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ABSTRACT 
Thanks to the professional internship, knowledge, and skills learned during the International 
Master of Wine Tourism Innovation (WINTOUR) Program, the research was made possible 
on the concept of wine museum in wine tourism. As hubs of wine tourism storytelling, the 
versatility of museums’ role is noted in the development of regional economy, social life, 
preservation, and innovation in culture. Hence, the hypothesis is that the wine museum 
concept completes, diversifies, and adds value in the whole enotouristic experience. Whether 
being part of the cellar tour or being a separate wine museum, they add value to the cellar 
experience or destination’s enotouristic image accordingly. To properly funnel the direct 
observations and critical appraisal, an empirical research has been conducted with didactic 
approach. Correspondingly, the paper studies the interactive museum’s role at Cálem cellar, 
Vila Nova de Gaia, Portugal. In line with constant innovation and focus on enhancing visitor 
experience, the interactive museum ensures a comprehensive engagement with proper 
information and entertainment. Furthermore, the user-generated content analysis reveals the 
vast appreciation of museum as part of the whole cellar experience. The findings of reviews 
and survey reveal that the wine museum visitors demonstrate controversial perceptions 
about experience design.  
 
Firstly, the paper presents the general understanding around museum, its role, and trends 
among the academic setting. Consequently, the internal and external analyses are presented 
for the wine tourism offer at Cálem cellar, including its museum. Also, the impact of COVID-
19 on current developments is discussed regarding museum digital experiences, particularly 
with the outbreak of virtual tours, as well as Cálem cellar’s adaptation scenario. And finally, 
the outcomes of online survey on the perception of wine museums among travelers are 
analyzed and compared to the findings of Tripadvisor user-generated content.  
 
Keywords: wine museum, wine tourism, Cálem cellar, Tripadvisor user-generated 
content, virtual tour, COVID-19 
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1. INTRODUCTION 

1.1. Description of the company  

To meet the thesis goal of studying the wine museum concept in wine tourism, the internship 

was accomplished at Cálem cellar, Sogevinus Fine Wines S.A. (Société anonyme 

/corporation), Portugal.  

In 1859, a Portuguese entrepreneur and adventurer, António Alves Cálem established 

Cálem cellar by aiming to cross the Atlantic and export wine to Brazil, while Port wine was 

typically shipped to the British Isles and other European markets at that time. In 1965, his 

son António Alves Cálem Junior made the iconic caravel (15-17th cc. Portuguese sailing 

ship) as the logo to reflect the fearlessness and grit that made Port wine its way to the world. 

Now, the brand is over 150 years old, and from the very beginning it was dedicated to 

crafting, aging, and trade of Port wines and DOC Douro wines of superior quality. It is well-

known for the famous spectrum of Velhotes Ports, which is the leading brand in the 

Portuguese market.  

Since 1998, Cálem has been the property of the Sogevinus Group, a group that 

agglomerates 5 centuries of history. The annual production scale of the group comprises 1,2 

million bottles of DOC Douro wines and 7,1 million bottles of Port wines with 60% export 

(Sogevinus website, 2020). In the oldest demarcated wine region - Douro Valley, the 

Sogevinus Group owns 3 Quintas (estates) and a vinification center: Quinta do Bairro, 

Quinta de S. Luiz, Quinta do Arnozelo and the Vinification Center of S. Martinho de Anta. 

Cálem together with the variety of Ports and brands, namely Barros, Burmester, Gilberts and 

Kopke (the oldest port wine house founded in 1638) compose the brand portfolio of 

Sogevinus Group. Also, the Group has multi-brand shops - Sogevinus Shop in Gaia and 

Sogevinus Flores Shop in Porto. The Sogevinus Group’s total annual turnover is €40 million 

out of which 20% share accounts for tourism. Last year, all visitor centers and shops 

welcomed 456 thousand visitors. At Sogevinus, the tourism department has 41 employees 

from which 29 employees in three visitor centers supervised by the Visitor Center Manager. 

The rest work at the group’s street shops. Particularly, Cálem has 14 tour guides which may 

reach 20 when the workflow is sophisticated.  

Cálem is also considered as a reference in the scope of enotourism mainly because of 

its legendary cellar located in the waterfront of Gaia which welcomes thousands of visitors 

making it the most visited Port wine cellar. Particularly, the cellar welcomed 170,000 visitors 

in 2017, 235,000 - in 2018 and 313,000 - in 2019. Consequently, the cellar welcomed on 

average around 800 visitors per day only in 2019. Cálem Port wines may be found in more 

than 50 countries. Thanks to its reputation, Cálem is a reference for Port wine amidst many 

generations (Cálem cellar website, 2020). Its visitors’ geography spans over 15 countries 
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where the local travelers from Portugal are dominant. In 2019, the country profile covered 

Portugal (33%), France (12%), Spain (11%) and UK (9.5%) (for the full list, see Appendix 3). 

It is obvious that with the unique and innovative enotouristic offer, Cálem operates with a 

carefully developed and multifaceted layout (See Appendix 2). The whole experience is 

composed of guest reception, self-guided tour in the interactive museum, 5D cinema room, 

guided tour in the cellar, wine tasting, experience room, store, wine bar and terrace.  

1.2. Duties during the internship 

1.2.1. Public attendance 

To properly study the role, organization and operation of wine museum, the internship was 

implemented with direct involvement in daily enotouristic activities at Cálem cellar. The 

internship aimed at the accomplishment of temporary work in a professional environment for 

gaining professional skills and practicing the knowledge obtained during the International 

Master of Wine Tourism Innovation (WINTOUR) Program.  

The responsibility framework along with the schedule of the training program was 

developed and confirmed accordingly prior to the onset of the internship. The internship 

commenced on February 10, 2020, with the period planned to be lasted up to May 31, 2020. 

To prevent any risks caused by the worldwide pandemic and abide by the regulations 

announced by the Portuguese government, the internship has been suspended on March 

13, 2020. Therefore, the continuation of completing necessary workload was conducted on 

online mode. The training program was properly intensive and covered the real-time 

performance of the following duties: 

• welcoming of tourists. 

• selling tickets and promoting services. 

• running guided tours in different languages. 

• aiding with the preparation of tastings and conducting them. 

• promoting and selling Port wines. 

• assisting tourists in answering to their questions and doubts. 

To ensure the appropriate training of the intern, the internship started with the on-site 

introduction to Sogevinus brands by visiting its facilities. The essential part of the successful 

integration and training was following the tours of other tour guides by gradually integrating 

into the cellar’s routine. The internship was organized in rotation so that the intern was able 

to participate in various parts of the cellar experience. As part of enotouristic activities, 

Cálem implements also Fado show experience, and the intern was assigned to assist on this 

matter as well.  

For being able to present the wines appropriately, the internship supervisor organized 

and conducted the tasting of Sogevinus brands. Moreover, the intern participated in 
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Sogevinus vertical tasting of Vintage Port wines, as well as a visit was organized to Quinta 

S. Luiz (estate in the Douro Valley). The intern also had the opportunity to do guided tours 

and tastings at Burmester cellar. Hence, this guaranteed the proper engagement to brand 

awareness and better communication of wines to the visitors.  

1.2.2. Proposal to be developed  

As part of the International Master on Wine Tourism Innovation (WINTOUR) program, the 

visits to wine museums were organized while visiting wine tourism destinations in Spain, 

France, and Portugal. These visits contributed vastly to this research development.  

The wine museum concept is quintessential in wine tourism development for the wine 

tourism destination. This is because the wine museums are adding value to the overall 

enotouristic experiences. They help to diversify the enotouristic offer and prolong the stay of 

visitors by increasing the number of activities that the visitors can experience at the wine 

tourism destinations. Furthermore, they are the venues that enable the direct communication 

of the wine tourism destination brand and create images amidst the visitors. The wine 

museums may be the first step in building awareness about the destination, or they may be 

the completing cornerstone throughout the wine tourism experience. Evidence showed that 

the wine museums build connections between the past and present, they are the perfect 

venues of enotouristic storytelling. Given the nature of wine tourism experiences, a wine 

museum storytelling should also be carefully designed and presented by the well-trained and 

authentically performed tour guides, well-documented exhibitions, well-designed displays, 

and audio-guides.  

Meanwhile, the wine museums need to expose the flexibility in adopting modern 

technological solutions together with communicating the historical and cultural heritage. 

They need to keep apart the image of being boring, old, content-heavy, and not interactive. It 

is noteworthy that the common expressions such as “nobody is visiting the museums 

nowadays”, “the museums are boring”, “the wine museum is not interesting so that it is not 

included in the wine tourism offer”, are leading to find out what the perceptions of visitors are 

about the wine museums: Are they really boring? What role do they play? What is their 

potential and how to use them? What do we need to change? What if they can be so much 

beneficial unless professionally designed and communicated? Towards that end, taking into 

consideration the above-mentioned statements, questions and ideas developed after visiting 

wine museums, the research paper was developed and completed. 

Given the research framework, the main objective of this paper is to study the wine 

museum concept in wine tourism by studying the case of an interactive wine museum at 

Cálem cellar. For this, the following objectives were set and met: 

• exploration of the overall understanding of museum concept and trends, 
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• studying the role of digital experiences through virtual museum tours, 

• familiarization with Cálem cellar’s interactive museum concept, 

• exploration of visitor-generated content on Cálem cellar’s interactive museum, 

• development of recommendations. 

1.2.3. Bibliographic survey 

1.2.3.1. Museum concept: definition  

Featuring in the museum sector, the definition of “museum” and its relevant operational 

framework are aligned to the core components of advocacy of the International Council of 

Museums (ICOM) founded in 1946. As a backbone of ICOM, the current definition dates to 

2007 and states that “A museum is a non-profit, permanent institution in the service of 

society and its development, open to the public, which acquires, conserves, researches, 

communicates and exhibits the tangible and intangible heritage of humanity and its 

environment for the purposes of education, study and enjoyment” (Sandahl, 2019, p. 2). 

Additionally, as a result of the ICOM’s global dialogue with its around 40,000 members from 

140 countries a new alternative definition (selected, yet not in force) has been proposed, 

which delineates that:  

Museums are democratizing, inclusive and polyphonic spaces for critical dialogue 

about the pasts and the futures. Acknowledging and addressing the conflicts and 

challenges of the present, they hold artefacts and specimens in trust for society, 

safeguard diverse memories for future generations and guarantee equal rights and 

equal access to heritage for all people. Museums are not for profit. They are 

participatory and transparent, and work in active partnership with and for diverse 

communities to collect, preserve, research, interpret, exhibit, and enhance 

understandings of the world, aiming to contribute to human dignity and social justice, 

global equality and planetary wellbeing (ICOM, 2019).  

