POLITECNICO | ssosgro
DE |_E| Rl A TECNOLOGIA oo MAR

Exploring Wine Tourism in the Lisbon Wine Region - Municipality of
Cadaval: An Analysis of Online Reviews

Alexandre Miguel Jorge Costa

April 2026



POLITECNICO | ssouseows
DE LElRl A TECNOLOGIA oo MAR

Exploring Wine Tourism in the Lisbon Wine Region - Municipality of
Cadaval: An Analysis of Online Reviews

Alexandre Miguel Jorge Costa

A Dissertation submitted to the School of Tourism and Maritime Technology of the
Polytechnic of Leiria in partial fulfilment of the requirements for the Master's Degree in

Sustainable Tourism Management

Dissertation conducted under the supervision of Professor Doctor Inés Paulo Cordeiro

Brasao and Professor Doctor Célia Maria da Conceicdo Salmim Rafael

April 2026



Exploring Wine Tourism in the Lisbon Wine Region - Municipality of
Cadaval: An Analysis of Online Reviews

© Alexandre Miguel Jorge Costa, School of Tourism and Maritime Technology, Polytechnic of

Leiria.



Acknowledgements

I would like to personally thank the supervisors for their continued assistance and
guidance through the development of this study; without their support, such work would not be
possible, especially when balancing a full-time job, studies and personal life, which was
challenging. Sincerely, thank you.

A more personal thanks to my family for supporting me through the process and for

always giving me motivation, thank you.



Abstract

This study explores wine tourism in the Lisbon wine region, more precisely in the
municipality of Cadaval, located in Portugal. It analyzes online reviews and comments to
identify the main themes and dimensions of interest for wine tourists. The research aims to
better understand motivations regarding the consumption of wine tourism by exploring
qualitative data from online comments and reviews on online platforms such as Google
Reviews, a Google services related tool where comments and reviews can be publicly shared
online, which is the chosen platform in this study. To this end, exploratory research strategy
was chosen, followed by a comprehensive review analysis and two approaches that have been
carried out on the comments: a word and text analysis for initial insights and probing of the raw
data, followed by a more robust thematic analysis that clarified ten themes of importance from
which were refined into four dimensions. A thematic analysis was applied to systematically
code and categorize the data, that being the online comments gathered, allowing for the
identification of key factors influencing wine tourism experiences in the region and its

characteristics.

Keywords: Wine tourism, Cadaval, online comments, online reviews, Portugal, thematic

analysis.



Resumo

Este estudo explora o enoturismo na regido vinicola de Lisboa, mais precisamente no
municipio do Cadaval, localizado em Portugal. Analisa avaliagdes e comentarios online de
modo a identificar os temas e dimensées com importancia para os enoturistas. Este estudo
procura perceber melhor as motivagdées sobre o consumo do enoturismo, explorando dados
qualitativos de comentarios online e avaliagdes dos mesmos em plataformas como o Google
Reviews, parte dos servigos da Google, onde comentarios e avaliagdes podem publicamente
ser partilhados online, foi a plataforma escolhida para este estudo. Para este objetivo, uma
estratégia de analise exploratéria foi escolhida, seguida de uma analise profunda das
avaliagdes e duas abordagens foram escolhidas e utilizadas nos comentarios: analise de
palavras e texto para explorar de forma pioneira os dados, seguida de uma analise tematica
mais robusta que clarificou dez temas de importancia dos quais quatro dimensdes foram
identificadas. Uma analise tematica foi utilizada para sistematicamente analisar os cédigos e
categorizar os dados, estes sendo os comentarios online recolhidos, possibilitando a
identificagcdo de fatores-chave influenciando as experiéncias enoturisticas na regido e suas

caracteristicas.

Palavras-Chave: Enoturismo, Cadaval, comentarios online, avaliagdes online, Portugal,

analise tematica.



List of Contents

LISt Of FIQUIES.....ceeeeiece et e e e et e e e e e e e e e aaraa s vii
LISt OF TaDIES ...ttt e e e e e e viii
)i o To (VT i o] o RO PP PSP PPPPP PP 1
Chapter | — Literature REVIEW ...........ooiiiiiiii i 2
1. Chapter OVEIVIEW .....coeiiiiiii et e e e e e e ettt e e e e e e e e e e et eeaaaeas 2
1.1. Wine tourism definition and framework ... 2
1.2. Global trends in the wine tourism market..............cco 4
L IPRC TR oo o o] o 1 {o3i 10 ] o = To: A0S 5
1.4. The importance of online comments and reviews in tourism.............cccooooeiiiiiiiieneeeen, 6
Chapter [l — Contextualization ... 8
2. Chapter OVEIVIEW ......ooiiiiiiiii ittt e e e e e e e et e e e e e e e e e s e ettt e e e e e aeeeesabaaeaeaaaeas 8
2.1. Wine tourism in POrtugal...........coooiiiiii i 8
2.2. The Portuguese WINE FEQIONS ......ccuuuuiieiiiiieee e e e et e e et e e e et e e e e et e e e eatn e e e eaanaeaeennnns 9
2.3. The Portuguese wine touriSM FrOULES .........oouuiiiiii i 11
2.4, Description of the area of StUdy ..o 12
Chapter [l = MethOdOIOGY .........u i 15
BT O g F=T o] (=Y a0 1YY Y= PSR 15
3.1. Exploratory research Strategy .......... ... 15
3.2. Word cloud and teXt @nalySiS........cccuuuiiiiiiiie e 16
3.3. ThematiC @nalySiS.......oooiiiiiii e e e e 17
3.4. Data gathering and ProCeSSING ..........uuuuuuuuuuiiiiiiiiiii e 18
Chapter IV — Results and FINAINGS .......coooiiiiiiiiii e 21
O g T T o] (= o 1= Yo 21
4.1, REVIEW FESUILS .o 21
4.2. Word cloud and text reSUILS ..........coooiiiiiiiiiii e 24
4.3. ThematiC reSUIS ........ooiiiie e 30
4.4. Summary and synthesis of findings ... 38
Chapter V — CONCIUSIONS .......uuuiiiiiiii s ssssssssssssnnsssnssnnsnnnnnnes 40



T O g F=T o] (=Y g 1YY Y= PR 40

5.1. General discusSion @and CONCIUSION ..........uuuuuuuuiiiiiiiiiiiiii e 40
5.2, LIMIEAHIONS ..ttt e e e e e e e e e e e 44
5.3. RECOMMENAALIONS.....coiiiiiiiiiie ettt e e e e e e e e e e e 44
REFEIENCES ...ttt e e e e e e e e e e 45
Y o] o= o [T = T 54

Appendix 1 — Sample of extracted and translated comment and review data of Casa Agricola

[ 0]z [0 (o X AV o10) = 11 T 54

Appendix 2 — Sample of extracted and translated comment and review data of Quinta do Gradil

Appendix 3 — Sample of manual thematic code grouping on the theme staff, hospitality and

LY A/ (o= TR 55

Appendix 5 — Sample of manual thematic code grouping on the theme scenery, atmosphere

= o 1 o] = Tt R 55

Appendix 6 — Sample of manual thematic code grouping on the theme recommend and return

LY 11 1 41=) 0L SO 56

Appendix 7 — Sample of manual thematic code grouping on the theme food and gastronomy

Appendix 8 — Sample of manual thematic code grouping on the theme tours and tastings...56
Appendix 9 — Sample of manual thematic code grouping on the theme history and heritage57
Appendix 10 — Sample of manual thematic code grouping on the theme price and value.....57

Appendix 11 — Sample of manual thematic code grouping on the theme regional identity and

0] o To 11 o £ 0SSR 57

Appendix 12 — Sample of manual thematic code grouping on the theme events and

(o= (=] o] = 1 ([0 4 = J PP 58

Appendix 13 — Sample of thematic analysis code frequency calculations.............cccccceeeee... 58

Vi



List of Figures

Figure 1 — The current 14 Portuguese wine regions and their 31 DOC by Wines of Portugal

............................................................................................................................................. 10
Figure 2 — Map regarding the wine routes by Infovini ............ccccoiiiiiii i, 12
Figure 3 — Logo of Quinta of Gradil ................uuueiiiiiiiiiiiiiiiiiiiieee e 14
Figure 4 — Logo of Casa Agricola Horacio Nicolau ..............cccooeviiiiiiiiiiiicceee e, 14
Figure 5 — Self elaborated word cloud result of Casa Agricola Horacio Nicolau.................... 25
Figure 6 — Self elaborated word cloud result of Quinta do Gradil...............cccccoiiiiiiiiiinnnnnns 27
Figure 7 — Self elaborated word cloud result of both members .............ccccciiiiiiiiiiiiininnnn. 29

Vi



List of Tables

Table 1 — Overview of the four dimensions of tourism comprehensive framework by Santos et

Table 2 — Overview of six-step process of thematic analysis ............cccccoceeeiii i, 18

Table 3 — Self elaborated overview of initial thematic analysis code and theme samples .....20

Table 4 — Self elaborated display of review results of Casa Agricola Horacio Nicolau .......... 22
Table 5 — Self elaborated display of review results of Quinta do Gradil ................................ 23
Table 6 — Self elaborated display of general review resultS ...............ooiiieiiiiiiiiiiiceeeee, 24

Table 7 — Self elaborated display of the Number of times each top ten words have been
repeated regarding the comments of Casa Agricola Horacio Nicolau...................ccoovvvnnnnnnn.. 26
Table 8 — Self elaborated display of the Number of times each top ten words have been
repeated regarding the comments of Quinta do Gradil ..............ccoceeiiiiiiiiiii e, 28

Table 9 — Self elaborated display of the Number of times each top ten words have been

repeated regarding the comments of both members ............c.cciiii i, 30
Table 10 — Self elaborated display of the overall thematic analysis results........................... 36
Table 11 — Self elaborated display of the overall dimension results..............coovviviiiieeneen.. 38

viii



Introduction

Wine tourism is growing as many wineries have or are implementing it in their
structures. This type of tourism offers experiences around the production and consumption of
wine. Literature suggests that wineries adopt wine tourism as a marketing-related strategy and
as a response to increasing demand. (Borges & Meneses, 2019). Plus, wine tourism has an
important role in the development of local economies and assists in the promotion of
Portuguese wines across the world. (Jezierska-Thole et al. 2025). According to the Grand View
Research, wine tourism has a projected compound annual growth rate 12.9% from 2024 to
2030. (Grand View Research, 2024).

Despite this growth, research gaps exist on certain areas of the country regarding
thematic analysis on online comments and reviews contents, such as in the municipality of
Cadaval. This study seeks to shine light into this area. The aim of this research is to better
identify and understand the main topics, areas and themes of interest shared among the wine
tourists and customers visiting wine tourism enterprises in the designated study region as to
allow general conclusions to be drawn out and identified, which can be utilized to better
understand the common areas of interest. To this end, online data in the form of comments
and reviews is to be retrieved, processed and analysed. Main themes and key factors are to
be identified, exposed and explored. Such insights can be used by public entities, local
shareholders, tourism entities, producers, operators and businesses and to contribute to the
expansion of academic literature on wine tourism. Secondly is to utilize in an exploratory
manner, review results, word cloud and text analysis combined with thematic analysis to further
analyse data into cohesive themes of interest, which aligns nicely with the study. The location
of this study was picked from those where no previous studies of this kind have been made
before to address a research gap, namely the Cadaval municipality in Portugal, home to a long
history of winemaking. To be clear, there have been previous studies on wine tourism,

however, there is a lack of focus on online comments and reviews on this municipality.

With this context in regard, this study aims to answer this research question: What are

the main themes in online comments of wine tourism experiences in Cadaval?

