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Temáticas emergentes em Turismo Rural 

 

From winery to rural tourism experience: A perfect married couple  

 

Luísa Carvalho Margarida Cagica Carvalho1 

 

Abstract: Generally, wineries are located in rural areas and allow synergies with tourism supply, 
particularly in the case of rural tourism. In the fact endogenous products, such as local food and wine, 
are considered suitable features to typify the tourist supply of a destination and several times they are 
considered as the major attraction of a destiny. These products enclose the identity of the region or 
territory, its cultural heritage, and distinguish the local community in which they are produced.   These 
endogenous products could be classified as ‘territorial intensive products’ (TIPs) and wine tourism in 
rural territories is an example of innovation of tourism supply in TIPs. This research regard 
significance and quality of Portuguese wine in supporting rural tourism supply in “demarcate wine 
regions” in Portugal. The empirical research analyse the totally of the 30 Portuguese wineries with 
formal supply on wine tourism, and particularly the 40% of these wineries with rural tourism supply. 
This research allows some considerations about features of rural tourism when associated with 
wineries and TIPs and suggest some clues concerning complementariness and particularities of this 
touristic supply. 
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Introduction  

The wine sector is a very competitive sector and contributes deeply to economy 

in several countries such as, Portugal, Italy, Spain, France, Australia, America 

(California and Chile) and South Africa, etc. In last decades wine sector comes to 

look at the tourism as a complementary activity that’s contribute to increment 

revenues and also support marketing strategy and a enhance a close relationship 

between customers and territory/community/environment where the product are 

developed. Wine tourism develops in wine-production territories that are situated 

mostly in rural areas and consequently associated with rural tourism.  

In the tourist perspective wine could becomes the main attraction of a territory 

and is an asset that contributes, together with the other local resources (such as, 
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heritage, rural community, local traditions, environment and other TIPs) to define 

local tourism supply.  Winter (2003) argues that wine includes a market target of 

people sensitive not only to the up market brands bottles, of which they are 

connoisseurs, in some cases experts, but also to the territory, the local traditions and 

the artistic goods, which represent the new and defensive localism. In several 

countries wine is an expression of culture and identity of a community that 

encompasses a set of traditions rooted since the antiquity. Asero and Patti (2009) 

classified wine as a typical product, that can be defined as a ‘territorial intensive 

product’ (TIP) since it contains a strong reference to the territory in which it is 

produced.  The wine tourism proceeds typically in rural areas and based on 

itineraries involving areas of wine production.  

This research analyse the case of Portugal, where wineries are organized 

according with 14 wine demarcated regions, 12 in Portugal Continental and 2 in 

Islands of Madeira and Azores.  Associated with these wine regions its possible to 

find several wineries and farms that promote rural tourism as a complementary 

product. The research aims to identity and characterize this rural tourism supply. This 

paper are divided in two parts, the firsts part present a literature review about wine 

tourism, rural tourism and the relation between this two tourism segments. The 

second part present the empirical study, developed in Portugal during January and 

February of 2014, that collected information to provide a suitable characterization of 

rural tourism associated with wineries.  

 

Part 1. Literature review: Rural tourism, wine and heritage 

 

1.1. Rural tourism 

Usually, wineries are located in rural agricultural areas that incorporate wide-

open spaces, low levels of development, permitting visitor and environment 

interactions (Nelson et al, 2008). Rural tourism means that travelers visit locations 

outside urban areas covering activities such as hiking, biking, visiting community 
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museums and buying crafts, or have a  ‘‘country experience’’ (Page and Getz, 1997). 

This  ‘‘country experience’’ could represent to urban visitor the opportunity to do a 

rural escape or adventures in contact with nature. Hall et al (1997) suggest that 

enjoying a rural setting for its peace and tranquility was a motivating reason for 

visiting a winery.  Most of the wineries are located in very picturesque and rural 

environment and can offer an interesting location for weddings, family reunions, 

birthdays, or retirement parties. In fact, several wineries have upgraded their once 

primitive facilities to accommodate such events, and some even employ event 

planners to make the experience stress free for the consumer (Nelson et al, 2008). 

