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Abstract: This study explores the potential contribution to economic and cultural sustainability of
fostering wine tourism activity in a Mediterranean mature mass tourism destination like the Balearic
Islands. A causal model was designed linking winery visitors’ satisfaction with both the local wines
and the visit to the winery and future purchasing intentions as well as the interest in the destination
cultural offer, global satisfaction with the trip, and image of the destination. Field research was carried
out within the wineries where a questionnaire was administered personally to a sample of 200 winery
visitors. The managers of the wineries were contacted previously to ensure their cooperation in
the research. The statistical method used for the analysis of the exploratory causal model was the
Partial Least Squares (PLS) regression. Results indicate that there is a great growth potential for wine
tourism activity in the islands with important positive externalities on gastronomic tourism and the
overall image of the Islands. Results show that wine tourism might boost the sales and exports of
wine in the medium and long term. Finally, it can be concluded that there are important synergies
between rural tourism, mass tourism, and wine tourism in the islands which are still not sufficiently
optimized, and that greater support to wine tourism development could contribute not only to a
more sustainable rural development but also to a more sustainable tourist activity overall within a
more diversified economy:.
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1. Introduction

Attractive and preserved landscapes are a key resource for the attractiveness of tourism
destinations. In this sense, rural activities (agriculture, livestock) can play an essential
catalytic role by contributing to preserve and shape the countryside, allowing the visitor to
enjoy more beautiful sceneries. Therefore, the more sustainable the agricultural and live-
stock activities are, the more they can contribute to the sustainability of the tourist activity,
by making the tourist destination more attractive and, consequently, more competitive.

Sustainability becomes a priority objective especially in the case of small island ter-
ritories because of the fragile nature of their ecosystems being absolutely necessary to
reach a correct balance between economic development, sustainability, and environmental
protection. This meaning that the economic development of rural areas should prevent
unwanted social and environmental negative impacts. Moreover, if tourism activity takes
place in such small territories, it becomes essential to work to achieve sustainable protec-
tion of the different ecosystems (agriculture, food, forestry, and tourism) and the natural
and cultural heritage associated with the rural activities. In this regard, innovation and
entrepreneurship have become fundamental instruments in rural areas to face current
economic, environmental, and social challenges in a sustainable way.

Winemaking is a long historical activity that has traditionally contributed to the sus-
tainability of rural areas in different parts of Europe and worldwide. When referring to
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winemaking regions, it is usually distinguished between the Old World (the traditional Eu-
ropean wine regions like France, Italy, Spain, and Portugal) and the New World (California,
Australia, South Africa, and Chile). While wine tourism has emerged as a popular tourism
niche, the world’s oldest and most famous wine regions have been slow to capitalise on
it [1]. But during the last decades, the Old World is catching up to the New and in many
European traditional winemaking regions, wine tourism, as a complementary activity to
wine production, has contributed to increase economic and social sustainability and to
preserve heritage associated with wine production.

According to Getz and Brown [2], the concept of wine tourism can be examined from
three different perspectives: as a form of consumer behaviour, as a regional development
strategy, and as an opportunity for wineries to sell their products directly to the final consumer.
From the consumer’s perspective, it is defined as the visit to vineyards, wineries, festivals,
and shows, with the motivation of wine tasting and discovering the producing regions [3].

The multiple benefits of wine tourism have led many wine regions to develop this type
of tourism, generally in the form of wine routes [4]. Indeed, wine tourism has emerged as a
form of sustainable tourism with the capacity of improving the sustainable development of
rural areas [5,6] while conferring a competitive advantage to the wine-producing regions
by promoting their wines. The development of wine tourism has clearly had an impact on
the image of the producing regions and, in fact, in most of the rural regions that are home
to leading wineries, wine is a major hallmark of their regional identity [5] and the wineries
stand as a key tourism asset for these wine-producing regions [7].

Accordingly, wine tourism in traditional wine production regions has been widely
studied focusing mainstream research on the analysis from the supply and demand side.
The topic of sustainability related to wine production and wine tourism has also attracted
the interest of researchers in more recent times [8-11]. However, although some interesting
studies can be found [12-14], little research has been carried out in regions where wine
tourism is not the prevalent form of tourism activity in rural areas, and research about
wine tourism within the context of mass tourism destinations is nearly non-existent with
just two studies focusing on the Canary Islands [15,16].

We propose that, alongside the positive effects mentioned above, wine tourism can con-
tribute to increasing sustainability in traditional mature mass tourism destinations through
wine tourism. This study explores the potential positive impacts of fostering wine tourism
activity in a Mediterranean mature mass tourism destination like the Balearic Islands.
The relationship between mass tourism and the wine industry in the Balearic Islands has
not been explored in the published literature, although the link between tourism and rural
products has been widely identified as an opportunity for local development elsewhere.

Brown and Getz [17] suggested that consumers who visit a particular region tasting its
wines can become loyal or frequent consumers and promote the wines via word of mouth.
Besides, [18] suggested that future research should examine the effect of wine tourism on
post-holiday consumer behaviour, because of its value-creating abilities for the tourism
destination. However, little research attention has been paid to the influence of visits to
other countries on tourists” post-holiday purchasing behaviour.

On the other hand, destination image (or destination brand) strongly influences
consumer behavioural intentions playing a pivotal role in the success of tourist destina-
tions [19]. However, little is known about the relationship between tourists” image of a
destination and their beliefs about a destination’s local products [20] and, on the reverse
side, about the effects of a better knowledge of local products on the overall image of
the destination.

Trying to address some of these research gaps, this study, while illustrating some
developments from the supply and demand side derived from wine tourism that are already
taking place in the islands, is designed to shed light on the following research questions:

(a) What is the level of satisfaction of visitors to the wineries with the local wines;
(b) How wine tourist’s satisfaction with both the local wines and the visit to the winery
influence interest in and satisfaction with the local gastronomy;
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(c) Whatis the influence of the previous relationships on the satisfaction with the cultural
offer of the destination and the global satisfaction of the visit to the destination;

(d) The influence of the visit to the wineries on visitor’s future intentions to purchase
local wines either during the trip or when returning home;

(e) And, lastly, the impact of the previous relationships on the image of the tourist
destination.

The ultimate goal of this research is to explore the potential contribution of fostering
the development of wine tourism to the global sustainability of both, the rural areas and
the tourism destination as well and the positive synergies that could emerge.

2. Winemaking and Wine Tourism in a Mass Tourism Destination

The Balearic Islands is an archipelago in the Western Mediterranean, with an area
of 4992 km? and over 1,100,000 inhabitants [21]. The islands are a worldwide-known
tourism destination relying mainly on ‘sun and beach’ tourism and receiving more than
13 million tourists annually, mostly concentrated on the summer season from April to
October [22]. Tourism activity is absolutely prevailing and accounting for more than
65% of the island’s GDP. Tourism began in the Balearic Islands at the beginning of the
20th century but the tourism boom occurred in the 1960s and 1970s with extraordinary
annual increases in visitor arrivals, leaving the other economic sectors in a secondary
position, including the agricultural sector. One of the objectives of the tourism policy
of the Islands during the last decades has been to reduce the seasonality of the tourist
arrivals due to its rather unsustainable impact on the physical environment and its adverse
economic and social effects [23]. This implying diversifying the touristic offer and seeking
to attract alternative tourism segments with different seasonal behavior and different
profiles than the current predominant tourism, like cultural tourism. Gastronomic tourism
is a targeted key sub-segment within cultural tourism being wine tourism a very specific
part of gastronomic tourism.

Although wine production in the Balearic Islands dates back to the times of the Roman
Empire, most of the wineries are of very recent creation and wine tourism activities go back
no more than a decade being this development exclusively due to the entrepreneurship of
a new generation of winemakers and without any support from the Public Administration.
Figure 1 illustrates when the wineries participating in the study were founded.
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Figure 1. Evolution of the number of wineries included in the sample. Source: own elaboration.
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3. Research Background

In the past 30 years, the tourism markets have experienced important changes with
tourism demand experiencing a progressive process of greater diversification. Thus,
we find a market where travelers have increasingly different motivations and are seeking
different benefits in their holiday-trips. Travelers that take shorter and more frequent trips
which, besides visiting the traditional sun and beach destinations, also involve finding new
places and experiences. One of these trends is the interest shown in knowing everything
related to the food and wine of the region visited [24,25].

