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I.Introduction of the Project ‘DIONYSOS’ 

Co‐funded Projects enable EU to demonstrate in a practical way how the EU impacts 

on the everyday lives of its citizens. The Project entitled "Developing Identity ON 

Yield SOil and Site" (MIS CODE: 5016090) using as acronym the name of the ancient 

God of Wine: “DIONYSOS”, is funded by the Cooperation Programme INTERREG V‐A 

“GREECE-BULGARIA 2014‐2020” (co‐funded by the ERDF and national funds of the 

participating countries)by 735.778,70 € (ERDF: 625.411,90 € and National Funds: 

110.366,81 €). The project officially started on November 1st, 2017 and is expected 

to end by October the 31st, 2019. 

DIONYSOS Project is implemented under the Priority axis [2] - A Sustainable and 

Climate adaptable Cross-Border area, under the Investment priority: [6c] - 

Conserving, protecting, promoting and developing natural and cultural heritage and 

the Intervention fields: [091]: Development and promotion of the tourism potential 

of natural areas and [094]: Protection, development and promotion of public cultural 

and heritage assets. It was submitted under the 2nd Call for proposals under priority 

axes 2 & 4. 

The Project’s main objective is to preserve the local biodiversity (more specifically 

the indigenous wine varieties) and at the same time to valorize the area's aspect as 

the oldest wine-producing area in Europe for the development of oenotourism. The 

Partnership of the Project consists of the following beneficiaries: 

1. LB: Agricultural University of Athens, Department of Food Science & Human 

Nutrition/Special Account for Research Funds 

2. Institute of Viticulture and Enology  

3. University of Plovdiv "Paisii Hilendarski" , Faculty of Economics and Social Sciences 

4. Kavala Development Agency - Local Authorities Enterprise 

5. Federation of Professional, Crafts and Trade Associations of Evros 

6. Agency for Transnational Training and Development 

7. Municipality of Kirkovo 

8. Haskovo Chamber of Commerce and Industry 



Target area of the project is the wine-producing areas of East Macedonia and Thrace 

in Greece and of Haskovo-Kardjali areas respectively in Bulgaria which directly falls 

intothe Thracian Valley, historically connected with the Dionysos Cult.Given that, 

DIONYSOS project aims at valorizing the specific aspect as a natural and cultural 

asset for developing oenotourism, so as to increasing area’s attractiveness while 

enhancing preservation of the local landscape and biodiversity.As such, the project 

enforces the cultivation of the old local vine varieties, highlights the local productive 

identity and applies integrated approaches to promoting the area as an oenotourism 

destination by redesigning the current conventional vinicultural and wine producing 

model by enhancing cultivation of the old authentic grapes as the area’s 

differentiating element and its comparative advantage. 

The local terroir, the wider micro flora and fauna, the main factor providing the 

special characteristics of topology and origin on the organoleptic and the other 

significant parameters of wine, is emphasized. Scientific researches in both 

countries, under a common methodology, are carried out for the identification-

phylogenetic analysis of local varieties, for the isolation and identification of yeasts. 

A digital map for the area’s vineyard, a plan for wine roads, placement of 

identification signposts with QR Codes, pilot interventions to improving the aesthetic 

image of settlements, an internet platform for promoting the vineyard are 

implemented to raising area’s local identity. Awareness raising actions contribute for 

local communities to become conscious of their local natural asset along with the 

area’s oenotourism value, while other actions support its placement on the market. 

Pilot actions are planned in the wider areas of Paggaion (Kavala), Soufli (Evros), 

Kirkovo and Haskovo. 

The present text has been prepared under Action D4.2 [Upgrading the Landscape: 

Placing QRC enhanced information signposts in the vineyard area]and is actually a 

‘tool’ planned to provide assistance and guidance to the involved beneficiariesof 

Deliverable D4.2. More specifically, this document concerns a simple ‘roadmap’ for 

the implementation of the specific action andincludes description of the data and 

the information required. 

 



II. Wine-Tourism and Landscape in EU 

Definitions and Aspects 

In the recent years there has been a constant need and consequent trend to 

diversify tourist products more and more. Wine-tourism (or Oenotourism) is one of 

the special types of tourism, identified as a subcategory of spatially localised tourism 

in rural areas, and it is treated as a way to modify their economic structure based on 

agriculture. In Greece, wine tourism business counts only few years of life. Thus, 

considering the successful European best practices and success stories and bearing 

in mind that the number of wine tourists and incomes from wine tourism globally 

are continuously growing, it seems that many regions have serious prospects of 

developing wine tourism as a special type of tourism.Wine tourism has been part of 

both the wine and tourism industries for many years, and has become a major 

source of revenue for both. 

