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“I've commanded you to be strong and brave. Don't ever be afraid or discouraged! I am 
the Lord your God, and I will be there to help you wherever you go. 
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RESUMO  

A presente tese tem como objetivo compreender de que forma as políticas públicas influen-

ciam o sucesso das start-ups de comércio eletrónico no setor vitivinícola, com um especial 

foco na região Norte de Portugal.  

Desta forma, a investigação adota uma abordagem de estudo de caso e qualitativa, contando 

com entrevistas semiestruturadas realizadas a três start-ups — Unanimous Champions, DO-JOA 

e Alavanca Destemida — assim como a uma consultora especializada na área. Ademais, a análise 

empírica permitirá identificar os principais constrangimentos que as empresas enfrentam, 

nomeadamente as dificuldades no acesso a financiamento adequado, excessiva burocracia, 

ambiguidade legislativa, entre outros.  

Além disso, verificar-se-á que as atuais políticas públicas continuam maioritariamente orien-

tadas para Pequenas e Médias Empresas (PME) já consolidadas, descurando as especificida-

des e necessidades de novas empresas em fase inicial. Assim, pretende-se averiguar a refor-

mulação do enquadramento institucional e as políticas públicas dirigidas ao empreendedo-

rismo, promovendo mecanismos mais flexíveis, acessíveis e adequados à realidade das start-

ups.  

A dissertação pretende, desta forma, aprofundar o conhecimento sobre os fatores que con-

dicionam o percurso das start-ups de e-commerce no setor do vinho, contribuindo com uma 

análise crítica que possa servir de base à reflexão académica e ao desenvolvimento de políticas 

públicas mais eficazes e ajustadas à realidade do empreendedorismo digital em Portugal. 

 

Palavras-chave: Start-ups; Comércio eletrónico; Portugal; Governo; Sucesso; Fracasso; Es-

tratégias; Norte de Portugal; Indústria vinícola; 
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ABSTRACT 

This thesis aims to understand how public policies influence the success of e-commerce 

startups in the wine sector, with a special focus on the northern region of Portugal.  

The research adopts a case study and qualitative approach, with semi-structured interviews 

with three startups - Unanimous Champions, DO-JOA and Alavanca Destemida - as well as a con-

sultant specialized in the area. In addition, the empirical analysis will allow us to identify the 

main constraints that companies face, namely difficulties in accessing adequate funding, ex-

cessive bureaucracy, legislative ambiguity, among others.  

Further on, it will be seen that current public policies are still mainly geared towards estab-

lished Small and Medium-sized Enterprises (SMEs), neglecting the specificities and needs of 

new startups.  

The aim is therefore to investigate the reformulation of the institutional framework and pub-

lic policies aimed at entrepreneurship, promoting mechanisms that are more flexible, acces-

sible and suited to the reality of startups.  

The dissertation, thus, focus on deepening our knowledge of the factors that condition the 

path of e-commerce startups in the wine sector, contributing a critical analysis that can serve 

as a basis for academic reflection and the development of more effective public policies that 

are adjusted to the reality of digital entrepreneurship in Portugal. 

 

Keywords: Startups; E-commerce; Portugal; Government; Success; Failure; Strategies; North 

of Portugal; Wine industry;   
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CHAPTER 1: INTRODUCTION 

My interest in this project arose as part of my professional experience at Quindi Lda, where 

I work in the areas of corporate strategy and finance. In the course of my activities, I identi-

fied a relevant trend: most of the clients who applied for state subsidies were micro, small, 

and medium-sized enterprises, and there seemed to be a lack of adequate support for 

startups.  

The wine sector is one of Portugal's most important economic activities, renowned for the 

high quality of its wines — particularly Porto wine — and, although dominated by estab-

lished producers, it requires continuous innovation to keep up with consumer trends, espe-

cially in the northern region. At the same time, startups in Portugal face a significant failure 

rate, with more than half closing down within the first three years, and only around 32% 

remaining active after eight years (INE, 2025; IDC & Startup Portugal, 2021). As far as e-

commerce is concerned, the Portuguese market is estimated at 6.54 billion dollars by 2025, 

with compound annual growth of 11.16% expected by 2030 (IDC, 2025), highlighting the 

importance of startups, particularly in the e-commerce sector. In the wine and spirits market, 

although there are no specific data for Portugal, the global picture is worrying: around 30% 

of startups close down in their first year, and approximately 60% cease operations within five 

years. This situation is mainly due to poor product differentiation, a lack of capital, and dif-

ficulties associated with distribution (INE, 2025). 

In this context, the research focuses on startups within the e-commerce wine sector, not only 

because of its exponential growth globally, but also because of its high potential for devel-

opment in the Portuguese market. However, startups in the wine sector face specific chal-

lenges, namely access to financing, adaptation to regulatory requirements, implementation of 

adequate technological infrastructure, among other problems (Duarte et al., 2024). 

