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This article examines the supply structure and merging level of
tourism-related services of wineries, focusing on a set of internal
and external resources, namely corporate information, wine,
tourism-related services/activities, information about the wine
region inter-institutional network. A sample of 25 wine companies
which own 103 wineries in the Douro Wine Region (DWR) are
examined and enhanced with seven international wine regions as
a benchmark. Results suggest that wineries exhibit an adaptive
and atomized organization which is based on mutualistic
cooperation between wine and tourism rather than being
founded on a core product-supplementary services norm. The
benchmarking analysis indicates that the parameters that deﬁne
the online positioning of wineries in the DWR are in line with the
best practices worldwide.
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1. Introduction
Wine tourism is regarded as a symbiotic phenomenon (Hall & Mitchell, 2002; Mitchell &
Schreiber, 2006) which is based on a principle of mutualistic cooperation between wine
and tourism. The way this relationship develops is reliant ‘on a form of consumer behavior’
(Getz & Brown, 2006, p. 147) as well as on the strategy adopted by destinations to make
use of and promote wine related assets within a leisure environment (Getz & Brown, 2006).
Wine tourism is also considered an opportunity for wine producing companies to bolster
and sustain the wine economy by exposing and extending the rural system to a new
environment, that is, tourism, which provides a ‘low-cost distribution channel for the
sale of wine’ (Byrd, Canziani, Hsieh, Debbage, & Sönmez, 2016, p. 19) as well as a ‘marketing opportunity for wineries to educate, and to sell their products, directly to consumers’
(Getz & Brown, 2006, p. 147). To achieve this level of merging, wine regions and particularly
wineries are progressively expanding tourist services and combining them to render wine
a broader range of consumers as well as strengthen its perceived value (Gill, Byslma, &
Ouschan, 2007).
Grounded on the aforementioned development, Byrd et al. (2016) have applied the
concept of supplementary services to wine tourism, circumscribing grape growing and
wine production as the core service production circle separated from an array of
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supplementary services that have diﬀerent peripheral values and which ‘might be desired
by the wine consumer or oﬀered by the wine producer to enhance perceived beneﬁts and
product value’ (Byrd et al., 2016, p. 22). Consequently, the supplementary services view is
used to conceptualize wine region destination beneﬁts based on a circle model where the
inner core is comprised by wine which encapsulates both wine tasting and purchasing.
The model further adds two circular layers as one moves to the outer shell which includes
a middle ring comprised by augmented services (e.g. vineyard and landscape) and an
outer ring which contains an array of ancillary services (e.g. hospitality services).
Wine tourism can also be construed as a composite phenomenon that has a systemic
and functional nature, being ‘composed of a set of elements interacting with each other
and with the external environment in dynamic nonlinear ways’ (Baggio & Chiappa, 2017,
p. 23) as well as contingent on demand-supply integration of the wine tourism experience
(Hall et al., 2000). Thus, wine tourism is reliant on a collective commitment that goes
beyond the strict limits of the agricultural economy (winery), namely grape growing
and wine production, which deals with the concept of winescape (Hall et al., 2000;
Nowak & Newton, 2006; Peters, 1997), that overﬂows ‘the core vineyard and/or winery’
and expands into a more complex notion of a ‘wine region as tourist destination’ (Byrd
et al., 2016, p. 20). This dimension requires a compromise of both private and institutional
stakeholders involved, namely in the wine and tourism sectors.
Moreover, wine tourism transcends the ordinary visit to wineries or vineyards to buy or
drink wine, providing a wider scope of beneﬁts is perceived by consumers (Byrd et al.,
2016). These include a variety of winery activities together with an extensive gamut of
experiences and services both on and oﬀ site involving outdoor recreation, interaction
with local culture, the discovery of nature, exploration of heritage and history, dining
and lodging.
Extant literature has been focused on wine tourism demand, namely on motivating
factors (Byrd et al., 2016) as well as on critical success attributes for wine tourism
regions (Getz & Brown, 2006) but scarce attention has been given to the analysis of the
supply structure of wineries, in terms of merging wine marketing and tourism-related services, a gap this study tries to fulﬁl. However, the existing literature, namely on supplementary services, has advanced in modelling the relationship between wine production and
tourism at a regional scale (wine tourism regions) and identiﬁed key internal and external
resources that inﬂuence (and apply to) the supply structure of wineries, namely wine production, augmented services (vineyard, winemaking activity, and tasting rooms, wine education, and socializing/wine club oﬀerings), ancillary services such as lodging,
transportation services and visitor centres (Byrd et al., 2016) as well as pointing out the
importance of institutional inﬂuence (Lavandoski, Pinto, Silva, & Vargas-Sánchez, 2016).
Consistent with a holistic vision on wine tourism which lies in the deﬁnition of winescape, wine ﬁrms are interacting and communicating with consumers based on
endemic and unique resources such as landscape, cultural and historical traits (Bruwer
& Alant, 2009), and thus positioning themselves in a global wine tourism market based
on local destination attributes. Accordingly, the winescape’s quality and its ‘(aesthetics)
sense of place which presupposes some history’ (Nohl, 2001, p. 225), intersects the sustainability matter, which has been recognized as a competitive advantage due to its ability to
induce consumers, particularly within an international environment, to pay a premium
price for a sustainable wine (Sellers-Rubio & Nicolau-Gonzalbez, 2016).