Wine tourism is often associated with cultural tourism, rural tourism, and gastronomic
tourism [3], as they are complementary offers. Coros, Pop & Popa [26] also categorize wine
tourism as a subtype of gastronomic tourism stating that wine, food, and cuisine represent
a tourist vector and a cultural component. The link wine tourists establish between wine
and local cuisine is also highlighted by [27] when analyzing motivations and perceptions
among wine tourists in the Sherry region of Spain.

Some previous research on wine tourism, from the demand perspective, has concen-
trated on the impacts of the winery visits on future behavioral intentions, focusing on two
main aspects: revisit intentions to the winery and future wine purchase intentions. Also,
the destinations’ image, their most prominent dimensions for consumer’s choice and the
link between the visitor’s involvement in wine and the image of the wine region visited
have been the object of research analysis by some academics [28-30].

3.1. Satisfaction, Revisit, and Future Purchase Intentions

Several studies have analyzed the influence of winery visits on the future behavioral
intentions of visitors, particularly, purchase intention. Satisfaction and positive emotions
derived from the visit have been constructs frequently analyzed. In this regard, [31]
concluded that tasting sessions for tourists at Spanish wineries were a direct way to
promote wines and encourage purchases. More precisely, these authors conclude that
the positive emotions generated by the product’s novelty (that is, the novelty of the wine
itself) highly explained purchase intention, whilst the emotions produced by the winery
visit barely affected it. Therefore, the wine itself has greater importance than the winery-
visit experience as an antecedent of wine- purchasing intentions. Bruwer, Coode, Saliba
& Herbst [32] slightly shifted the focus to brand attitudes and loyalty reaching similar
conclusions in that the quality of the wine was the most influential factor to increase the
likelihood of future purchase intentions. However, these authors placed more emphasis on
the winery visit experience stating that consumers having an enjoyable and memorable
experience are more likely to buy the wine again and/or promote the wine brand to others.

Finally, [33] concluded that the intrinsic components of wine tourism products that
satisfy today’s experienced travelers and, hence, are critical to developing wine regions,
should focus on the design of activities with a significant dose of local identity and wine and
gastronomic pairing. Therefore, they highlight the role of local culture in the satisfaction of
today’s experienced travelers who are seeking new and memorable experiences developed
within authentic contexts.

Leri &Theodoridis [34] also focused their research on the winery visit experience
analyzing its impact on the visitor’s emotions and the effect of satisfaction on visitor’s
intention to revisit and recommend a winery, concluding that the winery environment is an
important factor for visitor’s satisfaction which, in turn, is a significant predictor of visitor’s
intention to revisit the winery and give positive word-of-mouth. Back, Bufquin & Park [35]
also studied the factors influencing revisit intentions concluding that the reputation and
perceived quality of the winery and its wines significantly affect the number of visits and
revisit intentions.

3.2. Cultural Image and Visitor’s Involvement with Wines

Academics have also concentrated research efforts studying the image of wine tourism
destinations and their most important dimensions acting as pull factors for destination
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choice. In this regard, [28] and [29], in the context of Canadian and US wine regions
respectively, reached the conclusion that the destination’s natural beauty and geographical
setting of its landscape were the most important image dimension for destination choice.

Alternatively, other authors [30,36] have focused on the relationships among the
visitor’s wine product involvement and the wine region image as a tourism destination
and how this could affect future behavioral intentions, analyzing both actual and potential
visitors, In this regard, [36] reached the conclusion that some positive links do exist between
wine product involvement and the perceived destination’s cognitive and affective image
among potential visitor’s while [30] concluded that consumers who were highly involved
with wine appeared to be more influenced by affective destination image and self-congruity
than those who indicated low wine involvement. Both studies conclude that, indirectly,
wine tourism was favoring visits to some regions strengthening their image as cultural
tourism destinations.

However, no studies have been identified exploring the potential positive impact of
wine tourism activities on the cultural dimension of the image of a tourism destination
whose image is overwhelmingly dominated by aspects like ‘good climate, sun and beach
and fun’ as is the case of the Balearic Islands and where Destination Marketing Organi-
zations (DMOs) are trying to systematically complement this image by strengthening the
cultural dimensions associated to it, as a way to break seasonality and, therefore, increase
the sustainability of the tourism model.

Only [15] analyzed the potential of wine tourism in the context of a mass tourism
destination that shares many similarities with the Balearic Islands, i.e., the Canary Islands
whose tourism industry is also centered around competitively priced holidays focusing
on the sun and beach mass tourism experience. Although their study examined the
potential of wine tourism from the winery operators’ perspectives, it concludes that the
restructuring of the islands’ wine industry could offer opportunities for developing new
tourism alternatives based on gourmet products and traditional landscapes. The authors
also pointed out the main challenges to overcome in the development of a successful
sustainable local wine tourism industry which included the need for expansion of the
destination image to reflect the region’s wine-making history and scenic qualities, a shift
towards independent high-yield travelers, and reintroducing local produce in the mass
tourism product.

4. Methodology
4.1. Research Design

Based on the previous research background, an exploratory study has been proposed.
Specifically, an exploratory Structural Equations Model (SEM) was created (Figure 2).
The exploratory model proposes a set of direct causal relationships between various
elements of the tourist experience. The causal relationships were proposed on the basis of
the literature, the authors’ experience and comments from winery managers obtained in
pre-field interviews. Moreover, the elements of the model are important constructs in the
analysis of tourist behaviour. These constructs were measured with reflective item scales,
a common technique in consumer behaviour analysis. The objective is to determine which
causal relationships have some kind of support. The following set of causal relationships
were framed to measure the impact of winery visits on the visitor’s satisfaction and future
behavioral intentions (regarding wine purchasing and holiday behavior during the rest
of their stay in the destination) as well as the impact on the image, in the context of a
consolidated mass tourism destination, as is the case of the Balearic Islands.
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Figure 2. Exploratory Structural Equations Model. Source: own elaboration.

Causal Relationship 1: Visitor’s interest in wines has a direct effect on satisfaction with
local wines.

Causal Relationship 2: Visitor’s interest in wines has a direct effect on satisfaction with the
winery visit.

Causal Relationship 3: Satisfaction with local wines has a direct effect on satisfaction with
the winery visit.

Causal Relationship 4: Satisfaction with local wines has a direct effect on interest in local
gastronomy.

Causal Relationship 5: Satisfaction with local wines has a direct effect on the intention to
buy wine on the island.

Causal Relationship 6: Satisfaction with the winery visit has a direct effect on interest in
local gastronomy:.

Causal Relationship 7: Satisfaction with the winery visit has a direct effect on the intention
to buy wine on the island.

Causal Relationship 8: Satisfaction with the winery visit has a direct effect on the intention
to buy wine after the trip.

Causal Relationship 9: Interest in local gastronomy has a direct effect on satisfaction with
the local gastronomy.

Causal Relationship 10: Satisfaction with the local gastronomy has a direct effect on the
intention to buy wine on the island.

Causal Relationship 11: Satisfaction with the local gastronomy has a direct effect on
satisfaction with the destination’s cultural tourism offer.

Causal Relationship 12: Satisfaction with the destination’s cultural tourism offer has a
direct effect on the intention to buy wine on the island.

Causal Relationship 13: Satisfaction with the destination’s cultural tourism offer has a
direct effect on satisfaction with the trip to the island.

Causal Relationship 14: Satisfaction with the trip to the island has a direct effect on the
intention to buy wine after the trip.

Causal Relationship 15: The intention to buy wine on the island has a direct effect on the
intention to buy wine after the trip.

Causal Relationship 16: Satisfaction with the trip to the island has a direct effect on the
destination image of the island.
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Causal Relationship 17: Satisfaction with the winery visit has a direct effect on the destina-
tion image of the island.

4.2. Sampling and Data Collection

For the measurement and testing of the proposed causal relationships, a questionnaire
was used to analyse various constructs measured through items created from an initial
pre-test. In this pre-test there were item scales for each construct, elicited and adapted from
the literature, the authors’ experience and interviews with winery managers. A 5-point
Likert scale was used for the answers to the various items, following the recommendations
of [37], with 1 “Strongly disagree”, 2 “Disagree”, 3 “Neither agree nor disagree”, 4 “Agree”,
5 “Strongly agree”. A pilot test was carried out to identify possible weaknesses and lack
of understanding of the questionnaire. The questionnaire was completed with questions
regarding the reasons for the visit to the island (Table 1), the characteristics of the trip and
the visit to the winery (Table 2), and demographic profile (Table 3). The questionnaire was
administered personally to a sample of 200 winery visitors. All interviewees answered all
questions, with some questions being multiple choice. The managers of the wineries were
contacted previously to ensure their cooperation in the research.