This study, therefore, aims to analyze the obstacles faced by e-commerce wine startups in 

Portugal, specifically in the North, seeking to understand the reasons behind their high failure 

rate and assess the effectiveness of current public policies. The objective of this research is 

to contribute to the enrichment of academic knowledge on the subject and eventually inspire 

future research, as well as to provide input for the formulation of more effective government 

strategies that encourage the sustainable growth and competitiveness of wine e-commerce 

startups in the country.  
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CHAPTER 2: LITERARY REVIEW 

 

The secret of getting ahead is getting started 

                                                - Mark Twain 
 

1.1. Introduction 

Entrepreneurship and startups have been very relevant for the global economy, as they have 

increased innovation as well as economic expansion. Every year, approximately 305 million 

startups are formed across the globe contributing greatly towards employment creation and 

formulation of new and revolutionary ways of addressing problems. However, as António 

Dias Martins, executive director of Startup Portugal, pointed out, “By the year 2023, we will see 

a reduction of more than 50 percent in investment on startups, setting us on a journey of endless hurdles and 

pitfalls.” (IDC, 2025). 

This statement raises two important questions: has it been possible to explore the leverage 

of any possible benefit that the startups in general, and the field of wine sector and e-com-

merce in specific, may provide? And what are the factors that determine the success or failure 

in a more localized setting? 

The following literature review will seek to in turn, answer the questions posed, detailing the 

role of entrepreneurship in the economy of northern Portugal, more specifically in the wine 

market, the evolution of the technological space, with a focus on the wine e-commerce mar-

ket in recent decades, the nature and scope of startups, the advantages and disadvantages of 

these business entities, as well as the causes of the success or failure of startups. 
 

1.2. Startups and E-commerce 

Startups are young companies with innovative business models characterized by scalability, 

operational uncertainty and a technological base (Koskinen, 2021).  

The origin of the term "startup" dates back to the 19th century, with the first records in US 

commercial documents referring to new businesses. However, the modern ecosystem 

emerged in Silicon Valley in the 1950s and 1960s, driven by government investment in de-

fense and technology during the Cold War. For example, Fairchild Semiconductor, founded 
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by eight scientists in 1957, is often cited as the first technology startup, establishing a model 

of university spin-offs and venture capital (Lécuyer, 2006).  

In the 1970s, companies such as Apple and Microsoft consolidated the startup model based 

on disruptive innovation in a period that marked the transition from hardware to software, 

with a focus on products accessible to ordinary consumers (Isaacson, 2015). The 1990s also 

saw the 'internet bubble', with startups such as Amazon and eBay popularizing e-commerce 

despite financial volatility (Lazar et al., 2020).  

The post-2000 period saw the consolidation of scalable models, such as software as a service 

(SaaS), and the emergence of 'unicorns' - — startups valued at over $1 billion — with platforms 

such as Uber and Airbnb exemplifying the collaborative economy while simultaneously chal-

lenging traditional regulation (Gans, 2016). In turn, the 2010s saw the globalization of the 

ecosystem, with hubs emerging in Bangalore, Berlin and São Paulo, driven by policies to 

support digital entrepreneurship (Hausberg & Korreck, 2020).  

Recent studies have highlighted the importance of incubators and accelerators in reducing 

early startup mortality. Research such as that by Hausberg and Korreck (2020) shows that 

mentoring programs increase the chances of survival in the first three years by 30%. How-

ever, challenges remain, such as dependence on external capital and competition for skilled 

talent (Gans, 2016).  

In order to understand the various definitions of a startup and how they have evolved over 

time, it’s presented Table 1.  

 

 

(Rodrigues Alves & Chemim Duarte, 2015) 

 

 

 

 

 

 

 

Table 1 - Startup concepts 
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Table 1, referring to the evolution of the meaning of “startup”, is intrinsically linked to tech-

nological advances, and it is argued that the next phase will be marked by hyperconnected 

ecosystems, in which startups collaborate with governments and universities to solve global 

challenges such as climate change and digital inequalities (Koskinen, 2021). 

E-commerce, when operated as a startup, combines the principles of technological innova-

tion and rapid scalability typical of this business model. Thus, e-commerce is a fertile field 

for the application of MVP (Minimum Viable Product), where entrepreneurs validate prod-

ucts directly on the market at reduced costs (Ries, 2012). For example, platforms like Farfetch 

started out as lean projects, testing specific niches before going global (Pires, 2021). 

In this way, Portuguese e-commerce has seen exponential growth during the pandemic, with 

around 46% in sales volume in 2020 compared to 2019, according to an experimental study 

by Universidade Nova de Lisboa, with this growth being sustained by digitalization policies 

and the emergence of startups focused on logistics solutions and digital payments (Pires, 

2021).  

However, e-commerce startups in Portugal face structural challenges. Nonetheless, before 

analyzing the barriers and challenges to their growth, it’s fundamental to understand the im-

portance of the birth of startups, namely entrepreneurship in Portugal and, more specifically, 

in the north of Portugal. 
 

1.3. The Wine Sector in Portugal 

Portugal plays a prominent role in the global wine industry, being one of the largest wine 

producers and having a centuries-old tradition rooted in its territory and cultural identity. In 

2022, the national wine sector recorded sales of over €817 million between January and Sep-

tember, positioning the country as the eighth largest exporter in the world in terms of volume 

(IVV, 2025). In addition, Portugal has the highest per capita consumption of wine globally, 

with 51.9 liters per inhabitant over the age of 15 (OIV, 2025). 

In a context of increasing competitiveness and market fragmentation, the sector has been 

facing the need to reinvent itself and adopt new strategies to ensure its sustainability and 

differentiation. In this context, digital transformation, particularly through e-commerce, has 

proven to be a strategic way for wine producers to expand their presence among consumers 

and reach new markets, both nationally and internationally (Inhan et al., 2013).  
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The COVID-19 pandemic was a turning point, significantly accelerating the adoption of 

digital channels by producers. Most of the companies surveyed in a multiple case study began 

their e-commerce operations in 2020, mainly in response to restrictions imposed on physical 

trade, rather than through structured prior planning (Martins, 2021). This transition not only 

mitigated losses but also normalized the practice of buying wine online among Portuguese 

consumers (OIV, 2025). 

