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1 Introduction  

Podkarpacie is one of the polish provinces, situated in the south- east of Poland with a 

mountain landscape. Due to the natural conditions, it is famous for rural tourism, sport 

tourism (skiing, cycling) and heritage tourism. The latest trend in the industry as well as in 

tourism in Podkarpacie Region is based on wine. Podkarpacie is not known as a wine region 

yet, although it has always good conditions for viniculture. Winemaking had its beginnings in 

the Middle Ages, when wine was produced for monastery needs. Winemaking traditions have 

been decreasing since the 17
th
 century and disappeared after the II World War

1
. The 

renaissance of winemaking traditions has started after 1982, when one of the most famous 

Polish vineyards, Golesz Vineyard, was established
2
. Vineyards were usually established 

because of the hobby and interest of winemakers.  

Nowadays the 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 profit. Wine tourism is not only a visit in winery or tasting wine, it is also a 

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
3
 (EU classification of viticulture), the national law was not favourable for wine 

producers. It allowed production for own needs of winemakers. However, to sell wine in a 

winery, big outlays were needed (mainly for excise and special laboratory research). That 

requirement was impossible to fulfil by small wine producers, who are the main actors in the 

Polish wine industry. The law concerning wine selling changed, in favour of winemakers, in 

September 2008. From that time, Polish wine makers have been allowed to sell the wine of 

their own production to tourists visiting their wineries.     

                                       
1
Bosak, Wojciech. ñUprawa winoroŜli i winiarstwo w mağym gospodarstwie na Podkarpaciuò in Polish Institute 

of Grapevine and Wine, 2004, p.6 <http://www.instytutwina.pl/pdf/uprawa_winorosli_na_podkarpaciu.pdf>  [14  

November.2008]  
2
Kowalski, Krzysztof . ñGeografia Polskiego Winaò, in Rzeczpospolita, 5 September (2008) 

<http://www.rp.pl/artykul/9152,186666_Geografia_polskiego_wina.html> [14 November 2008] 
3
Written by administrator of website. ñTerytorium Polski strefŃ A uprawy winoroŜliò in Winnice Polskie, 21 

December  (2005) 

<http://www.winnicepolskie.pl/index.php?option=com_content&task=view&id=61&Itemid=74> [14 November 

2008] ,  

 Written by administrator of website. ñStrefy uprawy winoroŜliò in Winnice Polskie, 21 December  (2005)  

<http://www.winnicepolskie.pl/index.php?option=com_content&task=view&id=62&Itemid=74> [14 November] 

2008] 

http://www.instytutwina.pl/pdf/uprawa_winorosli_na_podkarpaciu.pdf
http://www.rp.pl/artykul/9152,186666_Geografia_polskiego_wina.html
http://www.winnicepolskie.pl/index.php?option=com_content&task=view&id=61&Itemid=74
http://www.winnicepolskie.pl/index.php?option=com_content&task=view&id=62&Itemid=74
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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 ñcrawling on all foursò. Viticulture is regenerating and wine 

tourism is coming into being now. However, no statistic data has been collected in this case 

yet, and there is no national and regional wine tourism status. For the last years, it has been 

possible to see the growth in the number of wine-connected organizations. Polish Institute of 

Wine and Grapevine
4
 is one that exists on the national level (non-governmental institution). 

Their task is to popularize Polish winemaking and wine culture among winemakers and 

society. More organizations exist on the regional 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 oneness. These institutions connect winemakers from particular provinces 

and from the whole Poland by organizing annual meetings. The Annual meeting, called Polish 

Winemakers Convent, has been organized three times in the last three years. Every year it is 

gaining more and more participants (mostly winemakers). Last Polish Winemakers Convent 

was noticed in TV news. At the same time, it has become an inspiration for the project 

authors to go deeply into this subject and find out what is the current situation of wine tourism 

and wineries offer in Poland.  

The authors have chosen the Podkarpacie Region because it is currently the most important 

wine region in Poland
5
, with 24% of all the Polish vineyards

6
. In this region, one of the oldest 

and the most popular vineyards, Golesz Vineyard is situated. The winemaker of this vineyard, 

Roman Mysliwiec, is famous of his stubbornness and fierceness in Polish winemaking 

renaissance. Roman Mysliwiec, also known as the Bacchus from Jaslo
7
 (the town where 

Golesz Vineyard is situated) not only has his own winery but also plays an important role in 

non-governmental institutions such as the Polish Institute of Wine and Grapevine.  

