DE GRUYTER

Open Agriculture 2023; 8: 20220201

Research Article

Diana Cunha, Maria Ldcia Pato*, Elisabeth Kastenholz, Cristina Barroco

Comparison of three wine routes’ realities in

Central Portugal

https://doi.org/10.1515/0pag-2022-0201
received June 28, 2022; accepted April 12, 2023

Abstract: Wine tourism (WT) is an important area of spe-
cial-interest tourism in Portugal, and represents an
increasingly significant component of regional develop-
ment. In a more conservative approach, WT has been
described as visiting vineyards, wineries, and engaging
in wine-related activities. However, this perspective has
been broadened, taking advantage of all the potential of
the specific destination’s terroir (nature/landscape, tan-
gible and intangible cultural heritage, etc.). Wine routes
make the connection between wine and tourism in a spe-
cific region and intend to boost wine tourism by promoting
collaboration between different stakeholders. Different
routes present distinct approaches to WT, within diverse
regional contexts, and different ways of collaboration
within the wine route. This study compares three wine
routes at different stages of development, located in a rural
periphery — in the central region of Portugal — Bairrada,
Dao, and Beira Interior, considering both context data and
information collected in 113 interviews conducted with
diverse wine tourism agents from these routes. Besides a
brief characterization of the three routes, the main results
indicate supplier’s preference for terroir routes instead of
wine routes and show the importance of gender, age, and
education level for the collaborative work between stake-
holders. These aspects and their contribution to the devel-
opment of WT routes are discussed. Some questions that
additional studies may help answering are also reflected.
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1 Introduction

Wine tourism (WT) is an important area of special interest
in tourism [1]. In rural contexts, WT is a kind of rural
tourism motivated not only by the wine product but
also by the curiosity about wine-growing territories, their
traditions, architecture, landscapes, and people [2]. In
Portugal, WT is still a recent phenomenon (with a few
decades); however, following the international trend, it
has been the focus of increasing attention and invest-
ments, representing an increasingly significant and valued
component of regional development in the country [3,4].

A privileged tool to promote the sustainable develop-
ment of WT and respective rural territories are wine
routes, due to their focus on local products and cul-
ture [5].

According to the legal framework for the wine route
creation in Portugal, as referred by Novais and Antunes
[6], a Portuguese wine route consists of a set of places,
organized in a network, duly signposted, within a region
producing quality wines, which may trigger tourist interest,
including places whose offer includes certified wines, cen-
ters of interested wine industry, museums, and tourist
enterprises. Wine routes make the connection between
wine and tourism in a specific region and have the function
of dynamizing wine tourism by associating and promoting
collaboration between different stakeholders [4]. These
may be conceptualized more restrictively as rather “wine/
product-centered routes,” i.e., mainly focused on wine
(e.g., wine producers) or broadly as “territory routes,”
also including accommodation units, restaurants, tourism
entertainment enterprises, among others.

The development of broader WT-based routes, espe-
cially territorial routes (in detriment to product-centered
routes), represents a paradigm shift within wine tourism,
particularly in “old wine regions” initially typically focused
on the wine product and its sale [7], thus contributing to the
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broadening of the definition of WT itself. These routes, if
well managed, can contribute to the development of a more
sustainable destination, with opportunities for co-creative
experiences, engaging and differentiated, increasing the
organizational capacity and innovation of the entire
regional tourist offer, strengthening an effective link to
the market, and providing visitors with opportunities for
amore intense immersion in the place, in its landscapes,
cultural heritage, and experiences [8,9], such as harvest
experiences, wine tasting experiences, culinary, and
wine workshops.

In this sense, wine routes, in addition to the experi-
ences related to wine, also provide connections with the
natural landscape, the beauty of the wineries, the rich-
ness of the region’s historical, architectural, and cultural
heritage, and the quality of its gastronomy [4]. According
to Cruz-Ruiz et al. [5], both the wineries and the diverse
heritage attractions and specific services provided to
visitors are essential elements for the existence of the
wine routes. Route visitors are, indeed, found to actually
explore territories with multiple natural and cultural
facets, rather than only focusing on wineries and wine
tasting [8]. However, different routes present different
approaches to WT and different configurations of wine
route constitution. Furthermore, each wine route develops
its activity with distinct organizational structures, showing
different stages of development and growth [4]. Therefore,
it is important to understand how aspects such as context
(regional, demographic, development, tourism attractions,
etc.), the professional structure of wine routes as well as
the focus on rather the wine product or a broader terroir
perspective, may contribute to distinct development and
functioning of wine routes. Similar to other international
research works [10-12], the present study analyses the
structure of wine routes and perception of collaboration
between players. More specifically, it contributes to under-
stand these issues by analyzing and comparing three wine
routes in the central region of Portugal at different stages
of development and with distinct wine route perspectives,
as well as route contexts — Bairrada (officially created in
1999), Dao (officially created in 1995), and Beira Interior
(created only in 2019). The creation of these routes resulted
from a joint effort of various public and private entities,
including regional wine commissions, regional tourism
entities, city councils, and wine producers [13].