Within the main factors motivating the purchase of wine digitally are convenience, easy ac-

cess to product information, greater diversity of supply, and the existence of promotional 

campaigns. The availability of exclusive editions or pre-sales for loyal customers has also had 

a positive impact, especially in the premium segments (Martins, 2021).  

In addition to the commercial aspect, e-commerce has established itself as a tool for brand 

enhancement and communication of attributes such as sustainability, terroir, and authentic-

ity. Several companies have integrated complementary offers into their digital channels, in-

cluding wine tourism experiences, virtual tastings, loyalty clubs, or associated gastronomic 

products, contributing to strengthening the emotional connection with the consumer (Inhan 

et al., 2013; Martins, 2021). 
 

1.4. The Importance of  Wine E-Commerce Entrepreneurship in the North of  

Portugal 

Entrepreneurship is an essential pillar of the Portuguese economy, driving innovation, cre-

ating skilled jobs, and strengthening competitiveness on a global scale. According to the 

Global Entrepreneurship Monitor (GEM) report, Portugal recorded an entrepreneurial ac-

tivity rate of 10.2% in 2021, higher than the European average (GEM, 2025).  

However, despite the support of startup programs, the truth is that the number of startups 

that fail continues to increase. In the wine sector, this reality is no different, although the 

wine tradition and international recognition creates unique opportunities for digital entrepre-

neurship. It is important to note that overall national startups generated salaries 37% higher 

than the national average and are responsible for 58% of exported turnover, which reinforces 

the country's integration into global value chains (Portugal Ventures, 2023). As far as the 

wine market is concerned, Portugal is the world leader in per capita consumption and stands 

out for the quality and diversity of its wines, with a strong presence in international markets 

(Hogg & Rebelo, 2017). 
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At the same time, digital transformation and investment in strategic sectors such as fintech, 

renewable energy, and the circular economy have taken on particular importance as drivers 

of sustainable economic growth. In the wine sector, digitization has revolutionized the shop-

ping experience, allowing consumers to access a wide selection of wines, detailed infor-

mation, and expert reviews, all through e-commerce platforms (Hogg & Rebelo, 2017). In 

this context, companies such as Granvine, one of Portugal's leading online wine stores, 

demonstrate the ability to scale innovative business models with fast delivery, excellent ser-

vice, and competitive prices (Panzone & Simões, 2009). 

In addition, the expansion of e-commerce startups has been an important driver of growth, 

combining technological innovation, access to foreign markets, and the creation of skilled 

jobs (Miguel et al., 2023). In northern Portugal, wine e-commerce has benefited from the 

region's dynamism, its wine-making tradition, and its proximity to internationally renowned 

producers, such as those in the Douro and Vinho Verde regions (Rodrigues et al., 2021).  

With regard to northern Portugal, it is important to note that this region combines the strong 

industrial tradition with a growing commitment to cutting-edge technology, with a particular 

focus on areas such as smart textiles, digital health, and Industry 4.0. Porto, in particular, has 

established itself as a center for development in the areas of artificial intelligence and the 

Internet of Things (IoT), but also as a venue for major wine tourism events, bringing together 

producers, experts, and wine lovers from around the world (Hogg & Rebelo, 2017). 

In fact, it is undeniable that entrepreneurship plays a key role in Portugal's economic and 

social development. Startups, particularly those operating in the e-commerce wine sector, 

have proven to be driving forces behind market dynamism, the creation of skilled jobs, and 

the promotion of the internationalization of the national economy. In the north of the coun-

try, this is particularly important, as there is a strong link between industrial tradition and 

technological innovation, which has favored the emergence of entrepreneurial initiatives with 

high growth potential (Godeiro et al., 2022).  

However, we must ask: why do many e-commerce startups, specifically those in the wine 

sector, continue to face difficulties—and even fail—in their consolidation process?  

In this context, it is essential to analyze more deeply the barriers that continue to limit the 

sustainable growth of e-commerce startups, particularly in northern Portugal and in the wine 

sector. Only by rigorously identifying these barriers will it be possible to define effective 
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strategies that allow these innovative companies not only to survive but also to fully assert 

themselves on the national and international economic scene, taking advantage of the excel-

lence and diversity of Portuguese wines (Hogg & Rebelo, 2017). 

 

1.5. Why do Startups fail?  

The startup ecosystem in Portugal, with particular emphasis on the e-commerce wine sector 

and the northern region, is characterized by remarkable dynamism, but at the same time faces 

a high failure rate, as has already been verified. In general, it is estimated that most Portuguese 

startups ultimately fail, reflecting the presence of structural and cyclical challenges that go 

beyond mere technological innovation or the entrepreneurial motivation of their founders 

(Feinleib, 2012).  

Among the main factors contributing to this failure is insufficient financing. About 38% of 

startups close due to lack of capital or because they are unable to attract the investment 

necessary to sustain their growth and support the high burn rate typical of early-stage tech-

nology companies (Lopes et al., 2025). This limitation becomes particularly critical in a small 

market such as Portugal, where access to financing rounds is insufficient (Giardino et al., 

2014).  