This study contains five chapters, each with its own purpose to the overall study. The
first is the literature review, where an overall framework of wine tourism and its impacts are
described. Second is the contextualization chapter, where a description of the area of study
and its characteristics regarding the wine tourism topic are shared. Third is the methodology
chapter, where the processes of study are presented and justified. Fourth, it's the results
chapter where the main analysis results are reported. Fifth, it's the conclusion chapter, where

final discussion, limitations and recommendations are developed



Chapter | — Literature Review

1. Chapter overview

This chapter compiles four fundamental information dimensions regarding wine tourism
literature in order to establish a baseline of knowledge to be used throughout this study. It's
structured in four main dimensions of interest for this study, those being; wine tourism definition
and framework, where a collection of concepts is described regarding the main topic. Next is
global trends in the wine tourism market, where general trends and emerging directions are
showcased regarding the future of wine tourism as a whole. Third is economic impact on the
locations wine tourism is present, containing a compilation of discussions on the economic
aspects and impacts on the areas of activity. Fourth is the importance of online comments and
reviews in tourism, an essential topic for this study since it analyses user-generated content
left by users on online mediums and how it can be used for improvement and feedback. All of
this serves to establish how wine tourism is a multidimensional sector shaped by several areas

of influence.

1.1. Wine tourism definition and framework
In this section we shall discuss a group of studies, concepts and perspectives regarding
wine tourism, in order to assess the state of literature regarding this topic and to establish a

baseline of knowledge from which this study can utilize.

Wine tourism or enotourism, is classified as a subcategory within the wider scope of
tourism, more specifically gastronomy tourism, whose main objective includes acts of visiting
locations where such products are produced and sold, such as vineyards and wineries. (United
Nations World Tourism Organization, n.d.) Plus the participation in activities related to such
goods, for example, wine tastings. Wine tourism acts as a way of promoting sales. (Marco-
Lajara et al. 2023).

The most commonly accepted and cited definition by Hall and Macionis states that wine
tourism is “visitation to vineyards, wineries, wine festivals and wine shows for which grape wine
tasting and/or experiencing the attributes of a grape wine region are the prime motivating

factors for visitors.” (Hall & Macionis, 1998).

Plus, it's acknowledged that wine tourism is related to the behaviour of individuals with
interest in wine regions and experiences related to wine. (Getz et al. 1999). Also, it's
acknowledged that wine tourism is a product of the combination of different agents, such as
hospitality, gastronomy, entertainment, tourism and the arts. (Santos et al. 2019). And more
recently, from a study conducted in Portugal regarding the topic of customer satisfaction, with
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a sample of 400 reviews from the online platform TripAdvisor, it has been added the aspects
related to local attractions, way of life and culture. Studies concluded that there are dimensions
beyond wine that are valued by consumers, such as experience, landscape beauty, worth of

money and recommend intention. (Meneses et al. 2023).

In addition, it's assumed that wine tourism can be divided into three perspectives, the
first from the producer’s point of view, which may attempt to “educate” individuals who
purchase its products. Secondly, from tourism agencies point of view, they may attempt to
build a destination image around wine culture and creation. Thirdly, is by the perspective of

the consumers themselves, who may encounter new sources of experiences. (Getz, 2000).

There is a model called Pine and Gilmore’s experience economy model, or the 4E
model, which claims that wine tourism is divided into four key dimensions, these being, firstly,
educational experience, which involves activities that engage visitors in learning and personal
development; second, is escapism experience, where visitors undertake active experiences to
transport them away from everyday life; third, is aesthetic experience, valuing the visual and
sensory appeal of areas; and lastly the fourth is the entertainment experience, which provides
enjoyment through active or passive participation. All of the said dimensions include various

contributing elements. (Pine & Gilmore, 1999; Mehmetoglu & Engen, 2011).

It's mentioned that wine tourism is a territorial experience, divided between two parts,
these being tangible and intangible. The intangible components are traditions, authenticity,
atmosphere, culture and interactions. The tangible components are suggested to be the
producers, wine cellars, restaurants, landscapes and tourism operators. Both intangible and
tangible components are assumed to be interconnected and required for success. (Correia &
Brito, 2016).

It's acknowledged that wine tourism is a multisensory framework, regarding for
instance, visual, auditory, olfactory and tactile senses which together produce emotionally
engaging experiences. It's claimed that sensory priorities are sight, followed by taste and then

with less priority touch and smell. (Brochado et al. 2021).

Furthermore, it's assumed that wine tourism has a comprehensive framework
composed of four main areas, ranging from support features, innovation ecosystems, wine
tourism experience dimensions and finally, behavioural intentions. (Santos et al. 2021). For
this study, all areas are present, with varying levels of strength. However, the ones with the
most prevalent emphasis are undoubtedly “wine tourism experience dimensions” and
“behavioural intentions” as they align with the purpose of identifying important themes and

dimensions of interest from online data.



1. Support features

2. Innovation ecosystem

“Governance, public policies and economic
investment; supply development; physical
and capacity conditions; requirements of
health safety; opinion makers and leaders:

managers/ stakeholders/players/marketers

and benchmarketing and value chain”

“Profile of the new generations of wine
tourists; virtual and augmented reality:
digital and hybrid wine events; smart wine
tourism companies; digital channels and
platforms: blogs, websites, applications,

wine tourism creative activities for all [from

kids to seniors] and sustainable and

ecologic wine tourism practices”

3. Wine tourism experience 4. Behavioural intentions
dimensions
“Storytelling; involvement; winescape; “Satisfaction; loyalty; and word-of-mouth”

attachment; emotions and sensory”

Table 1 — Overview of the four dimensions of tourism comprehensive framework by Santos
et al. 2021

1.2. Global trends in the wine tourism market

This section contains global trends in wine tourism as to conceptualize an idea of its

present and future prospects regarding its tendencies and directions.

Sustainability is assumed to continue to be of importance regarding the future of wine
tourism, and is estimated that leveraging sustainability will increase competitiveness.
(Villanueva & Moscovici, 2016) This is only natural, as currently, sustainability is already a

major topic in society as a whole.

Diversification is mentioned as a vital tool for continuous development and expansion
of wine tourism and incorporation of new areas ranging from museums and art, festivals,
gastronomy via food pairings and workshops, which combined create newer and richer

experiences. (Bruwer & Rueger-Muck, 2018).

Emphasis on wine education and the rise of experiential tourism, which is a type of
tourism where the consumer actively partakes in the experience, are also assumed to continue

their integration into wine tourism. (Burguefio, 2022).

Technology and innovations are also affecting the sector, for instance, with booking
platforms, social media platforms and mobile applications for smartphones, providing a new
4



level of convenience to consumers. Virtual reality and augmented reality applications shall also
be expanded. (Burgueno, 2022). It's further claimed that online reviews are important to gather

feedback on the level of satisfaction from customers. (Meneses, 2023).

Wine tourism is also assumed to continue its part in the development of local
communities, benefiting not just wineries but also other businesses and providing job

opportunities, especially for more rural areas. (Oltean & Gabor, 2022).

The need for unique and personalized experiences is expected to continue as tourists
seek customization and novelty. (Santos et al. 2019). Furthermore, it's acknowledged that

tourists seek wines with unique flavours. (Bruwer & Rueger-Muck, 2018).

1.3. Economic impact

Undoubtedly, wine tourism brings significant economic impacts to the regions and
countries where it operates. This section will describe its effects on a general scale, as much

statistical data show discrepancies, which might be redundant for a broader view.

Wine tourism is assumed to enhance regional competitiveness while improving the
standard of living in these areas. (Martinez-Falco et al. 2023). Additionally, it brings movement
to local businesses and products. (Borges et al. 2019). These ideas have established the
notion that wine tourism is able to bring a certain level of economic stimulus. Therefore, we
can assume that this activity brings a certain level of economic activity to the area of operation.
The number of employed persons in the industry is also a factor to consider, as the creation of
jobs as a result of wine tourism is also important. (Klijs, 2016). This highlights the benefits and

development it can bring.

It's also assumed that for many wineries, wine tourism accounts for a substantial
number of sales. This reinforces the idea that a diversification strategy by wineries that adopt
wine tourism brings benefits. Plus, the relation between wine and tourism is a relationship that
brings economic sustainability for wine-producing regions. For instance, a study found out that
many regional wineries make profits from wine tourism activities. (Tafel & Szolnoki, 2020).
Furthermore, in Portugal, one study carried out in the Douro wine region claimed that many
wineries are increasingly dependent on wine production and tourism-related activities.
(Guedes & Rebelo, 2019). This might suggest that wine tourism is increasingly becoming a

vital part of many wine producers, serving as a tool for further development.

On the perspective of the clients, there are also studies that examined this side of the

relation. Coming to the conclusion that there are factors that influence satisfaction and
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dissatisfaction in wine tourism, such as wine, wait times and staff which can all have positive

or negative impacts. (Meneses et al. 2023).

It's also suggested that the wine market is part of a complex system designed to attract
customers and stimulate the acts of spending. (Johnson et al. 2017). This notion might indicate
that wine tourism can serve also as a marketing tool for the attraction of customers and the

spread and definition of brands.

All of this concludes that wine tourism is indeed one important factor for regions and
businesses to dynamize their offerings and products while broadcasting their presence, which
might affect the perceived image by customers while also offering development to the wine-

producing regions as a whole.

1.4. The importance of online comments and reviews in tourism

Online reviews have a strong influence in shaping consumer behaviour and purchasing
intentions. (Maslowska et al. 2019). And that in the tourism market online reviews have an
increased value in the eyes of consumers and are used to make informed decisions. (Filieri,
2016). Moreover, studies found that opinions from users impact other users in the decision-
making process and are considered more truthful than marketing related and controlled
information. (Nowacki & Niezgoda, 2020). Further, it's assumed that consumers see reviews
by previous consumers to be more trustworthy. (Park & Allen, 2013). Also, it's argued that the
quality of reviews influences tourists’ intention to visit a destination, meanwhile the intention to
recommend would be influenced by source credibility. For instance, the study conducted by
Ping Wang on Chinese outbound tourists’ intention to visit a destination concluded that
argument quality has both direct and indirect effects through attitude on tourists’ intention to
visit. Source credibility of electronic word-of-mouth increased the likelihood of recommending.
Both are different approaches. For instance, there is a direct link between increased perceived
quality and intention to visit. The study used a dual-process theoretical framework. (Wang,
2015).

User-generated content plays a vital role in shaping the image and reputation of
destinations due to the fact that they appear more authentic as they come from common users.
(Ascaniis & Cantoni, 2017). Online reviews are credited for being an important part of the
marketing communication mix. (Phillips et al. 2019). It’s purposed that user-generated content
can be viewed as influencers for the reputation of destinations. (Marchiori & Cantoni, 2011).
And that online travel reviews are a major player in the formation of destination image. (Hoz-
Correa & Munoz-Leiva, 2019).



The importance of online reviews regarding the gathering of customer feedback and
word of mouth is pivotal and assists in the understanding of preferences and behaviors.
(Miguéns et al. 2008). And such companies can utilize such online tools and platforms to
understand the motivations and expectations of their customers. (Chen et al. 2021). Such
comments and reviews can be used by both private companies and national tourism

organizations to improve services and make well-informed decisions.

In Portugal, there have been several studies that explored online comments and
reviews, such as the one conducted about satisfaction and dissatisfaction on wine tourism
using user-generated content analysis, which also pinpointed themes of interest and explored
satisfaction and dissatisfaction factors. (Meneses et al. 2023). Furthermore, similar studies
also explored user-generated content in wine tourism contexts, such as in Azeitdo, also part

of the Lisbon wine region. (Sena, 2019).

In summary, online comments and reviews are a powerful tool at the disposal of both
private and public entities to gather data regarding their operations and the perspective of
consumers. Such information can be used to identify strengths and weaknesses and possible
future improvements. Also, if based on such data, decision-makers can more accurately design

future strategies and directions.