1.2.3.2. The versatile role of museums 

In line with their nature and mission, the museums play a crucial role in their setting. The 

versatility of museums’ role is noted in the development of regional economy, social life, 

preservation, and innovation in culture. Regarding the economic role, the museums 

substantially contribute to the progress of communities, and are seen as “economic 

engines”, “drivers of development”, “agents of social and economic change”, “social capital 

creators”, “places for interaction and dialogue”, “hubs of knowledge” (OECD/ICOM, 2019). In 

other words, they create jobs, attract visitors by diversifying regional touristic offer along with 
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boosting cultural tourism development, generation of new revenues, gross domestic product, 

and taxes. For instance, the American Alliance of Museums found out that as of 2017 the 

annual economic impact of American museum comprises USD 50 billion in GDP and USD 

12 billion in taxes with contributing to 726 200 jobs (OECD/ICOM, 2019).   

Upon their social impact, the museums help to ensure settings for education, well-being, 

creativity, engagement and reveal of modern issues. The museums are massive 

communicators for the past, present, and future by safeguarding the legacy of generations. 

Moreover, the museums are practicing their role in enhancing human rights as part of the 

Universal Declaration of Human Rights, and comprehensively contribute to the sustainable 

development (UNESCO, 2015). Stressing the significance of educational role for the 

community, Valente (2017) presents the successful educational policies in museums 

developed by the local community and museum’s educational team in the Douro Museum.  

Given the scope of museum values and purposes, the museums are not considered as 

institutions having the nature of detachment, sovereignty, and being unfettered. Meanwhile, 

the museums are profoundly rooted in shaping the national identities. In line with their role in 

regional and municipal revitalization, regeneration, urban renewal, the museums significantly 

influence the tourism market (Sandahl, 2019). 

The integration of museums in the state strategy for tourism development helps to bridge 

the private sector and the museums, as well as ensure mutual benefits. For instance, 

France, Germany and Switzerland united their frontiers enabling the visit of 320 museums 

via the Salzburg Card (OECD/ICOM, 2019). 

1.2.3.3. Museum typology 

Among the diversity of museums, ICOM (2018) reports that there is no data on the precise 

number of museums worldwide. Nevertheless, ICOM considers the presence of more than 

55,000 museums in 202 countries. Yet, UNESCO (2019) considers that the exponential 

growth of cultural tourism contributed to the rise of museums from 22,000 (1975) to 95,000 

(2019). With this vast number and diversity, the museums gather virtually to celebrate 

International Museum Day annually on May 18. 

Given the classification criteria, the museums vary and are divided into various groups. 

Correspondingly, Goode (1896) discusses that the museums are classified with 2 criteria – 

the contents’ character and purpose. The UNESCO classifies the museums and museum 

collections based on content (Contemporary Art, Archaeological, et cetera) and type of 

ownership (public, private, mixed) (Ministry of Education, Culture and Sport of Spain, 2016). 

While, general, natural history and natural science, science and technology, history, and art 

comprise the five main categories defined by Geoffrey (2019) who gives the virtual museums 

a solo group. In this sense, Giannikopoulos (2019) discusses the metamorphosis of 
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museums into a virtual model. Meanwhile, Sandahl (2019) suggests that there are new 

museums, specialist museums, and museum-like initiatives. Also, Passebois-Ducros (2018) 

indicates the notion of “hybrid museums” (neither museum, nor amusement park) by 

exposing the dual outcomes to possibly increase or decrease the satisfaction levels.    

Upon organization criterium, the museums can be stationary and traveling. While 

stationary museum has a constant location with a specific exhibition, the traveling museum 

periodically alters its address by moving from country to country. Correspondingly, the latter 

case can be substitutional in the absence of a stationary museum, or complementary to 

increase awareness and boost promotion (Velikova and Bouzdine-Chameeva, 2019). In this 

sense, the organization can also refer to tour, particularly by having museums with free-flow 

layouts and museums with specific layout.  

The wine museums as theme museums cover various organizational models. There are 

wine museums based on private, public, or mixed collections; with exhibitions through 

presenting the historical legacy via artefacts or exhibitions on total technological displays; 

with separate building model or within a wine cellar.  

1.2.3.4. Trends: wine museums  

The museums communicate massive information to visitors. With this, it was not until the 

end of the 20th century that the altering reality amidst the museums was noted. By 

transcending the boundaries of museums, the shift was expressed in ensuring dialogues and 

proactive engagement (Sandahl, 2019). And in the scope of communication technics, the 

massive focus shifts to the entertainment via tour guides with multiple backgrounds and 

adventurous storytelling to avoid “gallery fatigue” (Gray, 2015). Furthermore, Simon (2010) 

brings forward the concept of “participatory museum” which starts with project design and 

extends into implementation based on “Me-to-We” model (see Appendix 1).  

As stated hitherto, the museums are intended for change and innovation. Many modern 

museums showcase the well-set trend on transforming the traditional concept of museums 

into extremely creative and engaging venues for visitors. In such, they are becoming the 

symbols of destinations helping not only to connect the past with the present but also 

introduce the future and refresh the brand of tourism destinations. This can be seen also 

within the wine museum concept. For instance, one of the most famous wine museums 

nowadays is Bordeaux’s museum - La Cité du Vin (The City of Wine). As one of the icons of 

Bordeaux and “Wine Louvre” (Cusin & Passebois-Ducros, 2015), this project underwent a 

long way (over 20 years) by benefiting from its political leader’s persistence, benchmarking, 

and innovative team. Based on a world-famous wine region and connected to highly 

reputative wines, La Cité du Vin takes the wine museum notion to the new era of interactive 

experiences and is a strategic step for the rebranding of a wine tourism destination. This 
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view is supported also with another study by Cusin & Passebois-Ducros (2016), where La 

Cité du Vin is believed to be the praiseworthy museum to the prestigious, international, and 

worldwide status of the “world’s wine capital” – Bordeaux, and as a “Guggenheim of wine” 

and a “Wine Eiffel Tower”.  

On the other hand, success is not guaranteed with a sole initiative, yet it can be ensured 

due to manifold efforts and chains of actions. As with Bordeaux’s case, the city is recognized 

as UNESCO world heritage site (2007), the community is engaged, it is the milestone of the 

wine tourism strategy. Hence, the cultural center of new generation became a “masterpiece 

in city branding”, “a place to experience, taste and smell wine, have fun and dream” (Cusin & 

Passebois-Ducros, 2016) with 90% satisfaction and a 93% recommendation rate amidst 

visitors of 180 nationalities and already around 1.5 million visitors (30% of annual Bordeaux 

tourists) (La Cité du Vin, 2018, 2019&2020).  

Together with huge tangible and intangible heritage, the wine museums concept is 

confronted with the idea of experiential design. Specifically, it is not enough to be just 

classical nowadays so that it takes to the experiential level which is discussed by Bouzdine-

Chameeva, Ponsignon, Durrieu, and Pesme (2019). In this sense, ranked as one of the best 

museums in the world by National Geographic in 2017, La Cité du Vin again proves to be the 

role model on a multi-sensory adventure that effectively solved the design ideas, 

technological innovations, and interactive tools for wine tourism. 

The findings of interviews claim that with La Cité du Vin case initially the project was a 

surprise for the Bordeaux wine industry for the choice of presenting wines from around the 

world (albeit the existing private museum for Bordeaux wine and trade) as the stakeholders 

expected the city to be a tool for promoting Bordeaux wines. However, the strategic decision 

has been made as Bordeaux is known for being “World’s Wine Capital”. 

Hence, for the overall museum image, the historical wine museums (regional or local 

history museums) are found to be boring unless engaging wine tasting and other events. In 

this sense, other than having some educational programs for the local community, these 

museums are mainly focused on providing experiences to tourists who usually never return.  

On the note about the challenges, the wine museums are fragile in their operations and 

subject to carrying adverse impact from threats. For instance, La Cité du Vin faced the 

consequences caused by the "yellow vests" movement in France, the risks linked to the 

attacks in public places, and the current situation related to the worldwide pandemic. 

Located in Napa (California, USA), Copia: The American Center for Wine, Food and the Arts 

(now known as CIA Copia under the aegis of the Culinary Institute of America (CIA)) 

confronted challenges mostly related to the blue-collar community. Fortunately, the 

community helped vastly with the fundraising, and in turn, the museum ensured numerous 

economic assets. Other challenges also include terrorist attacks in New York, and a large 
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flood control project. As non-profit museum-style center, CIA Copia had a mission to link and 

look at culture from the perspective of vita-Culture (wine), agri-Culture (food) and material-

Culture (the arts). Its advantageous location and relationship with wine facilitated to the 

center’s content development and fundraising activities.  

Another trend is discussed by Ponsignon, Durrieu, Bouzdine-Chameeva (2017) 

regarding the importance of experience design (content and mechanism) in the 

communication of culture. The study showcases the correlation amongst “intended or 

planned experience” designed by the hosting institution and “realized or actual experience” 

consumed by the visitors. In other words, the passive-active or “do and see” phases need to 

be balanced to mitigate the fluctuations of high and low expectations, to ensure an 

appropriate level of personalization and intervention, as well as the entertainment.  

Upon the insights on value co-creation and value co-destruction through interactive 

technology in tourism, Kirova (2020) brings forward the dilemma of immersive solutions. 

Particularly, the study grounds that the input of technology has both benefits and drawbacks 

in providing customer experiences. In wine tourism, as the core product is the wine with its 

tangible and intangible allures extending through millennia, the technology might impress, 

yet leave artificial perception by diminishing the created value and lacking in communicating 

the authenticity of wine. Therefore, the transformation of contemporary museums into visitor 

centers or “experience-centric providers” has shaped the current movement of the museum 

concept.  

1.2.3.5. Digital experiences: museum virtual tours & COVID-19  

The availability and advancement in digital technology offer manifold prospects for entering 

the virtual world. In addition to it, the groups of consumers are diverse and expose various 

needs by stretching from digital immigrants to digital natives in the world of Artificial 

Intelligence and the Internet of Things. Furthermore, the digital engagement levels are quite 

vast and time-consuming, but there is and always will be the demand for live experiences for 

gastronomy and wine tourism (Winepleasures, 2020).    

Interestingly, the 3-dimensional (3D) platform exists for creating dynamic exhibitions and 

personalizing the virtual museum space (Kiourt, Koutsoudis & Pavlidis, 2016). Furthermore, 

Martins et al. (2017) suggest an e-tourism model based on virtual reality and virtual 

environment for a multisensory and holistic virtual-reality wine tourism experiences with the 

help of information and communication technologies (ICT) to enhance the delivery and 

engage all senses regardless of the physical location.  

