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Abstract  

 

Wintour Master taught me, beyond others things, how to quickly adapt, and react, to a 

different environment or situation. That was a great quality to have, first, finding an internship 

during this complicated period and, second, developing wine tourism activities in a time 

where tourism is almost nonexistent. But, thanks to my amazing professional supervisors, 

Sophie Guiraudon in Clos de l’Anhel and Françoise Ollier in Domaine Ollier Taillefer, I think 

I succeed in my mission to implement how I see the wine tourism of tomorrow. Indeed, I 

decided to focus my thesis on sustainable wine tourism because it is, for me, an interesting 

and important subject to mention nowadays. Facing our current environmental issues, I 

really believe in slow tourism, in any kind of way. That is what I will explain and develop in 

my thesis subject, and what I tried to implement during my internship.  
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I. Introduction 

After living and visiting several places around Europe and the world, such as Spain and 

Portugal for example, I realized that France still has a lot to improve in its wine tourism 

approach. Indeed, France is one of the leading countries in winemaking and wine business 

but in some places wine tourism is still in a “growing phase” in the Product Life Cycle 

Management theory. Of course, the offerings in terms of wine tourism in France have 

improved since the last decades and the majority of wine professionals start to see it as a 

necessity or a good way to promote their work and create customer loyalty. It is a big 

opportunity for us, the next generation, to get in charge and make France grow, in a good 

and sustainable way. I chose to talk about sustainable wine tourism because people are 

getting more and more aware and self-conscious about environmental, societal and 

economical issues. The coronavirus crisis, despite everything, has brought every individual 

to think about what is really important and I believe some of our behaviors will change and 

have already changed. Now activities such as exploring and travelling nearby, consuming 

locally, helping each other, or developing outdoor activities have become common. With 

regard to tourism, people have developed a desire to travel with more authentic, personal 

and original experiences, escaping from the crowd. There is a lot of space for sustainable 

practice in the post covid-19 tourism.  

 

During this final internship, I was lucky to be part of two different setups : Clos de l’Anhel, 

with inexistant wine tourism activities but with the desire to develop this part and Domaine 

Ollier Taillefer, already operational and innovative concerning their wine tourism activities 

all year long. Both share the same values and beliefs regarding organic and sustainable 

matters but they do not work in the same way or have the same organization. I had to adapt 

to their different needs and wishes to be efficient in my given missions.  

A. Objectives  

My objectives for this internship were to :  

● adapt to the desire of my professional supervisors by creating a wine tourism offer 

which reflect their personality, winery and beliefs, 

● create wine tourism activities alongside consumers needs, 

● incorporate the covid-19 experience and promote a new way of travelling, 

● implement experiences in consistency with my ideas and values, 

● learn and understand about sustainable and slow tourism and be able to raise 

awareness and promote this topic. 
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II. Presentation of the two wineries 

A. Presentation and datas of Languedoc region  

1. General informations  

 

Located in the South of France, the Languedoc wine region's primary territory runs across 

three french sub-regions : Aude, Gard and Hérault, and then to the Pyrénées-Orientales, 

where it meets the Roussillon (annex 1). With its 236 000 hectares of vines, the Languedoc 

is known as one of the biggest wine producing regions in France and the world. The region 

enjoys a Mediterranean climate for the most part, with hot summers, mild springs, autumns, 

and winters. There are, however, different microclimates across the area, which explain the 

diversity of the wines. The region's ability to sustain a high level of organic production is 

aided by the region's climate and strong winds, which help prevent disease by providing 

natural protection to the vineyards. The Languedoc produces 36% of all organic French 

wine, making it the region with the largest number of organic producers in the country. 

Overall, the region receives minimal rain, and certain locations receive the least quantity of 

rain in France. The Languedoc, on the other hand, contains water reserves in most of its 

calcareous soils. Clay and limestone are the most prevalent soil types, however schist, 

shale, granite, pebbles, and sandstone are also found in some regions. 

 

Languedoc wines are undergoing an exciting revival. The region has become one of the 

most vibrant in the country, having rebuilt itself in recent decades by moving its production 

focus to exceptionally high-quality wines. New generations of winemakers have revitalized 

the region's appellations by combining time-honored traditions with cutting-edge techniques, 

and their innovative vineyard and vinification practices have resulted in a diverse range of 

terroir-driven wines. Their efforts have resulted in the Languedoc AOC (Appelation d’Origine 

Controlée) label becoming one of France's fastest-growing categories. The region produces 

red, white, rosé, sweet and sparkling wine within 23 different appellations. There are 10 

AOC sub-regions : Limoux, Cabardès, Corbières, Malepère, Picpoul de Pinet, Pic Saint-

Loup, Minervois, Saint-Chinian, Terrasses du Larzac and Clairette du Languedoc; 5 villages 

have their own AOC : Corbières Boutenac, Faugères, La Clape, Fitou and Minervois la 

Livinière. The region also counts 4 sweet wines and 3 sparkling wines AOC. Alongside the 

AOC system, there are 11 regional and 3 sub-regional designations. Although IGP 

(Indication Géographique Protégée) wines still account for the majority of Languedoc output. 

The Languedoc counts 19 IGP Sud de France denominations. 

 

The AOC wines of Languedoc are mostly red blends created from Grenache, Syrah, 

Carignan, Mourvèdre, and Cinsault grapes. Their flavor profile is characterized by red fruit 

and spices, and they are frequently connected with a regional herb mixture known as 

“garrigue”. Red wines account for 60% of the Languedoc's overall output. White wines 

account for 20% of the total, while rosé wines account for 19%. Still wines account for 

roughly 93% of the wines produced in the region, with sparkling wines accounting for 5% 

and sweet Muscat-based “vins doux naturels” accounting for 2%. 
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Languedoc has become a new frontier for French wine in many ways as a result of its 

modernization. It does not only offer a wide choice of wine styles, but it also provides great 

quality at reasonable costs. Consumers are looking for new “discoveries” in Languedoc 

wines. These are cutting-edge wines that combine the finest of conventional winemaking 

techniques with new technology and concepts. The region is also changing as a result of 

the increasing number of young people and foreigners purchasing local land and joining the 

Languedoc winemaking community. All these innovations and renewed success can  also 

be felt in their wine tourism activities. Languedoc-Roussillon now hosts over 600,000 wine 

visitors each year, making it the fourth most popular wine tourism destination after Bordeaux, 

Alsace, and Champagne. Sun, stunning and varied landscapes, wonderful food and history 

is making Languedoc a go-to for tourists.  