The authors considered the interviews with winemakers of Podkarpacie, as a primary data in 

their project. The aim of conducting these researches was to gather the information about the 

                                       
4
Polish Institute of Grapevine and Wine < http://www.instytutwina.pl/konwent.html> [14 November 2008] 

5
Kowalski, Krzysztof . ñGeografia Polskiego Winaò, in Rzeczpospolita, 5 September (2008) 

<http://www.rp.pl/artykul/9152,186666_Geografia_polskiego_wina.html> [14 November 2008] 
6
Prange-BarczyŒski, Tomasz. ñKonwent Polskich Winiarzyò in Magazyn Wino, August (2006) 

<http://www.winnica.golesz.pl/konwent.html> [14 November 2008] 
7
Michalski, Krzysztof. ñDionizos z Jasğaò in Kaleidoscope (Magazyn pokğadowy PLL LOT SA) November (2002) 

<http://www.winnica.golesz.pl/dionizj.html> [14 November 2008] 

http://www.rp.pl/artykul/9152,186666_Geografia_polskiego_wina.html
http://www.winnica.golesz.pl/konwent.html
http://www.winnica.golesz.pl/dionizj.html
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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 winemakers or the organization.  

The project is based on a theory, which concerns experience, the product, the product 

development. To have a better overview about the product and product development the 

Smithôs (1994) model of generic tourism product has been used in a correlation with theory of 

product presented by several researchers such as Levitt quoted in V.T.C Middleton (1990), 

Kotler (2006). Moreover, the experience theory has been used. It includes the model of 

success factors of wine tourism experience from a consumer perspective, proposed by D.Getz 

and G. Brown (2006) as well as model of the 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 Poland, but has not been investigated so much yet. It has contributed to 

the emergence of following research question: 

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

Region (from winemakersô perspective)?    

To give a sufficient and thorough answer, the following sub-questions will be investigated: 

 What features of the wine tourism experience and product are offered in the wineries 

of Podkarpacie and why these in accordance with the winemakersô perspective?   

 What type of experience is offered by winemakers? 

 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 many wineries. Due to that fact, the authors of the 

project have decided to choose only random wineries. Taking into consideration all wineries 

of Podkarpacie would be too wide and too extensive a research for the project, as this region 

is the second province with the biggest intensity of wineries. Moreover, the project will not 

contain specific 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 
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information gathered by the government. The existing data has been gathered by winemakers 

mainly for their own needs. The data used in the project has been collected from the websites 

of wineries and phone interviews with winemakers.   

2 Methodology 

This chapter consists of the description of the research design process, used in the project. 

The methodology of research is based on the formulation of the research questions, the 

research objectives, literature review, and data collection.  

In the research designs, the questions related to the sequence of idea, theory, and research 

have appeared. Some scientists claim that the theory should appear before the research. Others 

are of the opposite opinion, and approve of the researches before the theory. The authors of 

the project go along with Bruce Lawrance Berg (2007), who argues for a different model. The 

Model suggested by him, ñencompasses both the research-before theory and theory before 

research... [Model]...is convinced as spiralling rather than linear in its progression.ò
8
 B.L. 

Berg (2007) suggests the following stages of the model: 

Ideas Ą Literature Review Ą Design Ą Data Collection and  

Organization Ą Analysis and Findings ĄDissemination 

2.1 Idea 

The idea is the starting point of the project. It can emerge through the participation as well as 

the observation of some phenomena.
9
 According to that project, the idea has appeared through 

the observations of occurrence; however, the authors have not been participating directly in 

the phenomena. The authors were inspired by the information, about wine production and 

wine tourism in Poland. The information, which appeared in the media, gave rise to the 

authorsô surprise. The authors were amazed because they have not thought of Poland as a 

wine country. From the authorsô point of view, wine tourism in Poland seemed to be an 

interesting subject, worth further investigation. The openness for a new kind of tourism in 

Poland resulted in further thinking and reading. First, the general situation was analyzed and 

later, the authors decided to focus on one of the provinces famous for wine production and 

tourism, which is one of the oldest and, from authorsô point of view, the most interesting.                                                    

                                       
8
Berg, Bruce L. Qualitative research methods for the social science. USA: Person Education Inc. (2007), p. 24 

9
Berg. Ibid., p. 21 
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2.2 Literature Review 

The authors started reviewing literature via internet. The first researches were broad and refer 

to the whole aspect of wine tourism. In the course of time, the researches narrowed to the 

literature referring to the product development and experience in the tourism and wine 

tourism. The authors have been using books related to the subjects mentioned above. To have 

a better overview of the subject, the authors have found out, and have used some of the 

articles connected with tourism product and its development, and wine tourism experience.  

