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Executive Summary 

Survey on Wine Tourists 

 

1. Introduction 

The need of the survey emerged within the context of the BACCHUS SME project funded 

with the support of the European Commission. The present survey is based on the necessity of 

exploring wine tourists’ needs and expectations in the partners’ wine regions in order to help 

wine entrepreneurs elaborate their quality improvement plans. 

 

2. The aim of the study 

The results obtained will help in planning adequate staff training to better address the needs of 

wine tourists. A further aim is to use the information to instruct wine professionals and 

stakeholders about how to manage wine tourists in a balanced and sustainable way so as to 

stimulate the economy of the SMEs related with wine tourism of the regions involved in the 

research. 

 

3. Methodology 

The 25-item questionnaire for wine tourists was divided into four sections to obtain 

information about demographic details, motivations for visiting wineries, the information 

channels used prior visiting the winery, and their tourism experience. The survey was 

conducted from January 23 through March 2017 in six countries: Austria, Bulgaria, France, 

Italy, Portugal, and Spain. A standardized electronic version of the questionnaire was created 

using a variety of tools, such as LimeSurvey or Survey Monkey, and administered online 

through a link sent to participants. Each partner conducted their own survey, analysed the data 

obtained and wrote a comprehensive national report that included graphical representation 

and qualitative analysis of the results. Altogether, 396 wine tourists responded to the survey 

and provided empirical data about their experience and habits. 88 visitors were surveyed in 

Austria, 50 in Bulgaria, 56 in France, 72 in Italy, 59 in Portugal, and 71 in Spain. 

 

4. Results and analysis 

The results reveal that the average visitor profile is male-dominated, middle-aged, and highly 

educated. Most of the wine tourists surveyed are regular consumers of wine who show a high 

interest in wine and the wine industry. Internet and worth-of-mouth are the most important 

sources of information used by visitors prior to arrival, whereas, at destination, they get 

information at the accommodation, from travel guides, or from local people. Most visitors 

organized the trip without the intervention of a travel agency. In view of survey results, a high 

percentage of tourists directly visit the websites of wineries in search of a wine region to visit. 

Therefore, wineries should try to maintain websites which not only present a good usability, 

but which are more focused on promoting wine tourism. The survey highlights the fact that 

the Internet is the best way to attract wine tourists’ attention and to cultivate interest. The 

survey reveals the lack of adequate sources of information at destination, the lack of effective 

signposting, and the necessity to establish strategic partnerships with hospitality sectors and 

the tourist market in order to promote wine tourism. There are unique opportunities for travel 

agencies and tourism operators to communicate with tourists either at destination or prior to 

arrival in order to provide useful information that would enhance their wine experience and 

eliminate any frustration or inefficiency related with the lack of information. 

 

Services at the winery were rated highly and most visitors considered that customer service 

was crucial for a high-quality experience. They pointed out the importance of dealing with 

knowledgeable and courteous wine professionals. Their main motivations for engaging in 

wine tourism are wine tasting, visiting the vineyard and the cellar, and learning about the 

wine industry. Other reasons reported are interest in heritage, buying wine, and entertaining. 

The least preferred options are to engage in wine-related activities and to practice sports and 
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other outdoor activities. Wine tourists want to acquire wine knowledge, to discover a new 

region and food specialties because they usually are interested in local cuisine. Wine and food 

combination could be a true added value and could attract even a largest number of tourists.  

 

On average, wine tourists usually spend more money on accommodation and restaurants than 

on buying regional products, wines, or souvenirs. In all the surveyed countries except one, 

Austria, a small percentage of visitors stayed overnight and, when asked about their 

accommodation preferences, they opted for hotels, winery hotels and country houses. Most of 

the visitors would have willingly stayed at the hotel winery if accommodation had been 

provided. The data obtained indicate that most wine tourists are short stay visitors and this has 

a negative impact on spending patterns. Only a small percentage of the tourists surveyed 

stayed overnight, which resulted in minimal use of accommodation and other services 

offered. Since one of the prime motivators for visiting the region is the wine gastronomy 

tourism, the cooperation with restaurants is a crucial promotional strategy to attract more 

tourists and also the establishment of partnership with other points of interest in the region 

and other enterprises. Hotels, commercial establishments, handicraft shops could be an extra 

attraction for wine tourist to stay and spend more in the region boosting the regional 

economic, social and cultural development. With relevant guided tours, wine events and a 

wide range of activities organised by professional and welcoming staff, wine tourism could 

even become even more an attractive destination for all kind of tourist, of all ages.  

