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1 Introduction

Podkarpacie is one of the polishopinces, situated in the sodtleastof Poland with a
mountin landscape. Due to the natumnditions, it isfamous forrural tourism sport
tourism (skiing, cycling) and heritage tourism. The latest trend in the indastwell asn
tourism in Podkarpae Region is based on wine. Podkarpacie is not known as a wine region
yet, although it has always go@dnditionsfor viniculture. Winemaking hads beginning in

the Middle Ageswhen wine was produced for monastery needs. Winemaking traditions have
been decreasing sincehe 17" century and disappeared after the Il World WaFhe
renaissance of winemaking traditions has started afte?2, 89Ben one of the most famous
Polish vineyards, Golesz Vineyard, was establiéhadneyards were usually established

because of the hobby amderestof winemakers.

Nowadaysthe wine hobby of polish winemakers is converting into wine tourism. More of
them start to perceive wine tourism as a possibility of developing their agriculture offer or as
an additional profitWine tourism is not only a visit in winery or tasting wine, it is aso
cellar door. This component has been unsettled due to the polish law. Although Poland
became a legal wine country like Ireland, Netherlands, Denmark and others in December
2005 (EU dassification of viticulture),the national law was not favourable for wine
producers. It allowed production for own needs of winemakers. However, to sell wane in
winery, big outlays were needed (mainly for excise and special laboratory research). That
requirement was impossible to fulfil by small wine producers, whah&rmain actors irthe

Polish wine industryThe law concerningvine selling changed, in favour of winemakers, in
September 2008. From that time, Polkgime makershave been allowed teeb the wine of

their own productiono touristsvisiting their wineries.

'Bosak, Wojciech. fAUprawa winoroSli i wn Polistalmsstutewo w ma {
of Grapevine and Win2004, p.6 qttp://www.instytutwina.pl/pdf/upraa_winorosli_na_podkarpaciu.pdf[14
November.2008]
Kowal ski, Krzysztof . infRézezpogpoliged SegtemPeo ROO& i ego Wi na o,
<http://www.rp.pl/artykul/9152186666_Geografia_polskiego_wina.htnil4 November 2008]
%Written by administrator of websitd. T e r y tP@rd iskm stref N A uprawy winoroSl i
December (2005)
<http://www.winnicepolskie.pl/index.php?option=com_content&task=view&id=61&Itemiti=[14 November
2008],
Written by administrator of website. #AStrefy wuprawy v
<http://www.winnicepolsle.pl/index.php?option=com_content&task=view&id=62&Itemid=744 Novembéer
2008]
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Wine tourism is relatively new sphere and it has not been investigated yet. It is a new kind of
tourism in Poland, which is now fAngamwihei ng on
tourism is coming into being now. However, no statistic data has been collected in this case
yet, and there is no nationaihd regionalvine tourism status. For the lagars, ithas been
possible to see the growth in the number of wineneted organizations. Polish Institute of
Wine and Grapevirfeis one that exists on the national legebn-governmental institution)

Their task is to popularize Polish wimaking and wine culture amomngnemakers and
society. More organizations exist on tregjional level. Their purpose is to implement new
programmes and projects about establishing new vineyards and creating a wine tourism offer
in wineries. Another aim of regional organization is to promote the idea of winemaking and
wine tourism as onenes$hese institutions connect winemakers from particular provinces
and fromthewhole Poland by organizing annual meetings. The Annual meeting, called Polish
Winemakers Convent, has Ineerganizedhree times in the last three yedevery year itis

gaining more and more participants (mostly winemakers). Lassi® Winemakers Convent

was noticed in TV newsAt the same time, it has become an inspiration for the project
authors to go deeply into this subject and find out whiditeisurrent situatin of wire tourism

and winerieffer in Poland.

The aithors have chosetime Podkarpacie Region because it is currently the most important
wine region in Polartj with 24% of allthe Polish vineyard In this regionpne of the oldest

and the most popular vineyls, Golesz Vineyar situatedThe winemaker of this vineyard,
Roman Mysliwiec, is famous of his stubbornness and fierceness in Polish winemaking
renassance. Roman Mysliwie@lso known asthe Bacchus from JaSldthe townwhere
Golesz Vineyard isituaed) not only has his own winery but also playsimportant role in

nongovernmental institutionsuch as th@olish Institute of Wine and Grapevine.

The aithors considered thiaterviews with winemakers of Podkarpacie, as a primary idata

their project The aimof conducting these researches wagather the information about the

“Polish Institute of Grapevine and Wine < http://www.instytutwina.pl/konwent.html> [14 November 2008]
*Kowal ski, Krzysztof . infRékezpogpolitedSepmemieo(2088ki ego Wi naod,
<http://www.rp.pl/artykul/9152,186666 Geografia_polskiego wina.htfh#t November 2008]
®PrangeBar c zy Es kii Ko mfwemats zP o | sirkMagalzayn WinpAugast (2096
<http://www.winnica.golesz.pl/konwent.htm[14 November 2008]
'™Michal ski , Kr zy s zihKaleido sicipen i(2Mag az yha 9pHbkaemioeo(2002) PLL L O
<http://www.winnica.golesz.pl/dionizj.html[14 November 2008]
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offered product, its development as well as offered experience. Secondary data, used in the
project, is the data collected by the winemakerth@organization.

