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Abstract: The purpose of this research is to analyze the effect of wine tourism activity on economic 

performance in the wine context of Ribera del Duero (Spain), as well as the mediating effect of eco-

logical agriculture on this link. To this end, a conceptual model is proposed based on the literature 

review carried out and contrasted through structural equation modelling (PLS-SEM) with data from 

263 wineries, which in turn represent the population under study. The study results allow for us to 

empirically demonstrate the positive and significant relationship of wine tourism on performance, 

as well as the partial mediation of ecological agriculture in this relationship. The study thus contrib-

utes to the academic literature in a remarkable way given that, to our knowledge, there are no pre-

vious studies that have addressed the mediating role of ecological agriculture in the wine tourism–

economic performance link. However, the research also suffers from certain limitations. In particu-

lar, given the relevance of the study, it is necessary to broaden its geographical scope so that, as a 

future line of research, it is proposed to contextualize the model proposed in the California wine 

industry, being able to subsequently establish similarities and differences in the Old and New 

World. 
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Ribera del Duero; Spain 

 

1. Introduction 

The world of wine is attracting more and more interest, from learning about the vine-

yard, winemaking, and acquiring knowledge about grape varieties and their characteris-

tics, as well as the bottling process. This interest has led to the emergence of enotourism, 

also known as wine tourism. Hall et al. [1], Getz [2], and Charters and Ali-Knight [3] agree 

that wine tourism is a sensory experience through various visitor attraction possibilities, 

including the experience of a lifestyle, the pleasure of tasting, or attending festivals. 

This tourist alternative became so relevant and in demand that Europe established 

the definition of this term in the so-called European Charter of Wine Tourism [4], under-

standing it as the development of tourism, leisure, and free time activities dedicated to 

the discovery and cultural and oenological enjoyment of the vineyard, the wine, and its 

territory. Ten years later, the digital journal VINTUR [5] offered an official definition of 

wine tourism, conceiving it as “integration under the same thematic concept of the exist-

ing and potential tourist resources and services of interest in a wine-growing area”. 

Moreover, wine tourism is seen as an example of integral tourism that reflects the 

elements of the rural environment such as its folklore, its local gastronomy, or the customs 

of that geographical area [6]. In other words, the social, cultural and environmental 
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history of a territory or the idiosyncrasy of its inhabitants can be defined in a global way 

as “the wine landscape” [7]. In short, it is experiential tourism, which is based on the emo-

tional relationship between the tourist and everything that surrounds the wine, creating 

a bond through the emotions experienced during the visit to the winery and/or its vine-

yards. The experiential visitor seeks to live the destination according to the experiences 

he/she wants to live. 

Tourists who want to take part in this experience can do so from regions classified as 

Protected Designation of Origin (PDO) or Denomination of Origin Qualified (DOCa) [8]. 

Therefore, they are active visitors, they ask questions, they are interested, and even get 

involved—in some wineries they have, for example, the alternative of participating in the 

grape harvest, which would provide them with a unique experience. Alternatively, wine 

tourism might be seen as a model of sustainable and economic development. By promot-

ing and improving the image of wine as a product, diversifying and seasonally adjusting 

tourist activity, it becomes one of the recent and potential drivers of the economy. Getz 

and Brown [9] consider that wine tourism is simultaneously a consumer behavior, a strat-

egy to develop the geographical area and the wine market of that area, and a promotional 

opportunity for wineries to sell their products directly to consumers. 

Since the 1990s, the diversification of a place’s attractions and the offer of a greater 

variety of products throughout the year has encouraged alternative and/or complemen-

tary tourism to the sun and beach tourism typical of the months of July and August. Wine 

tourism would be one of the thematic tourism alternatives that meet these characteristics, 

by shifting preferences towards shorter and more frequent trips, avoiding the concentra-

tion of trips only for short periods and the tourist overcrowding that revives the well-

known “tourism-phobia” (antipathy or aversion to tourism and tourists, especially when 

it becomes a mass phenomenon in an area). 

On the contrary, wine and tourism form the perfect symbiosis to promote the socio-

economic and environmental development of wine regions that are not overcrowded for 

tourism by creating jobs or generating wealth in rural areas through, among other alter-

natives, sustainable agriculture [10]. This is because wine tourism is a complementary el-

ement for rural development for three reasons: it increases tourist flows in that geograph-

ical area, it creates an important image of a quality tourist destination, and it serves to 

develop certain geographical areas [11,12]. In Spain, the first wine route was created in 

Cambados (Galicia) [13]. At present, the Association of Wine Cities (ACEVIN, for its ac-

ronym in Spanish), created in 1994 to establish the design and methodology necessary for 

different wine routes to become a reality, confirms that there are 34 certified routes in 

Spain by 2022, with three others already at an advanced stage: Uclés and Méntrida, in 

Castilla-La Mancha, and Txacolí, in the Basque Country. 

During 2021, the Spanish wine route which received the highest number of visitors 

was the Calatayud Wine Route (Aragon), with 213,614 visitors, followed by the Ribera del 

Duero Wine Route (Castilla and Leon), with 197,145. The second wine-growing area re-

ceived the approval of its PDO in 1982 by the Ministry of Agriculture, Fisheries and Food 

(MAPA, for its acronym in Spanish), and is the one selected for this study for two reasons: 

because it is one of the most important for both the quality of its wines and its volume of 

production, and because of its recent commitment to ecological agriculture. This route 

covers an area of around 21,000 hectares of vineyards and is the only route that includes 

municipalities in four Castilian provinces: Burgos, Valladolid, Soria, and Segovia. In fact, 

as Alonso et al. [14] (p. 112) point out, “Ribera del Duero is the largest PDO in Castilla and 

Leon, both in number of municipalities and registered hectares, as well as in production, 

number of wineries and winegrowers”. 

Along with wine tourism activity, wine tourists are interested in wineries whose pro-

duction processes are more respectful of the environment—a concern that has reached 

viticulture. In this regard, Spain is the world’s leading producer of organic wine. In 2021, 

15% of the total vineyard surface area in this Iberian country was dedicated to organic 

production. In Castilla and Leon, this production increased by 21% in 2021 compared to 
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the previous year. On a global scale, it accounts for 27% of the total area dedicated to vine 

cultivation, with an average annual growth rate of 16%, according to data from the Inter-

national Organization of Vine and Wine (OIV). 

In this sense, the development of ecological agricultural practices can act as a pole of 

attraction for wine tourists with high environmental awareness, which in turn, has an im-

pact on improving the economic performance of wineries. In addition, the production of 

organic wines derived from ecological agricultural practices developed by wineries can 

increase their differentiation, which can translate into greater economic performance. The 

present research aims precisely to analyze the mediating effect that ecological agricultural 

practices can have on the wine tourism–economic performance relationship, thus answer-

ing the following two Research Questions (RQs): (RQ1) does wine tourism positively af-

fect the economic performance of wineries? (RQ2) do ecological agricultural practices me-

diate the wine tourism–economic performance relationship? 

The study thus contributes to the academic literature and to wine industry profes-

sionals in a number of ways. First, the research advances the understanding of wine tour-

ism in the Spanish wine industry, as well as the benefits of this activity. Second, to our 

knowledge, there are no previous studies that have addressed the mediating role of eco-

logical agriculture in the wine tourism–economic performance link, so the research repre-

sents an advance in scientific knowledge. Third, the proposed model has not been previ-

ously proposed, which represents an opportunity to continue advancing the role that the 

development of wine tourism activities and ecological agriculture practices play in im-

proving winery performance. Fourth, the study provides insight into the relationship be-

tween wine tourism and economic performance, which can be useful for winemakers who 

are considering developing wine tourism activities at their facilities. Fifth, through the 

results of this study, winemakers and winery environmental managers can learn about 

the role played by the development of ecological agricultural practices in improving win-

ery profitability. 