According to European Commission’s data, EU is the world leading producer of 

wine. Between 2009 and 2014, the average annual production was 167 million 

hectolitres. It accounts for 45% of world wine-growing areas, 65% of production, 

57% of global consumption and 70% of exports in global terms. Several regions, 

mainly in the South of Europe, depend on the direct and indirect economic activity, 

linked to winemaking, the commercialisation of wine and are also taking advantage 

of every potential activity linked direct or indirect with it.Since the introduction of 

the common market organisation (CMO), the wine markethas developed 

considerably. 

On the other hand and withregard to tourism, according to the UNWTO (EU Tourism 

Trends/Market Intelligence and Competitiveness) Europe is the most visited tourism 

region in the world, and within it the European Union (EU) welcomes just under half 

of total international arrivals. Yet, as a result of rising tourism in many fast-growing 

economies, Europe is gradually losing market share in global tourism. The 

templatebelow shows the direct contribution of the tourism to OECD countries, as 

percentage of their GDP. 



It is of importance to be noted that the diversity of the wine-growing landscape is 

recognized as a natural resource that must be preserved and protected from 

“massification”. Authenticity and diversity are what visitors and consumers of local 

products seek and demand. It is thus appropriate to refer to the definition of the 

landscape as defined by the ratification of the European Landscape Convention (L. 

3827/2010) and by UNESCO in order, for the project partners, to have a common 

understanding on this natural resource.  

The European Landscape Convention: adopted in Florence in October 2000 by the 

European Parliament, recognizes that landscape is a key feature of the human 

environment that contributes to the shaping of local cultures and is a key element of 

the European environmental and cultural heritage contributing to the well-being of 

people and to the consolidation of the European identity. It covers all kinds of 

landscapes, natural, rural, suburban and urban which determine the quality of the 

human living environment.  

UNESCO classifies vineyards that meet specific characteristics in the category 

'Cultural landscapes'. This term includes a variety of interactions between humanity 

and the natural environment, since it shows the evolution of the human society and 

of the settlements over the years under the influence of various constraints or 

opportunities that are received by exogenous and endogenous factors. Cultural 

landscapes should be chosen for their value as well as whether and how they 

represent a defined geographical area and their ability to promote the essential and 

specific characteristics of the area. Finally, they often reflect concrete sustainable 

land-use techniques, taking into account the characteristics and the boundaries of 

the natural environment in which they are located. According to the specifications 

for the implementation of the UNESCO World Heritage Convention there are three 

categories of Cultural Landscapes. The one which stands out and is the actual case of 

the landscape referred in D4.2 is the landscape that evolves logically and biologically 

and more specifically the sub-category which refers to a continuous landscape, that 

is what keeps an active role in modern society, which is closely linked to the 

traditional way of life and whose development is still in progress. At the same time 

however presents evidence of evolution over the years. 



Wine-Trails in Target Areas 

Wine-tourists have been shown to desire more from their winery experience than 

simply the tasting and purchasing of wine. Wine is considered to be a lifestyle 

product, a consumer choice rather than a necessity, with its consumption regarded 

as experiential. Wine-touristsoften enjoy beautiful rural landscapes and, besides the 

experiential nature of tasting or drinking wine, frequently get to see the vineyards 

and production process, and converse with a winemaker. Those experiences are 

distinct from both goods and services. Such experiential components are sought by 

consumers in order to differentiate otherwise similar choices. Through this 

particularexperience, the visitor develops a special relationship with the culture of 

the region and tries to gain experience (aesthetics, flavors, knowledge), also to 

explore / discover and learn, by engaging in the daily routine of the destination 

(niche marketing). In this context, the visitor's tour in the vineyard cannot be 

random, but it should be close to the expectations and the profile of the wine-

tourist. Under that aspect it should ensure sufficient provision of information, 

impressions and activities to the wine tourist as well as on provided services, so as to 

enabling him in selecting the items (events, activities, visiting points etc.) which 

match his preferences, thus guaranteeing a minimum level of satisfaction and of 

wine tourism experience.  

