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“This book consolidates under one cover various research insights and case stud-
ies from different parts of the world (including Greece) contributed by well-
known academics, all experts in their field. The book is a highly beneficial tool
for those seeking in-depth information on how to use wine tourism as a powerful
marketing tool to enhance awareness and visitation to their regions and wineries.
The book is a must read by students and industry professionals alike wishing to
obtain a holistic understanding and up-to-date practical knowledge about wine
and its role in developing tourism experiences and destinations.”

—Maria Triantafyllou, Director, Wines of Greece

“The main novelty of this book the overview of five topics crucial for the
effectiveness and the success of every wine destination: tourism behavior and
attitudes, wine destination marketing, wine experiences, wine routes and co-cre-
ation, and collaboration activities between stakeholders. A must read tor DMO
directors and officers as well as an insightful reading for students taking M.Sc.

and Ph.D. courses in the fields of viticulture, tourism, and place branding.”
—Alessio Cavicchi, Associate Professor, Food Marketing and Agribusiness,
Unaversity of Macerata, Italy

“This book provides a captivating and much-awaited selection of wine tour-
ism cases focusing on marketing aspects of this phenomenon. As wine regions
increasingly embrace wine tourism as a potential marketing tool to increase sales
and enhance their image as destinations, this book constitutes a valuable resource

for marketers and winery operators alike.”
—Abel D. Alonso, Senior Lecturer, Business Management, Liverpool John Moores
Unaversity, UK

“This book provides a welcome addition to the literature on wine tourism. With

an extensive array of themes and cases studies the international perspective pro-

vides useful insights into tourism destinations seen through the lens of wine.”
—C. Michael Hall, Professor, University of Canterbury, New Zealand



“Make time to read this book. if you are a student, researcher, or practitioner in

the field of wine destination marketing, there are valuable lessons to be learned

from experts and case studies about the best practices in the growing and eco-
nomically vital field of wine tourism.”

—Armand Gilinsky, Jr., FJ Korbel Bros Professor of Wine Business,

Sonoma State University, USA
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