(intentionally left blank)



Chapter Il — Contextualization

2. Chapter overview

The next chapter contains four main sections for a general contextualization of the
areas of interest for this study. Starting by examining the wine tourism history, in its overall
view, regarding Portugal, on its historical significance in the formation of the concept of wine
tourism offerings. Secondly the Portuguese wine regions are described, in order to highlight
the vast contents on this topic regarding the country of this study, where later a specific region
was chosen for the data gathering and analysis. Third, the countries wine routes and their
history are also described, which are of high importance for the contextualization. Fourth, the
specific area of study will be described in detail regarding its wine tourism, geographical and
economical characteristics. Together, this chapter aims to give insights into the specific

geographical area of study and its characteristics.

2.1. Wine tourism in Portugal

Is assumed that Portugal is no longer exclusively sun and sea tourism. The
emergence of new trends related to the countries’ products, culture and tourism image are
being cultivated, such as wine tourism. (Costa et al. 2014). There are many emerging new
activities related to wine tourism, such as wine festivals, museums, winery architecture,
gastronomy and leisure activities, to name a few. (Bruwer & Rueger-Muck, 2018).
Furthermore, it's noted that wine tourism has evolved from mere vineyard visits. (Kruger &
Viljoen, 2021). Plus, according to a literature systematic review, many wine producers have
realized that adopting wine tourism into their organization would increase profits. (Santos et al.
2020).

The importance of recognition by international organizations is also a factor of note.

The fact that two wine regions are recognized by UNESCO, those being the Alto Douro wine
region in 2001 and the Pico Island vineyard culture in Azores in 2004 as heritage sites, also
promotes the development of this type of tourism. (Woldarsky & Geny-Denis, 2019). Further,
Portugal has uniquely recognized wines such as porto (port) made in the oldest wineries in the
country, which is assumed to be a driving force behind the wine tourism sector attracting
international and national tourists. (Ramos et al. 2018). Another example is the vinho verde
(green wine), which is also only produced in the Minho region of the country. (VisitPortugal,
n.d.) Recently, in November of 2024, Portugal has been awarded the best wine tourism
destination in the world by FIBEGA, the international fair of gastronomic tourism, further
highlighting the increased perceived value. It's also marked as the ninth country with the
biggest area of vineyards in the world and the third in terms of indigenous grape variety, which
8



allows for a wide range of wine products to be created, from blends to varietal wines. It's also
the location of the first demarcated and regulated wine region, that being the Douro, which
also has been recognized as a UNESCO heritage site since 2001. Furthermore, it’s claimed
that Portugal led the 2023 and 2024 Wine Lover’s Index and saw an increase in wine tourism
businesses distinguished with the World’s Best Vineyards 2024, with 11 properties
acknowledged, 3 of them in the top 50. Indeed, all of this serves as proof of Portugal's
increasingly valued wine culture and products that naturally attract enthusiasts and visitors
wishing to experience such products and wonders, leading to the development of wine tourism

in this country. (Turismo de Portugal, 2024).

2.2. The Portuguese wine regions

The country in question, Portugal, has fourteen recognized wine regions. Each of them
with their unique characteristics, climacteric complexities and terroir, resulting in a diversified
portfolio of products and experiences. Twelve of them are on mainland Portugal, while the last
two are part of the autonomous regions of Madeira and Azores, the archipelagos in the Atlantic
Ocean. There is also currently thirty-one recognized DOC ‘“regido de origem controlada” or
“registered designation of origin”. (Wines of Portugal, n.d.). However, one must point out that

said numbers might suffer alterations overtime.

Portugal benefited from inheritance from previous encounters in ancient times, with
Phoenicians, Greeks, Jews, and Romans who left in the area knowledge, practices, grape
varieties and techniques related to wine and its production. Further, in the medieval period,
Moorish influence and the presence of religious orders further enhanced and expanded
vineyards and production. The symbolic nature of wine in the Catholic Church also promoted

its development. (Loureiro, 2009).

During the 18" century the Methuen Treaty, signed in 1703 and ceased in 1840,
allowed an unprecedented expansion of port wine exports to England. Further, reforms
implemented by the king’s prime minister at the time in Portugal, Marques de Pombal,
organized the existing vineyards throughout the country, implemented production quotas,
made exports more efficient and laid the foundation in the Douro region for the famous port
wine and established the “royal company of vineyards of high Douro” or “real companhia das

vinhas do Alto Douro”. Such changes still produce results to this day. (Mayson, 2018).

Also, during the late 19" century and early 20" century, legislations had a major role in
demarcating wine regions, brands and export regulations. (Sequeira, 2024). In 1937, during

the “Estado Novo” or “New State” regime, there was the introduction of new regulations and



organizations in an attempt to combat supply and demand issues. One such organization was
the “Junta Nacional do Vinho” or “National Wine Board” which was later replaced in 1986, after
the country entered the European Union under a democratic regime, by the name “Instituto da
Vinha e do Vinho” or “Vine and Wine Institute”, which allowed for further reorganization aimed
at easing bureaucracy and improving general processes and the latter, allowed for adaptation

to European standards. (Instituto da Vinha e do Vinho, n.d.).
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2.3. The Portuguese wine tourism routes

Wine routes are outlined itineraries that cover a defined area and agglomerate together
all the wineries, vineyards, wine museums and related accommodations and establishments.
It connects different wine tourism related entities into a cohesive group. They are defined roads
with corresponding signs surrounded with natural and cultural heritage of the region. (Bruwer,
2003).

The importance of wine regions for sustainable development and the improvement of
tourism products and region image cannot be overstated. They also allow for the quality

improvement of the tourism product. (Pinheiro & Santos, 2025).

Creation of wine routes in Portugal was encouraged by the Despacho normativo
no.669/94 published in September 1994 by the ministry of commerce and tourism which
established financial incentives for the dynamization of wine tourism routes. (Despacho
normativo no.669/94, 1994).

In Portugal there are currently 11 defined wine routes, each with its own characteristics,
natural wonders, history, tradition and culture which can be explored via its wine routes. Such

routes are listed below:

¢ Route of the vinhos verdes or “rota dos vinhos verdes”;

¢ Route of port wine or “rota do vinho do porto”,

e Route of Dao wine or “rota do vinho do D&o”:

¢ Route of the vineyard and wine of the west or “rota do vinho e da vinha do oeste”;

¢ Route of the Alentejo wines or “rota dos vinhos do Alentejo”,

¢ Route of the vineyard and wine of Ribatejo or “rota da vinha e do vinho do Ribatejo”;

¢ Route of the Bairrada wine or ‘“rota do vinho da Bairrada”;

¢ Route of the Cister vineyards or “rota das vinhas de Cister”,

¢ Route of the wines of Beira Interior or “rota dos vinhos da Beira Interior,;

e Route of the wines of Bucelas, Colares and Carcavelos or “rota dos vinhos de Bucelas,
Colares e Carcavelos”;

e Route of the wines of the Setubal Peninsula or “rota dos vinhos da peninsula de
Setubal”. (Instituto da Vinha e do Vinho, n.d.).

However, it's estimated that there is still much to develop and improve regarding such
routes. For instance, in the case of the Ddo wine route, it's stated that there is need for better

organization, coordination and infrastructure improvements. (Costa et al. 2025).
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2.4. Description of the area of study

The geographical focus of this study is on the Portuguese municipality of Cadaval,
located in the west region of the country and part of the district of Lisbon, the country’s capital.
It's divided among seven parishes: Alguber, Union of Cadaval and Pero Moniz, Union of Lamas
and Cercal, Union of Painho and Figueiros, Peral, Vermelha and Vilar. Geographically it was
an area of 174,9km2. (Municipio do Cadaval, 2022). And over 14435 inhabitants. (/nstituto
Nacional de Estatistica, 2023).

Its landscape is mainly composed of rural settings, having large areas of agricultural
production, mainly vineyards and the “péra rocha” or “rocha pear”, this being a type of fruit.
Both the wine and rocha pear are claimed to be its finest products, having received several
awards for both products. (Municipio do Cadaval, 2022) It's estimated that Cadaval produces
over 108.696 hectoliters. (Instituto da Vinha e do Vinho, 2024). And it belongs to the Lisbon
wine region, which has over 17.942 hectares of vineyards, where the Lisbon wine region
represents 10.5% of total national vineyard area. (Instituto da Vinha e do Vinho, 2024). It also
contains the Route of the Vineyard and Wine of the West or “Rota do Vinho e da Vinha do
Oeste”, comprised of three smaller circuits: Lines of Torres or “Linhas de Torres”; Circuit of the
Farms of Alenquer, or “Circuito das Quintas de Alenquer”: and lastly, the Circuit of Obidos, or
“Circuito de Obidos.” The municipality of Cadaval is part of this last one. (Turismo do Centro
de Portugal, n.d.).
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Figure 2 — Map regarding the wine routes by Infovini
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The municipality of Cadaval has several members of the wine route; however, after
careful in-depth review, it was decided to focus this study on the two members with the most

online comments and reviews in order to gather as much data as possible.

Regarding the selected members for this analysis, Quinta do Gradil is larger and offers
a broader range of services and experiences while merging the winemaking aspect with the
site’s heritage importance and years of existence. It also has a restaurant and event utilities.
(Quinta do Gradil, n.d.). On the other hand, the Casa Agricola Horacio Nicolau appears to offer
more traditional, family-friendly and intimate services and experiences. (Casa Agricola Horéacio
Nicolau, n.d.). Both selectees have similar models and operate in the same winemaking and
tourism areas, which properly match the desired profiles for the data gathering on the theme

of this study.

The municipality of Cadaval presents a relevant setting for study, as it contains a strong
winemaking tradition and local heritage. Its features of rural settings, grape and pear
production combined with its position in the west wine route makes it a compelling case to

study tourism experiences and perceptions.

(intentionally left blank)
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Quinta do Gradil or Farm of Gradil: Located in Cadaval, it's a place with years of
existence and history containing 120 hectares of vineyards producing a wide range of white,
red and rosé wines totaling fifteen references at the moment. It also has a store, restaurant,
wine tourism, which began in 1999 and event services, including tastings and guided tours.
The earliest mentions date back to the 15" century documents where it’s first mentioned. It
proceeded to have regional impacts through the next centuries, being a hunting ground for
royals and having connections with the nobility, then playing a vital part in the establishment
of the region as a prime wine producer. Later the main house, palace and chapel were built
and the business expanded, culminating in the 215! century services and production we have
today. (Quinta do Gradil, n.d.).

anno
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Figure 3 — Logo of Quinta of Gradil

Casa Agricola Horacio Nicolau or Agricultural House of Horacio Nicolau: Also
located in Cadaval, it claims to be a family-run business with traditionalist practices aimed at
producing authentic, quality wines, founded in 1980. Currently owns 30 hectares of vineyards
producing white and red wine, from which it has eight current references. Some of said wines
also currently possess awards. It offers wine tourism services, including guided tours and
tastings, and also has a wine store. Services are claimed to be tailored to provide sensorial

experiences, pleasure and satisfaction. (Casa Agricola Horacio Nicolau, n.d.).

CASA AGRICOLA
NICOLAU

Figure 4 — Logo of Casa Agricola Horacio Nicolau
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Chapter lll — Methodology

3. Chapter overview

This chapter will describe the methodology adopted by this study in order to reach its
goals. Exploratory research strategy was chosen as the most adequate research approach
which aligns well with the objectives and research purpose. Review rating quantitative metrics
of 1 to 5 “stars” was utilized to access general experience satisfaction. Two analytical methods
were chosen for this study, to ensure accurate findings for later interpretation by triangulation.
Word cloud and text analysis was utilized in an initial scanning of the data and in order to reveal
patterns and identify frequency terms and as a way of enriching findings. Inductive exploratory
thematic analysis is the main examination which allowed for deeper analysis where codes were
organized into cohesive themes and later dimensions and that’s where themes and dimensions
have been defined for later easier inductive interpretation. The logical flow used was
quantitative review results, exploratory analysis and interpretative analysis. Together, all
methods produce more complete, meaningful and stronger results. Lastly, concerns regarding
data gathering and processing are also explained and detailed to ensure integrity. Data from
Google reviews comments and reviews was utilized regarding two wine tourism enterprises on
the Cadaval municipality. The importance of user-generated comments and reviews was also

established.