In order to achieve the two proposed research objectives, the study is divided into 

the following sections. After this brief introduction, Section 2 reviews the literature and 

sets out the research hypotheses to be tested. Section 3 presents the methodology, Section 

4 the results of the study, Section 5 discusses these findings, Section 6 reflects on the the-

oretical and practical implications arising from the research, and finally, Section 7 presents 

the main conclusions. 

2. Theoretical Background and Hypothesis Development 

2.1. Wine Tourism and Economic Performance 

Wine tourism has a particular impact on rural economies [15], favoring the sustaina-

bility of both wineries and the territory in which they are located [16]. This activity is 

considered a complementary means of job creation and wealth generation in rural areas 

for three reasons: it increases tourist flows in the areas where this type of tourism takes 

place, creates an important image of a quality tourist destination and serves to develop 

the socio-economic development of the wine-growing areas [17]. 

In addition to job creation, rural development can favor the deseasonalization of de-

mand, as stated by numerous authors [15,18–20]. This rural incentive would be crucial, 

above all, for those rural areas where depopulation exists, understood as “the decrease in 

the number of inhabitants of a territory or nucleus” [21] (p. 2). This is the case in Castilla 

and Leon, a territory with deep-rooted farming traditions, where the populations of the 

four provinces of the Ribera del Duero PDO (Burgos, Segovia, Soria, and Valladolid) con-

tinue to reduce due to the rural exodus (see Scheme 1). 

The effects of the depopulation of many rural areas of Spain have led Molino [22] to 

publish Empty Spain. Journey through a country that never was. The book indicates that there 

are two Spains: “There is an urban and European Spain [...], and an interior and depopu-

lated Spain, which I have called Empty Spain”. Following the definition of the Spanish 
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Royal Academy (RAE, for its acronym in Spanish) empty means, “that is with fewer peo-

ple than can be found in it” (RAE, definition 3). 

 

Scheme 1. Provinces where the population has decreased and increased in the last year. Source: Ep 

Data [23]. 

Rural development necessarily involves its balanced and self-sustainable revitaliza-

tions “based on its economic, social, and environmental potential through a regional pol-

icy and an integrated implementation of territorially based measures by participatory or-

ganizations” [24] (p. 48)—a premise that gives rise to the Sustainable Rural Development 

Programme 2010–2014 (Law 45/2007 of 13 December), which promotes a set of economic 

and public service guidelines to address the problems of depopulation, including the eco-

nomic diversification of rural areas through wine tourism activities. 

Wine tourism, therefore, is a good alternative to bring wealth, as well as to socio-

economically revitalize wine-growing areas [25,26]. In fact, from an economic perspective, 

wine tourism can be understood as a distribution channel for the direct sale of wine in the 

winery [27], since it allows for (1) setting a lower price for wine than in other channels or 

a similar price but acquiring the margin kept by intermediaries; (2) obtaining instant li-

quidity compared to other means of wine distribution in which the entry of effect is de-

layed; (3) benefitting from possible up-selling and/or cross-selling; as well as (4) encour-

aging direct contact with customers, essential to guarantee future wine sales (generation 

of sentimental links with the brand and brand ambassadors, increased knowledge of the 

wine varieties offered by the winery, etc.). 

Studies, such as the Town of Oliver the long-term community economic development 

function [28], confirm how wine tourism may affect the economic performance. One of 

the first achievements of Oliver’s study was to recognize that wine tourism ranked as the 

most promising opportunity for Oliver and District Community Economic Development 

Society (ODCEDS). Martin and Williams [29] (p. 19) adopted a similar approach, speaking 

specifically about wine tourism development in British Columbia, they argue that “to sus-

tain the value of these areas, municipal planners and managers need to work directly with 

their constituencies to develop clearer visions and policies concerning the role wine tour-

ism will play in their regions”. The same happens in both new and old European wine 

regions, where wine tourism “is experiencing significant development” [30] (p. 291). 

Presenza et al. [31] (p. 46) suggest that “at the global level, the phenomenon of wine 

tourism is growing and is considered to be a driver for the economic and social develop-

ment of many rural areas. These areas, although not traditionally characterized by a cen-

tury -old tradition in the wine industry, are now playing an increasingly role in the current 

competitive scenario. One of the main development strategies implemented by wine 
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producers is diversification in sectors either supporting the tourism sector or co-related to 

it”. For this reason, and based on the literature review, we propose the following hypoth-

esis: 

Hypothesis 1. Wine tourism affects the economic performance of wineries. 

2.2. Wine Tourism and Ecological Agriculture 

There is a tourism called ecotourism which occurs in natural areas, “that is ecologi-

cally sustainable, that enables tourists to understand the environment which they are vis-

iting, and which improves the socio-economic condition of local communities” [32]. This 

environmental awareness of visitors induced by a transformation of society’s own values 

towards caring for the environment is also called “sustainable tourism” [33]. 

According to the World Tourism Organization, sustainable tourism is tourism that 

“takes full account of current and future economic, social and environmental impacts to 

meet the needs of visitors, the industry, the environment and host, communities.” The 

Brundtland Report [34] goes further and defines this as meeting our present needs with-

out jeopardizing future generations to meet theirs. This definition, applied to the wine 

industry, is similarly taken up by Gilinski et al. [35]—they point out that the main priority 

for practitioners in the wine industry is leaving the land in better conditions than the cur-

rent ones for the next generation. 

The interest in the conservation and protection of the ecosystem has changed con-

sumer behavior towards certain products [36]. In the field of tourism, this change in habits 

has been reflected in the demand by visitors for regulated services that go hand in hand 

with the sustainable development of the environment so as not to damage it [37]. 

According to the OIV [38], the sustainable vitiviniculture is a “global strategy on the 

scale of the grape production and processing systems, incorporating at the same time the 

economic sustainability of structures and territories, producing quality products, consid-

ering requirements of precision in sustainable viticulture, risks to the environment, prod-

ucts safety, and consumer health and valuing of heritage, historical, cultural, ecological, 

and landscape aspects”. Sustainable enological practices and respect for the vineyard, the 

wine, and its territory and its resources are clear examples of sustainable wine tourism, 

which can also be called ‘enocotourism’: a combination of enotourism and ecotourism. 

Enocotourism is, therefore, inclusive and of high quality, as it puts quality and local 

tourism in the foreground, highlighting in addition the value of environmentally friendly 

agricultural practices. Marlowe et al. [39] demonstrated that wine tourism can act as a 

disseminator to explain the sustainable practices developed by the winery, making it pos-

sible to educate wine tourists about the importance of protecting the environment and the 

heritage that surrounds the wine-growing territory and the importance of the winery. 

There appears to be a growing interest from producers and consumers, including 

tourist interest, in sustainable wine [40] and changing global wine consumer behavior 

[41]. Wine tourists value the preservation of the environment and the production of wines 

in the most sustainable way possible. In this line of thought, Bonn et al. [42] point to the 

growing number of consumers interested in consuming sustainable products. For the au-

thors, this trend is justified by the growing sensitivity around environmental protection. 

