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Abstract 

Since tourism is one of the most important sectors of South Tyrol, this 

Bachelor Thesis explains the current tourism, wine, and wine tourism situation 

in the region. It will display the current economic situation of the area, as well 

as show tourism and agricultural trends. In addition, wine tourism in Italy and 

more specifically wine tourism in the area of Bolzano will be analysed and a 

distinction between wine tourists and tourists will be made. Due to the lack of 

information on wine tourism in South Tyrol and a missing wine tourism 

organization, suggestions for future improvement will be given.   

The main focus of this paper lies on a feasibility study about the opening of a 

winebar in the city centre of Bolzano. The study will show how the 

competitiveness level of wineries and cafés has an impact on the opening of 

the winebar and explains how this relationship can benefit from wine tourism. 

The result of the feasibility study shows that it would be beneficial for Castel 

Sallegg to open up a second winebar in Bolzano and it would even be better if 

a corporation with a wine tourism organization was established.  
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1 Introduction 

This research report will be about wine tourism, specific focus will be put on 

wine tourism in South Tyrol and how wine tourism has contributed to this 

region in the past years. The study will show how wine tourism can be used as 

a marketing tool to promote South Tyrol and the area around Bolzano as a 

tourist destination. The report will indicate how wine tourism can be used and 

identifies efforts made as well as suggestions for future improvement. 

As Hall and Mitchell (2000) mention, wine tourism is extremely important for 

wineries, since 18% of their income is generated due to tourism. This would 

suggest that consumer behaviour is analysed and a lot of information about 

wine tourists is gathered. Unfortunately this is not the case in Italy and even 

less in South Tyrol. Since 18% sales to tourists seems to be pretty high, this 

study will also analyse the little information given and suggest improvements 

for future implementations. Hence, in addition to wine tourism, wine and 

tourism in South Tyrol another important analysis that will dominate this 

paper, will be conducted, which will try to show the relationship between 

tourism and sales. It is a feasibility study about the opening of a winebar in the 

city centre of Bolzano. The feasibility study consists of different parts: Site 

and location analysis, market demand and supply analysis, facilities, amenities 

& services and legal requirements. Based on the outcome of this paper, Count 

Kuenburg, owner of the Palais Campofranco and Castel Sallegg, will evaluate 

the research paper and decide on whether or not he will actually implement 

this plan and actually open the winebar. 

The aim of this thesis is to answer the following questions: 

1. What are the challenges that the opening of a wine bar in the city 

centre of Bolzano has to face (legally, economically and in terms of 

competitiveness)? 

2. How can the wine bar benefit from wine tourism? 

3. Which factors influence the development of the wine bar? 
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These questions will be answered within the paper. On one hand methodology 

will be used to broaden the knowledge on wine tourism as well as other 

theory, that already gives hints to answering the above stated questions and on 

the other hand research and interviews will be conducted, in order to increase 

knowledge on Bolzano’s tourism development as well as to find out more 

about competition and concept ideas. 

Supplementary to the feasibility study a SWOT analysis about the opening of 

the winebar will be done, as well as a competition analysis in the form of 

Porters’ competitiveness model, in order to get closer to a positive or negative 

answer to the research questions.  

Background information about wine tourism and South Tyrol’s economy and 

tourism will make it easier for readers to understand perceptions and 

motivations. 

2 Background information South Tyrol and Bolzano 

South Tyrol is a province stated in the most northern part of Italy. It counts 

500’000 inhabitants (ASTAT, 2013), 100’000 of them living in the capital 

“Bolzano”. The province is mostly known for its wine and apples, as well as 

the beautiful scenery – the lakes during summer, and the nice skiing areas in 

winter. What attracts many tourists too, is the presence of three indigenous 

languages: German, Italian and Ladin. The following map should help to 

locate South Tyrol within Europe. 
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Table 1: South Tyrol’s Location      Source: EOS, 2010 

 

2.1 Economy  

The economy in South Tyrol is rather steady, compared to other provinces in 

Italy and is built on several pillars, most important tourism, handcraft and 

agriculture. The average GDP per person in 2011 was at 36’000€, compared to 

the Italian average of 26’000€ (BLS, 2011). Also the unemployment rate in 

2012 was 5,4%, which is lower than the European average as well as the 

Italian average (BLS, 2011 & astatinfo, 2013).  

South Tyrol produces approximately 1’000’000 tons of apples this accounts to 

approximately 10% of all apples produced in Europe and even to 2% of all 

apples produced worldwide (Autonome Provinz Bozen, 2012).  

The wine production in South Tyrol adds up to 325’000 hl of wine in the year 

2012 (Autonome Provinz Bozen, 2012).  

The services sector (including tourism) accounted for 74% to the GDP in 

2009, the agriculture sector to 4.1% (BLS, 2011).  
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2.2 Tourism  

In the season of 2011/2012 29’000’000 overnights were noted in the whole 

province (ASTAT, 2013). During the winter season 2012/2013 (11/12 – 

04/13), the overnights reached to 10,8 million overnights in the whole region. 

This means that during the summer season 2012, May to October, more than 

18 million overnights were counted (ASTAT, 2013). According to the ASTAT 

(2013) most tourists come from Germany, Italy, Switzerland and Austria. 

Even though tourist arrivals from Germany and other European countries 

during the summer season 2013 have increased, the Italian market was lower 

than usually, therefore the overall tourist arrivals have decreased by -1% and 

overnights even by 1,7%, compared to 2012 figures.  

The following graphs indicate the tourism markets in South Tyrol as well as 

their development over the past five years (Table 2) and the market shares 

(Table 3). 

 

 

Table 2: Overnight development according to markets of the past 5 years (2008 – 2012) 
Source: SMG, 2013 
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Table 3: Market Share of European countries according to overnights  Source: SMG 2013 

 

Table 2 and 3 show the importance of the German and the Italian market. It is 

quite obvious when looking at numbers from 2.3 Wine Market, that these two 

countries are the biggest contributors to South Tyrol’s wealth in terms of 

tourism and wine production and hence should be marketed carefully. 

When looking at Table 4 it is quite visible that there is an upward trend in 

terms of overnight development, which lets one hope that this trend will 

continue. 
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Table 4: Overnight Development   Source: Authors own, based on ASTAT data 

 

The spending power of tourists is increasing. In 2011 the average tourist spent 

120€ a day (Schamel, 2013), in 2012 it has increased to 133€ a day (ASTAT, 

2013). 

As already mentioned, tourism in South Tyrol is economically incredibly 

important. South Tyrol has many facets: it is home to the UNESCO world 

heritage, the Dolomites, mountains with skiing slopes, beautiful lakes, nice 

hiking and trekking paths, German language and Italian Flair, good wine and 

food, the landscape, tradition, more than 300 days of sunshine, rural areas but 

also metropolitan cities, and a lot more.  

