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PREFACE 
 

The present text has been prepared under Action 4.2 Upgrading the Landscape: Placing QRC 

enhanced information signposts in the vineyard area of the project "Developing Identity 

on Yield, Soil and Site" with the acronym "DIONYSOS" implemented under the INTERREG 

VA Cooperation Program Greece-Bulgaria 2014-2020. 

The aim of the DIONYSOS project is to raise the areas participating in the project to wine 

tourism destinations, on the basis of their particular local wine-growing varieties and in the 

context of their sustainable development. 
More specifically, the aim of the project is to develop a coherent wine identity for the 

regions participating in its partnership, based on local wine varieties, on their authenticity 

and uniqueness, and to use this identity both for the preservation and protection of the local 

biodiversity and as a resource for the economic development of the project areas.  

The present document is a methodological guide for the implementation of Activity 4.2 of 

Dionysos project and is addressed to the partners involved in the specific Activity. In 

particular, the text concerns the presentation of the methodology for the implementation of 

the action, the description of the data and information required, as well as specifications for 

these data. 

 

INTRODUCTION 
 

Activity 4.2 is part of the Work Package (WP) 4 of the project  entitled " Enhancing Raising 

Area’s Wine ID – From Production to Tourism – Shaping Area’s Profile”. In the WP 4, the 

wine identity of each area of DIONYSOS project is highlighted by various interventions - 

actions such as: 

 The preparation of a wine tourism guide for the cross-border area 

 The study and upgrading of the wine-growing landscape with the installation of 

information with QRC enhanced signposts 

 Interventions for the aesthetic improvement of the settlements’ image 

 Production of information material for the partner areas 

 Creation of a digital information platform for the local vineyard and each partner 

area. 

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. 
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 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 WP 3 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 information that 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. 

The efficient placement of the signposts will enable, upon the application of a modern 

technology tool, DIONYSOS’ partners to render a more inclusive and comprehensive image 

of the project areas, while covering more effectively the visitors' needs and their 

requirements on information, providing amongst others the possibility of guiding their tour, 

by better highlighting the area and its resources and thus enhancing the experience of the 

wine tourist. 

In this context, the present document is a guide with specifications to the project partners 

with the view for them to apply a common methodology, both for the selection of the sites 

where the planned within this action QRC signposts will be placed and for the appropriate 

synthesis of the wine-growing landscape of their area and its general promotion. It is, thus, a 

tool for the members of the project partnership to perceiving their vinicultural landscape as 

well as to promote it, while including in this logic the selection of the locations of the 

proposed information signposts.  

In the above sense, the intended effect of this activity is to create a geographic and 

informative space in each project area, which will present the local vineyard and will be 

representative of the varieties grown there - notably the local ones – and more general will 

represent the area itself with regard to its natural characteristics and its activities. 
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1.  THE STUDY – THE FRAMEWORK – THE 
KEY PARAMETERS 

 

To obtaining the above, a methodology approach is first required, data are needed, 

describing the area as a whole and the area in relation to the wine and the wine tourism 

activity, 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. 

In this way, in order to select the appropriate places for the signposts, it is required a more 

general design of the vineyard area, as well as a "communication" process linking the 

visitor's tour with the vineyard and the area’s image which the project partner wants to 

promote. This process can be a guided tour of the visitor - of the wine tourist-, based on the 

design of a wine trail. On the basis of this trail, the choice of both the locations of the 

signposts and the information to provide to the visitors will be elaborated. 

The present guide therefore supports the partners of Activity 4.2 in studying their area 

appropriately in order for them to: 

 record and evaluate effectively the elements included in the wine-growing area, but 

also in the wider region, and shape the wine landscape of their area 

 define a particular area with properly selected wine-growing zones that will make 

up the wine-growing core of their area 

 reach the expectations of visitors in their area 

 organize and make the synthesis of the information about their wine product, and of 

course 

 properly select the places of the signposts. 

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 the synthesis of the results and their 

mapping. 