Getz (2000) refers that visitors to wineries in attractive rural settings can obtain 

advantage of the views and landscape and those wineries that provide an attractive 

site or facility for picnics, recreation, vineyard walks, and group functions will add 

value to the guest’s enjoyment by enhancing their experience. 

Concerning the topic rural tourism it also interesting to analyze the profile of the 

rural tourism entrepreneur. Some studies suggest that if farmers or other types of 

rural actor, such as winery owners, with diverse backgrounds continue to enter the 

countryside in significant numbers, then new forms of networks are bound to arise, 

and established ones may feel threatened (Dawson et al, 2011). 

 

1.2. Wine tourism 

According with Fraser and Alonso (2006), the tourism industry and wine 

industry are increasingly seen as “natural symbiotic partners” this relationship 

embraced in wine tourism. The studies about wine tourism began in the mid-to late-

1990s, growing out of several other existing areas of academic interest, such as rural 

and special interest tourism (Hall and Mitchell, 2001; Hjalager and Richards, 2002; 

Mitchell and Hall, 2006). Hall et al (2000) defined wine tourism as the “visitation to 

vineyards, wineries, wine festivals and wine shows for which grape wine tasting 

and/or experiencing the attributes of a grape wine region are the prime motivating 

factors for visitors” (Hall, et al, 2000, p. 298). Getz (1998) describes wine tourism 
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more broadly, including three major perspectives: as a strategy for destinations, as 

an opportunity for wineries and as a form of consumer behaviour. In the fact wine 

and tourism are both products that are differentiated due the regional identity and 

playing a particular role in attracting tourist to rural regions (Dawson et al, 2011). 

These visits generate also important benefits to local economies and communities  

(Hall, 2004; Hall et al., 2000; Jaffe and Pasternak, 2004). At the same time, wine 

regions and wine trails are emerging worldwide (Fensterseifer, 2007; Jaffe and 

Pasternak, 2004; Sharples, 2002) and traditional regions that have stagnated are 

being revitalized through small-scale production for wine tourism (Scherrer, et al, 

2009).  

 

1.3. Wine tourism: Relations with rural tourism, territory and TIPs 

Nowadays wine and others TIPs are part of the heritage in a territory and 

could provide a special cultural tourism experience. Last years in European countries 

the Council of Europe for cultural Routes encourage the creation and exploitation of 

some itineraries, as cultural routes, such as ‘The Routes of the Olive Tree’ or the “Iter 

Vitis – Wine Routes in Europe”. These thematic routes promote thematic tourism and 

the protection of cultural heritage through the utilization of typical products (Asero 

and Patti, 2009). The touristic potential of these typical products is higher when they 

are identified with quality labels and brands that protect their identity and are 

associated with the endogenous features of a territory where there are produced.  

In the case of the wine tourism its possible to identify different stages associate with 

wine production, since the grape plantations and their landscape (for instance in case 

of Portugal, Douro is a UNESCO world heritage and several tourist comes just to see 

this particular landscape); to production in the wineries, taste and gastronomy; 

contact with the farms and farmers where wine is produced and all environment and 

experiences provided in rural tourism.  

However, wine tourist expectations vary according with region (Charters and 

Ali-Knight, 2002) and wine presupposes different importance roles in tourism supply 
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of a territory according with the scales: predominant, complementary, marginal, or 

exclusive, nevertheless in all cases is considered a factor of competitiveness for a 

destination (Asero and Patti, 2009).  Wine contributes to improve competitive 

advantage of a region, through the creation of jobs and revenue since the grape 

plantations, wine industry, wineries visits and sales and different types of hospitality 

industry associated with wine business.  Concerning with wine tourism, the volume of 

wine tourism increase with the competitive positioning of wine tourism region as a 

strategic issue in a country (Williams, 2001), and the exclusivity of the products 

increase the opportunities in the market and reinforce the market niche created.  

