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ABSTRACT

Wine-related tourism has become increasingly important
in the last few decades. The objectives of managing a
wine route include the development of the territory and
its wine-related potentials. Wine route managers should
make the itinerary appealing by presenting a “bundle of
benefits” to guests, integrating typical tourist products
and services. Previous studies on the critical success
factors of wine regions mainly focus on their special
characteristics, without considering the role played by
wine organizations. The study analyzes the organizational
model, product development and cooperation systems

with other stakeholders of European wine routes.
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Resumo

O turismo de vinhos tornou-se cada vez mais importante
nas Ultimas décadas. Os objetivos da gestao de uma rota
do vinho sao o desenvolvimento do territério e das suas
potencialidades relacionadas com o vinho. Diretores de
rotas do vinho devem fazer um percurso atraente para
apresentar um “pacote de beneficios” para os convidados,
integrando produtos e servigos tipicos. Estudos sobre os
fatores criticos de sucesso das regides vinicolas concretizam
principalmente em suas caracteristicas especiais, nio
considerando o desempenho das organizagoes de
vinho. O estudo analisa o modelo organizacional, o
desenvolvimento de produtos e sistemas de cooperagao

com outras partes interessadas de rotas de vinho europeu.

Palavras-Chave:
cooperagio, gestio, desenvolvimento de produtos, rotas
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BACKGROUND

Wine routes now play an increasingly significant role
as tourist product of the wine regions around the world
(Hall, 1997). The management of wine routes is also
becoming more important, because the number of
tourists who are interested in wine-related products and
activities has grown in the last few decades.

Wine routes are an interesting tourist product because of
their particular nature — as a bundle of tourist activities
and products which are mostly, but not always, wine
related (Charters & Ali-Knight, 2000). This system is
characterized by the cooperation of different stakeholders
who combine their competencies to create an integrated
product, and carry on their businesses separately — but
in accord — with other actors. As the imagery of wine
routes (and consequently, wine regions) has evolved into a
more aesthetic experience (Williams, 2001), management
organizations have been forced to cope with challenges
concerning the whole tourist experience, which includes
not only the wine-related offers, but also other activities
and attraction points.

At the European level, more than two hundred wine
routes operate over many different regions. Competing in
this market setting means to develop a distinctive image
of the route which best represents the competitiveness of
the region. These wine routes, all of which are organized
differently, must also cooperate with various stakeholders

in destination promotion and in product development.

1. WINE ROUTES

Wine routes are tours in awine region that offer the coordinated
products of «vineyards, wineries, wine festivals and wine
shows» (Hall, 1996; Bruwer, 2003). Visitors experience not
only the wine region itself, but also the attraction points related
to the destination (Charters & Ali-Knight, 2002). However,
according to Mitchell (2004), a different kind of tourism
exists that does not aim to experience the whole territory, and
focuses only on winery visits.

According to Hall, Mitchell and Sharples (2003) tourists’
expectations have changed regarding visiting rural areas,
and lately, more emphasis has been put on the conservation

and maintenance of natural heritage. The relationship
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between tourism and food is therefore an opportunity for
product development, while also offering the possibility
for rural diversification. Even though many visitors travel
mainly for wine-related reasons, the experience gains value
if mixed with other activities, which may not necessarily
be related to food or wine (see Figure 1). Tourism plays
an important role in raising the awareness of the local
wine culture, and therefore promoting the regional

development of wine areas (Wood, 2001).

Managed network with
shareholder co-operation and
consensus

Tours and visitor services packaged for
the convenience of the market

Efficient, user friendly information network

Adequate service infrastructure including rest arcas, scenic
lookouts, rest areas, ecc.

Clear directional and tourist signage
A safe and efficient road and path network:

Attractions distinctive to the route which provide a mix of products suited to the consumer's
needs and creates a competitive advantage for the region.

