtag has been used over 52 977 749 million times on Instagram as of 
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January 10, 2020. Many of these images are centred on the landscape and the culture 

behind the wine. Like ecotourism, many wine tourists want the destination to be as 

authentic as possible and not feel like it is a tourist attraction. Therefore, it is 

important to know what it is your customers want and base your marketing plan on 

that. 

4.4. Marketing of Wine Tourism 
 

“Marketing is the activity, set of institutions, and processes for creating, 

communicating, delivering, and exchanging offerings that have value for 

consumers, clients, partners, and society at large… marketing includes other 

offerings, such as services, experiences, places, persons, ideas, and causes.” 

(Kotler, 2011. p.1). 

 Marketing is part of being able to convey to consumers who you as a producer are 

and what you stand for. Most actors in the tourism industry usually produce services 

(Beeton, 2016). A vineyard is a product-based industry where the wine is the 

product created. A vineyard open for visitors is a multi-service industry in the sense 

of both offering a service and a product. This kind of vineyard opens up a whole 

new area of service that needs to be addressed in the marketing plan. You essentially 

have a new product available for a whole new market.  

Marketing within wine tourism is usually very consumer-based (Bruwer & Alant, 

2009), what kind of customers do you want to attract, in what geographical area are 

you focusing your marketing to. Behind consumers are many factors that need to 

be assessed, what is our target market, how do we reach our target market, what are 

the trends and expectations of our target market, etc (Wargenau & Che, 2006). 

Marketing is a lucrative business that requires a lot of planning to have the desired 

effect. According to Patel-Campillo and DeLessio-Parson (2016), the state of 

Pennsylvania marketed its wine industry by incorporating recreational and 

entertainment activities such as wine trails and marketing vineyards as a place to 
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celebrate weddings and anniversaries. This strategy had both a good and bad effect 

in the sense that it gave the vineyards a loyal consumer base across the state, but it 

also created more competition among the players. 

According to Kotler (2011), new marketing opportunities and requirements have 

created a basis for considering how to market. This by reflecting on the four P’s; 

• Product 

• Price 

• Place 

• Promotion 

The product being marketed must also deliver to the new requirements and 

conditions that the market has. If the focus is on sustainability, then the product 

should also touch on this in some way, for example, the production of the product 

or materials used. Kotler (2011) states that price should be the same or even slightly 

higher. When it comes to sustainability and the environment, the customer base has 

been willing to pay a little more for a more environmentally friendly product.  

The site has focused more on locally sources products. Consumers who have a 

sustainability in mind, try to produce products and services on-site, or in the best 

environmentally friendly way. They try to promote local businesses, where 

vineyards can benefit. The impact is where the focus should be after sustainable 

processes have been implemented. The message that one has a focus on 

sustainability must also be conveyed properly.  

According to Ye et al. (2017), effective marketing for wine tourism also requires 

marketing and learning of what different labels or certifications mean. Knowledge 

of what organic wine means can be a good starting point to convey. Different 

certifications are given depending on what is affected, it is the winery, social aspects 

or a third problem that wants to be highlighted. Whatever it is, the consumer must 
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know the meaning of the certification to know which product suits their needs and 

requirements.  

A very effective way of marketing small wineries is by using social media. Even 

though it may take some time to maintain your social media sites, it is timelier and 

more low-cost than other possible sources of marketing (Canovi & Pucciarelli, 

2019). Social media creates an opportunity for small businesses to market their 

brands for a wider audience. According to Canovi and Pucciarelli (2019), social 

media is a strategic tool that provides tourism suppliers the opportunity to gain fast, 

unmediated consumer insight. It is a way of understanding tourists’ wants and needs 

in means to the tourist product. The setbacks from using social media as a marketing 

tool are the lack of interest, time, and skills. Good marketing requires knowing your 

target group, social media is a vast platform that might be a challenge in that regard.  