Some authors associate wine tourism with a neo rural ethos, that represents a new 

rural entrepreneurship, new rural style of life, new tourist activities in the farm house, 

culture of hospitality and sustainability (Asero and Patti, 2009). Additionally, some 

research (Cambourne et al., 2000) refers that wine provides a motivating factors for 

tourists to visit a destination as wine regions tend to be attractive places and 

vineyards aesthetically pleasing. Hall et al (1997) argue that wine tourism has been 

characterized as referring to visiting of vineyards, wineries, wine festivals and wine 

shows, while the major motivating factors for visitors are wine tasting and/or 

experiencing the attributes of a wine region. Charters and Ali-Knight (2002) propose 

that the wine tourism experience encompasses several features including a lifestyle 

experience, education, linkages to art, wine and food, tasting and cellar door sales, 

winery tours, incorporation with the tourism-destination image and a marketing 

opportunity which enhances the economic, social and cultural values of a territory. 

Additionally, Fuller (1997) argues that wine and tourism rely on a regional branding. 

Ohe and Kurihara (2013) suggest that local food production and rural tourism are 

joint products, and wine is a predominant TIPs associated with rural tourism in 

numerous researches.   
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Table 1. State of art: TIPs and tourism. 
Topic Sub topic Publication 

Local food and tourism 

 

Rural 

development/rural tourism  

 

Renko, Renko, & 

Polonijo, 2010; Sims, 2009, 

2010; Vaz, Nijkamp,& 

Rastoin, 2009 

Authenticity  Sims, 2009 

Rural cultural heritage Szlanyinka, 2009; Ohe 

& Ciani, 2011 

Food tourism Hall, Sharples, 

Mitchell, Macionis, & 

Cambourne, 2003 

Wine tourism  

 

Hall, Sharples, 

Cambourne, & Macionis, 

2000; Kim, Yuan, Goh, & 

Antun, 2009 

Social effects  

 

Everett & Aitchison, 

2008; Brandth & Haugen, 

2011 

Rural 

development/rural tourism  

 

Renko, Renko, & 

Polonijo, 2010; Sims, 2009, 

2010; Vaz, Nijkamp,& 

Rastoin, 2009 

Culinary tourism  Montanari & Staniscia, 

2009; Horng & Tsai, 2010 

Organic agriculture 

and agri-ecotourism 

Kuo, Chen, & Huang, 

2006 

Rural tourism   Bélisle, 1983; Ohe, 

2008; Telfer & Wall, 1996 

Economic effects of 

local food and tourism 

Differentiation of 

tourism destinations  

Haven-Tang & Jones, 

2006 

Food consumption by 

tourists  

Kim, Eves, & Scarles, 

2009; Skuras, Dimara, & 

Petrou, 2006 

Backward economic Telfer & Wall, 2000 
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linkage  

Hedonic pricing 

approach  

Ohe & Ciani, 2011 

Economies of scope  

 

Agricultural and rural 

field  

Azzam, 1998; Chavas, 

2008; Chavas, Chambers, & 

Pope, 2010; Fernandez-

Cornejo, Gempesaw, 

Elterich, & Stefanou, 1992; 

Hartarska, Parmeter, & 

Nadolnyak, 2011; Melhim & 

Shumway, 2011 

Agricultural 

cooperatives  

Kondo, 1997; 

Schroeder, 1992 

Non-agricultural field  Chavas, Barham, 

Foltz, & Kim, 2012; Proir, 

1996 

Theoretical 

development 

Baumol, Panzar, & 

Willig, 1988; Chavas & Kim, 

2007; Panzar & Willig, 1981 

Source: Ohe and Kurihara (2013) 

 

 

Part 2. Empirical study: Wineries and rural tourism, the Portuguese case  

 

2.1. Portuguese wine demarcated regions 

Portugal has 14 demarcated wine regions, 12 in Portugal Continental and 2 in 

Portuguese islands of Azores and Madeira. According with table 2, the wine 

production reveals higher quantities in the north of the country. In north demarcated 

regions of Douro (23%), Minho (15%), Trás-Os-Montes (2%), Beiras (1%) and Dão 

(5%) represents 46% of total production.  