Figure 1: Importance of a special interest in food as a travel
motivation - Source: Hall & Sharples (2003) in Hall &

Mitchell (2006: 139)

According to Getz (2000), wine routes encourage the
perception of the system as a concrete tourist product which
visitors can experience. From a managerial point of view, wine
routes represent a systematic offer, based on one or more
paths where important stakeholders of the wine tourist region
are located (Antonioli Corigliano, 2007: 116). Murray and
Graham (1997: 514) argue that the increasing importance
of wine routes is because even the experiences along the
way are as important as the destination itself. This research
paper takes the view that a wine route is an instrument to be
employed by destination management, because of its potential
in promoting regional development. Tourists can visit the
surrounding localities (Murray & Graham, 1997: 514) as well
as sites around where wine-related events take place.

The main task of organizations that manage wine routes
is to promote the tourist services offered along the trail
— they can be understood as the interface between wine
culture and tourism. The links between attraction points
and wine-related experiences are the prerogative of managers

of the wine routes (Hardy, 1993: 317), who must bring



the different interests together. The logistics aspects, such
as coordinating the involvement of several stakeholders
and fostering cooperation between tourism organizations
and wine businesses, can manifest in various forms of
partnerships (Frochot, 2002: 74). Difficulties emerge because
the two market segments understand themselves as different
elements with different aims (Hall, 2002: 208). Therefore,
the management of stakeholders requires a planning tool that
can facilitate tourism (Getz & Jamal, 1994; Butler, 1999;
Sautter & Leisen, 1999; Yuksel et al., 1999), develop the
region (Getz & Brown, 2006) and offer a broader product.

2. MANAGEMENT SKILLS

To overcome the difficulty of involving different
stakeholders and facilitate their working with the same
aim (that is, the destination’s promotion and regional
development), three main elements have been identified
as fundamental for the success of the integration of
stakeholders: the organizational model, the cooperation
model and the product development process.

Hardy (1993) identifies key factors in the development of
themed routes, with special focus on driving tours, and most of
those features can be applied to wine routes. The basis success
factors comprise a system of perfectly linked and featured
attraction points. Further steps involve the maintenance
of the infrastructure network and the establishment of an
efficient information network. According to the scheme
illustrated in Figure 2, two more important success factors
are product development (for example, packages of tours
and other services) and the management of the stakeholders’

network (that is, through cooperation and consensus).
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TOURISM

CULINARY
TOURISM

LOW INTEREST/NO
INTEREST, e.g. visiting a
familiar restaurant while
you are travelling because
you have to eat
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Figure 2: Features of successful themed tourist routes - Source:

our elaboration on diagram by Hardy (1993: 319)
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The focus of the present study is to determine the
key factors for determining the success of wine route
promotion that primarily involve the manager of wine
route organizations. In order to cope with the challenges
of bringing together the different interest groups, three
important managerial elements were identified: the
organizational model, the involvement of different
stakeholders and the product development process.

2.1 The organizational model

The organizational model permits helps us understand
the breadth of decision-making power within a wine
route organization. The flexibility of the organization and
the ability to accomplish the market’s needs depends on
the kind of organization behind it. According to Bruwer
(2003: 425), the establishment of a wine route involves
encouraging cooperative work between government,
local council, private enterprise and an association of
the tourism industry and the wine sector. The resulting
network is characterized by the territory, in terms of
construction of the products offered, and this confers it
with a peculiar identity (Rossi & Rovai, 1998; Barjollle
et al., 1998). The efficiency of the network is important,
because this creates economic advantages (Antonioli
Corigliano, 1999; Morroni, 1992), while the involvement
of private and public organizations encourages a bottom-
up approach in creating effective interconnection within
the network (Gatti & Incerti, 1997).

2.2 The cooperation model

The cooperation model creates a register of the strength of
relationships with other stakeholders and defines a clear
role for the wine route organizations. According to Hall
(2002: 206) and Getz (2000: 12), the partners involved in
a wine route can «occur at all stages of the value chain and
they range from highly informal relationships through
contractual obligations». However, such cooperations are
not easy to create, because the two sectors understand
themselves as separate and as having completely different
goals. The actors in the wine sector often may not
recognize opportunities to create synergies in marketing
and product development (Hall & Mitchell, 2008), even
though those are important to attract tourists who would

consider the destination as a whole (Berlin Walton, 2007).
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Prior research that has tried to understand the importance
of the wine route organization has analyzed only vertical
cooperation (Rasch & Gretzel, 2008; Mitchell &
Schreiber 2006) in the decision-making process, which
occurs between wine and tourism stakeholders.