Table 1. Reasons for the visit to the island.

Frequency Percent
Main reason:
Holidays. 152 76.0%
Visit to Family or Friends. 29 14.5%
Business or Work. 19 9.5%
Others. 6 3.0%
I am Resident. 3 1.5%
Attractive:
Weather. 131 65.5%
Leisure Possibilities. 61 30.5%
Gastronomy. 58 29.0%
Cultural Resources. 46 23.0%
Natural Resources. 43 21.5%
Visit Wineries. 38 19.0%
Others. 25 12.5%
The Family lives on the Island. 4 2.0%
I am Resident. 3 1.5%

Source: own elaboration.

Table 2. Characteristics of the trip.

Frequency Percent
Travel Group:
Only me. 10 5.0%
Me and my partner. 81 40.5%
The whole family. 50 25.0%
With Friends or Relatives. 58 29.0%
Others. 4 2.0%
Information Source for the Visit:
Internet. 64 32.0%
Family /Friends. 51 25.5%
Tour operator. 35 17.5%
Hotel. 29 14.5%
Others. 29 14.5%
Press/Magazine. 9 4.5%

Tourist Guide Book. 7 3.5%
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Table 2. Cont.

Frequency Percent
Way of Making the Winery Visit:
On their own. 123 61.5%
Organized visit. 48 24.0%
Wine Tourism Route Train. 4 2.0%
Others. 25 12.5%
Activities in the Winery:
Wine tasting. 172 86.0%
Visit to the winery. 131 65.5%
Wine Purchase. 95 47 5%
Lunch or Dinner at the winery. 28 14.0%
Attendance at Events. 6 3.0%
Others. 4 2.0%
No. of Wineries Visits:
One time. 133 66.5%
2 or 3 times. 48 24.0%
4 or more times. 19 9.5%

Source: own elaboration.
Table 3. Demographic profile.

Frequency Percent
Sex:
Man. 96 48.00%
Woman. 104 52.00%
Age:
Less than 30. 31 15.50%
Between 30 and 50. 104 52.00%
More than 50. 65 32.50%
Placeof Residence:
Balearic Islands. 24 12.00%
Rest of Spain. 14 7.00%
Germany. 91 45.50%
United Kingdom. 22 11.00%
Sweden. 13 6.50%
Italy. 6 3.00%
Denmark. 6 3.00%
Canada. 4 2.00%
Estonia. 4 2.00%
France. 3 1.50%
Switzerland. 3 1.50%
Norway. 2 1.00%
Ireland. 2 1.00%
Russia. 1 0.50%
United States of America. 1 0.50%
Austria. 1 0.50%
Others. 3 1.50%
Level of Studies:
Primary Studies. 19 9.50%
Secondary Studies. 57 28.50%
University Studies. 95 47.50%
Postgrads Studies. 29 14.50%
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Table 3. Cont.

Frequency Percent
Professional Situation:
Management Position. 34 17.00%
Intermediate Control. 16 8.00%
Employee. 48 24.00%
Official. 13 6.50%
Professional. 34 17.00%
Entrepreneur. 21 10.50%
Housework. 3 1.50%
Student. 5 2.50%
Retired. 15 7.50%
Unemployed. 3 1.50%
Others. 8 4.00%
Monthly Income:
Less than €1000. 20 10.00%
From €1000 to €3000. 87 43.50%
More than €3000. 93 46.50%

Source: own elaboration.

Winery visitors in the Balearics show, in general terms, the same profile of nationalities
as traditional tourism in the Islands although the percentage of Swiss and Scandinavians is
relatively higher. However, the socioeconomic profile of winery visitors is substantially
different: they are middle-aged, with high levels of education, and with medium-to-
high incomes. Regarding the characteristics of the visitors to the wineries, most are
couples traveling on their own and whose main source of information is the Internet.
They travel for vacations during the summer months looking for the attractiveness of
the climate, but they ‘go a step further-on” and are seeking additional and alternative
leisure experiences. Currently, wine tourism is a complementary activity but not the main
motivation for the trip.

The statistical method used for the analysis of the Exploratory Causal Model was the
Partial Least Squares (PLS) regression. In particular, the SmartPLS software [38] was used
for the analysis. The objective of PLS modelling is the prediction of the dependent variables,
both latent and manifest. This technique, compared to methods based on covariance (CBM),
has the advantage of simultaneously estimating all coefficients and individual variables in
the context of a specified model and, as a result, avoids the estimation of inconsistent and
partial parameters [39].

PLS is best suited for predictive applications [39] and theory developments (ex-
ploratory analysis, as in this case), while CBM is better for applications that seek con-
firmation of theory (confirmatory analysis). If the work to be carried out was a replication
of small models analysed in previous studies in a new sector or destination, methods based
on covariance would be the best option [40,41], but as a significant extension is made which
implies that we are facing a theoretical development, methods based on variance are better.
This leads us to conclude that the use of PLS-based methods is the right option for the
analysis proposed since we are dealing with a complex causal-predictive analysis [39-44].

Furthermore, PLS follows a complex model segmentation treatment and therefore
can work with small sample sizes. Since it consists of a process of estimating subsets in
single and multiple regressions, the required sample will be the one that serves as the
basis for the more complex multiple regression present in the causal model [45]. Using this
method of calculation, the minimum sample size required to test causal relationships with
perfectly independent variables and four predictors, with a power of 0.80 and an Alpha of
0.05 (probability of a false positive), is 84 cases to detect factorial loads or Betas equal to or
greater than 0.30, according to the approximation to the tables of [46] developed by [47].
Samples greater than 100 are recommended but in this case a sample of 200 was targeted to
detect factorial loads or causal effects of a size smaller than 0.30. Larger sample sizes allow
greater reliability and precision, increasing the consistency of the results.
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5. Results

First, some results derived from the analysis of the questions regarding the demo-
graphic profile of the visitors and the visit itself can be indicated. Although visits to the
wineries are seasonal they are distributed more homogeneously and throughout a longer
period than the traditional and dominant “sun and beach” tourism (Figure 3). However,
it should be noted that, according to our estimates based on the data collected from the
winemakers who collaborated in the study, the volume of visits to the wineries is equivalent
to 1% of the total number of tourist visitors to the archipelago. Therefore, the ability of
wine tourism to reduce the seasonality of tourism flows to the Islands is limited as long as
the wine tourism component of the island’s image is not more strongly projected.

Another interesting result is the correlation found between the country of residence of
winery visitors and the country of destination of Balearic wine exports. Only 23% of Balearic
wine production is exported, the rest being consumed within the islands. As it can be observed
in Figure 4, the main destination market for Balearic’s wine exports is Germany, where the
majority of visitors to the wineries are from. The United Kingdom, in a negative sense,
and Switzerland, in a positive sense, are the only significant exceptions to this correlation.

18%
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6%
4%
2% .
0%

January February March  April May  June July  August September October November December

wsT otal Balearic Islands Wine tourism

Figure 3. Seasonality of wine tourists vs. seasonality of the overall tourist demand in the Balearic
Islands. Source: [48] and own elaboration.
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Figure 4. Country of winery visitors and destination of Balearic wine exports. Source: own elaboration.
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5.1. Measurement Model Analysis

In this study, scales created expressly have been used and, therefore, they had not been
tested in previous studies. Although the previous tests allowed to obtain guarantees on the
designed scales, there was not total security on these scales before their final application.
After fieldwork, various checks of the measurement model were carried out: Reliability,
Convergent Validity, and Discriminant Validity.

The criterion usually adopted to contrast the individual reliability is that the items
have a loading or simple correlation greater than 0.707 [49]. Although most of the items
finally conserved in the measurement model fulfil this criterion to a large extent, some items
with values very close to this criterion have been conserved because it is a study with a
large exploratory component.

The construct reliability measures the indicators’ consistency that makes up each of the
constructs, that is, that the indicators or manifest variables are measuring the same concept
or latent variable. The two most used reliability indicators are Cronbach’s Alpha [50]
or individual reliability, and composite reliability [51,52]. Both statistics range from 0
(null homogeneity) to 1 (total homogeneity). The Cronbach’s Alpha assumes that each
indicator contributes in the same way and the composite reliability uses the item loadings
determined in the causal model. The most common is to consider as a reliability criterion
that the values of both indicators are higher than 0.7, although it is much better if it is higher
than 0.8 [53]. Individual reliability is low in three of the constructs used, but composite
reliability is good or very good in all cases (Table 4).