For this purpose, routes are compared based on
regional statistics, as well as information collected from
113 wine route members, interviewed concerning their
views on route functioning.
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2 Literature review

2.1 Wine tourism

The world wine industry is often divided into “Old World”
vs “New World” wine producing countries. The “Old World”
is represented by European countries (e.g., France, Italy,
Spain, Portugal, Greece, Austria, Hungary, and Germany),
with secular involvement in wine production and frequently
committed to maintaining, or at least proudly presenting as
part of their history, traditional methods of wine produc-
tion, while in the “New World” (e.g., United States of
America, Australia, South Africa, Argentina, New Zealand,
and China), wine production is more recent, relying on
modern methods [14]. This distinction between “old” and
“New World” wine producing countries, does not necessa-
rily mean that the “old world wine producers” still work
with only traditional methods, although some of them still
do and are proud of it, while for others it is, mainly, a selling
argument. Besides this, the point is the distinct approach
and evolution between the wineries in these two types of
countries, with “old world wine producers” mostly focusing
on their wine, while “new wine producers” seem more open
to an “experience approach” on wine, including wine
tourism as strategically important. So, this distinction tends
to be reflected in WT conceptualization, with the “Old
World” tending to focus more on wine production, its
tasting and sales, and WT emerging as a complement or a
vehicle to promote wine selling. In the “New World,” WT
and wine production have often developed simultaneously
and a comprehensive tourist experience is offered, consid-
ering, in addition to wine, all territorial attributes, such as
the rural landscape, tourist activities, and a more holistic
experience of the territory, its culture and nature.

In this sense, among the possible definitions, WT can
be understood in a more “Old World” perspective, as a
visit to vineyards, wineries, festivals, and shows related
to wine, of which wine tasting and/or contact with the
attributes of a wine region are the main motivating fac-
tors for consumers [15]. Although a broader definition of
WT, in a more “New World” perspective, has also been
accepted, conceptualized in an ecosystemic logic [16],
as “terroir tourism” or the wider exploration of wine-
growing territories [17,18]. Correspondingly, WT may be
conceptualized as travel with the objective of visiting,
getting to know, and living experiences in wineries and
wine regions, as well as exploring the region’s culture
and local lifestyle, encompassing both the consumption
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of services and place experiences, and from the region’s
perspective, a destination marketing opportunity [19].
Thus, WT is based both on the offer of wine tasting experi-
ences of locally or regionally produced wines, and on the
experience of lifestyles, landscapes, and culture, some-
times based on networks and territorial branding [9,20].
In this context, WT includes activities, such as tasting and
buying wines in vineyards, farms, or wine cellars, as well
as participation in unique experiences, such as grape har-
vesting, treading, courses related to wine, and different
associations with gastronomy [21]. It also refers to the
experiences of “cultural landscapes,” within or thema-
tizing the vineyard landscape, and permitting immersion
within a particular local/regional culture [17,22]. Indepen-
dent of the considered approach (more conservative, wine-
focused or more holistic, and terroir-focused), WT is at the
intersection of the wine production and tourism sectors
[23], associated with rural tourism and, more specifically,
agrotourism [22,24]; as it allows contact with farms, vine-
yards, wineries, and other elements that characterize rural
areas; and it is related to slow food tourism, contrasting
with the culture of fast food, urban, global, and standar-
dized food consumption [25].

In the last decades, WT has attracted increasing
attention [26], with a trend of worldwide development
(e.g., new vineyards, more and diverse wine tourism
experiences) [27,28], especially observable in the “New
World” countries [7]. Regardless of the approach to WT,
the activity has the potential to revitalize rural wine-
growing territories [24] through, on the one hand, tourism
itself and, on the other, the sales of wines and other local
products [19,29] that frequently gain recognition through
the territorial brand associated with the wine. In this
sense, wine tourism may contribute to achieve territorial
marketing goals, and thereby enhancing the image of all
relevant local products, especially if undertaken in a
regionally articulated and consistent manner. Wine routes
may help develop such an integrated territorial develop-
ment approach, as discussed next.

2.2 Importance of wine routes

In developing wine tourism, a central role is clearly the
focus on the territory of wine production (e.g., landscape,
cultural heritage) and on the value-adding context (e.g.,
services, utilities, etc.) [30]. From this point of view, an
adequate way to organize wine tourism in a region is to
organize itineraries or integrated routes that pass through
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wine producing areas and offer the visitor the possibility of
getting to know the natural and cultural resources of the
visited territory associated with vineyards and wine [31] or
even those not directly associated with the theme, but
relevant for understanding and fully enjoying the region’s
specificities, as most travelers seek a more holistic explora-
tion of a territory [18]. Such routes may be considered a
particular form of fostering the selling of wine and other
agricultural products, catering services, and diverse tourist
products located in a wine region, where family farms,
together with other organizations and entrepreneurs, offer
their products and services, mainly from their own produc-
tion and based on local, endogenous resources [32].

Taking into consideration the scarce human, finan-
cial, and technical resources, typical to many rural areas
[33,34], wine routes are developed in many countries as a
strategy of (1) developing networks and stimulating colla-
boration amongst actors on a regional scale to overcome
constraints of small scale enterprises and lack of resources,
and improve innovative capacity [35-37]; (2) enhancing
satisfaction of wine tourists’ expectations through articu-
lated, innovative, and differentiated offerings [30,38,39];
(3) promoting the wine region and its territorial brand
[19,40,41]; and (4) sustainable development of the territory
and its rural community [30,42].