The second region with higher production is Lisbon and Tagus Valey with 

31,4% (Tejo: 9,2%; Lisbon: 16,2%; Peninsula de Setúbal: 6%). The demarcated 

regions from centre of the country represents just 7,2 % of the total production 
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(Bairrada: 4% and Beira Interior: 3,2%). South of the country contributes with 14,4% 

to total production (Alentejo 14% and Algarve 0,4). At last, the islands Azores and 

Madeira  just produce 1% of the total in 2009/2010. 

 

Table 2. Wine production by regions in Portugal - 2009/2010 
Regions Producti

on 

Production 

% 

Minho 869.985 15% 

Trás-os-Montes 110.615 2% 

Douro 1.351.94

9 

23% 

Dão 295.894 5% 

Bairrada 238.343 4% 

Beira Interior 189.386 3,2% 

Beiras 60.522 1% 

Tejo 544.540 9,2% 

Lisboa 962.718 16,2% 

Peninsula de Setúbal 379.371 6% 

Alentejo 810.339 14% 

Algarve 23.651 0,4% 

Madeira 45.448 0.8% 

Açores 13.755 0.2% 

Total 5.893.51

6 

100% 

Source: Instituto do Vinho e da Vinha, Portugal, Unit: 1000hl, 2014 

 

The total export of Portuguese wine in 2011 were mostly to the following 10 

countries: Angola, France, Germany, United Kingdom, USA, Brazil, Mozambique; 

Switzerland, Canada and Guinea Bissau. Oporto wine is mostly export to: France, 

Netherlands, Belgium, United Kingdom, Germany, USA, Canada, Denmark; Spain 

and Brazil. 
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2.2. Wine tourism in Portugal 

 According with “Wines of Portugal” its possible to find several wineries that 

offer wine tourism in Portugal, however this supply reveals different features.  

The information collected in January and February   in “Wines of Portugal”, 

shows that supply of wine tourism in Portugal is located in 5 of the 14 demarcate 

wine Portuguese regions. In north of the country its possible to find 3 demarcated 

wine regions with wine tourism supply: Dão Lafões (3 wine tourism business units), 

Douro (8 wine tourism business units) and Minho/vinho verde (6 wine tourism 

business units). In centre of the country, just 1 demarcates region offer wine tourism, 

Bairrada (5 wine tourism business units). And, in the south of the country just 

Alentejo have wine tourism supply (8 wine tourism business units). Table 3 provided 

a characterization of tourism wine supply in Portugal. Its possible to see that all of 

them have a winery and some of them are in rural regions and has also vineyards. 

These wine tourism businesses units offer several services.  This research organized 

this services according with the following categories: 

- Rural tourism; 

- Museum and heritage (gardens, palaces etc.); 

- Hotel; 

- Restaurant and bar; 

Most of the wine tourism supply are located in North of the country with 17 of wine 

tourism business units, that represents 57% of the wine tourism supply, followed by 

Alentejo in south of the country with 27% of supply and in the third place, Bairrada in 

the centre of the country with 16% of the wine tourism supply. The distributions of 

wine business units in Portuguese territory accompany the volume of wine production 

(see table 2). 

Considering accommodation services, the research allows to confirm that 40% of 

wine business units supply offers rural tourism accommodation. The collection of the 

information permits to count 6 units of rural tourism in north, 4 in south and 2 in the 

centre. Additionally, its possible to see that 20% of the wine business units have a 
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hotels (five or four stars) associated with high quality and sophistication in services. 