The authors implemented in the project three models, which in their opinion, are important in 

finding the answer to the research questions. The models used in the project are: The Generic 

tourism Product
10

, Critical success features of wine tourism experience from the customer 

perspective
11

, and The Four Realms of an Experience
12

. 

2.3 Research questions 

In accordance to Norman Blaikie (2000), research questions can be divided into three groups, 

ówhatô, ówhyô and óhowô questions. Due to this classification, the authors have chosen ówhatô 

questions. The aim of these questions is to obtain a descriptive answer. These questions are 

ñdirected towards discovering and describing the characteristics of and patterns in some social 

phenomenon, for example categories of individualsò
13

. As the wine tourism in Podkarpacie is 

discovered, and described in the project, the authors consider ówhatô questions. The authors of 

the project also considered the use of ñwhyò questions. The purpose of these questions is to 

get the explanation of reasons of the current offer in Podkarpacie wineries.   

2.4 Research objectives 

In the social sciences, it is possible to distinguish a number of objectives. ñResearch 

objectives can include exploration, description, explanation, understanding, prediction, 

change, evaluation, and impact assessmentò
14

. The authors have chosen three of the objectives 

mentioned above. The first one is to explore, which means ñto attempt to develop an initial 

                                       
10
Smith, Stephen L. J. ñThe tourism productò,  Annals of Tourism Research (1994) vol:21  p.588 

11
Donald Getz and Graham Brown. ñCritical successful factors for wine tourism region: a demand analysisò 

Tourism Management 27 (2006) p. 156 
12
B.J Pine and J.H Gilmore, ñWelcome to the Experience Economyò, Harvard Buisness School of Economy, 

July-August 1998, p. 102   
13

Blaikie, Norman.  Designing Social Research. Polity Press. (2000), p. 60  
14

Blaikie, Norman.  Designing Social Research. Polity Press. (2000), p. 72 
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rough, description or, possibly, an understanding of some social phenomenonò
15

. The second 

objective is to describe, as the authors decided to provide the project with ñthe measurements 

and reporting of the characteristics of some population group, phenomenon, including 

establishing regulationsò
16

. The third objective is to explain, that means, ñestablishing the 

elements, factors or mechanisms that are responsible for producing the state of regularities in 

a social phenomenonò
17

. The authors of the project want to understand and explain some 

reasons of the Podkarpacie wine tourism phenomenon.    

2.5 Data collection 

In the project, primary and secondary data has been used. Secondary data come from web 

sites of the Polish organizations connected with wine, and from wineries websites. This data 

is mainly gathered via the Internet because there is lack of existing printed documents, 

strategies of wine tourism, and statistical data. Moreover, the data found on the Internet is 

sometimes insufficient and not detailed. There is a deficiency in comprehensive data because 

it varies depending on the different websites. To collect the primary data, telephone 

interviews have been conducted with the winemakersô society. The purpose of using 

telephone interviews, instead of questionnaires, was to receive more detailed information, and 

the answer for ñwhyò questions, which would be more difficult via a questionnaire.   

In designing the research, qualitative methods were been used. ñQualitative research does not 

place its emphasis on the collection and analysis of statistical data and usually tends to obtain 

in-depth insight into relatively small number of respondents or observationsò
18

. The aim of 

qualitative methods is to ñemphasizes words rather than quantificationò
19

. The quality of 

answers is more important than the quantity of answering people. The idea of quality methods 

applies to the nature of things. ñQualitative research refers to the meanings, concepts, 

definitions, characteristics, metaphors, symbols, and descriptions of things.ò
20

 The qualitative 

methods can be used in certain experiences as they cannot be measured and expressed by the 

numbers. However, ñqualitative methodologies have not predominated in the social 

studiesò
21

. Time needed for qualitative researches is longer, and they cannot be easily 

                                       
15

Blaikie. Ibid., p. 72 
16

Blaikie. Ibid., p. 72 
17

Blaikie. Ibid., p. 72 
18

David Weaver and Laura Lawton. Tourism management. Australia: John Wiley & Sons  (2006),  p.  470 
19

Bryman,  Alan. Social Research Methods. (2001), p. 264 
20

Berg, Bruce L. Qualitative research methods for the social science. USA: Person Education Inc. (2007), p. 3 
21

Berg. Ibid., p. 2  
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analyzed by the use of the computer programs. Moreover, these methods have been criticized 

ñfor being nonscientific and invalid as they use the seldom questions in the abstractò
22

. In the 

aspect of wine tourism in Podkarpacie, the authors consider these methods as the most 

appropriate. The authorsô aim has been to research deeply and find the explanation and 

understanding of the phenomenon rather than conducting a questionnaire with numerous 

winemakers.  