3.1. Exploratory research strategy

This research aims to assess in a broader sense the wine tourism in Cadaval, and to this
end, we shall define which strategy better suits its purposes. There are several types of
research purposes; however, for this specific study, the one entitled “exploratory research”
appears to better align. According to some authors, exploratory research focuses on the
collection of primary or secondary data in an “unstructured format” followed by an informal
analysis with informal procedures. Also, it’s stated that this type of research allows for an open-
minded approach with bigger flexibility and greater adaptability, allowing for adaptation through
the process. (Dokter, 2023). These previous statements align with the fact that the area of
study appears to never have been subject to a thematic analysis of user-generated data and
the fact that there is not a clear idea on what to expect from the information obtained in the
reviews and comments from the two biggest players in this specific area. To be clear, this area
had wine tourism studies before, just not about review and online comments and their topics

of interest.

An exploratory approach to this area of study will give a nuanced understanding of the
complexities and dynamics of its status and allow future studies to better refine and align their
15



respective approaches and objectives, thus obtaining better outcomes. This approach will
enable the identification of key factors regarding the perspective of wine tourism customers
and their main areas, themes and topics of interest and any possible connections among them,
which may shine new light on the overall system and allow for better conclusions and maybe
future theories to be drawn. Wine tourism itself is composed of a wide array of inner factors
that play a role in its composition and with this study we shall highlight the main ones that play
the biggest roles in this area. Obviously, any public and private entities can also utilize this
data to acquire information on their services and products in order to make possible
improvements and to form their own conclusions, resulting in more financially and socially

sustainable business models, bringing greater development to the region and its inhabitants.

3.2. Word cloud and text analysis

Word cloud and text analysis are based on the concept that words can be organized
into a comprehensive image containing different font sizes depending on the repetition of such
words, where bigger reveals higher frequency and smaller lower frequency. (Atenstaedt,
2012). Visual word clouds are advised to be used as a supplementary tool for bigger analyses
and should not be used as the only main analysis. (McNaught & Lam, 2010). It’s claimed that
word cloud analysis is useful in exploratory research methods of qualitative kinds. (Cidell,
2010). It allows for a synopsis of main themes to be elaborated from the provided text. (Bletzer,
2015). Further, a word cloud allows for a simple and easy-to-understand display of data. (Calle-
Alonso et al. 2018). Overall, word clouds possess the ability to easily transmit the topics of
interest on a given data in a simple and clear way for even non-experts to understand its
contents and ideas. (Viégas & Wattenberg, 2008). It allows for a quick assessment of meaning
and sentiments using word repetition frequency. This aligns well as a starting point before
organizing bigger analyses into the data with more exhausting methods. However, it also
possesses limitations regarding loss of context on individual words, semantic omission and
possible misunderstandings without deeper analysis and interpretation. (Atenstaedt, 2017;
Cooshna-Naik, 2022). Thus, word cloud analysis, when combined with more rigorous analysis
such as thematic analysis, allows for a more complete interpretation of data and addresses
shortcomings. It pairs well as an exploratory method with another deep analysis. It strengthens
the rigorous thematic analysis coding by exposing patterns and frequencies, allowing the
researcher to double-check their findings by triangulation and reduces the researcher bias.
(Boyd et al. 2024). For this study word cloud was used as an initial survey of data allowing for
a general preview of results and identification of possible groups and recurring topics. It was

used to reinforce triangulation and assist in interpretation and coding on thematic analysis.
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3.3. Thematic analysis

Thematic analysis was systematized by publications in 2006 (Braun & Clarke, 2006)
and is a qualitative research method. It's related to the content analysis system. (Bardin, 2016).
It offers a flexible approach to qualitative data. It's positioned to be both accessible and flexible,
allowing it to be used in many different contexts. Its aim is to identify main ideas and patterns
that can be selected into overall themes. The six-step systematic process allows flexibility with
data and gives a clear framework. This process has the following phases: first is familiarization
with the data, where the researcher dives first into the data and begins reading and formulating
notes. Second is the generation of initial codes, which is where the initial identification and
labelling of relevant information is carried out. Third is the search for themes, where the
aforementioned codes are agglomerated into possible organized themes accordingly. Fourth
is the theme reviewing, where themes are refined and reviewed to make sure they reflect the
previous data accurately. Fifth is the definition and naming of themes, which is where each
categorized theme will receive an appropriate name for its data. Sixth and lastly, there is the
written phase, where a text is produced detailing each theme and discusses possible findings
in comparison to the research question. Is of note that this process is meant to be pragmatic
and not strictly rigid. Thematic analysis can be inductive or deductive, where inductive is data-
driven, meaning results come from the data analysis itself and deductive, which is theory-

driven and where the analysis is made with pre-established theories. (Braun & Clarke, 2006)

Thematic analysis is regarded as a viable way of analysing data from different
participants where similarities and differences can be evaluated. (Nowell et al. 2017) Deductive
thematic analysis uses pre-defined hypotheses and frameworks that define the data
interpretation and themes development, while inductive thematic analysis allows for a data-
driven analysis without prior expectations or limitations, allowing natural discovery of themes.
(Naeem et al. 2023)

For this study, the method utilized is the inductive, which aligns with the exploratory
approach. Themes shall arise from the data itself and conclusions drawn out after the
implementation of the six-step process described. This approach aligns with the objective of
this study, which is to identify themes of interest from online comments. The six-step process
was followed rigorously throughout. The process was done manually for the analysis of the
raw data, codes were formalized according to such data and later organized into

comprehensive groups, which later were compared with literature.

The following table 2 organizes the six-step process by Braun and Clarke (Braun &

Clarke, 2006) into a visual representation.
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Thematic analysis six-step process

First step Familiarization with the data, where the
researcher dives first into the data and

begins reading and formulating notes

Second step Generation of initial codes, which is where
the initial identification and labelling of

relevant information is carried out

Third step Search for themes, where the
aforementioned codes are agglomerated

into possible organized themes accordingly

Fourth step Theme reviewing, where themes are refined
and reviewed as to make sure they reflect

the previous data accurately

Fifth step Definition and naming of themes, which is
where each categorized theme will receive

an appropriate name to its data

Sixth step Written phase, where a text is produced
detailing each theme and discusses
possible findings in comparison to the

research question

Table 2 — Overview of six-step process of thematic analysis

3.4. Data gathering and processing

For the gathering of data to answer the purpose of this study, online comments and
reviews are the ideal source and therefore the primary data to be used. Online reviews are
considered to be reliable reflections and perceptions of tourism research. (Riswanto et al.
2023). Firstly, consideration was made to use TripAdvisor, an online platform where reviews
metrics and comments generated by online users are shared regarding tourism enterprises,
as the platform to gather online comments and reviews for analysis; however, most of the route
members either had too little data on said platform or simply did not exist on it. Therefore, it
was decided to use Google Reviews, another online tool related to Google services and

Google Maps, which also allows users to post text comments and also review metrics of one
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to five “stars” depending on their opinions, as the main platform for data gathering and analysis,
where a bigger pool of data is available. Google Reviews has higher chance of capturing

comments and reviews in comparison to TripAdvisor. (Mellinas & Sicilia, 2024).

Comments were extracted using Web Scraper in February 2025 and contain comments
from a wide time range, from an hour ago to 10 years ago which additionally also allowed for
identification of patterns through time. Web Scraper is a plug-in for the browser Google Chrome
and it's designed for an automatic retrieval of data from web pages, allowing for the extraction
of large amounts of information in a structured and repeatable format. It was used exclusively
as a extraction tool for relevant information instead of manual collection. Such comments have
been later translated one by one into the English language with the assistance of DeepL, a
translation tool of texts, which was manually checked. This aligns with literature which
suggests that manual checking of translations ensures reliability. (Van Nes et al. 2010). All
comments have been considered, with the very rare exceptions of comments containing only
emojis or that did not have anything related to the route members and their services and

products, which were 3 comments.

In total, there have been 207 reviews extracted from Casa Agricola Horacio Nicolau,
where 98 contain written comments and 523 extracted reviews from Quinta do Gradil, where
207 contain written comments. Such data was stored in Excel and Word files. Examples of
initial codes and themes are exposed in table 3 where such code samples and corresponding
theme samples are showcased. Ethical concerns with private information have been
respected. Much of the data analysis was done manually and checked multiple times. For word

cloud and text analysis, the online tool Free World Cloud Generator was used for initial insights.

For the thematic analysis, much of the work was done manually, although it was more
time-consuming. Familiarization with the data was done by reading the comments several
times; generation of initial codes was done one by one for all comments; the search for themes
was done by grouping codes into coherent groups of similar meaning; theme reviewing was
also done manually by reading again the data and codes generated and improvements were
made and the writing was done mirroring and describing the findings on the comments. All

according to the thematic analysis six-step process. (Braun & Clarke, 2006).
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Initial Codes Samples

Initial Themes Samples

“Wine value, wine mention, tasting “Wine and experiences”
standards”
“Good space, place history, family legacy” “History and place”

“Nice restaurant food, price-qua

dishes quality”

lity ratio, “Food and value”

Table 3 — Self elaborated overvi

ew of initial thematic analysis code and theme samples

(intentionally left blank)
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Chapter IV — Results and Findings

4. Chapter overview

This section contains the descriptive results and analytical comprehensive analysis of
the data gathered from the selected case study sites, namely: Casa Agricola Horacio Nicolau
and Quinta do Gradlil, the two key establishments in the area of study related to wine tourism.
The methodology described beforehand was followed progressively through quantitative and
qualitative results, exploratory analysis and interpretative analysis. The analysis employs a
three-step process where results are explored and presented; firstly, by examination of each
member online review attributes given by online users, where review evaluations metrics of
Google reviews of 1 to 5 “stars” are organized and displayed. This allows for assessment on
the satisfaction levels. That is ratings from 1 to 5. Secondly, word cloud and text analysis
results are presented and analysed according to word frequency and interpretations are made
on its meanings. This allows for the identification of most relevant topics. Thirdly, the main
thematic analysis results are displayed, where ten themes of interest are highlighted from the
given data. Subsequently, such themes are agglomerated into bigger overall dimensions for
easier interpretation. All of this is later compared with relevant literature in order to compare
findings with established frameworks. While the review results and word cloud and text results
are displayed separately then joined together for overall results and triangulation, on the main
thematic analysis a single general overview is presented. By joining quantitative satisfaction
review metrics with qualitative text and thematic analysis this study seeks to strengthen the

reliability of its findings. Lastly, a general synthesis of findings and interpretations is presented.

4.1. Review results

Google reviews allows for the selection of satisfaction from the given experience on a
scale from 1 to 5, where number 1 reflects negative or very bad experiences, 3 reflects medium
or average experiences and lastly 5 reflects positive or very good experiences, while 2 and 4
reflect a gap between the aforementioned options. All the comments and reviews on said
platform that have been gathered, have at least one such review contributing to the overall

numbers.

In this section, a review analysis of each selected target member of this study will be
individually assessed on its general reviews given by users, culminating in the combination of

both members in a general overview.