According to Gomez, Lopez, and Molina (2015) wines have had a shift in the 

marketing focus, from being on the product brand, into being on the nation and 

destination brand. If the consumers are looking for special destination brand wines, 

then this is a perfect opportunity for small wineries to get a foot in the market. They 

now become competitors to corporate brands (Gomez, Lopez, & Molina, 2015), 

therefore it is important to market the wine to get an awareness from the consumer.  

4.5 Motivations of the Wine Tourist 

 
A motivation for wine tourists is finding interesting and special wines and also 

experiencing local food. Wine tourists are also motivated by the idea of sightseeing 

and experiencing new attractions (Alant & Bruwer, 2004). At some vineyards, you 

will taste wines that you can not buy any other place, which creates a special 

experience. The scope in which vineyards sell their wines is very different. Some 

only sell on a local, regional or national level, while others sell internationally. A 

motivator for wine tourism could be the experience of trying a wine not available 

in any other country or even region. As mentioned earlier, sightseeing and 
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experiencing new attractions is another motivator for the wine tourist. If there are 

other attractions in the area then a collaboration between these, to make the tourist 

aware of all the benefits regarding tourist attractions in the area could generate more 

tourists.  

Tourist attractions’ main goal is just that, to attract tourists, but to get tourists to the 

attraction you need to know what motivates them (Mahika, 2011). Tourists’ 

motivations for travel will impact the decisions they make, thereby making 

knowledge about travel motivations a key aspect in marketing, Slabbert and Van 

Vuuren (2011). What motivates a person is very different from one to another, 

which makes it important to know which target group you market yourself towards. 

Travel motivations change all the time depending on the consumers’ personal life, 

social status, and of course, trends.  

The push & pull theory can help in explaining the motivators for tourists’ travels. 

Dann (1977) explains the push factor as the motive to go away from home and pull 

factor as the motive to go to a specific destination. By applying the push & pull 

factors to wine tourism, it would be a push factor. This since wine tourism falls 

under relaxation, adventure, and social interaction. Push factors are not something 

that will attract you to a destination but rather to the attraction itself (Dann, 1977), 

thus making wine tourism to fall under the push factor. If wine tourism wants to 

create a better sought-after attraction, emphasis must also fall under the pull factor. 

Visitors’ and consumers’ decisions towards choosing a destination can be 

influenced by the tools of marketing that adheres to the consumers’ demands 

(Buhalis, 2000). As mentioned, wine tourism can be a push factor, it can be a 

motivator for tourists as a social exchange, relaxation, etc. 

A study of the wine tourism in Niagara made by Holmes (2017), showed how the 

increase in winery concentration in Niagara created more tourist opportunities. 

They developed wine festivals which created a collaboration between local 

businesses, such as hotels, restaurants, shops, taxis, etc. They created events that 
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motivated tourists to the region in the slow season. According to Molina, Gómez, 

González-Dìaz, and Esteban (2015), the most important aspect of wine tourists’ 

holiday is just that, the wine and gastronomy.  

According to Iglesias and Navarro (2014) wineries should primarily focus on the 

winemaking process, it is after all their main product and source of income. 

However, the performance and the end product of the wine is what will ultimately 

gain more tourists if it meets the standard and expectation of the visitor. A vineyard 

in itself might not gain many visitors but having a vineyard with a great product is 

what will motivate visitors to attend the vineyard. According to Terziyska (2018) 

local authenticity is of great importance when it comes to motivating factors for 

wine tourists, local produce and regional specialties are great motivators.   

4.5.1. Trends Within Wine Tourism 

According to Bruwer and Johnson (2010), a product’s country of origin has been 

the main trend within wines for a long time. However, this has changed in recent 

years to being place-based. Consumers are no longer using the country of origin as 

the main deciding factor when choosing their wine but have instead chosen to focus 

on the place/region where it was produced (Bruwer & Johnson, 2010). This is 

another way of differentiating yourself from other producers in the same country. 