Another relevant factor is the lack of real market need. Approximately 35% of startups dis-

cover too late that their product or service does not meet a real demand, and this is especially 

evident in the e-commerce sector, where differentiation is difficult and market saturation can 

occur quickly (Lopes et al., 2025).  

In addition, intense competition and the fragility of the business models adopted are respon-

sible for the failure of 20% and 19% of startups, respectively. In e-commerce, more specifi-

cally, competition with large international platforms and obstacles to rapid scalability are fre-

quent barriers to success (Lopes et al., 2025). Added to this is the lack of marketing and 

communication skills, since many technology startups are founded by professionals with es-

sentially technical profiles, with little experience in communicating with the market and at-

tracting customers, which significantly compromises the launch and establishment of the 

product (Giardino et al., 2014; Lopes et al., 2025). 

Regulatory issues and limitations imposed by the Portuguese market are also critical factors. 

Legal barriers and the fragmentation of the national market hinder the expansion and 
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internationalization of startups, and these limitations are often mentioned by companies 

based in the northern region (Feinleib, 2012; Lopes et al., 2025). 

The shortage of qualified human resources is another major internal difficulty faced by small 

and medium-sized enterprises and startups in northern Portugal, compromising the imple-

mentation of innovative strategies and limits the capacity for international expansion (Lopes 

et al., 2025). 

The timing of a product launch can also be decisive (Feinleib, 2012). Thus, the premature or 

late introduction of a solution to the market can compromise its viability. In addition, internal 

and management problems—namely conflicts between founders, lack of team cohesion, and 

difficulties in operational management—also contribute to about 14% of failures (Oliveira 

et al., 2025).  

In the e-commerce sector, the challenges become even more pronounced due to the require-

ment for rapid scalability and the pressure to reach financial break-even in a short period of 

time. In the specific context of Northern Portugal, in addition to the challenges already men-

tioned, there are additional difficulties. Internationalization is a complex process, hampered 

by different regulations between markets and the lack of experience of regional companies 

in this type of operation, despite the region's recognized entrepreneurial dynamism (Fer-

nandes & Castela, 2019). Defining the target audience and attracting customers are referred 

to as the most challenging steps, and these areas lack adequate technical and strategic support 

(Giardino et al., 2014). Despite the important role played by incubators and entrepreneurship 

support networks, these structures are not always able to meet all the needs of startups, es-

pecially with regard to internationalization and attracting customers (Fernandes & Castela, 

2019).  

In short, the high failure rate of startups in Portugal, and in particular in the e-commerce 

wine sector in the north of the country, is the result of a combination of internal factors - 

related to management, teams, and available resources, and external factors - linked to the 

market, regulation, and financing (Oliveira et al., 2024). The limitations of the domestic mar-

ket, the difficulties of internationalization, and the shortage of specialized talent are structural 

barriers that require a strategic response and ongoing support for the development and sus-

tainability of the entrepreneurial ecosystem (Fernandes & Castela, 2019). 
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Given the multiple challenges faced by startups in Portugal, it is clear that the external envi-

ronment, particularly the political and institutional framework, plays a crucial role in their 

performance. It is therefore important to analyze how public policies influence the success 

or failure of these entrepreneurial initiatives, especially with regard to access to funding, talent 

training, administrative simplification and support for internationalization. 
 

1.6. The impact of  public policies on the success and failure of  startups 

Public policies in Portugal, including the Portugal 2030 and Norte 2030 programs, continue 

to favor small and medium-sized enterprises (SMEs) and traditional sectors of the economy, 

to the detriment of startups. Although these programs mobilize considerable funds - such as 

the 3.9 billion euros earmarked in COMPETE 2030 for innovation and digital transition - 

their design reveals limitations in responding to the specific needs of startups, such as access 

to scalable financing, retaining qualified talent and regulatory simplification (ANI, 2025). For 

example, by 2021, the Norte 2020 program had approved 12,686 operations, of which only 

14% were aimed at entrepreneurship and innovation, with the majority of support being 

geared towards the competitiveness of SMEs and investments in infrastructure (CEDRU, 

2024). In addition, simplified support instruments, such as the Simplified Entrepreneurship 

Project, mainly offer basic consultancy services - drawing up business plans and advice on 

the digital economy - without tackling deeper structural barriers, such as difficult access to 

venture capital (Portugal 2030, 2025).  

As far as funding is concerned, there is still a mismatch between the needs of startups and 

the profile of the public support available. These companies, especially in the early stages, 

require more risk-tolerant capital for rapid growth phases, but existing programs continue to 

favor subsidies for tangible assets - such as equipment - or low-risk projects, typically pro-

moted by already consolidated SMEs (CEDRU, 2024). The absence of mechanisms based 

on equity or seed funds contributes to the worsening of the so-called “valley of death” that 

affects many tech startups in their embryonic phase (IDC, 2025). 

Regulatory complexity is another significant obstacle. The bureaucratic processes for access-

ing funds and the need for strict compliance with European Union rules, particularly in the 

area of state aid, place a disproportionate burden on startups. The Startup Ecosystem Report 

2024 indicates that 68% of Portuguese founders consider administrative obstacles to be a 

critical barrier, compared to 42% in Spain (IDC, 2025; IDC & Startup Portugal, 2021). 
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In the area of talent retention, despite the existence of incentives to hire qualified workers - 

such as those provided for in Priority Axis 4 of Norte 2030 - startups face difficulties in 

competing with multinational companies, which offer more attractive salary packages and 

greater stability. This problem is particularly acute in the North, where 62% of tech startups 

report difficulties in retaining engineers and other highly qualified professionals (ANI, 2025; 

CEDRU, 2024). 