2. SWOT Analysis  

 

STRENGTHS 
● Region more and more dynamic  
● A dynamic and innovative 

generation winemakers  
● Diversity of wines, terroir and 

gastronomy 
● Good conditions for organic and 

biodynamic farming   
● Languedoc produces 36% of 

organic french wines  
● CIVL is implementing really good 

communication, adapted to the 
target consumer 

● Creation of sustainable practices 
and initiatives in the region  

● Strong local bond, pride and mutual 
aid  

● The Languedoc region respects its 
preserved biodiversity with different 
sustainable initiatives 

WEAKNESSES 
● Despite the efforts made, the 

Languedoc region is still lacking 
recognition and renown 

● Languedoc  production strategies 
from the past (quantity over quality)  

 

OPPORTUNITY 
● The fact of travelling slowly, in a 

sustainable and eco-friendly way is 
growing inside French people’s 
mentalities  

● Wine tourism and agritourism is 
getting bigger and bigger in France 

● Tourists are looking for authentic, 
personalized and local experiences  

THREATS 
● Lack of accessible informations and 

education on sustainable wine 
tourism in France 
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B. The Vinifilles association 

It is really important for me to mention the Vinifilles association. Indeed, the Clos de l’Anhel 

and Domaine Ollier Taillefer are two active members of this group of “women of wines” 

group. Vinifilles is an association which gathers female winemakers from all over the 

Occitanie. There are 21 owners or winemakers in almost each AOC of the area, all of them 

in organic production. You can find different sizes of vineyard, different structures and 

organisation but they share the same mission : moving forward ! On top of that, they 

obviously share goals and values such as sharing their knowledge and helping each other, 

preserving the terroir, landscapes and biodiversity, transmitting the wine culture and its 

conviviality and gastronomy to men and women from everywhere. To promote this, they 

create every year a fair for wine professionals and private individuals where they present 

their wineries, wines and philosophy. They also work together as a team and offer wine 

bulking to their clients such as restaurants, wine shops to facilitate the transportation and 

reduce fees. They have also created gift cases with their different wines. 

C. Presentation of Clos de l’Anhel 

Clos de l’Anhel was created from scratch in 2000 by Sophie Guiraudon, an ex-oenologist 

from the Languedoc region, she likes to say that she is a “winemaker from 0 generation”. 

The winery is located in a small village in the Corbières area, in Aude sub-region : Montlaur, 

between the city of Carcassonne and Narbonne. Sophie takes care of 12 hectares of 

vineyard in organic production. She shares her time between the cellar, the vineyard and 

the office. Her goal is to make elegant and fine wines to represent the best of the region : 

the Corbières. This region is the first appellation of the Languedoc in volume with 

approximately 37 hl/ha and around 1300 winemakers. The climate is beneficial for growing 

wines thanks to the Mediterranean climate, hot, dry and sunny weather, added to the 

prevalent North-West wind which helps to reduce treatments in the vineyard. Lack of rain 

could become a problem in the future. 

 

Sophie produces wines in the AOC Corbières or Vin de France, mostly red (annex 2). Her 

vines are in Lagrasse terroir, 15 min from the cellar, at around 200m altitude with a gravelly 

or silty limestone clay soil. Her first wine range is denominated in Vin de France with a rosé 

“Rosali”, mostly Syrah with a bit of Alicante, a white wine “Page Blanche” made from 

Grenache Blanc and Gris and a red “Les Autres”, 50% Carignan and 50% Grenache. She 

also produces 3 different wines within the AOC Corbières : “Lolo de l’Anhel” with Carignan, 

Grenache, Syrah and Mourvèdre, “Les Terrassettes”, with the old Carignan variety, blended 

with Surah, Grenache and Mourvèdre and “Les Dimanches” mostly from a 100 years old 

Carignan. None of her wines are aged in barrels, but in resin tanks. Sophie has also 

developed a higher range in Vin de France, called “EnVIE” in single grapes varieties which 

can change every year depending on the quality of the harvest. Carignan is the most planted 

and used grapes in Corbières, that counts in Clos de l’Anhel too.  

 

Biodiversity is a really important topic for Sophie. Indeed, her ultimate purpose is to have a 

vineyard full of life, plants and trees. Being in organic production since the beginning was 
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more than a choice, it was obvious and logical. Sophie is committed to her beliefs, to her 

terroir… that is what makes her wines amazing, reflecting her personality. With regard to 

wine tourism, she had not had anything planned due to lack of time. However, she had ideas 

and wanted to develop this aspect, firstly to create a direct link and relationship with her 

consumers and, second, to bring people to her village, in her vineyard, to take a look at her 

work and understand the concept of active biodiversity or her cellar work. Regarding digital 

strategies, Sophie is still a little bit behind her time. She doesn’t really use social media but 

she has a clear and modern website, with videos and an online shop.  

D. Presentation of Domaine Ollier Taillefer  

Ollier Taillefer has existed since 1977, that is the date Nicole Ollier and Alain Taillefer sold 

their first bottle of wine. Years later, the winery is still family owned thanks to Françoise and 

Luc, the children, who gladly took over, one runs the business side of the company and the 

other the vineyard and cellar works. In September 2020, Florent joined the team, as the 6th 

generation. The estate is located in Faugères, in the Hérault sub-region, 30 min from 

Béziers. Faugères is a well-known and reputed wine region, mostly due to its soil which is 

rich in Schiste. The entire area possesses the same terroir. This creates unity and 

integration between the winemakers of the region. Schiste soil is a big factor in the Faugères 

wine quality. Indeed, it keeps the heat during summer and the rain during winter/spring. The 

wines come out mineral and fresh. Around 50% of the winemakers are organic in the AOC 

Faugères, the goal being to have an all-organic wine region in the future.  

 

With 36 hectares in organic production, Domaine Ollier Taillefer produces wines from the 

main grape varieties of the region : Syrah, Carignan, Grenache and Mourvèdre for the red 

and rosé and Vermentino and Roussanne for the white wines. They offer 7 different wines 

and 1 spirit made from wine “Fine Faugères”. First, we find the “Collines” range in rosé and 

red, both fruity and easy drinking wines. Following this, you have the middle range, the most 

representative of the region “Grande Réserve” in red and “Allegro” in white. To finish, they 

have a small production of two red wines, aged in oak for 12 and 16 months : “Castel 

Fossibus” and “Le Rêve de Noé”. They make fine and balanced wines which express a lot 

of their lively personalities (annex 3).  