All of the wine tourism units have restaurants and bars that highlight the use of local 

products (TIPs) in combination with the local wines. The research, also allows 

verifying that 30% of these units offer complementary products such as museum and 

heritage. 

 

Table 3. Wine tourism: A landscape of the supply in Portugal 
Regions/ Wine tourism 

business 

Rural 

tourism 

Museum and 

heritage 

Hotel Restaurants 

and bars 

North 

Dão e Lafões 

Hotel Casa da Insua  x Five stars and 

charming hotel 

x 

Paço dos Cunhas de 

Santar 

   x 

Quinta de Cabriz    x 

Douro 

Aquapura Douro Valey   Five stars hotel  x 

CS Vintage House Hotel   Five stars hotel  x 

Quinta Nova de Nossa 

Senhora do Carmo 

x    x 

Quinta da Pacheca Wine 

House 

x   x 

Quinta do Pego    x 

Quinta Vale de D. Maria x   x 

Quinta do Vallado x   x 

The Yeatman  x Five stars hotel x 

Minho/Vinho Verde 

Quinta da Aveleda  x  x 

Casa do Valle x   x 

Quinta da Brejoeira  x  x 

Quinta das Arcas  x  x 

Solar do Merufe    x 
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Solar de Serrade x    x 

Centre 

Bairrada 

Adega Luis Pato x   x 

Caves Aliança  x         x 

Campo Largo x          x 

Caves Solar de São 

Domingos 

 x  

 

x 

Quinta do Encontro    x 

South 

Alentejo 

Herdade Malhadinha Nova x   x 

Herdade do Esporão  x  x 

Herdade do Rocim  x  x 

Hotel Rural Vila Galé 

Country House 

 

 

 

 

Four stars hotel x 

L’and Vineyards Hotel  

 

 

 

Five stars hotel x (With a 

Michelin star) 

Herdade dos Coelheiros x   x 

Herdade dos Grous x   x 

Herdade do Sobroso x   x 

 

2.3. Rural tourism associated with wine/wineries in Portugal 

Attending to the aim of this study then the research analyse the information 

collected about rural tourism associated with the wine tourism units presented in 

table 3, section 3.2.  

This research allows verifying that rural tourism is present in 40% of the wine 

tourism supply in Portugal.  

To systematize the information collected about rural tourism in wine tourism 

units we present table 4. Table 4 allows understanding the particularities of rural 

tourism when integrated in wineries and farms that produce wine, i.e., associated 

with wine tourism. Rural tourism in these cases is developed in small scale; most of 
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the accommodations have less than 15 rooms except Herdade dos Grous in Alentejo 

with 24 rooms. Most of the accommodations are inside existing buildings on farms, 

and most of the times tourists sharing the facilities and spaces in the farms with the 

owners and their family. So the value added to the tourists in these cases is also the 

contact with a familiar environment and the possibility of some typical routines live a 

farm and country life, as well as, a close contact with nature and a peaceful way of 

life without stress. This familiar and peaceful environment justify that the majority of 

the tourists come from urban areas.  

Additionally, was possible to confirm that also some owners come from urban 

areas, and for several reasons abandoned city life and moved to rural regions, some 

of them to explore properties that belong to their families for generations. 

Other interesting aspect featuring rural tourism is that most of them offers 

others TIPs, such as, olive oil, honey, jams, etc, and all of them have bars and 

restaurants that use local products to provide some gastronomy experiences to 

tourist associated with wines. Therefore, tourists comes to this rural tourism in this 

cases also to experience gastronomy and wines from the region, and this products 

function as complementary products, and referred in the literature review tourists 

comes to experience and taste flavours associated with endogenous products of the 

each region. Finally is also important to note that some of these business units offer 

other tourism products, mainly in the south of the country (Alentejo) where farms are 

large in terms of hectares of land and touristic could have also experiences in the 

segments of ecotourism, fishing and hunting. 
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Table 4. Wineries and rural tourism: A perfect married 
Regions/ Wine tourism 

business units 

Rooms 

(number) 