Firstly, the member known as Casa Agricola Horacio Nicolau contains a total of 207

reviews, where most of them are in the category of “excellent,” this being attributed to the
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number 5, having 167 reviews, this being 80.67% of the total numbers, followed by the
category “good,” which is reflected in the number 4, having a total of 16.43% of the total
reviews. These two selections are part of the positive review types, which combined represent
201 reviews, or 97.10%, which is an overwhelming percentage of positive reviews. Meanwhile,
only 4 reviews, representing over 1.93% gave a “sufficient” score. Lastly, the negative scope
composed of “insufficient” and “bad” selections only contains 2 reviews on the “bad” selection,
this only representing 0.93% of total reviews, signifying a solid overall result of a positive

experience regarding this member.

Type Number Percentage
5 / Excellent 167 80.67%
4 | Good 34 16.43%
3 / Sufficient 4 1.93%
2 / Insufficient 0 0%
1/Bad 2 0.97%
Total 207 100%

Table 4 — Self elaborated display of review results of Casa Agricola Horacio Nicolau

Now, for the second member selected for this study, the Quinta do Gradil has a total of
523 reviews, which appear to be mostly attributed to the positive scales of 4 and 5. The most
predominant category appears to be “excellent,” attributed with the number 5, as it contains
355 reviews, representing 67.88% of total reviews. Next is the category of “good” with the
number 4, having 121 reviews representing 23.13%. Both these categories are descriptive of
the positive spectrum, which together represents 476 reviews, or 91.01% of total reviews,
meaning that the vast majority believes that the experience was “good” and “excellent.”
Regarding the “sufficient” scope, 38 reviews representing 7.27% of total reviews considered it
average. On the negative scope, however 4 reviews representing 0.76% considered it
“insufficient,” followed by the “bad” scope, which has 5 reviews representing 0.96%, which
believe that the experience was negative. Both the “insufficient” and “bad” scopes represent a

total of 9 reviews, or 1.72% of reviews that considered it a negative experience.
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Type Number Percentage

5 / Excellent 355 67.88%
4 | Good 121 23.13%

3 / Sufficient 38 7.27%
2 / Insufficient 4 0.76%
1/Bad 5 0.96%
Total 523 100%

Table 5 — Self elaborated display of review results of Quinta do Gradil

Overall, considering the combined results of both members, there was a considerable
portion of users that reported a positive experience, together giving a total of 522 reviews in
the “excellent” category, attributed to the number 5, representing a total of 71.51% and 155
reviews in the category “good,” assigned the number 4, representing a total of 21.23%.
Together, said categories represent the positive scope of reviews on both enterprises.
Regarding the medium level composed of the “sufficient” ratings, 42 users representing 5.75%
of the total sample reported a satisfactory experience. Lastly, the negative scope, regarding
the “bad” ratings, represented by the number 1, which had only 7 reviews, defined a total of
0.96% and the “insufficient” rating had 4 reviews, representing 0.55%. These two have a total
of 11 reviews these being 1.51% of all reviews, being a small fraction of the general reviews,
further solidifying the positive general review results. As a note, literature suggests that
satisfied customers tend to post spontaneous online reviews, which might explain the
increased positive sentiments compared to negative sentiments. (Zheng et al. 2024). This
might indicate that negative sentiments are less likely to be represented and thus influence
data. Quinta do Gradil has a larger pool of data, which explains the increased visibility of
negative sentiments. On the other hand, Casa Agricola Horéacio Nicolau appears to offer a
more familiar experience, which may also indicate such positivity. Google Reviews as a
platform may, perhaps, overrepresent positive experiences in detriment to negative ones.
Although there’s an overwhelming positive sentiment, it may not completely represent a link
between quality and satisfaction. The numbers express general positivity but do not explain
exactly the factors involved, which will be explored in the word cloud, text and thematic
analysis. However, its safe to assume that key factors involve the wine and its services,

ambience, hospitality and positive holistic experiences.
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Type Number Percentage

5 / Excellent 522 71.51%
4 / Good 155 21.23%

3 / Sufficient 42 5.75%
2 / Insufficient 4 0.55%
1/Bad 7 0.96%
Total 730 100%

Table 6 — Self elaborated display of general review results

4.2. Word cloud and text results

In this section, a word cloud made with an online tool called Free Word Cloud
Generator, an exploratory lexical analysis plus a text analysis will be made in order to bring
initial insights into the most repeated words and possible interests being described in the

comments of each member and lastly, a general overview shall also be carried out.

The initial results will be about the Casa Agricola Horacio Nicolau, where all comments
have been included in this analysis, resulting in the creation of a word cloud of the most
repeated one hundred words, resulting in the Figure 5. The most repeated ten words have also

been organized into the Table 7.

It's possible to outline that the ten most repeated words appear to reflect the perceived

” ”

satisfaction, these being “good,” “friendly,” “excellent,” “service” and “recommend.” However,

” o« ” ” W

words such as “wine,” “wines,” “white,” “solar” and “Marquesa” appear to reflect the most

mentioned product of this member, that being the white wine made with muscatel grape known

as “Solar da Marquesa Branco.”

The products and wine quality are extensively referred containing words related to wine

” LT3 ” o« ”

quality, typology and awards with words such as; “wine,” “wines,” “white,” “red,” “muscatel,”

” ”

“muscat,” “light,” “regional,” “spectacular,” “award winning” and “quality.” However, although
way less prevalent, some negative sentiments are also present regarding wine quality,
especially after the bottling change. In addition, words and combinations of words referring to
the product and experience prices are also mentioned, both in positive and negative

sentiments, with words and phrases such as “affordable prices” and “good prices.” On the
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negative side, although less prevalent, there are also comments emphasizing expensive

prices.

The friendly service and staff are alluded to by words related to the level of friendliness

LT3

of staff and the service and environment being provided, such as; “friendly,” “very friendly,”

“attentive,” “helpful,” “warm welcome,” “friendly welcome,” “5 stars,” “family winery” and “worth
a visit.” This aligns in accordance with the family-run business model. Further on this aspect,

although not numerous, there are indicators related to the atmosphere and location.

Overall, the comments are overwhelmingly positive in accordance with the review
results already analysed. A highlight of the products and wine quality and its relation to the
prices are highly mentioned. The friendly and family-oriented business and staff are also
valued. Principles of authenticity and friendliness are highly regarded. Maintenance of product
consistency is important to the commenter’s perception. There appears to be an over-reliance
on a single specific wine, which might indicate a need to diversify or upgrade the current
portfolio. No doubt this member is well positioned as a respected, family-oriented local
business. Keeping such a theme while expanding further might lead to positive outcomes.

However, the risk of losing authenticity calls for a delicate process.

quality
o good wines
top . service
attentive go|ar bott'les light Wlne R
stars everything worth d place
beautiful space | pro .UCtS
o Stoe e friendly
fantastic recommend visit staff
moscatel excellent people
prices welcome buy .
region see star ‘ Wh|te
great family

Figure 5 — Self elaborated word cloud result of Casa Agricola Horacio Nicolau

25



Word Number of times repeated

1/ Good 47

2/ Wine 35

3/ Wines 30

4 | Friendly 20

5 / Excellent 19
6 / White 17

7 | Service 16

8 / Recommend 11
9/ Solar 10

10 / Marquesa 9

Table 7 — Self elaborated display of the Number of times each top ten words have been

repeated regarding the comments of Casa Agricola Horacio Nicolau

Now the Quinta do Gradil shall also be analyzed. The word cloud in figure 6 was created
with all its comments and the most repeated ten words have also been organized into the Table
8.

Regarding the ten most repeated words, there appears to be an emphasis not only on

” o«

wine but also on the food served by the restaurant on site. Words such as “wine,” “wines” plus

“food,” “place” and “restaurant” all point towards that fact. The quality is also a major factor to

LT3 [T

consider, having words such as “excellent,” “great,” “service” and “visit.”

The wine is highly spoken about in the comments, having words such as; “wine,”

” » W

“‘wines,” “winery,” “quinta”; however, no generally specific wine is mentioned. Next, there are

some instances of food also, referring to the restaurant services, such as; “food,” “lunch,”

“‘dinner,” “menu” and “gastronomy.” Wine is by far the most central topic, consistently

highlighted in the comments. Food is also mentioned, but less frequently. Usually associated

with the restaurant.

There is a strong positive sentiment word presence, containing words such as; “good,”

” o« ” o« ” LT ” [T LT

“excellent,” “great,” “beautiful,” “pleasant,” “wonderful,” “fantastic,” “lovely,” “delicious,”
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“perfect,” “amazing,” “spectacular’ and “charming.” On the negative side, which is way less

prevalent and rare in the dataset, there are very few mentions to be notorious; however, some
comments mention dissatisfaction with store closing hours, tasting standards, prices,
availability and staff flexibility. These comments expose occasional operational weakness

rather than dissatisfaction with wine or food quality.

” LT3

The location is associated with words such as; “place,” “space,” “atmosphere,”

” LT LT

“location,” “setting,” “landscape,” “nature” and “mountain.” A portion of comments highlight the

estate’s history, natural location close to the Montejunto mountain range, vineyard and

” LT

architectural beauty. Service quality is represented by; “staff,” “friendly,” “guide,” “welcoming,”

o«

“employee,” “attentive” and “professionalism.” Many members of staff are named directly,
indicating that staff is a vital part of the experience. Personalized connections are linked to

customer satisfaction.

In summary, there is a high number of positive sentiments that align with the review
analysis, even though there are occasional negative ones. Wine quality is highly mentioned,
plus the food served on site, although less prevalent. The atmosphere, location, natural beauty
and historical importance are valued. While criticisms are present, they are a small portion of

data. Such criticisms provide insights into possible future improvements.
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Figure 6 — Self elaborated word cloud result of Quinta do Gradil
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Word Number of times repeated

1/ Good 65

2 [ Wine 56

3 / Wines 55

4 | Excellent 46
5/ Food 39

6 / Great 37

7 | Service 33

8 / Place 30

9 / Visit 29

10 / Restaurant 29

Table 8 — Self elaborated display of the Number of times each top ten words have been

repeated regarding the comments of Quinta do Gradil

Now an analysis will be made where the data from both members will be analyzed

collectively for an overall general result. Results are displayed in figure 7 and table 9.

Starting with the top ten most repeated words, “wine” and “wines” stand out as the most

frequently mentioned group, which is expected. In addition, service and experience quality are

” i ” ” ”

again mentioned with words such as; “good,” “excellent,” “service,” “great,” “visit” and “friendly.”

The importance of foodstuffs is also widely featured. Location is also of importance since the

word “place” is underlined.

The core topic is definitely the positive sentiment, which contains many positive words

in the overall comments, which aligns with the review results. Words such as; “good,”

” o« ” ” o« ” o« ” o« ” ”

“excellent,” “great,” “beautiful,” “pleasant,” “nice,” “best,” “top,” “delicious” and “spectacular.”

Product quality is highly regarded. Service and hospitality are referred to by words such as;

” o« ”

“friendly,” “attentive,” “staff,” “family” and “welcome,” meaning customer experience is a

prevalent topic. Many of the comments mention “recommend,” alluding that others should visit.

Atmosphere and location importance are alluded to by words such as; “place,”

” ” W ”

“atmosphere,” “estate,” “region,” “beautiful” and “vineyard.” However, negative comments are
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also present; although not significant in number, they state troubles with store closing hours,
inconsistent product quality, especially after bottling changes, general service flaws and price-

quality ratio concerns.