 

They completely rebuilt the winery a few years ago to make it more environmentally friendly 

and sustainable. The cellar is now semi-buried, equipped with a green roof and a water 

recovery system. They have a brand new shop to receive clients and groups and organize 

wine tourism activities. Nicole and Alain were pioneers in the region by leading and 

promoting some wine tourism activities, such as visits to the vineyard and wine tasting. Now, 

Françoise took over and created several experiences around their wines, history and 

philosophy. She is also active on social media and possesses a clear website. The wine 

tourism part on the website is still in development.   
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III. Definition, explanation and analysis of sustainable wine tourism 

A. What is the meaning of sustainable tourism? 

1. Definition  

Sustainable tourism practices started because of Over Tourism or Mass Tourism, which 

means that there are too many tourists in one area. Mass tourism can have several 

disadvantages such as : damage and/or non respect of biodiversity, local culture, people 

and environment. Nowadays, the awareness of our impact on the world is growing, as 

human beings in general, but also as tourists.  

 

Sustainable tourism, defined as tourism that strikes an appropriate balance between 

environmental, economic, and socio-cultural components of development, is critical to 

biodiversity conservation. It makes an effort to have the least possible influence on the 

environment and local culture so that it will be preserved for future generations, while also 

contributing to the current generation by bringing into the community both money and 

employment, but also the preservation of local resources. Sustainable tourism increases 

tourism's positive contribution to biodiversity protection and achieves fulfillment of common 

development goals between local actors.  Sustainable tourism is known under five different 

names :  

• “Responsible Tourism”, synonym of sustainable, applies to all the tourism sector and 

participates in the development of local territories and populations.  

• “Ecotourism”, more specializes in a trips into nature which contribute to its 

preservation 

• “Solidarity Tourism”, valorizes humans beings by meeting and sharing among each 

others  

• “Ethical tourism”, aims for travellers to meet the reality of the country where you are 

going  

• “Slow Tourism”, inspired by the “slow food” label, it involves taking time to discover 

a destination  

 

This kind of tourism will still need to meet the needs of tourists while protecting, enhancing 

and raising awareness. Important benefits for the local community are coming along, and 

tourists have the chance to live more authentic and personal experiences. It leads to 

exploring your surroundings, instead of going far away, which contributes to limiting global 

warming, protecting biodiversity, valorizing short circuits and the local savoir-faire. 

Sustainable tourism should make the best possible use of environmental resources, which 

is a critical component of tourism development. In addition, it also should respect social, 

economical and cultural aspects of local communities. 
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2. Sustainable tourism in Europe and examples 

The European Commission supports EU Countries in their sustainable tourism transition 

since 2007 by encouraging and raising visibility of non-traditional and emerging sustainable 

destinations. To do so, they created the award of European Destination of Excellence 

(EDEN) to reward and promote those practices. Changes in the tourism industry are driven 

by the EU Green Deal. Their goal is to achieve climate neutrality in Europe by 2050 and 

focus on circular economies. Their plan includes a selection of destinations, how they 

operate and are managed. EDEN will help to show the best achievement done in this area, 

to inspire other destinations and people, to promote destinations’ ideas and to establish 

cooperation and partnership between participants to exchange their best practices. Only 

Destinations in EU Countries with 25 000 to 100 000 inhabitants are eligible to apply but 

there are many other initiatives which are taking place for different targets.  

 

I wanted to highlight two sustainable tourism experiences and destinations as examples for 

this research :  

 

• Burren Food Trail in Ireland won the 2015 EDEN award in Tourism and Local 

Gastronomy. This national park is known as an Eco-Tourism land. They created the 

trail because they are simply passionate about their food, how it is produced and how 

people enjoy it. Their aim is to show their tourists the journey of their local food from the 

field to the plate. This walk will take you to the farm, where you will be received by the 

farmer who will have the possibility to explain their work and the process, to featured 

restaurants which offer a special Burren food menu, only made with their local and 

regional products. This project was created to celebrate, promote and give 

acknowledgment to every local aspect, to the people, from the food to the landscapes.  

 

• Slovenia, as a destination, was the world's most sustainable country in 2016. The 

environment and climate, culture and authenticity, nature and biodiversity, and others 

all received great marks. This enclave of mountains, lakes, thermal springs, and the 

sea has long embraced a “green, active, and healthy” way of life. Ljubljana, Slovenia's 

capital, has been awarded Europe's Greenest Capital. Ljubljana boasts of being the 

first European city to achieve zero waste status. It also features natural gas-powered 

city buses, an urban electric railway, and indigenous forests covering 46 percent of the 

municipality's land. Slovenia has established the Green Scheme for Slovenian Tourism 

as a world leader in eco-tourism and healthy tourism. There are 23 sites, 14 places to 

stay, and three parks to visit. 

3. Sustainable tourism analysis in France  

In 2000, there were 700 million people traveling in the world. In 20 years, this number has 

doubled. Tourism represents 8% of the emissions of greenhouse gas. Mass tourism is 

starting to reach its limit. France is known as one of the first touristic destinations in the 

world. French citizens contribute also to worldwide tourism, but are they becoming, or at 

least, willing to be more sustainable in planning their trips?  
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I based my analysis on the publications of the Slow Tourism Lab studies which gets its 

source from different researches. It shows that French people are now more aware of a slow 

way to travel : 84% in 2017 instead of 69% in 2009 had heard about sustainable tourism, 

without really knowing the exact definition, but keeping in mind it has something to do with 

the environment and biodiversity respect and preservation. (Étude Harris Interactive “Le 

Français et le Tourisme Responsable”). 70% wish to travel sustainably and 90% say they 

are  paying close attention to local culture and environment during their holidays (Étude 

Casden Mag “Le tourisme durable : les chiffres clés en France”). Millennials, compared to 

Baby Boomers, are willing to pay a bit more to go to an ecological destination in 2017, but 

still 71% of french tourists find the sustainable tourism offer too expensive (Étude Tns-sofres 

et Consoglobe).  

 

From a marketing and communication point of view, in general, 64% of the French find it 

difficult to get clear information on sustainable tourism and 78% think they are misinformed. 

Paradoxically,  74% think it represents the future of tourism (Étude ConsoGlobe et Harris 

Interactive). To fight against this lack of information, associations and labels were created. 

“Acteurs du Tourisme Durable” (ADT) is the first B to B network to engage the tourism sector 

to become more sustainable. They count 120 members. “Agir pour un Tourisme 

Responsable” (ATR), created in 2004, has 32 members, 14 certify with a label and regroup 

tour operators willing to improve their impact on the planet and its inhabitants. ADN 

Tourisme, Atout France, ATD, Banque des territoires, Fédération Nationale de l'Hôtellerie 

de Plein Air (FNHPA) and Teragir, are currently leading until June 20th an online Citizen 

Consulting (Consultation Citoyenne). It is a way to make the community interact on this 

subject, asking for their propositions, opinions and ideas. It will also help raise people’s 

awareness on this topic and fight against the lack of information.  