JOURNAL OF WINE RESEARCH

3

Additionally, wine producing companies seem to embrace tourism as an opportunity to
amplify economic results which is symptomatically a ‘contemporary rural restructuring’
(Marsden, 2014, p. 23) trend, that has evolved to serve a consumption/tourism-oriented
tendency by ‘expanding the range of goods and services produced’ (Menghini, 2015,
p. 76) in response to ‘diverse demands’ (Marsden & Murdoch, 1998, p. 1).
These arguments are in line with the management archetype of ‘farmland diversiﬁcation’ (Marsden & Sonnino, 2008, p. 423), which according to Gerowitt, Bertke, Hespelt,
and Tute (2003) means that ‘agricultural land use fulﬁls several functions’ (p. 227), i.e. ‘production, ecological, social and aesthetic’ (p. 227), and that these utilities add to the farm’s
(in our case the winery’s) income. This approach is interpreted as a replacement of the
‘farm-based approach to the multifunctionality of agriculture’ (Marsden & Sonnino,
2008, p. 423), where agricultural production is at the core of the farm’s economy.
Summing up, wineries can be theoretically approached from a ‘resource dependence
theory’ perspective which describes the organization as an open system, by obtaining
competitive advantage from the external environment (Hillman, Withers, & Collins,
2009; Pfeﬀer & Salancik, 2003), but also dependent upon their internal resources. Speciﬁcally, the winery’s internal strengths combine the corporate’s assets, (e.g. property, vineyards), the wine supply continuum and an internal supply chain which caters to
tourism-related services/activities. The external environment encapsulates a set of
resources which are outlined by regional contextual dimensions such as the wine
region’s cultural and historical attributes, that wineries can internalize as part of their
supply assets. Another external dimension lies within the inter-institutional network that
regards the level of functional integration of the winery with other stakeholders (public
and private).
Thus, our study focuses purposely on internal and external resources, by looking into
them from the winery’s perspective, which Byrd et al. (2016) explicitly recommended.
Findings from the winery’s supply structure, which stem from the relation between
wine and tourism, should provide entrepreneurs and policy-makers’ tools for corporate
governance and marketing decision making. More speciﬁcally, the aim is to provide
empirical evidence of the winery’s supply structure and level of merging of tourismrelated services, seeking to clarify if wine and tourism are two economic aﬃliates
within the winery’s economic structure, rather than tourism-related services playing a
supplementary role.
In order to fulﬁl this goal, a regional case study was undertaken based on a sample of 25
wine producing companies in Portugal’s Douro Wine Region (DWR), which is one of the
oldest demarcated and regulated wine regions in the world (established in 1756) where
the renowned Port wine is produced (Caldas & Rebelo, 2013). Moreover, to strengthen
the analysis and conclusions, we additionally examined the supply structure of a sample
of wineries in seven international wine regions as a benchmark, following the same criteria
applied to the DWR. This will allow an understanding of cross winery region diﬀerences
and similarities as well as providing a framework that contributes to organizational
improvement, namely of wineries, by observing comparable resources of the supply structure in some of the most relevant wine regions in the world.
The paper is organized as follows. The subsequent section presents an overview of wine
and tourism in the DWR, the third provides a description of data collection, the fourth
exposes and discusses the results and the ﬁnal section concludes.
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2. Wine and tourism in the Douro Wine Region
Regardless of the long history and global notoriety of Port wine due to more than two centuries of being exported the DWR was almost undiscovered internationally until early 2000
(Rebelo & Muhr, 2012). Several reasons contributed to the DWR’s lack of international
awareness, namely the fact that Port wine was predominantly related to big wine
traders as well as the odd circumstance of it having been named after the Portuguese
city of Porto from where it was shipped around the second half of the seventeenth
century, which is located about 100 km west of the DWR.
Therefore, the emergence of the Douro as an international known wine producing region
came late and it was due to the rise of new red still wines, the appellation d’origine contrôlée
(AOC) Douro, a controlled designation of origin that explicitly indicates this region’s name,
and further stimulated by an innovative public relations strategy initiated in 2003 to position
still wines in the global market. This eﬀort began with an informal network of wine producers known as the Douro Boy’s (Rebelo & Muhr, 2012) which shortly after launching their
public relations campaign to promote their wines achieved rapid international recognition.
In the following years, the Douro’s wines gained global appreciation being highly appraised
by inﬂuential world wine reviewers (e.g. Robert Parker and Wine Spectator).
This prominent change together with the classiﬁcation of the Alto Douro Wine Region
(ADWR), (10% of the DDWR), as World Heritage Site by the United Nations Educational,
Scientiﬁc and Cultural Organization (UNESCO) (Rebelo, Caldas, & Guedes, 2015) in 2001
caught the world’s attention and triggered the emergence of tourism in the Douro,
which also beneﬁted from a considerable amount of direct governmental support (Andresen & Rebelo, 2013). National policy clearly acknowledged the Douro’s intrinsic attributes
and its aptitude for tourism which helped to activate its global positioning as a sustainable
destination. In 2010, National Geographic Society ranked the Douro in 7th place in the category of Best Rated Places among 133 destinations considering six criteria: ‘(1) environmental and ecological quality, (2) social and cultural integrity, (3) condition of historic
buildings and archaeological sites, (4) aesthetic appeal, (5) quality of tourism management
and (6) overall outlook for the future’ (Hawkins, Chang, & Warnes, 2009, p. 72).
Tourism has undoubtedly permeated the region and wineries (quintas), which are the
main catalyst of the Douro’s economy, (Rebelo, Guedes, Lourenço-Gomes, & Sequeira,
2013), are at the forefront of the transformation. They have been looking for new marketing opportunities, speciﬁcally through tourism, by expanding new production segments to
attract visitors (e.g. lodging and dining facilities) which add greater complexity to its value
chain. This development trend allows us to postulate that the contemporary wineries’
structure in the DWR seems to be dependent on a ‘symbiotic relationship’ (Hall & Mitchell,
2002, p. 69) between wine production and a wide gamut of tourism-related services as
well as being grounded on a farmland diversiﬁcation strategy.