In fact, first their potential of fostering interaction
between wine business and WT [43] explains the growing
success of wine routes throughout the world, particularly
given the increasing interest of tourists in engaging in
diverse food and wine experiences [26,35,44]. Second, ter-
ritories and their wines may benefit from substantial pro-
motion [45], since wine routes operate as a means of brand
identity [46,47], improving therefore wine notoriety and
the territory’s reputation. Third, the wine routes provide
a form of rural development, they are able to create syner-
gies which not only value the culinary delights of the rural
areas but manage to integrate all relevant players and
resources in the same route chain [35,42,48], contributing
therefore to rural development.

From this perspective, several institutions together
with local communities, empowered by the entrepre-
neurial spirit and energy of the wine makers [30], asso-
ciated with other stakeholders in the area (e.g. services of
lodging, entertainment, information, etc.), are all vital to
the success of the wine route. Thus, in an important wine
producing country such as Portugal, it is crucial to under-
stand the motivations of diverse WT players to integrate a
wine route [49], and to know the strengths and weak-
nesses of wine routes, so as to improve and further
develop the country’s wine tourism potential [30].



4 =—— Diana Cunha et al.

2.2.1 Wine routes around the world

If in some areas, wine tourism is considered to be only
emergent [50], while in others it has become increasingly
popular, because every new visitor is attracted to the
rural space and its unique resources, such as those
related with food, wine, and its culture [6,44,51].

Nevertheless, if formal links between tourism and
wine have considerably expanded in recent years, parti-
cularly through the creation of wine routes, they (the
links) have, indeed, existed since the first half of the
last century [52]. For instance, wine trails have been a
part of the German tourism industry since the 1920s [53],
specifically in the slopes of the Rhine Valley with specta-
cular views over the vineyards and the wine-growing
villages, bearing a wonderful medieval architecture [50].
Other examples followed, as in France (Alsace, Burgundy,
and Champagne), and later in California (Napa Valley
wine train), South Africa (Stellenbosch wine routes) or
Australia (Tamar Valley wine route), and Italy (Valpoli-
cella wine route) [50].

The popularity of wine routes has increased consid-
erably after the 1970s in Western Europe and during
the last decade in the Eastern European countries (after
the implosion of the Soviet Union), when winemakers
and winery owners recognized the benefits of opening
their wineries to visitors and of collaborating with other
regional stakeholders interested in the development of
their businesses or regions [54,55].

In the case of Europe (considered “Old World,” due
to its century-old traditions), the wine routes are boosted
by the European Federation Iter Vitis (composed of
21 European countries), a non-profit association, which
results from the International Association Iter Vitis estab-
lished in 2007 in Sicily (Italy), with the aim of promoting
and preserving the tangible and intangible European heri-
tage of wine and viticulture [56].

The improvement of operational coordination of the
network of cities, regions, and wine routes through tools
for cooperation and the exchange of knowledge and tech-
nologies and through dissemination of better manage-
ment and marketing processes, are among the main
objectives outlined by the federation [56].

2.2.2 Wine routes in Portugal

Portugal has a long tradition of wine production and
offers a large amount and diversity of wines, as well as
wine producing areas, with great potential for wine tourism,
leading to the emergence of new wine tourism infrastructures
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(e.g., wineries, hotels, restaurants, shops, and tourist enter-
tainment services) [3]. One of the tools that Portugal uses to
leverage the development of wine tourism is the creation of
wine routes [4,35]. The beginning of the wine route projects
took place in 1993, when Portugal, together with eight Eur-
opean regions (Languedoc-Roussillon, Bourgogne, Corsica,
and Poitou Charentes in France; Andalusia and Catalonia
in Spain; and the regions of Sicily and Lombardy in Italy),
participated in the Dyonisios Interregional Cooperation Pro-
gram promoted by the European Union [4].

This process of developing wine routes represents
a new phase of Portuguese winemaking, which tries
to reach those who have some interest in wine and are
fascinated by the country’s natural and cultural heritage
[4]. According to information available on the website
of the organization Wine Routes of Portugal (http://
rotadosvinhosdeportugal.pt/), there are currently 13 wine
routes in Portugal (Vinho Verde, Douro and Porto, Dao,
Beira Interior, Bairrada, Tejo, Lisbon, Bucelas Carcavelos
and Colares, Peninsula de Setubal, Alentejo, Algarve,
Region of the Azores and Region of Madeira). Promoted
mainly by the Regional Wine Commissions (CVR) and the
Tourism Regions, most of these routes became operational
between 1996 and 1998, with the aim of stimulating the
tourism potential of each wine producing region, as the
element of territorial wine tourism supply par excellence,
with diverse organizational and functional structures,
showing different stages of development [4,57].

The type of route adherents is diverse and their number
has increased significantly in recent years amongst mem-
bers of wine bottler associations, winegrowers associations,
cooperative wineries, individual wineries, wine-producing
farms, rural accommodation enterprises, restaurants, speci-
alty stores, museums, and other entities of wine interest [6].