 

On the professional side, the market share of French tourists travelling in a sustainable way 

is only 1% but has increased by 20% every year since 2017. 91% of tourism professionals 

consider implementing green and sustainable initiatives. 17% of the accommodation service 

enroll in the respect of the environment, especially with the development of rural tourism 

which represented in 2016 1/3 of booked nights in France. Numbers of accommodation for 

tourists in the countryside multiplied by 37 between 2012 and 2017 (Chiffre TourMag).  

 

In Occitanie, the region where my internship takes place, they launched “Les Fabuleux 

Voyages” : a tourism platform accessible on the region's official website where they list and 

promote activities, experiences and trips slow and sustainable trips.  

 

There are obviously limitations to the results of this research. It is still too theoretical and not 

practical enough. People are only starting to be aware of a new way of travelling, it will take 

time for them to actually improve their habits. The crisis of covid-19 forced tourists to travel 

inland, discover what is closer to their home, focus on the local and go back to nature. 

Despite all the negative aspects, this crisis has helped people to realize sustainable tourism 

is possible.  
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B. Why opting for a sustainable or slow wine tourism approach ?  

1. Definition, stakes and goals  

Nowadays, wine tourism offers experiences and propositions which frequently go beyond a 

wine's functional features, with the aim to propose more added value, by connecting legacy, 

culture, land, people, gastronomy, conviviality, intelligent production process, affiliation, and 

contribution to the local society.  

 

Wine consumers and producers throughout the world are becoming increasingly aware of 

the effects of climate change on wine production. Flavor shifts, water shortages, and rising 

temperatures are just a few of the issues to be concerned about. These difficulties have 

brought winemakers to reconsider old practices and experiment with new agricultural 

methods. Winemakers nowadays understand the importance of having more 

comprehensive sustainability practices, in addition to being organic, including wine tourism. 

Sustainable wine tours focus on all that happens around wine and how it ties to nature and 

people.  

 

UNWTO, the World Tourism Organization is the United Nations agency responsible for the 

promotion of responsible, sustainable and universally accessible tourism. During the Wine 

Tourism Conference in the Republic of Moldova, in 2018, members discussed that wine 

tourism should be included in national tourism and rural development policies. They called 

for more research in this matter, to have a better understanding of wine tourism in terms of 

supply and demand and how to implement more sustainable ways of working in the future.  

 

Opting for a sustainable wine tourism is a benefit for the destination, its professional and its 

tourists. Indeed, wine tourists demand more and more authentic and personalized 

experiences, with the aim to first, get to know the product but more importantly its story, 

nature and the people behind the bottle of wine. It is a token of quality for wine professionals 

and it should positively affect their desire to become more and more sustainable in their 

propositions. The destination itself, by implementing and promoting sustainable wine 

tourism experiences, favors its inhabitants and its environment.    

2. Benchmark : some examples  

Barcelona Slow and Cheerful Wine Tourism, a specialized tourism agency in Spain, 

works only with organic wineries which are committed for their environment and 

sustainability. The motto of the agency is to encourage initiatives and promote 

environmental and cultural protection, as well as economic prosperity in the area. They are 

going slow and presenting Slow We Go. Their engagements are to protect the ecosystem, 

to preserve historical and cultural heritage, to work with certified organic wineries, to have 

small groups only, to connect tourists with the local community, to use slow food products, 

to share the culture, and to promote tolerance and diversity. Here, some tour ideas they 

have created : “Hiking through a Mediterranean landscape to taste the wine culture”, “The 

flavours of artisan cheese and prestigious wines of Penedes” or “E-Biking among a sea of 

vineyards in the Penedes wine region”, and more… 
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Chateau Feely, in AOC Saussignac, in Bergerac, is known as one of the most sustainable 

wineries in the region, and they know how to share it. Indeed, the dynamic and creative Caro 

Feely is a master in wine tourism activities. Thanks to their biodynamic wines, a wide range 

of wine tours, their ecological accommodations and some yoga classes, they promote a 

360° sustainable wine tourism experience. One of their tours is an “Organic and Biodynamic 

Trail”, which is both physical and digital thanks to QR code to help you understand organic 

and biodynamic farming and winemaking. At the end of the trail, guests can taste the wines 

and ask for an organic cheese platter in addition. The three guest houses are built in an eco-

friendly way : built with organic paint, natural insulation and low power heating solutions, 

water saving systems, natural temperature management, etc… Every meal is prepared with 

local and organic products.  

 

In the same style, the Domaine Saint Jean de l’Arbousier, in Castries, 10 km away from 

Montpellier, has been an organic winery since 2013. The respect of nature is their priority. 

To receive their guests, and keeping their values in mind, they built unusual cabins in the 

trees. These cabanes are totally respectful of the environment and integrate the trees 

perfectly : no nails or screws had to be put, the trees, which have not been submitted to any 

transformations. In addition to that, the winegrowers are diversifying their action t with the 

beekeeping or recycled wooden wine boxes as a birdhouses.   

 

3. Limitations 

There are obviously some limitations that need to be highlighted. Thanks to previous studies, 

we are able to know that most of the population seems to care about sustainability and their 

impact on earth. Paradoxically, they do not have a clear meaning and definition of what 

sustainable tourism and wine tourism is. People are becoming aware of the issues but not 

currently applying the sustainable tourism theories sufficiently. There is still a lack of 

information on this matter.  

Nowadays, almost nobody can live a 100% sustainable life. As a tourist, to be completely 

sustainable, you need to avoid planes, travel closer to your home, eat only locally, use bikes 

instead of cars, and so on… But even if our society is full of paradoxes, it is really important 

to start and encourage such initiatives to fight for the preservation of our planet. 
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IV. Creation, implementation and development of sustainable wine 
tourism  

A. Creation and implementation in Clos de l’Anhel 

1. Sophie’s engagement, goals and beliefs  

Sophie Guiraudon, owner and winemaker of Clos de l’Anhel, is really committed to organic, 

sustainable and environmentally friendly wine production. She created the winery in 2000 

and directly worked the vineyard in organic farming. Biodiversity is also an important topic. 

Surrounded by the incredible and protected wildlife of the Corbières, her vineyard coexists 

with flowers, trees and animals. She planted around 200 trees since she started, around the 

old sheepfold of her land, which she renovated, in the middle of the vineyard. Alone in the 

winery, she is sharing her time between vineyard and business work. Due to lack of time, 

she did not really develop wine tourism in Clos de l’Anhel, despite her desire to create 

stronger relationships with individual clients. She only opens her doors on appointment and 

can organize tastings in her cellar or in the vineyard, in the renovated sheepfold. From 

Sophie's point of view, implementing sustainable wine tourism was an evident fact for her 

to, first, show her organic work in the vineyard or the cellar, to show her passion, share her 

story but also to create synergy and visibility for her region. She believes in collectivity and 

her motto is “stronger together”. After taking everything into accounts, we were able to 

launch new wine tourism experiences linked with Sophie’s values, goals and beliefs.  