Overall, both members earn high positive sentiments regarding their services and
products, which aligns with the review results. Maintaining product consistency is observed
and valued. There are some instances of negative sentiments; however, they are few in
comparison and can be used as a tool for future growth. The core topics are the wine and its
quality, followed by interest in food, this last one especially on the Quinta do Gradil.
Atmosphere and location are also regarded to be of interest to the commenters. Interpersonal
relations, friendliness, professionalism and helpfulness of staff members are highly
considered. Occasional service shortcomings are mentioned. Satisfaction is the result of wine,
food and service quality; atmosphere and landscape; attentive staff and site history, which
appear to be consistent drivers. As a note, this analysis offers an overview of word frequency,
but may fail to provide meaning and context. However, its a solid starting point into a more
complete thematic analysis. While Quinta do Gradil appears to offer a broader spectrum of
services including restaurant, Casa Agricola Horacio Nicolau appears to instead offer a closer

wine product experiences and intimate services instead.
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Figure 7 — Self elaborated word cloud result of both members
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Word Number of times repeated

1/ Good 112
2 [ Wine 91
3 / Wines 85
4 | Excellent 65
5/ Service 49
6 / Great 43
7 / Food 39

8 / Visit 35
9/ Place 35
10 / Friendly 30

Table 9 — Self elaborated display of the Number of times each top ten words have been

repeated regarding the comments of both members

4.3. Thematic results

Now for the culmination of this research, a general analysis using the thematic analysis
process described in the methodology section will be carried out to define and identify themes
and topics related to the comments present on Google reviews about both selected members,
followed by the definition of overall dimensions accordingly. Frequency numbers have been

calculated by the percentage of codes that each theme has in comparison to the total codes.

The following themes are the result of careful coding and reflection on the clusters of
meaning that arose. There have been 669 codes identified in the comments of both members,
some of which repeat or are very similar, but ignoring them would likely lead to a loss of
frequency richness and the failure to capture emphasis in the data. Afterward codes have been
separated accordingly between corresponding themes depending on their content. Finally,
such themes have been gathered into bigger groups to simplify and combine similar or
connecting themes into bigger clusters or dimensions of similar overall meaning. As a note,
the two different operational models and offerings of the selected members for data gathering
may partially influence the results, as they possess slightly different business models. Also,

coding of data is largely interpretative, but exhausting work was done to insure impartiality.
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The results of this analysis and themes that have been generated will be displayed
below, and an interpretation of such themes and later dimensions will be made in accordance
with their contents and the data that they represent. These results should not be taken too

strictly, but rather as an overview to ease interpretation of data.

Staff, hospitality and service are the most mentioned theme, with an estimated 28.39%
frequency and highlights the courtesy, attentiveness and friendliness perceived, plus the
service standards. Many commenters mentioned the warm welcome by team members,
highlighting how hospitality is vital to the experience. Contains comments about the staff’s
competence and their services. The critical components of service quality, personal
engagement, human interaction and emotional warmth are represented here. It also has
positive and negative opinions. It reflects the importance of service quality and personalized
attention levels. Staff expertise and friendliness during the provided services and interaction
with the customers are highly regarded. Certain staff members are named directly in certain
cases, highlighting the importance of interpersonal connections. There are also some negative
sentiments, mostly on occasional operational and service shortcomings, such as closing hours

and lack of attention given. Occasional service inconsistencies are a vulnerability.

On this topic there are comments such as; “(name) could not have been more helpful,”
“the store offers excellent service” and “great friendliness when we were welcomed.” This
aligns with literature, as similar studies also concluded that staff hospitality and service are
one of the core themes in wine tourism. (Brochado et al. 2021) However, although less
prevalent, there are also cases of occasional shortcomings, such as closing hours and service;

“Good afternoon, it's closed!” and “Service could be much better.”

Wine quality is the second most referred theme, with an estimate of 17.50% frequency,
containing the consumer perception and judgment about the quality of the wine. It represents
how wine quality plays a pivotal role in the wine tourism experience. Although there’s a
prevalence of positive sentiments, there are both positive and negative sentiments regarding
this topic. The white wine made with muscatel grape, “Solar da Marquesa,” is frequently
mentioned very positively. On the other hand, concerns with general wine consistency are
noted. The second most mentioned wine variety is the rosés. It highlights overall product
perceived quality and satisfaction with wines tasted or purchased. Authenticity of winemaking
and the product itself is regarded as a vital topic of interest. Quality perception may however

shift if wine standards are not maintained.

Comments such as; “The wines are very good,” “Marquesa white is divine,” “The wines
are excellent” and “A winery with many good wines”, serve as example of how wine and its

quality are vital factors. There are also minor concerns, especially with wine consistency
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overtime; “The wine is no longer consistent in quality.” Wine and wine quality are known for

shaping customer perceptions in wine tourism. (Meneses et al. 2023).

Scenery, atmosphere and location are the third most referred theme, containing
17.33% frequency. Comments about the site’s beauty, vineyard views, natural settings and
general atmosphere reflect how the environment plays a crucial role in shaping the experience
and satisfaction. The Montejunto mountain range is specifically highlighted. There are also
mentions of interior spaces such as the store and restaurant layouts, size, comfort levels and
ambience characteristics. Maintenance is also regarded as an influencing factor. This theme
represents how the overall impressions of this kind influence the experience. Landscape and

ambience improve the experience.

” LT

Certain comments, for instance; “family atmosphere,” “cozy place,” “creating an

”

atmosphere of charm and sophistication,” “very attractive location overlooking the Montejunto
mountain range” and “entrance through the vineyards was an appetizer,” underline the
importance of the location and environment for the experience. This aligns with literature on
how aesthetics and atmosphere enhance satisfaction and memory creation. (Zhang & Lee,

2022).

Recommendation and return interest are the fourth theme, with over 9.87% frequency.
Expressions of recommendation and the intention of returning are focused here. They
represent the willingness to recommend the visitation of the given member or the wish to
someday return and repeat. Promotion and word of mouth are therefore emphasized here.
Commenters showcase an intention to recommend or return in the future, which is a positive
factor for continued growth and expansion. It’s a positive indicator of general satisfaction and

a powerful tool for further expansion.

Comments namely; “Go see for yourself you will not be disappointed,” “Highly

” o« ”

recommend,” “| recommend it,” “l intend to return” and “l will return whenever possible,”
represent this topic. Literature suggests that a costumer’s intention to visit and revisit are
crucial factors for wine tourism marketing. (Byrd et al. 2016). Recommendation intentions are

also recognized as an important factor. (Chen et al. 2016).

Food and gastronomy come fifth with a frequency of 9.58%. They mainly reflect the
importance of the restaurant present on-site of one of the members and its associated food as
part of the experience offering, either as the main factor or as complimentary. There are
references to dishes where the octopus stands out. The flavours and presentations stand out
and reinforces the idea of how the restaurant solidifies the overall appeal of the winery itself.
Most comments emphasize the quality of the food and wine pairings. It serves as a powerful

tool to enhance the wine experience.
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Comment examples; “This place deserves a Michelin star,” “Good food and good dining

area,” “Food was excellent in taste and presentation,

LT

The food was reasonable” and “The
presence of flies during the meal is quite bothersome.” Food is assured to be connected with
wine tourism, providing a more complete experience and contributes to regional identity.
(Carvalho et al. 2024).

Tours and tastings are the sixth theme, containing 5.38% frequency and is composed
of their perceived quality, the ability to pass knowledge in engaging yet not too technical ways
and overall service. They represent the engagement with structured and balanced
experiences. There are positive and negative comments on this aspect. The personalization
of the tour and the ability to engage in the winemaking process are key aspects. Varied and
balanced tasting experiences with a good structure are also valued by commenters. The
guide’s knowledge and ability to provide pleasant experiences and interpersonal abilities are

highlighted, which reinforces the interpersonal value of the experiences.

Comment samples; “| really enjoyed the guided tour,” “Tour is a bit boring,” “Lovely

wine tasting,” “Horrible wine tasting” and “Quality wine tastings.” Wine tastings and guided
tours are assumed to be a primary driver of wine tourism services as customers seek wine-

related experiences for recreational and educational purposes. (Brochado et al. 2021).

History and heritage are the seventh topic of interest, with 3.74% frequency,
glomerating the rich past importance and legacy, traditions and architectural importance, which
can shape visitor perceptions while enhancing the authenticity of the experience. For many

commenters, the participation in activities related to the culture and heritage deepens the

experience.
lllustrative comments; “Lovely property with apparently very rich history,” “A place with
very well-respected history,” “Farmhouse that belonged to Marquis de Pombal,” “Love and

respect for the land and the craft” and “Place with a lot of history.” Wine tourism is associated
with cultural heritage, as tourists prefer experiences that join wines and inputs on regional

history into an authentic and memorable experience. (Brochado et al. 2021).

Price and value are the eighth theme most mentioned, having a 3.14% frequency,
comprising the perceptions by visitors about the price versus quality ratio for products and
services and the willingness of visitors to pay for it; that is, the perceived value for money from
the services and products purchased. It captures the economic factors of the experience.
There are mixed sentiments on this aspect, as some consider the prices cheap while others
consider them fair or expensive. This perception can be positive, neutral, or negative
depending on the perception of what customers can get in return. This is however relative to

each individual and may reflect socioeconomic differences in the customer base.
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Comments such as; “Very cheap,” “Wines at affordable prices,” “Good price/quality

LT

ratio,” “Prices are very high for Portugal” and “Good quality for the price.” Literature suggests

that the perceived price-quality relationship affects willingness to pay. (Kaimann et al. 2023).

Regional identity and products are the ninth theme, with 2.84% frequency, where many
comments highlight the regional area and even name it directly. Some also mention the local
terroir and culture. This theme reflects the regional pride and the idea that experiences also
connect the visitor to the regional area. It's in line with the ideas of experience perspectives.
(Santos et al. 2021). It also showcases how product variety represents the occasional interest
in other goods mentioned in the comments, such as olive oil and honey. Costumers appreciate
the chance to explore these products in addition to the overall main experience. This also

positions the winery as a more complete regional member.

Comments samples; “There are also other regional products such as very good olive

” & ”

oil,” “Good option to buy regional products,” “Top honey, top olive oil,” “Bombarral wine festival”
and “A landmark in Cadaval.” Literature highlights that regional narratives shape the perception

of image and increase the sense of identity of inhabitants. (Gonda et al. 2021).

Events and celebrations are the tenth theme, having 2.39% frequency and represents
the suitability for the organization of events of many kinds, including business, private parties
and weddings, as stated in the comments. The ability to organize structured group gatherings
showcases the ability to coordinate different services into a cohesive experience. Most

comments showcase positive sentiments regarding such services.

Comment examples; “Excellent venue for events,” “It's an ideal event venue such as

weddings,” “Good space for events,” “Great place for parties and meetings” and “| visited for a
business event.” Literature underlines that events contribute to economic, social and

environmental sustainability goals. (Mair & Smith, 2022).

Themes Code samples Code number Code
frequency
Staff, hospitality “Very warm 190 28.39%
and service welcome, good

service, staff
competence,
service needs

improvement”
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Wine and wine

quality

Scenery,
atmosphere and

place

Recommend and

return sentiment

Food and

gastronomy

Tours and

tastings

History and
heritage

Price and value

“Solar da
Marquesa White,
wine consistency

concerns after
own bottling, high-
quality wines,

excellent wines”

“Excellent space,
very pleasant,
comfortable
place, excellent

atmosphere”

“Worth a visit, |
recommend,
revisit intention,
recommendation

interest”

“Exquisite dishes,
best octopus,
reasonable food,

good food”

“Worth the tour,
great tasting
experience, lack
of choice during

tasting, great tour’

“Family history,
rich history and
heritage, regional
landmark,

historical visit”

“Very affordable
prices, very

cheap, price

117

116

66

63

36

25

21

17.50%

17.33%

9.87%

9.58%

5.38%

3.74%

3.14%
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quality concerns,
price and value

balance not great”

Regional identity | “Mention of olive 19 2.84%
and products oil and regional
products, regional
wine fair,
outstanding
region, regional

and product pride”

Events and “Perfect for 16 2.39%
celebrations celebration or
party, business
event, wedding
venue, various

events”

Table 10 — Self elaborated display of the overall thematic analysis results

Now, the aforementioned themes can be agglomerated into bigger dimensions to make
interpretation easier, as long as such themes are interconnected to provide broader
consensus. We can do this by grouping the themes of staff, hospitality and service, tours and
tastings and events and celebrations variety into the bigger hospitality and services dimension.
Likewise, the themes of wine and wine quality and food and gastronomy can be agglomerated
into the bigger wine and gastronomy dimension. Third, the themes of scenery, atmosphere
and place, history and heritage and regional identity and products can be grouped into the
place, atmosphere and identity dimension. Lastly, the recommend and return intention plus
price and value can be grouped into the price and return intention dimension. Although there’s
different strength and size on themes and dimensions, all of them offer perspective on the
contents and interests of the data. Either directly or indirectly, and may influence each other.

