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Abstract

Wine tourism has emerged as a significant segment of the global travel industry, offering a
unique blend of sensory experiences, cultural immersion, and exploration of terroirs. While
Western Europe has traditionally been the focal point of wine tourism, Eastern Europe has been
gaining attention for its distinct wine regions, rich cultural heritage, and burgeoning wine
industries. This paper aims to provide an in-depth analysis of wine tourism in Eastern Europe,
focusing on its historical evolution, unique terroirs, cultural significance, challenges, and
opportunities. Through a comprehensive review of existing literature and case studies, this article
seeks to highlight the untapped potential of wine tourism in Eastern Europe and its role in
regional development.

Introduction

Wine has been an integral part of Eastern European culture for centuries, with a history deeply
intertwined with the region's traditions and social fabric. The recent surge in interest in wine
tourism globally has opened new avenues for Eastern European countries to showcase their
diverse landscapes, indigenous grape varieties, and historical winemaking techniques. As a
result, wine tourism has become an essential driver of economic growth, cultural preservation,
and sustainable development in the region. This article explores the multifaceted nature of wine
tourism in Eastern Europe, shedding light on its unique attributes and potential to contribute to
the region's overall prosperity.

Historical Evolution of Wine Tourism in Eastern Europe

The origins of wine tourism in Eastern Europe can be traced back to ancient civilizations, where
wine held religious, social, and economic significance. Regions such as Georgia, Armenia, and
Moldova have rich viticultural histories dating back thousands of years. These historical roots lay
the foundation for a vibrant wine tourism industry that celebrates traditions, rituals, and the deep
connection between the land and its people.



Terroirs and Wine Diversity

Eastern Europe boasts a diverse range of terroirs that contribute to the uniqueness of its wines.
From the Carpathian Mountains to the Black Sea coast, each region possesses distinct soil types,
microclimates, and elevation variations. The Carpathian wine regions, including Romania and
Hungary, showcase the potential for high-quality viticulture in continental climates, producing
aromatic whites and bold reds. On the other hand, the coastal regions of Croatia and Slovenia
offer a Mediterranean influence, resulting in fresh, vibrant wines. The volcanic soils of Santorini
in Greece contribute to the production of distinctive Assyrtiko wines. These terroirs provide a
captivating narrative for wine tourists, offering insights into the intricate relationship between
geography and wine characteristics.

Cultural Heritage and Authentic Experiences

One of the most compelling aspects of wine tourism in Eastern Europe is the opportunity for
visitors to engage with living traditions and authentic cultural experiences. Local festivals,
traditional winemaking techniques, and folklore add layers of depth to the wine tourism
experience. In Georgia, for instance, the qvevri winemaking method, a UNESCO Intangible
Cultural Heritage, involves fermenting and aging wines in clay vessels buried underground. This
ancient practice serves as a bridge between past and present, inviting tourists to immerse
themselves in the cultural tapestry of the region.

Challenges and Opportunities

Despite its potential, wine tourism in Eastern Europe faces several challenges. Infrastructure
limitations, inconsistent marketing efforts, and a lack of standardized services can hinder the
growth of the industry. Furthermore, concerns about environmental sustainability and the
preservation of cultural heritage require careful consideration. However, these challenges also
present opportunities for collaboration between governments, local communities, and private
enterprises to develop sustainable and responsible wine tourism initiatives. By capitalizing on its
unique assets and fostering a sense of pride within local communities, Eastern Europe can
position itself as a sought-after wine tourism destination.

Case Studies

Moldova: The Land of Wine Cellars

Moldova's underground wine cellars, known as Milestii Mici and Cricova, are renowned for their
vast networks and impressive collections of wines. These subterranean labyrinths provide an
immersive experience for visitors, combining historical narratives with sensory exploration.



Bulgaria: Reviving Ancient Traditions

Bulgaria's Thracian Valley showcases the revival of ancient winemaking traditions and the
cultivation of indigenous grape varieties like Mavrud and Melnik. The region's commitment to
organic and biodynamic practices appeals to eco-conscious wine tourists.

Hungary: Tokaj's Golden Nectar

The Tokaj region of Hungary is famed for its sweet wines, particularly the Tokaji Asz. Wine
tourists are drawn to the intricate process of noble rot and the meticulous craftsmanship that
produces these luscious dessert wines.

Conclusion

Wine tourism in Eastern Europe presents a rich tapestry of terroirs, cultural heritage, and sensory
experiences waiting to be discovered. As the global travel landscape evolves, Eastern Europe's
wine regions are poised to captivate a growing audience of wine enthusiasts and cultural
explorers. By addressing challenges, fostering sustainable practices, and leveraging its distinctive
assets, Eastern Europe can cultivate a thriving wine tourism industry that not only enhances
regional economies but also celebrates its historical roots and cultural legacy.