2.3 The wine market 

South Tyrol has started growing wine 1’000 before Christ, ever since it was 

famous for its outstanding wine. During the 14th century South Tyrol has 

already started exporting wine to several countries. Until the year 1900 its 

cultivation area reached 10’000 hectares. During the fascist times pomiculture 

(apples) has gained the upper hand, and therefore the winegrowing zones have 

been decreased. (Hofschuster, unknown date). 
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The winegrowing region of South Tyrol is comparably small, when looking at 

the rest of Italy. Due to the different kinds of landscapes, the area under 

cultivation lies within 200 to 1000 meters above sea level. Only using 5’300 

hectares of winegrowing zones, South Tyrol produces approximately twenty 

different kinds of wine, leading to 350’000 hectolitres, which is equivalent to 

3,9 million cases of wine (Alto Adige Wine, 2013).  

At the moment the South Tyrolean wine makers produce 58% white wine, 

with a rising tendency. Wines are getting more and more renowned and start 

earning important prices and awards. According to the Export Organization 

Alto Adige (EOS) of the Chamber of Commerce of Bolzano (2010) South 

Tyrol has the highest percentage of “three glass” wines in relation to total 

vineyard area in whole Italy. 

In 2013 the South Tyrolean wine export experienced an increase in revenue of 

4% compared to 2012, the revenue reached 137,5 million Euros 

(suedtirolnews, 2014). According to ASTAT (2012), the wine in 2010 was the 

third most important good concerning export in South Tyrol. 35,5% of revenue 

generated came from Germany and 28,5% was exported to the US. The 

following graph lists the most important countries in terms of wine export. It is 

also to say that approximately 1/3 of wine produced in the region is exported, 

the rest is consumed within South Tyrol and the rest of Italy (BLS, 2011). 
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Table 5: Most Important Wine Export Countries 2010   Source: ASTAT, 2012  

As already mentioned, most of South Tyrol’s landscape is used for wine and 

apple production. The following graph presents South Tyrol’s wine and its 

cultivation areas according to DOC standards. 
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Table 6: South Tyrol’s Wines    Source: Richter, unknown date 



 
 
 
 
 

 
 

14 

3 Literature Review 

This part of the research paper will give a deeper insight into wine tourism 

definitions, supply and demand as well as a deeper analysis of wine tourism in 

Italy and the lack of information on wine tourism in South Tyrol. At the end of 

this section suggestions for improvement are given. 

3.1 Wine Tourism Definition 

Enotourism, also known as wine tourism, has gained a significantly higher 

influence within the tourism industry. Especially rural tourism has 

encountered possibilities to increase overnights and revenues from wine 

tourists (Privitera, 2010). 

Since the line between rural tourism and wine tourism is a rather thin one it is 

not always easy to distinguish between one and the other. It was only in the 

1980s that the strong interrelation of wine and tourism has been recognized by 

researchers, the government and participants of both, the wine and tourism 

industry (Hall et al, 2000). 

There are numerous definitions of wine tourism, but what they all have in 

common is that wine tourism can be defined as visits to wineries, vineyards, 

wine shows, wine festivals or wine tastings and also experiencing the 

attributes of the wine growing region (O’Neill and Palmer, 2004; Hall et al, 

2000; Fesenmaier et al, 2001; Charters and Ali-Knight, 2002; Croce and Perri, 

2008; Getz and Brown, 2005; Getz, 2000).  

A lot of research has been conducted on the profiles of wine tourists. Most of 

it discusses different kinds of wine tourists based on their wine – engagement 

and knowledge level (Marzo-Navarro and Pedraja-Iglesias, 2010). Research 

conducted from many authors (Marzo-Navarro and Pedraja-Iglesias, 2010; 

Getz and Brown, 2004; Presenza et al, 2010;) has shown a common wine 

tourism profile.  In general the typical wine tourist is aged 30 to 50 years, has 

a moderately high level of income, an intermediate to high level of knowledge 

about wine and likely to be more actively engaged than other tourists. 
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So far one could suggest, that tourists visiting a region, where wine is 

produced and guests actively participate in wine-related activities, these guests 

could be considered wine tourists. Looking at this from a different angle, there 

are some guests that visit a region purely because of interest in wine. These 

guests usually have a higher knowledge in this field and actually know which 

wineries they would like to visit. This again draws attention to the fine line 

between rural tourism and wine tourism. So at what point does a visitor to a 

wine-producing region become a wine tourist? As previously mentioned, it is 

about the participation in activities related to wine, may this be in rural or 

urban areas. The important differentiation between a regular tourist and a wine 

tourist is the reason for coming to the region. Some might be more interested 

in recreational activities, some in the production of wine.  

Schamel (2013) further writes that wine tourists have higher expectations and 

therefore also higher requests, but in return are willing to spend more money. 

In addition Hall et al (2000) explains that there is a discrepancy between the 

tourism and the wine industry: There have always been daytrips and 

excursions for tourists to visit wineries or cellars, but winery owners believe 

that those guests who are seriously interested in wine are not tourists. 

3.2 Wine Tourism Economics 

3.2.1 Supply 

As Hall et al (2000) discusses, there are different resources to supply wine 

tourism. Resources from the wine industry include wineries, vineyards, cellars, 

festivals, shows, etc. In addition, the tourism industry provides 

accommodation, wine tours and associate sectors, such as restaurants. Also, 

human resources, such as wine producers and oenological workers as well as 

tour operators play an important role in the supply side of wine tourism. Last, 

but not least, the government has an influence on all industries. The rules and 

regulations make sure that health and quality standards are met and therefore 

the overall quality and attractiveness of the region increases (Hall et al, 2000). 
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If an area wants to position itself better within the wine tourism industry, 

research should be conducted about all wineries and how they are currently 

contributing to wine tourism and what measures should be taken in order to 

increase their engagement. In addition the reputation of specific wine 

producers or the entire region should be researched, to see how much potential 

there is and how much wine tourists already know about the area and its 

quality standards (Schamel, 2013). 

3.2.2 Demand 

According to Hall et al (2000), “demand comprises the motivations, 

perceptions, previous experiences and expectations of the wine tourist.” 

There are several aspects that need to be considered, if a region wants to 

attract guests for the good of wine tourism. Different kinds of motivation have 

been analysed by Hall et al (2000); the educational motivation is a trigger for 

tourists that want to learn more about wine and increase their knowledge in 

wine and the wine making procedures. Other tourists like to enjoy social 

aspects of wine tourism, which includes conversations with wine producers, 

getting to know other tourists or drinking a glass of wine over dinner with 

friends.  