This environmental attitude has been defined as “the set of beliefs and behavioral inten-

tions that a person has with respect to activities or issues related to the environment” [43] 

(p. 31). Therefore, those wineries that develop environmentally friendly practices can at-

tract a greater number of wine tourists, particularly those with high environmental aware-

ness. 

Another advantage of wine tourism is that it can be carried out on a small scale, 

which facilitates the protection of the landscape in the construction of the wineries them-

selves. The challenge is to preserve the natural resources and cultural integrity upon 

which sustainable wine tourism depends [44]. In this way, wine tourism can help to main-

tain and increase ecological agriculture practices, since it makes visible the effort made by 
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wineries to develop these practices, as well as to capitalize on this effort by attracting new 

buyers. 

To summarize, agritourism in general, where the wine tourism is included, offers the 

opportunity to provide “sustainable” or “green” tourism or “farm tourism” [45]. With 

such reasoning, we agree that sustainable tourism plans merged with sustainable wine-

production practices will lead to strong economic growth for wine tourism markets [46]. 

However, to the best of our knowledge, there are no previous studies that have at-

tempted to analyze the effect of wine tourism on the development of organic agricultural 

practices. To overcome this research gap and based on the proposed literature, we pro-

pose the following hypothesis: 

Hypothesis 2. Wine tourism affects the ecological agriculture practices of wineries. 

2.3. Wine Tourism, Ecological Agriculture, and Wine Tourism 

Wine tourism can enhance the value of ecological agricultural practices developed 

by the organization, in turn allowing for it to promote greater socio-environmental eco-

nomic development of rural territories. Its professionalization is linked, above all, to the 

search for sustainability in the wine sector, given that the sustainable practices developed 

by wineries represent an added value in the visit offered to wine tourists [47]. 

The organic food market has been regarded as an emerging market [48]. Consumers, 

particularly in many industrialized countries, are aware of organic food [49]. Wine has 

been no exception, and this has been reflected in the rate of conversion of vineyards to 

green production which, according to the OIV, has increased by an average of 13% per 

year between 2005 and 2019. Almost a billion bottles of organic wine are already sold 

worldwide each year, twice as many as in 2013, according to a study carried out by IWSR 

[50]. For the OIV, this trend can be explained by current social demands, such as consumer 

health care and environmental protection. 

According to Pomarici and Vecchio [51], there is a need for more in-depth studies 

involving consumer perceptions about ecological agriculture, as well as studies that in-

vestigate the correlation between purchasing decisions and attributes that motivate the 

consumption of organic wines. Whether consumer interests, attitudes, and perceptions of 

sustainability in general impact buying decisions is still highly disputed [52,53]. Some 

studies, however, confirm the direct link between wine tourism, economic performance, 

and sustainable agricultural practices. In this sense, Barber et al. [54] conducted a study 

with 300 consumers from the United States of America. The results showed that wine 

tourists, depending on their demographic profile and personality traits, were willing to 

pay more for organically produced wine and to pay a fee to taste wine or visit a wine 

region in order to protect the natural and cultural environment. 

A winery that decides to go green will help the conservation of the territory. If it also 

hosts ecological tourism experiences, this translates into a contribution to regional devel-

opment through the creation of new income opportunities for farmers by receiving visi-

tors in the countryside. Cho et al. [55] claim that this tourism became an important tool 

for the economic development of rural localities. It is also beneficial for the wineries them-

selves as they can sell their own product during the wine tours. It has been suggested by 

Charters and O’Neill [56] that there are three major benefits that are derived from cellar 

door sales, that of distribution at a low marginal cost, the development of brand equity, 

and the chance to add value. 

Several authors point out that these sustainable practices can also be used as a point 

of brand and product differentiation in a competitive market [57,58]. Ecological agricul-

ture, therefore, supports differentiation, which is crucial for increasing productivity and 

competitiveness. Consequently, sustainability has developed into a priority in the wine 

supply chain [59,60]. In addition, consumers are willing to pay more for organic wine as 

demonstrated by several studies such as the one conducted by Mihailescu [61], which 
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demonstrates the greater willingness to pay for organic wine, as well as to visit a winery 

that offers these wines in the South African wine context. 

In spite of these advantages, wine regions do not automatically transform into 

enotourism destinations; a significant investment of time, money and effort is needed to 

develop a successful wine tourism region. Williams and Dossa [62] (p. 26) argue that “con-

serving the natural resource base in wine regions is a product development function that 

requires the collaboration and sound planning of many partners”. In this context, sustain-

ability initiatives and measures could help firms implement proactive socio-environmen-

tal practices [63] and consequently improve their economic performance [64]. Further-

more, wine tourism generates business for wineries and other related products [65]. Ac-

cording to Williams [66], if the volume of wine tourism increases, the competitive posi-

tioning of wine tourism regions will also increase, making it a strategic issue. 

The positive relationship is not only with wine tourism practices and economic per-

formance, but these two variables may also be mediated by organic agricultural practices. 

Skinner [67] argues that as wine regions become increasingly involved in, or even depend-

ent on, wine tourism, the need to sustain tourism as a source of economic resources is 

essential. Therefore, given the ability of organic agriculture practices to improve economic 

performance by increasing the differentiation of the wines offered, as well as attracting 

wine tourists, the following hypotheses are proposed to show the connection between 

organic agriculture and wine tourism with wineries’ economic performance: 

Hypothesis 3. Ecological agriculture affects the economic performance of wineries. 

Hypothesis 4. Ecological agriculture mediates the relationship between wine tourism and eco-

nomic performance of wineries. 

Figure 1 shows a graphic representation of the theoretical model to be tested. 

 

Figure 1. Theoretical model to be tested. Source: Own elaboration. 

3. Methodology 

To ensure adequate understanding of the methodological section, it has been divided 

into four blocks: (1) research context, (2) population and sample, (3) variables used and 

(4) analysis technique. 

3.1. Research Context 

The study has been contextualized in the Spanish wine industry, in general, and in 

Ribera del Duero, in particular, for three main reasons. Firstly, Spain occupies a privileged 

position in the world wine industry, being the third largest wine producer in the world 

and the leading exporter in volume according to the latest data offered by the OIV. In this 

sense, within the Spanish wine territory, the role of Ribera del Duero stands out, being the 

PDO with the third largest area of registered hectares (43,042 ha), the third with the largest 

number of wineries (335), and the second with the largest wine commercialization (10.4 
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hl) according to the data offered by the MAPA for the 2020/2021 campaign. Secondly, the 

strategic importance of wine tourism in Spain is growing, being able to generate 91 million 

only in visits to museums and wineries attached to the wine routes in Spain [68]. In fact, 

within these wine routes, Ribera del Duero is among the top three with the greatest ca-

pacity to attract wine tourists and economic impact, generating more than EUR 12 million 

in visits to wineries and wine museums, representing 13.18% of the economic impact gen-

erated by all the wine routes in Spain. Thirdly, the wine sub-sector is the most important 

after the meat one within the food and beverage sector in Spain, according to data pro-

vided by the Central Business Directorate of Spain. In the case of Ribera del Duero, the 

weight of the wine industry is accentuated, as it is the main element of identity and ver-

tebration of the territory [69]. 