Both experience quality and wine quality are important.

Hospitality and service contain the staff, hospitality and service, tours and tastings and
event and celebration themes. It emerges as the most dominant category with 36.10%
frequency, reflecting how human interaction, guidance and service coordination shape the

wine tourism experience. Staff courtesy, competence and emotional engagement are vital
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components of service quality and are frequently mentioned in comments, both positively and
negatively. Guided tours and tastings represent structured educational and recreational
experiences and represent how they are perceived by customers. (Brochado et al. 2021).
Finally, events and celebrations such as weddings, business or private celebrations showcase
the integration of different services into one overall experience and contribute to broader
sustainability. (Mair & Smith, 2022). This highlights how experience is shaped by human

interaction and not by wine alone.

Wine and gastronomy are the second biggest dimension, with 27.03% frequency and
comprise the joint themes of wine and food, which often complement each other. They
represent the centrality of the wine tourism experience. Comments underline expressions
regarding these two factors, both positively and negatively. (Carvalho et al. 2024; Meneses et
al. 2023).

Place and atmosphere are composed of the theme’s scenery, atmosphere and place,
history and heritage and lastly regional identity and products, with a combined 23.87%
frequency and reflects the cultural and symbolic factors that frame the wine tourism offers.
References to vineyard landscapes and the Montejunto mountain range, property sites,
historical and heritage value and aesthetics and architectural beauty. (Brochado et al. 2021;
Zhang & Lee, 2022). Regional pride is also reinforced by mentions of local terroir and products
such as olive oil, honey and wine fairs, which showcases broader cultural identity and product
diversity. (Gonda et al. 2021).

Price and return intention dimension connect the themes of recommend and return
sentiment and price and value, having 13.00% frequency and reflect the factors for long-term
sustainability of wine businesses. Comments display willingness to return, recommend, or
spread word. (Byrd et al. 2016). Also, price sentiments are varied, ranging from cheap, average

and expensive and also contribute to the overall value assessment. (Kaimann et al. 2023).

Dimensions Themes Overall Frequency

Hospitality and services Staff, hospitality and service 36.10%
Tours and tastings

Events and celebrations
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Wine and gastronomy Wine and wine quality 27.03%

Food and gastronomy

Place, atmosphere and Scenery, atmosphere and 23.87%

identity place
History and heritage

Regional identity and

products

Price and return intention Recommend and return 13.00%

sentiment

Price and value

Table 11 — Self elaborated display of the overall dimension results

4.4. Summary and synthesis of findings

This study’s results are displayed in this chapter as quantitative and qualitative, derived
from reviews, word clouds, text analysis and thematic analysis. Quantitative and qualitative
review data of both Casa Agricola Horacio Nicolau and Quinta do Gradil exhibited
overwhelmingly positive sentiments regarding wine tourism. Most reviews rated both
businesses as either “good” (21.23%) or “excellent” (71.51%) or even “sufficient” (5.75%) while
there were only a small number of reviews expressing negative reviews, in the “insufficient”
(0.55%) and “bad” (0.96%) categories. Therefore, both businesses received high levels of
customer satisfaction for their products and services which contribute to the overall experience

satisfaction.

The word cloud and text analysis provides a broad overview of the reviews. Wine,
service, food, place and hospitality are among the highest ranked on the reviews of both
businesses. Example of topics being reviewed were “Marquesa branco” white wine and the
family-oriented service offered by Casa Agricola Horacio Nicolau. Many comments regarding
Quinta do Gradil focused on food at the restaurant, surrounding landscapes, estate

atmosphere, and guided tours. Overall, by combining the two review datasets, both businesses
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were rated positively with regard to wine tourism and while some negative comments exist
regarding price, closing hours and service disparities, they are in minority and can provide

feedback for improvements.

Through the course of the inductive thematic analysis, ten themes based from the
research analysis have emerged, those being: staff, hospitality and service (28.39%); wine and
wine quality (17.50%); scenery, atmosphere and place (17.33%); recommendation and return
intentions (9.87%); food and gastronomy (9.58%); tours and tastings (5.38%); history and
heritage (3.74%); price and value (3.14%); regional identity and products (2.84%) and finally,
events and celebrations (2.39%). The ten themes were collectively organized into four broader
dimensions that agglomerate the perceived themes of wine tourism in Cadaval, which are;
hospitality and services (36.10%); wine and gastronomy (27.03%); place, atmosphere and
identity (23.87%); and lastly: price and return intention (13.00%). All of said themes and
dimensions have been compared to relevant literature. Such results only reinforce the diversity

of variables affecting the wine tourism experience in Cadaval.

In summary, the results from review analysis, word cloud and text analysis and thematic
analysis collectively address the research question objective of identifying the key themes of
interest in the wine tourism in Cadaval and allow for a more complete approach. These findings
allow for a discussion on the practicality of said results and allow for the elaboration of

recommendations for local stakeholders.

Now, on a more interpretative tone, wine tourism experiences combine a wide array of
factors that shape satisfaction, factors that are related in many different aspects, and together
produce the desired experience that is expected by the consumer. By understanding such
factors and their relations, its possible to improve the experience offerings to better align with
the consumer expectations, thus producing satisfaction and its positive outcomes. After all
these analysis it became clear that in the context of this study, there is a positive sentiment
regarding the wine tourism services, where inter-personal relations combined with quality wine
and food experiences, alongside regional identity, heritage and the natural landscape along
with fair prices produce a unified holistic offering that its greatly appreciated, and that may
result in positive word-of-mouth and return intentions, either to purchase products or
experience once more the provided services. All themes and dimensions identified carry their
weight and value, and should be kept in mind when designing or improving wine tourism
experiences. In order to improve services, each theme can be explored in order to increase
effectiveness, but identifying the themes and dimensions in the first place is a major step.
Obviously, improvement models should be designed in accordance to each specific case, but

addressing the identified themes, dimensions and topics and their variables is important.
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Chapter V — Conclusions

5. Chapter overview

This chapter discusses the overall findings on this study and aligns with relevant
literature. Results reveal a multidisciplinary landscape of themes and topics regarding visitors’
perspectives contained on the dataset. While prior similar studies highlighted wine quality as
the predominant factor, this study instead highlights hospitality and service quality. There are
also several themes of interest identified, each with different varied scales. This only reinforces
that opinions differ greatly on each case study. This study highlighted ten themes which later
have been organized into four main dimensions; firstly, hospitality and service quality, secondly
wine and gastronomy, thirdly place, atmosphere and identity and finally in fourth place, price
and return intention. Those themes and dimensions align with literature, the difference being
the order of importance regarding this specific area of case study. All of said topics are inter-
connected. Further, limitations are also presented, for instance on how the use of a single
medium such as Google Reviews to gather data might limit results. The fact that this study did
not take into account demographics and languages metrics is also to consider. Possible
concerns over data timeline are also exposed. Lastly, recommendations underlined regarding
diversification of data gathering methods, increased number of selected relevant and

representative enterprises and investigation of multisensory and emotional aspects.

5.1. General discussion and conclusion

This study aimed at identifying the main themes of interest on online user-generated
data available regarding the municipality of Cadaval, in Portugal. The main results of this study,
referring to the main factors that influence wine tourism experiences in the municipality of
Cadaval are the hospitality and service quality, followed by wine and gastronomy, including
elements related to ambience, identity and valour perception. As to answer its research
question, this study aimed to identify the main themes of interest in the Cadaval municipality
in Portugal regarding wine tourism where a thematic analysis of online comments and reviews
was made, which defined ten themes from the visitor comments. Among these themes, four
overall dimensions are identified, where hospitality and service (36.10%) quality come out as
the most important dimension, reflecting the essential role of staff attentiveness, warmth and
service capabilities in shaping customer perception. The second most important dimension is
wine and gastronomy (27.03%), with visitors frequently reporting wine quality and food plus
food pairings, particularly in the restaurant. Third; place, atmosphere and identity (23.87%) are
also vital; customers value vineyard and regional landscapes, historical heritage and

connection with terroir and regional products. Fourth, the price and return intention (13.00%)
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dimension further underlines long-term sustainability, revealing positive sentiments and strong
word-of-mouth effect based on perceived value and memorable experiences. Plus, the price
and value of services and products for money also affects perception of what customers can
get in return for their monetary investment, which affects also the intention to return and spread
word. Regarding the identified ten themes, they are as follows: staff, hospitality and service
(28.39%); wine and wine quality (17.50%); scenery, atmosphere and place (17.33%);
recommendation and return intentions (9.87%); food and gastronomy (9.58%); tours and
tastings (5.38%); history and heritage (3.74%); price and value (3.14%); regional identity and
products (2.84%) and lastly, events and celebrations (2.39%).

Prior to the thematic analysis, preliminary analysis was made, that being a review
analysis and word cloud and text analysis, to scout the data for initial insights and
interpretations to contribute to the following thematic analysis and to the overall study.
Thematic analysis proved to be an accurate approach to the objectives of this study, aligned
with the exploratory strategy, which allowed for the interpretation of data into usable,
meaningful identifications and conclusions. Theoretical speaking, this study contributes by:
utilizing online reviews to analyse wine tourism experiences. Methodologically by: applying
triangulation regarding three different analyses, namely review metrics, word cloud and text
and finally thematic analyses. Practically speaking it contributes by: serving as a tool for better

management of wine tourism destinations and enterprises.

This study fills a gap by applying inductive thematic analysis on user-generated content
on a lesser studied geographical location, contributing new insights to the literature on wine
tourism and providing regional players information to better understand visitor drivers. The idea

of grouping themes into overall dimensions is also to be noted.

Findings of this study highlight how qualitative review and comment analysis can
support local producers, authorities and marketers in improving their offerings, targeting areas
of value for visitors, customers and tourists, identified in this study, included but not limited to:
hospitality, services and abilities, product quality, atmosphere and scenery and price for value.
The thematic grouping shows that sustainable wine tourism development relies not only on
high-quality products but also relies on immersive and personalized experiences and regional
identity. Themes not directly related to wine are shown to be of high importance, such as price,

location and hospitality.

Further, the Pine and Gilmore’s experience economy model can be applied, revealing
that each of the four realms are present, the educational experience is associated with the
knowledge acquired during wine tourism services, related to the wine and its production. The

escapism experience can be associated with the idea of visiting wine tourism locations in order
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to somewhat escape from everyday life. Aesthetic experience is present in the form of the
surrounding scenery and atmosphere of wine tourism and sensory wine experiences. And
entertainment experience which is provided throughout the activities and services. (Pine &
Gilmore, 1999). Regarding the concept of wine tourism framework and its four dimensions, it
can be safely said that they are indeed present in the context of this study, especially the wine
tourism experience and behavioural intentions, reinforcing its multidimensional aspects,

especially on hospitality and services factors. (Santos et al. 2021).