In the researches, the authors of the project decided to concentrate on the society of 

winemakers. As wineries chosen to research where mostly random the results cannot be 

generalized to all the wineries in Podkarpacie, as there can be exceptions according to the 

wine tourism offer, in the different parts of region.  

The interviews were conducted via the telephone. It was the only viable method because of 

the geographic location. However, the telephone interview lacks the face-to-face contact, 

which could provide more information and answers for the questions. Moreover, face-to-face 

contact allows gathering some visual and graphic information, which cannot be gathered in 

the telephone interview. An interviewer cannot see the gestures, body language, and facial 

expressions, which express an intervieweeôs interpersonal attitudes towards the subject of the 

interview. A semi standardized interview was the type of the interview, chosen by the authors 

of the project. The questions in this kind of the interview are more or less structured, with a 

possibility of changing the order during the interview. First, the interviewees were asked via 

e-mail if they would like to participate in the researches. Secondly, they received a document 

with the scope of the interview. After that, the interview was conducted, in the time suitable 

for the interviewees. The questions included in the interview are open questions, which are 

useful in collecting in-depth answer to the phenomenon. The aim of open questions was to 

receive the answers for the most important questions like ówhyô, ówhatô, óhowô, which give 

more information than óyesô or ónoô questions. The interview starts with the questions about 

the basic characteristics of the wineries, its size, and a purpose of establishing. The next 

questions are more related to the project, as they concern the wine tourism productôs 

development in the Podkarpacie wineries. They refer to the wine tourism offer in Podkarpacie 

and the plans for its development. Next questions are related to cooperation, the importance of 

cooperation with other wineries and tourism organizations. The last group of the questions 

refers to the profile of wine tourists visiting the wineries, and their purposes of coming. The 

                                       
22

Berg. Ibid., p. 3 
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last question refers to a wine makerôs point of view about the future of wine tourism in 

Podkarpacie. The reason of formulating this structure of the questions was to establish the 

contact with an interviewees first and then ask about the most important aspects. 

3 Theory 

In the following chapter, different theories will be presented and discussed. Firstly, the 

different points of view on the wine tourism theory will be given. Secondly, the experience 

will be defined, and the model of critical features of wine tourism experience will be 

presented. The authors of the projects will present their suggestions for the critical features of 

the wine tourism experience. In the next part of chapter the 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 of wine tourism have emerged lately in literature. Most of them refer to the 

travellerôs motivation and experience. Hall and Macionis (1998) present one of the 

definitions, which is motivation and experience-focused. They define wine tourism as a 

ñvisitation to the vineyards, wineries, wine festivals, and wine shows for which grape wine 

tasting and/or experiencing the attributes of grape wine region are the prime motivating 

factors for visitorò
23

. The Australian National Wine Tourism Strategy (1998) presents another 

definition, which includes the experience aspect. In this point of view, wine tourism is a  

ñvisitation to wineries and wine regions to experience the unique qualities of contemporary 

Australian lifestyle associated with the enjoyment of wine at its source- including wine and 

food, landscape, and cultural activities.ò
24

 Although the definition above is related to 

Australia, the authors of the project 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 customer-focused, mainly because of the fact that a 

customer is the one, whom the wine tourism product is directed at. However, it is important to 

consider the other perspective of wine tourism and its products. The definition of wine 

                                       
23

C. Michael Hall and Niki  Macionis (2008) in Explore Wine Tourism , Donald Getz. Cognizant Communication 

Corporation (2000), p. 3  
24

The Australian National Wine Tourism Strategy (1998) in Explore Wine Tourism , Donald Getz. Cognizant 

Communication Corporation (2000), p. 3  
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tourism should also include the aspect of winemakers. From their point of view, wine tourism 

is a ñmarketing opportunity for wineries to educate and to sell their products, directly to 

consumersò.
25

 There exists also a third aspect of wine tourism, which refers to the destination, 

often represented by the travel agencies. From this point of view, wine tourism is a strategy, 

which destinations use to develop themselves, and market wine-related attractions and 

imagery.  