Many museums have been using an online platform before the worldwide pandemic in 

2020 caused by Coronavirus disease (COVID-19), yet the coverage and use of digital 

experiences are extending vastly as the museums contribute positively to mental health and 
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well-being. With no report in the past, the 100% of destinations worldwide have announced 

relevant travel restrictions as of April 28, 2020 (UNWTO, 2020). Hence, with the impact of 

lockdown, many museums and wine tourism businesses initiated and started to adapt to the 

current situation by offering digital entertainment. For instance, Louvre museum offers virtual 

visits, a 360-degree virtual tours are available in Museum Jacquemart-André, Chateau 

Montelena Winery, La Cité du Vin, as well as Amsterdam’s Rijksmuseum museum offers 

multimedia tours via a free mobile application to explore its collection with enabling to tailor 

users’ own routes. Since May 2020, some countries (Switzerland, Portugal, etc.) have 

already allowed museums to re-open with risk prevention guidelines on hygiene measures, 

tickets with limited time to control the visitation rates, physical distancing and carrying 

personal protective equipment (Euronews, 2020).  

However, there are many precautions and factors to consider before going for virtual 

tours. The interviews with the owners of tour businesses (Quinby, 2020), particularly with the 

co-founder at Get Your Guide - Tao, reveal that the virtual tours are not a replacement for in-

person tours because the travelers need experiences when they can touch and feel their 

environment. The virtual tour is a remarkably effective marketing tool to ensure brand 

communication. Nevertheless, the digital world is already full of various offers so that the 

tourism entrepreneurs enter the competition with giant entertainment players, namely 

Disney, Play Station, E-sport, Netflix, and many more. According to another interview with 

the owner of Taste of Toulouse food tours - Jessica Hammer (Whaley, 2020), the evaluation 

of resources needs to be carried out. If a company has enough resources, time, and 

capability of giving proper services, then, the digital experience can be offered. In line with 

this, the company needs to set up goals, measure the audience, be different, offer by-

products, check government aid options. Yet, the virtual tour might also not be beneficial for 

a company so that the allocation of existing means to this offer might cause an adverse 

impact. In the latter case, initiatives such as improving digital marketing (social media 

appearance, search engine optimization, content development) are instead recommended 

as crucial basics before going virtual and are part of long-term benefits.  

Furthermore, as mentions (Carvao, 2020) Marketing and Wine Tourism Specialist Paul 

Wagner, the stress should be put on the way of using the technology by creating human 

connections, as well as carefully choosing the people who deliver this experience. Also, the 

virtual reality can decline the level of personality and authenticity amidst the information 

surplus noted by the Chief Destineer, Destinate Mariëtte Du Toit-Helmbold. Yet, as a 

platform it facilitates to the broader coverage and provision of visual evidence of 

experiences. 
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2. METHODOLOGICAL APPROACH 

With the adoption of critical appraisal, an empirical research has been conducted to study 

the role of wine museum concept in wine tourism. This have been possible due to direct 

observation. Hence, a single case study approach is presented to support the hypothesis 

that the wine museum notion completes, diversifies, and adds value in the whole enotouristic 

experience. To the best of knowledge of this master thesis’s author, still, there is no similar 

study. Meantime, the literature review only revealed a range of scientific articles about 

various perspectives on using some wine museums as a case study, yet, not particularly 

focusing on the wine museum concept. 

2.1. Data analysis  

To meet the study goal, the qualitative and quantitative analytical technics are practiced for 

data analysis. For building the arguments, the traditional evaluation technics such as 

observation, surveys and interviews are used. Correspondingly, the direct observations are 

exposed in comparison to the user-generated content (UGC) at an online platform, and the 

constructive proposals are presented for further development. To explore the existence of 

wine museum studies and provide a documentary evidence on overall museum notion, the 

didactic analytical approach is adopted and conducted with the literature review to frame the 

current scientific views. 

To better understand the wine museum planning and research framework, the online 

interviews as qualitative technic were conducted with the President of International Museum 

Planning Consultants - Peggy Loar (the founding director and former president of Copia: The 

American Center for Wine, Food and the Arts in Napa (California) from 1997 to 2005), with 

the Lecturer of Master 1 Marketing & Communication at IAE Bordeaux - Prof. Juliette 

Passebois Ducros, and with the Professor at KEDGE Business School of Bordeaux - Prof. 

Tatiana Bouzdine-Chameeva. Furthermore, to assure the data accuracy and credibility, the 

interview has been conducted also with the internship professional supervisor and 

Sogevinus Group’s Visitor centers manager Andreia Almeida. On the quantitative note, the 

online survey of 10 questions has been developed and disseminated to present the general 

understanding in respect to the research question. Hence, the primary data is collected 

without nominative information. Additionally, the secondary data presenting a total of 244 

reviews have been selected and subjected to in-depth analysis to address the paper’s goal. 

Considering the current worldwide pandemic caused by COVID-19, the major challenge 

has been caused by the suspension of internship so that the direct observations have been 

ceased. Although, fortunately the training program was sufficiently intensive to enable the 

necessary explorations. On the one hand, the research is focused on a single case study as 

part of the cellar’s overall experience, while, on the other hand, it would have been insightful 
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to study a wine museum model on its own. Another challenge is linked to the survey 

audience as the data has been collected based on online reviews. This does not cover the 

representative sample of the cellar’s visitors as not all of them leave feedback on online 

media. Therefore, this research paper enables new paths for further studies.  

3. RESULTS & DISCUSSION 

3.1. Cálem cellar’s interactive museum: internal and external analyses  

3.1.1. Wine tourism experience  

With substantial progress and experience in wine tourism, the Sogevinus Group is open for 

visitors at Burmester and Cálem cellars, and Kopke house located in Vila Nova de Gaia, as 

well as at Quinta S. Luiz in the Douro Valley, Portugal. As reported to The Portugal News 

Online (2019), the Group is planning an investment of €30 million for building a 150-room 

five-star wine hotel along the Douro river, Vila Nova de Gaia. This project represents another 

transformation of a former warehouse for wine tourism (the other one is Cálem cellar’s visitor 

center). Overall, the tourism share accounts for 20% of €40 million total annual turnover of 

the Sogevinus Group. All these initiatives represent the Group’s dedication to the tourism 

development. 

Being the most visited cellar in the world (Cálem website, 2020), Cálem cellar is located 

at the heart of Vila Nova de Gaia offering a multi-sensorial experience of Douro and Port 

wines. At first, when the cellar was open for wine tourism, the tour covered only the visit to 

the aging facility without a museum. Along with the increasing demand, the space for the 

cellar tour was enlarged to welcome more visitors by giving enhanced experiences. 

Consequently, the two tracks were developed, and the museums were opened to provide 

personal engagement and more learning resources on Port wine. With the transformation of 

the cellar into a visitor-friendly space, Cálem co-functions as a Port wine aging cellar as well.  

Remarkably, with versatile and well-operated enotouristic projects, Cálem cellar was 

awarded a myriad of accolades. The Great Wine Capitals awarded the Best of Wine Tourism 

Awards of Excellence for Architecture (2006), for Wine Tourism Services (2008) and as the 

regional winner for the Innovative Wine Tourism Experience due to the interactive museum 

(2018). In 2019, the cellar was recognized a nominee of Europe’s leading tourist attraction 

by the World Travel Awards.  

For the cellar experience, the current offers are: Guided tour and classic tasting of two 

Port wines (Fine White and Special Reserve Tawny) - €14; Guided tour and Premium tasting 

of three Port wines (White & Dry, LBV and 10-year-old Tawny) - €16; Guided tour, exclusive 

tasting of two Port wines (Vintage 2015 and 10-year-old Tawny) and 5D cinema - €19; and 

Fado in Porto experience: with a guided tour, Fado show and tasting of two Port wines - €21. 

The Fado experience has become available since 2011 with the aim of combining the two 



 

16 
 

main Portuguese ambassadors in the world – Port Wine and Fado. For this experience, the 

statistics are kept separately and have had an increase of interest. The cellar has wheelchair 

accessibility and free wireless network. 

The booking of tours can be done via Cálem’s website or by walk-in upon the availability 

of relevant tour time and language. Along with the cellar tour, the guests have a 10% 

discount (only if premium/exclusive tasting purchased) on wine purchase at Cálem store (the 

share of store sales compared to the visits is around 50%), which offers the shipment of 

purchase (the list of countries is limited and specified at the cellar). The tours for children 

under or of 5 years are free of charge and for youngsters of six to seventeen years old cost 

€7. In partnership with local tour companies, Cálem cellar offers combination tickets, 

particularly, with the Yellow bus hop-on & hop-off tours and Douro river cruise tours.  

As far as languages are concerned, the tours are available in Portuguese, English, 

French, and Spanish. In partnership with Hands to Discover, the sign language tours are 

also available upon reservation. In the same manner, the cellar collaborates with local tour 

guides and travel agencies to welcome the groups with languages that are not specified on 

usual offer. Upon reservation, the cellar hosts Chinese tours, Russian tours, tours with their 

own guide and tours with Cálem’s guide and the simultaneous translation by individual group 

guide. Additionally, Cálem offers tours after 6pm, Port wine bottle opening with the use of 

fire, tastings, and pairings with local produce: chocolate, cheese and charcuterie.  

The cellar operates from 23 to 40 tours daily depending on the seasonal flow. The visit is 

designed to last from 60 to 90 minutes: 15 minutes at the interactive museum, 30 minutes for 

guided tours with a maximum number of 45 visitors, 15 minutes in the tasting room 

(however, the visitors can enjoy the tasting part at their own pace). The current duration has 

been modified according to the visitors’ feedback throughout the years and differs due to the 

consequences of COVID-19 (see Chapter 3.5). Particularly, since 2017 the tours have been 

organized for groups with 40 people in each but with longer time (20 minutes) in the 

museum. So, simultaneously 3 tours were conducted inside the cellar causing difficulty in 

hearing the guide. Thus, the time for museum and guided tour was reduced, and 

consequently the groups were enlarged.  

The cellar welcomes its visitors all year round without offseason with the exemption of 

specified holidays (December 25 and January 1). The seasonal operations are divided into 

high and low seasons on the announced schedule. From April to October (high season) the 

cellar is open for the visits from 10 am to 7 pm, while from November to March (low season) 

– from 10 am to 6 pm. At the beginning the doors were open for wine tourism just during the 

high season including weekends. Once the first renovation works were completed, the cellar 

has been working all year long. The latter enables welcoming more visitors by ensuring the 

proper workload for the staff completely dedicated to tourism. Following its social and 
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corporate responsibility, the company adopted this operation model to ensure consistent 

workload for its tour guides instead of having seasonal workers. In line with this principle, the 

company does not have audio guides. On the other hand, some of the challenges appeared 

with the low season (40/50 visitors per day) when there was insufficient number of visitors to 

keep all the workers busy. 