According to Ulysses Business Services (1996) tourists are an important 

revenue generator for wineries. Apparently wineries gain 18% of their income 

from tourists (Hall and Mitchell, 2000). In order to increase these numbers and 

generally increase the presence of wine tourism, Schamel (2013), suggests to 

get as much information as possible on potential target customers, so local 

tourism organizations can better estimate the guests needs and further analyse 

the purchase power and consumer behaviour.  

3.3 Wine Tourism in Italy 

Even though wine tourism is getting an increasingly more important industry 

for Italy, not a lot of research has yet been conducted and therefore a lack of 

information about consumer behaviour exists.  
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Regardless of this, Italy has created the “Movimento Turismo del Vino” 

(MTV), a wine tourism movement organization, a non-profit association, 

created in 1993, with more than 1000 members. The member wineries have 

prestigious names and are selected based on specific requirements. These 

requirements include quality measures and commitment. The major goals are 

to increase the awareness of the national wide wine tourism industry by giving 

tourists more information about products and activities. Also, MTV tries to 

show how business can be done in compliance with traditions, environmental 

protection and quality agriculture (MTV, unknown date).  

In order to achieve its goals, MTV is attending fairs, working together with 

universities and present at international conferences. 

Some events have been created in order to increase awareness for wine 

tourists. Such events include “Cantine aperte”, where tourists can feel free to 

visit wineries and cellars, wine tastings in August, called “Calici di Stelle” and 

the grape harvest festival.  

According to research conducted by MTV (2007), the wine tourism sector in 

Italy had a projected growth of 8% in terms of presence and a 10% growth in 

terms of invoicing (Presenza et al, 2010). Taiti (2004) claims that 4’000’000 

visitors accounted as wine tourists, who spent an estimate of 2’000 million 

Euros and attended 260 special events within one year (Presenza et al, 2010). 

When looking at its concept it seems as if MTV is a rather stable organization 

that tries to increase Italians economy by boosting wine tourism. This actually 

does work for most parts of Italy. 

When looking at the most northern part of Italy, Trentino-Alto Adige, one can 

see that only a small number of wineries are partners with MTV. In fact, only 

two wineries out of about 5’000 (Consortium of Alto Adige Wine, 2013) are 

partners.  

In addition, wine routes (strada del vino) have been developed. These wine 

routes are usually separate associations of wineries of different villages.  
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3.3.1 Wine tourism in South Tyrol 

Going through publications it is quite visible, that a lot of research needs to be 

conducted within South Tyrol, if the region wants to stay competitive with 

other regions that offer similar products.  

When looking at what South Tyrol has to offer, one can clearly see that 

agriculture and landscape have a big impact on the choice of tourists.  

As already mentioned, the service industry is the most important sector in 

South Tyrol. Nevertheless, tourism plays an important role within this 

industry. South Tyrol was well known for its health resorts in cities and in 

addition has increased its popularity of landscape, skiing and hiking in the 

mountains. Nowadays probably the most important areas within the tourism 

industry lie in the valleys, where beautiful lakes as well as the mountains can 

be enjoyed. Apart from this, the valleys also offer vineyards, which are not 

only an eye catcher for tourists, but also offer the necessary climate, needed 

for viticulture, which at the same time is very attractive for tourists (Schamel, 

2013). 

When looking at the previously explained profile of wine tourists, one can see 

that South Tyrol perfectly offers all important factors, such as recreation, 

peace and activities. Depending on the tourist, gastronomic supply exists in 

cities as well as in the countryside, and so exists the wine supply. 

Hechensteiner (2010) wrote an article about South Tyrol being an 

“enogastronomic Mekka”, but that according to Augschöll, South Tyrol is still 

behind other Italian wine regions, such as the Tuscany. Augschöll also 

explains that wine producers are more interested in wine connoisseurs, rather 

than wine tourists, because they obviously have more knowledge about the 

wine and are also more likely to spend more money, in comparison to wine 

tourists and regular tourists, who sometimes only have moderate knowledge 

and want to be entertained.  
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Even though wine tourism is more developed in other regions of Italy, also 

South Tyrol has created itself a name in this branch. There are several wine 

organizations within South Tyrol, whose goal it is to increase wine tourists as 

well as regular tourists. An example hereof are the wine roads as well as 

individual tourism organizations, from all different villages, that individually 

offer programs and workshops for wine tourists or tourists that have an interest 

in wine. 

An organization that can call itself a pioneer and example for other 

organizations is “wein.kaltern”. “wein.kaltern”’s goal was to create a bond 

between wine and the village “Kaltern”=Caldaro, so that any person would 

link Kaltern to wine. Another aim the institution tries to achieve is to generate 

interest in wine and educate tourists and visitors so far that they can truly 

cherish the quality of wine, because people that have a higher knowledge tend 

to consume more and demand higher quality. This organization bonded all 

winemakers of Kaltern so that they would be working together and not against 

each other. Yearly there are several events organized that not only promote 

Caldaro as a tourist destination, but also increase the awareness level of 

different wine growers. These events also strengthen the quality consciousness 

of establishments and also put a spotlight on the wine culture of Caldaro. 

“wein.kaltern” does not only organize events for wine connoisseurs, but also 

plans activities for wine makers only, which leads to a closer collaboration.   

In addition to the famous events, “wein.kaltern” can be proud of having 

developed a few concepts that are nowadays being copied by other 

organizations. Such concepts include a wine trail, the house of wine, a special 

designed glass for the Kalterersee wine and a seal of quality for Kalterersee 

wines that have exceeded all quality requirements (wein.kaltern, 2010). 

Another important association is the “South Tyrolean Wine Road”. It starts in 

Nals and ends in the very south, Salurn. The “Wine Road” is an organization 

that works closely together with wine tourism related institutions, such as 

“wein.kaltern”. The “Wine Road” promotes events, such as Wine Cellar 

Nights or Wine Safaris. It also wants to broaden the tourists wine knowledge 
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by promoting the so-called Wine Academy, which was founded by 

“wein.kaltern” and the South Tyrolean Sommelier Association, where anyone 

can attend wine courses and seminars. “It is a center for learning, 

networking, and enjoyment as well as a reference point, hub, and 

institution“(South Tyrolean Wine Road, unknown date). The following Table 

shows all wine routes in Alto Adige with a red colour.  

 

Table 7: South Tyrolean Wine road  Source: Tramin.com, 2012 



 
 
 
 
 

 
 

21 

3.4 Impacts of wine tourism 

Wine tourism is seen as a contributor to the value chain of rural destinations. 

The most important positive aspect of why wine tourism contributes to the 

value chain is that it brings an economic contribution (Wallner, 2006). On the 

other hand wine tourism also works as a marketing function for areas, since 

wine can be bought in form of souvenirs and thus the wine region gets more 

attention. 