Geographic branding is a trend that allows the opportunity to create meanings and 

values associated with a ‘sense of place’ and connect it to your wine Patel-Campillo 

and DeLessio-Parson (2016). 

Terziyska (2018) describes the importance of knowing the consumers and the recent 

trends regarding wine. Within wine tourism, the wine in itself is usually only one 

part of the whole experience. Vineyards should diversify their options regarding 

their tourism industry. Terziyska (2018) emphasis the value in combining wine with 

other local activities, or at least offering the option. Many trends in wine tourism 

evolve from being a bonus for the tourist to an expectation. 
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“Worldwide interest in organic farming increased significantly since the last 

decade. Wine makes no exception to this trend, as consumer demand for organic 

wines and environmentally friendly viticulture practices increases” (Provost & 

Pedneault, 2016). They also explain how there is an interest in organic wine, but 

not for the extra cost that might come with the wine being organic. The producers 

of the wine need to find a way to meet the requirements and trends without having 

it implanting the cost that is also expected. According to Alter, Haynes and Worland 

(2019) Greta Thunberg succeeded in creating a global attitudinal shift, transforming 

the mindset of millions into creating a worldwide movement calling for urgent 

change.  

4.6. Communication/Collaboration Between Tourism Operators 

Communication is essential in any business, not only with its vendors but also with 

its customers and competitors (Madhukar, 2017). Spain has many vineyards all over 

the country and to be able to stand out from others you need a “voice”. 

Collaborations with other vendors such as hotels, tourist information offices, shops, 

etc. will help in establishing your brand in the tourist mind. Even having 

collaborations with competitors will help your brand and business (Kim & Wicks, 

2010). Wine tourists do not always seek the same experience, which is why some 

vineyards offer different tours and services depending on the requests. However, 

this is not the case for all vineyards, which is why it is good to have a collaboration 

with other vineyards to be able to recommend each other. Even if someone does not 

end up being your customer, they will most likely have a positive view of your 

establishment when you recommend someplace else that can give them the service 

they are looking for. Holmes (2017) punctuates the importance of wine tourism by 

direct and related industries working together. A good relationship between 

competitors is better than no relationship at all, and networking will create the 

opportunity to develop and manage tourism (Holmes, 2017). 
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Activities usually fall under the push factor since they are not a destination but 

rather an activity (Dann, 1977). However, if there is good communication between 

the different vendors and attractions in an area, they could become both the push 

and the pull factor in attracting tourists. One attraction does not make a destination, 

it is still only an attraction. Many attractions in the same area will suddenly become 

a destination if it has that something that will pull the tourist towards it. By 

communication and collaboration, you can make a place with many attractions into 

a destination. However, the key here is communication and the collaboration 

between vendors, to create an image of the desired destination (Soteriades, 2012). 

A study made by Naipaul, Wang, and Okumus (2009) gives three categories for 

having a partnership between companies, number one is for enhancing tourism 

product portfolio. None of the parties had a major attraction, by combining the 

“small” attractions they could create a bigger variety of motivators for choosing 

that destination. The second category was leveraging on each county’s unique 

tourism products. By being able to market your product along with another can help 

in expanding the market. Lastly, the third category which entails cost reduction and 

efficiency. By communicating and collaborating they could save money in 

advertising and make it more efficient since they delivered the same idea and 

message to the consumers. 
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5. Analysis 

When looking at the three vineyards researched in this paper, we can see the 

difference not only in the size of operation but also in how they market their 

respective businesses. All three vineyards are focused on the history of the place, 

whereas two of them, Bodegas Faelo and Bodegas Castaño, focus on the family’s 

history of winemaking and Bodegas Luzón focus on the history of the winemaking 

process itself. Even though they all seem very similar some differences make them 

stand out from one another. While one focuses on family and tradition, another 

focus on tradition and the wine process, while the third focus on family and the 

high-tech process it brings into the winemaking process. If we reflect on Kotler’s 