Applicants for membership are duly inspected and
certified for this purpose [57]. However, the lack of
common regulation that establishes the principles, orga-
nization, and basic content of all routes, has led to a
certain lack of a common approach on route constitution
[57], with inclusion criteria being defined by each asso-
ciation. For example, in the case of Associacdo Rota
da Bairrada (Bairrada Route Association), the general
criteria are seven and relate to location, compliance
with certain legal norms, opening hours, functioning as
an information point, accepting institutional promotion,
collaborating with a tourism observatory, and having
environmentally responsible conduct [58]. Still to exem-
plify, in accordance with the internal regulations of the
Bairrada Route Association [58], registration fees vary
actually between 250 and 500 euros (single entrance
fee), while the annual fee is defined between 250 and
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1,200 euros, varying according to the type of members
(e.g., municipalities pay higher annual fees).

Members, in addition to the recognized potential for
promoting their services/products, have the following
membership benefits [58]: regular information on the
initiatives of the Bairrada Wine Museum, the Association
of the Bairrada Route and the Bairrada Wine Commission;
participating in free promotional initiatives by the Bair-
rada Route; discounts offered on the initiatives of the
Bairrada Route Association and marketed by it; discount
on products and articles sold by the Bairrada Route; pri-
vileged conditions in accessing facilities provided by the
Bairrada Route; and promotion of new wine brands approved
by the Bairrada Wine Commission.

Despite their relatively short existence, there are sev-
eral authors [4,36,59,60] who present the wine routes
and wine producers in Portugal as a dynamic and high-
quality activity sector. In fact, in the last decade, impor-
tant investments were made in modern wine production
techniques and processes, as well as in the internationa-
lization of wine circuits throughout the country [61]. This
development has made the Portuguese wine sector one of
the most dynamic nationally, with a recognized impact
on regional economic growth [60,61]. However, despite
Portuguese wines being famous since centuries and their
increasing visibility and recognition worldwide, mostly
due to the modernization of wine making and the many
international awards Portuguese wines have received in
recent years, the country is far from being acknowledged
as a top wine tourism destination. It is in this context that
the national tourism entity Turismo de Portugal recently
presented an action plan to make Portugal a “must-see
wine tourism destination” for international tourist mar-
kets also [62].

3 The case study and
methodological procedures

This study is part of a broader project, entitled Twine: co-
creating sustainable tourism and wine experiences in
rural areas, which aims to study the market for and issues
involved in co-creating integral tourist experiences in
rural wine destinations, based on a study of three con-
trasting wine routes: Bairrada, Ddo, and Beira Interior.
The project involves, apart from the coordinating univer-
sity of Aveiro, the Polytechnic Institute of Viseu and the
University of Beira Interior, as well as experts on sustain-
able rural tourism, wine tourism and regional development
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and focuses on tourist experiences as co-created, shared
and impacting on tourists, local residents, agents of
supply, and other stakeholders from the tourism and
wine sectors.

3.1 The case study

These routes present different degrees of development,
with Bairrada being the most developed (with systematic
wine tourism development integrating apart from wineries,
municipalities, restaurants, hotels, and diverse tourism-
related services, all integrating a network, supported since
early stage by a professional technical structure), Dao the
intermediate one (although older than Bairrada, with less
dynamism in the early stages and mainly focused on wine-
ries only), and Beira Interior, the less developed (also more
recent route) (Figure 1).

In fact, the three wine routes are distinguishable
by their years of development, with the Bairrada Route
presenting the first strategic networking and planning
approach for a regional development based on wine
and wine tourism since 1995, even before the official crea-
tion of the route in 1999. This networking integrated,
since the beginning, the most important public regional
stakeholders, namely, the four most important municipali-
ties, the Bairrada wine commission, regional and national
tourism entities, and the regional economic development
agency. The route was launched in 1999 with all these enti-
ties and 28 wine producers, which have increased in the
meantime to around a 100 of associates, from a broad range
of sectors (wineries, museums, accommodation units, res-
taurants, thermal spas, and other attractions), revealing
both the dynamism of the route and its terroir perspective
yielding an integrated regional development.

The Dao region, although constituted officially in
1995, was launched only with the wine commission and
17 wineries, but lacked a broader terroir perspective,
excluding businesses and agents that do not produce
wine. It has also not gained as many adherents as the
Bairrada region, being therefore here considered as rela-
tively less developed and dynamic than the Bairrada Route,
despite recent management and marketing improvements of
the route. This wine route includes 16 municipalities and
about 50 adherents, including vineyards, wineries, and
wine producing cooperatives.

Last but not least, the Beira Interior Route is the most
recent and less developed, encompassing 12 municipalities
and more than 60 associated members amongst wineries,
restaurants, and accommodation units. Although not all
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Figure 1: The Bairrada, D3o, and Beira Litoral wine routes.

municipalities present wine production, they have some-
thing that justifies their inclusion in the route, such as
monuments or hotels relevant for attracting and hosting
wine tourists.

So, there is a combination of years of functioning
together with dynamism of the route, number and variety
of adherents as well as growth of the network, apart from
a professional approach, based on qualified and dedi-
cated staff.

3.2 Methodological procedures

The methodology used for data collection can be described

in two phases:

(1) a first phase of collecting statistical data on the
routes’ websites and the national statistics website
Pordata (https://www.pordata.pt/en/Portugal), in order
to characterize the routes under study regarding their
size and structure, visitation numbers, number of cus-
tomers in the region’s accommodation units, amongst
other factors.