In addition, prior studies note staff, service and wine as the important areas. Also,
occasional operational weaknesses are viewed as downsides. (Brochado et al. 2021; Meneses
et al. 2023). In this study, Cadaval hospitality and services are the main factors of influence
shaping user-generated data, while wine comes as a close second. Nevertheless, operational
shortcomings are also noted. Additionally, a previous similar study on the Lisbon wine region,
in Azeitdo, had similar dataset, but focused on experiential dimensions. (Sena, 2019). The
importance attributed to landscapes, heritage and regional identity represents the ideas of
attachment. Also, it’s reinforced that wine tourism is a multidimensional experience containing
topics such as winescape. (Correia & Brito, 2016; Santos et al. 2021). Lastly, price, value and
recommend intention line up with studies that identify satisfaction, loyalty and word-of-month
as key drivers. (Byrd et al. 2016; Chen et al. 2016). Meaning that the results of this study
overall align with literature. However, is of note that each region has its characteristics.
Furthermore, if we take into consideration that “tours and tastings” belongs in the “wine and
gastronomy” dimension, then wine and gastronomy become the prevalent area, which is to be
noted. Also, educational experiences models of Pine and Gilmore (Pine & Gilmore, 1999),
could be hypothetically linked to tours and tastings. This also may relate to concepts of
experiential and multisensory aspects. (Brochado et al, 2021; Carvalho et al, 2024). Still, the
main theme of the ten groups identified on this study is still services and hospitality. In Cadaval,
the ideas of hospitality and service followed by wine and gastronomy mirrors an experiential
component of the offerings. There is value perceived by customers on interpersonal interaction

and consistency. Every theme identified has its value.

In accordance to the results as to answer the occasional shortcomings mentioned in
the data, it's advisable for the stakeholders to improve staff training and address operational
and service shortcomings, such as closing hours and consistency. Further marketing
operations should prioritize authentic, sensory and experience driven approaches. Further,
experiences combining wine, gastronomy, place and heritage can be refined and created. For
instance, thematic tastings, pairings and harmonizations with local food and wine. The idea of
winescape can be improved upon by adding vineyard tours, events and activities, photo points

and open rest areas. About price and value, dynamic discounts can be applied on products,
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offerings and packages. This can be particularly useful to incite revisit intentions. Public
stakeholders should prioritize the already existing routes by highlighting interpersonal
connections, gastronomy and heritage in a supplementary way together with wine. Integration
of wine tourism offerings into other regional and national activities, events and routes.
Workshops and assistance towards wine tourism stakeholders regarding staff and experience
offerings can be applied for a unified standard. Marketing teams should keep in mind local
hospitality, authenticity, scenery and quality/price. Professional and quick responses to certain
comments, especially negative ones, can be used as to both improve services and show
understanding, resolve conflicts and increase likelihood of possible revisit and good word-of-

mouth.

Findings showcase that Cadaval has a positive wine tourism sentiment, however its
also pinpointed that it has an interesting destination dynamic regarding the prominence of
service and hospitality in contrast with wine quality, indicating that human interaction is
regarded as of high importance, while the wine and its qualities are purposed to serve as a
powerful complementary factor. The enological part of the experience is suggested to be less
important than a successful interpersonal tourism experience. However, wine quality and
consistency are also very important. All the remaining factors, such as events, heritage and
identity are instead complimentary variables to the aforementioned two main themes. This also
shows a potential gap between what the destination can offer, and what it currently offers,
shining light on possible improvement directions. Therefore, the theme and dimension lists
discovered in this study, are proof of the dynamics between different perspectives that shape
visitor perception, especially in the context of this study, which appears that the destination as
a whole is more experience driven. Regarding the selected enterprises for data gathering, data
triangulation of different analyses suggests in the direction of Quinta do Gradil offering more
generalized experiences, while Casa Agricola Horacio Nicolao instead holds more on

interpersonal values.

Lastly, this study reinforces the importance of online user-generated data as an
important strategic source to improve the understanding and touristic experiences, and by that
contributes to the development of wine tourism in regional contexts and in highlighting the
importance of analysing the visitor experience. While theme and dimension size may not
accurately represent thematic priorities, they showcase the most highlighted perspectives.
Since the vast majority of reviews are positive, there may be hidden variables of interest that
have not been discovered, that negatively affect the experience. This study reinforces the
concept that using inductive thematic analysis, strengthened by other analysis types, on user-

generated online content regarding wine tourism to be a viable approach.
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5.2. Limitations

The limitations of this study must be taken into account. Firstly, the reliance on Google
reviews as the only data platform restricts the scope of the analysis to users of this channel
only, which may limit the perceptions expressed, although the use of search engines for travel
information search is important. (Xiang & Gretzel, 2010). Also, this study focused on the
content of online comments and reviews and did not include demographic profiles or
languages into consideration, as the objective of this study did not require it. Prior research
states that demographic profiles and cultural background can influence satisfaction and
dissatisfaction. (Nordstrom, 2021). The use of all comments ranging from recent to over 10
years old might reflect varied service and product or quality over time. The qualitative aspect

of thematic analysis and the manual coding aspects should be kept in mind.

Another important factor is the possible bias of data, as literature suggests that more
satisfied users tend to post spontaneous online reviews, which can lead to overrepresentation
of positive sentiments to the detriment of negative ones. Also, the possible existence of fake

profiles or content motivated by non-authentic interests may affect data. (Zheng et al. 2024).

Although manual review of comment translations was made, it’'s possible that original
meanings or expressions might not totally reflect their original intent, leading to minor losses
of context. (Kotze, 2025).

5.3. Recommendations

Future studies can broaden their data sources to include different online platforms for
data gathering and also include mix qualitative and quantitative data, primary data from
interviews and surveys to enrich recovered data and diminish bias. (Creswell & Clark, 2018).
Also, inclusion of more members of the wine tourism routes might diversify samples and
provide a better generalized outcome, assuming such members can contribute accordingly.
Conducting this type of study in other regions where no such analysis was made before would
also contribute to literature. Comparing user-generated content from two different platforms

can also be explored.

Investigating systematically multisensory and emotional aspects related to the
experience, such as ambience, smells, social interaction and storytelling using frameworks
from literature on tourism experience and experiential tourism. (Agapito et al. 2014). Studies
highlight that multisensory stimuli such as atmospheres and places are related to the key roles
of tourism experience. The value of sensory experiences cannot be ignored. (Brochado et al.
2021). Finally, studies can compare the themes and dimensions found on this study against

other areas.
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Appendices

Appendix 1 — Sample of extracted and translated comment and review data of Casa Agricola
Horacio Nicolau

data meses comment review
05/mai -ha 3 anos v
05/mai - h 5 meses Very wqrm I:.Melcomtel: very friendly wm.es at very affordable prices. Note a great experience:
white wine "INTERN" Bravo and certainly see you soon
05/mai -ha5meses  The wines are very good. | love them @
04/mai ~ha3meses  Wine shop in Bombarral / Cadaval. Good wines.
04/mai -ha8meses  They have excellent wines and very friendly service! Try the white Moscatel.
05/mai -ha9meses | highly recommend it, good wines, five star staff.
101 dDUUL £ YE|Ds | NEVE DEETN | ITEQUETIL CUSLUIMIET
of the winery and | buy the white wine "Solar da Marguesa Moscatel" from various retailers.
01/mai - ha 3 anos At first | gave 4 stars, but lately | have to change my mind and go to 1._for a few months__.in
my opinion since the company bottles directly in its own company...the wine is no longer

Appendix 2 — Sample of extracted and translated comment and review data of Quinta do Gradil

review data meses comment
5 - ha uma hora 0 Excellent experience!
5 - hd um més 1
5 - hd um més 1
5 - ha 2 meses 2 This wine is exceptional and is without a doubt my first choice to buy.
5 - ha 2 meses 2 A must-visit space.
4 - ha 2 meses 2
5 - hd 2 meses 2
5 - ha 2 meses 2
4 - ha 3 meses 3 Wine producer and event venue, with quality and comfort
5 - ha 4 meses 4 It's worth it!! Patricia Leal is charming and captivating on the guided tour!
4 - ha 4 meses 4

"We made an unplanned visit to the winery around noon and arrived just in time for a tour
of the property. It is an absolutely lovely property with apparently a very rich histary.

The host was very welcoming and the wine tasting was great too. We really had no
5 - ha 5 meses 5 expectations and were pleasantly surprised )"
For the third time, | went to Quinta do Gradil to buy wine, which | do quite frequently, and |
found the store closed because the employee was giving a guided tour that would take
between 30 and 45 minutes. Mow, If the website mentions that it is open and we travel
around 40km, such a procedure seems to be highly disrespectful and amounis to false
1 - ha 5 meses 5 advertising. Margarida Nicolau
Good afternoon, we tried for the second time to buy two boxes of Viozinho wine. During
the store's opening hours (2pm to 6pm), the employee was giving a visit. He said we
would have to wait 30 to 45 min. We drove 36 km for nothing! THE STORE HOURS ARE
1 -ha 5 meses 5 NOT APPROPRIATE.
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Appendix 3 — Sample of manual thematic code grouping on the theme staff, hospitality and
service
Staff, hospitality and service

[AC1|Very warm welcome
[AC9]Very friendly service
[AC13]Five-star staff

[AC19]Top staff

[AC25]Friendly family welcome

Appendix 4 — Sample of manual thematic code grouping on the theme wine and wine quality

Wine and wine quality
[AC3]|Great white wine experience
[ACS5]|Very good wines
[AC7]Good wines
[AC8]Excellent wines

[AC10]White muscatel

Appendix 5 — Sample of manual thematic code grouping on the theme scenery, atmosphere
and place

Scenery, atmosphere and place

[ACA5]Cozy place

[AC52]Easy parking

[AC61]Beautiful family wine cellar
[ACB5]Excellent space

[ACE69]Hardworking family winery atmosphere

55



Appendix 6 — Sample of manual thematic code grouping on the theme recommend and return
sentiment

Recommend and return sentiment
[AC4] certainly see you soon
[AC11] highly recommend it
[AC14]loyal customer
[AC20]Recommend the visit

[AC26]Worth a visit

Appendix 7 — Sample of manual thematic code grouping on the theme food and gastronomy
Food and gastronomy

[AC43]Wines and restaurant
[AC79]Restaurant mention
[AC89]Good food and restaurant
[AC106]Excellent food

[AC130]Excellent food

Appendix 8 — Sample of manual thematic code grouping on the theme tours and tastings
Tours and tastings

[AC109]Worth the tour
[AC12]Great tasting experience
[AC22]5 Star wine tasting
[AC34]Tour appraisal

[AC35]Tasting with pairing
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Appendix 9 — Sample of manual thematic code grouping on the theme history and heritage
History and heritage

[AC98]Family history
[AC176]Excellent site
[AC9]History

[AC10]Rich history and heritage

[AC25]Tradition

Appendix 10 — Sample of manual thematic code grouping on the theme price and value
Price and value

[AC2]Very affordable prices
[AC36]Good quality/price ratio
[AC711Very affordable prices
[AC86]Competitive prices

[AC88]Fair prices

Appendix 11 — Sample of manual thematic code grouping on the theme regional identity and
products
Regional identity and products

[AC6]|Region named directly

[AC18]Regional goods

[AC23]Mention of olive oil and regional products
[AC28]Regional and product pride

[AC31]0utstanding region

57



Appendix 12 — Sample of manual thematic code grouping on the theme events and

celebrations

Events and celebrations
[AC5]Event venue

[AC55]Excellent event venue

[AC72]Mention of possible place for future wedding event

[AC78]ldeal event venue

[AC100]ldeal for parties

Appendix 13 — Sample of thematic analysis code frequency calculations

Theme

10

Number of Codes

190

117

116

66

63

36

25

21

19

16

Frequency (%)

(190 / 669) x 100 = 28.39%

(117 / 669) x 100 = 17.50%

(116 / 669) x 100 = 17.34%

(66 / 669) x 100 ~ 9.87%

(63 / 669) x 100 = 9.41%

(36 / 669) x 100 = 5.38%

(25 /669) x 100 = 3.74%

(21/669) x 100 = 3.14%

(19 / 669) x 100 = 2.84%

(16 / 669) x 100 = 2.39%
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