3.2. Population and Sample 

The study population consisted of all active companies belonging to code 1102 of the 

National Classification of Economic Activities (CNAE, by its acronym in Spanish) and 

located in the Ribera del Duero region, which is made up of 19 municipalities in the prov-

ince of Soria, 60 in the province of Burgos, 4 in the province of Segovia, and 20 in the 

province of Valladolid. After carrying out a search through the database of the Iberian 

System of Balance Sheet Analysis (SABI, by its acronym in Spanish), we were able to de-

termine that there were 263 companies that met the triple condition of: (1) being active 

companies; (2) belonging to the CNAE code 1102 linked to winemaking; and (3) being 

located in the 103 municipalities that make up the Ribera del Duero region, which means 

that there were 263 wineries in our population. Likewise, in our research, the population 

coincides with the sample, i.e., the study sample is made up of 263 wineries; given this, to 

obtain the data, we made use of the economic–financial information provided by the SABI 

database, as well as through the wineries’ websites, since through this database, we can 

find out the web address of each winery. Therefore, the units of analysis are the wineries, 

so that each observation represents one winery. The following subsection explains in more 

detail how the variables used in the study were measured and, therefore, which sources 

were used for their calculation. 

3.3. Variables Used 

The main variables used in the study were: wine tourism, ecological agriculture, and 

economic performance. Firstly, wine tourism has been considered as a dichotomous vari-

able, taking the value 1 when the winery develops wine tourism activities and 0 when it 

does not develop such activities. In order to find out whether the wineries carried out 

wine tourism activities, the information provided by their corporate websites was used. 

Of the 263 wineries, 24 did not have a website, so they had to be contacted by telephone 

to obtain the information. Thus, of the 263 wineries analyzed, 124 carried out wine tourism 

activities. Secondly, the ecological agriculture variable was considered as a dichotomous 

variable with a value of 1 when the company sold organic, natural, or biodynamic wine 

and 0 when it did not sell any of these three types of wine. The commitment to ecological 

wine allows us to know that the winery is involved in ecological agriculture based on the 

optimal use of natural resources and, above all, that it discards the use of chemical or 

synthetic products. Thus, the winery was considered to be engaged in ecological farming 

practices if it offered at least one of the three types of wine (organic, natural, or biody-

namic). As in the case of the wine tourism variable, the ecological agriculture variable was 

coded thanks to the information provided by the wineries’ websites (except for the 24 

wineries that did not have a website, which were contacted by telephone). It should be 

noted that of the 263 wineries, 117 offered ecological wine to the market and, therefore, 

developed ecological agriculture practices. Third, economic performance was conceived 

as a construct consisting of the following items: (1) the average of the last three years 

(2019–2021) of operating income, (2) the average of the last three years (2019–2021) of the 

fiscal year’s results, (3) the average of the last three years (2019–2021) of financial 
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profitability, and (4) the average of the last three years (2019–2021) of economic profitabil-

ity. This information was obtained through the SABI database. Finally, PDO, size, and age 

were introduced as control variables. PDO was considered as a dichotomous variable, 

taking the value 1 when the company was adhered to at least one PDO and the value 0 

when it was not adhered to any appellation. The size of each organization was measured 

according to the standards followed by the Organization for Economic Co-operation and 

Development [70]. With respect to the age of the organization, this variable was incorpo-

rated by measuring the total number of years elapsed from the creation of the company 

until the time of the study (the year, 2022). 

3.4. Analysis Technique 

The proposed theoretical model was tested by means of partial least squares struc-

tural equation modeling (PLS-SEM), using SmartPLS v 3.3.9 software. This technique al-

lows for the analysis of a network of relationships between variables, some of which may 

be latent variables. This has intensified the use of this technique in the field of social sci-

ences, in general, and in the field of management, in particular, since most of the variables 

in this field of research are not directly observable [71]. There are three reasons that have 

fundamentally motivated the use of this technique. First, the minimum sample size to be 

able to employ PLS-SEM is 100, fulfilling the minimum sample size requirement in the 

present study (n = 263). Second, direct and indirect relationships between constructs are 

established, with the use of PLS-SEM being recommended to analyze such a typology of 

relationships [72]. Third, the PLS-SEM technique has been previously employed to ad-

dress strategic management aspects linked to the wine industry and the wine tourism 

subsector, highlighting the validity of the technique for conducting the present study [73–

75]. 

4. Results 

To report the results, we followed the indications of Hair et al. [72], who recommend 

presenting the results through three evaluations: (1) the evaluation of the global fit model, 

(2) the evaluation of the measurement model, and (3) the evaluation of the structural 

model. 

First, regarding the evaluation of the global model, it should be noted that the model 

presents an adequate fit, since the Standardized Root Mean Square Residual (SRMSR) is 

0.077 < 0.08 [76], which means that it cannot be rejected and, therefore, is an adequate 

model to analyze the proposed relationships. Once the SRMR fit criterion was checked, 

we proceeded to verify if the unweighted least squares discrepancy (d_ULS) and the geo-

desic discrepancy (d_G) were within the confidence range after bootstrapping. Table 1 

shows that the values of these indicators are below HI95 and HI99, thus fulfilling both 

requirements. 

Table 1. Overall model fit. 

 Value HI95 HI99 

SRMR 0.077 0.083 0.091 

d_ULS 0.598 0.643 0.704 

d_G 0.619 0.667 0.762 

Source: compiled by authors. 

Table 2 shows the basic descriptive statistics consisting of the mean, maximum, and 

minimum values, as well as the standard deviation of each construct analyzed. As can be 

seen, the minimum and maximum values of the variables wine tourism (WT), ecological 

agriculture (EA), and PDO membership are 0 and 1, respectively, since they are dichoto-

mous variables. Likewise, while the minimum number of workers in the wineries ana-

lyzed is 1 and the maximum 252, the minimum number of years is 1 and the maximum 
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226. Regarding economic performance, of the four indicators that make up the construct, 

the smallest value is 0 and the largest 198 (corresponding to the average operating income 

in the last three years in millions of euros). With regard to the results of the mean and the 

dispersion to the mean, it should be noted that the average number of workers and years 

is 12 and 14, respectively, with the ecological agriculture variable showing the greatest 

dispersion to the mean (1.231). 

Table 2. Values of the mean, minimum value, maximum value, and standard deviation of the vari-

ables analyzed. 

  Mean Min Max Standard Deviation 

WT 0.471 0 1 1.196 

EA 0.445 0 1 1.231 

EP 4.873 0 198 1.043 

SIZE 12.296 1 252 0.936 

AGE 14.494 1 226 0.854 

PDO 0.612 0 1 0.946 

Source: compiled by authors. 

Secondly, with regard to the evaluation of the measurement model, it should be 

noted that the indicators of the constructs analyzed meet the requirement of individual 

item reliability, as can be seen in Table 3, since their loadings are greater than 0.707, which 

means that the indicators present adequate levels of reliability [72]. Similarly, all the con-

structs meet the internal consistency reliability criterion, since both the composite reliabil-

ity (pc) and Cronbach’s alpha have values above 0.8, as well as the convergent validity 

criterion, since the values of the Average Variance Extracted (AVE) are above 0.5 [77], thus 

showing that the constructs are able to explain more than half of the variance of their 

indicators. As can also be seen, the composite reliability values, Cronbach’s Alpha and 

AVE, have a value of 1 for both the wine tourism and the ecological agriculture variable. 

This is due to the fact that both constructs are composed of a single indicator. Table 4 

shows the discriminant validity test of the variables analyzed according to the Heterotrait-

Monotrait criterion (HTMT). As can be seen, all the values of the constructs are clearly 

lower than 0.85, so that each construct measures different realities. 

Table 3. Measurement model analysis: external loadings, construct reliability, and convergent va-

lidity. 