Convergent validity [51] implies that a list of indicators represents an only underlying
construct, and this can be checked through its unidimensionality [54]. Itis usually evaluated
using the Average Extracted Variance (AVE) and the minimum recommended values are
0.5 [52]. In this study, all the constructs used meet the AVE criteria (Table 4).

Discriminant validity [51] implies that each construct must be different from the rest of
the constructs. The two methods for its valuation are: loadings must be greater than cross-
loadings; AVE square root must be greater than the correlations with other constructs [55].
When analysing the table of cross-loadings (Table A1 in the Appendix A) and comparing
the correlations with the AVE square root (Table A2 in the Appendix A) it is observed that
the discriminant validity is fulfilled in the constructs used.

The analysis of the measurement model has forced the elimination of several items
due to reliability and validity problems. Specifically, the variables have been eliminated:
“I have learned about wine tasting” from “Interest in Wines”; “Balearic wines have a
good quality-price” from “Satisfaction with Local Wines “; “The Island’s wineries have
an adequate range of activities” of “Satisfaction with the Winery Visit”; “The Island has
a great abundance of historical monuments” of “Satisfaction with Cultural Offer”. As a
result, the items indicated in Table 5 have been preserved.

Table 4. Reliability and Convergent Validity.

AVE Composite Reliability R? Cronbach’s Alpha
Interest in Wines 0.526 0.765 0.000 0.592
Satisfaction with Local Wines 0.674 0.861 0.126 0.762
Satisfaction with the Winery Visit 0.569 0.841 0.239 0.751
Interest for Local Gastronomy 0.577 0.804 0.153 0.640
Satisfaction with Gastronomy 0.606 0.859 0.160 0.782
Satisfaction with Cultural Offer 0.656 0.851 0.138 0.743
Intention to Buy Wine on the Island 0.748 0.855 0.272 0.676
Intention to Buy Wine after the Trip 0.749 0.900 0.406 0.833
Satisfaction with the Trip to the island 0.603 0.884 0.214 0.835
Destination Image of the Island 0.519 0.843 0.408 0.774

Source: own elaboration.
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Table 5. Loadings of conserved items.

Items Code Arithmetic Average Standard Deviation = Loadings
Interest in Wines:
Consume wine regularly. DEMO01 3.870 1.197 0.580
You like to look up information about wines. DEMO02 3.775 1.027 0.717
Good wine is the perfect accompaniment to a good meal. DEMO07  4.585 0.783 0.853
Satisfaction with Local Wines:
Balearic wines are quite good. DEMO08  4.190 0.724 0.873
Balearic wines are a great option. DEM10 4.035 0.744 0.748
I'would like to have Balearic wines for my consumption. DEM11  4.000 0.995 0.836
Interest for Local Gastronomy:
In my travels, I like to know the local gastronomy. DEM12 4.535 0.767 0.790
Before traveling I find out about the most typical foods. DEM13  3.985 1.037 0.737
Gastronomy is an important part of the culture of a region. DEM14 4.535 0.639 0.752
Satisfaction with Gastronomy:
Local food is attractive to visitors. DEM15 4.475 0.599 0.686
The local gastronomy is of great quality. DEM16 4.130 0.777 0.887
The local gastronomy is very interesting. DEM17  4.205 0.750 0.823
I am satisfied with the local gastronomy that I have tried. DEM18 4.235 0.707 0.699
Satisfaction with the Winery Visit:
The winery staff is well trained. DEM19 4.395 0.692 0.740
The winery staff is respectful and polite. DEM20 4.645 0.574 0.710
The visit to the wineries meets my expectations. DEM22  4.080 0.770 0.817
The wineries are prepared to receive tourists. DEM23 4235 0.721 0.747
Intention to Buy Wine on the Island:
A bottle of wine is a good souvenir of the trip. DEM24  4.365 0.694 0.804
I like to buy wine before I go home. DEM25 3.845 1.245 0.922
Intention to Buy Wine after the Trip:
I would like to find wine from the Balearic Islands in stores near my house. = DEM26  4.020 1.015 0.877
I'would like to be able to buy wine from the Balearic Islands online. DEM27  3.885 1.150 0.874
I'hope to find a way to buy wine from the Balearic Islands when I return home.  DEM29  3.905 0.978 0.845
Satisfaction with Cultural Offer:
I'have been able to see very interesting historical monuments. DEM31 3.845 0.889 0.761
I have been able to know cultural traditions of interest. DEM32  3.705 0.963 0.851
I have liked getting to know elements of traditional society. DEM33  3.980 0.872 0.814
Satisfaction with the Trip to the Island:
The landscape of the island is attractive. DEM34  4.565 0.697 0.767
The island’s climate is pleasant. DEM35  4.535 0.748 0.765
There is so much to see and do on the island. DEM36  4.600 0.624 0.794
The treatment received during the stay is friendly and respectful. DEM37 4.515 0.632 0.724
I'have enjoyed my stay on the island. DEM38  4.660 0.570 0.830
Destination Image of the Island:
The island is a tourist destination that inspires trust. DEM39  4.490 0.700 0.756
Visiting the island gives a good image to my acquaintances. DEM40 4.220 0.813 0.667
I have received positive recommendations to visit the island. DEM41 4.315 0.739 0.721
I'have read favorable evaluations of the island and its tourist offer. DEM42  4.090 0.814 0.751
I'like being able to comment that I have been to the island. DEM43  4.490 0.632 0.702

Source: own elaboration.
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5.2. Structural Model Analysis

In the structural model analysis, the relationships that appear reflected in the causal
diagram are contrasted. In essence, the standardized beta regression coefficients, the Stu-
dent’s T values, and the R? are obtained. The regression coefficients allow us to analyse the
fulfilment of the proposed causal relationships and it is desirable that they are above 0.3.
The R? measures the amount of variance that is explained by the model proposed in the
causality diagram and it is advisable to focus on the study of those greater than 0.1 [56].

PLS does not assume the normal distribution of the data, which means that the
parametric significance tests are not reliable. Instead, PLS relies on a nonparametric
bootstrap procedure [57,58] to test the significance of the estimated regression coefficients.
Bootstrapping is a resampling process in which N samples (in this case 5000) are randomly
generated from the original sample by substitution with replacement. The parameter
estimates generated from the subsamples are used to obtain the standard errors, and the
T values are calculated to evaluate the significance of each estimate [59]. The results
of the analysis of the significance of the different causal relationships of the proposed
causal diagram, both through the use of Student’s T values and through non-parametric
techniques [54], are detailed in Table 6.

Table 6. Path Coefficients.

Causal Relationships

Path Coefficients Standard Error Student’s T

Interest in Wines — Satisfaction with Local Wines (CRy). 0.355 *** 0.090 3.939
Interest in Wines — Satisfaction with the Winery Visit (CRy). 0.098 s 0.111 0.882
Satisfaction with Local Wines — Satisfaction with the Winery Visit (CR3) 0.446 *** 0.096 4.631
Satisfaction with Local Wines — Interest for Local Gastronomy (CRy) 0.322 ** 0.100 3.216
Satisfaction with Local Wines — Intention to Buy Wine on the Island (CRs) 0.402 *** 0.116 3.464
Satisfaction with the Winery Visit — Interest for Local Gastronomy (CRg) 0.117 s 0.119 0.977
Satisfaction with the Winery Visit — Intention to Buy Wine on the Island (CRy) 0.053 0.108 0.488
Satisfaction with the Winery Visit — Intention to Buy Wine after the Trip (CRg) 0.232* 0.099 2.338
Interest in Local Gastronomy — Satisfaction with Gastronomy (CRy). 0.400 *** 0.115 3.495
Satisfaction with Gastronomy — Intention to Buy Wine on the Island (CRyg) 0.099 ¢ 0.104 0.947
Satisfaction with Gastronomy — Satisfaction with Cultural Offer (CRy;) 0.372 *** 0.092 4.063
Satisfaction with Cultural Offer — Intention to Buy Wine on the Island (CR;3) 0.119s 0.107 1.117
Satisfaction with Cultural Offer — Satisfaction with the Trip to the island (CR;3) 0.462 *** 0.092 5.019
Satisfaction with the Trip to the island — Intention to Buy Wine after the Trip (CRy4)  0.145 ¢ 0.081 1.784
Intention to Buy Wine on the Island — Intention to Buy Wine after the Trip (CRy5).  0.449 *** 0.090 4.970
Satisfaction with the Trip to the island — Destination Image of the Island (CRye) 0.594 *** 0.066 9.031
Satisfaction with the Trip to the island — Destination Image of the Island (CR;y) 0.126 ™ 0.085 1.480

Note: ¢ Significant at 0.1; * Significant at 0.05; ** Significant at 0.01; *** Significant at 0.001; ™ No Significant. Source: own elaboration.