3. Data
To investigate possible responses to our controlling hypothesis, that the winery’s structure
is based on ‘symbiotic relationship’ (Hall & Mitchell, 2002, p. 69) between wine and
tourism, we conducted a cross-sectional content analysis of wineries’ websites during
October 2017, from a group of 25 wine producing companies of reference, representing
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a total of 103 wineries (wine estates) of the DWR. The list of companies was extracted from
a data base of wineries provided by the regional destination management organization
(DMO) responsible for promoting the Porto and North of Portugal.
The sample is comprised of a diverse spectrum of ﬁrms ranging from family run wineries to large corporations which own more than 10 wineries (wine estates). Despite their
dissimilar dimension and conﬁguration, each company operates one winery as a visiting
hub that provides wine tourism facilities and services. For this study’s purpose, each
one of these 25 wine producing companies’ websites was surveyed to capture their
supply structure and level integration of tourism-related services.
For the benchmarking analysis the selection of ﬁrms was deﬁned according to a purposive sampling method and based on institutional and reference sources in the wine and
tourism sectors (Figure 1) from which a total of 66 wineries were identiﬁed for analysis.
Based on the theoretical approach that assumes wine tourism as a systemic phenomenon, recognizing key multiple dimensions that outline the winery’s supply structure as
well as the implications of aesthetic elements in addition to the underlining importance
of sustainability on wine tourism’s development and the signiﬁcance of the institutional
inﬂuence on the provision of wine and tourism-related services, internal and external
resources (Figure 2) that inﬂuence the winery’s supply structure were surveyed.
Within the internal sphere, three groups of resources were examined which concern
wine production and tourism-related activities that can have a positive impact on wine
tourism by increasing the winery’s global awareness, speciﬁcally: information about the
property and company, focusing on supply resources such as the estate, viticulture, oenology, sustainability and people involved in the wine production process (IR.1); wine information, purposely focusing on wine characteristics, prizes and distribution systems (IR.2);
and tourism-related services, which examined patterns of integration of tourism-related
services/activities provided on and oﬀ premises (IR.3).