In the above sense, the ‘wine-tourism trail’ (or simply wine-trail) is considered to be 

suitable and widely applied method of developing the wine tourism experience. The 

route, which will have to pass through the most important wine-tourism items of the 

area, will have also to pass through the most valuable points of the vineyard 

(viewpoints to the landscape, landmarks of interest, remarkable estates, wineries 

etc.) and should create a complete "product" of a defined duration and minimum 

activities (visiting wineries, wine tasting, etc.). This route should be also linked to 

other relevant sights and activities of the area.The placement of the QRC-signposts 

will define a ‘wine-thematic space’, while at the same time will provide (in 

conventional and digital way) information about the area and the respective point of 

interest (POI), as for instance the wineries open to visitors, the vineyard itself, the 

cultural attractions linked to the wine-culture, etc. However, a significant point for 



the target area is the fact that althoughthe areas have a wine-producing activity and 

tradition, a great lack in the process of communicating to the visitor is recorded, so 

as toto offer him the wine-tourism experience. Moreover, sincethe areas referred to 

in the DIONYSOS project may not have a single spatial unit that can be described as 

the local vineyard, it is necessary for the area of each partner to be studied spatially, 

as well as morphologically, meaning that the wine-growing holdings should be 

examined and linked to each other in a coherent, as possible, unity with common 

features, viticulture, wine production and/or other related wine tourism aspects. A 

key element, of course, in this process, is the accessibility of the area, in the logic of 

its distance from the settlement of reference and in the logic of the visit with a 

selected means of transportation (car, bicycle, walking) so as to make upone or more 

in terms of time complete trail. This means, one route that will allow the visitor, in a 

certain period of time (onemorning, one day, several days), to start his visit from the 

settlement of reference, to continue visiting the local vineyard with its particular 

elements and activities and to return, at the end of this time- period, to the starting 

point.  

 

 

 

 

 

 

 

 

 

 

III. Project’s Fourth Working Package [WP4] 



Main Objective and Expected Outputs/Results 

WP4 as officially is described within the AF, focuses to the highlighting of the local 

productive identity and more specifically to the wine ID of the area by designing 

area’s wine-trails, by upgrading the landscape (placing information signposts with 

QR-Codes, digital reading via mobile phone), by creating the planned digital 

platform, by upgrading the settlements (with interventions in the aesthetic image of 

the villages) and also by raising and promoting the local cuisine and producing 

Dionysos’Project Wine. 

WP4/D4.2: Involved PBs& Definition of Roles 

Main deliverablesunder Working Package No4 (WP4), do concern the following: 

 A (1) common digital map for the area’s vineyard to contribute to area’s Wine-ID  

 A (1) Wine-Tourism Guide, presenting vineyard biodiversity & Area’s Wine-Trails  

 Placement of identification (60) signposts with QR Codes  

 Pilot interventions in the aesthetic image of four (4) areas 

 Ten plus Ten (10GR + 10BG) recipes based onindigenousWine Varieties 

 Production of (3000 bottles) of Dionysos Wine 

 A (1) Digital Platform for the Vineyard Area to contribute in enhancing & raising 

area’s Wine-ID. 

The pilot activities of WP4 will be implemented in the area of Paggaio (Regional Unit 

of Kavala) and Soufli (Regional Unit of Evros) within the Region of East Macedonia 

and Thrace. The vineyard of Kavala is concentrated in Paggaio wider area, known as 

"Golden Mountain" with a rich history, since it has beenfor many years the source of 

precious metals, especially of gold, also the site of Mythical God Dionysos and later, 

in the modern wine history, it became synonymous to high quality grape crop. 

Today, most of the wineries located in Paggaio are open to visitors. The 

development opportunities for organised wine tourism in Paggaio are huge. On the 

other hand, the major part of Evros vineyard and one of the mostinteresting sites for 

wine is found in the area of Soufli, where viticulture and wine production was 

famous from 1870 to the early 20th Century. As far as the other side of the border is 



concerned, the pilot activities of WP4 will be located in the area of Kardzali(Region 

of Kardzali) and Haskovo (Region of Haskovo). Both areas are found within the 

Bulgarian Thracian Valley Wine Region famous for its tradition in wine making going 

back as many as 3000 years ago. 

Activity 4.2 is part of the Work Package No4 (WP4) of the project. The results to 

achieve from the implementation of Action 4.2 are as follows:  

 The synthesis and promotion of the wine-growing landscape of the area in 

relation with its particular local wine varieties.  

