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If people drink less wine, the question is probably 
no longer how to sell bottles—but how to design 
experiences worth travelling for…



Wine tourism

Wine tourism is a form of tourism that focuses on the consumption and 
appreciation of wine, often involving experiences related to wine production, 
cultural heritage, and sensory pleasures associated with visiting wine regions. [1]

A multidimensional form of tourism experience, combining elements of 
gastronomy, culture, landscape, and interaction with natural settings. [2]

[1] https://www.sciencedirect.com/topics/social-sciences/wine-tourism; [2] Albuquerque, H., Silva Lopes, H., Ramazanova, M., Vaz de Freitas, I., Remoaldo, P., Gardner, 
G., & Robinson, D. (2023). Wine landscape and climate change: the state of art. Journal of Wine Research, 34(4), 272-
290. https://doi.org/10.1080/09571264.2023.2267014
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Wine tourism: facts 
from a recent study
Food travelers from Switzerland are 
interested in: [1]

• 80% trying wine specialties

• 75% tasting new wine

• 68% increasing their knowledge
about wine

• 63% doing wine-related 
experiences, like guided tours

Image source: https://klebergroup.com/blog/the-most-desirable-travellers-why-swiss-
tourists-are-gaining-global-popularity/

[1] Mele, E., & Balet, S. (under progress). Segmenting food tourists 
according to their motivations: a cross-cultural perspective. HES-SO 
Valais-Wallis
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37%
of food travelers from Switzerland who 
declare consuming NA beer or wine at 
least 2-4 times a month.

50% of food travelers from UK do the 
same [1].

[1] Mele, E., & Balet, S. (under progress). Segmenting food tourists 
according to their motivations: a cross-cultural perspective. HES-SO 
Valais-Wallis
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Study objectives
How Online Travel Reviews (OTR) contribute to a 
better understanding of the visitor experience in 
Lavaux, with a particular focus on the role of 
landscape:

1. Identify key themes emerging from online 
reviews of wine tourism experiences in Lavaux

2. Assess how visitors emotionally evaluate these 
experiences, with particular attention to 
landscape-related aspects
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Data collection
The empirical analysis is based on a dataset of OTRs related to wine tourism 
experiences in the Lavaux region, collected from the TripAdvisor platform 
through a web scraping process.

The data extraction focused on the most reviewed points of interest (POIs) within 
the region, including vineyards, panoramic viewpoints, and wine-related 
attractions.

Given the quantitative nature of the study, to reduce heterogeneity, restaurants 
and hotels were not included in this exploratory sample.
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Study sample
761 reviews from 2005 to 2026, to capture visitor experiences over multiple 
tourism seasons:

• Corniche Lavaux Vineyards (n = 272)

• Lavaux Vinorama (n = 212)

• Lavaux Vineyard Terraces (n = 129)

• Lavaux Express (n = 99)

• Terres de Lavaux (n = 49)
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Data cleaning
Prior to analysis, the dataset underwent 
several preprocessing steps to ensure 
data quality and consistency, including:

• Identification of country from self-
reported geographical origin of 
reviewer

• Merging of review title and main body

• Translation in English of all textual 
content
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Identifying topics
To identify the main topics present in the dataset, we adopted a sematic topic 
modelling approach with Python language.

Reviews were transformed into a numerical embedding using a pre-trained 
transformer language mode (SentenceTransformer), which captured the overall 
meaning of the text rather than relying on simple word counts.

These embeddings were then grouped into clusters of semantically similar 
reviews using BERToptic [1]

[1] Grootendorst, M. (2022). BERTopic: Neural topic modeling with a class-based TF-IDF procedure. arXiv preprint arXiv:2203.05794. 
https://maartengr.github.io/BERTopic/index.html#citation 
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Sentiment analysis of OTRs
Using Python language on the full dataset, we performed a sentiment analysis of 
the OTRs.

Sentiment was computed using the VADER (Valence Aware Dictionary 
and sEntiment Reasoner) algorithm:

• A score ranging from −1 (very negative) to +1 (very positive)

• Each review was analyzed individually

• Empty or missing texts were explicitly excluded from scoring to avoid introducing 
artificial neutrality into the results
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Origin and sentiment
Main origin of visitors: CH, followed by USA, France, Italy, UK, Germany, and Brazil.

Sentiment analysis revealed a mean of 0.79 and a median of 0.92. The minimum value 
registered was -0.905, while the maximum was 0.996:

• Negative: frustration linked to organization, staff behaviour, accessibility issues, and a 
mismatch between expectations and the actual experience

• Positive: a breathtaking UNESCO landscape; the pleasure of walking, hiking, cycling, 
combined with wine tastings featuring a wide selection of local wines, supported by 
informative films and knowledgeable staff
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Identified themes
• Sensory and gastronomic experience

• Landscape and aesthetic 
appreciation

• Cultural heritage landscape

• Mobility and modes of discovery

• Locality and sense of place

• Overall evaluation and 
recommendation framing
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Sensory and gastronomic experience
Sensory and gastronomic experience (n = 196) describes wine tasting as the central element of 
visitors’ engagement with the Lavaux region.
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Landscape and aesthetic appreciation
Landscape and aesthetic appreciation (n = 142) emphasizes the visual and emotional impact of 
the Lavaux region, particularly the combination of terraced vineyards, Lake Geneva, and the 
surrounding mountains.
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Cultural heritage landscape
Natural-cultural heritage landscape (n = 132) frames Lavaux as a landscape shaped by a long 
and continuous interaction between human activity and natural features.
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Mobility and modes of 
discovery

Mobility and modes of discovery (n = 
120) highlights the diversity of ways 
visitors access, traverse, and 
experience the Lavaux region, 
emphasizing movement as a key 
component of the overall experience
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Locality and sense of place
Locality and sense of place (n = 110) emphasizes Lavaux as a mosaic of distinct villages, paths, 
and everyday practices that collectively shape a strong feeling of local identity.
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Overall evaluation and recommendation
Overall evaluation and recommendation framing (n = 61) reveals that visitors frequently 
articulate their experiences in explicitly evaluative terms, combining praise, comparison, and 
advice directed at future visitors.
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Recommendations
Following our findings, two main recommendations from a tourism marketing 
viewpoint are proposed:

1. From text-based website results (see below) to narrative content from blogs 
and social media (e.g., Instagram), including videos and pictures showing 
farmers and visitors (social proof):

• https://www.swisswine.com/en/news/a-day-in-lavaux
• https://www.lausanne-tourisme.ch/en/the-lausanner/articles/enchanting-lavaux/
• https://www.myswitzerland.com/en-ch/destinations/lavaux-vineyard-terraces/
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Recommendations
2. Creation and (stronger) promotion of guided experiences that combine 

education with entertainment and conviviality through storytelling to go 
beyond the sole aesthetic value of the landscape.

2 1



Thanks for your attention
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