The poject is based on a theory, which concerns experience, the product, the product
development. To hava better overview about the product and product development the
S mi t(X®demodel of generic tourism product has been used in a correlation ettty tbf
product presented by sevena@searchersuch ad evitt quoted inV.T.C Middleton (1990)

Kotler (2006). Moreover, the experience theory has been used. It includes the model of
success factors of wine tourism experience feornnsumer perspectivproposed b D.Getz

and G. Brown(2006) as well as model dfi¢ four Realms of an Experience presented by Pine
and Gilmore (1998).

The willingness of getting deeply into the subject was caused by the fact that winemaking and
wine tourism exist in Polandut has nobeen investigatedo much yet. It has contributed to
theemergence of following research question:

What is the current situation of development of wine tourism offer in Podkarpacie

Region (from winemakerso6é perspective)?
To giveasufficient and thoroug answer, the following sufquestions will be investigated:

e What features of the wine tourism experience and product are offetied wineries

of Podkarpcieand why these in accordance with tF
e What type of experience is oftst by winemakers?
e What are the good and the bad points of the current wine tourism offer? What should

be changed in it and why?

Delimitation of project

Podkarpacie is a large province with manineries Due to that factfhe authors of the
projecthavedecided to choose onhandom wineriesTaking into consideration all wineries

of Podkarpacie would be too widadtoo extensivearesearch for the projeds this region

is the second province with &éhbiggest intensity of wineriedoreover,the poject will not
containspecific and detailed statistic data about wine production and wine tourism in Poland.

This issue has not been investigated accurately before. There is lack of comprehensive



information gathered by the governmehte «isting data s been gathered by winemakers
mainly for their own needslhe data used in the project has beeltected from the websites

of wineries and phone interviews with winemakers.

2 Methodology

This chapter consists a@he description ofthe research design press, used in the project.
The nethodology ofresearch is based on the formulationtloé research questionshe

research objective$iterature reviewand dataollection

In the research designs, the questions related to the sequedea,aheory,and research
haveappeared. Some scientists claim thattheory should appear foge the research. Others

are of the opposite opinion, and approve of rdeearches befotée theory. The authors of

the project go along with Bruce Lawi@@nBerg (2007), Wwo argues for different model The

Mo del S U g g e sricampbassesybotln therreseabeiiore theory and theory before
research. [Modell.i s convinced as spiralling?®Blather

Berg (2007) suggests the followingges of the model:

IdeasA Literature ReviewA DesignA Data Collection and

OrganizationA Analysis and Findingg, Dissemination

2.1 Idea

The idea ighe starting point of the project. It can emerge through the participation as well as
theobservation of somphenomend.According to that project, the idea has appeared through
the observations of occurrence; howevke authors have not been participating directly in
the phenomenalhe authors wer@nspired by the information, about wine production and
wine taurism in Poland. The information, whicippeared in the medigaverise to the
aut hor s 6Thesauthorpwere angazed because they have tlmught of Poland as a
wine country. From the& u t hpointsobview, wine tourism in Poland seemed to be an
interesting subjectworth further investigationThe genness for a new kind eburism in
Poland resulted ifurther thinking and reading. Firsthe general situatiowasanalyzed and
later, the authorsdecided to focus on one of the provinéamous forwine production and

tourism, which is one of the oldestafdr om aut hor sd point of view,

®Berg, Bruce LQualitative research methods for the social scielt®A: Person Edcation Inc. (2007), p. 24
°Berg. Ibid., p. 21
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2.2 Literature Review

The authorstarted reviewing literature via intern@tefirst researchewerebroad andefer
to thewhole aspect ofvine tourism. In the course of timthe researches narrowed to the
literature referring tothe product development anedxperience inthe tourism and wine
tourism The authordave been using bookslated to tk subgcts mentionedbove.To have

a better overviewof the subjectthe authors have found quand have usedome of the

articlesconnected withiourism prodet and its developmenrdnd wine tourism experience

Theauthors implemented in the peot three models, which in theopinion are important in
finding the answer ttheresearch question¥he nodels used in the project are: The Generic
tourism Producf, Critical success features of wine tourism experience from the customer

perspectivé', and Thke Four Realms of an Experiefite

2.3 Research questions

In accordance tdlorman Blaikie (2000)esearch questions can be divided into three groups,
Owhat 6, &6éwhydé and 6howd (¢ theasuttihoonrss. hDauvee tcoh otst
guestions. The i of these questions is to obtairlescriptive answer. These questions are
Adirected towar ds dhesharacteestics ohd patkemslin sbraessociali b i n g
phenomenon, for exapte categories of individuad¥’. As the wine tourism in Podkargie is
discoveredand described in the projethea ut hor s consi d@&heauthavshfat 6 qu
the projectalsoconsideredheu s e of Awhy o qosed thdseoquestionsisShoe pur

get theexplanation of reasons tife current offer in Podk@aciewineries.