 

1.1 The Key Parameters of the Study 

 

A first and fundamental question that results from the above is the definition - delimitation 

of the local vineyard. 

More in particular, since only parts of the areas, in which the project is being implemented, 

belong to officially certified vinicultural zones, it arises the need for the formation and 

delimitation of the local vineyard. 
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A second issue is the way in which the vineyard is promoted and, alongside this issue, it 

arises the question "to whom". 

And the last issue, of course, is the choice of the position of the signposts.  

To answer the above questions and for the common processing by the partners involved in 

this activity, there is a need to furnish some principal definitions of some terms that this 

guide is based on, so as for the partners of activity 4.2 to form a common understanding of 

the parameters of the action to perform. 

 

1.1.1 Definition of the Landscape 

 

The Landscape – Definitions of the landscape  

It is important to note here 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  

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. In 

particular, the following definitions are stated: 

 "Landscape" means an area, as perceived by humans, whose character is the result 

of the action and interaction of natural and / or human factors. 

 "Landscape Policy" means an expression by competent authorities of general 

principles, strategies and guidelines that allow specific measures to protect, manage 

and plan the landscapes. 

 "Landscape quality objectives" means, for a given landscape, the formulation, by the 

competent public authorities, of the public's expectations regarding the 

characteristics of the landscapes and their environment. 
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 "Landscape protection" means actions to preserve the important or particular 

features of a landscape that are justified by its value as a heritage stemming from its 

natural form and / or from human activity. 

 "Landscape management" means action, from the perspective of the sustainable 

development, to ensure the maintenance of a landscape on a regular basis in order 

to direct and harmonize changes caused by social, economic and environmental 

processes. 

 "Landscape design" means dynamic action with a long-term perspective to enhance, 

restore or create landscapes. 

The perspective of UNESCO 

UNESCO classifies vineyards that meet specific characteristics in the category 'Cultural 

landscapes'. The term "Cultural Landscapes" includes a variety of interactions between 

humanity and the natural environment. "Cultural Landscapes” show 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 located1. 

According to the specifications for the implementation of the UNESCO World Heritage 

Convention there are three categories of Cultural Landscapes: 

I. The clearly defined landscape designed and intentionally created by humans (such as 

gardens and parks) 

II. The landscape that evolves logically and biologically and is divided into two categories: 

a. the unchanging or mineral landscape; 

b. the 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 

(the case of landscape of this study) 

III. The cultural landscape, which is inextricably linked to the undetermined / intangible 

heritage (e.g. cultural tradition, civilizations that have existed or have disappeared, etc.). 

  

                                                           
1
 World Heritage Paper 26 World Heritage Cultural Landscapes A Handbook for Conservation and Management 
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1.1.2 Definition of the Wine Tourism 

 

Given that the effort of the project, and in particular of the Activity 4.2, as well as of the 

Work Package 4, is of considerable importance for the development of the wine tourism 

activities in the partner areas, the social group targeted by this action is the group of wine-

tourists. In this sense, therefore, it is important to have a common approach within the 

overall DIONYSOS approach of both the wine tourism and the wine visitor - wine tourist. The 

term of the wine-tourist is then approached by the quoting of some bibliography 

approaches. 

The first surveys on wine tourism, which grew rapidly in the 1990s, began with a view to 

emphasizing descriptive and comparative studies to justify and explore the dimensions of 

this new subsector of tourism (Getz, 2003). The growth and attractiveness of wine-tourism 

areas has become an important strategic issue because the volume of wine tourism is 

gradually increasing and more and more areas are developing competitive marketing 

strategies to attract tourists who are lovers of wine and nature. 