Wallner (2006) also explains that by creating wine tourism organizations (such 

as a wine road) the economy of rural areas can additionally be optimized, 

since this also means creation of new jobs. Promoting wine tourism would 

increase the cooperation between the government, wine producers and the 

tourism industry. It gives rural areas the chance to be a newly developed 

tourist area by introducing landscape, gastronomy and tradition to guests. 

Following this idea, customers get the chance to experience wine in a different 

light. All of a sudden they get educated about aromas and production, which in 

the future might lead to different consumer behaviour, also in supermarkets. 

Generally, if customers understand quality attributes of wine their expectations 

might raise and therefore their motivation to visit other tourist destinations that 

are affected by wine, might increase. Like Hall et al (2000) suggest, higher 

experience, motivation, perception and expectations usually lead to a higher 

interest in wine, which in return increase wine tourism and direct sales. 

Hall et all (2000) also display negative impacts that wine tourism might have 

on the economy of a wine producing area. Creating organizations or other 

institutions to promote wine tourism do generate new jobs and possibilities, 

but on the other hand it involves high cost to create infrastructure (i.e. wine 

trails). Also organizing events are costly and one never knows whether enough 

tourists are interested in attending special events. Wallner (2006) quoted 

Butler R., Hall M.C., Jenkins John (1997), who explain that some regions 

refrain these possibilities, since they do not want mass tourism to happen, as 

well as to maintain quality by attracting customers that want to “taste” the 
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wine rather than “drink” the wine. A boom in this industry would lead to mass 

tourism, which meant that the supply side in terms of hotels would need to 

increases, which could lead to a destruction of landscape and therefore the 

beauty of the area. 

3.5 Future Prospects 

Organizer of the international wine festival in Merano, Helmuth Köcher, 

explains in Hechensteiner (2010)’s article, that not many tourists attend such 

festivals, where the focus lies on gastronomy. Therefore Köcher and SMG 

(South Tyrol’s Marketing Company) want to attract more “consumption 

tourists”, tourists that focus on beverages and food, and create a Gourmet 

Festival, where tourists have the chance to enjoy best wine and food in some 

of South Tyrol’s castles. In the future, Köcher says, cooperation with hotels is 

planned, so packages can be offered and the average length of stay can be 

increased. Director of the tourism organization South Tyrol, Mair, believes 

this to be a problem though, because according to him, there is not a shortage 

in supply, but the higher collaboration and marketing have to be strengthened 

first. Currently, different hotels and wineries argue that there is a competition 

atmosphere, rather than collaboration. In addition producers believe wine 

tourism to be a segment that yet is not profitable enough, although the South 

of South Tyrol owns 80% of the regions entire wine production, which would 

be a great chance. 

Hechensteiner (2010) concludes her article with proposing to create a wine 

touristic organization that markets South Tyrol as a whole region, and not only 

parts of it.  

Subsequently to a proposed wine touristic organization, “wein.kaltern” can be 

seen as a good example. If this concept were to be used for whole South Tyrol, 

there would not be any more territorial boundaries, which is favourable, 

because wine tourists do not know boundaries either. 

When looking at the tourism side, one can see that South Tyrol has established 

itself fantastic marketing and tourism organizations, be that for the entire 
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region or individual villages. On the other hand, when looking at it from the 

wine producers perspective, similar efforts can be visible: The “Consortium of 

Alto Adige Wine” is an association representing the three forms of wine 

operations (winery cooperatives, private wineries and independent 

winegrowers), all in all representing approximately 5’000 individual 

winegrowers (EOS, 2010).  

As can be seen, wine tourism is growing and continuously increasing its 

importance in this special area. Therefore an implementation for the future 

could not only be a separate organization like “wein.südtirol”, but the 

increased communication and cooperation of wine marketing organization and 

tourism organizations, in order to position South Tyrol and increase the 

awareness level. 

In addition to creating organizations promoting wine tourism in South Tyrol, a 

deeper cooperation with the “Movimento Turismo del Vino” should be formed 

in order to catch up with the rest of Italy’s regions and to always be up to date. 

Cooperation with MTV would hopefully also lead to an increase of wine 

tourists from other areas in Italy. 

Concluding it is quite obvious that bonds need to be deepened and an 

organization dealing with wine tourism needs to be established, since we can 

see from previous research conducted in different areas of the world (Napa 

Valley, Australia or Tuscany), that wine tourism can have a highly positive 

impact on a region. 
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4 Feasibility study: Opening of a wine bar in Bolzano 

According to Tonge (2008), the main tasks of feasibility studies lies in 

answering three questions in order to minimize risks: 

1. “Is there an existing or potential market for the project? 

2. If so, what is the likely level of demand? 

3. Can the project generate sufficient revenue to achieve viability?” 

This section of the research paper will deal with a feasibility study about the 

opening of a winebar in the city center of Bolzano. It will start with a brief 

introduction about Castel Sallegg, which is the producer whose wine will be 

sold in the bar. It will then analyze site and location, followed by market area 

and neighborhood and it will continue with a competitor and demand analysis, 

possible products facilities, amenities and services and finishes with a 

description about legal requirements and thus tries to answer the questions that 

Tonge (2008) believes to be crucial. 

4.1 Castel Sallegg 

This feasibility study will try to find out whether it makes sense for Castel 

Sallegg to open a second vinotheque, in form of a winebar, in the city centre of 

Bolzano. 

At the moment Castel Sallegg is situated in the village of Caldaro, 16km far 

from Bolzano. The Kuenburg family and ancestors have run Sallegg’s cellars 

and wine production for more than 160 years. The winery owns approximately 

30 ha of vines and hence produces 100’000 litres of wine per year, resulting in 

18 different types, red as well as white wine. This amount indicates that the 

company has a medium sized wine production. 

The wine production, storage and other operations are situated within the 

castle. This includes the cellars, the wine bar, as well as a beautiful courtyard  

where one can enjoy the wine. The vinotheque is open all year round, which 
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makes it possible for tourists and other consumers to visit the cellars and enjoy 

wine tastings and to buy wine directly off the company.  

As can be seen in the following figure, 11% of all bottles sold in 2013 were 

bought directly off the company. In total 39% of all bottles sold were 

exported, most of it to Germany, USA and Japan. 20% of the wine sold was 

delivered within South Tyrol, most of those customers being hotels or 

restaurants. 

Since we know that retail prices in general are higher than trading prices, one 

can interpret that most of the revenue that Castel Sallegg makes, comes from 

trading prices. This leaves the conclusion that if more sales with retail prices 

can be achieved the revenue will increase proportionally. Therefore Castel 

Sallegg could try to increase off the company’s sales or sell them in a different 

place at the same price. This suggests that in case there was enough demand, 

as well as wine supply, it would be profitable to open up a second location 

where wine is sold to retail prices.  