Construct/Items Outer Loadings Rho_c (Pc) Cronbach’s Alpha AVE 

Wine Tourism  1.000 1.000 1.000 

WT1 1.000    

Ecological Agriculture  1.000 1.000 1.000 

EA 1 1.000    

Economic Performance  0.902 0.867 0.731 

EP 1 0.716    

EP 2 0.779    

EP 3 0.748    

EP 4 0.792    

Source: compiled by authors. 
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Table 4. Discriminant validity analysis based on the HTMT criterion. 

 WT EA EP SIZE AGE PDO 

WT       

EA 0.034      

EP 0.021 0.168     

SIZE 0.048 0.017 0.182    

AGE 0.069 0.029 0.042 0.021   

PDO 0.045 0.284 0.246 0.268 0.125  

Source: compiled by authors. 

Third, regarding the evaluation of the structural model, before proceeding with the 

structural model analysis, the possible presence of collinearity problems in the structural 

model was examined. According to the indications of Hair et al. [72], there are indications 

of quality when the Variance Inflation Factor (VIF) is greater than 5 (VIF >5). That is, val-

ues greater than 5 in the endogenous constructs imply critical levels of multicollinearity. 

In this sense, the VIF values obtained in the present investigation do not exceed the pre-

established maximum threshold for any of the variables (see Table 5). 

Table 5. Analysis of collinearity in the model through VIF values. 

 WT EP EA SIZE AGE PDO 

WT  1.249 1.624    

EP       

EA  1.531     

SIZE  1.143     

AGE  1.002     

PDO  1.611     

Source: compiled by authors. 

Figure 2 shows the R-Squared and β-squared results based on a bootstrap test with 

5000 subsamples. The results of the research reveal that wine tourism has a positive and 

statistically significant effect on economic performance (0.340); this activity also has a pos-

itive and significant effect on ecological agriculture (0.249), and this in turn has a positive 

effect on economic performance (0.326). This implies that the ecological variable construct 

partially mediates the wine tourism–economic performance relationship, given that both 

the direct (0.340) and indirect (0.081) effects are positive and significant, with a total effect 

of wine tourism on economic performance of 0.421 (see Table 6). Therefore, the four hy-

potheses put forward can be accepted. Table 7 shows the degree to which an exogenous 

construct allows for explaining a given endogenous one in terms of R2, i.e., it shows the 

results of the effect sizes (f2). As can be seen, the most representative f2 values correspond 

to the effect of wine tourism in explaining the economic performance variable (0.362), be-

ing also, as explained above, the relationship with the highest path coefficient. Likewise, 

to analyze the quality of the model, the Geisser test (Q2) was performed, which must pre-

sent estimated values greater than 0 (Q2 > 0). As can be observed through Table 8, the 

values reflect an average predictive relevance of the model, since the Q2 values are higher 

than 0.25 [71]. Finally, regarding the control variables, the results reveal that while size 

and PDO membership have a positive relationship on economic performance, winery age 

has a negative relationship on this variable. However, none of the three relationships are 

significant, so the results cannot be extrapolated to the study population. 
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Figure 2. Theoretical model with R-squared, path coefficients (β), and significance. Source: compiled 

by authors. 

Table 6. Results of the structural model for the mediation model. 

Direct Effects Path Coefficient t-Value p-Value 95% BCCI Hypothesis Supported 

WT -> EP 0.340 4.635 0.000 ** [0.295; 0.451] H1 supported 

WT -> EA 0.249 10.417 0.000 ** [0.183; 0.428] H2 supported 

EA -> EP 0.326 3.737 0.000 ** [0.212; 0.431] H3 supported 

Indirect Effects Path Coefficient t-Value p-Value 95% BCCI Hypothesis supported 

WT -> EA -> EP 0.081 2.572 0.003 * [0.054; 0.206] H4 supported 

Notes: BCCI = Bias Corrected Confidence Intervals; ** p < 0.001 * p < 0.005. Source: compiled by 

authors. 

Table 7. Effect sizes (f2) of the analyzed variables. 

 EP EA 

WT 0.362 0.112 

EA 0.073  

SIZE 0.094  

AGE 0.088  

PDO 0.021  

Source: compiled by authors. 

Table 8. Construct cross-validated redundancy. 

  SSO SSE Q2 (=1-SSE/SSO) 

EA 1416 1156.322 0.308 

WT 1212 1212   

EP 1030 645.321 0.278 

SIZE 202 202   

AGE 202 202  

PDO 202 202  

Source: compiled by authors. 

5. Discussion 

The link between wine tourism activities and economic performance can be under-

stood through the economic contribution of this type of tourism to the winery, since it 

allows for (1) acquiring the margin kept by intermediaries; (2) obtaining instant liquidity, 

unlike other channels in which cash flow is delayed; (3) promoting cross-selling and in-

cremental sales; as well as (4) generating an emotional bond with the customer, so that 



Agriculture 2022, 12, 2143 13 of 17 
 

 

they can become brand ambassadors. Therefore, the development of wine tourism activi-

ties can increase the economic performance of wineries both by increasing their direct 

wine sales and by improving their commercial skills. It should also be noted that this ac-

tivity plays a fundamental role for small wineries, as these are the ones that have the 

greatest difficulty in accessing the large wine distribution channels. The results regarding 

the wine tourism–economic performance link are in line with previous research in the 

field of wine tourism, such as those of Canziani et al. [78], Smyczek et al. [79], and Sun 

and Drakeman [27]. 

Regarding the link between wine tourism and the development of ecological agricul-

ture practices, this relationship can be explained through the increase in the stock of eco-

logical knowledge derived from the wine tourism activity, since in order to transmit the 

environmental practices carried out by the winery, the wine tourism managers can inter-

act and be in contact with other members of the winery (winemakers, quality, and envi-

ronmental managers, etc.), as well as attend training courses of an ecological nature, 

which allows for improving the green knowledge of the wine tourism managers. Like-

wise, environmental questions and suggestions from wine tourists can also increase the 

stock of green knowledge of the workers in charge of carrying out the wine tourism activ-

ity in the winery. In this way, the increased environmental knowledge of the members of 

the winery can lead to the improvement of ecological agriculture practices, which can 

serve as a pole of attraction for wine tourists with a high awareness of the protection and 

care of the environment. Therefore, the link between wine tourism and ecological agricul-

ture can occur both by increasing the green knowledge of workers and by the winery’s 

willingness to attract tourists with high environmental awareness, which, in turn, can lead 

to an increase in its economic performance as a result of the greater ability to attract wine 

tourists, as well as the greater differentiation of the winery by being able to offer ecological 

wines to the market. This is in line with the research carried out by Grimstad and Burgess 

[80], Karagiannis and Metaxas [81], and Trigo and Silva [82], who consider that wine tour-

ism can enhance the value of the ecological agricultural activities carried out by the win-

ery, and can also serve to attract wine tourists who are aware of the need to protect the 

environment. 

Regarding the positive link between organic agricultural practices and the economic 

performance of wineries, there is recent research that coincides with the findings of the 

study, such as that of Merot et al. [83], Ingrassia et al. [84], and Katunar et al. [85], who 

demonstrate the capacity of these practices to improve the economic performance of win-

eries, since they favor the green organizational image, enable the attraction of new wine 

tourists, and allow for them to offer organic wines to the market. The results regarding 

the mediating effect of ecological agriculture in the wine tourism–economic performance 

relationship are pioneering, since, to our knowledge, there are no previous studies that 

have addressed the mediating effect of ecological agriculture in the study of the main re-

lationship. 