As can be seen Table 6, there is a positive link between visitors’ interest in wines and
the satisfaction with local wines (CR;). In turn, satisfaction with local wines has a strong
positive influence on the satisfaction with the winery visit (CR3) and future purchasing
intentions of local wines either during the stay on the island (CRs) or after returning
home (CR15)

Satisfaction with local wines has a direct effect on interest in local gastronomy (CRy4)
which is positively linked with satisfaction with the local gastronomy (CRy). In turn,
satisfaction with local gastronomy has a direct effect on satisfaction with the destination’s
cultural tourism offer (CRy1) which strongly positively influences overall satisfaction with
the trip to the island (CRy3). Finally, satisfaction with the trip to the island has a positive
effect on the destination image of the island (CRy;), a logical and expected effect.



Sustainability 2021, 13, 2481

14 of 21

Results also confirm CRg (satisfaction with the winery visit has a direct effect on the
intention to buy wine after the trip) and CRy4 (satisfaction with the trip to the island has a
direct effect on the intention to buy wine after the trip), although these relationships are
the less intense within the exploratory model. These results indicating that the quality of
wines plays a more salient role in shaping future purchasing intentions than the winery
visit experience. The low intensity of CRy4 indicates that these are constructs with little
connection to each other, that is, satisfaction with the trip to the island may exercise a
positive influence on revisit intentions but not on future purchasing intentions, something
that is basically influenced by the visitor’s perception of the quality of wines.

Six causal relationships are not significant, so we cannot affirm that such relationships
exist. Therefore, we cannot affirm that: the interest in wine has a direct effect on the
satisfaction with the winery visit (RCy); satisfaction with the winery visit has a direct effect
on the interest for local gastronomy (RCg), on the intention to buy wine on the island
(RCy), nor on the destination image of the island (RC;y7); satisfaction with gastronomy has a
direct effect on the intention to buy wine on the island (RC); Satisfaction with the cultural
tourism offer has a direct effect on the intention to buy wine on the island (RCjy).

The results of the analysis of the exploratory model and the 17 causal relationships
proposed can be summarised in four main ideas:

1. There is a strong relationship between satisfaction with local wines and interest for
local gastronomy (CRy).

2. Tourists with more interest in wines and gastronomy are more satisfied with local
wines and gastronomy (CRj, CRg). When there is no interest, satisfaction will be low
regardless of the quality and originality of the good, service or experience.

3.  Satisfaction with local wines increases the intention to buy local wine, both during
and after the trip (CR5, CR5). If the tourist tastes the local wine and likes it, he/she is
very likely to buy a bottle as a souvenir of the trip and will try to buy wine from the
region once he/she has returned home.

4.  Interest and satisfaction with local gastronomy (including wine) is a key element for
visitors’ satisfaction with the destination’s cultural offer (CRy, CRy1) and indirectly
increases overall satisfaction with the trip and enhances the destination image (CR;s3,
CRi¢). Sedmak and Milhalic [60] found that local gastronomy and the natural envi-
ronment are central to the perceived authenticity of the tourism experience and thus
to overall trip satisfaction. In essence, gastronomy is a fundamental pillar for tourists
interested in learning about the local culture.

6. Discussion

The results obtained in this study are, thus, in line with those obtained in the few
previous studies identified that have studied similar relationships but with some differential
nuances. The results confirm that:

(a) Future purchasing intentions (either while on holidays or after returning home) are
predominantly influenced by the quality of the wines tasted during the winery visit
and, to a lesser extent, by the winery experience itself. Therefore, the results are more
or less aligned with the findings obtained by [31] in the context of a well-known
Spanish region and wineries who concluded that the positive emotions generated
by the novelty of the wine itself significantly explained purchase intention, whilst
the emotions produced by the winery visit barely affected it. Although to a lesser
extent, they are also in line with the results obtained by [32] who reached a similar
conclusion but placed more emphasis on the winery visit experience stating that
consumers having an enjoyable and memorable experience are more likely to buy
the wine again and/or promote the wine brand to others. Our results show that is
the satisfaction with the wines tested is the most prominent factor explaining future
purchasing intentions of wine while also having a strong positive effect on satisfaction
with the visit to the winery, but the latter has a lesser, albeit positive, effect on the
future intention to buy wine. Therefore, our results would reveal an intermediate
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position in comparison with the results obtained by these authors. Another aspect
that should be noted concerning this issue, and considering the results obtained by the
two studies previously mentioned, is that consumer or visitor’s behaviour seems to
be very similar, no matter if the winery visit takes place in a region widely known for
its wines or in a mass tourism destination that consumers do not associate with wine.

(b) The visit to the wineries has a significant and positive effect on strengthening the
cultural dimension in the image of a consolidated tourist destination in whose image
the components associated with ‘sun and beach holidays’ predominate. Therefore,
our results are, to a certain extent, aligned with those obtained by [30] and [36]
who concluded that, indirectly, wine tourism was favouring visits to some regions
strengthening their image as cultural tourism destinations. Our study also indicates
that the satisfaction with local wines reinforces the winery visitors” interest in and
satisfaction with the local gastronomic offer which, in turn, has a positive effect on
their satisfaction with the cultural offer of the destination visited. Crespi-Vallbona &
Mascarilla-Mir6 [33] were also highlighting the wine and gastronomic pairing and
stressing the role of local culture in the satisfaction of today’s experienced travellers.

(c) Finally, and derived from the links discussed above, wine tourism has a very positive
influence on the overall satisfaction with the trip which, in turn, has a strong and
positive impact on the image of the tourism destination reinforcing their cultural
dimension. The aforementioned effects signal to an important potential contribution
of wine tourism to the economic and cultural sustainability of the islands.

In terms of theoretical implications, it can be stated that the results of this research
(carried out in the very specific context of a mass tourism destination widely perceived
by the main European outbound tourism markets as a summer destination with an offer
mostly focused on the enjoyment of the good climate, the sun, the sea, the coastline, and the
beach) do not differ much from the results obtained in areas specifically devoted to wine
tourism. Therefore, the results while reinforcing the findings obtained in previous studies
which, directly or indirectly, have analysed similar topics as this research, indicate that these
patterns of behaviour among winery visitors could be generalized to any geographical
and/or tourist context.

Gnoth [61] presented a theoretical and practical model illustrating how the develop-
ment of a country as a tourism destination brand created leverage for its products and
services in export markets. In our study, we took the opposite approach by showing that
encouraging the testing of a particular product during the holiday stay, in this case, wine,
has a positive effect on the tourism destination brand, improving its image while favouring
exports. This strengthening of the cultural dimension of the destination’s image would
have a favourable effect on the objective of reducing the high seasonality of demand flows,
an objective which, as mentioned above, is among the most pursued by the Balearic Islands’
tourism policy.

7. Conclusions and Practical Implications

The results of this study point to high levels of satisfaction with local wines among
those tourists visiting wineries while spending their holidays in the Balearic Islands and
clearly interested in wines in their daily lives. The results also indicate a high level of
satisfaction with the wineries visit experience. Therefore, there is an interesting potential
for further development and growth of wine tourism in the islands. Scherrer et al. [15]
reached a similar conclusion in the context of another summer mass tourism destination,
the Canary Islands.

Wine tourism in the Balearic Islands can make an important contribution to rural de-
velopment, benefiting areas outside of the coastal tourist zones with a more socially and
environmentally sustainable footprint in comparison to mass tourism. Therefore, if wine
tourism was more strongly promoted, this could contribute to more sustainable and balanced
development in the islands, both in strictly economic, social, and environmental terms.
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The contribution to increased sustainability would stem from the positive impact on
the overall image of the islands reinforcing their cultural dimension, as proved by the
results of this study. This fact could foster the demand for cultural tourism in the islands
with positive effects on lowering seasonality as cultural tourism shows a less seasonal
demand pattern than summer-sea holidays. Furthermore, the incipient demand for wine
tourism in the Balearic Islands is already showing a less seasonal pattern than overall
tourism demand in the islands.