2.4 Research objectives

I n the soci al sciences, It S possible to
objectives can include exploration, description, explanation, understanding, prediction,
change, ealuation, and impact assessieh The aithors have chosen threetbé objectives

mentioned above. The first one is to explore, which méahso att empt t o deve

“Smith, SteElpéemnodlr i sAmnalfiof dodrisra Research (1994) vol:21 p.588
“Donald Getz anGGrahamBrown fCr i ti cal successful factors for wine
Tourism Marmgement 27 (2006) p. 156

B.J Pine an®eld cldm®i lt morn d e fE KavardBusmessschiotodEconanyyd

July-August 1998, p. 102

13BJaikie, Norman. Designing Social ResearcRolity Press. (2000), p. 60

“Blaikie, Norman. DesigningSocial ResearcHPolity Press. (2000), p. 72



rough, description or, possibly,®@hmeseondder st a
objective is to desire, asthe authors decided to provideepr oj ect wi t h At he n
and reporting of the characteristics of some population group, phenomentudinigc
establishing regulatiod®. The third objective is to expl ai
elenments, factors or mechanisms that are responsible for producing the state of regularities in

a social phenomenotl. The authors of theproject want to understand and explaiome

reasons of the Podkarpaeune tourism phenomenon.

2.5 Data collection

In the project, primary and secondary data has been used. Secondary data come from web
sites of thePolish organizationsonnected with wineand from wineriesvebsites This data

iIs mainly gathered viahe Internet because there is lack of existing printed decdsn
strategies of wine tourism, and statistical data. Mdoee, the data found on thatérnet is
sometimes insufficient and not detailed. There is a deficiency in comprehensive data because

it varies depending onthe different websites. To collect theirpary data, telephone
interviews have been conducted withe wi nemaker s8 s ocifeusing. The
telephone interviews, instead qiestionnairg was to receivenore detailed information, and

the answer for fAwhyo qu ealtviaaquestionnaite.i ch woul d

In designingtheresearch, qualitative methodsreb e en used. AQualnott at i ve
place its emphasis on the collection and analysis of statistical data and usually tends to obtain
in-depth insight into relatively sanl | number of respbthdamafs or
qual itative met hodrds rather thanoquantiécatipth Bhe iqualigysof w
answers is more important than the quantity of answering people. The igealitf methods
applies to thenar e of t hings. AQualitative researc
definitions, characteristics, nffThaqdiatvess, syn
methods can be used in certain experiences as they cannot be measured and expressed by th
number s. However, Aqual i tative met hodol ogi ¢

s t u d'i Enseoneededfor qualitative researchs is longer, and they cannot be easily

*Blaikie. Ibid., p. 72
1%BJaikie. Ibid., p. 72
"Blaikie. Ibid., p. 72
®David Weaver and Laura Lawtofiourism managemenustralia: John Wiley & Sons (2006), p. 470
¥Bryman, AlanSocial Research Method@001), p. 264
“Berg, Bruce LQualitative research methods for the social sciett®A: Person Education Inc. (2007), p. 3
21 H
Berg. Ibid., p. 2
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analyzed by theise of thecomputer programs. Moreover, these methods have beeieedtic

ifor being nonscientific and inval Pdntes t hey
aspectof wine tourism in Podkarpacighe authors consider these methods as the most
appropriate.The au t h o r shd@s beemonresearch deeply anithd the explanationand
understanding othe phenomenorrather than conducting aquestionnairewith numerous

winemakers.

In the researcheghe authorsof the projectdecided to concentrate onetlsociety of
winemakers.As wineries chosen to research where imgosindom he results cannot be
generalized to all the wineries Podkarpacie, as there can be exceptions according to the

wine tourism offer, in the different parts of region.

The nterviews wereconductedvia the telephone. It was the only viable methbecause of

the geographic location. However, the telephanterview lacks the faceto-face contact,

which could provide more information and answiersthe questions. Moreover, fateface

contact allows gathering some visual agrdphicinformation, which cannot be gathered in

the telephone interviewAn interviewer cannot see the gestures, body language, and facial
expressions, whichxpressani nt er vi eweeds i nterpersothal att |
interview. A semi standardized interviewas the type otheinterview, chosen bthe authors

of the project. The questions in thisikd of the interviewaremore or less structured, with a
possibility of changing the order during the intervidwrst, the intervieweesvereasked via

e-mail if they would like to participate in the researches. Secondly, thesived alocument

with the scope of the interview. After that, the interview was condudtethe timesuitable

for the interviewees.The questions included in the interview are open questiavhich are

useful in collecting irdepth answer to the phenomenon. The ainopEn questions was to
receivetheanswer s for the most i mportant questior
more informati on t hdalme n@ryievssirts with thedguestidns qbowd st i 0 |
the basic characteristics dhe wineries, its size, and purpose of establishing’he rext
guestions are mor e related to the project,
development in the Podkarpacie wineries. Thefgirto the wine tourism offer in Podkarpacie
andtheplans for its development. Next questions are related to cooperation, the importance of
cooperation with other wineries and tourism organizatiding kst group ofthe questions

refers to the profile fowine tourists visiting the wineries, and their purposes of conTihg.