(2) A second phase of collecting qualitative data through
in-depth interviews with wine tourism agents of the
three routes, including not only actual wine route
members, but also other wine tourism agents in the
region (non-members being less than 5% of the sample).
More specifically, the wine tourism agents interviewed
for this study include wine producers, accommodation
unit owners, restaurant managers, tour operators/
agents, representatives from municipalities, and other
associative or government entities. Independent of
being accommodation providers, wine growers, or
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public entities, wine tourism creates a marketing
and an important loyalty-generating and multiplier
effect, which makes visitors interesting for the fol-
lowing reasons: cellar-door sales are more profitable
(less transportation costs and commissions, and higher
margins), creates loyalty (additional future demand),
and strengthens brand image when visitors talk about
their wine tourism experiences on social media (free
advertising). The interviews lasted between 40 and
90 min each and were conducted online or via tele-
phone (given the Covid pandemic). They contained sev-
eral questions related to the objectives of the TWINE
project, but in this study only data regarding the wine
routes’ structure (entities that are part of the route),
route conceptualization (wine vs terroir route), and
functioning (collaboration amongst associates) are con-
sidered, more specifically the following questions:
How do you evaluate the collaboration established
with other tourism entities/stakeholders in the region?
What are the benefits and difficulties? How do you
evaluate the quality of the product, of the overall
experience offered by the route? In your opinion,
what actions can/should be developed to improve
the route? What other companies/entities do you con-
sider relevant to be part of the route and why? In total,
113 interviews were conducted, 44 in the Bairrada
Route, 39 in the Ddo Route, and 30 in the Beira
Interior Route.

Data analysis was performed using NVivo 12. NVivo is
a type of CAQDAS (acronym for computer assisted quali-
tative data analysis software), a tool for handling quali-
tative data that alleviates the workload in structuring and
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Table 1: General characterization of the routes’ territory

Three wine routes in Central Portugal

Bairrada Dao Beira interior
Municipalities 8 16 12
Population 386,519 257,742 164,796
Average age 42.97 45.56 46.13
Tourist accommodation 154 155 90
Rooms 4,249 2,413 1,616
Overnight stays per 100 38.2 (Oliveira do Bairro) and 576.7 24.4 (Satdo) and 795.3 23.0 (Pinhel) and 447.2 (Méda)
inhabitants (least and most) (Mealhada) (Mortagua)

Average stay in tourist
accommodation (higher
average for international
tourists in all regions)
Members

Between 1.5 and 2.7 nights

93: 18 accommodation units + 38
wine producers + 27 restaurants + 3
suckling pig roasters + 4 tourism

Between 1.0 and 7.5 nights

47: all wine producers,
some with accommodation
and others with a restaurant

Between 1.2 and 2.0 nights

55: 36 wine producers, 5
beverage traders, 2 rural
tourism, 1 beer producer, 1

operators + 3 institutions (Comissao
Vitivinicola da Bairrada; Turismo
Centro de Portugal; museu do vinho)

restaurant, 1 combined

agriculture and animal

production, and 9 other
activities

Source: the route’s websites and national statistics.

analyzing the information and improves the quality of the
data analysis [63]. A content analysis was performed with
data coded using both inductive and deductive approaches.
Key concepts from the literature were used as initial codes,
while new codes emerged during the codification process.
Codes and sub-codes were frequently reviewed for consis-
tency and recorded, when necessary, also discussing codes
within the research team. The content analysis also fol-
lowed an interpretive perspective, with overlapping content
observable and the same comment possibly being coded
into more than one category. NVivo provides the frequency
of references of categories as well as “encoding matrix
queries,” revealing relations between variables (e.g., fre-
quency of categories by route). Additionally, SPSS 21 was
used in order to complement results obtained with NVivo,
namely, to calculate the statistical significance of differ-
ences between groups, performing chi-square tests.

4 Results

4.1 General characterization of the routes

The Dao Route covers the largest number of municipali-
ties (n = 16) and the Bairrada Route the smallest number
(n = 8). National statistics [64] regarding the number of
residents per route for the municipalities that are part of

the routes reveal that Bairrada has the highest number
(n = 386,519), with relatively higher population density,
as is typical of the Portuguese coastal areas, and Beira
Interior the lowest number (n = 164,796) as well as lowest
population density. It is also the Bairrada Route that has
the highest number of rooms (n = 4,249) and Beira
Interior has the lowest number (n = 1,616). International
tourists are those who stay the longest, with the highest
average overnight stays observable in the Dao route (M =
7.5). The Bairrada Route is the one that best represents
the concept of a territory route with diverse associates,
such as wine producers, restaurants, accommodation
units, tour operators, among others. The Beira Interior
Route, although in smaller numbers, probably due to
its recent creation, also follows this terroir approach
with very diverse types of associates. The Dao Route is
the oldest and also the one that presents itself exclusively
as a wine route (Table 1).

4.2 The view of local agents/entities in the
wine routes

4.2.1 Sample characterization
The three routes include more male associates, except for

the Dao route, being more balanced in terms of gender.
Members are mainly between 35 and 55 years old.
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However, there seems to be a tendency of members being
younger in the Beira Interior Route and older in the
Bairrada Route, with many missing values in the Dao
route. In the three routes, the members mostly have a
high level of education, that is, a graduation or higher.
In both Bairrada and Dao, despite the first being a terri-
tory route and the second a wine-focused route, produ-
cers/winery/cellar door owners are the most frequent
type of business owners present in this sample (Table 2).