The definition of the wine tourism does not have a specific form, and can be considered as 

multidimensional. When considered on the marketing side, special emphasis is placed on 

identifying the experiences that wine-tourists seek. It is true that most definitions of wine 

tourism are linked to the traveler's motivation. For example, Hall et al. (2000) characterized 

wine tourism as "a visit to vineyards, wineries, festivals and wine fairs, where wine testing 

and contact with the unique characteristics of the wine area are the primary incentives for 

the visitors." Nevertheless, Getz (2000) in his research pointed out that there are at least 

three major prospects on the subject of wine tourism: wine producers, tourist agencies 

(representing wine tourism destinations) and consumers. Wine tourism is at the same time a 

form of consumer behavior, a strategy according to which the wine-tourism areas develop 

and promote the specific characteristics of their area, but also an opportunity for the 

wineries to train their staff and sell their products. 

 

1.1.3 The Wine Tourist’s Profile 

 

As mentioned above, an important parameter is to clarify the social group to which 

DIONYSOS project partners are trying to communicate – promote their vineyard and their 

area so as to reach out to their expectations. 

Accordingly, as in the previous section, it is appropriate to approach the "wine tourist" as a 

user and consumer of the wine tourism product, but also as the target group of the activity 

4.2 of the DIONYSOS project. 
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The most of the studies on wine tourists mainly concern visitors of wineries and not 

consumers of wine in general. Consequently, there is insufficient awareness of the wine-

tourism potential between consumers and wine-tourists. According to some studies 

(Mitchell and Hall 2001), visitors of wineries have high education, high income and to some 

extent they are familiar and know enough about wine. Other studies have come to the 

conclusion that wine tourists want a travel experience. Several travelers have found great 

importance in choosing destinations that have offered them the opportunity to visit 

picturesque and mountainous areas, to meet friendly and hospitable people, to visit family 

areas as well as to see and do a wide range of things (Williams and Dossa, 2003). In 2001 

another study (Williams and Kelly, 2001) concluded that wine tourists are generally more 

active and more dedicated than other tourists, and that a percentage of wine tourists could 

be described as "cultural wine tourists". 

  

1.1.4 The Delimitation of the Area and the Wine Trail  

 

As stated above in the Introduction, the placement of the signposts under Activity 4.2 of the 

DIONYSOS project aims to "communicate" the area to those who visit it and, in particular, 

due to the nature of the DIONYSOS project, to those visitors who are interested in the wine 

production and the wine product of the area, but at the same time to those visitors - 

tourists, interested for the area in general, its cultural, historical, gastronomic 

characteristics, etc. (see definition of wine tourist). 

The above, however, presupposes, on the one hand, that the area has the proper 

configuration and organization, so that it can be "communicated" as such (as wine tourism 

destination), and on the other hand that it is able to provide the aforementioned 

information, of course in the sense of the composition and the provision of the appropriate 

experience to the visitor - tourist, considering that the whole effort is carried out in the 

context of the development of wine tourism activity. 

In this context and bearing in mind that the areas referred to in DIONYSOS project are not 

areas with a wine tourism tradition, interventions will have to be made to create the basic 

parameters that will allow this "communication" between the area and the visitor and that 

will eventually shape the local wine tourism product and the tourist experience. 

These interventions are in principle the formation of the local vineyard, in the logic of its 

presentation to the visitor, and then its enrichment with information, data and activities that 

will make up the local wine tourism experience. 

It becomes obvious here that the placement of the signposts is a particularly useful tool for 

this purpose, as their placement will define an area – will create a space - while their nature 

as signposts, much more as QRC enhanced signposts, will give a dynamic and depth in the 
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space with the interpretive material and the information they will provide either 

conventionally or through the digital platform that supports the QRC. 

The first need, however, is the choice and the delimitation of the area, of the local vineyard. 

1.1.4.1 The Delimitation of the Area – The Local Vineyard  

It has been mentioned previously that the areas of DIONYSOS project do not have a wine-

tourism tradition. In other words, while the areas have a wine-producing activity and 

tradition, there is a great lack of that element and the process that will allow them to 

communicate with the visitor in order to offer him the wine-tourism experience. 

So, the vineyard – wine making activity- does not automatically mean that the conditions for 

the offering of wine tourism are met. 