“Berg. Ibid., p. 3



last question refstoawi ne maker 6s point of view about
Podkarpacie. The reason formulating this structure othe questiors was to establishthe

contact withaninterviewes first andthen ask about the most important aspects.

3 Theory

In the following chapter, different theories will be presented and discussed. Fingtly, t
different points of view orthe wine tourism theory will be given. Secondlye texperience

will be defined, and the model of critical features of wine tourism experience will be
presented. Thauthors of the projestwill present their suggestions for the critical features of
thewine tourism experiencenlthe next part of chapteéhe product theory will be given, and

the generic model of tourism product will be presented. The last part consists of the model of

Four Realms of an Experience.

3.1 Wine tourism theory

Many definitions ofwine tourism have emerged lately in literatuviost of them refer to the
travell er 6s motivati on and experience. Hal
definitions, which ismotivation ad experiencdocused They definewine tourismas a
Avisitation to the vi ne ywne shews fomwhiochegrapeewsne wi n
tasting and/or experiencing the attributes of grape wine region are the prime motivating
fact or s 2% The Australiani NatiorraldNine Tourism Strategy (1998) presemither

definition, which includes theexperienceaspect In this point of view, wine tourism is a

i Mitation towineries and wine regions to experience the unique qualities of contemporary
Australian lifestyle associated with the enjoyment of wine at its sourckiding wine and

food, landscape, and ul t ur al ?* Althaugh vthetdefiaison @bove is relatem

Australia, the authors of theoroject consider it as a good explanation of wine tourism and

think that it can be related to any other wine region.

Two definitions mentioned above are cus&rfocused, mainly because of the fact that a
customer is the one, whom thenaitourism product is directed &towever it is important to

consider the other perspective wfne tourism and its product§he definition of wine

%3C. MichaelHall andNiki Macionis(2008)in Explore Wine TourismDonald Getz. Cognizant Commication
Corporation (2000), 8
*The Australian National Wine Tourism Strategy (1998Fiplore Wine Tourism Donald Getz. Cognizant
Communication Corporation (2000), p. 3
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tourism should also incledthe aspect of winemakers. From their point of vieime tourism

I's a fAmarketing opportunity for wineries
consumens > Thereexists also #hird aspect ofwine tourism which refers tahe destination
often represented by theavel agencies. From this point of viewjne tourism is astrategy
which destinationsuse to develop themselves,and market wineelated attractions and

imagery.

Destination

(tourism /
agancies)

Wine tourism

Figure 1. Perspectives of wine tourism

Donald Getz (2000) presenteddefinition, which includes all three perspectiveswhe
tourism (wineries perspective, wine tourist perspective, destination perspektkveefines

wine tourisma s ravel felated to the appeal of wineries and winentgu a form of niche

marketing and destination development, and opportunity for direct sales and marketing on the

part of the® wine industry.o

The two most important perspectives, and in the same time, the only two that are visible in

Podkarpacie, are cumsners (wine tourists) and wineries. Without any of théraexistence
of wine tourism would be wobble@®oth of them are driven bthe different motives. The

motivations of winemakers can be for example a promotion of winery, selling, education

about wire, hobby. The main motivations of wine tourists, nermed by Macionics (2000)
can betastingwine, buying wine, a day out, learning about wine, winery tour, meeting
winemaker, rural setting, entertaining/otivations of tourist can convert into their

expectations of wine tourism experience.

Getz, DonaldExplore Wine TourisnCognizant Communication Corporation (2)0p. 4
#Getz, DonaldExplore Wine TourisnCognizant Communication Corporation (2000), p. 4

t
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3.2 Critical features of wine tourism experience

Inthesi mpl e words experience can be explained
somet hing you do, especially whef. Oneofte aff ec
definitions presented by Shaw and Ivens (2002) desxebx per i ence as a fAbl
el ements coming togethero. Fost eex merrdi eKnrceeu zi
involves the consumers emotionally, physicailhyellectually, and spituallyd’®. Theauthors

of the projectfollow Foster and Kreuz (2002yho claimthat experience should stimulate
variety of consumberassd hoessod. tMer eolr(@2®P3e,ct ag
that experience occuiin an endless array of spdciplaces, such as stores, museums, cities,
sporting arenas, shopping centres, neighbourhoollspand weklknown attraction&.

Worth mentioning is the fact ththee x per i ence can fAconsi st of a
supplement of the product oretlexperience can be the whole package, making the experience

not just a product but °3Altmegh éxpelienges acedefisient, a s
in tangibility they are memorable, and this is what the customers currently value and'desire.