4.2.2 Satisfaction, terroir, or product routes?

The wine tourism agents most satisfied with the operation
of the route are those belonging to the Bairrada Route
(27/44 = 61%), followed by Beira Interior (11/30 = 37%),
with those from D&o being less satisfied (3/38 = 8%).

In fact, it is in the Bairrada Route that associates
feel their involvement in the route is most rewarded,
namely, in terms of sales and visibility promoted by the
association.

“The biggest benefits (of integrating the route) are
exactly that we are more sought after/have more custo-
mers” (Accommodation unit, Bairrada).

“The Bairrada Route helps a lot, especially in sales,
but it also helps in some promotion” (Producer, Bairrada).

Table 2: Sample socio-demographics
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Although with a smaller expression, in the Ddao Route,
some producers also recognize similar results, regarding
the promotion of quite profitable cellar-doors wine sales.

“We receive perhaps 30% of our visitors, more or less,
who come here because they follow the Ddo Wine Route”
(Producer, Dao).

In general, the participants defend a territory route
instead of a product route (“wine only”) approach. This
narrative is especially evident in the Ddo route, where
this aspect appears in a critical tone when asked for sug-
gestions to improve the development of the route itself
(71.8%) (Table 3). This difference, according to chi-square
test is statistically significative (XZ(Z) = 9.23, p = 0.010;
residuals = +3). It was also verified that, among all the
other variables analyzed in the SPSS (age, sex, education,
type of business, etc.), only the type of business proved to
be statistically significant regarding wine tourism agents’
preference for product vs terroir wine routes. In this sense,
“other entities”, namely Comissao Vitivinicola da Bairrada
(the wineries Commission), reveals a preference for pro-
duct routes (y°(5) = 23.10, p < 0.001; residuals = +4.6). It
should be noted that with regard to producers, from whom
such a position could be expected, this did not happen.

The Bairrada Route is the most developed and achieves
greater satisfaction from the adherents regarding its struc-
ture and conceptualization.

Bairrada (N = 44) Dao (N =39) Beira interior (N = 30) Total (N = 113)
n (%)

Gender
Male 33 (75) 20 (51.3) 18 (60) 71 (62.8)
Female 11 (25) 19 (48.7) 12 (40) 42 (37.2)
Age
Missing values 5 (11.4) 20 (51.3) 1(3.3) 26 (23)
<35 3 (6.8) 6 (15.4) 1(3.3) 10 (8.8)
35-45 9 (20.5) 6 (15.4) 13 (43.3) 28 (24.8)
46-55 13 (29.5) 3(7.7) 8 (26.7) 24 (21.2)
56-65 8 (18.2) 2 (5.1) 7 (23.3) 17 (15)
>65 6 (13.6) 2 (5.1) 0 (0) 8 (7.1)
Education
Missing values 6 (13.6) 7 (17.9) 13 (43.3) 26 (23)
At least a graduation 35 (79.5) 30 (76.9) 12 (40) 77 (68)
No graduation 3 (6.8) 2 (5.1) 5(16.7) 10 (8.8)
Business
Producer/winery/cellar door 24 (54.5) 23 (59) 6 (20) 53 (46.9)
Acommodation unit 5 (11.4) 4 (10.3) 11 (36.7) 20 (17.7)
Touristic operator 4(9.1) 3(7.7) 2 (6.7) 9 (8)
Restaurant 5 (11.4) 2 (5.1) 10 (33.3) 17 (15)
Municipality 4(9.1) 3(7.7) 1(3.3) 8(7.1)
Other entities 2 (4.5) 4 (10.3) 0 (0) 6 (5.3)

Values in brackets show percentage values per column; most outstanding values are presented in bold.
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Table 3: Wine tourism agents’ preference for product vs terroir wine routes

Bairrada (N = 44) Dao (N = 39) Beira interior (N = 30) Total (N = 113)
n (%)
Product/wine 3(6.8) 3(7.7) 1(3.3) 7 (6.2)
Terroir 19 (43.2) 28 (71.8) 12 (40) 59 (52.2)
Missing values 22 (50) 8 (20.5) 17 (56.7) 47 (41.6)

Values in brackets show percentage values per column.

“I think the Route of Bairrada is a very important entity
that may boost wine tourism here in the region. Really
some important things have been done in this sense”
(Producer, Bairrada).

The Dao route is at an intermediate level of develop-
ment, but a large part of the adherents are not satisfied
and demand a route rather conceptualized as a terroir
route instead of a “wine only” route.

“The route alone, in my view, does not work as a net-
work. The route has its partners, its adherents, but then the
process of getting people come to/stay in our farms, which
is the ultimate goal of the route, I think, has still much to
evolve” (Producer, Dao).

The Beira Interior Route, which is still at a very early
stage, generates hope/positive expectations in those who
know the project. There is, however, a part of the wine
tourism agents who do not know the route.