The cellar is also open for hosting corporate events and meetings, providing a catering at 

the aging cellar and auditorium (capacity of around 120 attendees), experience room for 

tastings and gastronomic events (capacity of around 80 attendees), et cetera.  

3.1.2. Digital marketing strategy 

With modern and well-designed digital campaign, Sogevinus reports (Sogevinus website, 

2019) to be the best digital marketing wine company in Portugal. The “2019 Wine Digital 

Engagement Index” assessment on the ten key indicators (personalization, social 

networking, customer response time, user experience, mobile device optimization, page 

loading speed, data security) was carried out by a communication agency - LEWIS Portugal. 

The digital presence is well-thought and organized, yet clear and attractive.  

Regarding the promotion of tours, the company has relevant activities in social media 

(Facebook, Instagram, Twitter) along with the official website and its direct booking platform. 

The experiences can be booked also via their partners: Tripadvisor, hotels, museums, and 

other platforms. Furthermore, the company participates in the international tourism fairs and 

markets along with advertisements in the websites, and wine magazines. Another 

quintessential role plays their visitors in terms of the word-of-mouth publicity. Their target 

covers the visitors of nationalities that visit them the most and who are physically near the 

cellars.  

The analysis of Cálem cellars’ social media presence reveals that they are active in 

Facebook, Instagram, and Twitter. In Facebook, they have 8,226 people that like their page, 

8,417 followers and 6,830 people who checked in there. The Facebook page was created in 

February 2017, and now has a rating of 4.9 out of 5 based on the recommendations and 

reviews of 151 people. Regarding Instagram, Cálem has 2,911 followers and 211 posts. The 

page has been active since June 2017. In terms of Twitter, the communication is conducted 

via Sogevinus account for all brands of the group, including Cálem cellar. In terms of 

frequency of publicity, the posts are regular, engaging, and diverse. For Google search, 

Porto Cálem has a total of 1,682 reviews with 4.3 out of 5.0 rating.  

3.1.3. Tourism department 

At Sogevinus group, the tourism department is responsible for touristic projects, including 

wine tourism. The department deals with the promotion of visits to the cellars in Vila Nova de 
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Gaia and to the estate in the Douro Valley focusing on promoting their core products – still 

and fortified wines. Their goal is to give the visitors memorable experiences by creating the 

desire to return. The tourism department has 41 employees. In three visitor centers, there 

are 29 employees, and the rest is connected to the group’s street shops. At Cálem, there are 

14 tour guides. This number may reach 20 when the workflow is sophisticated.  

To ensure consistent quality on delivering tours, the supervision staff makes regular 

checks by asking feedback from the visitors, having mystery clients and by following in situ. 

Furthermore, the management organizes group meetings with the tour guides to discuss the 

difficulties, doubts, and successful cases if it is of general interest, and separately if it has to 

do with a specific case or guide. Also, they organize field trips and tastings to the Quinta for 

meeting with the winemakers to clarify their doubts. 

3.1.4. Statistical appraisal  

As far as the number of visitors is concerned, the Group welcomed 456 thousand visitors 

last year (all visitor centers and shops). For Cálem specifically, the figures are 170,000 

visitors in 2017, 235,000 - in 2018 and 313,000 - in 2019. Consequently, the cellar 

welcomed on average around 800 visitors per day only in 2019. With this data, Cálem cellar 

claims to be the most visited cellar in the world (Cálem cellar website, 2020). The statement 

is based on the data provided by a private non-profit institution - Association of Port Wine 

Companies (AEVP) founded in 1975 and based in Vila Nova de Gaia (to which all cellars 

report).  

The months of the highest number of visitors are usually April (Easter), August, 

September, and October, yet the current flow pattern is more divided throughout the year. 

Before there was the concentration of visits during the high season. In relation to the 

repeated visits, the cellar receives the visitors that are coming back. The visitors often 

mention it either during the tour, in the shops, or in social media. Evidence on the visitors’ 

country of origin showed that the cellar welcomes tourists from all over the world, though a 

higher percentage from Spain, France, the USA, and Brazil. The geography pattern changes 

depending on the season so that more Europeans are coming in summer, yet, in general, 

more Brazilians, Australians and Asians - in winter. Regarding national travel, the visitors 

from Portugal account for 35% which is increasing annually. In 2019, the visitor geography 

was dominated by Portugal (33%), France (12%), Spain (11%) and UK (9.5%) (for the full 

list, see Appendix 3). It is important to mention that since May 2018 the data collection is 

subject to limitations and restrictions (the EU regulation on GDPR, 2016/679). Consequently, 

the cellar has relevant limitations on creating the customer-based database.   
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3.1.5. Cálem’s museum layout 

Previously, being the storage room, the interactive museum now stands for the first part of 

cellar visit and has been open since 2017 with its current planning and design. It is a self-

guided experience allowing to explore and learn about the Douro Valley and Port wine 

production as of the visitors’ own pace. Here, the visitors have around 15 minutes to explore, 

yet, if more time is required, they can return after the guided tour and tasting. The museum 

represents the history and legacy of Port wine production via modern technology and multi-

sensory activities. At the museum, the displays are available in Portuguese, English, French 

and Spanish. The layout (see Appendix 2) of the interactive museum experience is 

comprised of the following displays: 

• The Douro Valley map – brief introduction about the wine region’s terroir,   

• From grape to wine – infographics and a short video clip about Port wine production, 

• The soil of the Douro Valley – demonstration of the typical schist rocks, 

• The grape varieties of the Douro Valley – presentation of widely used varieties, 

• The aromas of Port Wine – presentation of typical aromas to smell and guess, 

• The Port Wine typology – presentation of the Port wine styles with relevant links, 

• Cálem in pictures – throwback to historical development and events, 

• The colors of Port Wine – display of the color palette with real wine samples, 

• Cooperage barrel-making video clip – brief showcase of the construction process, 

• Cálem historical bottles – showcase of the iconic samples, 

• 5D cinema room – multi-sensorial experience via traveling to the Douro Valley, 

• Discover your port wine (the displays are temporarily off (the EU regulation on 

GDPR, 2016/679), as well as a misuse and unprecedented impact by one of the 

visitors), 

• Waiting area – designed for the expectance of guided tour.  

Besides the self-guided, another museum for group tours is available which has been the 

initial project. The entrance is through the reception separately so that the tours do not 

overlap with the other museum flow. This museum that is now set for group tours, initially 

had a map of Douro Valley, some viticulture tools used in the estate, a chart for historical 

development highlights and Vintage bottles (See Appendix 6). Nowadays, the group-tour 

museum is relatively small and compared to the other one lacks some exhibitions such as 

aroma table, Port wine typology, yet, designed to ensure the interactive concept and is more 

enriched with technology. It is worth to mention that the cellar is equipped to ensure 

welcoming of various groups and meet high demand levels during the high season through 

the two tracks to organize the tour flows.  
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3.1.6. Competitive analysis  

In Vila Nova de Gaia, many Port wine cellars are open for wine tourism. They also offer part 

of their spaces dedicated to the museum experience with the representation of history and 

culture of their houses, Port wine and Douro Valley. Correspondingly, some cellars do it via 

ancient artefacts, while others use some interactive displays as well. There are Port wine 

lodges that use the concept of museum as a waiting room/reception area.  

The outcome of the competitive analysis reveals that there are 10 cellars (See Appendix 

4 & 5) that specify about their museum offers. These museums differ in size, design, 

displays, and story, yet, they all have a common mission to give an opportunity to learn 

about the history, culture, and trends of Port wine and Douro Valley. Hence, each one can 

be suitable for various tastes and preferences so that the visitors can select and explore 

whichever style they want. With the co-existence of many offers, Cálem cellar managed to 

be the most visited by taking full advantage of its location, capacity to welcome a high and 

consistent number of visitors, and thanks to its innovative and interactive approach 

appreciated and recommended by its myriad of guests.  

As the operation of many years proved the cellar’s position, it is worth noting about the 

future impact of external new projects. For this instance, the World of Wine (WOW) project is 

planned to be opened in summer 2020 which is going to be suitable for hosting a high 

number of visitors. This attraction will offer 5 museum experiences, 9 restaurants and bars, 

wine school, exhibitions and events spaces, shops. If compared, the two concepts are quite 

distinct and the influence in total visitation rate will be available to evaluate after the opening. 

The WOW is meant to be a combination of museum, wine and food. Meanwhile, Cálem is a 

cellar with a small museum. The latter focuses on a more private and face-to-face 

communication about the Port wine. In line with this, they keep having the tour guides to do 

the tours instead of audio-guides. The benefit of having a tour guide is that if a visitor has 

any doubt or question, their guide can respond immediately. The findings showed that, there 

is a space for both concepts to coexist, though being completely different projects. 

3.1.7. User-generated content analysis: Tripadvisor 

With 859 million reviews and opinions, 463 million monthly average unique visitors and 8.6 

million accommodations, airlines, cruises, experiences, and restaurants, the Tripadvisor is 

the world’s biggest travel platform (Tripadvisor LLC official website, 2017). In line with its 

policy and mission, the Tripadvisor has a myriad of initiatives to ensure the review 

transparency and generation, thus, keeping apart biased and fake reviews, as well as 

guarantee the trustworthy nature of its user-generated content (UGC). The satisfaction 

barometer of the Tripadvisor is embodied in the form of Bubble ranking, particularly via a 
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numerical scale from 1 to 5, where 5 bubbles are equivalent for excellent, 4 - very good, 3 – 

average, 2 - poor and 1 - terrible.  

According to the Tripadvisor’s Global Report (2019), one in every two (almost half of) the 

Tripadvisor users or 49% of travelers reported that the Tripadvisor inspired them to visit a 

new destination. Regarding the travel mentality, almost two in three travelers prefer history 

and culture (63%), whereas, two in five (43%) – excitement and fun. Considering the urban 

nature of Cálem cellar’s experience, it is essential to understand the profile of city travelers 

using the Tripadvisor platform. 

With the Certificate of Excellence granted by the Tripadvisor, the review analysis for 

Porto Cálem shows that it is ranked #20 of 76 things to do and #16 of 28 Food & Drink in 

Vila Nova de Gaia within the “Wineries & Vineyards” category (Porto Cálem page, 

Tripadvisor, 2020). All the reviews are the subjective opinion of Tripadvisor members. The 

site is recommended with other most popular tours and activities involving separate 

experiences such as Porto Calém Cellars Admission, Fado Show in Porto Cálem Wine 

Cellars Including Wine Tasting and Visit and Fado in Porto - Caves Cálem. 

