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The current executive summary is developed under the project "Organisational Diagnosis and B-
Learning Tool for Enhancement of the Wine Tourism SME - BACCHUS SME" funded by Erasmus+ 
Programme.  

This project has been funded with support from the European Commission. This publication 
reflects the views only of the author, and the Commission cannot be held responsible for any 
use which may be made of the information contained therein. 
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SHORT DESCRIPTION OF THE PROJECT 

BACCHUS SME is a European project conceived to develop and consolidate professional touristic 
skills in the wine sector, an industry that is now taking the first steps to stand out as a touristic 
product with a great importance in the partners’ economies. A further aim is to foster the 
organizational development of the Wine Tourism SME in the viticulture regions of partnership. 

BACCHUS SME project intends to improve the quality of the services provided by Wine Tourism 
Small and Medium Enterprises. In order to achieve the abovementioned aims the project will 
develop an analytical tool for organizational diagnosis for wine entrepreneurs. It will support 
SMEs by defining their training needs and by elaborating their quality improvement plans. The 
tool will also facilitate the organizational development of the Wine Tourism SME within 
partners’ viticulture regions. 

 

METHODOLOGICAL FRAMEWORK OF THE SURVEY 

The survey has been conducted in 6 partner countries – Spain, Austria, Italy, Bulgaria, France 
and Portugal. It has been performed through electronic questionnaire uploaded on LimeSurvey. 

• Spain 

The survey was conducted from January 23 through March 2017. Altogether, 86 wineries 
responded to the survey, which equates to a response rate of 57%. However, as 51 of the 
returned questionnaires were incomplete, only 35 were deemed suitable for the analysis. 

• Austria 

The Austrian survey has been carried out in February/March 2017 by means of a standardized 
online questionnaire. 150 winery representatives have been contacted and 31 of them have 
filled out the questionnaire. Thus the return rate was 20.7%. 

• Italy 

The survey was conducted from the first week of February 2017 to the first week of April 2017 
using the LimeSurvey software. 56 wineries have responded to the inquire; anyway, only 32 
questionnaires have been completely filled, the remaining 23 questionnaires have been filled 
only in part. 

• Bulgaria 

The Winery survey in Bulgaria has been conducted in the period February 15th – March 30th 
2017. A link to the online survey along with short description of the project has been send to 74 
wineries from all 5 wine regions of Bulgaria. A total number of 32 filled-in questionnaires has 
been received. This makes a response rate of 71,11%. 

• France 



Page 4 of 8 
 

The survey was conducting in France between January and April 2017. A hundred wineries 
representative has been contacted by both email and by face-to-face interviews in South France. 
34 winemakers in total have answered the questionnaire – a response rate of 34%. 

• Portugal  

The questionnaire was carried out in Portugal electronically through Mail Chimp e-mail 
campaign. It started on 27th January 2017 and lasted until 9th March 2017. 78 answers were 
collected but just 31 (39,74%) were complete responses. 

 

ANALYSIS OF THE RESULTS OF THE SURVEYS IN THE SIX PARTNER COUNTRIES  

(ES, AT, IT, BG, FR & PT) 

Analysis on section I: Tourist information – How do you attract tourists? 

All countries has one and the same top answer regarding the average tourist profile – couples 
between 35 and 60 years. The second most selected response has been "Friends – group of 
people over 35 years". The main reason for going to the winery is that people have some 
interest in the wine tourism but plan their visit to the wineries only when they are in the region.  

The wineries provide mainly services directly related to the wine production like wine tastings, 

shops and cellar tours. Other services that are more distant to the wine process are less offered 

by the wineries – activities like accommodations, restaurants, sales of regional products, SPA, 

etc.  However, the majority of the wineries do not offer special promotional packages. The three 

main channels that the wineries use to attract tourist are social media, Internet channels and 

word of mouth.  

 

Analysis on section II: NETWORKING IN THE REGION  

The majority of the wineries have very rare or even no contacts with other local tourist services 
providers. Some wineries shared that they have their fliers at the hotel receptions or at the local 
shop but none of them have a well-established partnership relations with the other players in 
the tourist sphere. Only with regard to the restaurants the majority has established business 
relations i.e.. they provide wine for the restaurant wine list. However, no further use of this 
business connection is made. Knowledge regarding the benefits from establishing a partnership 
network in the region with local tourist service providers is currently missing in the wineries in 
the surveyed countries.  

 

Analysis on section III: MARKETING & PROMOTION 

The results from all partner countries' surveys revealed that the wineries understand the 
benefits of the wine tourism and consider that it could contribute to increase of their sales and 
profits. However, they are not well aware of the benefits of having a dedicated marketing 
employees and marketing strategy. As well as they are not familiar with the various approaches 
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of the marketing. Therefore, a training in this direction is needed by the wineries.   