 
 Bottles Sold In Percent 

Export Europe  26'011 22% 
Rest Export  19'362 17% 
Sum Export  45'373 39% 

 
 

  South Tyrol  23'537 20% 
Retail Sale  13'271 11% 
Rest of Italy  34'443 30% 
Sum Italy  71'251 61% 

 
 

  Total  116'624 100% 
Table 8: Export Statistics  Source: Castel Sallegg, 2014 

Opening up a second store in Bolzano would not only increase Castel 

Sallegg’s awareness level and value, but it would also increase sales and 

therefore revenue. Looking at the retail price list of Castel Sallegg, one can see 

that there are three different kinds of types: Classic, Selection and Premium. 

Classic wines cost on average 8,76€, Selection White 9,57€, Selection Red 

13,96€ and Premium wine 32€ (Castel Sallegg, 2013). Classic wine and 

Selection wines have the same grape sort, except for difference that “Selection 
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Wines” are produced with the best grapes only. In addition two “Premium 

Wines” are offered, one of them the famous “Moscato Rosa” and also the “ 

Merlot “Nussleiten””. Both of the wines are strongly dependent on the weather 

conditions in their growth phase and thus are not available each and every 

year. 

Castel Sallegg wine has a high quality, with all of its wines having earned the 

DOC (Denominazione di origine controllata) quality seal. In the recent two 

years it has earned several awards and mentions in famous wine magazines in 

and out of Italy. These awards include earning the first prize at the Merano 

Wine Festival 2012 (Valeriani, 2012), awards for high-class wines and being 

Italy’s best Rosé in 2012 according to Wine & Spirits magazine (Castel 

Sallegg, 2012). 

4.2 Site and Location  

The suggested wine bar is supposed to open on Bolzano’s main square: 

Walther Square 14 in the very city centre. The building it will be in is the so-

called “Palais Campofranco”, a very historical and beautiful building in the 

heart of Bolzano. It was constructed in the 13th century and renovated in 1760. 

It belonged to the Archduke Rainer of Austria and by heritage made its way to 

Count Kuenburg (CaDoMa GmbH, unknown date). Since the same person 

owns the Palais Campofranco as well as Castel Sallegg it is easier to rent out 

the store, which currently is still leased out by a tobacconist.   

Nowadays Palais Campofranco is well known for its events in the very idyllic 

inner courtyard. It attracts a big number of customers during the summer 

months for “Aperitivo” and during the December the “Winterwald” entices a 

lot of locals, but also international tourists. The proposed winebar will be 

located right next to the entry to the inner courtyard, facing the Walther 

Square.   
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4.2.1 Surroundings 

When looking at a tourist map, one can see that the Campofranco building is 

literally situated in the city centre, within a 5 minutes walking distance to most 

of the tourist attractions. 

 

When standing in front of the winebar, tourists can see the Walther Square and 

the Cathedral (Dom), which are two of the most popular tourist attractions. 

Within walking distance one can find the Railway Station, the Capuchin 

church, the traditional Fruit and Vegetable Market, the “Ötzi Museum”, the 

University, as well as the “Lauben”, Bolzano’s shopping heart and other 

impressive architecture. Not only are there tourist attractions in this area, but 

also most offices, banks, parks and public transportation stops. One of the 

most important things though is, that most of Bolzano’s inner city is pedestrian 

Palais Campofranco 

Table 9: Bolzano Tourist Map   Source: wprice (2011) 
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zone only, which means that visitors can stroll along the shops without being 

bothered by cars.  

A big advantage that the winebar has due to its location is that beneath the 

Walther Square there is a huge underground parking lot, where most tourists 

or locals park their car if they want to visit the city, since the pedestrian area 

does not allow the usage of cars. The car park allows customers to directly 

carry their shopping to their car, without having to carry it for more than 2 

minutes. This possibility does not exist at many other locations, where there is 

no parking lot. 

4.2.2 Market area and Neighbourhood 

4.2.2.1 General Market Trends 

• Political Stability:  

Before World War I South Tyrol used to belong to Austria, but due to the 

war it was handed over to Italy. In order to maintain culture, language and 

tradition, an agreement in 1972 provided South Tyrol with Autonomy. 

Ever since the statue guaranteed extensive legislative powers to the 

minority (BLS, 2011).  

• Tourism Trends: 

As already mentioned in previous parts of this paper, the tourism trends in 

the area of Bolzano have a positive trend and thus a positive forecast. 

4.2.2.2 Demographic statistics: Indication of economic activities 

• Population Growth: 

From 2011 to 2012 there was an increase of population in Bolzano of 

1,3%, compared to an overall increase in South Tyrol of approx. 1%. In 

2012, 73% of all Bolzano residents were Italian speakers, 26,20% German 

speakers and 0,71% Ladin speakers. This shows that especially in the 

cities inhabitants speak Italian, because in all South Tyrol the majority of 

69,15% are German natives and only 26,47 Italian natives (ASTAT, 

2013). The South Tyrol population is rather young, with an average age of 

41,7 years old. The mortality age for men lies at 80 years and women at 
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85 years. This is higher than the Italian average (Autonome Provinz 

Bozen, 2013). Bolzano’s population totals to 103’891, compared to an 

overall population of 509’626 in 2012 (ASTAT, 2013). 

 

• Household Income: 

South Tyrol is a very prosperous and economically stable province of 

Italy. This can be reflected once more when looking at the average 

household income in Italy and South Tyrol. The average GDP in Italy in 

2011 was 26’000 €, compared to the highest average GDP of Italy, South 

Tyrol, with an average of 36’000€ (BLS, 2011). 

4.2.2.3 Economic statistics and trends: The health of 

national/regional/local economy 

The economic trends for apple and wine production are very promising. Apple 

prizes have risen in 2013 and South Tyrolean wine is creating itself a better 

name. 

According to the Export Organization Alto Adige (EOS) of the Chamber of 

Commerce of Bolzano (2010) South Tyrol has the highest percentage of “three 

glass” wines in relation to total vineyard area. 

In addition wine export in 2013 has increased by 4% in comparison to the 

previous year (suedtirolnews, 2014). 

4.3 Market Demand and Supply 

This part of the paper will be compiled by a competitor analysis and an 

analysis of wine tourists and tourism demand in the area of Bolzano. 