 

Figure 1. Perspectives of wine tourism 

 

Donald Getz (2000) presented a definition, which includes all three perspectives of wine 

tourism (wineries perspective, wine tourist perspective, destination perspective). He defines 

wine tourism as a ñtravel related to the appeal of wineries and wine country, a form of niche 

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

part of the wine industry.ò
26

 

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

Podkarpacie, are customers (wine tourists) and wineries. Without any of them, the existence 

of wine tourism would be wobbled. Both of them are driven by the different motives. The 

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

about wine, hobby. The main motivations of wine tourists, mentioned by Macionics (2000) 

can be tasting wine, buying wine, a day out, learning about wine, winery tour, meeting 

winemaker, rural setting, entertaining. Motivations of tourist can convert into their 

expectations of wine tourism experience.  

                                       
25

Getz, Donald. Explore Wine Tourism. Cognizant Communication Corporation (2000), p. 4 
26

Getz, Donald. Explore Wine Tourism. Cognizant Communication Corporation (2000), p. 4 
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3.2 Critical features of wine tourism experience 

In the simple words experience can be explained as a ñsomething that happens to you or 

something you do, especially when this affects or influences you in some wayò
27

. One of the 

definitions presented by Shaw and Ivens (2002) describes experience as a ñblend of many 

elements coming togetherò. Foster and Kreuz (2002) add to the definition of experience ñit 

involves the consumers emotionally, physically, intellectually, and spirituallyò
28

. The authors 

of the project follow Foster and Kreuz (2002) who claim that experience should stimulate 

variety of consumersô senses. Moreover, the authors of the project agree with OôDell (2005) 

that experience occur ñin an endless array of specific places, such as stores, museums, cities, 

sporting arenas, shopping centres, neighbourhood parks, and well-known attractionsò
29

. 

Worth mentioning is the fact that the experience can ñconsist of a product (...) can also be a 

supplement of the product or the experience can be the whole package, making the experience 

not just a product but a mental process, a state of mind.ò
30

 Although experiences are deficient 

in tangibility they are memorable, and this is what the customers currently value and desire.
31

 

The more memorable experience is, the more valued it is for customer. The authors of the 

project agree also with Pine and Gilmore (1999) that experiences, in contrast to commodities, 

goods, and services, are ñinherently personal, existing only in the mind of individual (...) and 

no two people can have the same experienceò. Experiences depend on the involvement into 

experience as well as on the background, emotions, interpretations, and associations. 

Furthermore, it is considered by C.K Prahalad and V. Ramaswamy (2004), 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 desired by 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 

                                       
27

Oxford Dictionary òExperienceò, Oxford University Press (2002), p.270 
28
Foster and Kreuz (2002) in ñA Marketing Approach to the Tourist Experienceò, Lena  Mossberg, Scandinavian 

Journal of Hospitality and Tourism, Vol. 7, No. 1. (2007), p. 61 
29
OôDell (2005) in ñA Marketing Approach to the Tourist Experienceò, Lena  Mossberg, Scandinavian Journal of 

Hospitality and Tourism, Vol. 7, No. 1. (2007), p. 62 
30

 John Sundbo and Per Darmer. ñCreating experiences in the experience economyò in Aalborg University 

Library (2008) 

<http://www.dawsonera.com.zorac.aub.aau.dk/depp/reader/protected/direct/AbstractView,readerButtons.eBook

View.sdirect?state:reader/protected/AbstractView=BrO0ABXcMAAAAAQAABWVpc2JudAANOTc4MTg0O

DQ0NDAwMw%3D%3D> [5 December 2008] 
31

 B.J Pine and J.H Gilmore, ñThe Experience Economyò, Harvard Buisness School of Economy Press, Boston 

(1999), p. 12 

http://www.dawsonera.com.zorac.aub.aau.dk/depp/reader/protected/direct/AbstractView,readerButtons.eBookView.sdirect?state:reader/protected/AbstractView=BrO0ABXcMAAAAAQAABWVpc2JudAANOTc4MTg0ODQ0NDAwMw%3D%3D
http://www.dawsonera.com.zorac.aub.aau.dk/depp/reader/protected/direct/AbstractView,readerButtons.eBookView.sdirect?state:reader/protected/AbstractView=BrO0ABXcMAAAAAQAABWVpc2JudAANOTc4MTg0ODQ0NDAwMw%3D%3D
http://www.dawsonera.com.zorac.aub.aau.dk/depp/reader/protected/direct/AbstractView,readerButtons.eBookView.sdirect?state:reader/protected/AbstractView=BrO0ABXcMAAAAAQAABWVpc2JudAANOTc4MTg0ODQ0NDAwMw%3D%3D
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the customer perspective, they will benefit more. D. Getz and G. Brown (2006) have proposed 

the following model of the wine tourism experienceôs features.  