“It’s so much still ... at the beginning, (the route) is very
incipient ... we still do not have here much reflection of this
wine route (in our operations), but it is a situation that I
supported from the beginning and support without any kind
of doubt. I think it is an excellent measure and it is a situation
that will have to grow, when it has to be, as any other busi-
ness, any other route ... that is being well designed and that
will be a success without a doubt” (Producer, Beira Interior).

Overall, the preference of a large majority of intervie-
wees for a broader terroir route configuration is striking

Table 4: Relationship between associates

and reveals the strategic vision of most as to the benefits
of regional collaboration in wine tourism for all involved.

4.2.3 Relationship between associates

In general, participants report the existence of partner-
ships and/or good relationships with associates and/or
other entities (46.9%). Interestingly, it is in the most
recent Beira Interior Route that there are more participants
(70%) perceiving sound partnerships between wine tourism
agents, followed by Bairrada (47.7%) and in contrast to
Dao (28.2%) (¥°[2] = 11.91, p = 0.003; residuals = +3). How-
ever, it is also in the Bairrada that a reasonable number
considers partnerships weak or non-existent (27.2%), while
it is particularly in the Dao route, where relatively more
associates perceive partnerships to be weak due to the per-
ception of rivalry (15.4%) (Table 4) (y°[2] = 8.81, p = 0.012;
residuals = +£2.9).

The way associates view partnerships does not seem
to differ much depending on the gender of the wine
tourism agents (Table 5).

As for education, there seems to be a relationship
with the establishment of partnership relationships
(Table 6). Amongst the less educated, the establishment
of partnerships is more difficult ([1] = 4.14, p = 0.042;
residuals = +2).

Bairrada (N = 44) Dao (N =39) Beira interior (N = 30) Total (N = 113)
n (%)
There are partnerships and/or good relationships 21 (47.7) 11 (28.2) 21 (70) 53 (46.9)
with associates and/or other entities
Partnerships are weak or non-existent (no 12 (27.2) 6 (15.4) 4 (13.3) 22 (19.5)
explanation)
Partnerships are weak due to the perspective of 1(2.3) 6 (15.4) 0 (0) 7 (6.2)
potential partners as competitors or rivals
Missing values 10 (22.7%) 16 (41.0) 5 (16.7) 31 (27.4)

Values in brackets show percentage values per column.
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Table 5: Relationship between associates considering gender
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Male (N=71) Female (N = 42) Total (N = 113)
n (%)

There are partnerships and/or good relationships with associates 35 (49.3) 19 (45.2) 54 (47.8)
and/or other entities

Partnerships are weak or non-existent (no explanation) 13 (18.3) 9 (21.4) 22 (19.5)
Partnerships are weak due to the perspective of potential partners 3(4.2) 4(9.5) 7 (6.2)

as competitors or rivals

Missing values 20 (28.2) 10 (23.8) 30 (26.5)

Values in brackets show percentage values per column.

With regard to age, partnerships seem to be less encour-
aged by older participants. Participants aged between 35 and
55 years seem to be the most proactive at this level (Table 7).
Despite this trend in the descriptive data, differences are not
statistically significant.

5 Discussion and conclusion

The present study shows that several factors influence
the performance of the wine routes in Portugal, specifi-
cally the wine routes of the central region of the country.
The degree of development of the routes and their con-
ceptualization as a terroir vs a product route seem to
contribute significantly to the degree of satisfaction of
its adherents. In addition, among those who consider
themselves satisfied with the integration in the route,
the reasons given are above all the increase in visibility
and customers brought by this network. In the Bairrada
Route, the most developed among the three, adherents
seem to be most satisfied, not only with regard to the
work carried out by the route, but also with its structure
and its terroir approach. Wine tourism agents seem to
recognize that there is a marketing and important loyalty-

Table 6: Relationship between associates considering education

generating and multiplier effect, which interests the visitors
for several reasons: cellar-door sales are more profitable,
create loyalty (thereby additional future demand), and
strengthen brand image when visitors talk about their
experiences on social media. The Ddo route (at an inter-
mediate level of development) presents higher levels
of dissatisfaction amongst regional wine tourism agents,
apparently as they would prefer a terroir route instead of a
too narrow focus on wine, with also some rivalry amongst
route members possibly undermining the potential of the
network. Wine tourism agents from the Beira Interior
Route, which is still at a very early stage, show hope/posi-
tive expectations regarding the route project. There are,
however, some wine tourism agents who do not even
know the route. In any case, here agents also seem to
prefer terroir-focused approaches, that integrate a variety
of regional features in the route visitor experience apart
from those directly related to wine.