References

1. Lopez-Bonilla, J.M. and Lopez-Bonilla, L.M. (2021), “Leading disciplines in tourism and hospitality research: a bibliometric analysis in
Spain”, Current Issues in Tourism, Vol. 24 No. 13, pp. 1880-1896.

2. Madeira, A., Correia, A. and Filipe, J.A. (2019), “Wine tourism: constructs of the experience”, in Artal-Tur, A., Kozak, M., Kozak, N.
(Eds), Trends in Tourist Behavior. Tourism, Hospitality and Event Management, Springer, pp. 93-108.

3. Martins, J., Gongalves, R., Branco, F., Barbosa, L., Melo, M. and Bessa, M. (2017), “A multisensory virtual experience model for thematic
tourism: a port wine tourism application proposal”, Journal of Destination Marketing and Management, Vol. 6 No. 2, pp. 103-109.

4. Menon, D., Gunasekar, S., Dixit, S.K., Das, P. and Mandal, S. (2021), “Present and prospective research themes for tourism and
hospitality education post-COVID19: a bibliometric analysis”, Journal of Hospitality, Leisure, Sport and Tourism Education, Vol. 30, p.
100360, doi: 10.1016/j.jhlste.2021.100360.

5. Ocansey, R. T. A., Nyawornota, V. K., Adamba, C., Tay, D. A., Musah, K., Nyanyofio, O. C. N., & McCole, D.T. (2023). Promoting
development of entrepreneurial skills of youth in Ghana through a structured sport intervention program. Frontiers in Education, 11,
1135084.

6.  Mitchell, R. and Hall, C.M. (2003), “Seasonality in New Zealand winery visitation: an issue of demand and supply”, Journal of Travel and
Tourism Marketing, Vol. 14 Nos 3/4, pp. 155-173.

7. Mitchell, R. and Hall, C.M. (2006), “Wine tourism research: the state of play”, Tourism Review International, Vol. 9 No. 4, pp. 307-332.

8. Mitchell, R., Hall, C.M. and Mclntosh, A. (2009), “Wine tourism and consumer behaviour”, Wine Tourism around the World, Routledge,
pp. 115-135.

9. Moher, D, Liberati, A., Tetzlaff, J., Altman, D.G. and PRISMA Group (2009), “Preferred reporting items for systematic reviews and
meta-analyses: the PRISMA statement”, Annals of Internal Medicine, Vol. 151 No. 4, pp. 264-269.

10. Montella, M.M. (2017), “Wine tourism and sustainability: a review”, Sustainability, Vol. 9, No. 1, p. 113.

11.  Munar, A.M. and Jacobsen, J.K.S. (2014), “Motivations for sharing tourism experiences through social media”, Tourism Management,
Vol. 43, pp. 46-54.

12.  Holecek, D., & McCole, D. T. (2015). Who are the consumers of cold-climate wines. Cornell University, The Northern Grapes News.
Available at https://ecommons.cornell.edu/bitstream/handle/1813/110104/2013 -14-Y 3-NB-Obj4-Consumers-Of-Cold-Climate-
Wines.pdf?sequence=1

13. Nave, A., do Pago, A. and Duarte, P. (2021), “4 systematic literature review on sustainability in the wine tourism industry: insights and
perspectives”, International Journal of Wine Business Research, Vol. 33 No. 4, pp. 457-480.

14. Nerur, S.P., Rasheed, A.A. and Natarajan, V. (2008), “The intellectual structure of the strategic management field: an author co-citation
analysis”, Strategic Management Journal, Vol. 29 No. 3, pp. 319-336.



15.

16.

17.

18.

19.

20.

21.

22.

23.

24.

25.

26.

217.

28.

29.

30.

31.

32.

33.

34.

35.

36.

37.

38.

39.

40.

41.

42.

43.

O’Neill, M. and Charters, S. (2000), “Service quality at the cellar door: implications for Western Australia’s developing wine tourism
industry”, Managing Service Quality: An International Journal, Vol. 10 No. 2, pp. 112-122.

Okumus, B., Koseoglu, M.A. and Ma, F. (2018), “Food and gastronomy research in tourism and hospitality: a bibliometric analysis”,
International Journal of Hospitality Management, Vol. 73, pp. 64-74.