 

5. Conclusions 

This survey may have critical marketing and managerial implications since they may help 

wine tourism stakeholders get a deep insight into the motivations of wine tourists. These 

findings provide relevant knowledge for implementing a consumer-oriented strategy that 

promotes holistic wine experiences that appeal to a wider range of national as well as foreign 

tourists and attract longer-term visitors.  The results also confirm the need to develop wine 

routes around heritage and natural attractions so that wine tourism can take advantage of the 

diversity of services and resources of the region. There also seems to be a need to create 

innovative and competitive tourism products promoted through adequate sources of 

information and effective signposting. Furthermore, these data reveal that there is a need to 

implement a destination management network and wider synergies among regional 

stakeholders, the hospitality sector and the tourist market in order to increase efficiency and 

competitiveness in the wine tourism sector. These findings corroborate the weaknesses 

detected in the sector by the wine experts participating in the focus group conducted by 

partners with wine tourism experts. BACCHUS SME project may help overcome these 

obstacles by designing a diagnosis tool and a blended training course tailored specifically to 

address the need of the wine tourism industry. 

 

6. Recommendations  

6.1. Information 

• As most tourists use the Internet to organise their trip, wineries websites should be 

designed to promote wine tourism and not just their wine labels 

• In each region written press, specialized magazines, social networks, and mass media 

should focus more on wine tourism promotion in order to attract potential tourists at 

wider scale 

• Travel agencies and tour operators should develop appropriate promotional material 

to address the need for information both prior to arrival and at destination 

• There is a need to use appropriate on-site signage to facilitate the wine tourism 

experience of visitors 

 

6.2. Promotion and networking 
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• It is recommended that the wine industry in the region develop a strategy offering 

tour packages that appeal a wider range of national and foreign tourists and design 

interesting activities in order to attract longer-term visitors 

• Stakeholders need to become conscious that regional cooperation and coordinated 

management will boost regional economy 

• There is a need to implement a strategic relationship and partnership with hospitality 

sectors, such as hotels and restaurants in order to attract more visitors 

• There is also a need for training of the winery management on how to improve and 

expand the wine touristic package in order to better respond to the actual demand of 

the tourists 

• Wineries should cooperate to celebrate special events and wine festivals in order to 

attract more tourists 

• Wineries should invest in the quality and branding of their wines 

• Wine tasting and wine buying wine tours to wine taverns and food in the medium-

priced segment is vital for a positive wine experience 

 

6. 3. Customer service 

• As customer service is crucial for providing a high-quality experience at the winery, 

good customer service should be considered as a competitive advantage 

• In view of the importance that tourists attach to well-trained and educated staff, 

wineries should invest money on staff training in order to increase efficiency and 

competitiveness 

• Staff should be trained to be able to communicate all the wine-related knowledge to 

visitors and to educate the future wine consumers 

• Winery staff should receive training about the wine heritage, the culture and the 

history of wine 

• Staff should receive training to develop competence in foreign languages and digital 

marketing 

 

6. 4.  Innovative initiatives 

• Most of the visitors express a high motivation and/or interests to participating in wine 

tourism activities and learn more about wines and wine making process. Therefore, 

new innovative activities should be offered in order to enhance their experience and 

extend the length of stay 

• The activities should be adapted to the needs, expectations and motivations of the 

customers 

• In addition to the basic activities, wineries should offer a wide range of activities 

which enable tourists to participate in the processes of production in order to develop 

or intensify brand loyalty 

• Wineries should collaborate to develop wine trails around historical, cultural, and 

natural attractions so that wine tourism can take advantage of the diversity of services 

and resources 

 