The nore memorable experience the more valued it is for customerhe authorsof the
projectagree also withPine and Gilmore (1999) that experiences, in contrast to commaodities,
goods, and services, are Ai nher d@vidual (y.)apder s on a
no two people can have the same experienceo
experience as well as on the background, emotions, interpretations, and associations.
Furthermore, it is considered by C.K Prahalad and V. Ramasy2ddy), when customers

purchase a product, they are looking for some experiences and values. It can be useful for
companies in the process of differentiating their offer. This approach can be applied also in

the wine tourism. An experience, which is dedirgy tourists during the stay in the wine

region, can indicate to the winemakers, what they should focus on, while they are creating the

wine tourism offer. If winemakers concentrate precisely on the features of experience from

“’Oxford Dictionaryd Ex pe i e®&éord University Press (2002), p. 271
®roster and Kreuz (2002) in AA Marketi ng, Séapdinavmmch t o
Journal of Hospitality and Tourism, Vol. 7, No. 1. (2007), p. 61

“06Dell (2005) in AA Marketing Approach to the Touris
Hospitality and Tourism, Vol. 7, No. 1. (2007), p. 62

®JohnSundo and Per Darmer. fACreating experiences in the
Library (2008)

<http://www.dawsonera.com.zorac.aub.aau.dk/depp/reader/protected/direct/AbstractView,readerButtons.eBook
View.sdirect?state:reader/protected/AbstractView=BrOOABXcMAAAAAQAABWYVpc2JudAANOTE4RIO
DQONDAWMW%3D%3D> [5 December 2008]
'B.J Pine andh&. Hx@iel me rHareardBuisnesoSvhoa of Economy Press, Boston
(1999), p. 12
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the customer persptve, trey will benefit moreD. Getz and G. Brown (2006) have proposed

thefollowing model ofthewi ne t ouri sm experiencedbs feature

Related features:

-Large number of wineries to visit
-Famous wineries

-Winery groups tours

CULTURAL

PRODUCT
with regional character
< . . Related features:
s R -Easy to obtain -Traditional wine villages
Leo:s:o 5:: an:%do information \ -Specialty shops or market
-Opportunities for outdoor N wﬁt - l. g ooel tampm e

recreation

Figure 2. Critical features of the wine tourism experience from the consumer perspective.

Source:Dmal d Get z, Graham Brown, ACritical successful fa
TourismManagement 27 (2006), #56

The model presented above was a result of exploratory researches undertaken in Calgary,
Canada. These researches are precise and can be criticized. They were based on a
convenience sample of 161 wine consumers in Calgary; therefore, it cannot be generalized to
all populations. Although the researches are only exploratory, they show the features of wine
tourism experiencéhat a consumer considers as important. The model proposed byD. Ge
and G.Brown (2006) showthe collaboration between the three main groups of features of

wine tourism experienc8heauthodo s of t he model cl ai msthenat t h
mosti mportant . However, 6cor e deasnbtibedistegacdn 6 an
Although theyhold the second position, theyer ac t . I n t h einenies geothent o f

core attraction (Getz2000), but cannot stand al@i® In the process ofacilitating wine
tourism, experience collaboration is needed. It should involve not only the wine and tourism

¥Donald Getzand Graham Br own, ACritical susicessful fa
Tourism Management 27 (2006), 155
11



industries but also destination marketing and management organizations, as well as cultural
andrecreational supplierd.he authorsagree with sggested by D.Getz and 8rown (2006)

domi nance of the O6core wine productd over t
pr o d liisdadsed by the fact that the main motive of wine tourists is tonrsgtry, which

c 0 mp @@eewin® produét Attractive landscape or interesting cultural attractions are only

the additional aspect of wine tourism. It is the winery, which is the major motivation and, if it

is disappointing then even the high quality @bre destination app&abr 6 t budtural

producbwill not fully satisfy the wine touristddowever, it is important to remember about

all the three groups of features andbt di sregard O0core destinati
producto at al | , M expesiance ewithoud theambn bevpemcetvedta® ur i s
insufficient. The authors of the project suggest a small modification according to the core
destination appeal antle cultural product. Thauthorsof the projecthink that if the cultural

product is distinguished from the core dedtoraappeal, at the same time the natural product

could be differentiated from the core destination appeal. However, the natural and the cultural
product should not be seen as very separate groups from the core destination appeal as they
constitute the déimation. Destination cannot exist without its nature and its culture. Culture

and nature of region is inseparable with destination. The authors of the project suggest
considering cultural product and natural product as subgroups of core destination Hppeal

reason of this modification is thtte authors of the projedb not agree with D. Getz and G.
Brown (2006), who suggest that OoOattractive s
is a feature of core destination appeal and is not includ#d cultural productThe authors

of the projecthink that it should be changed, as for example, the regional architecture, which
composes the attractive scenery (classified by D.Getz and G.Brown to the core destination
appeal), is at the same time thdtural product of a region. D.Getz and G.Brown (2006) have
distinguished the cultural product; however, they have not created the group of features
related to the natural product. The authors of projects suggest that natural product should be
differentiated in the case of the wine tourism, as the natural product (landscape, attractive

natural scenery, and climate) is important as part of the experience.
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Related features:
-large number of
wineriesto visit
sfamouswines
-winery group tours

Related Features:
-lotsto ses and do
-opportunities for
outdoor recreation
-speciality shopsor
markets selling local farm
products

Figure3. Projectdéds authors suggestrmexperiende fraanrthe tustemed f eat ur
perspective.