However, other contextual data are also relevant for a
better understanding of the success of the routes. According
to the data collected in this study, the best developed/estab-
lished routes are located in municipalities with higher popu-
lation density, lower average ages of residents, with greater
capacity to accommodate visitors (number of rooms), and
higher average number of overnight stays. With regards to

At least a graduation (N = 78)

No graduation (N = 10) Total* (N = 88)

n (%)
There are partnerships and/or good relationships with 35 (44.9) 3 (30) 38 (43.2)
associates and/or other entities
Partnerships are weak or non-existent (no explanation) 12 (15.4) 5 (50) 17 (19.3)
Partnerships are weak due to the perspective of potential 6 (7.7) 1(10) 7 (8.0)
partners as competitors or rivals
Missing values 25 (32.1) 1(10) 26 (29.5)

*25 missing values; values in brackets show percentage values per column.
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Table 7: Relationship between associates considering age
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<35 (N =10) 35-45 (N = 28) 46-55 (N = 25) 56-65 (N = 17)

>65 (N = 8) Total* (N = 88)

n (%)
There are partnerships and/or good 4 (40) 16 (57.1) 15 (60) 6 (35.3) 1(12.5) 42 (47.7)
relationships with associates and/or
other entities
Partnerships are weak or non-existent 2 (20) 5(17.9) 5(20) 5(29.4) 3 (37.5) 20 (22.7)
(no explanation)
Partnerships are weak due to the 2 (20) 2(7.1) 1(4) 0 (0) 1(12.5) 6 (6.8)
perspective of potential partners as
competitors or rivals
Missing values 2 (20) 5(17.9) 4 (16) 6 (35.3) 3(37.5) 20 (22.7)

*25 missing values; values in brackets show percentage values per column.

sociodemographic aspects, namely, gender of wine tourism
agents, we realize that although wine production and wine
tourism are increasing activities, where women play an
important role (including administrative positions), this
study reveals a rather male wine tourism supplier uni-
verse. Interestingly and in a way even paradoxically, the
route most focused on the wine product (Rota do Do) is
the one that presents the most balanced subsample in
terms of gender. Still, gender does not seem to be relevant
for how wine tourism agents position themselves in rela-
tion to collaboration with other associates. In fact, this
aspect seems to be more conditioned by the institutional
culture of the route and its degree of development that
may foster (albeit unintentionally) rivalry between part-
ners. For example, belonging to a well-established route,
such as Bairrada, could reduce the effort placed on rela-
tionship-building, insofar as they may expect that these
bridges will be made by the route itself. On the other hand,
in more recent routes, such as Beira Interior, the recency
and lack of knowledge about the route and its potential
can lead to a more proactive attitude of wine tourism agents
to create their own collaboration networks. Conversely,
routes too focused on the product, such as the Do route,
could increase the fear that there is not enough demand for
such a large and specific offer, fostering possible rivalries
and non-collaborative attitudes among associates that all
seem to fight for the same, quite specific market. The Beira
Interior Route presents itself as the one where it seems to be
easier to establish partnerships. This aspect may be due to
the fact that Beira Interior is located in the sparsely popu-
lated rural hinterland, at the rural periphery, with several
socio-economic fragilities, making collaboration a relevant
strategy for overcoming obstacles [65]. Here people are
known to culturally present a more mutual-help attitude,
while additionally until recently there was no route that

somehow facilitated networking, which may reinforce wine
tourism agents to do this work autonomously.

Regarding age of agents interviewed, despite Beira
Interior being the territory with the oldest population, it
is this route that has the youngest wine tourism agents.
This fact is probably a reflection of the development of
the routes themselves. Younger wine tourism agents are
those that may more easily adhere to an innovative
approach within the wine sector, such as wine tourism
experiences. They may also be more receptive to estab-
lishing partnerships with other associates, thus explaining
the fact that in Beira Interior, respondents perceived part-
nerships as easier to establish.

Finally, in terms of education, most wine tourism
agents have a high level of education in the three routes,
with higher education apparently facilitating engage-
ment in partnerships with other wine tourism agents,
essential in a territory approach.

In fact, the case shows different types of approaches
to wine routes, some too focused on wine, others more
inclusive of other attractions. However, as several aca-
demic studies have shown to be vital [8], more than only
a wine focus, a terroir-experience focus is needed, with
wine routes constituted as “wine tourism ecosystems”
including other actors with diverse attractions and services
which require a type of collaboration between route mem-
bers that extends beyond limits of specific sectors [66].

In fact, this study makes it possible to raise this and
other questions, specifically regarding the factors that
influence a more collaborative attitude amongst associ-
ates, an issue that would deserve more attention in the
future, preferably through mixed approaches. As much as
recent wine route development may engage particularly
young, dynamic, well-educated, and enthusiastic local
players striving for success through innovative, articulated
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efforts in a region that lacks a lot of other socio-economic
resources making agents understand the urge of coopera-
tion (such as in Beira Interior), more developed routes
(such as the Bairrada Route), although showing some suc-
cess and good level of partnerships, also seems to struggle
with some less enthusiastic route members, revealing the
challenge of not only creating an articulated, functioning
network but also keeping it alive, dynamic, and continu-
ously attracting, not only visitors but also local agents
adherence and involvement in route initiatives. This result
suggests the need to better understand the conditioning
factors that may help (a) create, (b) maintain, and (c)
enhance effective cooperation, success, and sustainability
of networks in wine tourism.

This study has some limitations, namely, the fact that
not all route members participated in the study, that sev-
eral topics were analyzed, while wine tourism agents had
sometimes limited time to develop some of their ideas, so
that results should be considered exploratory. Also, extra-
polation to other routes is not recommended, but similar
studies in other regions may help validate our exploratory
results, particularly regarding the challenges of wine route
development. In this vein, the study contributes to a better
understanding of some aspects that may contribute to the
development of wine tourism routes, promoting the satis-
faction of its members and a truly collaborative work,
while raising some questions that additional studies may
help answer.
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