 

 

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

Source: Donald Getz, Graham Brown, ñCritical successful factors for wine tourism region: a demand analysisò 

Tourism Management 27 (2006), p. 156 

The model presented above was a result of exploratory researches undertaken in Calgary, 

Canada. These researches are not 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 experience that a consumer considers as important. The model proposed by D. Getz 

and G.Brown (2006) shows the collaboration between the three main groups of features of 

wine tourism experience. The authors of the model claim that the ócore wine productô is the 

most important. However, ócore destinationô and óthe cultural productô cannot be disregard. 

Although they hold the second position, they interact. In their point of view ñwineries are the 

core attraction (Getz, 2000), but cannot stand aloneò
32

. In the process of facilitating wine 

tourism, experience collaboration is needed. It should involve not only the wine and tourism 

                                       
32

 Donald Getzand Graham Brown, ñCritical successful factors for wine tourism region: a demand analysisò 

Tourism Management 27 (2006),  p. 155 
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industries but also destination marketing and management organizations, as well as cultural 

and recreational suppliers. The authors agree with suggested by D.Getz and G. Brown (2006) 

dominance of the ócore wine productô over the ócore destination appealô and óthe cultural 

productô. It is caused by the fact that the main motive of wine tourists is to visit winery, which 

compose ócore wine productô. 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 of ócore destination appealô or óthe cultural 

productô will not fully satisfy the wine tourists. However, it is important to remember about 

all the three groups of features and not disregard ócore destination appealô and óthe culture 

productô at all, because total wine tourism experience without them can be perceived as 

insufficient. The authors of the project suggest a small modification according to the core 

destination appeal and the cultural product. The authors of the project think that if the cultural 

product is distinguished from the core destination appeal, 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 destination. 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 appeal. The 

reason of this modification is that the authors of the project do not agree with D. Getz and G. 

Brown (2006), who suggest that óattractive sceneryô (which can be both, natural and cultural) 

is a feature of core destination appeal and is not included in the cultural product. The authors 

of the project think 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 the cultural 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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Figure 3. Projectôs authors suggestion of critical features of wine tourism experience from the customer 

perspective. 

Source: Based on the Donald Getz and Graham Brown, ñCritical successful factors for wine tourism region: a 

demand analysisò Tourism Management 27 (2006), p. 156 

All  the features mentioned above show what is important from 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 desired by the 

customers.  

Using this pattern of the most desired features of wine tourism experience, the authors of the 

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

customers and what Podkarpacieô winemakers consider in their offer.  

3.3 Tourism product 

As it was mentioned 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 
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whole packageò
33

. For the needs of the project, it would be good to have an overview of the 

definitions of tourism product.   

There are few possibilities of defining tourism products. In relation to marketing, product is 

ñany offering that can satisfy a need or want of consumers. It may consist of one or a 

combination of components, including physical goods, services, experiences, event, persons, 

places, properties, organizations, information, and ideasò
34

. What makes this definition 

appropriately fitting to the tourism aspect is the fact that tourism product is closely connected 

with persons, places, and organizations.
35

 The tourism product can consist of all the 

components, which have been mentioned above. However, it is not agreed weather event, 

persons, places, information and ideas are only elements of the product or they constitute the 

experience. The tourism product can also become an experience in the end of the tourism 

production process as the final output of the process. To form the final output of tourism 

production process, services of tourism industry need to be refined by the consumers
36

. 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 the theory of tourism product, models of the tourism product can be found. 

One of the concepts is proposed by Levitt (V.T.C Middleton 1990) and suggests dividing the 

tourism product into three levels: ócore productô, ótangible productô, and óaugmented 

productô
37

. Many scientists, for example Kotler (2006), have adapted this concept, however it 

does not take into consideration human experience, which is as we mentioned before the final 

output of tourism production process. The Model that distinctly reflects the role of human 

experience in the tourism product is a model of generic product presented by Smith. He 

distinguishes five elements of the tourism product. The concept is illustrated by the Figure 5.  