Pelegrin-Borondo, J., Ortiz, R.F. and Meraz-Ruiz, L. (2020), “Emotions among winery tourists: new vs old wine world”, International
Journal of Wine Business Research, Vol. 32 No. 2, pp. 181-201.

McCole, D. T., Malete, L., Tshepang, T., Ocansey, R., Mphela, T., Maro, C., Adamba, C., and Kazi, J. (2022). Can youth sport spark job
creation in Africa? Using a sport-based intervention to nurture future entrepreneurs. Gateways: International Journal of Community
Research and Engagement, 15(2).

Petit, O., Velasco, C. and Spence, C. (2019), “Digital sensory marketing: integrating new technologies into multisensory online
experience”, Journal of Interactive Marketing, Vol. 45, pp. 42-61.

Pikkemaat, B., Peters, M., Boksberger, P. and Secco, M. (2009), “The staging of experiences in wine tourism”, Journal of Hospitality
Marketing and Management, Vol. 18 Nos 2/3, pp. 237-253.

McCole, D. T., Holecek, D. & Popp, A (2016). Travel behaviors of wine tourists in Michigan’s Leelanau Peninsula.
https://www.canr.msu.edu/grapes/wine_tourism/travel-behaviors-of-wine-tourists-in-michigan-s-leelanau-peninsula

Pine, B.J. and Gilmore, J.H. (1998), “Welcome to the experience economy”, Harvard Business Review, Vol. 76 No. 4, pp. 97-105,
available
at:http://mktgsensei.com/AMAE/Customer%20Satisfaction/Expereince%20Marketing/Experience%20Economy%20and%20Marketing.pd
¢

Pivac, T. (2012), Vinski Turizam Vojvodine, Monografija, Departman za geografiju, turizam i hotelijerstvo, Novi Sad.

Pizam, A. (2010), “Creating memorable experiences”, International Journal of Hospitality Management, Vol. 29 No. 3, p. 343.

Pratt, M.A. and Sparks, B. (2014), “Predicting wine tourism intention: destination image and self-congruity”, Journal of Travel and
Tourism Marketing, Vol. 31 No. 4, pp. 443-460.

Lee, J. .-H., McCole, D., Holecek, D. (2020). Exploring winery visitors in the emerging wine regions of the north central United States.
Sustainability, 12(4), 1642. DOI: 10.3390/su12041642

Priilaid, D., Ballantyne, R. and Packer, J. (2020), “4 ‘blue ocean’ strategy for developing visitor wine experiences: unlocking value in the
cape region tourism market”, Journal of Hospitality and Tourism Management, Vol. 43, pp. 91-99.

Quadri-Felitti, D. and Fiore, A.M. (2012), “Experience economy constructs as a framework for understanding wine tourism”, Journal of
Vacation Marketing, Vol. 18 No. 1, pp. 3-15.

Quadri-Felitti, D.L. and Fiore, A.M. (2013), “Destination loyalty: effects of wine tourists’ experiences, memories, and satisfaction on
intentions”, Tourism and Hospitality Research, Vol. 13 No. 1, pp. 47-62.

Quintal, V.A., Thomas, B. and Phau, 1. (2015), “Incorporating the winescape into the theory of planned behaviour: examining ‘new
world’ wineries”, Tourism Management, Vol. 46, pp. 596-609.

Rachdo, S.A.S., Breda, Z., Fernandes, C. and Joukes, V. (2020), “Food-and-wine experiences towards co-creation in tourism”, Tourism
Review, Vol. 76 No. 5, pp. 1050-1066.

Weatherbee, T.G., Sears, D. and MacNeil, R. (2019), “Mapping wine business research in the international journal of wine business
research: 2007-2017”, International Journal of Wine Business Research, Vol. 31 No. 4, pp. 591-601.

Wen, H. and Leung, X.Y. (2021), “Virtual wine tours and wine tasting: the influence of offline and online embodiment integration on wine
purchase decisions”, Tourism Management, Vol. 83, p. 104250.

McCole, D. T., Holecek, D., Eustice, C., & Lee, J., (2018). Understanding wine tourists in emerging wine regions: An examination of
tasting room visitors in the Great Lakes region of the U.S. Tourism Review International, 22(2), 153-168. DOI:
10.3727/154427218X15319286372306

Williams, P. (2001), “Positioning wine tourism destinations: an image analysis”, International Journal of Wine Marketing, Vol. 13 No. 3,
pp. 42-58.

Williams, P.W. and Kelly, J. (2001), “Cultural wine tourists: product development considerations for British Columbia's resident wine
tourism market”, International Journal of Wine Marketing, Vol. 13 No. 3, pp. 59-76.