(2011) idea that marketing should reflect on the four Ps (product, price, place, 

promotion), then a vineyard should not only market their wine product but also 

consider the surrounding conditions that can impact the market. With this said, the 

price of the wine products on the respective locations have been fairly similar, and 

has had no major effect on the tourism aspect of the vineyard. Considering their 

respective size of operations, then they all seem to be fairly well suited in terms of 

consumers. Even though Bodegas Luzón and Bodegas Castaño have a great deal 

more customers then Bodegas Faelo, when considering their size and the number 

of visitors per bottle produced, Faelo seems to take the win.  

If we look at this and then take into consideration the motivations and trends in 

today's society and what influences consumers’ decisions towards making a 

purchase, the two Bodegas (Faelo and Castaño) are working towards the demand. 

Although, as J. Soto (personal communication, 25 November, 2019) explained they 

do not have an eco-label, however, they do produce a natural wine that is coherent 

with today’s trend in demand. We can see through collected data and earlier studies 

that a trend with consumers is leaning towards small and quirky products that are 

environmentally friendly and hold high quality. Fortunately, with many of the small 

vineyards, this adheres to them.  
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The statistics showed earlier in figure 5 shows that social media is one of the biggest 

markets to distribute your business. People seeing images on Instagram or reading 

about it on Facebook or even reading a review, can make consumers choose a 

specific destination. As said by Patel-Campillo and DeLessio-Parson (2016), 

geographic branding can give a sense-of-place and connect consumers with a wine, 

social media today can create this with the likes of geotagging, hashtags, etc. 

Similar to Slabbert and Van Vuuren (2011), what motivates people to travel to 

certain destinations are varied and complex. However, factors such as trends, social 

life, and personal life, we believe can be connected to social media and today’s 

constant online presence. Whether one travels to keep up appearance on their social 

platform or to escape the constant stress and online presence, wine tourism is an 

attraction that connects to both current trends and relaxation.  

There is one trend in today’s society which seems to be here to stay and that is the 

one of being environmentally friendly. Green tourism, trends, marketing, and 

communication are all important factors that should be considered by producers, 

especially with movements such as by the likes of Greta Thunberg and the climate 

crisis. If, and how, you are going to adhere to the concept of green tourism, and if 

that is the trend within your specific scope of area should also be considered. 

Slabbert and Van Vuuren (2011) stated that knowledge about the consumers’ 

motivations is key. From the collected data, we have seen a recurrent denominator 

in the motivations of the tourists, which is the history and process of the wine. Since 

this is something that will most likely be different from one vineyard to another (in 

the sense of the history), then this is a great motivator that should be communicated 

to the potential tourists.     

If you reflect on the statement made by Holmes (2017) which states that networking 

and a good relationship between competitors will help towards developing and 

managing tourism, then creating collaborations with other vendors can only be 

beneficial. We believe that by having a business plan where you cooperate with 

other vendors, you will achieve another sort of marketing and support not accessible 
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by other outlets. By having effective communication between both your business, 

other stakeholders and the consumers, you set up your business for a greater chance 

of success. We can see in the collected data that all three vineyards have a 

collaboration with local vendors, such as butchers, delicatessen shops, and bakeries. 

At all three vineyards, we were given a small sample plate of products from these 

vendors to enjoy with the wine. Even if it might seem like a small collaboration 

between the different companies, it can have a great impact. Wine tourism might 

be the activity that brings the tourists to the area, but it can create knowledge for 

the other vendors in which the tourists might not have been looking for otherwise. 

However, we believe that cooperation in itself is not enough for creating and 

maintaining a tourism destination.  