The first such condition is the "creation" of the local vineyard. That means, an area, a space, 

that will cover the requirements of visiting and will be somewhat representative of local 

wine growing and wine production. It will contain vineyards and wineries, taking into 

account local varieties, since it is them that render the local wine-growing activity, and 

which DIONYSOS focuses on, as well as other related activities and points, to the extent that 

this is feasible. 

Needless to say, this approach should be fully compatible with the logic of the landscape - 

vinicultural landscape, as described in the above definitions. 

Since, as already mentioned, the areas referred to in the DIONYSOS project may not have a 

single spatial unit that can be described as the local vineyard, but have scattered wine-

growing holdings, it is necessary for the area of each partner to be studied spatially, as well 

as morphologically. In particular, 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 activities. And, of course, in the sense of the 

above definition of the wine-growing landscape, so that these elements which give to the 

area the characterization of the wine-tourism area, will be appropriately promoted. 

Thus, technically, spatial wine-growing zones will be investigated and also it has to be 

examined whether these areas can create, either autonomously or in conjunction with each 

other, a sufficient area in surface and in tourism interest, then the morphological 

characteristics of this area have to be examined – the landscape, the viewpoints, the 

accessibility etc. - and the most suitable area will be selected for its designation as the "local 

vineyard". 

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 compose one / or more in terms of time 

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

1.1.4.2 The Wine Trail 

Setting the experience gained by the wine visitor in the vineyard of the area as the key 

success factor in the communication of the wine landscape to him, priority has to be given, 

in the process of interaction between the visitor and the landscape, to the transmission of 

the appropriate data and information that will make his visit a strong positive experience. 

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, 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 order to make this possible, the following are required: 

 Delimitation of the vineyard - the wine-growing zone 

 Information about the area's available wine tourism product 

 Information about items and activities of general tourism interest in the area. 

In the above sense, the wine-tourism trail is considered a 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.). 

However, given that the interests and expectations of the wine-tourist do not focus solely on 

wine, it is advisable that this route should be also linked to other relevant sights and 

activities of the area as mentioned in the description of the profile of the wine-tourist. Of 

course, as the project partners proceed to a larger analysis of the interests and expectations 

of the visitors’ target group of their area, the data displayed through the route have to be 

adapted and specified accordingly. 

In DIONYSOS's sense, the route should be designed appropriately to drive visitors through 

the most interesting points of the local wine-growing zone, giving them the opportunity to: 

I. visit selected estates (vineyards) cultivating local varieties of the area 

II. visit selected wineries that meet specific standards, guarantee quality levels of 

production and offer hosting and support to visitors 
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III. enjoy landscapes and places of archaeological, folklore, environmental and 

cultural interest 

IV. participate to, related to the above, activities and events. 

1.1.4.3 The QRC Signposts 

The QRC Signposts have a twofold character. First, as “static” elements, they will provide the 

information presented on their body, second, as to their "dynamic" elements, they will be 

connected to the available supporting digital platform, which will provide data and 

information of interest to the wine visitor (information on the vineyards, the wine varieties, 

the wineries, etc.), as well as information on areas and activities of interest to the wine-

tourist (cultural events, areas of special natural beauty, protected areas, etc.). 

Consequently it becomes clear, taking into account the available small number of signposts 

to be placed to the partner areas, that these signposts must be located along the wine route, 

so as first to be linked to the passage of the wine-tourist, and second to support his wine 

tourism experience. 

At the same time, the signposts will have to be placed to some "nodes" (significant points) of 

the route, such as to viewpoints or break – resting points, to important crossroads or to 

points, from which the access to some other important / remarkable items starts (detour to 

an area of a particular natural environment, to a cultural monument, etc.). Also, regarding 

their position, a reasonable distance (time frame) between them must be considered, 

besides the visitor's needs / possibilities to stop. 
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2. THE CONTENT OF THE STUDY – THE 
SPECIFICATIONS  

 

On the basis of the indicative contents of the study for 4.2, as set out below, both general 

data describing the area and specific data concerning vineyards, wine varieties, wineries, 

and specific elements that serve to enriching the digital platform (cartographic data, 

historical data, photographic material, etc.), are needed to be collected. 