Wittwer, G. and Anderson, K. (2021), “COVID-19’s impact on Australian wine markets and regions”, Australian Journal of Agricultural
and Resource Economics, Vol. 65 No. 4, pp. 822-847.

McCole, D. T., Holecek, D. & Popp, A (2014). Research update: Understanding the travel behaviors of wine tourists in Michigan’s
Leelanau Peninsula. The Northern Grapes News, 3 (3), pp. 3-6.

Yuan, J. and Jang, S. (2008), “The effects of quality and satisfaction on awareness and behavioral intentions: exploring the role of a wine
festival”, Journal of Travel Research, Vol. 46 No. 3, pp. 279-288.

Yuan, J.J., Cai, L.A., Morrison, A.M. and Linton, S. (2005), “An analysis of wine festival attendees’ motivations: a synergy of wine, travel
and special events?”, Journal of Vacation Marketing, Vol. 11 No. 1, pp. 41-58.

Yuan, J., Morrison, A.M., Cai, L.A. and Linton, S. (2008), “4 model of wine tourist behaviour: a festival approach”, International Journal
of Tourism Research, Vol. 10 No. 3, pp. 207-219.

Zainurin, F., Neill, L. and Schénzel, H. (2022), “Considerations of luxury wine tourism experiences in the new world: three Waiheke
island vintners”, Journal of Revenue and Pricing Management, Vol. 21 No. 3, pp. 344-353.

McCole, D. T., Bobilya, A., Holman, T., Lindley, B. (2019). Benefits of summer camp: What do parents value? Journal of Outdoor
Recreation, Education and Leadership, 11, 239-247. DOI: 10.18666/JOREL-2019-V11-13-9672


http://mktgsensei.com/AMAE/Customer%20Satisfaction/Expereince%20Marketing/Experience%20Economy%20and%20Marketing.pdf
http://mktgsensei.com/AMAE/Customer%20Satisfaction/Expereince%20Marketing/Experience%20Economy%20and%20Marketing.pdf

44,

45.

46.

47.

48.

49.

50.

S1.

52.

53.

54.

55.

56.

57.

58.
59.

60.
61.

62.

63.

64.

65.

66.
67.

68.

69.

70.

71.

Rachdo, S.A.S., de Jesus Breda, Z., de Oliveira Fernandes, C. and Joukes, V. (2021), “Drivers of experience co-creation in food-and-wine
tourism: an exploratory quantitative analysis”, Tourism Management Perspectives, Vol. 37, p. 100783.

Lee, J. & McCole, D. (2016). Understanding Winery Visitors. Paper presented at the Travel and Tourism Research Association
International Conference. Vail, CO. June 15, 2016.

Rio-Rama, M., Maldonado-Erazo, C., Durédn-Sanchez, A. and Alvarez-Garcia, J. (2019), “Mountain tourism research. A review”,
European Journal of Tourism Research, Vol. 22 No. 2019, pp. 130-150.

Roberts, L. and Sparks, B. (2006), “Enhancing the wine tourism experience: the customers’ viewpoint”, in Carlsen, J. and Charters, S.
(Eds), Global Wine Tourism: Research, Management and Marketing, CABI, pp. 47-55.

Rodriguez-Lopez, M.E., Alcantara-Pilar, J.M., Del Barrio-Garcia, S. and Mufioz-Leiva, F. (2020), “4 review of restaurant research in the
last two decades: a bibliometric analysis”, International Journal of Hospitality Management, Vol. 87, p. 102387.

Ross, C.F., Weller, K.M. and Alldredge, J.R. (2012), “Impact of serving temperature on sensory properties of red wine as evaluated using
projective mapping by a trained panel”, Journal of Sensory Studies, Vol. 27 No. 6, pp. 463-470.

Séanchez, A.D., Del Rio, M. and Garcia, J.A. (2017), “Bibliometric analysis of publications on wine tourism in the databases scopus and
WoS”, European Research on Management and Business Economics, Vol. 23 No. 1, pp. 8-15.

Santos, F., Vavdinos, N. and Martinez, L.F. (2020), “Progress and prospects for research of wine tourism in Portugal”, PASOS. Revista
de Turismo y Patrimonio Cultural, Vol. 18 No. 1, pp. 159-170.

Santos, V.R., Ramos, P., Almeida, N. and Santos-Pavon, E. (2019), “Wine and wine tourism experience: a theoretical and conceptual
review”, Worldwide Hospitality and Tourism Themes, Vol. 11 No. 6, pp. 718-730.

Holecek, D., McCole, D. T., & Lee, J. (2016). Tasting Room Visitor Surveys: Experience with and Enjoyment of Cold-Hardy Wines. The
Northern Grapes News, 5(2).