                                       
33
John Sundbo and Per Darmer. ñCreating experiences in the experience economyò in Aalborg University 

Library (2008) 

<http://www.dawsonera.com.zorac.aub.aau.dk/depp/reader/protected/direct/AbstractView,readerButtons.eBook

View.sdirect?state:reader/protected/AbstractView=BrO0ABXcMAAAAAQAABWVpc2JudAANOTc4MTg0O

DQ0NDAwMw%3D%3D> [5 December 2008] 
34

Philip Kotler and Kevin Lane Keller , Marketing Management,12
th
 edition, (2006), p. 372  

35
Smith, Stephen L. J. ñThe tourism productò,  Annals of Tourism Research (1994) vol:21  p 584 

36
Smith. Ibid., p. 591 

37
 Levit in Marketing in Travel & Tourism Middleton, Victor T.C Middleton, Oxford: Heinemann Professional 

Publishing Ltd. (1990), p. 82 
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Figure 4. The Generic Tourism Product 

Source: Stephen L. J. Smith, ñThe tourism productò, Annals of Tourism Research, 1994 vol:21  p.587 

 

As it is presented in the Figure 5, the tourism product consists of physical plant, service, 

hospitality, freedom of choice, involvement. The physical plant is a core of any tourism 

product. ñIt includes site, natural resources, or facility such as a waterfall, wildlife, 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 

impact on the consumerôs experienceò
38

. In the wine tourism, it can include winery, wine 

routs, and wine sites as well as landscape surrounding winery. To make the physical plant 

useful for tourist, an input of services is required. Service is understood as ñperformance of 

specific tasks required to meet the needs of tourist (e.g. front desk operation at hotel, food, 

and beverage provisions)
39

. In a winery visitation, it can be staff (winemakers, guides or 

people or family working in winery) or regional cuisine or accommodation. ñServices make 

the physical plant useful for touristsò
40

. If services will be not enough or disappointing, they 

can have a negative influence on the customer perception of a product and an experience. 

Next element of Smith tourism product concept is hospitality, which is considered as 

ñsomething extraò with the aim of fulfilling touristôs expectations. Staff should show that they 

                                       
38
Smith, Stephen L. J. ñThe tourism productò,  Annals of Tourism Research (1994) vol:21, p.588 

39
Smith. Ibid., p.588 
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are nice, warm and that customer is very important to them. In accordance to the wine 

tourism, it can be staff, which welcomes wine 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 choice is a next element and ñrefers to the 

necessity that the traveller has some acceptable range of option in order for the experience to 

be satisfactoryò.
41

 In the wine tourism, it can be related to the diversity of wine given while 

tasting, or many options of served food as well as wide range of wineries to visit. The last 

component is a customerôs involvement. Tourists 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. In accordance 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 an opportunity to explore the wine world. The idea of 

involvement is not only physical participation in the occurrence but also focusing on the 

activity. Involvement has the influence on the character of the experience, and it will be 

further discussed in the 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 him ñinvolvement, combined with freedom of choice, warm 

hospitality, competent service, and a good physical plan (...) virtually guarantees a quality, 

and satisfying tourism product.ò If the product is satisfying then, it will contribute to the good 

experience.  

The authors of the project will use the model of the generic tourism product to enquire into 

the product offered by Podkarpacie wineries. 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 better overview of an experience offered in the Podkarpacie wineries, the authors of 

the project have 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 character and type of the 

experience delivered to the visitors of wineries. 

                                       
41
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Figure 5 The Four Realms of an Experience 

Source: B.J Pine and J.H Gilmore, ñWelcome to the Experience Economyò, Harvard Business School of 

Economy, July-August 1998 p. 102 

This model presented above distinguishes two spectrums. First, is related to the visitorsô 

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

of spectrum, participation is passive, where visitors ñdo not affect the performance at allò
42

, 

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

participation, what means that visitors ñplay a key role in the creating the performance or 

even that yields an experienceò
43

. The second spectrum refers to the connection with the event 

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 

ñimmersed in the sights, sounds, and smells that surround themò
44

. The experience, as it is 

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

                                       
42
B.J Pine and J.H Gilmore, ñWelcome to the Experience Economyò, Harvard Buisness School of Economy, 

July-August 1998, p. 101 
43
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 The Entertainment Realm, where the visitors ñparticipate more passively than actively; 

their connection with the event is more likely one of absorption than immersionò
45

. 