4.3.1 Demand 

South Tyrol is a very multifaceted region and therefore wine tourism is only 

one of several reasons why customers come to visit this area. Nevertheless, 

most of times the culinary offerings are a side effect of why tourists visit Alto 

Adige; therefore a good foundation of gourmet enthusiast is present. 
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As can be seen in 2.2 Tourism in South Tyrol, the overnight development over 

the past years has increased and leaves the suggestion that it will continue 

doing so during the next couple of years. This means that tourism arrivals will 

grow and therefore also the number of wine connoisseurs and wine tourists 

visiting South Tyrol will maximize. 

Even if tourism did not grow, but would stagnate, there would still be enough 

supply for the proposed winebar, since, especially during the summer and 

winter season, the city gets so crowded that only a limited number of seats are 

available in cafes around the Walther Square. 

Schamel (2013) conducted a study about wine tourism and therefore 

interviewed 377 tourists in South Tyrol. Out of all interviewees 20% said that 

they come to this region in order to enjoy local specialties in the 

enogastronomic sector. More importantly more than 40% of guests 

interviewed think that wine plays an important role when choosing a 

destination. 33% of all tourists believe that their knowledge about wine is very 

good, 44% believe theirs is fair, leaving 23% of all tourists with a low 

knowledge about wine. Most importantly Schamel writes that 75% of the 

interviewed tourists drink wine at least once a day whilst on their holiday and 

39% buy 21 bottles of wine on average in South Tyrol in order to bring it back 

to their home country. 

4.3.2 Supply 

Since in every city there are many coffeehouses and bars, a distinction 

between primary and secondary competitors will be made in order to be able 

to benchmark in a more detailed way. Not every bar or coffeehouse will be 

taken into aspect in this research paper. The focus will lie on primary 

competitors, who either offer a similar product and concept, as well as 

competitors that are not as similar to the winebar, but yet are still highly 

competitive due to their central location. Secondary competitors will include 

all competition, which is not too relevant for this study, as well as competition, 

which simply is too far away from the proposed winebar. 



 
 
 
 
 

 
 

31 

There is a lot of supply when looking at bars or cafes next to the Walther 

Square. Nevertheless the to-be-opened winebar, as its name suggests, will deal 

with wine rather than coffee, therefore competition is a lot more restricted. 

When looking at the supplier side from the wine perspective of a business 

which emphasis lies on selling wine, there are only a limited number of 

vendors in whole Bolzano. 

As it is rather typical for South Tyrol, there are many wine producers in 

Bolzano that sell their wine directly from their cellars. Most of the producers 

do not live or sell their wine in the city centre though, which for sure is a 

benefit for the to be opened winebar. What can be found in the city though are 

wholesalers, which for sure belong to the primary competition, since those 

wholesalers in comparison to cafés sell wine bottles - and case wise, rather 

than trying to sell glasses only.  

The following map shows the inner city of Bolzano. Circles indicate any kind 

of vinotheques or wine vendors, triangles show Cafès. The map only includes 

competitors that are within a 5 minutes walking span, since it is believed that 

tourists would rather shop close by than walking more then five minutes, as 

carrying cases is exhausting. Because there are so many cafés only those that 

are in closest proximity to the proposed winebar are included.  
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After looking at all wine vendors and cafés individually a distinction between 

primary and secondary competitors was made. The following table shows a 

listing of the most competitive businesses. 

Name Description Distinction to the proposed winebar 

Il Bacaro Tasting and selling of local and 
national wine, grappa, as well as 
canapés, bruschetta and snacks. 

The winebar is a lot more visible due to 
its location. Only real wine tourists and 
guests that are looking for national wine 
might be more interested in “Il Bacaro”. 

Enovit Wine vendor, offering national and 
inter – national wines, sparkling 
wine, grappa and delicacies like 
vinegar and oil. 

The location is not optimal for tourists 
that are not looking for a special wine. 
Rather local customers that are looking 
for national or international wines will 
be lost as customers for the winebar. 

Walthers’ Walthers’ is a very famous bar 
and restaurant on Walther Square. 
It offers well-mixed cocktails as 
well as good food.  

Walthers is a cosy, good café with a 
renowned name. The location is as good 
as the location of the winebar. An 
opportunity for the bar will be the lower 
prices, as well as first-time visitors.  

Bar Domino Bar Domino, located directly next 
to Walthers, is a bar and 
restaurant.  

Bar Domino has a very good location on 
Walther Square and might be difficult to 
compete with. 

Loacker Loacker is the closest café to the 
winebar. It offers all kinds of 
coffees, ice cream, snacks and 
tartlets, pastries and cakes.  

Loacker is a famous South Tyrolean 
company that produces chocolate related 
sweets. The café does not explicitly 
offer wine, nor is it famous for it. 
Hence, only tourists during the summer 
season might be lost to Loacker. 

Exil Exil is a trendy café, bar and 
lounge. It has a changing wine 
menu as well as other drinks on its 
card. It also offers snacks. 

Exil is situated right next to Walther 
square. Guests seem to be a little 
younger on average, which might be 
due to the lower prices at Exil, 
compared to cafès on the main square. 

Stadt Hotel 
Cittá 

The café of the hotel is also directly 
located next to the winebar. It 
offers drinks and snacks. 

Like the other cafés at Walther Square, 
Stadt Hotel Cittá is perfect for a fast 
drink after work or for a coffee in-
between shopping, but focus does not lie 
on wine. 
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Looking at the above table, one can suggest that cafès situated on the main 

square seem to have a higher competitive level. As can be seen in the next 

chapter, the winebar will focus on tourists and wine tourists that on one hand 

would like to buy good wine, but on the other hand are not looking for a 

particular wine. Also the winebar is meant to be a meeting place during the 

day, where wine lovers can enjoy a good glass of wine or just a simple coffee. 

The atmosphere in the outside sitting area will try to attract guests. 

Even if there are already numerous cafés and restaurants that have established 

themselves a renowned name, there is enough demand in form of tourists or 

locals and emphasis should be put on the promotion of wine. 

4.4 Facilities, Amenities and Services 

4.4.1 Positioning  

As already mentioned, the winebar will open in one of the shops for rent 

located within the Palais Campofranco on Walther Square in Bolzano. The 

Palais is under preservation of sites of historic interest and therefore zoning 

and size are difficult to change. The store will be rather small, since area is 

restricted, but it will be big enough in order to operate a little kitchen, seating 

area and storing area.  

The entry to the store is situated towards the main square. The total size of the 

main room equals to 25,5 m2, in addition there are three extra little rooms, 

including a toilet and two little storerooms. An asset of the store is that there is 

a second floor, which can be reached by stairs. The second floor is like a 

balcony, from where one can look into the real winebar. The following table 

will demonstrate the zoning of the proposed bar.  
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Table 12: Zoning of proposed winebar    Source: Authors own 

To use the little space available in the most efficient way it would be wise to 

lay the water pipes further into the main room or into one of the other two 

rooms, so that a kitchen can be used. In the upper floor wine can be stored. 