2. Wine tourism in the area  

Corbières is one of the biggest regions of Languedoc, with a lot of diversity. Diversity in wine 

tourism offers is also important, depending on the size of the company and ideology of the 

owners and winemakers. Proportionally, around Clos de l’Anhel, there are mostly small 

producers with no big development or initiatives in wine tourism side. In Montlaur, the 

offering is still quite poor.  

3. Setting up and creation of Clos de l’Anhel wine tourism offerings 

a) Wine & Horse, the beginning of a sustainable collaboration  

(1) Partners’ presentation  

In the small town of Montlaur, 1 kilometer away from Sophie's winery, the “Ferme Equestre 

du Plo” is located between mountains and garrigue. Owned by Alizée Niermans, a young 

and dynamic equestrian guide and nature enthusiast, the Ferme du Plo does not only offer 

simple horseback riding but real adventure trails through the Corbières and Pays Cathare. 

Thanks to her horses, she is able to accompany her guests through the region, from a one 

hour ride to a 4 day journey to the beach. Her purpose is to develop Equestrian Tourism, to 

explore, at the slow pace of horses, the region, culture and nature. She organizes complete 

and authentic tours, asking for other tourism actors’ collaboration such as restaurants, 

accommodations or wineries.  
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In front of the winery, the only restaurant of Montlaur is being renovated. Aurélien, a young 

man from the region, is in charge. As a wine enthusiast, his goal is to create a wine bar and 

restaurant, using only local food made by local producers. “Vin de Dagne” - as the 

restaurant is named, is going to open at the end of June. We decided to include him in our 

project to provide a gourmet lunch for our guest, to eat in the vineyard during the break.  

 

L’Hostellerie des Corbières, owned by Alexandra and Julien, is a hotel with a restaurant 

in the heart of the town of Lagrasse. They work with Alizée on other tours and agreed to be 

our partner on this activity too. They offer traditional meals made with local food : a good 

taste of the terroir.  

(2) Description of the project  

A year ago, Alizée, from “La Ferme du Plo” was already interested in offering a wine tourism 

experience. Sophie, due to her busy schedule, did not have much time to dedicate to the 

project. With my arrival, I was able to take over, create, adapt and turn the idea into a real 

adventure.  

 

After our first meeting, we agreed on the purpose of the project : to offer authentic, original 

and sustainable wine tours by horseback riding tracks. The goal is to deeply explore and 

discover the landscapes, vineyards and wines of Clos de l’Anhel, thanks to the traditional 

way of transportation : horses. We decided to create three different kind of experiences :  

 

• Half a day (annex 4) : 1.30 or 2 hours ride to the cellar of Clos de l’Anhel in Montlaur, 

in the village. A visit and tasting will be offered by Sophie in her cellar. The guests will 

have the possibility to have either lunch or dinner in Vin de Dagne. The price is 45€ 

(without meal) : 35€ for Alizée, 10€ for Sophie.  

 

• A day (annex 5) : One full day riding horses between mountains, rivers and vineyards 

to reach the sheepfold of Clos de l’Anhel for a beautiful and gourmet lunch made by Vin 

de Dagne. After lunch, guests will have the chance to walk through the vineyard with 

Sophie, before riding again to the amazing village of Lagrasse. The price is 80€, 

everything included : 55€ for Alizée, 10€ for Sophie, 15€ for Aurélien.  

 

• Two days (annex 6) : A real adventure to get to know many aspect of the area. The 

program of the first day is the same as the one day formula. Night, dinner and breakfast 

will be taken care of by l’Hostellerie des Corbières, accommodation and restaurant in 

Lagrasse. The second day will bring the guest back to Montlaur for a cellar tour with 

Sophie. The price is 240€, all inclusive : addition of 80€ (One day) and 45€ (Half a Day) 

and 80€ for accommodation, dinner and breakfast.  

 

Those tours are conceived for maximum 7 participants. Payments are taken care of by 

Alizée and Sophie will invoice her services. The reservation for the “One day” and “Two 

days” formula have to be done at least one week in advance. They will have more flexibility 

for the “Half a Day” formula regarding late booking. Our target is wine tourists who want 
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more than just a cellar visit and tasting, who want an original experience leading to discovery 

of the region, who like to take it slow and who are aware on their environmental impact.  

(3) Sustainability  

This project is centered on initiatives of sustainable wine tourism and totally fits Sophie’s 

ideas and beliefs. Indeed, it involves taking time to discover the place, slowly, with respect 

for the environment and biodiversity. Tourists will have the chance to get to know the winery, 

the winemaker, the wines and the vineyard at the slow pace of horses. Moreover, thanks to 

these activities, they will have a good overview of the local culture, by discovering local 

producers and just by talking to Alizée, Sophie or Aurélien, who have a lot of stories to tell.  

 

From an economical point of view, we discussed all together how to offer an attractive price 

for the client, without sacrificing the income for each partner. Regarding Sophie’s income, it 

is not so expensive but the aim is to encourage our guests to buy some wine at the end.  

 

One of the biggest sustainable initiatives here concerns the cooperation and synergy 

between tourism actors on this project. They decided to help and support each other with 

the aim to make their region, heritage and savoir-faire known, always by keeping in mind 

the respect of nature.  

 

Horses as a transportation are putting this wine tourism experience in one of the most 

ecologically friendly activities with no greenhouse gas emission at all. Plus, it is fun, 

authentic and original. 

 

Working with small groups initiates a better and healthier relationship between the local 

community and the receiver and the tourists. It facilitates cooperation.  

(4) Communication and promotion  

Having good quality, coherent and efficient communication is essential when planning an 

event or creating experiences. After the creation of media, for social media or professional 

communication, we built a communication plan. My first task was to take a census of the 

tourism actors of the region who could promote the project. After listing them, I got in touch 

and sent them a complete description of our offer of experiences (annex 7). The list is 

comprised of the following group :  

 

− Grand Carcassonne Tourisme (annex 8),  

− Aude Tourisme,  

− Office de Tourisme de Lagrasse, 

− Conseil Interprofessionnel des Vins du Languedoc (CIVL) via Les Saisons du 

Languedoc.   

 

They were all reactive and inserted the project on their communication strategy : website, 

press and social media (annex 9).   
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Bed & Breakfast and vacation rental houses represent another really intersting opportunity 

for this project.  Indeed, the owners like to give the best advice and recommendations to 

their guests for them to enjoy the region at its maximum. Knowing that, I created a list  

(annex 10) of every actor in the area to send our activities information by email. I used 

SendInBlue (annex 11) as an efficient mailing app. I have sent, thanks to this same app 

also, a mailing to Sophie’s portfolio of clients.  