Figure 1. Regions and samples used for benchmarking analysis.
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Figure 2. Internal and external resources.

In terms of the supply structure’s external limits we considered two main topics: the
winescape’s features which convey the company’s level of territorial immersion given
the importance bestowed to the wine region’s historical, geographical and terroir attributes (ER.1); and the inter-institutional linkage (ER.2) between wineries and national and
regional organizations responsible for the wine and tourism sectors as well as other stakeholder links to determine the degree of systemic and functional integration of wineries
into the tourism destination framework.
The next section provides an overview of the main results obtained from the DWR
winery’s supply analysis, according to both groups of resources, internal and external,
and adds a third subset of results derived from the benchmarking analysis.

4. Results
4.1. Wineries’ supply structure in the DWR: internal resources
The ﬁrst group of internal resources (IR.1) focuses on corporate information. This topic,
which was captured on 96% of wineries, concentrates on both property and ownership
which are combined to generate a conspicuous identity and emphasize the distinctiveness
of the wine brand. Firm’s discourse revolves around land and its nature (e.g. location, altitude, total area, vineyard area, geological characteristics, etc.), extending the concept of
terroir as an exercise of ‘marketing strategy’ (Guthey, 2008, p. 138), which can be understood as rhetorical cues intended to contextualize and induce latent wine consumers
and visitors. This is also a key intangible dimension of the winery’s supply structure that
is meant to anticipate the consumer’s/tourist’s gaze allowing ‘(…) to see the physical
forms and material spaces before their eyes as “interesting, good or beautiful”’ (Urry &
Larsen, 2011, p. 2).
Moreover, communication underlines ownership which is imbued of ‘personality traits
of people related to the brand’ that ‘are transferred to the brand’ (Heslop, Cray, & Armenakyan, 2010, p. 293).
Corporate communication further emphasizes viticulture and oenology. Both wine production responsibilities disclose a personalized proﬁle with references to the winemaker
that seems to warrant the product’s character and nature and convey credibility and
value through technical knowledge and direct responsibility as well as involvement in
the production process.
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Also, regardless of the importance of sustainability of the Douro Wine Region’s landscape conservation (Lourenço-Gomes, Pinto, & Rebelo, 2015), which stems from the Alto
Douro Wine Region’s classiﬁcation as World Heritage Site by UNESCO, as well as the importance that this resource has acquired internationally with more wineries ‘integrating sustainability into their communication strategy in an eﬀort to reinforce their brand and
market positioning’ (Sellers-Rubio & Nicolau-Gonzalbez, 2016, p. 96), only one company
highlights this attribute, which reﬂects its present subsidiarity.
The second group of internal resources (IR.2) is characterized by a consistent pattern of
concern to provide product information, namely associated with the wine’s speciﬁcities.
Thus, wine categories, brands and wine quality are regarded as critical marketing tools
(referred by 100% of our sample) which are supplemented, when applicable, by
awarded ratings of renown wine reviewers (e.g. Wine Spectator, Robert Parker, etc.), as
a means of validating the wine’s worth and quality. 84% (20) of wineries add technical
ﬁles with the product’s speciﬁcations, which convey the main oenological characteristics
of wines. Despite the obvious eﬀort to deliver and communicate the wine’s value and distinct features, only 32% (8) of companies explain how to serve and drink their wines, which
would add value and new commercial prospects, namely for companies which are
engaged in Port Wine production, a highly complex product and referred to as excessively
coded and veiled by Jorge Dias (Ferreira, 2018), which makes it diﬃcult to communicate to
new consumer segments. Explaining wine consumption, is a strategic instrument since
wine is typically an experiential good, where quality can only be recognized after consumption (Caldas & Rebelo, 2013). Thus, an eﬀort to anticipate consumption’s experience
is a market advantage.
Regardless of wine’s central role, merely eight wineries (32% of our sample) possess an
online direct sales system and just one ﬁrm used as marketing strategy to increase sales
the Wine Club instrument, a direct selling method that is expected to produce higher
gross margins (Newton, Gilinsky, & Jordan, 2015) and encourage customer loyalty.
The third group of internal resources (IR.3) identiﬁes patterns of integration of a wide
gamut of tourism services and activities provided by the winery on and oﬀ premises, i.e.
within and beyond the property. These are divided into ﬁve groups according to their frequency of provision: visits and tastings, onsite dining service, onsite accommodation,
winery store and other tourism-related activities/services (Table 1).
Visits and tastings, which circumscribe the basic wine tourism activities, are provided by
92% (23) of companies. These constitute central elements of supply since they rely on a
close connection with the wine product, both as a sensory experience and explanatory
and interpretative event which takes place in tasting rooms. Additionally, visits and