When entering the winebar there will be a counter where wine can be tasted 

and sold. As the winebar will also offer snacks (not freshly cooked meals!), 

one of the two little storerooms could be used as a preparation area. 

In addition an outside sitting area can be rent from the city of Bolzano, which 

makes the little winebar more visible for potential customers. In another case, 

guests could also be sitting in the courtyard of the Palais Campofranco, which 

offers a calm atmosphere away from the city hassle. 

4.4.2 Products 

The winebar will be open from Tuesday to Sunday from 09:00 to 20:00 

o’clock. It exclusively offers Castel Sallegg wines; these can be either 

purchased in glasses, whole bottles or cases. 

Having spoken about the underground parking lot earlier, an alternative 

service offered, is delivering the purchased wine cases to the car park by 

elevator, which is situated in the Stadt Hotel Città, or carrying it to the car, 

depending on the purchase. 
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The main goal of the winebar is selling Castel Sallegg wines only. The 

location gives visitors the chance to buy wine in the city centre without having 

to drive somewhere. The bar is meant to become a new meeting place in the 

inner city also. Apart from wine it will additionally offer coffee, tea and 

snacks. 

Since Castel Sallegg as well as the Palais Campofranco are both owned by the 

Kuenburg family, and renting space on Walther Square for tables and chairs is 

rather expensive, there is the possibility of putting chairs and tables in the 

inner courtyard of the Palais, during the times of the year, where there are no 

events going on at the same time. 

Due to this possibility, the winebar will be the only place in the inner city that 

offers such an idyllic view and atmosphere, where guests can escape from the 

hastily and fast moving city life. 

The winebar is meant to be as a second vinotheque for Castel Sallegg, as well 

as a bar at the same time. This means that one can not only buy wine there, but 

also increase his knowledge by participating in wine tastings. 

4.5 Legal Requirements 

As for the opening of a winebar, Castel Sallegg would need to get a standard 

retail fond license, a gastronomy license as well as obeying to standard 

hygiene and youth protection regulations. In addition, the wine bar has to rent 

space from the municipality of Bolzano, if they would like to arrange an 

outside seating area.  

5 Impacts of wine tourism on the wine bar 

Hall et al (2000) have written that wine tourism is increasingly getting more 

important in rural areas, particularly to smaller wineries around the world, 

because of the potential it provides for direct sales. This shows that wine 

tourism has a potential positive impact on the wine bar regarding direct sales. 
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In addition to this a SWOT analysis will be conducted that tries to identify the 

major strengths and weaknesses, as well as opportunities and threats. 

5.1 SWOT Analysis 

A SWOT analysis is a useful tool for any business enterprise. It helps evaluate 

internal strengths and weaknesses and external opportunities and threats. 

Conducting a SWOT analysis can help to reduce potential weaknesses and 

threats and puts even more emphasis on strengths and opportunities. Strengths 

indicate any kind of asset that was brought along internally by the company, 

such as professional employees. Weaknesses are mostly internal too; a 

weakness of a start-up business could be the lack of employees’ experience. 

Opportunities are mostly considered as external attributes, they are based on 

the market, meaning that demand and supply of the product have a big impact 

on it. An opportunity could be offering a product that yet has not been offered 

within the same area. Most difficult to deal with are threats, they also are 

mostly considered to be caused externally. Threats include unforeseen 

competition, market regulations or rising interest rates (Kime and McGee, 

2008). Therefore conducting a SWOT analysis is of utmost important for the 

proposed winebar. It will indicate what can be prevented in the first place and 

what factors to stimulate. 

5.1.1 Strengths 

S1, Brand Name: Castel Sallegg has been producing wine for more than 160 

years and thus has created itself a strong brand name already. Therefore 

tourists might recall the name and buy wine by glass or by bottle. 

S2, Brand Name: Since employees have an impact on a brands name, Castel 

Sallegg can benefit from this too, especially because most employees are 

locals and therefore Castel Sallegg can benefit from its employees social 

networks. 
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S3, Production Costs: The wine is produced in Caldaro, therefore the only 

costs that the winebar has to carry are rent, staff and any non-wine drinks, 

as well as water, electricity and heating. 

S4, Menu Card: Due to the narrow menu card, the winebar can quickly adapt 

to trends and seasonality. 

S5, Concept: One of the major strengths for the wine bar is its concept. There 

is no comparable other business close by, that offers a similar product or 

service. 

S6, Location: Another huge advantage is the location. It allows tourists to 

make last minute wine purchases. This is possible, due to the underground 

parking lot, right beneath the Walther Square.  

S7, Recognition: Even if the proposed winebar will not be as successful as 

other businesses, it is still important for Castel Sallegg; not only in terms 

of selling, but it will also have a big impact on its awareness level and 

brand recognition. 

S8, Emotional Differentiation: Tourists nowadays want to purchase a 

different package whilst traveling. This package can include a deeper 

emotional experience. Therefore the winebar can offer joint packages with 

Castel Sallegg, including wine tastings, visiting the rural area and the 

vineyards, as well as a guided tour through the cellars.  

S9, Senses: Having mentioned emotional experience, the winebar can make its 

limited size to strength, by triggering the smelling, seeing and hearing 

senses. 

5.1.2 Weaknesses 

W1, Food: An important aspect that leads to popularity is food. Unfortunately 

the winebar will not be able to have a kitchen, due to its size. Therefore 

only snacks will be available and potential consumers might be lost to 

primary or secondary competitors. 
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W2, Wine Card: A potential loss of customers might also arise due to wine 

vendors and wine tourists that are looking for one particular wine or 

tourists that would like to try wines from different wineries. 

W3, Menu: Since the menu card is rather restricted, customers might prefer 

other cafés. 

5.1.3 Opportunities 

O1, Direct Sales: Due to wine tourism, direct sales can increase. 

O2, Marketing: The winebar can increase its customer base with the help of 

Bolzano’s marketing efforts. 

O3, Export: Having mentioned before, the South Tyrolean wine export is 

increasing, which in return can lead to new customers visiting the area. 

O4, Wine tourism: Institutions, such as MTV, Consortium of Alto Adige 

wines and any other wine or tourism related company could have a huge 

positive impact on wine tourists visiting the area. 

O5, Future Trends: South Tyrol is situated in between Austria, Germany and 

Switzerland. The transport connection and infrastructure are in a good 

condition. The “Brennerbasistunnel” is under construction and it is 

foreseeable that the airport of Bolzano will enlarge and therefore it will be 

easier for tourists visiting the area. 

5.1.4 Threats 

T1, Competition: As discussed before, the competition in this area is high, 

even if not all of the cafés focus on wine. 