Source: Based on the Donald GetzaAd aham Br own, ACritical successful f
demand anal WanagerentPd(R006), 56

All the features mentioned above show what is irtgarfrom the customer perspective in

wine tourism experience. To achieve the success and satisfy the customer expectations,
wineries should deliver elements of wine tourism experience, which are desirdte by
customers.

Usingthis pattern of the most deed features of wine tourism experienttes authors of the

project would like to inquiry what features of the wine tourism experience are delivered to the

customesand what PodKk arsqomsideria theiraoffem e ma k

3.3 Tourism product
As it was metioned in the subchapter about critical features of experience, experience can
consist of a product (...) can also be a supplement of the product or the experience can be the

13



whol e p*akoktleqeeds of the project, it would be good to have an evenfi the
definitions of tourism product.

There are few possibilities of defining tourism products. In relation to marketing, product is
Afany offering that can satisfy a need or w
combination of components, incling physical goods, services, experiences, event, persons,
places, properties, organizations, informaticand idea ¥. What makes this definition
appropriately fitting to the tourism aspect is the fact that tourism product is closely ahnec
with persons, places, and organizatioRsThe tourism product can consist of ahe
componentswhich have been mentioned abowowever, it is not agreed weather event,
persons, places, information and ideas are only elements of the product or they constitute th
experiene. The tourism product can also bewan experience in the end of the tourism
production process as the final output of the process. To form the final output of tourism
production processervices of tourism industry need to be refined byctresumer¥. The
tourism product does not function until the tourist visits the destination (production place) and

gets involved into it.

3.4 Model of tourism product

Going further into theheory oftourism product, models of the tourism product can be found

One of the concepts is proposed by Le(tiT.C Middleton 1990and suggests dividintpe

tourism product i@ t hr ee l evel s: 6cor e p raogchented 0 , 0t
product’’. Many scientists, for example Kotler (2006), have adapted thisparmowever it

does not take into consideration human experience, which is as we mentioned before the final
output of tourism production procesBhe Model that distinctly reflects the role of human
experience in the tourism product is a model of genemaxluct presented by Smith. He

distinguishes five elements tifetourism product. The conces illustrated by the Figure 5

¥John Sundbo and Per Darmer. fiCreating experiences in
Library (2008)
<http://www.dawsonera.com.zorac.aub.aau.dk/depp/reader/protected/direct/AbstractView,readerButtons.eBook
View.sdirect?state:reader/peated/AbstractView=BrOOABXcMAAAAAQAABWVpc2JudAANOTc4MTg0oO
DQONDAWMW%3D%3D> [5 December 2008]
*phijlip Kotler and Kevin Lane KellerMarketing Managemerit2" edition, (2006), p. 372
®Smith, SteElpédenolr i SAmnalfiof dodrisa Redear¢h994) vol:21 p 584
%S mith. Ibid., p. 591
37 Levit in Marketing in Travel & Tourism MiddletqVictor T.C Middleton, Oxford: Heinemann Professional
Publishing Ltd. (1990), p. 82
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.7-/—_ :

Involvment

Freedom of
choice

Figure 4. The Generic Tourism Product

Source:Stephen L. JSmith, fiThe tourism product Annalsof Tourism Research, 1994 vol:215p7

As it is presented in th&igure 5 the tourism product consists of physical plant, service,
hospitality, freedom of choice, involvemerithe physical plant is a core of any tourism
product . Al t 1 esourcesdoe fmcility sutheas a waterfally wikllife, or resort

(...) the physical plant refers also to conditions of the physical environment such as weather,
water quality, crowding, and the conditions of the tourism infrastructure (...) it has a major
impect on the con 8% imeewire toerisnp & can ecludeewinery, wine

routs, and wine sites as well as landscape surrounding winery. Tothegbysial plant

useful for tourist, annput of services s requi r ed. S e rperfortnanceiob unde
specific tasks required to meet the needs of tourist (e.g. front desk operation at hotel, food,
and beverage provisiorid) In a winery visitation, it can be staff (winemakers, guides or

people or family working in winery) or regional cuisiober accommodati on. nSe
the physical plant useful for touris¥®. If services will be not enough or disappointing, they

can have a negative influence on the customer perceptiarprdduct andan experience.