6. Theoretical and Practical Implications 

Several practical and theoretical implications are derived from the study. Regarding 

the theoretical implications, the research contributes to elucidating the economic benefits 

of wine tourism activity in wineries by empirically demonstrating the positive relation-

ship between wine tourism and the economic performance of Ribera del Duero wineries. 

Furthermore, to the best of our knowledge, there are no previous studies that have empir-

ically analyzed the mediating role of the development of ecological agriculture practices 

in the wine tourism–economic performance link, which represents an important advance 

in scientific knowledge, improving the understanding of the benefits that can be derived 

from the development of wine tourism activities. 

In terms of practical implications, the study can be of great use to winemakers who 

are considering the implementation of wine tourism practices in their facilities, since it 

can demonstrate its impact on the economic profitability of the winery, as well as on the 
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development of ecological agriculture practices, such as the use of organic vineyards, fer-

tilization with organic materials such as compost, green manure or harvest residues, in-

creasing diversity in and around the vineyard with different plants that stimulate diver-

sity and promote favorable climatic conditions for the development of the vineyard, and 

controlling yields to obtain quality fruit. These practices, in turn, can lead to improved 

economic performance for the winery, as a result of the differentiation that the develop-

ment of these practices can bring with respect to other wineries in the market. In fact, this 

differentiation can be capitalized through the wine tourism activities developed by the 

winery, which can lead to the enhancement of this type of ecological practices in the long 

term. 

7. Conclusions 

This research empirically demonstrates the positive and significant relationship be-

tween wine tourism and economic performance, as well as the mediating effect of ecolog-

ical agriculture in this relationship. For this reason, the study may be of great interest to 

both academics and wine industry professionals who wish to understand the economic 

benefits that wine tourism activity can bring, as well as the mediating role of ecological 

agriculture in this link. 

Wine tourism represents a crucial activity for wineries to improve their competitive-

ness (by increasing the direct sales of wine in the winery) and their organizational inno-

vation processes (as it involves product innovation), as well as to boost the territorial de-

velopment of a given wine region (by encouraging the creation and retention of employ-

ment in the territories where the wineries are located). Additionally, as demonstrated in 

this research, wine tourism activity can catalyze ecological farming practices in wineries. 

Thus, the study allows us to answer the research questions posed, since (RQ1) a positive 

and significant effect has been demonstrated between the development of wine tourism 

activities and economic performance, as well as (RQ2) the partial mediation of organic 

agriculture in this link. 

The research, therefore, allows us to understand the meaning and significance be-

tween the variables wine tourism, organic agriculture, and economic performance. It 

highlights the catalytic role of wine tourism in improving the profitability of wineries by 

improving the direct, cross, and incremental sales of wine on the premises, as well as fa-

voring environmentally friendly practices, such as organic agriculture. These practices, in 

turn, can act as a pole of attraction for wine tourists, improve the image and corporate 

reputation, as well as enable the production of organic wine, which could lead to an im-

provement in the economic performance of the wineries. 

Despite the relevant contributions presented in this study, it is important to point out 

that the research suffers from certain limitations. In particular, given the relevance of the 

study, it is necessary to extend the geographical scope to other New World wine regions, 

thus, being able to establish similarities and differences in the model proposed for the 

New and Old-World wine contexts. In addition, the study has been nourished only by 

secondary data. To overcome both limitations, as a future line of research, we intend to 

extend the analysis to Californian wineries in order to establish similarities and differ-

ences in the proposed model, formulating a questionnaire to obtain primary information. 

Author Contributions: Conceptualization, R.F.-F. and J.M.-F.; methodology, B.M.-L.; software, E.S.-

G.; validation, R.F.-F., B.M.-L. and J.M.-F.; formal analysis, E.S.-G.; investigation, R.F.-F.; resources, 

B.M.-L.; data curation, J.M.-F.; writing—original draft preparation, E.S.-G.; writing—review and ed-

iting, R.F.-F.; visualization, B.M.-L.; supervision, E.S.-G.; project administration, J.M.-F. All authors 

have read and agreed to the published version of the manuscript. 

Funding: This research received no external funding. 

Institutional Review Board Statement: The present study did not involve humans or animals. 

Informed Consent Statement: Not applicable 



Agriculture 2022, 12, 2143 15 of 17 
 

 

Data Availability Statement: The datasets used and analyzed during the current study are available 

from the corresponding author on reasonable request. 

Conflicts of Interest: The authors declare no conflicts of interest. 

References 

1. Hall, C.; Mitchell, R. Wine Tourism in the Mediterranean: A Tool for Restructuring and Development. Thunderbird Int. Bus. Rev. 

2000, 42, 445–465. 

2. Getz, D. Explore Wine Tourism: Management, Development & Destinations; University of Calgary: Calgary, AB, Canada, 2000. 

3. Charters, S.; Ali-Knight, J. Who is the wine tourist? Tour. Manag. 2002, 23, 311–319. 

4. European Charter of Wine Tourism. 2005. Available online: http://www.recevin.net/downloads/Charte_ES.pdf (accessed on 19 

November 2022). 

5. VINTUR. Espace Europeen de Enotourisme, 2015. Available online: www.vintur.org (accessed on 19 November 2022). 

6. Mitchell, R.; Hall, C. Wine tourism research: The state of play, Tour. Rev. Int. 2006, 9, 307–332. 

7. Brunori, G.; Rossi, A. Synergy and coherence through collective action: Some insights from Wine routes in Tuscany. Sociol. 

Rural. 2000, 40, 409–423. 

8. Marco-Lajara, B.; Seva-Larrosa, P.; Martínez-Falcó, J.; García-Lillo, F. Wine clusters and Protected Designations of Origin (PDOs) 

in Spain: An exploratory analysis. J. Wine Res. 2022, 33, 146–167. 

9. Getz, D.; Brown, G. Benchmarking wine tourism development. Int. J. Wine Mark. 2006, 18, 78–97. 

10. Marco-Lajara, B.; Zaragoza-Saez, P.; Martínez-Falcó, J.; Sánchez-García, E. COVID-19 and Wine Tourism: A Story of Heartbreak. 

In Handbook of Research on SDGs for Economic Development, Social Development, and Environmental Protection; IGI Global: Hershey, 

PA, USA, 2022; pp. 90–112. 

11. López-Guzmán, T.; Rodríguez, J.; Vieira. A. Revisión de la literatura científica sobre enoturismo en España [Review of the 

scientific literature on enotourism in Spain]. Cuad. Tur. 2013, 32, 171–188. 

12. Oltean, F.; Gabor, M. Wine Tourism—A Sustainable Management Tool for Rural Development and Vineyards: Cross-Cultural 

Analysis of the Consumer Profile from Romania and Moldova. Agriculture 2022, 12, 1614. 

13. Clemente, J.; Rodríguez, J.; Buitrago, J. Análisis del mercado potencial enoturístico en Valencia [Analysis of the potential wine 

tourism market in Valencia]. Pap. Tur. 2010, 47, 93–108. 

14. Alonso, J.; Aparicio, L.; Sánchez, J. Los espacios vitivinícolas en Castilla y León: La evolución hacia un sistema productivo de 

calidad [Winegrowing areas in Castilla y León: The evolution towards a quality production system]. Bol. AGEN 2003, 35, 101–

122. 

15. López-Guzmán, T.; Cañizares, S.; Rodríguez, J. Wine Routes in Spain: A Case Study. Tourism 2009, 57, 421–434. 

16. Bellia, C.; Columba, P.; Ingrassia, M. The Brand–Land Identity of Etna Volcano Valley Wines: A Policy Delphi Study. Agriculture 

2022, 12, 811. 