Within the same context of the Balearic Islands, Serra et al. [62] were pointing out
that rural tourism was contributing to improving the overall image of the islands as
images of the preserved rural-landscapes and the heritage associated with rural activities
were intensively used by the institutional promotion carried out by DMOs (Destination
Marketing Organizations), thus, concluding that clear synergies could be identified between
both types of tourism in the islands, i.e., rural tourism and mass tourism, considering that
rural tourism development has contributed to preserving this countryside scenarios and
rural heritage. This synergetic effect could be reinforced by stimulating wine tourism in
the islands.

Additionally, our results indicate that fostering wine tourism would have a positive
impact in attracting tourism segments more interested in culture and gastronomy. The pair-
ing between wine tourism and local gastronomy has the potential to increase demand
for specific gastronomic tourism offers which could promote the demand for local food,
produced in the islands (this is increasingly demanded by more sophisticated and more
environmentally aware consumers). Not to mention the direct positive impact in fostering
the demand for export wine shown by this research that could be derived by encouraging
wine tourism.

Altogether, it could contribute to the revitalization of agricultural activities, which have
been one of the sectors most negatively affected by the intense tourist development experi-
enced by the islands over the last 50 years. This adverse ‘collateral effect’ being due to the
fact that large hotel establishments have prioritized price when providing food supplies,
placing considerations relating to the sustainability of the rural economy in second place,
even though the preservation of the rural countryside was important for the attractiveness
of the tourism destination. These weak relationships and symbiosis between the local
farming and hospitality sectors were also highlighted by [16] in the context of the Canary
Islands when indicating that the local hospitality industry was favouring cheaper products
from outside the archipelago over those grown/produced locally. An additional aspect
showing parallelism between some developments in both archipelagos. Thus, successful
developmental synergies of tertiary and primary sectors are still in question in places
that have experienced rapid and massive tourism development based on summer coastal
tourism. Wine tourism development could boost synergies between these two sectors
partially compensating for the damage the development of tourism caused to the primary
sector in the Balearics.

Overall, it can be stated that there is a great growth potential for the wine tourism
activity in the islands with important positive externalities on gastronomic tourism and the
overall image of the Islands. However, wine tourism proves to be important not just because
it increases the wineries’ short-term income, due to the tourists” expense during the visit to
the wineries but also because it boosts the sales and exports of wine in the medium and long
term. The nascent wine tourism activity in the islands has been, up to now, the result of the
entrepreneurship of new generations of wine producers without any kind of institutional
support. Insufficient economic incentives were also pointed out by Gazquez-Abad et al. [11]
as having a significant influence on sustainability strategies by Spain wineries Therefore,
to benefit from the opportunities arising from the development of wine tourism in the
islands, actions should be implemented by the Public Administrations to liberalize, simplify
and facilitate the production of wine and promote wine tourism. The cooperation between
private businesses and the public government would also facilitate innovation and the
development of creative and successful wine tourism offerings.
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Finally, it can be concluded that there are important synergies between rural tourism,
mass tourism, and wine tourism in the islands which are still not sufficiently optimized
and that greater promotion of wine tourism could boost them and contribute not only to a
more sustainable rural development but also to a more sustainable tourist activity overall
within a more diversified economy.

Research limitations. As results have been obtained in a specific mass tourist destination,
it is suggested to replicate the study in other destinations with similar characteristics to
gather additional information allowing to generalize the findings. Although the proposed
exploratory model incorporates multiple constructs and causal relationships, there might
be variables and causal links not considered having a significant effect on the behavior of
wine tourists.
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Appendix A
Table A1. Cross-loadings of the items finally used.
Interest in Satisfaction Interest Satisfaction Satisfaction Intention to Intention to Satisfaction Satisfaction Destination
Wines with Local for Local with with the Buy Wine on Buy Wine after ~ with Cultural with the Trip to  Image of the
Wines Gastronomy Gastronomy Winery Visit the Island the Trip Offer the Island Island
DEMO1 0.580 0.087 0.096 —0.004 0.077 0.216 0.045 —0.075 0.041 —0.063
DEMO02 0.717 0.272 0.197 —0.012 0.149 0.253 0.298 —0.045 —0.005 0.005
DEMO07 0.853 0.323 0.227 0.167 0.264 0.325 0.219 0.158 0.136 0.039
DEMO08 0.338 0.873 0.289 0.241 0.395 0.384 0.394 0.193 0.282 0.253
DEM10 0.270 0.748 0.129 0.306 0.349 0.280 0.234 0.067 0.131 0.254
DEM11 0.269 0.836 0.449 0.323 0.430 0.492 0.584 0.204 0.237 0.179
DEM12 0.242 0.345 0.790 0.328 0.250 0.279 0.315 0.184 0.323 0.185
DEM13 0.145 0.299 0.737 0.305 0.227 0.268 0.481 0.215 0.173 0.097
DEM14 0.199 0.186 0.752 0.269 0.115 0.113 0.309 0.306 0.272 0.091
DEM15 0.091 0.252 0.440 0.686 0.281 0.094 0.159 0.158 0.216 0.055
DEM16 0.127 0.390 0.373 0.887 0.339 0.366 0.322 0.393 0.282 0.258
DEM17 0.053 0.151 0.198 0.823 0.351 0.269 0.200 0.340 0.318 0.351
DEM18 0.015 0.269 0.218 0.699 0.350 0.153 0.124 0.213 0.238 0.197
DEM19 0.180 0.315 0.264 0.279 0.740 0.094 0.253 0.159 0.101 0.151
DEM20 0.165 0.282 0.248 0.293 0.710 0.194 0.268 0.168 0.220 0.145
DEM22 0.295 0.451 0.141 0.292 0.817 0.277 0.392 0.246 0.190 0.239
DEM23 0.120 0.372 0.200 0.388 0.747 0.359 0.316 0.304 0.272 0.290
DEM24 0.279 0.322 0.203 0.269 0.245 0.804 0.358 0.203 0.362 0.267
DEM?25 0.354 0.492 0.309 0.268 0.307 0.922 0.596 0.232 0.260 0.207
DEM26 0.238 0.505 0.475 0.264 0.384 0.468 0.877 0.278 0.333 0.303
DEM27 0.273 0.491 0.385 0.218 0.366 0.549 0.874 0.230 0.382 0.230
DEM29 0.245 0.339 0.413 0.239 0.326 0.465 0.845 0.291 0.203 0.200
DEM31 0.080 0.113 0.267 0.200 0.131 0.148 0.238 0.761 0.352 0.320
DEM32 0.054 0.150 0.204 0.299 0.228 0.233 0.241 0.851 0.291 0.403
DEM33 0.037 0.205 0.251 0.373 0.332 0.221 0.258 0.814 0.454 0.303
DEM34 -0.017 0.172 0.379 0.198 0.188 0.229 0.348 0.437 0.767 0.442

DEM35 0.094 0.218 0.262 0.204 0.119 0.311 0.307 0.263 0.765 0.430
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Table A1l. Cont.