The search on “wine museum” in Porto results in Porto Cálem at the 4th position for the 

popularity ranking with 1950 reviews (Note: the positioning is based on user reviews (quality, 

quantity, recency) and reflects experience/company’s standing against other businesses 

within geographical location rather than on the total amount of reviews). The reviews are 

available in 18 languages: English (618), Portuguese (366), French (336), Spanish (268), 

Italian (152), Dutch (57), German (54), Russian (35), Polish (14), Japanese (13), Korean 

(12), Danish (10), Chinese (Sim.) (9), Chinese (Trad.) (9), Turkish (4), Swedish (3), 

Hungarian (2) and Hebrew (2) (See Appendix 7). Regarding the Tripadvisor Bubble ranking, 

Cálem scores at an average rating of 4.0 out of five. 

Concerning the traveler rating with all 1950 reviews, it received 868 (44.5%) “excellent”, 

690 (35.4%) “very good”, 275 (14.1%) “average”, 74 (3.8%) “poor” and 43 (2.2%) “terrible” 

reviews. As the cellar doors are open throughout the whole year (with specific holiday day-

offs), the reviews cover all months so that travelers can priorly check upon the feedback 

recorded at a specific time of the year. The feedback is up-to-date and is frequently posted. 

The first review is recorded in October 2011 spanning to March 20, 2020. 

With overall specification on “museum”, there are 244 (12.5%) reviews: in English (90), 

French (49), Spanish (34), Portuguese (28), Italian (22), Dutch (6), German (3), Danish (3), 

Chinese - simplified & traditional (3), Russian (2), Polish (2), and Korean (2). The travelers 

specified that they mostly traveled as couple (61%), less with friends (20%), with family 

(13%), as solo (5%) and there are only two mentions about traveling on business. Alas, 

some groups did not specify their traveling type (See Appendix 8). 



 

22 
 

As the current organization of tours and interactive museum has been available since 

2017, the reviews vary about the duration and price of the experience. The analysis of dates 

showcases how the organization changed and improved along with the feedback of visitors. 

The overview of the reviews also demonstrates that a correlation can be noticed between 

the opening of interactive museum and the higher ratings together with leaving 

reviews/higher review activity with notes also about the museum. With the current design, 

excellent reviews dominate: 110 or 45% out of 244 total reviews on museum, (very good 84 

or 35%), (average 38 or 15%), (poor 8 or 3%), (terrible 4 or 2%) (See Appendix 11).  

To understand the seasonal activity of the Tripadvisor UGC and whether it has any 

correlation with its Bubble ranking, the seasonal breakdown analysis of the reviews on 

museum at Cálem cellar is conducted (See Appendix 9). For this, the year is divided into 

four seasons: from December to February, March to May, June to August and September to 

November, consequently, corresponding to one axis. The opposite axis represents the 

bubble ranking with its categories - excellent, very good, average, poor and terrible. The 

outcomes reveal that there is a seasonal correlation on ranking activity. While looking at the 

seasonal activity, it is seen that the highest grading activity is received in autumn - from 

September to November. This is followed by summer – June to August, spring – March to 

May, and winter – December to February. The latter presents the lowest activity which is 

down by 1/3 of autumn period. The activity during autumn, spring and summer demonstrates 

relatively similar nature.  

The seasonal breakdown of ranking also shows that there is difference within each 

ranking category depending on season. The analysis of categories shows that the autumn 

months - September to November have the highest number in “excellent” (37) category and 

the second highest in “very good” (26) and “average” (12) categories followed by 2 gradings 

in “poor” and 1 – “terrible”. The period of summer - June to August received the highest 

ranking in “very good” (27) and in “average” (17) categories, and is the second lowest in 

“excellent” (21) followed by 3 gradings in “poor” and 2 – “terrible” representing the highest 

numbers in the low (“poor”, “terrible”) categories. The period of spring - March to May has 

the second highest ranking in “excellent” (32) category, the second lowest in “very good” 

(22) and in “average” (8) categories, followed by 2 gradings in “poor” and 1 – “terrible”. And 

the period of winter - December to February received the lowest rating in all categories: 

“excellent” (20), “very good” (9), “average” (1), “poor” (1) and “terrible” (0). The latter is the 

only season with the absence of “terrible” review.   

The breakdown into high and low seasons according to 2-season operation of Cálem 

cellar experiences represents variances between them (See Appendix 10). The high season 

refers to the period from April to October, and the low season – from November to March. 

Studying together with the bubble ranking, the results show that the reviewers are more 
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active during high season (172) rather than during the low season (72). Meanwhile, the high 

season also received the highest scores for all categories of bubble ranking compared to the 

low season. While the high season is reviewed with 4 “terrible” scores, the low season has 

no score on that category. In cumulative summary, both seasons have received more scores 

on positive rating - the high season has 70 “excellent” and 63 “very good” scores, and the 

low season - 40 “excellent” and 21 “very good” scores.  

The summary of all reviews on museum at Cálem cellar results in the dominance of 

positive feedback and high ratings. Within all languages, the experience received mostly 

excellent and very good scores. The museum is widely appreciated to be interesting, 

beautiful, informative, interactive, small yet enabling to learn a lot and be ready for upcoming 

information while the guided tour and tasting. The reviewers recall and usually name the 

things they saw, learnt, and played. It is commonly seen as an additional asset. Some 

frequently state the role of museum as a waiting room by looking at it both unsympathetically 

and favorably. There is also noted a controversial feedback about the allocated timing on 

self-guided experience at the museum: for some it requires just 10 minutes, while for the 

others even the designed time is not enough so that they come back after the whole tour and 

tasting to complete looking around all displays at the museum. In this sense, it is noted that 

the majority of low scores refer to the previous longer time allocated for the museum part 

which now has become shorter. Another controversial feedback was on the level of 

information available at the museum: for some it was scarce and not informative, while for 

many others, it was quite informative, brief, and detailed (See Appendix 12).  

3.2. Observations  

The direct involvement into the cellar’s enotouristic routine ensured real-time observation of 

visitor experiences, feedback, and organization of activities. The personal experience and 

training facilitated the internal research in the period of February 10 to March 13, 2020. 

Correspondingly, the on-site observations enabled the studying of staff training and work 

structure dedicated to wine tourism, as well as the role of interactive museum.  

Regarding the guided visits, the tour guides have opportunity to adapt the script as to 

their own way of presentation. Consequently, some tours are straightforward, easy, fun, and 

short, while others are focused on details and enriching the visitors’ knowledge. In this 

sense, the preference of group size varies - some enjoy presenting for big groups, while 

others – for small groups or both. 

Upon the management of tourism personnel responsibilities, the tour guides are divided 

into various parts of the cellar and rotate their role besides doing the tours so that they can 

be assisting the tasting room staff or facilitate visitors entry at the self-guided part, at the 

shop or at the reception. The cellar has team members that have already been doing the 
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tours for over 2 years. With the onset of wine tourism activities at Quinta S. Luiz, the tour 

guides are assigned to one-month service in the Douro Valley so that the diversity of works 

and venue keeps away the fatigue of work routine. Furthermore, the tour guides are having 

regular meetings with the winemakers to clarify their technical doubts so that they are ready 

to reply to the visitors’ queries properly.  

In terms of interactive museum, the experience was self-guided so that the visitors were 

able to explore around by themselves before the guided tour. Amidst the immersive displays, 

the visitors enjoy guessing wine aromas, specifically this is exciting for families with kids, as 

well as the Douro valley interactive map. With the museum, the guided tours are shorter, the 

waiting room is favorable, and it prepares for the information to be given while the visit. With 

the museum information, the visitors are keener on listening to the details for Port wine 

production and styles during the explanations while guided visit. At the end of the tour, while 

recalling the parts seen at the museum, the visitors gave affirmative replies on liking their 

experience as it was very informative and interesting, family friendly, trendy, and vivid 

visualization is highly appreciated. As a feedback, the visitors commonly commented on 

exciting entertainment and modern presentation via the visual effects. Having chance to 

return after the guided tour and tasting, some visitors did come back to explore the museum 

more. 

Overall, the museum and experience map available on the website and at the receptions 

allows to frame the visitor expectations. The whole model is based on learning and 

entertainment. Moreover, the communication is eased via multi-lingual displays and 

presentations according to the tour languages. However, some limitations were noted as 

well concerning the high number of visitors and small size of museum, the frequent 

presentation of tickets, and the elevated likelihood to have wrong amount of tastings 

communicated with the tasting room staff via radio speakers.  

3.3. Online survey: wine museum perception 

To structure the understanding of wine museum concept in wine tourism, an online 

questionnaire with 10 questions was developed and disseminated via online social media 

(Facebook, LinkedIn), Gmail and personal network. The survey went live on February 12th, 

2020 and was closed to new responses on May 28th, 2020. The outreach received a total of 

150 responses. Some questions were marked “required” so that the respondents could not 

proceed further on, while for others, there was an option to skip the question as some were 

linked to the previous ones. Featuring the question styles, 3 questions were of polar or 

closed type (also known as yes/no question); 3 – multiple choice with option of Check-all-

that-apply (CATA); 1 – opinion scale with ranking from 0 to 5; 1 – dropdown to type or select 

an option; 2 - open-ended with short and long text options. The selection of specific wine 
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museums on the list was based on the author’s experience and results from online search 

on “the most famous wine museums in the world”, yet the option “Other” was available for 

participants to add their options as well. Hence, the results are analyzed further down.  

All closed-type questions reached a 100% respondent rate meaning that all 150 

participants answered to those inquiries. With this, the findings indicate that 84% (126 

answers) of respondents are interested in visiting a wine museum when travelling to a wine 

tourism destination. Whereas, the remained 16% (24 answers) selected “no” as a reply (See 

Appendix 13). Out of all contributors 69.3% (104 responses) visited a wine museum earlier, 

while the remained 30.7% (46 responses) said “no” (See Appendix 14). Furthermore, the 

expectation on tasting wines at a wine museum comprises 93.3% or 140 participants with 

only 6.7% or 10 adverse reply (See Appendix 21). 

The evaluation of multiple-choice questions’ total replies varies so that one received 104 

answers (69%), while the other two - full respondent rate (150 answers or 100%). This is 

because that question required prior visitation to a wine museum. The Cálem cellar was 

included in the list to further the comparison with the Tripadvisor UGC. The gamut of visited 

wine museums is dominated by La Cité du Vin (Bordeaux, France) with 55.8% or 58 

responses; and followed by Vivanco Museum (La Rioja, Spain) – 35.6% or 37; Douro 

Museum (Peso da Régua, Portugal) – 30.8% or 32; and Cálem cellar (Vila Nova de Gaia, 

Portugal) - 23.1% or 24. The less share was represented by Museo del Vino de Bullas 

(Murcia, Spain) - 4.8% or 5 responses; WIMU: The Barolo Wine Museum (Italy) 3.8% - 4 

responses and World Heritage Wine Museum, Bormúzeum (Tokaj, Hungary) - 2.9% or 3 

responses (See Appendix 15). The rest 25% or 26 responses account for “Other” (See 

Appendix 16). It is noteworthy to mention that a few respondents replied to this question by 

writing that they have not visited any wine museum under “Other” option, though there was 

an explanation and availability to skip this question. However, this share is not so large to 

influence the total picture of outcomes.  