Next element of Smith tourism producbncept is hospitality, which is considered as
Asomething extrao with the aim of fulfilling

BSmith, StElpdemnodlr i SAmnalfiof dodrisra Redearch (1499%vol:21, p.588
39Smith. Ibid., p.588
40Smith. Ibid., p.588
15



are nice, warm and that customer is very important to them. In accordarice wone
tourism, it can be staffyhich welconeswine tourist with a smile and is willing to provide an
information about the winery and about neighbourhood (worth seeing attractions in the
neighbourhood, restaurant etc.). Freedom of choiee a nex't e Irsetamtben t and
necessityhat the traveller has some acceptable range of option in order for the experience to
be s at i*litheavinetouyisin, it can be related to the diversity of wine given while
tasting, or many options of served food as well as wide range of winengsittorhe last
component is a customedirs/olvement. Touris take part in the process of wine tourism
production, and the successful participation is a combination of an acceptable physical plant,
good service, hospitality, and freedom of choice. Iroetance to the wine tourism,
involvement can be striking up a conversation with a winemaker or with a local community or
participation in lectures about wine. The aim of involvement is to make the time of the wine
visitor pass without notice and to give apportunity to explore the wine world. The idea of
involvement is not only physical participation in the occurrencedso focusing on the
activity. Involvement has the influence on the character of the experience, and it will be

further discussed irhe next subchapter (3.5)

The two last components are related to the experience, which could not be disregarded, as
tourism product is a human experience. Project authors go along with Smith (1994) and
statement proposed by h i m reédom wfochoice, nmammt |, CC
hospitality, competent service, and a good physical plan (...) virtually guarantees a quality,

and satisfying tourism product. o If the prod

experience.

The authors of the projewtill use the model othe generic tourism product to enquire into
the product offered by Podkarpacveneries. Through the interviews with winemakers, the

development of wine tourism product will be examined.

3.5 The Four Realms of an Experience

To have a bétroverview of an experiencefefed in the Podkarpacweineries,the authors of

the projecthave decided to use the model of Four Realms of Experience. As a model gives a
structured overview of a current offer it can be use to define the characterpandf tthe

experience delivered to the visitors of wineries.

“Smith, StEpdenowr i sAnnalfiof dodirisra ReSearch (1994) vol:215§9
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Absorption

Active
participation

Passive
participation

Immersion

Figure 5 The Four Realms of an Experience

Source: B.J Pine and J.H Gilmor@Welcome to the Experience Econdmifarvard Business School of

Thi s

Economy, JuhAugust 1998 pl02

mod el presented above distinguishes

t

participation, whether their role in creating an experience is passive or active. At the one edge

of spectrum,

and they are only the observers or listeners. The other edge is based on the active

part

even

i cipati on, what means that vi

t hat yi e Theseeomd sgrunprefers tetiecandection with the event

S i

tors

Apl

or performance. Visitors can be absorbed or immersed. In the first one, visitors are more

outside the event or performance than in the immersion. In the second one, visitors can be

fii mmer sed

visible in the figure 4, can be sorted into following four realms:

2B .

indshe amidg stme,| | s ¢ Theexperence, asoitlisn d

Pine andveld cld m@i It mon é,e T Kapvard Busmesseschaotod Ecanomyy,0
Juy-August 1998, p. 101

“3pine and Gilmore. Ibid., p. 101
“Pine and Gilmore. Ibid., p. 102
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The Entertainment Realm, where the visito
their connection with the eventis mdrei kel y one of abs®@rption

Example of such an event can be attending a concert or watching TV,

e The Educational Realm, where visitors are more active in the performance; however,
they are still f@dAmore out sitdie® nherammey ent t

attending a class or ski lesson,

e The Escapist Realm, where visitors are fully engaged to the performance, and take part
in the performance creation; they fAcan te
they involve greater custme r i mM,ear example, acting in a play or playing

in a orchestra,

e The Esthetic Real m, where Vvisitor nare i

have |ittl e “forexanple stdnélire ort the@dye to thedGrand Canyon.

In accodance with Pine and Gilmore (1998), it is said that the richest experiences are
consisting of aspects of al |l four real ms, f
spectra meet. Companies should make neteery ef

achieve a succebs

4 Poland and Podkarpacie Region as a wine country

This chapter is divided into two segments. First segment refers to the Poland, where the
Polish tourism, the wine making, and the wine tourism in Poland are shortly described.
Secoml segment focuses on Podkarpacie Region. Firstly, the tourism in the Podkarpacie
Region is described. Secondly, the main characteristics of the Podkarpacie Region are

presented. Thirdly, the history of winemaking in Podkarpacie is shown.

“B.J Pine andVel cld m@i It motrt ée E Kavard Busmess&chéotodEcananyy,d
July-August 1998, p. 102

“®Pine and Gilmore. Ibid., p. 102

“"Pine aad Gilmore. Ibid., p. 102

8 Pine and Gilmore. Ibid., p. 102

49 Pine and Gilmore. Ibid., p. 102
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4.1 Tourism in Poland®

Beginning of XXI century has noticed lower tourism motion, and it was caused by the global
decrease in tourism motion. Revival in Polish tourism situation began in 2003. In 2004 the
tot al amount of touristods arr i canparisorwitm abr o
2003. This growth referred mostly to bigger amount of tourists from Germany and other
European Union Country. I n spite of gener al
number of tourists from southern border was insignifigatdgiver than in 2003 and from

eastern border stayed at the same level as before. In 2003, there was also increase in overseas
travels with the participation of Polish citizens. In 2006, the amoulttteobverseas travels
increased by 10% in comparison wi&®05 and by 16% in comparison with 2004. Poles
travelled mainly to Germany, Italy, Czech Republic, Slovakia, Austria, France, and Great

Britain

There is no existing statistical data about any wine tourists coming to Poland as well as Poles
visiting othercountries with a purpose of wine tourisihe wine tourism is relatively new

kind of tourism in Poland. Because of this fact, there are noegieat which refer to
development othis kind of tourism for exampleas it is in AustraliaThe wine tourismin

Poland is often connected wigzotourism and it comprisegart of ecotourism offers.