Interest in Satisfaction Interest Satisfaction Satisfaction Intention to Intention to Satisfaction Satisfaction Destination
Wines with Local for Local with with the Buy Wine on Buy Wine after ~ with Cultural with the Trip to  Image of the
Wines Gastronomy Gastronomy Winery Visit the Island the Trip Offer the Island Island
DEM36 0.044 0.221 0.213 0.292 0.154 0.324 0.271 0.253 0.794 0.541
DEM37 0.023 0.235 0.239 0.391 0.294 0.247 0.221 0.484 0.724 0.407
DEM38 0.211 0.219 0.216 0.234 0.262 0.233 0.253 0.345 0.830 0.602
DEM39 0.104 0.193 0.199 0.257 0.131 0.259 0.266 0.307 0.632 0.756
DEM40 —0.149 0.000 0.018 0.088 0.039 -0.034 0.019 0.246 0.255 0.667
DEM41 —0.027 0.302 0.077 0.205 0.271 0.215 0.235 0.272 0.454 0.721
DEM42 0.082 0.295 0.218 0.164 0.254 0.209 0.252 0.362 0.369 0.751
DEM43 —0.049 0.108 0.042 0.239 0.292 0.181 0.150 0.311 0.401 0.702
Source: own elaboration.
Table A2. Correlations and AVE square root.
Interest in Intention to Intention to Desti-nation Interest for Satisfac-tion Satisfaction Satisfaction Satisfaction Satisfac-tion
Wines Buy Wineon  Buy Wine Image of the Local with with Cultural  with the Trip with Local with the
the Island after the Trip  Island Gastro-nomy  Gastrono-my  Offer to the Island Wines Winery Visit
Interest in Wines 1.000
Intention to Buy Wine on the Island 0.370 1.000
Intention to Buy Wine after the Trip 0.292 0.573 1.000
Destination Image of the Island 0.016 0.263 0.283 1.000
Interest for Local Gastronomy 0.258 0.305 0.488 0.170 1.000
Satisfaction with Gastronomy 0.101 0.306 0.277 0.283 0.400 1.000
Satisfaction with Cultural Offer 0.067 0.252 0.305 0.417 0.297 0.372 1.000
Satisfaction with the Trip to the Island ~ 0.093 0.343 0.360 0.627 0.338 0.338 0.462 1.000
Satisfaction with Local Wines 0.355 0.486 0.520 0.271 0.378 0.351 0.200 0.273 1.000
Satisfaction with the Winery Visit 0.256 0.323 0.416 0.284 0.271 0.418 0.300 0.266 0.481 1.000
VAVE 0.725 0.865 0.865 0.720 0.760 0.778 0.810 0.777 0.821 0.754

Source: own elaboration.



Sustainability 2021, 13, 2481 20 of 21

References

1.  Hall, C.M.; Mitchell, R. Wine tourism in the Mediterranean: A tool for restructuring and development. Thunderbird Int. Bus. Rev.
2000, 42, 445-465. [CrossRef]

2. Getz, D.; Brown, G. Critical success factors for wine tourism regions: A demand analysis. Tour. Manag. 2006, 27, 146-158.
[CrossRef]

3. Hall, C.M,; Johnson, G.; Cambourne, B.; Macionis, N.; Mitchell, R.; Sharples, L. Wine tourism: An introduction. In Wine
Tourism Around the World: Development, Management and Markets; Hall, E.C.M., Sharples, L., Macionis, B.C.N., Eds.; Butterworth-
Heinemann: Oxford, UK, 2000; pp. 1-23.

4. Cambourne, B.; Macionis, N.; Hall, C.M.; Sharples, L. The future of wine tourism. In Wine Tourism Around the World: Development,
Management and Markets; Hall, E.C.M., Sharples, L., Macionis, B.C.N., Eds.; Butterworth-Heinemann: Oxford, UK, 2000; pp. 297-320.

5. Andrade-Suarez, M.; Caamafio-Franco, I. The Relationship between industrial heritage, wine tourism, and sustainability: A case
of local community perspective. Sustainability 2020, 12, 7453.

6.  Figueroa, E.; Rotarou, E.S. Challenges and opportunities for the sustainable development of the wine tourism sector in Chile.
J. Wine Res. 2018, 29, 243-264. [CrossRef]

7. O'Neill, M,; Charters, S. Service quality at the cellar door: Implications for Western Australia’s developing wine tourism industry.
Manag. Serv. Qual. Int. J. 2000, 10, 112-122.

8.  Karagiannis, D.; Metaxas, T. Sustainable Wine Tourism Development: Case Studies from the Greek Region of Peloponnese.
Sustainability 2020, 12, 5223. [CrossRef]

9.  Chioda, G. Tubi & Salvatore Organization within Local Tourist Supply: Case Studies of Two Italian Regions. Sustainability 2020,
12,9388.

10. Montella, M. Wine Tourism and Sustainability: A Review. Sustainabilty 2017, 9, 113. [CrossRef]

11. Gazquez-Abad, ].C.; Huertas-Garcia, R.; Vazquez-Gomez, M.D.; Casas Romeo, A. Drivers of Sustainability Strategies in Spain’s
Wine Tourism Industry. Cornell Hosp. Q. 2015, 56, 106-117.

12.  Chironi, S.; Bacarella, S.; Altamore, L.; Columba, P,; Ingrassia, M. Study of product repositioning for the marsala vergine DOC
wine. Int. . Entrep. Small Bus. 2017, 32, 118-138. [CrossRef]

13. Ingrassia, M.; Altamore, L.; Columba, P; Bacarella, S.; Chironi, S. The communicative power of an extreme territory—the Italian
island of Pantelleria and its passito wine: A multidimensional-framework study. Int. ]. Wine Bus. Res. 2018, 30, 292-308.
[CrossRef]

14. Chironi, S.; Altamore, L.; Columba, P; Bacarella, S.; Ingrassia, M. Study of wine producers’ marketing communication in extreme
territories—Application of the AGIL scheme to wineries” website features. Agronomy 2020, 10, 721. [CrossRef]

15.  Scherrer, P.; Alonso, A.; Sheridan, L. Expanding the destination image: Wine tourism in the Canary Islands. Int. J. Tour. Res. 2009,
11, 451-463. [CrossRef]

16. Duarte, A,; Liu, Y. The potential for marrying local gastronomy and wine: The case of the ‘fortunate islands’. Int. ]. Hosp. Manag.
2011, 30, 974-981.

17.  Brown, G.; Getz, D. Linking wine preferences to the choice of wine tourism destinations. J. Travel Res. 2005, 43, 266—276. [CrossRef]

18.  Yuan, J.; Morrison, A.M.; Cai, L.A ; Linton, S. A model of wine tourist behaviour: A festival approach. Int. ]. Tour. Res. 2008, 10,
207-219. [CrossRef]

19. Beerli, A.; Martin, ].D. Tourists’ characteristics and the perceived image of tourist destinations: A quantitative analysis—A case
study of Lanzarote, Spain. Tour. Manag. 2004, 25, 623—636. [CrossRef]

20. Alamanos, E.; Kuznesof, S.; Ritson, C. The influence of holidays on wine purchasing behaviour: Marketing and tourism insights
based on a holiday experience in Greece. Int. |. Tour. Res. 2016, 18, 228-235. [CrossRef]

21. INE. Estadisticas; Instituto Nacional de Estadistica: Madrid, Spain, 2019.

22. Agencia de Turisme de les Illes Balears. El turisme a les Illes Balears. Anuari 2018; Agencia de Turisme de les Illes Balears: Palma de
Mallorca, Spain, 2019.

23. Ramon, J. La estacionalidad turistica e sus potenciales impactos. Revista Rosa dos Ventos 2014, 6, 446-468.

24. Duran, A.; Del Rio, M.C.; Alvarez, J. Bibliometric analysis of publications on wine tourism in the databases Scopus and WoS.
Eur. Res. Manag. Bus. Econ. 2017, 23, 8-15.

25. Peris-Ortiz, M.; Del Rio, M.C.; Rueda-Armengot, C. (Eds.) Wine and Tourism: A Strategic Segment for Sustainable Economic
Development; Springer International Publishing: Cham, Switzerland, 2016.

26. Coros, M.M.; Pop, A.M.; Popa, A L. Vineyards and Wineries in Alba County, Romania towards Sustainable Business Development.
Sustainability 2019, 11, 4036. [CrossRef]

27. Loépez-Guzman, T.; Vieira-Rodriguez, A.; Rodriguez-Garcia, ]. Profile and motivations of European tourists on the Sherry wine
route of Spain. Tour. Manag. Perspect. 2014, 11, 63-68. [CrossRef]

28. Bruwer, J.; Joy, A. Tourism Destination Image (TDI) perception of a Canadian regional winescape: A free-text macro approach.
Tour. Recreat. Res. 2017, 42, 367-379. [CrossRef]

29. Bruwer, J.; Pratt, M.A,; Saliba, A.; Hirche, M. Regional destination image perception of tourists within a winescape context.