The next multiple-choice question was about the favorite part at a wine museum which 

received 100% respondent rate. Correspondingly, the most preferred areas are “Guessing 

wine aromas” (56% or 84 responses), “Participating in workshops/masterclasses” (48% or 

72 responses), “Visiting wine bar/restaurant shop” (46% or 69 responses), “Exploring the 

history and museum library” (36% or 54 responses), “Playing wine quiz” (34.7% or 52 

responses), “Watching short videos & exploring photos” (31.3% or 47 responses), “Reading 

short texts” (14.7% or 22 responses), and for “Other” with 0.7% or 1 response specifying the 

dislike about visiting wine museums (See Appendix 19).  

The last multiple-choice question was asking the preference on having audio-guides or 

tour-guides which also received full participation by the respondents (See Chart 22). Hence, 

around half of the participants gave their preference to “Tour-guide” (50.7% or 76 responses) 
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which is followed by “Both” option (33.3% or 50 responses). Meanwhile, the “Audio-guide” 

received only 14% or 21 responses, and the rest was selected as “Other” (2% or 3 

responses) mentioning “no guide plz”; "self-guided, read only"; "tour guide only of the group 

is small. otherwise audio". 

Again, with full respondent rate, the drop-down question asked the participants to vote 

for their preference on a wine museum to be with an interactive or traditional exhibition by 

historical facts. This part also specified the explanation for interactive museum. Along with 

the majority of answers the preference was given to “Interactive” (68.7% or 103 responses) 

model; followed by “Traditional” (23.3% or 35 responses). Also, 5.3% or 8 people selected “I 

prefer taking a virtual tour for wine museums” option and 2.7% or 4 people – “I don't like 

visiting wine museums” (See Appendix 18). 

Receiving the 70% respondent rate (106 answers), one of the open-ended questions had 

a short-text style and was about the displeasing features about wine museums. The 

summative appraisal of feedback indicates that there are both positive and adverse 

comments. The unfavorable characteristics cover the large size of groups, long duration of 

explanations, excessive amount of information with wordy, content-heavy nature, and lack of 

relevance. On one hand, the contestants mentioned about less interactions and dull 

experience, traditional approach in design and presentation, lack of personal touch and 

human interaction with a tour guide, lack of professionalism of tour guides and long content 

of audio guides. On the other hand, the disliking is expressed regarding the available games, 

quizzes, and videos. Also, the similarity in repetitive setting and information amidst wine 

museums, lack of focus on local history and culture, language barrier regarding the presence 

of mono-lingual texts, as well as commercial force and costly tickets are among the answers. 

Meanwhile, the respondents mentioned about the lack of wine museums, their desire to 

learn more and have chance to be part of tailored tours for wine professionals. With this, 

there were also comments on not specifying anything displeasing, and expressing their 

sympathy about wine museums (See Appendix 20).  

The last question was aimed to find out any remarks or memorable experiences that 

participants had experienced in the wine museums. In this case, the respondent rate is 58% 

(87 out of 150 answered). Overall, the impressions are linked to having opportunity to travel 

back through history via exhibits and stories, to see how barrels are produced, to take part in 

wine-making process and in workshops for wine tasting and food pairing, as well as to write 

a name on a barrel, to learn about local traditions and wines, to enjoy the view to landscape 

and vineyard. Especially, the impact of a tour guide is noticed to have a vast impact on the 

whole experience, particularly, remembering the way of presentation, storytelling, 

entertainment, and interactions. The participants valued that their expectations were met and 
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stressed the special moments on having chance to taste unique wines, be part of a 

personalized tour, as well as experience a multi-sensory adventure (See Appendix 23).  

In line with this, the commenters recalled their experience linked to specific wine 

museums. For instance, the most mentioned wine museum is La Cité du Vin for its variety of 

offer, interactive displays, gamut of insights about the world of wine, combination of 

knowledge and entertainment, music room and aroma table, workshops on wine tasting and 

pairings, though need of complementing with visits to chateaux. Another memorable 

experience relates to Napa Valley’s museum (Yountville) due to historical exhibits, tasting 

room with art gallery and vineyards. In this sense, the respondents also mention about the 

interesting exploration on the wine origins around Greece, the whole experience at wine 

museum in Paris, the vineyards in Vivanco museum (La Rioja, Spain), perfect and detailed 

tour through audio-guides at Taylor’s Port wine house, as well as moving freely in garden 

and having original, nice, quiet and inspiring visit at a rum museum in Martinique.  

In summary, the pleasing visit of wine museums is suggested to have option on tasting 

local wines, organize a variety of events, and entertain with various projects for local 

community and tourists.  

3.4. Comparison: online survey outcomes & Tripadvisor UGC  

To reveal the feedback of travelers a comparative analysis is carried out between 

Tripadvisor UGC about Cálem Port wine cellar experience, (see Appendix 7) and the online 

survey results regarding the overall perception of wine museums (see Appendix 13-23). 

Marked without expecting a mandatory response, the question asked whether the 

respondent visited Cálem cellar in Vila Nova de Gaia (Portugal), and how much they liked 

the interactive museum. Additionally, the option to skip and proceed for the next questions 

was explained and available. However, some respondents did answer to this question and 

graded their experience alas prior visit to the cellar. Consequently, the results were 

subjected in-depth analysis to work only with the answers that had previous mention about 

visitation to Cálem. Following data filtration, around 32 out of 52 answers were removed to 

ensure the proper image of the outcomes. Hence, the question received 13% respondent 

rate with 20 out of 150 specification on having experience in visiting Cálem (see Appendix 

17).  

From the 20 respondents, the equal number (6 answers or 30% each) of grades were 

given to “neither dislike/like” and “extremely like” categories the same as scores 2&3 and 5 

accordingly. The remained 8 participants or 40% selected “tend to like” equivalent to score 4. 

Furthermore, no respondent selected “dislike” nor “tend to dislike” categories.   

On the note of comparison, the average rating scores at 3.9 out of 5.0 according to the 

rating of online survey, whereas the Tripadvisor’s Bubble ranking is 4.0 out of 5.0. Therefore, 
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the feedback generated almost the same results showing that the experience is being 

provided at stable, proper levels, and the visitors like their experience at Cálem, though the 

difference in the number of respondents varies vastly within the two platforms.  

3.5. Co-functioning scenario with COVID-19  

As a result of COVID-19 outbreak, the worldwide lockdown and travel restrictions caused the 

temporary cease of operations in wine tourism facilities as well. Likewise, Cálem cellar 

closed its visitor centers since March 14, 2020 to comply with the state regulations and avoid 

the potential threat. After around 3-month lockdown, the cellar announced the resumption of 

welcoming visitors starting on June 10, 2020. The reopening is possible thanks to the 

“Clean&Safe” initiative developed by the national tourist board - Turismo de Portugal. As the 

latter reports (Turismo de Portugal, 2020), the “Clean&Safe” is a guarantee seal available for 

tourism entities to ensure all required measures defined in collaboration with the Directorate-

General for Health (DGS) for safe restart and operation. Once the approval stamp is 

granted, the competent entities will execute regular audits. Hence, the defined governmental 

actions will ease the proper adaptation to the post-emergency situation to mitigate its impact 

and ensure further operations.  

In line with the protocol, Cálem cellar fulfilled all requirements and is already certified as 

“Clean&Safe”, thus, it will recommence its functioning with the trained staff according to the 

following scenario: the number of visitors is reduced to 12 per tour; the different entrances 

are designed for pre-booked groups and for walk-ins; there will be a mandatory use of mask 

and gloves for workers and masks for visitors; frequent cleaning of contact surfaces; serving 

the wine tastings in front of the visitors; no self-guided option at the interactive museum; the 

whole tour is guided; closure of 5D cinema experience; protection glass both at the front 

desk and shop; control of body temperature; installation of hand rub dispensers; social 

distancing of 2 meters; prohibiting any entry before the start of the guided tour; preference of 

payments via cards; decrease in allowance of the number of people in the shop and in the 

tasting area; et cetera. 

3.6. Proposals  

Featuring the wine tourism fundamentals, Cálem cellar’s experience is comprehensive, 

unique, diverse, and properly organized. The critical appraisal revealed that the activities are 

implemented with daily control by the management and are flexible to adapt to the modern 

trends to ensure the best experiences amidst their visitors. Furthermore, the interactive 

museum is a flagship for overall enotouristic offer and entertains the visitors vastly. As the 

“Discover Your Port Wine” tablet experience is temporarily shut down, hence, the relevant 
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proposals on possible re-functioning are presented in a table (see Appendix 24), as well as 

some remarks are written furtherly.  

One of the recommendations covers the delivery of guided tours. Particularly, it is 

suggested to use speakers for tour-guides so that the relevant distancing can be practiced, 

although the current reduced number of visitors per group waves this necessity. Meantime, 

audio-guides could be an option to transform the visits, however, the company’s corporate 

responsibility prefers prioritizing the human interactions by ensuring clarification of any 

doubts asked by the guests.  

The next recommendation is about launching a combined tour offer for visiting Cálem 

cellar and Quinta de S.Luiz. Though the staff recommends their customers to visit each 

space since the stories complement each other, it would be worth to have a ready-made 

offer and do promotion accordingly. At this point, the offer is under development and will be 

available soon. Also, in terms of communication, it is recommended to update the tour 

scripts and change the means of interaction between the tasting room staff and personnel at 

self-guided area, for instance, via text messaging. And to enhance the ticket scanning and 

necessity to show it frequently, colorful ribbons can be given which will also be easy for the 

guide to check the correspondence of each seated tasting. This will ensure more accurate 

counts of tastings and will keep apart the radio communication errors.  

As the Tripadvisor suggests, the popularity ranking is working based on an algorithm so 

that the understanding and use of suggested features will enhance the scores and ensure 

better exposition. The Tripadvisor Insights, an essential hospitality marketing resource, 

states that for the popularity ranking there are 4 basic factors - the quality, recency, quantity, 

and consistency of reviews generated by the users (TripAdvisor, 2020). The quality is 

expressed through the bubble ranking by assessing the quality of experiences. The higher 

bubble rating, the higher the business position. Though all ratings are available on review 

history, the most reliable and checked reviews are the most recent ones. Thus, either good 

or bad, the recent reviews reflect the current experience. Regarding the quantity, the more 

reviews, the better confidence on comparison and insight on potential experience, but not 

higher ranking as the users usually check a range of opinions to make a final decision. 