Table 1. Tourism-related services/activities.
Visits and tastings
Onsite dining service
Onsite accommodation
Winery store
Other tourism-related activities/equipmentsa
On Premises
Oﬀ Premises
a
Organized by the winery.

%

Wineries

92
64
48
32
–
60
20

23
16
12
8
–
15
5
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tastings are arranged to allow visitors to acquire more knowledge on the production
method and infrastructure by visiting both the winery’s production facilities as well as
the property and vineyards, which also oﬀer an aesthetic experience of the winery.
In many cases, wineries in the Douro are providing high quality and sophisticated visitor
infrastructures. A large amount of capital has been put into the contemporary architecture
of renown architects such as Siza Vieira, a Pritzker Prize winner, to market the company
and enhance the tourist experience by augmenting the interaction between production
and visitors. This has been achieved through versatile and stimulating designed spaces
that combine a variety of services (e.g. wine cellars, tasting rooms, and visitor centres).
Also noteworthy is the level of investment in hard tourism facilities which has been
taking place in the last 15 years, particularly thrusted by the Portuguese government’s
support for the development of tourism in the Douro (Rebelo et al., 2013), showcased
in 48% of our sample’s companies which possess a lodging establishment on premises
and 64% which provide a dining facility (e.g. restaurant) (Table 1).
This level of integration of the winery’s economy generates additional sources of
income and promotes a new incremental selling channel for wine. It likewise acts as a marketing and branding tool by construing a new, glamorous and in some cases a cuttingedge image to the consumer.
A recurrent characteristic which is noticeable is that a relevant portion (80%) of wineries
which possess a lodging establishment are equally owners of dining facilities. This should
not be unrelated to the spatial pattern of the Douro valley, which is morphologically dominated by vineyards and mountainous topography, raising complex issues related to accessibility which inﬂuence the dispersion of services and namely shortage of dining services.
Results also show that wine stores are not considered a crucial feature of supply since it
was captured in no more than 32% of our sample’s wineries.
The remaining internal supply components include a wide variety of services/activities
directly organized by the company in and oﬀ the property (e.g. picnics, walking and
bicycle tours, bird watching, ﬁshing programmes, etc.). Some wineries have evolved to
cater remarkable and innovative services such as organized walking trails within the
winery’s vineyards.
Surprisingly, the provision of traditional activities with a high experiential impact, which
fall within ‘other tourism-related services/activities’ organized on premises, such as harvesting and crushing grapes by foot, have a residual reference, amounting, respectively,
to 12% (20% of on premises services/activities) and 20% (33% of on premises services/
activities) of the study’s sample.