As previously stated by Terziyska (2018), wine is only part of the whole experience 

within wine tourism. Therefore, it is of importance to knowing the expectations and 

combining your product with other activities. As earlier mentioned, all three 

vineyards create activities centered on the wine industry and the winemaking 

process. Bodegas Castaño and Bodegas Luzón have created activities that include 

the town as well, for example, festivals and concerts. Bodegas Castaño has been 

very successful in including the local community and have achieved greater 

economic sustainability for the town of Yecla. We do not believe that this is solely 

from creating activities that include the town, but rather from a combination of all 

the different aspects they have implemented in their business. There are many 

deciding factors when creating a tourism destination, and Bodegas Luzón and 

Bodegas Castaño have tried and succeeded with the help of the Town of Murcia. 

They happen to be located in an area which markets and works towards maintaining 

a reputation for being a wine destination, however, it is not the case for Bodegas 

Faelo. This is why we believe that working with and implementing all the previous 

mentioned categories and aspects is not enough in creating a tourism destination. It 

is certainly not enough for creating a sustainable wine tourism destination. The 

location of the vineyard, tourism destinations in surrounding areas, landscapes, 
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history of the area, etc. are all deciding factors in the future of the destination and 

the region.    

The wine region Yecla, which has gotten more attention in recent years, has added 

value to the local population living in this region. The region of Yecla only has one 

city within its borders, Yecla, which has seen improvements to its financial 

sustainability. This has brought more visitors to the hotels and restaurants in the 

area and hence, created a greater income for local businesses. Not all of the bodegas 

and respective regions have had the same effect though, looking at the first 

interview, Bodegas Faelo, which resides in decent proximity to larger cities and 

towns. Here, the wine attraction has not brought much sustainability to the region, 

but rather the other way around. Since cities such as Torrevieja has had an influx in 

visitors, this seems to have generated a greater visitor rate to the bodegas in the 

area. Here, we could say that the region has created financial sustainability for the 

vineyards instead.  

Although Bodegas Castaño is a larger vineyard in terms of production, both 

Bodegas Castaño and Bodegas Luzón, as seen from the collected data, has created 

a big labor market for their respective regions. As Dann (1977) mentioned, wine 

tourism would be the push factor that motivates the consumer to go away from 

home. We agree with this statement, however, we also consider the idea that the 

vineyard itself motivates the consumer to a specific destination, which makes the 

vineyard a pull factor. Wine tourism might draw the consumer to travel, but the 

vineyard that stands out and has a motivating factor for the consumer will attract 

tourists to a specific destination. As seen from our data, the three vineyards are very 

different in size and reputation but still manage to get around the same amount of 

visitors if divided by the number of employees. 
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6. Conclusion 

Wine tourism might not create regional sustainability, but it can be an initiator for 

regional development. By creating awareness for the destination, wine tourism can 

help in increasing tourism and thereby increase regional employment possibilities. 

It is a long process to create a tourism destination and even though some wineries 

have succeeded in creating a better economy for the region, they did not achieve 

that goal alone. As seen with Bodegas Faelo, the nearby big cities which has a 

constants stream of tourists, is most likely the reason for the success of their wine 

tourism industry. A rural location with no tourist destination in near sight might not 

have the same results as Bodegas Faelo. The most important factor when trying to 

create a tourist destination or attraction is tourists. 

The purpose of this study was to see if wine tourism could generate a higher 

possibility for regional sustainability as a destination. With the added questions of 

in which ways wine tourism could contribute to increased sustainability and 

regional development for Spanish destinations. As well as, what factors there are as 

to why one wine region is more popular than the other? Well, the study has given 

different results depending on the winery. Yes, they have all added towards the 

regional economy and taken steps forward to make it sustainable. However, the 

circumstances around the vineyard have also impacted that result. As in Bodegas 

Faelo, the wine tourism they have created does not in itself generate a higher 

possibility for regional sustainability as a destination. Bodegas Faelo brings small 

economical sustainability within the region because of the cooperation with local 

vendors. But it is rather the increased sustainability for another Spanish destination 

that is not the region where the vineyard is located. Wine tourism, as earlier 

mentioned, is an attraction where tourists can experience the culture of a place. 