 

I can proudly say our experiences have been highlighted in different press magazines such 

as Terres de Vins (annex 12), thanks to our partnership with Aude Tourisme and ELLE 

magazine (annex 13) who dedicated an article to original wine tourism experiences in the 

Languedoc region.  

b) Opening Clos de l’Anhel doors  

So far, Sophie, by being alone, could not open her cellar doors at fixed hours for visits and 

wine tasting. Until now she has only worked by appointment. By balancing her time between 

the vineyard and the office, we had to come up with an efficient organization for her to start 

with wine tourism in the cellar. We realized it was interesting for her to, at least, find some 

extra time at least in the summer when the village, and region, welcome more tourists and 

visitors. Based on that, we decided to open the doors of the Clos de l’Anhel to the public 

every Wednesday from June 15th to August 15th, in an afterwork model, from 5pm to 9pm. 

She will offer tasting inside the cellar and on the tiny terrace behind with some food from the 

local market. People will be able to move around, visit, ask questions while drinking a glass 

of wine with Sophie. On top of those dates, she decided to open all year around, when she 

is available, on Tuesday, during the local food market in the village. Thanks to her central 

location in the village, the winery is easily seen.  

Regarding communication, first we invited some friends of hers one night to try it and take 

pictures (annex 14). Just with the fact of opening the doors, unexpected people entered to 

visit and taste, and even bought boxes of wine. Thanks to the picture, I was able to create 

a flyer (annex 15) for the promotion. I have sent it to a local tourism agency and put it online, 

on different websites and added pictures and videos on our social media.  

It sounds simple but it was a big step for Sophie and a challenge for me. Indeed, I had to 

adapt to her busy calendar to propose a good and easy way to reach her direct consumers, 

to connect with them.  

c) “De chez en chai” in Montlaur  

The event “De Chez en Chai” originally came from Sophie’s desire to make Montlaur more 

attractive and visible. She is used to cooperating, collaborating and creating synergy thanks 

to the Vinifilles association where sharing is a number one rule. After discussing together, 

we arrived with the idea to create an event putting into lights all the winemakers of Montlaur.  

The wineries in the village are mostly around the same size as Sophie’s, with the same 

structure, meaning no fixed office or shop hours. The objective is to open simultaneously all 

the cellars’ doors to offer visits, tasting and activities all day long. We wanted to include 

Aurélien, owner of the restaurant Vin de Dagne in the village by preparing a picnic for people 

to eat in the winery they choose, either in the cellar or the vineyard.  
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The first step was to reunite everyone to discuss it, measure the interest, check the feasibility 

and availability. The first meeting was a success : every winemaker who was present for the 

meeting liked the idea and shared Sophie’s belief. The second meeting was about finding a 

date, a name, a price and dealing with the concept in depth. I took notes during every 

meeting to have a follow-up to send on the next day to all the members and keep track 

(annex 16).  

At the last meeting, the concept was approved, price was set at 20€ per person, the ticket 

including visit and tasting in the nine wineries. For 35€ a meal is included, and the date of 

the first edition was chosen. I also took group and individual pictures (annex 17). They 

decided to book October 17th, to celebrate the end of harvest, and to give the sanitary 

situation, due to Covid 19, time to calm down.  

B. Development and promotion in Domaine Ollier Taillefer  

1. Their sustainable commitment  

In 2001, aware that their schiste terroir is fragile, Françoise and Luc Ollier decided to start 

working in sustainable farming (agriculture raisonnée). 8 years later, they began the process 

to convert the winery to organic farming. In 2012, the entire production was certified organic. 

To go further, the same year, a brand new cellar and wine shop were created (annex 18). 

The conception of the cellar was studied to be more sustainable. Indeed, it was built semi-

buried, equipped with a green roof and Canadian wells to be naturally air-conditioned. The 

choice of a semi-buried cellar was also decided because it just fit into their terroir and 

environment. The building is made from “Pierre du Gard”, with a 20% porosity. They also 

plan to have 2 floors to work by gravity. In replacement of the old wine cellar, they took the 

place for their new wine shop. They now have a shop and tasting room to receive their 

clients and host their wine tourism events. Everything was thought to have a better and more 

sustainable impact.  

2. Their current wine tourism offerings  

Domaine Ollier Taillefer was a precursor in wine tourism activities. In Alain and Nicole's time, 

they already sold wines in bottles and received people in the cellar for tasting. Nowadays, 

thanks to Françoise’s energy and creativity, the winery is one of the wine tourism leaders of 

their region.  

 

The wine shop, located at the entrance of the village is open Monday to Saturday from 11am 

to 6pm. Wine tastings are available in those hours for free and cellar and vineyard visits 

need to be booked in advance. The shop has the capacity to receive big groups thanks to 

its two floors. The second floor is a room dedicated to wine tourism activities, equipped with 

tables and chairs, a kitchen and a terrace. Agnès runs the shop and does the administrative 

work alongside Françoise all year long. She also helps to take care of wine tourism activities.  

 

In association with a local chef, Françoise loves to organize gastronomic lunches paired with 

the wines : “Le Déjeuner des Papilles”. Each wine is associated with a special dish to get 

the best expression of both wine and food. She usually receives more than 30 persons in 
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the shop, in the room upstairs decorated with taste and fineness. The chef cooks in the 

kitchen next door, and everyone is having a great day. Due to covid-19 pandemic, this 

activity obviously has had to stop but normally, this type of event is planned several times a 

year.  

 

The main event of the winery is the “Journée Cave Ouverte” during summertime. The first 

edition happened years and years ago, when Françoise and Luc took over. Almost 25 years 

later, this day is still the “rendez-vous” not to be missed. Indeed, from 10am to 6pm, a lot of 

different activities are offered : a vineyard tour with the team, concerts, tasting of every wine 

- current vintages and vertical tasting, visit to the cellar, outdoor wine bar, food truck and a 

local food market. The aim is to share their conviviality, hedonism and savoir-faire with their 

clients. It demands a lot of logistics, people and organization but with years of experience, 

Françoise runs it pretty smoothly. They usually receive 500 people during the day and set a 

maximum capacity for lunch at 200 guests. In 2020, the event had to be cancelled, but in 

2021, with some restrictions, it should happen on July 25th. I helped with this year's 

organization, especially with communication : creating content such as flyers, invitations 

(annex 19), posts,  handling press relations : radio and local journal...  