4.2. Wineries’ supply structure in the DWR: external resources
The ﬁrst group of external resources (ER.1) examined the winescape’s features that are
imbued within the winery’s online discourse. We searched for pivotal references regarding
the terroir, history and geography of the DWR which reﬂect the winery’s level of territorial
immersion and the intention to capture the ‘aesthetic cognition’ (Nohl, 2001) of visitors
that are sensitive to diﬀerent levels of knowledge about the wine region (e.g. perceptual,
expressive, symptomatic and symbolic) (Nohl, 2001). These attributes were acknowledged
in 48% (12) of companies which take advantage of the DWR being one of the oldest
demarcated and regulated wine regions in the world. Thus, a relevant portion of our
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sample’s wineries are sensitive to aesthetic dimensions which constitute the winery’s surrounding environment – the ‘wine tourist terroir’ (Hall et al., 2000, p. 9), which acts as a
cultural lens (Urry & Larsen, 2011) to persuade prospective consumers to buy wine and
visit the winery.
The second group of external resources (ER.2) probed the length of external institutional relations, namely the interconnections between wine and tourism public organizations, as well the amount of integration of oﬀsite activities depending on reliable
functional integration of other destination stakeholders. Observations show that just
three companies provide external corporate governance evidence using hyperlinks to
institutional websites which reveals asymmetrical relations, as well as shortage of
shared relevant information about the destination for visitors/consumers. An improved
external corporate correlation would amplify the economic impact of wine tourists both
in the winery and in the region.
Tourists and wine producing companies would beneﬁt from a regional systemic and
functional governance approach that enables access to relevant information concerning
key destination features such as transportation system, things to see, that would increase
the winery’s sustainability as well as the Douro region as a whole.
Furthermore, ﬁrms which supply hyperlinks to institutional websites in both wine and
tourism sectors uncover a misalignment of both sectors which do not share the same promotional strategy to guide wine tourism in the Douro region. This is a key component of
wine tourism development since ‘institutional environment exerts pressure on the behaviour of wineries toward wine tourism development’ (Lavandoski et al., 2016, p. 266).
We also captured a slight level (32% of our sample) of functional articulation with complementary sectors which provide oﬀsite activities such as walking tours, boat tours, train
tours, and golf. There is still much room for improvement in view of its residual reference
and potential to reduce seasonality and increase the length of stay.

4.3. Benchmarking assessment based on seven wine regions
As a means of assessing the DWR wineries’ positioning at a global scale a benchmarking
analysis was applied, considering as reference seven world renown wine-growing regions
(Tuscany – Italy, Bordeaux – France, Napa Valley – USA, Barossa – Australia, Stellenbosch
and Franschjoek – South Africa and Marlborough – New Zealand). Observations indicated
that (Table 2): (a) the parameters that deﬁne the online positioning of the wineries in the
Douro region are in line with the best practices; (b) sustainability is highly regarded as a
distinctive feature in Napa Valley considering that 80% of the sample’s companies explicitly refer this feature as a beneﬁt do the consumer, which is clearly an outcome of a
regional strategy to promote sustainable wine-growing practices within the California
wine industry however, this attribute is not unanimous around the world, as happens in
the Douro region, wineries in Bordeaux award a residual reference to this feature; (c)
Napa Valley stands out for its consistent trust in the Wine Club strategy to foster consumer
loyalty (100% of companies analysed), which is similarly replicated in Australia and New
Zealand; (d) an average of 90% of all companies surveyed in our sample in the New
World use online direct sales tools (Table 2) in contrast with the Douro’s sample where
the online sales system was identiﬁed in 32% of wineries’ websites; likewise, in both Old
World wine regions, Bordeaux and Tuscany, the online sales system is marginally

10

A. GUEDES AND J. REBELO

Table 2. Benchmarking summary.
Old World

Sustainability (b)
Wine club/Membership (c)
Online selling system (d)
Visits and tastings (e)
Onsite dining services (e)
Onsite accommodation (e)
Winery store (f)
Other tourism-related
services/equipmentsa (g)
On Premises
Oﬀ Premises
Information about the
region (h)
sample
a
Organized by the winery.

New World

Douro
(%)

Tuscany
(%)

Bordeaux
(%)

Napa
Valley
(%)

4
4
32
92
64
48
32

40
10
10
80
60
60
40

14
0
21
93
29
21
21

80
100
90
100
20
0
90

33
67
100
92
50
33
100

30
30
90
90
60
20
90

40
60
80
100
40
30
70

60
20
48

60
0
0

50
0
0

80
0
0

58
0
25

50
0
0

50
20
0

25

10

14

10

12

10

10

Barossa
(%)

Stellenbosch and
Franschhoek (%)

Marlborough
(%)

employed by wineries (21% and 10%, respectively); (e) the supply construct of wineries
exhibits a wider range of tourist activities and services which include visits and tastings,
onsite accommodation and dining facilities; (f) on average, 88% of wineries in the New
World possess a wine store, a pattern which diverges from the Old World’s wineries
where this item was identiﬁed in 31% (average) of subjects; (g) the DWR reveals, on a
formal level, a diversity of activities in and oﬀ the winery, which individually denotes a
reasonable functional and territorial integration; (h) provision of information about the
region is much higher in the DWR than in the wine-growing regions that were analysed
abroad. Except for one case in the USA, none of the observed wineries provided any information about their respective wine region, which may reveal that the historical length and
traits of the DWR may be more culturally entrenched and constitute an element of territorial and cultural cohesion as well as an attribute that authenticates wines in a global
environment.