The ecosystem is also poorly coordinated, especially in terms of the links between incubators, 

higher education institutions and political decision-makers. Academic studies show that only 

24% of startups in the North benefit from structured partnerships with research entities, 

which limits access to positive externalities arising from research and development 

(Figueiredo et al., 2024).  

In contrast, public policies aimed at SMEs are more explicit and comprehensive, translating 

into direct financial support - such as subsidies for certification, internationalization and dig-

italization - and collective investments in industrial and technological infrastructures, which 

are rarely accessible to startups due to high entry costs. Also, the eligibility criteria often 

require proven billing histories, excluding startups in the pre-revenue phase (IDC, 2025). 

In addition, academic literature has highlighted these shortcomings. Grilo (2022) identifies a 

“policy gap” in support for e-commerce startups in northern Portugal, noting that 78% of the 

entrepreneurs surveyed rely exclusively on personal savings, given the lack of public funding. 

For their part, Santos et al. (2020) criticize the lack of territorialized smart specialization, 

noting that Norte 2030's comprehensive focus on “priority sectors” - such as textiles - neglects 

tech businesses with high scalability potential. The Startup Ecosystem Report 2024 also 

points out that Portugal's regulatory framework lags behind countries such as Estonia, due 

to the lack of regulatory sandboxes for emerging areas such as fintech or artificial intelligence 

(CEDRU, 2024). 

In short, although public policies in Portugal promote the growth of SMEs, they are still 

insufficient to respond to the specific challenges faced by startups. The Northern region's 

ecosystem, in particular, suffers from fragmented support, risk-averse funding and regulatory 

rigidity. Academic evidence points to the urgent need to redirect public funds towards ven-

ture capital investments, simplify compliance processes and develop specific programs for 
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startups, integrated into existing frameworks such as Norte 2030 (Figueiredo et al., 2024; 

CEDRU, 2024).  
 

1.7. Conclusion 

As startups continue to shape contemporary economies by promoting innovation and job 

creation, it becomes clear that their success depends not only on creativity and technological 

capacity, but also on rigorous strategic planning, access to financial and human resources, 

and in-depth knowledge of the markets in which they operate. 

In this regard, northern Portugal has shown great potential, combining a consolidated indus-

trial heritage with an entrepreneurial spirit driven by digital transformation. However, struc-

tural obstacles remain that hinder the full exploitation of this potential, namely limited access 

to financing, market restrictions, and a shortage of qualified talent. 

Given this scenario, it is essential to highlight the wine sector as a paradigmatic example of 

a traditional market undergoing modernization. Indeed, the growing adoption of e-com-

merce by Portuguese wine producers has not only allowed for the diversification of distribu-

tion channels but also strengthened the relationship with consumers, thus illustrating how 

technological innovation can be successfully applied in conventional sectors. 

It is therefore clear that overcoming the challenges faced by startups requires concerted ac-

tion between the public, private, and academic sectors. The creation of a favorable ecosys-

tem, based on solid foundations, flexible strategies, and mechanisms to support innovation, 

is crucial to ensuring long-term sustainability and growth. 

In this context, this research aims to contribute to the debate on these issues, seeking to 

clarify the effects of public funding on the success or failure of e-commerce startups in 

Northern Portugal, with a special focus on the wine sector e-commerce, whose digital tran-

sition may represent a strategic opportunity for the region's economic development.  
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CHAPTER 3: METHODOLOGY 

 

2.1. Introduction 

This chapter aims to present and justify the methodology adopted for this thesis, which fo-

cuses on analyzing the impact of public policies on the performance of e-commerce startups 

in the wine sector, with particular emphasis on the northern region of Portugal. This frame-

work defines the research objectives, clarifies the choice of a qualitative approach and ex-

plains the choice of case study as the main methodological strategy. It also describes the data 

collection methods, namely semi-structured interviews and document analysis, highlighting 

the importance of methodological triangulation in guaranteeing the validity, reliability and 

robustness of the results obtained. 

 

2.2. Research objectives 

This research initially aimed to analyze the phenomenon of e-commerce startups in Portugal, 

with a special focus on the northern region, seeking to understand the factors that promote 

or hinder the development of startups in this traditional sector undergoing a digital transition. 

However, interviews with founders and expert highlighted the relevance of adopting a more 

focused methodological approach, opting for a case study that allows for an intensive and 

contextualized analysis of reality. It was at this stage that the study was narrowed to the wine 

market, as it was in this sector that relevant e-commerce startups were identified. 

The premise is that the lack of adequate regulatory and support mechanisms for e-commerce 

startups in the wine sector, especially in the north, has negative consequences for innovation 

and economic sustainability. The lack of effective public policies can exacerbate economic 

and technological inequalities, jeopardizing competitiveness and sustainable regional and na-

tional development. 

