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RESUMEN: 

-
enciales (intercepted surveys) durante el 
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-
culo analiza la forma como estas diferencias entre segmentos pueden ser utilizadas de forma 
a promocionar un mejor posicionamiento del festival en el mercado y a desarrollar comuni-

un análisis factorial, resultando en dos factores, el conocimiento especializado y el placer. Un 

elevados de conocimiento de vinos y el factor de conocimiento especializado. Palabras clave: 
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RESUMO: O turismo de eventos especiais tornou-se um setor cada vez mais importante na 
-
-

-

da visita, duração da estadia) e comportamento relativo aos gastos. O presente artigo analisa 
a forma como estas diferenças entre segmentos podem ser utilizadas de forma a promover 

-
-

fatorial, resultando em dois fatores, o conhecimento especializado e o prazer. Uma análise 

conhecimento de vinhos e o fator conhecimento especializado. Palavras-chave: Turismo de 

-
ity of  food and wine activities was the 

-

-
ed that almost one in ten travelers were involved in some wine related 

-
www.

localwineevents.com) lists over 800 wine festivals including prominent 

are visiting the destination for the primary purpose of  attending the 
-
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The purpose of  this study is to segment attendees of  a wine festi-
-

-

-

visitor motivations, demographics, psychographics, lifestyle, level of  

-

Of  particular interest for this study include the roles of  festivals in af-

-
-

ton, 2005).  These and other studies have also shown that wine related 

repeat visitors to a wine festival in terms of  demographics and the rat-

-



wine focusers and hangers-on were similar to the segments in the study 

considered a new segment.  This segment of  wine festival attendees 

involvement and interest in wine. Houghton (2008) further developed 

wine festivals attract a diverse group of  attendees ranging from those 

novices with only a passing interest in wine. 
-

stand the differentiating characteristics of  wine related traveler segments.

-

Dinner is a multi-course dinner with wine and features a prominent 

-

Data were collected through intercept surveys of  attendees at the 
-



-
-

-

-
edge

-
-

shows the trip characteristics and demographics of  the sample of  

-

-

of  goods and services.
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Table 1.  Trip and demographic characteristics of  NOWFE 
attendees 

Percent

First time visitor 52.2

Repeat visitor

59.2

40.8

Overnight visitor 38.8

Day tripper

44.9

Female 55.1

25 – 34 years 32.5

35 – 49 years

28.9

13.2

15.2

15.0

Prefer not to answer 15.4
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Table 2.  Trip characteristics of  non-resident visitors

Variable Percent

Airplane 42.9

Personal vehicle 54.0

Other 3.0

Other

One night 5.4

Two nights 22.0

Three nights

Four nights

Five nights 13.1

Table 3. Average daily expenditures of  nonresident visitors

Average Daily Expenditures Dollars

Lodging

Entertainment

Transportation

Total

 spending. Individual spending totals for each category were 
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Novices Intermediates Connoisseurs

Visit

First time visitor 52.30  40.85

Repeat visitor  59.15

Total 100.00 100.00 100.00
2

Residency

Resident  49.30

35.09

Total 100.00 100.00 100.00
2

21.43 34.18

0.00 1.5

 12.99 18.99 19.55

21.05

Total 100.00 100.00 100.00
2

Income

  5.52 5.45 2.88

22.09 9.09

18.18

13.5

10.43

9.20 25.18

Prefer not to answer

Total 100.00 100.00 100.00
2 

2

-
2

-
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2 -
2

2

2 -

Novices Intermediates Connoisseurs

Age % %
3.01

25 – 34 years 42.11 19.55

35 – 49 years

21.05 39.10

3.29 10.53

Total 100.00 100.00 100.00
2

39.33

Female 44.03

Total 100.00 100.00 100.00
2

Days attended

1.45

-
2

 
-

-
noisseurs had longer overnight stays (3.8 nights) and they planned to attend 

city for around three nights and attended two days of  the festival on average.



112

Novices Intermediates Connoisseurs 

Primary purpose of  visit

43.33 80.00

45.00 25.45 14.29

5.00 10.91

Other

Total 100.00 100.00 100.00

3.00 3.08

532.95

242.55

-
-

et al. 

Table 6. Factor Analysis of  the Wine Involvement Scale

Item Expertise Enjoyment Communalities

.833

I have invested a great deal in my interest in wine .880 .828

Wine represents a central life interest for me .828

.883 .811

I have a strong interest in wine

Eigenvalues 5.08
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-
Wine Novices 

area and attended the wine festival for around one and one and a half  

female. In addition, a large majority had not attended any other wine 
-

-

-

-
tions that are attractive to younger demographics and should empha-

-

who found that European wine tourists were mostly male, while many 

-

Wine Intermediaries 

Orleans area.  On average, they had higher levels of  income and were 

their overall characteristics seem to show that their repeat attendance, 
-
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the festival, which may suggest that continued attendance may foster 

-

attending the festival.  
Wine connoisseurs were mostly repeat attendees and more than 

one half  were from out of  town. They had very positive views of  

more time at the festival. This group is similar to Houghton’s (2008) 

as a food and wine destination with the opportunity to interact with 
-

the place the product occupies in consumers’ minds relative to compet-
-

tioning is a communication strategy that is the natural follow-through 
-

strued as a travel related to visiting wineries and wine producing re-

-
ery representatives to directly interact with their customers, including 
wine consumers and intermediaries such as restaurateurs and local dis-

-

differences in spending patterns. It is important for festival organizers 
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a sample of  only 80, which was less than one fourth of  the total sam-

wine producing region, may have an effect on the type of  wine con-

wine festival attendees.
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