5. Discussion
This research’s results provide a cross-sectional picture of the DWR’s supply structure that
captures its complementary construct which is grounded on a purposeful symbiotic and
synergetic link between wine and tourism. Results clearly exhibit a development drive
which is based on a ‘farmland diversiﬁcation’ model, where each production utility adds
to the winery’s income rather than being based on a supplementary archetype where
tourism activities play an ancillary role. The observed wineries exhibit a supply structure
which is shaped by several internal and external resources who perform (wine) production,
social, environmental, aesthetic and recreational functions.
Thus, our results extend previous research outcomes namely of Byrd et al.’s (2016) supplementary model by displaying the importance of each added internal and external
supply component that fulﬁls singular but also complementary functions.
The symbiotic and synergetic link between wine and tourism is a structural measure
that is pushing the winery’s supply structure in the DWR towards sectorial diversiﬁcation
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which is purposefully engaged in providing strategic mediation of seasonality ﬂuctuations
in the wine production cycle. This is achieved by enhancing internal resources and providing, in many cases, onsite accommodation and dining services, as well as a wide gamut of
activities that can also take place all year round. Thus, the managerial archetype is
eﬃciency-led, and tourism is a key tool to increase wine direct sales, enhance the bottle
of wine’s value (Carlsen, 2004), diversify income sources and mediate the wine production
cycle’s seasonality.
We can allow the argument that, although wine production is unequivocally a relevant
economic factor, tourism is clearly a strategic economic aﬃliate comprised by an array of
new production elements that add greater complexity to the winery’s value chain. Results
visibly acknowledge that the contemporary winery’s supply structure in the DWR is more
complex than it was at the beginning of this century, which was considered incipient
according to Ribeiro and Marques (2002).
Additionally, while wine tourism in the DWR is grounded on a set of diverse wine ﬁrms,
ranging from companies which have invested in hard tourism products/services such as
lodging and dining establishments within the winery, to smaller and family run ﬁrms, in
either cases they reveal greater diversity of activities in and oﬀ the winery which individually denotes a reasonable functional integration with other service providers in the region.
Thus, results exhibit the importance of external resources which extend the boundary
of the supply’s dynamics beyond the winery (property) (Figure 3), similarly taking advantage of a symbiotic relationship between wine and tourism within the broader context of
the winescape. This is also evidence that wineries in the DWR acknowledge the need of a
systemic approach towards wine tourism (as a phenomenon) to steer the wine region’s
tourism purpose.
The external resources’ results provide evidence concerning systemic engagement
which involves the articulation of key destination resources such as network transportation system, things to see, etc., which are missing from a considerable amount of
wine producing companies’ communication. This could be an outcome of negligible

Figure 3. Schematic illustration of the DWR’s winery productive model.

12

A. GUEDES AND J. REBELO

inter-institutional linkage between wineries and national and regional organizations
responsible for the wine and tourism sectors.
Perfecting these interconnections could enhance the degree of functional integration
of the wineries within the Douro region as a wine tourism destination. An improved external corporate correlation, as well as articulated institutional strategy between wine and
tourism sectors, could help develop a full awareness amongst wine ﬁrms and regional stakeholders to establish the region’s positioning as a wine destination. This could enable a
brand identity that ‘in turn can and should be linked to a marketing strategy of branding
the region’ (Bruwer & Lesschaeve, 2012, p. 625).
Despite the overall positive supply structure and development status of the DWR’s wineries, benchmark results exhibit some critical features that could have a positive impact on
wine tourism in the Douro region by increasing global awareness of wines and brands.
These features are fundamentally restricted to marketing tools, speciﬁcally online selling
systems, the Wine Club sales channel as well as the winery store, which are highly valued
in New World wine regions. The Wine Club is particularly interesting since its objective is
to increase the company’s proﬁtability based on loyal customers which are less price sensitive. Although this is clearly perceived by wineries in most New World wine regions, and particularly in the USA, as a strategic means to collect consumer data in order to derive
preferences (e.g. red or white wines; varieties) (Santini, Faraoni, & Zampi, 2008) it is poorly
understood in the Old World wine regions and particularly in the Douro region which
could be due to the average size of producers as well as shipping logistics. Also, the
winery store, which is a direct sales mechanism that enhances product diﬀerentiation as
well as experiential beneﬁts, is underdeveloped in the Old World wine regions in comparison
to New World wine regions. In the particular case of the Douro, despite being one of the
oldest wine regions in the world, the low percentage of winery stores (32%) is mostly
linked to the recent development, in the early 2000s, of new still wines with the appellation
d’origine contrôlée Douro, which is gradually enabling more small producers to invest in
winery stores (Rebelo & Hogg, 2018).