In fact, the way of collecting these data concerns both the collection of secondary data (desk 

research) and the collection of primary material by field research. 

 

2.1 The Data Sources 

 

Indicative sources for collecting the necessary data can be: 

I. The deliverables from other DIONYSOS -to Del. 4.2 related- Work Packages 

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

Municipal, Regional Development Plans, Regional Operational Programs, Leader 

Programs etc.) 

III. The surveys, studies on the area 

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

Municipalities, Development Agencies, Professional Associations, Educational 

and Cultural Institutions) 

V. The internet 

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

VII. The primary research based on interviews with entrepreneurs, wine makers, 

local actors and consumers. 

 

 

2.2 Data on the Content of the Study 

 

The chapters of the study as well as some explanations on their content are given below.  
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2.2.1 The Study Area 

 

A few paragraphs are needed about the study area: 

 The main features of the area 

 The historical profile 

 The geographical position 

 The geomorphology 

 The demographic characteristics (population distribution) 

 The economic activity. 

 

2.2.2 The Viticulture in the Area  

 

 The development of the viticulture in the area - Historical archive (from cultural 

institutions or libraries) 

o Interviews (with residents, local personalities, wine producers) 

o Bibliographic material 

 The location of the viticultural activity in the area 

 The existing varieties (with geographical, qualitative and quantitative data) 

 The local varieties (with geographical, qualitative and quantitative data) 

  

2.2.3 The Landscape of  the 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 points of interest (places of view, places with special natural beauty, protected 

areas, paths, etc., points of cultural interest) 

 The activities offered in the vineyard and its wider area 

 The (time) distances between points of interest (depending on the deployed 

transport means) 

 The estimated duration of each activity for the visitor (e.g. participation in a tour at a 

winery or a vineyard, wine tasting procedure, lunch, visit to a point of interest, etc.) 
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 Reference to the time / period for the activities offered at specific time periods (e.g. 

visiting hours to the winery, season of the vintage, the local feast, hours of guided 

tours, etc.) 

 The photo archive (with reference to the photographer or owner of the photo, the 

date of taking the photo). 

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, such as Table 1, so that they can be 

grouped and assessed appropriately. 

2.2.3.1 The Estates and the Wineries 

 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) 

 

Table 1: Data on Vineyards 

Vineyards 

 
Municipality, 

Municipal 
Unit 

 

Name of 
Estate (if 
available) 

Cultivated Area 
(ha) 

Location of the Area 
(decimal degrees(WGS84) 

or EGSA '87) 

 
Cultivated 
Varieties  

 

Surface in 
ha 

Owner (if 
available)  

Longitude 
(Lon) 

Latitude 
(Lat) 

…               

…               

…               

…               

…               

Source: 

 

 
  



Deliverable 4.2: Guide for the Studies on Placing QRC enhanced information signposts in the vineyard 
area 

16 Agency for Transnational Training and Development 
TRANSCOOP     

 

Table 2: Data of Wineries 

Wineries 

Munic
ipality 

– 
Munic

ipal 
Unit 

Name 
of 
Winer
y  

Geographic 
Location (decimal 

degrees (WGS84) or 
EGSA'87) 

Name of 
Owner  

Contact – 
Tel. 

Number  

Brief 
Descript

ion  

Cultivat
ed 

Varietie
s  

Guided  
Tour 

(YES/NO), 
Hours   

Product
s for 
Sale  

(YES/NO
) 
 

 
Acces
s for 

Disabl
ed  

(YES/
NO) 

Activities ( wine 
tasting, cellar visit, 
seminar on mixing 

wine varieties, 
seminar on 

harvesting,  walk 
in the vineyard, 

gastronomy 
seminar, other)  

Is there 
a 

museu
m, a 

restaur
ant, a 
guest 

house?  