 The development of wine tourism in the partner areas, so as to contribute to the 

local economic development and to establish links between wine-growers and 

visitors and between visitors and the area in general.  

 The more effective promotion of the area to visitors.  

Based on the data collected in WP3 of DIONYSOS project, namely within Activities 

3.1, 3.2 and 3.5 and their deliverables, as well as on the data to be collected under 

the present Activity (4.2), it will be possible to set up the wine-growing landscape of 

the areas, to promote their wine identity, to create the datathat will support the 

QRC system and the information that will be provided on the signposts, and to find 

the appropriate locations for these signposts, so as to enable the visitor to live the 

experience of a wine tourism - visitor.  

Consistency with other Work Packages 

Thespecific activity D4.2 is directly interconnected with the WP2:[Designing 

Communication Policy]since it includes a wide action of communication of the target 

area and its elements.Besides that, D4.2 is connected to WP3 since it is based on the 

data collected in WP 3 of DIONYSOS project, namely within Activities 3.1, 3.2 and 3.5 

and their deliverables. 

 

 

IV. The Greek Vineyard / Target Area 



Content of the Deliverable 

In order to implement the action D4.2, a methodology approach is first required, as 

well as clarification of which data are actually needed about the area and its 

elements (POI), along with the specific data needed to upload on the digital QRC 

platform, and which will be accessible by the area visitors and users of the 

information system. To do this, first a study of the area and its characteristics 

besides a local survey are needed in order to collect the necessary data that will 

allow synthesis of the area’s wine tourismprofileand mapping of its components. 

A desirable content of the deliverable should include the following data-fields:  

1. The Target-Area:A few paragraphs are needed about the target area:  

 The main features of the area  

 The historical profile  

 The geographical position  

2. The Viticulture within the Target-Area:  

 The local development of viticulture 

 Interviews (residents, producers, etc)  

 The location of the viticultural activity 

3. The Landscape of the Target-Area: 

 Technically the "creation and delimitation" of the local vineyard and the wine 

route require the collection and examination of a series of data with a spatial 

reference. Indicatively, these figures are:  

 The wine-growing holdings  

  The wineries  

 The POI 

 Time-period for the activities  

 Specifications for the data and information to be uploaded on the digital 

system are given in the chapter Technical Specifications.  

 These data will be collected and entered in a table, so that they can be 

grouped and assessed appropriately.  

4. The Estates and the Wineries  

 The geomorphology  

 The demographic characteristics  

 The economic activity 

 

 The existing varieties  

 The local varieties 

 Bibliographic material 

 

 The activities offered 

 The (time) distances between POI 

 The estimated duration of each 

activity  

 The photo gallery 

  



 Recording the characteristics of the vineyards (estates) and the wineries, 

along with a brief description of them and of the activities they offer  

 The wineries (geographic and cartographic reference)  

5. Natural Environment  

 Recording the special environmental sites according to the legislation of each 

country (areas of particular natural beauty, Natura 2000 sites, national parks, 

landscapes of special natural beauty, special land uses (biotops, Corine land 

uses) – Mapping(coordinates) - photographs. 

6. Points of Interest (POI) 

 Photographic material (reference to the picture presented, to the 

photographer or the owner, to the date of taking the photo)  

 Cartographic presentation  

7. Access  

 Accessibility to the tourism destination concerned is a prerequisite for the 

development of wine tourism and plays a major role in the development of 

the landscape. Geography and terrain condition (ground morphology) are the 

key factors associated with the accessibility to a site. The main objective of 

proper accessibility to vineyards is to meet the needs for easy access by both 

visitors and consumers.  

 In order to record the accessibility to the vineyard area, following parameters 

should be taken into account:  

 The road network of the area and its current condition (asphalt, rural road, 

"bad road", etc.)  

 the distances and the connections between:  

 the vineyards – the wineries of the area in kilometers (mapping)  

 the vineyards – the wineries and the settlements in kilometers (mapping)  

 the vineyards and the areas of particular interest (mapping).  

 the access to the landscape  

 recording the different transportation means that the visitor can use to 

reach and navigate in the vineyards, such as:  

 Public Transport   Tourist bus or van  

 Bicycle  

 Hiking 



 Taxi  

 Private car  

8. Other Activities  

 Recording the available activities / services (inside and outside) of the wine-

growing zone which can be combined with wine tourism. For example:  

 Agencies organizing/offering activities 

 Festivals, wine feasts  

 Local products’ feasts  

 Trained mountaineers and hikers  

For the above brief description, contact details, etc.  