2.3 The product development process

The involvement of both the wine industry and tourism
sectors, and providing them with a space where they can
cooperate to reach common goals, are also fundamental
for understanding how the product development process
works. According to Williams (2001a; 2001b), the
imagery of wine regions in the 1990s was at first focused
on production, and it then shifted into more experiential
dimensions. The active development of the wine tourism
product is a relatively recent phenomenon (Bruwer,
2003), of which the winery tours are only one example of
a special tourism product (Weiler & Hall, 1992). Apart
from wine-related activities (such as attendance at wine
festivals and visiting wine cellars), even sightseeing and
visiting other attractions are now recognized as further

main reasons for visiting wine regions (Maddern &

Golledge, 1990).

3. RESEARCH QUESTION AND METHODOLOGY

3.1. Research Question

The research question for this study is based on the
assumption that the analyzed critical success factors for an
organization are of fundamental importance in the case of
wine routes because of the intermediation role between
two different market sectors played by those organizations.
Some research has been undertaken to understand the
role of demand in the development of wine routes (refer
to Getz & Brown, 2006), but less has been undertaken
regarding the supply side (refer to Morris & King, 1997)
— especially from an European point of view (refer to
Mitchell & Hall, 2000; Arfini et al., 2002; Correia et al.,
2004; Karafolas, 2005).

In light of this research gap, this study investigates the
wine route organizations in terms of their organizational
models, the cooperation system with ancillary stakeholders
in terms of leadership and the product development

process in terms of decision-making power. The study also
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aims to determine if the most important competencies
in the management of wine routes vary according to the
main features of the organizations themselves.

3.2. Methodology

The conducted survey was based on a sample of 58 wine
route organizations from different European countries,
including: Austria (10.3 per cent), France (5.2 per cent),
Germany (15.5 per cent), Hungary (3.4 per cent), Italy
(48.3 per cent), Portugal (3.4 per cent), Slovenia (6.9
per cent) and Spain (6.9 per cent). After consideration
of the literature described above, a ten-question online
standardized questionnaire was developed and sent to all
organizations in these countries.

The questionnaire aimed to investigate the organizational
model, the cooperation model and the product
development process. To measure the first one, variables
such as corporate model, size, main planning features and
most importantly, the necessary competencies for a wine
route manager were used. These questions were designed
to determine which were the critical success factors for
this organization, and in order to analyze the flexibility
of the organization. To analyze the cooperation between
the stakeholders, variables such as the strengths of the
relationships between the different actors, the decision-
making processes they employed and the willingness of
wine and tourism organizations to cooperate were used.
To measure the product development system, which
implies a process where tourist products are proposed and
approved at different levels of the chain, variables such as
the decision-making power of the wine route organization

and the promotion of combined products were used.

4. EMPIRICAL RESEARCH

4.1. Descriptive statistics

The respondents’ percentage reflects the distribution
of wine routes in Europe. The organizations were 91.4
per cent joint ventures or associations, while 6.8 per
cent were product clubs, public limited companies and
municipalities. The average size of the organization
comprised approximately 107 members.

The relationship with other stakeholders was mostly

formal, and each category was represented by one



designated delegate from the organization (29.1 per cent).
An informal interaction with the representatives of each
trade category often emerged (27.3 per cent).

The decision-making process for the creation of tourist
products was characterized in the sample by the final
approval of the local tourist association, while the wine
route organization had more of a planning and suggesting
function (34.5 per cent). The involvement of the
organization in the approval process was important for
32.1 per cent of the respondents.

The strength of the cooperation’s connections with
other stakeholders was evaluated using a Likert scale of
1-5 (where 1 = very low and 5 = very high). The most
important partners were reported as being the cellars
(4.26), with which the cooperation was high. The lowest
intensity in the cooperation was with the trade unions
(mean: 2.91). Other actors mentioned as being very
important partners included local municipalities, public
organizations and museums (mean: 4.50).