17. Montella, M. Wine tourism and sustainability: A review. Sustainability 2017, 9, 113. 

18. Álpizar, V.; Maldonado, M. Integración de La Ruta Del Vino En Querétaro, Un Producto Innovador [Integration of the Queré-

taro Wine Route, An Innovative Product]. Quivera 2009, 11, 97–109. 

19. Ramis, A. Turismo y Vino en El Mundo: El Caso de Bodegas Enrique Mendoza [Tourism and Wine in the World: The Case of Enrique 

Mendoza Winery]; University of Alicante: Alicante, Spain, 2010. 

20. Álvarez, J.; De la Cruz, M.; Coca, J.; González, J. Turismo enológico y ruta Del Vino Del Riberiro En Galicia-España [Wine 

Tourism and Riberiro Wine Route In Galicia-Spain]. Estud. Perspect. Tur. 2014, 23, 706–729. 

21. Pinilla, V.; Sáez, L. La despoblación rural en España: Características, causas e implicaciones para las políticas públicas [Rural 

depopulation in Spain: Characteristics, causes and implications for public policies]. Presup. Gasto Público 2021, 102, 75–92. 

22. Molino, S. La España Vacía. Viaje por un País Que Nunca Fue [Rural Depopulation in Spain: Characteristics, Causes and Implications for 

Public Policies]; Turner Publicaciones:Madrid, Spain, 2016. 

23. Ep Data. Population Loss in Spain. Available online://www.epdata.es/ (accessed on 14 November 2022). 

24. Quintana, J.; Cazorla, A.; Merino, J. Desarrollo Rural en la Unión Europea: Modelos de Participación Social [Rural Development in the 

European Union: Models of Social Participation]; Ministry of Agriculture, Fisheries and Food: Madrid, Spain, 1999. 

25. Vieira, Á.; López-Guzmán, T.; Rodríguez, J. Desarrollo socioeconómico endógeno-local y enoturismo [Endogenous-local socio-

economic development and enotourism]. Desenvolv. Reg. Debate 2012, 2, 45–62. 

26. González, M. Enoturismo y entornos sostenibles [Wine tourism and sustainable environments]. Arbor Cienc. Pensam. Cult. 2017, 

193, 12–19. 

27. Sun, Y.; Drakeman, D. The double-edged sword of wine tourism: The economic and environmental impacts of wine tourism in 

Australia. J. Sustain. Tour. 2022, 30, 932–949. 

28. Oliver and District Chamber of Commerce. Economic Development Strategy: Draft Strategy; Oliver and District Chamber of Com-

merce: Oliver, BC, Canada, 1999. 

29. Martin, E.; Williams, P. Directions in British Columbia wine tourism policy. Int. J. Contemp. Hosp. Manag. 2003, 6, 317–323. 

30. Alonso, A.; Sheridan, L.; Scherrer, P. Wine tourism in the Canary Islands: An exploratory study. Pasos. Rev. Tur. Patrim. Cult. 

2008, 6, 291–300. 

31. Presenza, A.; Minguzzi, A.; Petrillo, C. Managing Wine Tourism in Italy. J. Tour. Consum. Pr. 2010, 2, 46–61. 



Agriculture 2022, 12, 2143 16 of 17 
 

 

32. Sharpley, R. Ecotourism: A consumption perspective. J. Ecotourism 2006, 5, 7–22. 

33. Rivera, M.; Rodríguez, L. Turismo Responsable, Sostenibilidad y Desarrollo Local Comunitario [Responsible Tourism, Sustainability and 

Local Community Development]; University of Cordoba, Cordoba, Spain, 2012. 

34. Brundtland, G. Our common future—Call for action. Environ. Conserv. 1987, 14, 291–294. 

35. Gilinski, A.; Newton, S.; Fuentes-Fernández, R. Sustainability in the global wine industry: Concepts and cases. Agric. Agric. Sci. 

Procedia 2016, 8, 37–49. 

36. Heo, J.; Muralidharan, S. What triggers young Millennials to purchase eco-friendly products? the interrelationships among 

knowledge, perceived consumer effectiveness, and environmental concern. J. Mark. Commun. 2019, 25, 421–437. 

37. Han, H. Consumer behavior and environmental sustainability in tourism and hospitality: A review of theories, concepts, and 

latest research. J. Sustain. Tour. 2021, 29, 1021–1042. 

38. OIV. Resolution CST 1/2008—OIV Guidelines for Sustainable Vitiviniculture: Production, Processing and Packaging of Prod-

ucts. 2008. Available online: http://www.oiv.int/public/medias/2089/cst-1-2008-en.pdf (accessed on 18 November 2022). 

39. Marlowe, B.; Bauman, M. Terroir Tourism: Experiences in Organic Vineyards. Beverages 2019, 5, 30. 

40. Baird, T.; Hall, C.; Castka, P. New Zealand Winegrowers Attitudes and Behaviours towards Wine Tourism and Sustainable 

Winegrowing. Sustainability 2018, 10, 797. 

41. Fiore, M.; Silvestri, R.; Contò, F.; Pellegrini, G. Understanding the relationship between green approach and marketing innova-

tions tools in the wine sector. J. Clean. Prod. 2017, 142, 4085–4091. 

42. Bonn, M.; Cronin, J.; Do, M. Environmental sustainable practices of organic wine suppliers affect consumers’ behavioral inten-

tions? The moderating role of trust. Cornell Hosp. Q. 2016, 57, 21–37. 

43. Schultz, P.; Shriver, C.; Tabanico, J.; Khazian, A. Implicit connections with nature. J. Environ. Psychol. 2004, 24, 31–42. 

44. Poitras, L.; Getz, D. Sustainable wine tourism: The host community perspective. J. Sustain. Tour. 2006, 14, 425–448. 

45. Busby, G.; Rendle, S. The transition from tourism on farms to farm tourism. Tour. Manag. 2000, 21, 635–645. 

46. World Tourism Organization UNWTO. International Tourist Numbers Could Fall 60–80% in 2020. UNWTO Reports. May 2020. 

Available online: https://www.unwto.org/news/covid-19-international-tourist-numbers-could-fall-60-80-in-2020 (accessed on 

19 November 2022). 

47. Carrà, G.; Mariani, M.; Radić, I.; Peri, I. Participatory strategy analysis: The case of wine tourism business. Agric. Agric. Sci. 

Procedia 2016, 8, 706–712. 

48. Aertsens, J.; Mondelaers, K.; Huylenbroeck, G. Differences in retail strategies on the emerging organic market. Br. Food J. 2009, 

111, 138–154. 

49. Eurostat. Organic Crop Area by Agricultural Production Methods and Crops. 2012. Available online: http://appsso.eurostat.ec. 

europa.eu/nui/setupModifyTableLayout.do (accessed on 19 November 2022). 

50. IWSR. Key Trends Driving the Global Beverage Alcohol Industry in 2022. 2022. Available online: https://www.theiwsr.com/key-

trends-driving-the-global-beverage-alcohol-industry-in-2022/ (accessed on 14 November 2022). 

51. Pomarici, E.; Vecchio, R. Millennial generation attitudes to sustainable wine: An exploratory study on Italian consumers. J. 

Clean. Prod. 2014, 66, 537–545. 

52. Vermeir, I.; Verbeke, W. Sustainable food consumption: Exploring the consumer attitude-behavior intention gap. J. Agric. Envi-

ron. Ethics 2006, 19, 169–194. 

53. Neimark, B.; Mahanty, S.; Dressler, W.; Hicks, C. Not just participation: The rise of the eco-precariat in the green economy. 