The wine sector is a paradigmatic example of a traditional economic activity adapting to the 

demands of the digital economy. The e-commerce initiatives associated with wine production 

and marketing reveal, on the one hand, innovative potential and, on the other, challenges 

such as access to finance, technological adaptation and integration into highly competitive 

digital markets. 
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The chosen methodology is based on case study development, given its exploratory nature 

and ability to capture the meanings attributed by the stakeholders, according to Yin (2003) 

and Saunders et al. (2003). Semi-structured interviews were carried out with three founders 

of Portuguese start-ups in the wine sector operating in e-commerce, as well as a specialist 

consultant, in order to gain an in-depth insight into the challenges, adaptation strategies and 

perceptions of the sector. 

Data collection includes primary and secondary sources, analyzed qualitatively through doc-

umentary analysis grids and methodological triangulation, ensuring the robustness and valid-

ity of the results. 

In short, this research aims to fill gaps in the academic literature on e-commerce in the wine 

sector in Portugal, offering relevant practical contributions for entrepreneurs, investors and 

policy makers, with a view to promoting the competitiveness and sustainable growth of 

startups in the northern region. 

To address this statement, the below listed research questions have been formulated. 

Main Research Question: Given the current relationships between the different models of 

support and development for startups, as well as recent changes in entrepreneurship and 

innovation policies, what role do these policies play as a barrier and/or opportunity for the 

growth and success of e-commerce startups in the wine market, in the context of northern 

Portugal? 

Sub-questions: 

- What defines an e-commerce startup in the wine sector and what is its economic and 

innovative contribution? 

- What policies have proven effective in supporting the growth of these startups and 

what are their practical implications? 

- What are the main problems and barriers faced by wine e-commerce startups in 

northern Portugal and how do they interact with each other? 

- What will be the impact of these policies on the rate of technological innovation and 

economic growth in the country, particularly in sectors such as wine production? 
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2.3. Type of  methodology 

This research adopts a qualitative methodological approach, appropriate for the analysis of 

complex and contextual social phenomena. Semi-structured interviews are used, which allow 

access to the narratives of the actors themselves, based on their experiences, perceptions, 

and strategies. This methodological choice is based on the localist perspective, according to 

Alvesson (2003) and Qu and Dumay (2011), who conceive the knowledge produced in the 

interview as the result of a dynamic interaction between interviewer and interviewee, rather 

than a mere objective collection of data (Martins, 2021). 

Unlike neopositivist approaches, which see the interview as a neutral instrument, the localist 

perspective recognizes it as a space for the joint construction of meanings, where interpreta-

tions are shaped by the trajectories, positions, and context of the research (Qu & Dumay, 

2011). Thus, discourse is valued as a situated social phenomenon, and not just a reflection of 

an external reality. 

The case study strategy is adopted, defined as empirical research focused on a contemporary 

phenomenon in its real context, using multiple sources of evidence (Yin, 2003). According 

to Saunders et al. (2003), the case study is suitable for answering questions such as “how” 

and “why,” and is the most appropriate strategy for this research, which aims to provide a 

deep and holistic understanding of the ecosystem of e-commerce startups in the wine sector, 

focusing on the northern region of Portugal. 

This is an “embedded” case study, including multiple units of analysis (startup founders and 

a specialist consultant), allowing different perspectives and levels of activity to be observed. 

Semi-structured interviews prove to be a privileged tool for capturing the complexity of this 

ecosystem, ensuring thematic comparability between participants, while providing flexibility 

for spontaneous contributions and relevant insights based on the unique experiences of each 

interviewee (Alvesson, 2003). 

Finally, this qualitative approach, anchored in the interpretive logic of the localist perspective, 

favors a critical and reflective analysis of the empirical material. It’s recognized that the data 

are situated accounts, dependent on the social conditions of production and the relational 

dynamics of the interview, which allows for a rigorous and contextualized reading, avoiding 

simplistic and decontextualized interpretations (Alvesson, 2003; Qu & Dumay, 2011). 
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In short, qualitative methodology, based on semi-structured interviews and guided by the 

localist perspective, is the most appropriate for achieving the objectives of this research, 

deepening knowledge about the factors that condition the success of e-commerce startups 

in the wine sector and producing recommendations adapted to the reality of Northern Por-

tugal. 
 

2.4. Data collection: secondary sources and primary sources 

This thesis adopts a qualitative methodological approach, of an exploratory nature, with the 

case study as its main strategy, which allows for an in-depth and contextualized analysis of 

the phenomenon under study - the impact of public policies on the performance of e-com-

merce startups in the wine sector, with a special focus on the northern region of Portugal. 

As Yin (2003) points out (and as already mentioned), the case study strategy is particularly 

suitable for understanding contemporary phenomena in their real context, especially through 

the “how” and “why” questions.  

The case study constitutes a method of data collection, but also a comprehensive research 

strategy that enables an in-depth examination of a phenomenon within its real-life context, 

particularly when the boundaries between the phenomenon and its environment are blurred 

(Yin, 2003, 2018). Unlike statistical approaches that prioritize breadth and generalization, this 

case study privileges depth, contextualization, and the integration of multiple sources of ev-

idence, which enhances validity through triangulation (Merriam, 1998). Stake (1995) further 

highlights its interpretative dimension, noting that the case study provides a holistic and nu-

anced understanding of social processes by incorporating the perspectives of diverse stake-

holders. In order to guarantee the robustness of the analysis and the validity of the results, 

primary and secondary data were used, the triangulation of which contributed to a more 

complete and grounded understanding of the reality analyzed. 

2.4.1. Primary Data Collection: Semi-Structured Interviews 

Primary data collection was carried out using semi-structured interviews, a technique often 

associated with qualitative case studies (Saunders et al., 2003). Within the scope of this pro-

ject, three interviews were carried out with founders of Portuguese startups in the wine sec-

tor, active in e-commerce and a specialized consultant with proven experience.  