 Also, reference has to be made to official websites of Municipalities, 

Chambers, etc., where the interested individual can find information about 

accommodation, restaurants, markets of local products, etc. 

Methodology of the Data Collection 

Indicative sources for collecting the necessary data can be:  

 The deliverables from DIONYSOS other related Work Packages  

 The development plans and programs relating to each area of intervention (e.g. 

Municipal, Regional Development Plans, Regional Operational Programs, Leader 

Programs etc.)  

 The surveys, studies on the area  

 The public services, private businesses, individuals (in Regions, Prefectures, 

Municipalities, Development Agencies, Professional Associations, Educational and 

Cultural Institutions)  

 The internet  

 The local tourism actors, such as tourism agencies, tour guides etc.  

 The primary research based on interviews with entrepreneurs, wine makers, local 

actors and consumers.  

 Mapping - can be done in one of the following ways:  

 by simple mapping of the area - image type  

 Riding Centers  

 Bike routes  

 Walking trails  

 Touristinformation 

offices 

  



 by providing the surface of the selected vineyards and the surface of the zone 

as a vector geospatial data (dxf or shapefile)  

 as a Google Earth file (kml).  

Once the delimitation of the wine-growing area has been done, the winetrail which 

will connect the vineyards (estates) to each other must be designed and mapped, 

also including other tourism activities taking place within or around the area. The 

wine trails should be mapped on the basis of traveling time, considering also the 

time for the visitor to participate at activities of the area (visit to a winery, to a point 

of interest, etc.). The tour duration can be of a few hours, of one day or even longer 

or alternative scenarios of duration can be offered.  

The start and the end point should be the settlement of reference in the area. The 

route should focus on the main area of the vineyard, mainly the area with local wine 

varieties, and should include selected items, attractions and activities offered there 

(viewpoints, special estates, visiting wineries, etc.). The route will also refer to points 

and activities that can be visited outside the vineyards (e.g. Natura sites, 

archaeological sites, etc.), with reference to their distance and the characteristics of 

the sites. The mapping of the route will be done by following the methods described 

above to determine the wine tourism area. 

Technical Specifications of the Deliverable WP4/D4.2: 

The information on the body of the signpost may contain: 

 an image (e.g. a grape). Images can help people to visualize their route and it 

is a way in which a large amount of information can be transmitted beyond 

language barriers. Besides, while text labels are difficult to be read from a 

moving vehicle, on the contrary images can be easily deployed for the quick 

and brief transmission of information. In conjunction with a short text, they 

can fully guide visitors through an unknown environment  

 a name (e.g. of the estate, of the winery, of the particular area)  

 the QRC code  

 the kilometers remaining to reach one's destination, to reach the next point 

of interest, to reach another point of interest.  



The information transmitted via the QRC code may contain:  

 information on the wineries, the vineyards, the varieties, the points of 

interest, the natural environmental sites, etc. (data can be drawn from the 

tables above (Table 1, Table 2, Table 3, Table 4)  

 maps, routes, photos, description of activities, etc.  

Location of the Information Signposts  

Taking into consideration the above elements and setting specific criteria for each 

area, the positions of the information signposts have to be selected. The signposts 

will be guiding (pointing direction and helping to orientation) as well as informative. 

They will trace the wine-trail in the vineyard. The starting point will be a selected 

characteristic point of the settlement (e.g. the central square) and the signposts are 

placed to particular parts of the route, which contribute to the promotion of the 

local vineyard and to enhancing it (selected viewpoints to the vineyard, important 

crossroads - nodes, special points of interest). The signposts, given their limited 

number, have to be distributed over the entire wine-tourismroute, encompassing 

and delimiting it, beginning at the starting point of the route (in the settlement) and 

ending back to it. At the points where access to other points of interest is available, 

reference should be made to them, indicating the relative direction and referring its 

distance to them. The form and the material of the signposts should be suitably 

selected, so as for them to be adapted to the landscape of the area (the same also 

applies for the elements designed on them). 

Photos: As to the Photo Gallery: Maximum 5 photos per item / point of interest, 

>3000 dpi, >3000 pixels, file type .jpg .jpeg.gif.bmp.png .tiff  

Texts for the Description of the Wineries, the Sites of Natural Beauty, the Points of 

Interest etc: Brief Description: text up to 500 characters incl. spaces / Language: PB’s 

language (GR/BG) and EN. 