Curr. Issues Tour. 2017, 20, 157-177. [CrossRef]


http://doi.org/10.1002/1520-6874(200007/08)42:4&lt;445::AID-TIE6&gt;3.0.CO;2-H
http://doi.org/10.1016/j.tourman.2004.08.002
http://doi.org/10.1080/09571264.2018.1532880
http://doi.org/10.3390/su12125223
http://doi.org/10.3390/su9010113
http://doi.org/10.1504/IJESB.2017.085982
http://doi.org/10.1108/IJWBR-06-2017-0039
http://doi.org/10.3390/agronomy10050721
http://doi.org/10.1002/jtr.713
http://doi.org/10.1177/0047287504272027
http://doi.org/10.1002/jtr.651
http://doi.org/10.1016/j.tourman.2003.06.004
http://doi.org/10.1002/jtr.1999
http://doi.org/10.3390/su11154036
http://doi.org/10.1016/j.tmp.2014.04.003
http://doi.org/10.1080/02508281.2017.1318482
http://doi.org/10.1080/13683500.2014.904846

Sustainability 2021, 13, 2481 21 of 21

30.

31.

32.

33.

34.

35.

36.

37.

38.

39.

40.

41.

42.

43.

44.

45.

46.
47.

48.
49.

50.
51.

52.
53.
54.

55.

56.
57.
58.
59.

60.
61.
62.

Pratt, M.A.; Sparks, B. Predicting Wine Tourism Intention: Destination Image and Self-congruity. J. Travel Tour. Mark. 2014, 31,
443-460. [CrossRef]

Pelegrin-Borondo, J.; Olarte-Pascual, C.; Oruezabala, G. Wine tourism and purchase intention: A measure of emotions according
to the PANAS scale. J. Wine Res. 2020, 31, 101-123. [CrossRef]

Bruwer, J.; Coode, M.; Saliba, A.; Herbst, F. Wine tourism experience effects of the tasting room on consumer brand loyalty.
Tour. Anal. 2013, 18, 399-414. [CrossRef]

Crespi-Vallbona, M.; Mascarilla-Mir6, O. Wine lovers: Their interests in tourist experiences. Int. J. Cult. Tour. Hosp. Res. 2020, 14,
239-258. [CrossRef]

Leri, I; Theodoridis, P. The effects of the winery visitor experience on emotions, satisfaction and on post-visit behaviour intentions.
Tour. Rev. 2019, 74, 480-502. [CrossRef]

Back, R M.; Bufquin, D.; Park, ].-Y. Why do they come back? The effects of winery tourists’ motivations and satisfaction on the
number of visits and revisit intentions. Int. J. Hosp. Tour. Adm. 2021, 22, 1-25. [CrossRef]

Wu, G.; Liang, L. Examining the effect of potential tourists” wine product involvement on wine tourism destination image and
travel intention. Curr. Issues Tour. 2020. [CrossRef]

Maddox, R.N. Measuring satisfaction with tourism. J. Travel Res. 1985, 23, 2-5. [CrossRef]

Ringle, C.M.; Wende, S.; Will, A. SmartPLS 2; SmartPLS: Hamburg, Germany, 2005.

Loureiro, S.M.C.; Kastenholz, E. Corporate reputation, satisfaction, delight, and loyalty towards rural lodging units in Portugal.
Int. ]. Hosp. Manag. 2011, 30, 575-583. [CrossRef]

Chin, W.W.; Newsted, P.R. Structural Equation Modeling Analysis with small samples using Partial Least Squares. In Statistical
Strategies for Small Sample Research; Hoyle, R H., Ed.; SAGE Publications: London, UK, 1999.

Wold, H. Systems analysis by Partial Least Squares. In Measuring the Unmeasurable; Nijkamp, P., Ed.; Martinus Nijhoff Publishers:
Dordrecht, The Netherlands, 1985; pp. 221-251.

Chin, W.W. How to write up and report PLS analyses. In Handbook of Partial Least Squares; Esposito, V., Ed.; Springer Handbooks:
Berlin, Germany, 2010; pp. 655-690.

Hair, ].E; Sarstedt, M.; Ringle, C.M.; Mena, J.A. An assessment of the use of Partial Least Squares structural equation modeling in
marketing research. J. Acad. Mark. Sci. 2012, 40, 414-433. [CrossRef]

Joreskog, K.G.; Wold, H. Systems Under Indirect Observation: Causality, Structure, Prediction; North-Holland: Amsterdam,
The Netherlands, 1982.

Barclay, D.; Higgins, C.; Thompson, R. The Partial Least Squares (PLS) approach to causal modeling: Personal computer adoption
and use as an illustration. Technol. Stud. Spec. Issue Res. Methodol. 1995, 2, 285-309.

Cohen, J. Statistical Power Analysis for the Behavioral Sciences, 2nd ed.; Eribaum: Hillsdale, NJ, USA, 1988.

Green, S.B. How many subjects does it take to do a regression analysis? Multivar. Behav. Res. 1991, 26, 499-510. [CrossRef]
[PubMed]

Ibestat. Estadisticas; Institut d’Estadistica de les Illes Balears: Palma, Spain, 2019.

Carmines, E.G.; Zeller, R.A. Reliability and Validity Assessment; N. 07-017, Sage University Paper Series on Quantitative Applications
in the Social Sciences; Sage: Beverly Hills, CA, USA, 1979.

Cronbach, L.J. Essentials of Psychological Testing, 3rd ed.; Harper & Row: New York, NY, USA, 1970.

Anderson, ].C.; Gerbing, D.W. Structural equation modeling in practice: A review and recommended two-step approach.
Psychol. Bull. 1988, 103, 411-423. [CrossRef]

Bagozzi, R.P; Yi, Y. On the evaluation of structural equation models. J. Acad. Mark. Sci. 1988, 16, 74-94. [CrossRef]

Nunnally, J.C. Teoria Psicométrica; Trillas: Mexico City, Mexico, 1987.

Henseler, J.; Ringle, C.M.; Sikovics, R.R. The use of Partial Least Squares Path Modeling in International Marketing. Adv. Int. Mark.
2009, 20, 277-319.

Chin, W.W. The Partial Least Squares approach to structural equation modeling. In Modern Methods for Business Research;
Marcoulides, G.A., Ed.; Lawrence Erlbaum Associates Publisher: Mahwah, NJ, USA, 1998; pp. 295-336.

Falk, R.F; Miller, N.B. A Primer for Soft Modeling; The University of Akron: Akron, OH, USA, 1992.

Davison, A.C.; Hinkley, D.V. Bootstrap Methods and Their Application; Cambridge University Press: Cambridge, UK, 1997.

Efron, B.; Tibshirani, R.]. An Introduction to the Bootstrap; Chapman Hall: New York, NY, USA, 1993.

Hair, J.E; Hult, G.T.M.; Ringle, C.M.; Sarstedt, M. A Primer on Partial Least Squares Structural Equation Modeling (PLS-SEM); Sage:
Thousand Oaks, CA, USA, 2014.

Sedmak, G.; Mihalic, T. Authenticity in mature seaside resorts. Ann. Tour. Res. 2008, 35, 1007-1031. [CrossRef]

Gnoth, J. Leveraging export brands through a tourism destination brand. Brand Manag. 2002, 9, 262-280. [CrossRef]
Serra-Cantallops, A.; Ramén-Cardona, J.; Estades, R. Characteristics and peculiarities of rural tourism in the Balearic Islands.
Tour. Plann. Dev. 2015, 12, 125-144. [CrossRef]


http://doi.org/10.1080/10548408.2014.883953
http://doi.org/10.1080/09571264.2020.1780573
http://doi.org/10.3727/108354213X13736372325957
http://doi.org/10.1108/IJCTHR-05-2019-0095
http://doi.org/10.1108/TR-07-2018-0092
http://doi.org/10.1080/15256480.2018.1511499
http://doi.org/10.1080/13683500.2020.1828310
http://doi.org/10.1177/004728758502300301
http://doi.org/10.1016/j.ijhm.2010.10.007
http://doi.org/10.1007/s11747-011-0261-6
http://doi.org/10.1207/s15327906mbr2603_7
http://www.ncbi.nlm.nih.gov/pubmed/26776715
http://doi.org/10.1037/0033-2909.103.3.411
http://doi.org/10.1007/BF02723327
http://doi.org/10.1016/j.annals.2008.07.004
http://doi.org/10.1057/palgrave.bm.2540077
http://doi.org/10.1080/21568316.2014.933121

	Introduction 
	Winemaking and Wine Tourism in a Mass Tourism Destination 
	Research Background 
	Satisfaction, Revisit, and Future Purchase Intentions 
	Cultural Image and Visitor’s Involvement with Wines 

	Methodology 
	Research Design 
	Sampling and Data Collection 

	Results 
	Measurement Model Analysis 
	Structural Model Analysis 

	Discussion 
	Conclusions and Practical Implications 
	
	References