Hence, this is a crucial indicator on balanced feedback. Consequently, the reviews with 

higher quality, quantity, and recency for a longer period to ensure the consistency of each 

experience or business.  

With new museum design and organization of tours, Cálem cellar experience already 

has the fourth position with the Tripadvisor results on “wine museum” and is scored at an 

average of 4.0 out of 5.0 on Bubble ranking. This is relatively higher position with the 

dominance of positive feedback and a myriad of recommendations. As the popularity ranking 

works for an experience in relation to other experiences available in the area and this is not 
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a steady position so that a movement of one experience impacts the others, the company 

needs to always ensure high satisfaction of visitor expectations via high quality of its offer. 

On quantity note, the reminders can be sent in form of emails or Tripadvisor stickers at the 

reception desks for encouraging the visitors to express their feedback. The consistency of 

ensuring high quality services and satisfaction rates will enable the consistency of updated 

ratings. Thus, this will enhance the popularity ranking of the company.  

4. CONCLUSION 

To summarize, the initial plan and accomplishment of professional internship ensured to 

reach the master thesis research goals appropriately. The practical training was very well  

designed and intensive in that it allowed to gain the necessary knowledge and skills with 

proper competencies for future. Particularly, the intern learnt the organization of workload for 

highly demanded tours, the proper manner to welcome visitors, to conduct tours for 

individual and large groups of visitors, to speak and present information clearly, to ensure 

entertaining and enjoyable experience, as well as guide wine tastings, clarify any doubt for 

visitors, assist in selling tickets and promoting services, promote Port wine sales, and 

provide advice for visitors at the wine store. Moreover, the running guided tours in different 

languages provided multi-lingual experience for the intern to practice and learn foreign 

language skills. Hence, the training covered the versatile training on direct-to-consumer 

communication in wine tourism.  

Furthermore, the direct involvement in the daily workload enhanced the understanding 

and observance of visitor behavior at the interactive museum. The latter provided an explicit 

and proper contribution in meeting the master thesis goals. Due to the consistent supervision 

and initiatives, the professional team at Sogevinus Group facilitated the acquaintance and 

integration to daily routine and smooth service for visitors.  

In summary, thanks to the proper planning and implementation of professional guidance 

by the internship supervisor, the intern received intensive training and gained skills to 

successfully handle daily tasks and make necessary observations for the thesis research 

and development. Especially, working at the self-guided part and museum enabled 

observing the visitors’ behavior and use of the museum displays, as well as conducting the 

tours and tastings which gave an opportunity to hear the feedback of visitors about their 

experience in real-time. Consequently, direct involvement facilitated the study and 

organization of the research paper, as well as supported the hypothesis that the wine 

museum notion completes, diversifies, and adds value in the whole enotouristic experience. 

Also, with all findings this research paper enables new paths for further studies. 
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APPENDICES 

A1. The participatory museum concept: Me-to-We model (Simon, 2010)  

 

A2. The wine tourism experience layout at Cálem cellar (Cálem official website, 2020) 

 

 

 
 



 

 
 

A3. Annual Visitor Profile by Country of Origin 2019 - Cálem cellar 

 

 

COUNTRIES SHARE 

Portugal 33.13% 

France 12.42% 

UK 9.55% 

Spain 10.49% 

Italy 2.43% 

Germany 1.84% 

Belgium 0.68% 

the Netherlands 1.58% 

Brazil 5.92% 

USA 5.75% 

Canada 1.58% 

Japan 0.54% 

Nordic countries 0.00% 

Russia 0.56% 

East 0.90% 

Others 12.58% 

 

 

 

 

A4. The screenshot of Google search results on wine museums in Vila Nova de Gaia 

 

  



 

 
 

A5. The list of Port wine museums in Vila Nova de Gaia 

COMPANY MUSEUM NAME MUSEUM DESCRIPTION 

- Extensão Douro 
Local history museum about the Port wine located in the 

18th century warehouse, Porto 

AEVP - 

Association of 

Port Wine 

Companies 

Multimedia Centre of 

AEVP 

An interactive center presenting the history and culture 

of Port Wine and Douro Region 

Gran Cruz, La 

Martiniquaise 
Porto Cruz Place 

An informative, expositive and leisure place with My 

Porto Cruz, Wine Journey 360°, Douro Room (exhibition 

space for contemporary art) 

Ramos Pinto Museum space 
The showcase of Port wine legacy and historical setting 

of the office space of the house 

Real 

Companhia 

Velha 

17•56 Museum of 

the Oldest 

Appellation in the 

World 

Exhibition to demonstrate the documents and collection 

regarding the history and culture of Port wine, the Douro 

region, and the company 

Sogrape Vinhos, 

S.A. 

Ferreira Cellars 

Museum 

"Dona Antónia Belongings Room" and the Museum with 

the showcase of Port wine production artefacts 

Sogrape Vinhos, 

S.A. 
The Sandeman Hall 

An informative space with the showcase of the cellar’s 

history, artefacts, and antique bottle collection. 

Interactive displays are available 

The Fladgate 

Partnership 

The World of Wine* 

(planned to open in 

summer 2020) 

Attraction with 5 museum experiences, 9 restaurants & 

bars, wine school, exhibitions & events spaces, shops 

with the focus on wines of Portugal 

The Fladgate 

Partnership 
Taylor’s Port 

A 300-year old cellar with modern and innovative 

museum via audio-guided tour available in 12 languages 

telling about the Port wine, the Douro Valley, and the 

house of Taylor’s 

The Symington 

Family Estates 

The Graham’s 

Lodge Museum 

A lodge built in 1890 with the artefacts outlining the 

history of Port wine, the Graham and Symington 

families’ legacy 

The Symington 

Family Estates 

Cockburn’s Port 

Wine Lodge 

A reception-museum model with the informative 

artefacts on Port wine and the history of the lodge 



 

 

A6. Before & After: transformation of museum at Cálem cellar 

 

   

Photo credit: Cálem cellar Photo credit: E.Marques, Google reviews Photo credit: P.Pinho, Tripadvisor 

    

Photo credit: Cálem cellar 

 



 

 

A7. Tripadvisor UGC on “museum” at Cálem cellar 

 



 

 
 

 
  



 

 
 

 



 

 
 

 
 

  



 

 
 

 



 

 
 

 
  



 

 
 

 
 
 



 

 
 



 

 
 

 
 



 

 
 

 
  



 

 
 

 
  



 

 
 



 

 
 

 
  



 

 
 

 
  



 

 
 

 



 

 
 

 
  



 

 
 



 

 
 

 
  



 

 
 



 

 
 

 
  



 

 
 

  



 

 

A8. Tripadvisor traveler types - reviews on museum at Cálem cellar 

 
 

Traveler type* 

The number of travelers according to each 
language Total number 

Total number in 
percentage 

Eng Pt Fr Sp It Other 

Traveling as couple 60 11 28 14 14 8 135 61% 

Traveling with family 3 7 9 6 1 2 28 13% 

Traveling with friends 15 4 9 12 2 2 44 20% 

Traveling solo 3 2 1 - 1 4 11 5% 

Traveling on business 1 1 - - -  - 2 1% 

*Note: not all travelers specified their type while writing reviews 
 

61%
13%

20%

5%1%

TRIPADVISOR TRAVELER TYPES - REVIEWS ON MUSEUM AT CÁLEM  
CELLAR

Traveling as couple Traveling with family Traveling with friends

Traveling solo Traveling on business



 

 
 

 

A9. Seasonal activity of Tripadvisor reviews on museum at Cálem cellar 
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 MONTHS 
BUBBLE RANKING 

Total 
Excellent Very Good Average Poor Terrible 

Dec-Feb 20 9 1 1 0 31 

Mar-May 32 22 8 2 1 65 

Jun-Aug 21 27 17 3 2 70 

Sep-Nov 37 26 12 2 1 78 

Total 110 84 38 8 4 244 
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A10. High & low seasonal activity of Tripadvisor reviews on museum at Cálem cellar  

 
 

HIGH/LOW SEASONAL ACTIVITY 
BUBBLE RANKING 

Total 
Excellent Very Good Average Poor Terrible 

High season (Apr-Oct) 70 63 30 5 4 172 

Low season (Nov-Mar) 40 21 8 3 0 72 

Total 110 84 38 8 4 244 
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A11. Tripadvisor bubble ranking on museum at Cálem cellar  

 
 

Bubble ranking 
category 

Number of reviews 
on museum 

Number of total reviews on 
Porto Cálem experience 

terrible 4 43 

poor 8 74 

average 38 275 

very good 84 690 

excellent 110 868 

total 244 1950 
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A12. Tripadvisor UGC: visualization of repetitive descriptors on museum at Cálem cellar 
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A13. Online survey: Question 1 results 

 

 A14. Online survey: Question 2 results 

 

A15. Online survey: Question 3 results 

 



 

 
 

A16. The list of wine museums visited by survey participants under “Other” option 

Bali, Indonesia Ararat I have visited in Armenia 

Germany Chateau Montelena Loisium, Langenlois, Austria 

Istra, Croatia and Seksard, 

Hungary 

Germany (e.g. 

Bernkastel-Kues) 

Georgian wine museum in Twins 

Bio Wine (Georgia) 

Rheingau wine museum Bulgaria Antinori, Italy 

Rheingau wine museum 

Broemserburg castle, Germany 

Karas, Hin Areni, 

Armenia, Voskevaz, 

Gevorkian 

Museu del Vi els Cups, Montbrió del 

Camp (Spain); Musée du Vin de 

Paris (France) 

Taylor's Areni Voskevaz, Armenia 

Wine museum in Paris Areni, Armenia Yerevan brandy factory 

Vilafranca del Penedes Wine Museum (Winseum?) 

A17. Online survey: Question 4 results 
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A18. Online survey: Question 5 results 

 

A19. Online survey: Question 6 results 

 



 

 
 

A20. Online survey: Question 7 results  

“What do you dislike about wine museums?” (106 out of 150 answered) 

Too many people sometimes  When they are overcrowded  

 long discourses, too long explanation   Games  

 Crowds   Too many visitors  

 The focus on the brand   Boring at times  

 Not proper historical approach   Small wine selections  

 nothing specifically   can take too long  

 guides without drive and professionalism   Boring info  

 the short videos depicted   Long introductions  

 Quiz   I like everything. )  

 Sometimes the price for the entrance   impersonality  

 There is no point to dislike   Prices at wine shop  

 Games   Long stories  

 disorganized, too commercial   Very long tours  

 I like everything...   Nothing, it’s cool idea  

 Seeing boring static diagrams with text   Lots of similar things in some of them  

 really long audio guides   I like everything about wine museum.  