4.2 Poland as wine country

Although Poland is not associated with wine culture (like France, Spain, Italy), it has a long
wine history. It is estimated that first Pdlisineyards appeared in early midcentury. Most of

the vineyards were located in the neighbourhood of cloisters and castles. The biggest
grapevine cultivatiog werein the surrounding of the big cities like: Krakow, Poznan, Plock,
and Torun. The decline &folish wine making is estimated at the end of XVI century, when
native wine was displace by the foreign wine and other alcthéier Il World War, there

were around 250 hectares of vineyards (200 ha in Zielona Gorka and 50 ha in Warka) in

Poland. Howeve as a time went by, amount of vineyards decrease to 30 hétt&eksh

*Based on the Tourism Strategy of Podkarpacie Province for years2A@7 Warsaw, October 2006
*Bosak, Wojciechii Upr awa wi nor oS1 i i wisntiwaires tnwao ifRolistkdagtijyten cgi ousop o d
of Grapevine and Win2004, p.6 tttp://www.instytutwina.pl/pdf/uprawa_winorosli_na_podkarpaciup@t7
November.2008]
Sy piJac€Ei Wi na Mal ®pendikPlskidAugust(2007)
<http://www.jura.eko.org.pl/prasa/0708_Winna_malopolska:gdl¥.November]
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wine renascence began 26 years ago, when first vineyard (Golesz Vierwasd)
establishetf.

Currently, establishing a winery has bew® a trendf’. Vineyards are usually created base

of hobby andnterests or as the supplement of agrotourism farm. More and more people are
conscious that winemaking is possilakiso in the Polish climate. The proof of theliBh
winemaking is the fact that from 20.12.2005 Poland belongs to theriesyunivhich are
allowed to produce and sell native wineln the European Union a classification of
viniculture exists, which divides wine countries into several groups in terms of the climate
conditions of the country. In this classification, it is polesiio distinguish groups: A, B, C,

CI (A), CI (B), ClI, Clll (A), ClIl (B)*°. Poland has been classified to the group A (the most
north) together with countridike Denmark, Belgium, The Netherlands, Ireland, Switzerland,
Sweden, Great Britain, Luxemburgll territory of Poland has been accepted to the group A,
what means thathe winemaking is possible in all parts of Poland (however the best

conditions are in the south and soutbst).

According to the data collected by the Polish Institute of Grapeairte Wine, there are
around 250 Hectares of vineyards (around 300-fralfessional wineries) in Polat{d They
producemainly white wine. The most popular strains in PolandRamedo, Cascade, Regent,
Pinot Nor®, Until 2010, amount of hectares of vineyawiti be extenedto 1000 Hectarés
These vineyards have to fulfil the European Union viniculture requitesm&hey have to be

at least SAres (or 300 cuttings) and the strain of grapevine should be authorized.

“Kowal ski, Krzysztof 0 infRézezpogpolited Septembeo(R0OR i ego Wi na
<http://www.rp.pl/artykul/9152,186666_Geografia_polskiego_wina-htjfh November 2008]

**Bosak, Wojciechii Upr awa wi nor oSl1 i i  winiar st wo inRolishangtijulm gospod
of Grapevine and Win2004, p.1 qttp://www.instytutwina.pl/pdf/winoiturystyka.pef[17 November 2008]

*Written by administrator of websitd. Ter yt ori um Pol ski stref N A uprawy wi |

December (2005)
<http://www.winnicepolskie.pl/idex.php?option=com_content&task=view&id=61&Itemid=747 November
2008]
HStrefy Uprawy WinoroSlio in ARR <http://www.arr.gov
>’Polish Institute of Grapevine and Wine < http://www.instytutwina.pl/konwemtzh[17 November 2008]
BA300 hektar - w wWprost 2421 Februihyp(R0883hepy/wmnwprost.pl/ar/124157/300
hektarOWW|nnic—w—PoIscle> [17 November 2008]
*Polish Irstitute of Grapevine and Wine < http://www.instytutwina.pl/konwent.html> [17 November 2008]
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Intensity of vineyards in respective
provinces (in propotion to the all
polish vineyards)

- mote than 25% of all polish vineyards

I 20-24% of all polish wineyards

I 15-19% of all polish vineyards

[ 10-14% of all polish vineyards

[] 39% of all polish vineyards

[] 0-4% of all polish vineyards

Figure 6 Intensity of vineyards in respective provinces (irproportion to the all polish vineyards).

Sources: Own created figure, based on the information (from Main Statistic Office Poland) compilated and

placed in the website of one winehjtp://www.winnica.golesz.pl/konwent.html

Figure 7. Main concentrations of vineyards in Poland

Sourceshttp://www.winnica.golesz.pl/jpg/mapa.jpgwn translation
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