Other TIPs Restaurants, 

Bars, wine 

tasting 

Other 

tourism 

segments 

supplied 

North 

Douro 

Quinta Nova de Nossa 

Senhora do Carmo 

11 Produce: olive oil, 

jams, honey and 

tisanes 

x  

 

Quinta da Pacheca 

Wine House 

15 Produce: olive oil 

and jams 

x  

 

Quinta Vale de D. 

Maria 

3  x Ecotourism 

Fishing 

Quinta do Vallado 13  x  

Minho/Vinho Verde 

Casa do Valle 5  x  

Solar de Serrade 8  x  

Centre 

Bairrada 

Adega Luis Pato 2  x  

Campo Largo 6  x  

South 

Alentejo 

Herdade Malhadinha 

Nova 

10 Produce: Livestock, 

olives and worse 

x  

Herdade dos 

Coelheiros 

10 Produce cork, olives 

and nuts 

x Ecotourism 

and hunting 

tourism 

Herdade dos Grous  24 Produce: worse, 

livestock, olives, 

orchards, 

vegetables, olive oil, 

chocolates with 

x Ecotourism 
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wine, jams, tisanes, 

honey and 

seasonings with 

herbs from the 

region 

Herdade do Sobroso  8 

 

Produce honey, 

olives, olive oil and 

jams 

x Ecotourism 

and hunting 

tourism 

 

This analysis illustrates that tourists seek this segment as a package tourist 

product that’s includes a set of experiences that allow them the contact with the rural 

life, gastronomic experiences and wine tastings, purchase TIPs to take with and do 

endure the experience in their homes (usually stays in rural are shorter especially in 

low season), contact with the farms owners and their families and the 

accompaniment of the whole process of winemaking from the vineyards to the cellar. 

There are even cases reporting that at certain times of the year tourists participate in 

the activities of farms, particularly in harvesting grapes and some activities more 

traditional associated with preparation of the wine. Furthermore they travel to these 

places with the purpose of participating in festivals and local parties associated with 

wine.  

These movements of tourists to rural areas enable to reduce problems 

associated with seasonality in rural tourism and add value to the experience lived by 

tourists. 

Finally, the results of the research allow concluding that wine and the events 

associated with wine and wineries permits to increase tourist demand in rural areas. 

And consequently, reduce seasonality in rural tourism and adding value to the tourist 

product and providing experiences for tourists that increase its positive perception 

about region. 
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Conclusions 

This research presents a literature review that evidences the relationship 

between wine tourism and rural tourism.  

This research regards the significance and quality of Portuguese wines in 

supporting rural tourism supply in “demarcate wine regions” in Portugal. The 

empirical research analyse the totally of the 30 Portuguese wineries with formal 

supply on wine tourism in 2014, and particularly the 40% of these wineries with rural 

tourism supply.  

This research allows some considerations about features of rural tourism when 

associated with wineries and TIPs.  

The empirical study suggests the importance of the wineries in attracting 

tourists to rural tourism, adding value to tourist and enhancing their experience. 

Other remark concerning with the supply of complementary TIPs, i.e., gastronomy, 

wine and rural tourism as joint products, when wine is  a predominant TIPs attending 

the capacity to attract tourists to participate in different phases of the wine production 

process, since the visit to vineyards to the tasting of the final product in the cellars. 

The research allows also confirm that tourists are mainly from urban regions 

and aims to enjoy rural experiences and contact with rural life in a peaceful and 

natural environment. Some of the entrepreneurs are also from urban regions and live 

in rural areas to exploit the endogenous resources of the farms that belong to their 

families some times since several generations. Further research aims to study deeply 

the profile of these entrepreneurs and their relations with local communities. 
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