The interviews were conducted on the basis of a pre-prepared script made up of open-ended 

questions that allowed the interviewees' perceptions, experiences and strategies to be 
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explored in depth. The sessions were duly recorded (with informed consent), transcribed in 

full (Figure 1, 3, 4 and 5 in in the annexes) and then analyzed (see Tables 6, 7, 8 and 9 in the 

annexes). 

2.4.2. Secondary Data Collection: Documentary Analysis 

At the same time, secondary data was also collected and analyzed through rigorous docu-

mentary analysis, with the selection of credible sources such as institutional reports (for ex-

ample, European Commission – Digital Economy and Society Index 2023 and Instituto da Vinha e do 

Vinho – Relatório Anual 2022), national and European legislation relevant to the wine and e-

commerce sector (such as Regulation (EU) No. 1308/2013 establishing a common organi-

zation of the markets in agricultural products and Decree-Law No. 123/2015 on electronic 

commerce in Portugal), academic studies (O Negócio do Vinho by V. Freitas, E-commerce: Busi-

ness, Technology, Society by K. C. Laudon & C. G. Traver, and The Business of Wine: A Global 

Perspective by P. Beverland, among others quoted throughout the document), scientific articles 

and statistics (for instance, Statista – Wine E-commerce Sales in Europe 2022 and Eurostat – Digital 

Economy and Society Statistics 2023). This analysis made it possible to build the theoretical, legal 

and economic framework needed to interpret the empirical data, promoting a more contex-

tualized and rigorous reading of the object of study. The combination of interviews and 

documentary analysis respected the principles of methodological triangulation, reinforcing 

the validity of the results and ensuring a more robust analysis, less subject to bias (Silverman, 

2011). The choice of case study is justified by the relevance of the context for understanding 

the phenomenon, whose startup dynamics cannot be understood outside their regional and 

sectoral framework (Yin, 2003). This approach was essential to deepen the analysis, ensuring 

the validity, credibility and scientific relevance of the results. 

In summary, the methodological strategy presented in this chapter is suited to the project's 

objectives, conditions and limitations, allowing for a critical, contextualized and in-depth 

analysis of the impact of public policies on the development of e-commerce startups in the 

wine sector. The adoption of the case study, supported by semi-structured interviews and 

documentary analysis, makes it possible to collect rich and multifaceted data, capturing the 

different perspectives and experiences of those involved. Furthermore, the integration of 

these sources, through methodological triangulation, strengthens the validity and credibility 

of the results, supporting a rigorous and well-founded analysis that will serve as the basis for 

interpreting the empirical data and formulating the conclusions in the following chapters.  
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CHAPTER 4: OVERVIEW OF THE E-COMMERCE MAR-

KET IN THE WINE SECTOR 

 

4.1. Introduction 

The wine sector is going through a phase of great transformation, with challenges in produc-

tion, consumption and marketing, but also with new opportunities for growth and innova-

tion. This chapter presents an overview of the global wine market and then looks at the 

Portuguese context.  
 

4.2. Worldwide Wine Sector 

At a global scale, the wine sector is currently in a transitional phase, characterized by simul-

taneous trends of economic appreciation and structural challenges in terms of production 

and consumption. Although the value of the global wine market is projected to grow from 

362.41 billion dollars in 2025 to 424.56 billion dollars by 2030, with a compound annual 

growth rate (CAGR) of 3.22%, this evolution in value contrasts with a significant decrease 

in the volumes produced and consumed, influenced by adverse climatic factors and changes 

in consumption patterns (International Organization of Vine and Wine, 2025).In order to 

corroborate this, Graph 2 is shown in Appendix.  

The graph projecting the wine market between 2025 and 2030 shows a clear trend of growth 

in the sector's value, albeit at a moderate pace. This increase is not due to an expansion in 

production, but rather to the upgrading of products and distribution, with special emphasis 

on premium wines and differentiated categories (Mordor Intelligence, 2025). The trend to-

wards premiumization, associated with the growth of e-commerce and the recovery of the 

on-trade channel (restaurants and hotels), is one of the main drivers of this appreciation 

(International Organization of Vine and Wine, 2025). However, it is important to analyze the 

Portuguese market and its current situation in particular. 
 

4.3. Portuguese Wine Sector 

The wine sector in Portugal stands out in the national economy for its economic value and 

socio-cultural role (ViniPortugal, 2024). The wine-growing tradition dates back centuries, 

with a major transformation in the 18th century, when the Marquis of Pombal instituted 
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protectionist measures for the Alto Douro, initiating the modern regulation of Port wine. In 

1907-1908, demarcation and regulation were extended to other wine-producing areas such 

as Madeira, Moscatel de Setúbal, Dão and Vinho Verde (Leilosoc, 2023). It is important to 

note that in writing this thesis, several theses and master's dissertations on the subject were 

analyzed in order to gain a deeper understanding Vieira (2024). In 1937, the Junta Nacional 

do Vinho (JNV) was created to balance supply and demand and stabilize the sector, replaced 

in 1986 by the Instituto da Vinha e do Vinho (IVV), adapted to the common agricultural 

policy after Portugal joined the European Community (Escande, 2025). At this stage, the 

concept of Denomination of Origin was harmonized and the classification “Vinho Regional” 

was introduced, reinforcing the promotion of the quality of Portuguese wines (Statista, 

2025a). 