Antipode 2020, 52, 496–521. 

54. Barber, N.; Taylor, D.; Deale, C. Wine Tourism, Environmental Concerns, and Purchase Intention. J. Travel Tour. Mark. 2010, 27, 

146–165. 

55. Cho, M.; Bonn, M.; Brymer, R. A Constraint-based approach to wine tourism market segmentation. J. Hosp. Tour. Res. 2014, 41, 

415–444. 

56. Charters, S.; O’Neill, M. Service quality at the cellar door: A comparison between regions. Int. J. Wine Bus. Res. 2001, 13, 7–17. 

57. Carmichael, B.; Senese, D. Competitiveness and sustainability in wine tourism regions: The application of a stage model of 

destination development to two Canadian wine regions. In The Geography of Wine; Dougherty, P.H., Ed.; Springer: Dordrecht, 

The Netherlands; 2012; pp. 159–178. 

58. Hall, C.; Gössling, S. Food Tourism and Regional Development: Networks, Products and Trajectories; Routledge: Abingdon, 

UK, 2016. 

59. Knight, H.; Megicks, P.; Agarwal, S.; Leenders, M. Firm resources and the development of environmental sustainability among 

small and medium-sized enterprises: Evidence from the Australian wine industry. Bus. Strategy Environ. 2019, 28, 25–39. 

60. Ouvrard, S.; Jasimuddin, S.; Spiga, A. Does sustainability push to reshape business models? Evidence from the European wine 

industry. Sustainability 2020, 12, 2561. 

61. Mihailescu, R. Is there a scope for organic wine tourism development? A Focus on South African Wine Industry. Riv. Sci. Tur. 

2015, 6, 11–21. 

62. Getz, D. Wine tourism: Global overview and perspectives on its development. In Wine Tourism-Perfect Partners, Proceedings of 

the First Australian Wine Tourism Conference, Margaret River, Australia, 3–5 May 1998; Dowling, R., Carlsen, J., Eds.; Bureau of 

Tourism Research: Canberra, Australia, 1998. 

63. Rashid, N.; Jabar, J.; Yahya, S.; Shami, S. Dymanic eco innovation practices: A systematic review of state of the art and future 

direction for eco innovation study. Asian Soc. Sci. 2014, 11, 8. 



Agriculture 2022, 12, 2143 17 of 17 
 

 

64. Skinner, A. Napa Valley, California: A model of wine region development. In Wine Tourism Around the World: Development, 

Management and Markets; Hall, C.M., Sharples, L., Cambourne, B., Macionis, N., Eds.; Butterworth-Heinemann: Oxford, UK, 

2000; pp. 283–296. 

65. Wagner, M. The link of environmental and economic performance: Drivers and limitations of sustainability integration. J. Bus. 

Res. 2015, 68, 1306–1317. 

66. Williams, P. The Evolving Images of Wine Tourism Destination. Tour. Recreat. Res. 2001, 26, 3–10. 

67. Williams, P.; Dossa, K. Non-resident wine tourist markets: Implications for BC’s emerging wine tourism industry. J. Travel Tour. 

Mark. 2003, 14, 1–34. 

68. Tourism Observatory of the Spanish Wine Routes. Informe de Visitantes a Bodegas y Museos de las Rutas del Vino de España. 

Año 2021 [Report on Visitors to Wineries and Museums on the Wine Routes of Spain. Year 2021]. 2021. Available online: 

https://wineroutesofspain.com/wp-content/uploads/2022/06/informe-visitas-a-bodegas-y-museos-rve-2021.pdf (accessed on 12 

November 2022). 

69. Portela, J.; Domínguez, M. Las rutas del vino como motores de dinamización socio-territorial: El caso de Castilla y León [Wine 

routes as drivers of socio-territorial dynamization: The case of Castilla and Leon]. Boletín Asoc. Geógrafos Españoles 2020, 84, 1–

36. 

70. OECD. Eco-Innovation in Industry: Enabling Green Growth; The Organization for Economic Cooperation and Developmen: Paris, 

France, 2005. 

71. Roldan, J.; Cepeda, G. Modelos de Ecuaciones Basados en la Varianza: Partial Least Squares (PLS) para Investigadores en Ciencias Sociales 

[Variance-Based Equation Modeling: Partial Least Squares (PLS) for Social Science Researchers], 4th ed.; University of Sevilla: Sevilla, 

Spain, 2017. 

72. Hair, J.; Hult, G.; Ringle, C.; Sarstedt, M.; Castillo Apraiz, J.; Cepeda Carrión, G.; Roldán, J. Manual de Partial Least Squares Struc-

tural Equation Modeling (PLS-SEM); OmniaScience Scholar: Newcastle, UK, 2019. 

73. Barisan, L.; Lucchetta, M.; Bolzonella, C.; Boatto, V. How does carbon footprint create shared values in the wine industry? 

Empirical evidence from prosecco superiore PDO’s wine district. Sustainability 2019, 11, 3037. 

74. Marco-Lajara, B.; Zaragoza-Sáez, P.; Martínez-Falcó, J.; Sánchez-García, E. Does green intellectual capital affect green innovation 

performance? Evidence from the Spanish wine industry. Br. Food J. 2022, Ahead-of-print. 

75. Marco-Lajara, B.; Zaragoza-Sáez, P.; Martínez-Falcó, J.; Ruiz-Fernández, L. The Effect of Green Intellectual Capital on Green 

Performance in the Spanish Wine Industry: A Structural Equation Modeling Approach. Complexity 2022, 2022, 6024077. 

76. Hu, L.; Bentler, P. Fit indices in covariance structure modeling: Sensitivity to underparameterized model misspecification. Psy-

chol. Methods 1998, 3, 424–453. 

77. Kline, R. Principles and Practice of Structural Equation Modelling; Guilford Press: New York, NY, USA, 2011. 

78. Canziani, B.; Byrd, E. Exploring the influence of regional brand equity in an emerging wine sector. J. Wine Econ. 2017, 12, 370–

377. 

79. Smyczek, S.; Festa, G.; Rossi, M.; Monge, F. Economic sustainability of wine tourism services and direct sales performance–

emergent profiles from Italy. Br. Food J. 2020, 122, 1519–1529. 

80. Grimstad, S.; Burgess, J. Environmental sustainability and competitive advantage in a wine tourism micro-cluster. Manag. Res. 

Rev. 2014, 37, 553–573. 

81. Karagiannis, D.; Metaxas, T. Sustainable wine tourism development: Case studies from the Greek region of Peloponnese. Sus-

tainability 2020, 12, 5223. 

82. Trigo, A.; Silva, P. Sustainable Development Directions for Wine Tourism in Douro Wine Region, Portugal. Sustainability 2022, 

14, 3949. 

83. Ingrassia, M.; Altamore, L.; Bellia, C.; Grasso, G.; Silva, P.; Bacarella, S.; Chironi, S. Visitor’s Motivational Framework and Wine 

Routes’ Contribution to Sustainable Agriculture and Tourism. Sustainability 2022, 14, 12082. 

84. Merot, A.; Alonso Ugaglia, A.; Barbier, J.; Del’Homme, B. Diversity of conversion strategies for organic vineyards. Agron. Sus-

tain. Dev. 2019, 39, 16. 

85. Katunar, J.; Mrak, M.; Zaninović, V. Implications of Mediated Market Access—Exploring the Nature of Vertical Relationships 

within the Croatian Wine Industry. Sustainability 2022, 14, 645. 