Acces
s to 
the 

viney
ard? 

Charg
es 

(YES/
NO)  

Webs
ite, 

Social 
Medi

a 
Longitu

de 
(Lon) 

 

Latitude 
(Lat) 

 

…                               

…                               

…                               

…                               

…                               

Source: 

2.2.3.2 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 - photographs. 

 

Table 3: Areas of Environmental Interest 

Areas of Environmental Interest  

Municipality 
– Municipal 

Unity  

Name – 
Location  

Geographic 
Location 

(coordinates) 

Brief 
Description 
(vegetation, 
fauna, etc.) 

Area 
Code  

Area 
Category  

Access 
(means to 

deploy)  

….             

….             

….             

….             

Source: 
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2.2.3.3 Points of Interest 

 Photographic material (reference to the picture presented, to the photographer or 

the owner, to the date of taking the photo) 

 Cartographic presentation 

 

Table 4: Points of Interest 

Those include: Museums, Archaeological Sites, Paths, Beaches, Lakes, Rivers, etc. 

 

Points of Particular Interest 

Points 

Geographical Location 
(decimal degrees (WGS84 

or EGSA'87) 
Brief 

Description  
Website, 

FB 

Hours 
for 
the 

public  

Contact – 
Phone 

Number  

Accessible by 
(transportation 

means) Longitude 
(Lon)  

Latitude 
(Lat) 

Θέας               

….               

Πολιτιστικά               

…               

Ιστορικά               

…               

Άλλα               

…               

Source: 

2.2.3.4 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: 

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

o the vineyards – the wineries and the settlements in kilometers (mapping) 
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o the vineyards and the areas of particular interest (mapping). 

 the access to the landscape  

o recording the different transportation means that the visitor can use to 

reach and navigate in the vineyards, such as: 

 Public Transport 

 Taxi 

 Private car 

 Tourist bus or van 

 Bicycle 

 Hiking. 

2.2.3.5 Other Activities 

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

zone which can be combined with wine tourism. 

For example: 

o Agencies organizing and offering various activities (touring, horse riding, 

mountain biking etc.) 

o Festivals, wine feasts  

o Local products’ feasts 

o Trained mountaineers and hikers 

o Riding Centers 

o Bike routes 

o Walking trails 

o Tourist information offices etc. 

 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. 

 

2.2.4 Tracing the Wine – Growing Area and the Wine Tourism 
Trail    

 

After collecting the above data, the (unofficial, for the purpose of the project) delimitation 

of the local vineyard area and of the activities that will be included in it should be made, so 

as to raise the area by placing the informative signposts. An important criterion to take into 

consideration, beyond the particular characteristics of the vineyards, is that of the distance 

between the selected vineyards (estates), so as for the vineyard to be coherent and not too 

big. 
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Mapping can be done in one of the following ways: 

 by simple mapping of the area - image type 

 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 wine-tourism route, 

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

also including other tourism activities taking place within of around the area. The wine trail / 

s 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. 

 

2.2.5 Placing the Information Signposts 

2.2.5.1 General Information on the Signposts 

The purpose 

A network of information signposts properly designed and placed can have a direct impact 

on the visitors and can lead them effectively and accurately to the right place at the right 

time. The purpose of placing the signposts will help visitors to find the position of the 

wineries, especially in the rural areas. It is very important that visitors can easily find the 

wineries, the selected estates, the related businesses and the various activities in the 

selected area. 

The format and the information on the signpost 

The information on the body of the signpost may contain: 
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 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. 

2.2.5.2 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-tourism route, 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 as described above in the definitions. The same also 

applies for the elements designed on them and for their format. 
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2.3 Technical Specifications 

 

Photos 

As to the Photo Gallery:  

Maximum 5 photos per item / point of interest, maximum file size 3MB, 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 (Hel/BG) and EN 

 