 

In September, during harvest is organised the “Balade Vigneronne des Vendanges”. As a 

group of 15 to 20 people, equipped with secateurs and buckets, the first step is a little hike 

of 6 km to the vineyard. The purpose is to meet the grape picking team and help them 

harvest for a while. After the effort, Françoise accompanies her guests for a bucolic 

breakfast in the vineyard, with the best view. She offers some local food and wines to just 

enjoy while explaining and giving tips on the terroir and winemaking. The next step is 

bringing the clients to the cellar, where everyone is working, to have a better understanding 

of how wine is made. Luc explains the winemaking step by step. At the end, they all return 

to the shop for the final tasting, paired with some tapas.  

3. Development of a slow wine tourism experience 

a) The experience : “La balade de Papé Marcel”   

Sensitive to slow tourism and agritourism, Françoise had a strong desire to develop and 

promote this topic in Domaine Ollier Taillefer. At the beginning, she had in mind to create a 

free access trail around the winery and the vineyard, with games, information and questions 

and answers.  After hearing her proposal, I started to think about how to create something 

fun, immersive and informative, in a sustainable way.  

 

The experience will provide guests with an immersive sensory experience to help them to 

understand the tipicity of the terroir and identify the aromas in the wines. Thanks to a 

delineated path of 6 kilometers accessible on foot or by bike, starting from the shop, leading 

to specific vineyards, forest, viewpoints, and an old shepherd house, we will create stops to 

awaken the five senses, also represented in wine. The path will be freely accessible for 

visitors in complete autonomy, providing they have smartphones. They will have easy 

access to a map online indicating the track to follow and every point to stop at, enlivened 
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with information, pictures and notes. In addition to the map, visitors will have access to a 

roadbook mentioning the 9 stops with detailed information, downloadable in PDF on the 

website, or printed on demand. Those points will be linked to one typicity of the wine, such 

as, the discovery of a special smell which you can find smelling your wine during the tasting 

or touching the schiste soil will explain why the wines have this freshness and minerality for 

example. Being without a guide, walking by themselves along the path allows the visitors 

time to appreciate every single moment, at their own pace. The point is to create an 

atmosphere where people can learn about the complexity of the wine, in a fun way, leading 

to a better understanding of wines’ different aspects.  

 

We decided to name this experience “La balade de Papé Marcel” who is an ancestor of the 

Ollier family (annex 20). He was an important figure of the winery and still has a strong 

influence here. He liked to walk around, sharing his passion for his vineyard, terroir and land. 

We thought he was a great figure to follow all along the tour, explaining “with his words” our 

different stopping points thanks to his recollection, emotions felt and his way of exploring his 

senses. For our clients, having an experience including a personification will be more 

intuitive and easy-learning. This name also highlights a really important aspect of the winery 

: to keep the family-owned winery inspirations. It helps to brighten the storytelling up, which 

is necessary in wine tourism.  

 

In addition to the trail, for those who wish, Françoise and Agnès will provide a local food 

picnic made for two persons including local cheeses, homemade pâté, seasonal fruits and 

veggies, organic bread, local dessert, a bottle of wine and water. We will bring, in advance, 

the food basket, with forks, knives, glasses and tablecloth at a special point, between the 

shepherd house and the old vineyard of Carignan, a place to enjoy an amazing view and a 

relaxing area. This picnic basket can be adapted for breakfast, lunch or even dinner, if clients 

would like to enjoy a sunset.  

 

The target for this slow tourism activity is couples who want to have a different experience 

around wines, learning and taking it slow, without being disrupted and who would like to 

enjoy a picnic in a romantic scene. We also aim to target groups of friends or families 

because the path will be easily followed by kids and the different points could get their 

interest. Doing outdoors activities is also interesting for them, and for parents who could 

spend quality time with their family while exploring and learning about wines. We also 

thought of providing grape juice for the kids in the picnic basket.  

b) The implementation step by step  

(1) The circuit  

My first step was to discover the area, exploring the assets, vineyards, special places, 

viewpoints and to visualize the track to follow. Before choosing a path, I had to think about 

its accessibility, complexity and its interest in terms of natural symbols we can use for our 

description.  After the final track choice, we were able to visualize the complete itinerary. 

The goal was to put it on a map first and highlight different stopping points. For the mapping, 
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I put my sneakers on using a special hiking app, Visorando, to create the online map  

(annex 21). At the end, you get the detailed itinerary on your smartphone. At the same time, 

I used a colored spray-paint to mark the track and draw numbers (annex 22) linked to the 

stopping points that visitors will find on their online map too. After getting the map on 

Visorando, I worked with My Maps from Google Maps. I was able to add every point, 

including notes, rules to follow, senses developed and some pictures (annex 23). With all 

this informations, I was able to start designing the final product and create communication 

materials.  Thanks to the map, and after having defined every points to highlight and why, I 

developed a roadbook to download (annex 24) 

(2) The picnic 

The goal of offering a picnic for this activity is to push even further the senses' expression 

and development by adding a food and wine experience. This picnic (annex 25) will contain 

only organic and local food with the aim to make the guests discover different assets of the 

region, the gastronomy being one of them. This basket will be made for two people. Inside 

they will find : 2 pélardons (local goat cheese), 1 homemade paté, organic fruits and veggies, 

organic bread, oreillettes (local dessert), water and a 50cl bottle of wine, either Collines 

Rouge or Collines Rosé. All the ingredients will be placed in a wicker basket including forks, 

knives, glasses and tablecloth. Regarding the price, after calculating the cost price of each 

product, including time spent to prepare and logistics, we have set a price of 30€ for the 

picnic for 2 people. Cost price of each product is approximately 15€TTC. We will take an 

hour or more to prepare : purchasing, preparing and setting. The idea is to leave the basket 

at a special place to avoid people carrying it during their walk. We will drop the picnic in a 

cool box beforehand and will collect it when they have finished their meal.  

c) Sustainability  

With this new experience, we decided to push the slow tourism aspect as far as we could. 

Indeed, the track can only be done on foot or bike, which means zero greenhouse gas 

emission. It will also help people to take their time, go slow and have a really genuine and 

complete experience. We decided to design this activity with no actual guide for people to 

discover at their own pace : if they want to stop for an hour to look at a vineyard, it is possible.  

 

This path will also help to develop agrotourism by promoting, not only vineyards and wine 

but the entire surrounding biodiversity and terroir which actually make the wines what they 

are. Exploring your senses will lead to a better understanding of the products.   

 

Working with only local and organic farmers for the picnic is also rewarding as a sustainable 

practice. It leads to cooperation, to “sticking together” and communicating on the local 

gastronomy.  

d) Communication and promotion  

Françoise is active on Facebook and Instagram. She posts a lot of pictures, reviews and 

general information… With 900 followers on Instagram and 2700 friends on Facebook, she 

likes to share with her loyal community. For the launch of the activity, we obviously used 
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social media and the official website where the tour, map and details are downloadable in 

one click. We posted pictures and videos of the tour and picnic made previously during the 

creation and test day.  We aim to make people have easy access to the tour online. The 

idea is, if they do not ask for the picnic, to realize the trail whenever they want without asking 

for more information beforehand. Then, it will lead clients to the tasting room automatically. 