Tourists in the nearby cities that want to experience something different than what 

is available in the area can travel to the vineyards. As in Bodegas Faelo, tourists 

will continue to travel to the same destination (the larger city) but take excursions 

to the vineyard. Since there is no other major tourist attraction in the region, there 
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will most likely not be a major change in the effect the wine tourism has on the 

sustainability of the region.  

Both Bodegas Luzón and Bodegas Castaño have succeeded in creating a new 

destination in the sense that they both belong to different wine routes, Yecla and 

Jumilla. The city of Murcia has strengthened the wine routes by putting its focus on 

marketing them and their differences, for example with the kind of grapes that the 

region is famous for and the history of the wine regions. Furthermore, greater 

collaboration between various stakeholders such as hotels, restaurants, and local 

transportation has been made with both Bodegas Luzón and Bodegas Castaño. As 

with Bodegas Castaño, it can be seen that the regional sustainability has greatly 

improved in time with the success of the vineyards in the area. The attention that 

Bodegas Castaño has gotten because of their wine has allowed other merchants in 

the wine business to choose the same destination. This, in turn, has led to further 

development within the region because of an influx in visitors. Therefore, it is 

possible for wine tourism to create regional sustainability at a destination, 

dependent on the size of operations, and the amount of collaborations with other 

stakeholders. As seen with the three interviewed bodegas, not all can create 

sustainability and those who have generated this for their region have done so with 

the collaboration and communication of others. If wine tourism is to create regional 

sustainability by itself, the attraction visited needs to create enough financial 

sustainability by itself. Hence, the importance of collaboration and communication 

for the purpose of regional sustainability. The results from the three interviewed 

bodegas show that it is possible to create and add a great deal to the sustainability 

of one's region. However, factors such as the destination, collaboration, and 

marketing tools can impact the degree of importance a bodega can have towards its 

region.  

With this said, how come one wine region is more popular than another? The simple 

answer is that it depends, it can be the reputation of the wine region or specific 

grapes that have been used when making the wine. Factors such as social media, 
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marketing approach, culture, destination or even the amounts of hashtags that have 

been used in regard to the wine region can have an impact as well. Therefore, to 

answer the question, it depends on the efficiency of push and pull methods, 

reputation, marketing, and destination. It is not one factor that makes one wine 

region more popular than another, but instead the interrelationship of multiple 

factors. Through the added financial income that can be generated from the wine 

tourists, wine tourism has the potential to contribute to increased sustainability and 

regional development for Spanish destinations.  

However, further research needs to be conducted within this specific area to get a 

better view of the strategies needed to implement this sustainability for the region. 

To get a more rounded view of this study could be to research vineyards that are in 

a more rural location to see the impact that could appear when no tourist is within 

a 2-3 hour distance of the destination. Comparing regions with a greater or lesser 

history and culture, which can be an addition to the destination itself, could also be 

researched. This study only scratches the surface of the phenomenon that is wine 

tourism and future research would only be adding value to this growing tourism 

market. 
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Appendix 

Semi-structured interview questions 

1. How many employees do you have? 

2. What is your high season for visitors and how many visitors do you 

normally have a year? 

3. Do you see a variety of nationalities among your visitors? 

4. How do you market yourself to attract visitors? 

5. What do you think is one of the most important factors to attract visitors to 

your vineyard? 

6. Have you seen an increase in visitors in recent years? 

7. What would you say your visitors find most interesting/appealing at the 

tours of your vineyard? 

8. What do you find is the most sought-after aspect of running a vineyard open 

for visitors? 

9. How do you market your wine? 

10. What would you say is the most important marketing feature/tactic for your 

vineyard? 

11. Do you collaborate with any other companies in the area/region for sale or 

use of produce? 

12. Do you have any collaboration with other companies in terms of activities 

for tourists (hotels, restaurants, attractions, etc.)?  