The importance of the main features of wine route
organizations, evaluated using a Likert scale of 1-5
(where 1 = very low and 5 = very high) were the creation
of a tourist offer based on the peculiarity of the local
products (4.35) and, highly related, the joint planning
with local actors (4.34). The less relevant element was
the discretionary decisional power of the wine route
organization (4.02).

The same scale was used to evaluate the most relevant
competencies of a wine route organization’s manager.
The ability of planning wine-related events and activities
(4.51) and involving stakeholders from different trade
fields (4.49) were rated as very important. However,
the ability for long-term planning had the lowest rate of
importance (4.25).

The strategically notable characteristics of a wine route
involved explaining the wine production process in
the wine cellars, sale of local wines and offering events
concerning wine, nature and culture (4.46). Other
important elements (4.67) were packages of sport/cinema
with wine and a precise information system.

The results from the survey show that the most

successful elements for a wine route, as reported by the

Success factors for the tourist management of wine routes

correspondents were: matching the wine offer with other
local delicatessen elements (4.80) and offering events
involving wine production and tasting (4.55). Quite
important, but with a lower evaluation, was the creation
of a quality brand “wine route” for wine and food in the
territory (4.08).

4.2. Characterisation of competencies

Following the recommendations from the literature
analysis, and considering the research question, three
clusters based on the main features of the organizations
were determined. The first group was mainly characterized
by the focus on product development, also in cooperation
with local actors. The main features of Group 2 are
organisational aspects, such as the joint planning with
local actors and the discretionary decisional power of
the organization itself. The third group focuses on the
cooperation management between different stakeholders,
as well as joint planning.
Table 1 the

diversification in these aspects: country of origin, main

shows that groups evidence some
cooperation partner, relationship with actors and product

development process.

Table 1: Characterization of wine route organizations
< Insert Table 1 here >

Source: authors’ construction from research statistics.
In order to ascertain significant differences in the
importance of competencies between the three groups, a

Kruskal-Wallis-Test was carried out. Significant differences

can be observed on the following items (Table 2).

Table 2: Significance of the differences in importance of
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competencies of the three groups
< Insert Table 2 here >

Source: authors’ construction from research statistics

As the Kruskal-Wallis Test only provides information if
there are significant differences between the groups, it
gives no evidence between which groups these differences
can be found. Therefore in a next step, a Mann-Whitney
U-Test was carried out (Table 3).

Table 3: Significance of the differences in importance of
the three groups
< Insert Table 3 here >

Source: authors’ construction from research statistics

The elaboration shows that a significant difference exists
between Groups 1 and 2 regarding importance of the
ability to coordinate the different local actors. Groups 1
and 3 differ significantly regarding the importance of the
ability to motivate the different local actors to promote the
territory and the ability to involve actors from different
work fields. There are significant differences between
Groups 2 and 3 regarding the importance of the ability
to coordinate the different actors, the ability to motivate
the different local actors to promote the territory and
the ability to involve actors from different work fields to

achieve common interests.

CONCLUSIONS AND OUTLOOK

The results of this study show that the managers of wine
route organizations should focus on helping stakeholders
of different trade sectors to cooperate in order to better
achieve common goals, such as the territory’s promotion
and development of new and innovative wine-related
tourism products. The main tasks of the wine route
associations are generally quite similar, although not all

organizations consider those elements in the same way.

46

REVISTA CIENTIFICA DO ISCET

Some organizations focus their activities on product
development in cooperation with local actors. Others
focus on the joint planning with local actors and the
discretionary decisional power of the organization itself.
Another group of organization focuses on the cooperation
management between different stakeholders, as well as
joint planning. The necessary competencies used to reach
those goals differ appreciably, mainly in the management
of the coordination system among stakeholders. Wine
route managers should be able to improve the different
competencies in order to succeed in their management
activities.

Further research could deal with the differentiation
between results from different countries and with a
deeper analysis among some of the participants through
qualitative interviews. It could be interesting to investigate
other skills such as managing the information network and
service infrastructure (Hardy, 1993) and the relationships

between certain management skills and activities.
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