T2, Other regions: Since wine tourism in other areas of Italy is a lot more 

developed, guests can be lost if changes do not happen quickly enough. 

T3, Recession: Due to Italy’s current financial situation, the Italian market 

share might decrease in the future. 
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T4, Concept: Others can easily copy the concept of the winebar. 

T5, Licenses: Obtaining licenses could delay the opening of the winebar. 

When looking at the SWOT analysis it is quite obvious that the strengths and 

opportunities outweigh the weaknesses and threats. It has to be admitted 

though, that the author has a subjective view on the feasibility of the opening 

of the winebar and therefore aspects could have been overseen unintentionally. 

Summarizing the SWOT analysis, a couple of points can be analyzed more 

precisely. The first important factor is the size of the winebar. On one hand the 

winebar will suffer from losing guests to restaurants or cafés with kitchen 

(W1), but on the other hand the winebar can benefit from it (S9), by creating a 

special atmosphere, that triggers senses and establishes a more welcoming 

feeling to guests. Caused by the size, also the menu card will be rather 

restricted (W3), but in return this means that there is a lot of flexibility 

regarding the seasonality and hence, the menu card can easily be changed 

(S4). 

Another important factor is the competition (T1); it will be very tough to 

compete with all others cafés in the area. This argument will be supported 

even more by W2, which mentions the restricted wine card, resulting in 

customers purchasing wine at wine vendors. 

Last but not least, T2, notes that wine tourists might prefer visiting other areas 

in Italy, therefore O4, wine tourism organizations in South Tyrol need to start 

cooperating quickly as wine tourism is an emerging trend and they should not 

miss the opportunity to attract guests quicker than other wine producing areas 

in Italy. 
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6 Conclusion 

Conducting research for this paper was not always easy, due to the lack of 

secondary data and research conducted by other authors. There is barely any 

literature regarding wine-related tourism behavior or wine tourism in South 

Tyrol, which was a limitation to this Bachelor thesis. Articles and books were 

analyzed in three different languages, which shows the lack of information 

given. In addition to this, the author is quite biased, regarding the situation of 

Castel Sallegg and therefore not all possible outcomes might have been 

analyzed unintentionally. Apart from these limitations, the thesis was done 

straight forward, with only minor problems faced.  

Since the main focus of this thesis was put on a feasibility study about the 

opening of a winebar in the city center of Bolzano, the following three 

previously stated research questions were answered: 

1. What are the challenges that the opening of a wine bar in the city 

centre of Bolzano has to face (legally, economically and in terms of 

competitiveness)? 

2. How can the wine bar benefit from wine tourism? 

3. Which factors influence the development of the wine bar? 

When looking at the research conducted it is quite evident that only minor 

challenges are faced. Legally, only a couple of licenses and permits have to be 

applied for. From the economic perspective, the forecasts for the next years 

seem to be rather promising, since wine and apple prices are rising, export is 

increasing and tourism development seems to be facing an upwards trend too. 

Since German and Italian guests have the highest market share in South Tyrol, 

challenges could occur in context with the overall Italian economy, but so far 

it still seems to be stable.  

The biggest challenge the winebar will face would be the competition. The 

market is already quite saturated concerning cafés and restaurants as well as 

sales and distribution of wine. At this point a distinction needs to be made 
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between wine tourists and tourists. Regular tourists do not have such a high 

knowledge and interest in wine as wine tourists. Wine tourists will be traveling 

through Alto Adige, already knowing what they want, whether this means 

bringing home a good case of wine, or just trying as many new wineries as 

possible. This leads to two kinds of guests the winebar will try to attract. The 

first group are wine tourists and wine lovers, that have come across Castel 

Sallegg in previous stages. These guests are more likely to spend more money 

than regular tourists, because they are visiting the vinotheque in Caldaro or the 

winebar in Bolzano on the purpose of purchasing wine. 

The second category of guests are tourists that just by chance visit one of the 

two stores either to taste wine or because of the winerys’ good reputation, but 

even with their restricted knowledge of wine purchase cases. As mentioned in 

the SWOT analysis and opportunity due to those tourists will be last minute 

purchases. 

As seen before, the competition is high and the market is saturated. 

Nevertheless, this is a concept of a kind and people are looking for change. 

Therefore it is hoped that there will be enough customers to reach the break-

even point.  

Concluding the feasibility study, one can see that there are huge opportunities 

for the winebar, due to the emergence of wine tourism in South Tyrol. There is 

a lot of potential to attract a much broader tourist base, most importantly the 

wine tourist. The wine tourist will spend more money on average, which in 

return is not only good for the tourism industry, but for all enogastronomic 

related businesses. Wine tourists have a higher interest in further education 

about wine and wine production. Potentially the tourism industry can also try 

to even further promote wine and wine related events in order to spark interest 

in regular guests.  

For wine tourism and the customer base of the winebar to grow, tourism 

organizations and other wine related companies, such as the MTV or the 

Consortium of Alto Adige Wine have to increase their communication and 
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work together more closely. A suggestion is to follow the example of 

“wein.kaltern”, which has not only helped the sales of wine in Caldaro, but 

also tourism figures, due to its extremely famous events. Following this role 

model could mean implementing the brand “wein.südtirol”, which will not 

focus on each village as an individual, but on the whole area itself. From 

another perspective it might make a lot of sense to cooperate more closely 

with MTV, since past data reveals that revenue from wine tourism has 

increased over the past years.  

Since South Tyrol as a region has an upwards development in overnights and 

arrivals, as well as an increasing awareness as a wine region, there is a high 

feasibility for a winebar to open in the city center of Bolzano. The winebar 

will not only be an important factor for Castel Sallegg’s revenue and 

popularity level, but it can also be seen as a marketing tool for wine tourism in 

South Tyrol. 

Overall one can suggest that it is feasible for a winebar to open in the city 

center Bolzano. So far though, wine tourism would not have had an immense 

impact on the development or sales of wineries, since not enough research has 

been conducted on wine tourism. As it is an emerging trend though, some 

organizations have detected the potential that wine tourism could bring. In the 

future more research about tourists and consumer behavior will have to be 

done and the aspect of tourists travelling to the region will shift a little more 

towards wine and wine production. This is one of the biggest opportunities of 

the proposed winebar. For the good of the winebar and wine tourism 

conducting surveys with tourists, trying to increase the knowledge about 

consumer behavior, experience with wine and expectations, will be necessary. 

In total it is to say that, even without the full engagement of wine tourism 

organizations, tourism figures and sales at the moment still indicate a very 

good overall result, leading to a conclusion that as long as the economy in the 

main market share countries stays stable and the beauty and charm remains, 

wine tourism in the future will even more have a positive impact on the 

economy and tourism in South Tyrol and thereby also on the winebar.  
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