Booking, paying, reaching the
winery: 1f the experience 1is
worth 1t, the wine tourist
will do it
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Attracting wine tourists 1isn’t about location, 1it’s
about making the experience visible, desirable, and worth the
effort. This article explores why visitors are willing to
book, pay, and travel to wineries 1if the value 1is clearly
communicated and the promise of an exclusive experience 1S
fulfilled.

We’'ve seen it happen countless times: stunning wineries,
meticulously crafted wines, postcard-worthy landscapes, a warm
and professional team.. yet very few tourists. A real shame.
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Because wine hospitality is a great showcase, but it’s not a
shop window on a busy street. It’s more like a hidden boutique
among the vineyards: wonderful, but tucked away. So if we want
people to enter, we must let them know it exists, make it
visible, desirable, and especially easy to reach.

After years of activity, many wineries never reach their full
potential in terms of visitor capacity. Sometimes due to lack
of time, other times because of poor strategy or simply
because.. they don’t know where to start.

One of the most common challenges? Shifting from B2B language
— the one used with importers, distributors, agents, or large
retailers — to a language that speaks directly to the final
customer, the one asking: “What should I do this weekend?” or
“What special experience can I treat myself to on vacation?”

Tourists don’t want tech sheets. They want emotions. They want
to know if the experience will feel good, if they can bring
their kids, if the photos will turn out great, if there’s
parking. And all of this must be clearly communicated if the
goal is to sell the wine tourism experience.

The promise to make to wine tourists: the ‘effort’ to book
will be rewarded with an exclusive experience

Above all, we need to sell a promise. A real, credible promise
to those choosing to spend their time visiting a winery.

Visiting a winery in Italy isn’t as simple as in the U.S.,
where you can often just walk in and sip wine at the counter.
Here, there are more “barriers”: booking, paying, allocating
time. That’s not a bad thing — in fact, this is exactly the
added value: visitors pay to enter an exclusive world, enjoy a
breathtaking view of the vineyards, and meet a charismatic
person who brings the story of the wine to life through
captivating storytelling.

So, if we truly want to bring tourists to the winery, we must



start with something essential: the promise. The promise of
living a unique experience 1is what drives wine tourists to
overcome the barriers of booking, price, and distance.
Visitors need to feel they’re stepping into a special corner
of Italy, into an experience that'’s worth the trip.

Tasting wine can happen anywhere. But entering one of Italy’s
extraordinary wineries is something else entirely.. What are we
waiting for to start valuing this privilege?

Key points

=Wine tourism is about selling a credible promise of
exclusivity.

- Visibility and accessibility are essential to attract
winery visitors.

- Avoid B2B language: speak directly to the end consumer.

= Tourists seek emotions, not technical wine data.

- Booking barriers are overcome if the experience is worth
the effort.