 The tickets should be cheaper (La cite du Vin)   sometimes they are boring  

 All was good   all are the same  

 I like everything about it   Long history presentation  

 Tours more than 30 minutes   Long texts  

 traditionalism   Too much information  

 When they are very old styled, not interactive   lack of human guide<  

 I wouldn't like a traditional tour.   All can be interesting!  

 If the explanations are too content heavy   Compulsory to buy  

 when there's no English explanation  
 when it's not interactive and you have too 

much information to read  

 I like wine museums except when it is to 

commercial and based on sells  

 There is no many wine museums in the 

world.  

 Lacking personal interaction with wine makers  
 Too much technology and less or useless 

information  

 would be interesting to emphasize on production 

processes for some kind of tourists.  
 The large groups in tour, individual is better  

 Guides saying the same jokes they tell everyone  
 When crowed (La Cité du vin, Bordeaux is 

a good example sometimes)  

 Museum without interactive and just photos or 

random videos.  

 Too many videos to watch, too many 

exhibits  

 When the museum has only exhibitions with texts  When the content is explored with too much 



 

 
 

to read  words and little visual attributes.  

 When there are big texts to read very long videos   repeating the same wine story  

 it cannot be genuinely exciting and I consider it a 

marketing stunt more than a full-fledged museum. 

another place for tourists to cash in.  

 Some resemble boring excursions and 

don't involve enough interactive sessions, 

tastings and discussion  

 They are boring and the information is not 

presented in a way that the visitor would be 

intrigued and wanting to learn  

 Some are very banal and too obvious. I 

prefer to learn something new about the 

wine/region.  

 Many do not involve social history and are only 

about wine without a cultural perspective  

 Winemaking process simply exhibiting 

static machinery, or usual winemaking 

process videos  

 I don't have any bad experiences about wine 

museums. But I think, wine museums must show 

their local products, so wine museum will have 

diversify of products and make tourist more 

interested about that.  

 I don't dislike a lot of things, if I can tell you 

very honestly I don't like some tourists who 

go to the cellars to do what they want (like 

being stupid and disrupt visits) )  

 when there is only demonstrated photos and 

someone tell the story who do not has any relations 

with wine or wine making  

 When they just explain how to make wine 

and the history of the winery, because in the 

end all are the same  

 I dislike it when museums offer no explanations on 

wine or the items in the exhibit. I also don't like 

cluttered spaces with too much information at once.  

 If the design is not well prepared. It must be 

adequate to wine topic. Also, lack of signals 

to guide people and not many options for 

handicap people  

 If they are interactive, the technology they use can 

become quickly outdated, or they are not always 

interesting for groups of people because they focus 

too much on wine, or they are not fun because they 

are too serious, or they offer no wow moment or 

experience that makes them more worthwhile to 

visit than a local winery  

 In general nothing. Maybe I would dislike 

the lack of access to some information due 

to language barrier like in Vivanco, and I 

also dislike the fact that sometimes the 

content is so much that I cannot cover all of 

it in one visit.  

A21. Online survey: Question 8 results 

 



 

 
 

A22. Online survey: Question 9 results 

 

A23. Online survey: Question 10 results  

 “And the last question. Do you have any remark or memorable experience to share regarding wine 

museums? Thank you!”  (87 out of 150 answered) 

 Discovering new wines   I like them for their sense of history  

 In different places, different experiences   My advice: don't drink too much)))  

 Took part of making pomegranate wine   Yes, creating one  

 Yes, Cite du vin. the music room of wine   the old traditional wine making tools  

 writing your name on barrel   Ancient tools to make wine.  

 Yes, I do, but they are more personal.   I like to hear the stories from the old times  

 Armenia should he presented as a historic wine 

country.  

 Cite du Vin is incredible for the aromas table. It 

is the only and best I ever seen.  

 We had a  theatre  show about knights and 

princess in relation to wine story.  

 Production process and history of that particular 

wine house  

 well combined with knowledge and 

entertainment, la city du vin could be an 

example  

 A museum with panoramic view of the vineyard 

or the landscape is always fascinating.  

 Interesting eroticism installation at La Cite du 

Vin  

 La cite du vin in Bordeaux is just an exemplary 

venue of a wine-museum  

 Napa valley museum In Yountville, is a real 

gem. It has great visiting exhibits and a Napa 

Valley history section. The tasting room comes 

with its contemporary art gallery. Caymus 

vineyards were great. I enjoyed the Cabernets 

Sauvignon Caymus 1916 wine .  

 I really appreciate it when a museum tries to 

portray wine in a different way, not placing it as 

a sacred historical object but showing its 

relationship with the consumer.  

 I love going and be able to guess wine aromas, 

to learn about the history of a region and games  

 Showing how elaborate things are made, like 

barrels. Workshop at la cité du vin of taste of the 



 

 
 

world  

 The best experience is when is interactive. I like 

when I'm active, I don't like when is just a 

passive tour listening. And, I think museum 

should talk also about the agriculture/viticulture 

side of the wine.  

 La cité du Vin is very interactive, with short 

videos and pictures the visitor can learn a lot 

about the different wine regions in the world or 

about the winemaking process.  

 Learning about the tools used in the old times 

for winemaking is awesome for me!  

 La cite du vin is nice, the tasting in the roof is 

good and you can choose what you want to see 

and has different options for every visitor  

 Opportunity to taste wines from the area where 

museum is located (if wine is produced) is a 

must, but also international as sometimes in old 

countries can be difficult to find. Opportunity to 

showcase small and big producers, without 

distinction. Organize meet the winemaker and 

pairings masterclasses appeal  

 if they can offer weekly events (like movie 

screenings, or tastings with wine makers or 

sommeliers, or photo/art exhibitions, wine 

museums can more easily remain relevant and 

attract people more than once and provide a 

space for entertaining the local population, not 

only tourists  

 Don’t have any remarks, it was just interesting 

and something new for me:)  

 The beautiful view at the top of Bordeaux 

Wine's Museum and the tasting courses.  

 For me, it's always very interesting to visit wine 

museums when we have a guide or a person to 

explain the experience.  

 There are some wonderful wine museums in 

Greece where you can find out how vine and 

wine came from!  

 Every year in Armenia on May there is wine 

festival, so I always participate...  
 Going back to centuries and seeing the barrels  

 I loved the tiny vineyards of various varieties in 

Vivanco  

 I liked everything about my experience in wine 

museum of Paris  

 I think, when my expectation accordance with 

the reality like, they allowed me to try their best 

wine. It's enough for me.  

 what I remember the most is the overall 

experience and if the guide made me want to try 

the wine  

 I think visiting wine museums are always a 

great pleasure, and that tells a lot about the 

country and the culture that has. So, keeping it 

more traditional is an important issue  

 I enjoyed  wines and cheeses  discovery and 

tasting workshop at Bordeaux wine museum. It 

was great. Pairing wine and cheese was very 

interesting.  

 I like to visit a wine museum when I know that it 

will [be] in a small group and the information that 

the guide will provide will be more personalized.  

 The Cité du Vin as the only one visited was 

impressive but not the most memorable 

experience from Bordeaux. Visiting Chateaux is 

more fun  

 It was not for wine but for  rum  in Martinique. It 

was a great visit because you are free to move 

in the very large garden, there is a mix between 

the historical story of the  habitation , the family 

 Yes, when I visited Taylor's I like it but the fact 

that they have audio guides makes everything 

perfect and detailed. Then we have cellars like 

Cálem and others that have tour guides and are 



 

 
 

and the traditions. and also there was a 

contemporary exhibition of art that offers a fresh 

view of the traditional beverage. Is was very 

original, nice and quiet, and inspiring.  

criticized for not making good visits (because 

they are made by human beings who fail and 

are not perfect, while an audio guide is a 

recorded voice that does not fail).  

 I have never been in any wine museum where represented different companies, their products, 

etc. However, if this could considered as wine museums you can take into account. Armenian wine 

making companies organizing tours through visiting their vineyards and factories where 

professionals represent the history of winemaking, the story of their company and so on and for me 

this is the best type of wine museums where the visitors may see, touch, take a part in processes 

and taste the wine. In this way the visitors will be impressed and will remember about the company 

and wine product for a long time. Some Companies from Armenia are: Karas Wines, Armenia 

Wine, Armas, Visiting to Areni-1 cave.  

 

  



 

 
 

A24. Proposal for Discover Your Port Wine tablet experience 

at Cálem cellar’s interactive museum 
 

IDEA DESCRIPTION BENEFITS DRAWBACKS 

 A Toast with 
Velhotes  

Inspired by the social media campaign 
on creating Velhotes friends’ memes. 
Installing the same game for the visitors. 

• raise 
awareness 
about the 
most famous 
Port wine 

• might be 
misused  

 Which Port 
Wine are 

you?  

Like the former experience, the idea is to 
exclude the sharing and sending of any 
information. The visitors will fill a 
character shaping form to identify them 
with a Port wine style. Next, more details 
on that specific style will be presented. 

• better idea 
and 
orientation on 
visitors’ 
favorite style, 

• trigger to try 
one or more 

• possible 
mismatch with 
the current 
exemption of 
self-guided 
experience 

 Staff picks  
The presentation of facts & figures on 
the staff favorite and best sold styles and 
wines under Cálem brand. 

• first-hand & 
trusted 
recommendati
on from the 
staff 

• possible to 
forget until 
reaching the 
shop 

 Port Wine & 
Gastronomy  

A game needs to be designed to have 
options on selecting the recommended 
pairings. 

• clear image on 
pairings,  

• easier idea for 
consumption 

• possible 
overlapping 
with the 
information 
presented 
further by the 
tour guide 

 Ask Mr. 
Cálem  

A question & answer session with Mr. 
Cálem who will be the key actor in 
storytelling. 

• interactive 
visualization  

• vivid 
presentation 

• might be 
difficult if the 
number of 
viewers 
exceeds 6 

 Vintage 
Compass  

The list of Cálem Vintage or Colheita 
ports so that the visitors will find out if 
their desired year was declared Vintage 
and if available for sale. 

• boost the 
sales of wines 

• provide a 
memorable 
experience 

• might be 
disappointing if 
no matching 

 Make Your 
Port Wine  

The players will select the options and 
make their imaginary Port wine which 
will match Cálem wines and will know 
which bottle to buy. To further the long-
term links, the visitors will be able to 
scan the QR code to follow the aging of 
their wine and will be able to book 
shipping later.  

• development 
of long-term 
relationships 
with their 
visitors 

• high numbers 
of engagement 
might make the 
management of 
QR codes time-
consuming & 
increasing the 
workload  

 Cálem Insta-
Moments  

The presentation of ideas for photo 
shooting ideas. 

• increased 
brand 
promotion  

• might prolong 
the tours 

 Comment 
Board  

Enabling the visitors to write about their 
feedback.  

• reveal the 
image among 
visitors 

• not complete if 
at the first part 

 