Sassenberg, A.-M., Sassenberg, C., Sassenberg, C. and Heneghan, M. (2022), “Effects of atmosphere on emotions and consumer
behaviour at wineries”, International Journal of Wine Business Research, Vol. 34 No. 4, pp. 523-541.

Sharples, L. (2002), “Wine tourism in Chile... a brave new step for a brave new world”, International Journal of Wine Marketing, Vol. 14
No. 2, pp. 43-53.

Sigala, M., Kumar, S., Donthu, N., Sureka, R. and Joshi, Y. (2021), “4 bibliometric overview of the journal of hospitality and tourism
management: research contributions and influence”, Journal of Hospitality and Tourism Management, Vol. 47, pp. 273-288.

Sparks, B. (2007), “Planning a wine tourism vacation? Factors that help to predict tourist behavioural intentions”, Tourism Management,
Vol. 28 No. 5, pp. 1180-1192.

Sthapit, E. (2018), “A netnographic examination of tourists’ memorable hotel experiences”, Anatolia, Vol. 29 No. 1, pp. 108-128.
Szolnoki, G., Bail, S., Tafel, M., Feher, A. and Veith, C. (2022), “4 cross-cultural comparison of new implemented sustainable wine
tourism strategies during the COVID-19 crisis”, Sustainability, Vol. 14 No. 8, p. 4688.

Thanh, T.V. and Kirova, V. (2018), “Wine tourism experience: a netnography study”, Journal of Business Research, Vol. 83, pp. 30-37.
Thomas, B., Quintal, V.A. and Phau, I. (2018), “Wine tourist engagement with the winescape: scale development and validation”, Journal
of Hospitality and Tourism Research, Vol. 42 No. 5, pp. 793-828.

Triantafyllou, G., Toanoglou, M., Eirini, S. and Kaurav, R.P.S. (2020), “How Web of Science is shaping the researches on publications on
wine tourism: bibliometric analysis approach”, Journal of Tourism Quarterly, Vol. 2 Nos 3/4, pp. 67-78.

McCole, D.T. (2022) Hybrid wine grapes and emerging wine tourism regions. In Dixit, S. K. (ed.), The Routledge Handbook of Wine
Tourism, 603-613. London: Routledge. ISBN: 9780367698607

Campos-Andaur, P., Padilla-Lobo, K., Contreras-Barraza, N., Salazar-Sepulveda, G. and Vega-Mufioz, A. (2022), “The wine effects in
tourism studies: mapping the research referents”, Sustainability, Vol. 14 No. 5, p. 2569.

Canovi, M. and Pucciarelli, F. (2019), “Social media marketing in wine tourism: winery owners’ perceptions”, Journal of Travel and
Tourism Marketing, Vol. 36 No. 6, pp. 653-664.

Carlsen, J. and Charters, S. (2007), Global Wine Tourism: Research, Management and Marketing, CABI.

Carmichael, B. (2005), “Understanding the wine tourism experience for winery visitors in the Niagara region, Ontario, Canada”, Tourism
Geographies, Vol. 7 No. 2, pp. 185-204.

Carvalho, M., Kastenholz, E. and Carneiro, M.J. (2021), “Pairing co-creation with food and wine experiences — a holistic perspective of
tourist experiences in Ddo, a Portuguese wine region”, Sustainability, Vol. 13 No. 23, p. 13416.

De Luca, M., Campo, R. and Lee, R. (2019), “Mozart or pop music? Effects of background music on wine consumers”, International
Journal of Wine Business Research, Vol. 31 No. 3, pp. 406-418.

Dodd, T.H. (1995), “Opportunities and pitfalls of tourism in a developing wine industry”, International Journal of Wine Marketing, Vol. 7
No. 1, pp. 5-16.

Donthu, N., Kumar, S., Mukherjee, D., Pandey, N. and Lim, W.M. (2021), “How to conduct a bibliometric analysis: an overview and
guidelines”, Journal of Business Research, Vol. 133, pp. 285-296.



	November 2023
	Wine Tourism in Eastern Europe: Exploring the Rich Terroirs and Cultural Heritage
	Abstract
	Introduction
	Historical Evolution of Wine Tourism in Eastern Europe
	Terroirs and Wine Diversity
	Cultural Heritage and Authentic Experiences
	Challenges and Opportunities
	Case Studies
	Moldova: The Land of Wine Cellars
	Bulgaria: Reviving Ancient Traditions
	Hungary: Tokaj's Golden Nectar

	Conclusion
	References