6. Conclusion
This empirical research article sought to apprehend the contemporary winery’s supply
structure in the DWR and evaluate the level of merging of tourism-related services
based on an online survey of wine producing companies. Results conﬁrmed that the
supply conﬁguration of wineries in the DWR displays a symbiotic interaction between
wine production and integrated tourism-related services in response to various
demands. This means that despite wine production’s signiﬁcance due to its various
layers of value and output (wine, landscape, etc.), wineries exhibit an adaptive and atomized organization that is co-evolving according to the developing corporate strategy,
which is based on a mutualistic cooperation between wine and tourism by merging
both activities rather than being established on a principle of a core product and supplementary services.
Furthermore, the benchmarking analysis exhibits some of the Douro’s limitations which
fall within the scope of marketing. These include the minimal use of the Wine Club instrument that can induce customer loyalty as well as the lack of use of sustainability as a
beneﬁt to consumers and a price premium factor.
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From a theoretical perspective, this paper builds on Byrd et al.’s (2016) model which
looks at consumer motivating attributes grounded on a supplementary services theory
to attain de main extent of the winery’s supply structure. It also picks up on institutional
theory (e.g. Lavandoski et al., 2016) to construe the set of inter-institutional features as well
as sustainability issues that take part and inﬂuence the winery’s supply structure. Overall,
this paper expands the aforementioned theory by adding new knowledge on wine
tourism and oﬀering a novel view of the interconnections between resources within
wine and tourism-related services at the winery business level. It also provides speciﬁc evidence on the winery’s supply structure in the DWR and articulates this analysis with a
broad and global view of the same resources by looking into seven world renown
wine-growing regions as a benchmark.
As a result, this research also delivers practical managerial contributions by providing a
template of resources that can support managers’ assessment of both wine and tourism
utilities at the winery business level. Furthermore, the study delivers useful managerial
guidelines that rationalize the winery’s supply dynamics which depend on internal components, but also require responsiveness towards a range of external elements, such as
local suppliers, institutional players alongside with shared natural resources.
The study also provides a useful analytical overview of wine tourism in the DWR based on
the winery’s standpoint. This will allow entrepreneurs and policy-makers to articulate and
tighten marketing strategies to strengthen the wine destination’s global awareness. This
study exhibits systemic ﬂaws in terms of functional merging that need improvement.
Speciﬁcally, the institutional environment as a measure of compliance with the objective
towards the development of the DWR as a wine tourism destination is absent from the
entrepreneurial ecosystem. Also, and despite some interesting examples, there is clear
space for a sounder articulation between wineries and other destination stakeholders to
capture new consumer segments. Likewise, wineries in the DWR need to shorten the gap
with the best international practices, namely in terms of sustainability driven consumer view.
Despite this research’s analytical and qualitative perspective on wine tourism and its
intent to understand the supply structure of wineries, it has inherent limitations due to
the predictive restrictions of cross-sectional studies. It does not capture time eﬀects,
namely the evolution of the Douro Wine Region’s wineries supply dynamics over time
and the corresponding impact of change in both wine and tourism utility functions. Furthermore, the use of surveys applied to both the winery’s owners/managers and regional
stakeholders should take place in future research to robust this study’s results and capture
prospective evidence on managerial, marketing and governance strategies which impact
on the winery’s supply construct. Further research should also focus on critical issues
revealed by the benchmarking analysis which exhibits the uneven role of stores and
Wine Clubs across wine regions.
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