 

I created a flyer presenting the experience including details and pictures. This document has 

two sides. The front side includes general information of the experience, pictures, and 

contacts. The first picture on the left is one of the viewpoints visible during the tour, the 

second highlights Papé Marcel and the last one shows the “capitelle”, an old shepherd 

house. The backside is dedicated to show the map with its different points. We have used 

this design (annex 26) for the promotion of, in two languages, french and english. We also 

printed it to give to tourism agencies.  

 

Regarding the promotion, after designing and writing a press release (annex 27), we 

reached regional and local press, Midi Libre and Terres de Vins. We also put our activity 

online on different websites specialized in wine tourism such as “Les Saisons du Languedoc” 

or “l’Oenotour de l’Hérault”. We aim to start the promotion mid-june for an official start the 

1st of July.  

V. Results and discussion  

I think I was able to reach all my personal objectives during this internship :  

 

I was able to adapt to the needs and wishes of my professional supervisors by creating a 

wine tourism offer which reflects their personality, winery and beliefs, by creating one main 

experience for each winery, bringing into light their philosophy. Indeed, Sophie and 

Françoise share the same values of organic winemaking, protection of biodiversity or slow 

and sustainable tourism. They also share the same love for their terroir, land, wines and 

people : a good combo for successful wine tourism activities.  

 

I was able to create wine tourism activities alongside consumers' needs. It’s a fact, a new 

generation of tourists is now here, probably due to the sanitary crises, which has forced 

people to stay in their country for their holiday. I do believe, even when the crisis will be over, 

that, as tourists, we will keep some new habits even if we travel in foreign countries. 

Nowadays, people want to have authentic experiences where they can meet, share and 

respect the local community, eat and drink local products, have slow experiences or 

adventures, mostly outdoors and close to nature. After the creation of both experiences and 

their publication online, we had really good reviews and feedback from people. Sophie and 

Alizée created a sustainable relationship, the first 2 days trip is already full on the 3rd and 

4th of July. Unfortunately my internship was too short for me to see the actual result in the 

summer for the track and picnic for the Domaine Ollier Taillefer, but the beginning was really 

promising.  

 



 20 

Through these projects, I have been able to overcome the difficulties linked to the covid-19 

pandemic and promote a new way of travelling. As an explorer and traveler of the world and 

a tourism professional, I am pretty aware of the benefits of tourism but also its 

disadvantages, mass tourism being one, everywhere in the world. My way of bouncing back 

from covid-19 was to create a new way of conceiving wine tourism that I believe in : a tourism 

which respects nature and biodiversity, which highlights people, savoir-faire but also art de 

vivre and conviviality, which just takes it slow. Thanks to more and more initiatives and 

projects, I hope we will be more knowledgeable in the future.  

 

I was able to implement experiences in consistency with my ideas. When I travel, what I like 

is meeting locals, discovering the country or city culture, eating and drinking locally and 

doing mostly outdoors activities at my own pace. In addition, two of my biggest passions are 

horseback riding and hiking. Both experiences I created are totally what I will do to discover 

a new wine region and learn about it. I am truly happy about having the chance and freedom 

to implement wine tourism activities which reflects what I like and believe in.  

  

I was able to learn and understand about sustainable and slow tourism and be able to 

sensibilize and promote this topic. Indeed, when I started this internship, I was already aware 

and applied certain principles to my own travels, but thanks to research and studies, I could 

learn way more and I was able to talk and promote it.   

VI. Conclusion  

In February 2021, I was in Paris, starting an internship in a start-up I hated from day one, 

which was not in line with my values and beliefs or professional aspirations. 2 weeks later, 

I was in Montlaur, a town of 300 inhabitants. Deciding to interrupt this internship was not 

easy. I did not have any certainty that I would find something else on time, but I am so glad 

I followed my instinct and guts. This internship is probably one of the richest and most 

inspiring experiences I have had, both professionally and personally speaking. I was lucky 

enough to put into practice what I learned for a year and a half in Wintour master. To be 

honest, because of the sanitatury crisis, which caused too much damage, I did not think I 

would have the chance to find a company I could work with on their wine tourism offers… In 

the end, I did not find one, but two, and even better, they were both amazingly great. I had 

the chance to meet incredible people who challenged me, who made me think differently, 

who helped me see things clearly and pushed me to have self-confidence in my work, that 

I was made to do this. Indeed, thanks to this experience, I know what I really want to bring 

into the wine industry and I will do everything to make it happen. To be continued…  
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https://www.20decorbieres.com/fr/destination-eco-responsable 

• The future of tourism: travel trends for 2021 and beyond 
https://www.tourwriter.com/travel-software-blog/future-tourism-2021/ 

• World Tourism Organization website  
https://www.unwto.org/ 

• Definition of sustainable tourism  
https://tourismnotes.com/sustainable-tourism/ 

• EDEN European Destination of Excellence  
https://ec.europa.eu/growth/sectors/tourism/eden_en   

• Le Tourisme Durable, les chiffres clés en France 
http://mag.casden.fr/Agir-solidaire/Le-tourisme-durable-les-chiffres-cles-en-France 

• Agir pour un tourisme responsable (ATR)  
https://www.tourisme-responsable.org/membres/france-is-fun/ 

• Voyager Autrement : Chiffres-clés : la place du tourisme durable auprès des Français 
https://www.voyageons-autrement.com/chiffres-cles/eco-clientele.html 

• MAKE.ORG : Comment agir pour un tourisme plus responsable en France ? 
https://about.make.org/pourquoi-cette-consultation/tourisme-responsable#partenaires 

• L’info Durable : Le tourisme est mort, vive l’écotourisme !  
https://www.linfodurable.fr/entreprises/le-tourisme-est-mort-vive-lecotourisme-21402 

• Slow Tourism Lab  
https://www.slow-tourisme-lab.fr/assets/uploads/sites/50/2019/03/Book-Slow-
Tourisme-03-2019-1.pdf 

• Wine Tourism as an Approach to Sustainable Rural Development 
https://holidayfootprint.com/holiday-footprint/wine-tourism-as-an-approach-to-
sustainable-rural-development/ 

• Slow We Go website  
http://www.topwineexperience.com/slow-we-go 

• Developpement durable / RSE : Wine Tourism as an Approach to Sustainable Rural 
Development 
https://www.mon-viti.com/experts/developpement-durable-rse/allier-oenotourisme-
et-developpement-durable-les-activites-testees 
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