 

Analysis on section IV: DIGITAL MARKETING  

The combined results of the survey from all countries reveal that most of the wineries have 
bilingual website, an assigned employee for the virtual image of winery and use social media to 
promote their services mainly through Facebook. Most of the winery staff are familiar with ICT 
usage. These results show that even though wineries understand the importance of internet 
promotion and have made some steps in that direction, they are not yet ready to allocate more 
resources in that direction. So, perhaps, more training in the benefits and application of digital 
marketing is required by the wineries in all partner countries. 

 

Analysis on section V: LANGUAGE COMPETENCES 

The results show that the wineries understand the need to have employees with good 
knowledge of English and to provide tours in other languages (predominantly English). They 
have different expectation why the English should be known by the employees which show that 
English is actually very essential for the wine tourism. The provided answers revealed that the 
best approach to expand the English knowledge of the employee is through b-learning course in 
English language.  

 

Analysis on section VI: LEARNING STRATEGIES 

The questions on the learning environment, structure and applied tools have divided the 
answers of the respondents. Some of them have shown preferences for on-site training in a 
classroom with a trainer, while the other preferred online courses. However, they all showed 
preference for e-learning training environment. The majority of them preferred training tailored 
to their specific needs, while some showed preference for online or paper short modules. All 
these preferences are hard to be accommodated when designing a training course. The best 
option to comply with all these diverse desires is the b-learning approach. It combines the 
online self-learning modules with actual training sessions with a real trainer. Therefore, b-
learning approach is the best one to be applied when designing training course for the wineries 
in all partners' countries.  

Most of them are interested in receiving training in how to attract more tourists and in 
marketing and promotion. All wineries are willing to receive further information and tips to 
support their future development in wine tourism sector.  

All surveyed wineries consider themselves well aware of the good practices in their region and 
rank their tourist unit as quite innovative.  

 

Analysis on section DEMOGRAPHICS 
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Most of the surveyed wineries are small companies with less than 50 employees. They are 
independent and have their own wine selections. All wineries share that they experience 
significant difficulties in finding appropriate personnel.  

MAJOR CONCLUSIONS  

The most important conclusions based on the obtained results from the conducted surveys 
among wineries in the six partner countries can be summarized in the following way: 

• The main wine tourists are people between 35 and 60 years travelling as a couple or 
with friends. 

• Most of the tourists pop up in the winery because they have been in the region. 

• Main services offered by wineries are wine tastings, wine tours in the cellar and wine 
shop. 

• The wineries are not well familiar with promotional packages concept and some of them 
do not offer any such packages. The others stick to weekend packages and discounts 
from time to time.  

• The wineries do not have stable partnership contacts nor with tourist agencies in the 
area, neither with hotels and restaurants. They have no partnerships or contacts with 
other tourist service providers like local gift shops, craftsmen, cultural sites, natural 
landmarks, events' management companies. 

• They have either one employee who among other tasks has the responsibility for 
managing the marketing and the virtual image of the winery.  

• Most of the wineries do not have a marketing strategy. 

• They rely on promotional channels like social media (mainly Facebook), Internet sites 
and word of mouth. They have usually a bilingual site. They also offer tours in English. 

• ICT usage in the wineries is dependent of the country – in some it is well accepted, in 
others – the staff is not comfortable to work with ICT.  

• Most of the wineries consider English language as important part of job requirements 
when hiring. The majority of their staff speaks English. They are interested in further 
training in foreign languages for their staff. 

• Regarding the learning methodology and environment – some prefer on the site training, 
other – online. The wineries want a training course that will be developed to respond to 
their specific needs. They consider useful a training course in how to attract new 
customers and in marketing and promotion. 

• The majority of the respondents are small wineries (up to 50 employees), independent 
and with own wine selections.  

• All wineries confirm that it is very difficult to find good employees. 
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Website: http://www.bacchus-sme.eu/ 

Facebook: https://www.facebook.com/BacchusSME/ 

 

 

This BACCHUS SME Questionnaire for Wineries General Report has been developed under 
project "Organisational Diagnosis and B-Learning Tool for Enhancement of the Wine Tourism 
SME - BACCHUS SME" funded by Erasmus+ Programme. 

The report itself is based on the provided six national reports – one for each partner countries.  

The developed results is the final deliverable of intellectual output O1 and will be used as a base 
for the development of the following outputs of the project. 

All responsibilities for the content herein lays with the project partners.  
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