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

 The Educational Realm, where visitors are more active in the performance; however, 

they are still ñmore outside the event than immersed in the actionò
46

, for example, 

attending a class or ski lesson,  

 The Escapist Realm, where visitors are fully engaged to the performance, and take part 

in the performance creation; they ñcan teach just as well as educational events can, but 

they involve greater customer immersionò
47

, for example, acting in a play or playing 

in a orchestra, 

 The Esthetic Realm, where visitor ñare immersed in an activity but they themselves 

have little or no effect on itò
48

, for example standing on the edge to the Grand Canyon.   

In accordance with Pine and Gilmore (1998), it is said that the richest experiences are 

consisting of aspects of all four realms, forming a ñsweet spotò around the area where the 

spectra meet. Companies should make every effort to reach the ñsweet spotò if they want to 

achieve a success
49

.  

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. 

Second 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.   

                                       
45
B.J Pine and J.H Gilmore, ñWelcome to the Experience Economyò, Harvard Buisness School of Economy, 

July-August 1998, p. 102 
46

 Pine and Gilmore. Ibid., p. 102 
47

 Pine and Gilmore. Ibid., p. 102 
48

 Pine and Gilmore. Ibid., p. 102 
49

 Pine and Gilmore. Ibid., p. 102 

 



 

 

19 

 

4.1 Tourism in Poland
50

 

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 

total amount of touristôs arrival from abroad increased by around 4% in comparison with 

2003. This growth referred mostly to bigger amount of tourists from Germany and other 

European Union Country. In spite of general growth of touristôs arrival to Poland in 2004, the 

number of tourists from southern border was insignificantly lower 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 amount of the overseas travels 

increased by 10% in comparison with 2005 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 other countries with a purpose of wine tourism. The wine tourism is relatively new 

kind of tourism in Poland. Because of this fact, there are no strategies, which refer to 

development of this kind of tourism, for example, as it is in Australia. The wine tourism in 

Poland is often connected with ecotourism and it comprises a part 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 Polish vineyards appeared in early midcentury. Most of 

the vineyards were located in the neighbourhood of cloisters and castles. The biggest 

grapevine cultivations were in the surrounding of the big cities like: Krakow, Poznan, Plock, 

and Torun. The decline of Polish wine making is estimated at the end of XVI century, when 

native wine was displace by the foreign wine and other alcohols
51

. After II World War, there 

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

Poland. However, as a time went by, amount of vineyards decrease to 30 hectares
52

. Polish 
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wine renascence began 26 years ago, when first vineyard (Golesz Vienyard) was 

established
53

.   

Currently, establishing a winery has become a trend
54

. Vineyards are usually created because 

of hobby and interests or as the supplement of agrotourism farm. More and more people are 

conscious that winemaking is possible also in the Polish climate. The proof of the Polish 

winemaking is the fact that from 20.12.2005 Poland belongs to the countries, which are 

allowed to produce and sell native wine
55

. In 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 possible to distinguish groups: A, B, C, 

CI (A), CI (B), CII, CIII (A), CIII (B)
56

. Poland has been classified to the group A (the most 

north) together with countries like Denmark, Belgium, The Netherlands, Ireland, Switzerland, 

Sweden, Great Britain, Luxemburg. All territory of Poland has been accepted to the group A, 

what means that the winemaking is possible in all parts of Poland (however the best 

conditions are in the south and south-west). 

According to the data collected by the Polish Institute of Grapevine and Wine, there are 

around 250 Hectares of vineyards (around 300 half-professional wineries) in Poland
57

. They 

produce mainly white wine. The most popular strains in Poland are Rondo, Cascade, Regent, 

Pinot Nor
58

. Until 2010, amount of hectares of vineyards will  be extended to 1000 Hectares
59

. 

These vineyards have to fulfil the European Union viniculture requirements. They have to be 

at least 5 Ares (or 300 cuttings) and the strain of grapevine should be authorized.  
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Figure 6 Intensity of vineyards in respective provinces (in proportion  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 winery: http://www.winnica.golesz.pl/konwent.html 

 

Figure 7. Main concentrations of vineyards in Poland 

Sources: http://www.winnica.golesz.pl/jpg/mapa.jpg , own translation 

http://www.winnica.golesz.pl/konwent.html