This robust institutional structure, combined with the continuous appreciation of national 

wines, is reflected in the most recent data on wine production in Portugal (Statista, 2025a).  

The analysis of the data reveals a general upward trend, despite some fluctuations over the 

period (ViniPortugal, 2025). In 2018, production was 5.84 million hectoliters, rising signifi-

cantly to 6.49 million in 2019. In 2020, there was a slight reduction to 6.44 million, followed 

by a significant increase in 2021, reaching 7.28 million, probably due to favorable weather 

conditions, greater investment and the resilience of producers in the face of the pandemic 

(Leilosoc, 2023). In 2022, production fell to 6.70 million, but in 2023 it reached the highest 

figure for the period, 7.40 million hectoliters (Statista, 2025b). 

The geographical distribution of wine production in Portugal reveals that the northern re-

gions, especially Trás-os-Montes and Douro, are key to the sector, producing 1.70 and 1.60 

million hectoliters respectively, representing a significant part of national production (Sta-

tista, 2025b). This centrality is linked to the historical and institutional tradition of the Douro 

region, with its demarcation dating back to the 18th century and the international reputation 

associated with Port wine (ViniPortugal, 2024). The economic, social and cultural impact of 

wine in the North is therefore very significant (Escande, 2025). With regard to exports, Por-

tugal sent 171.5 million liters of wine abroad in the first half of 2024, which corresponds to 

an increase of 8.58% compared to 2023, with a value of 452.4 million euros, 1.25% higher 

(Escande, 2025). However, the average price per liter fell by 6.52%, to 2.64 euros, due to 

global pressure caused by excessive stocks (ViniPortugal, 2024). Despite this, Portuguese 

wines remain highly sought after internationally, with markets such as France, the United 
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States and Brazil standing out in terms of value, and France, Spain and Angola in terms of 

volume (ViniPortugal, 2024). Frederico Falcão, president of ViniPortugal, underlines the ex-

ponential growth in the volume exported even in a context of excess stock and falling average 

prices, highlighting the competitiveness and quality of Portuguese wine (Statista, 2025b). 

These results demonstrate the sector's ability to adapt and reinforce its strategic importance 

for the national economy, opening up new opportunities, particularly through e-commerce, 

which will be discussed in the next section (Escande, 2025). 
 

4.4. E-commerce in the wine market 

The analysis of e-commerce in the wine sector faces a significant limitation: the scarcity of 

recent scientific literature specifically dedicated to this topic. Although academic research on 

digital transformation and e-commerce in traditional sectors has been growing, in the case 

of wine, the body of studies remains relatively small, especially with regard to up-to-date 

analyses. Given this gap, it has become necessary to resort to international consulting reports 

and statistics produced by government and industry entities, which, although not scientific 

evidence in the strict sense, offer up-to-date and relevant data for understanding the evolu-

tion of the digital market. 

The global e-commerce market is booming, with its size expected to increase from $31.22 

trillion in 2025 to $73.47 trillion in 2030, corresponding to a compound annual growth rate 

(CAGR) of 18.67% (Mordor Intelligence, 2025). 

This growth reflects a structural transformation in consumer behavior, which, driven by dig-

italization, increasingly favors online channels for shopping (InovaDigital, 2024). 

In the wine sector, this trend is clearly visible, as shown by graph 1 illustrating the evolution 

of revenue generated by global e-commerce for wine between 2017 and 2029 (Statista, 

2025c). 

 

 

 

 

 

Retrieved from Statista, 2025c.  

Graph 1 - Revenue of  the wine industry worldwide from 2017 to 2029 (in billion U.S. dollars) 
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In 2017, turnover in this segment stood at just over $3 billion, growing steadily over the last 

decade. According to the latest estimates, revenue is expected to exceed $8 billion in 2029, 

representing an increase of more than 150% compared to 2017 (Mordor Intelligence, 2025). 

Periods of more pronounced acceleration can be identified, particularly between 2019 and 

2021, probably influenced by the COVID-19 pandemic, which boosted digital consumption 

and led many consumers to purchase wine online for the first time. After a slight stabilization 

in the following years, the market resumed a steady growth trajectory, reflecting the consol-

idation of the digital channel in the sector (Statista, 2025c).  
 

4.5. Conclusion 

In short, the global and national wine market is undergoing a transformation, creating new 

opportunities, especially in the field of e-commerce, which has proven to be a strategic chan-

nel for the modernization and internationalization of companies in the sector. However, as 

previously evidenced in the literature review (Hogg & Rebelo, 2017; Fernandes & Castela, 

2019; Lopes et al., 2025), the success of these startups depends not only on market dynamics 

but also on structural factors such as access to adequate financing, the recruitment and re-

tention of qualified talent, and bureaucratic and legislative simplification. Academic research 

has emphasized that the institutional framework and public policies are decisive in overcom-

ing the specific constraints of the sector, functioning both as facilitators and barriers to 

growth (Hausberg & Korreck, 2020; Grilo, 2022). 

Thus, although digitization represents a concrete opportunity for channel diversification and 

internationalization, the persistence of high failure rates among startups in the wine sector 

highlights a paradox (Feinleib, 2012; Oliveira et al., 2024): growth potential is high, but it is 

often limited by structural and institutional barriers. 

Therefore, the interviews presented in the following chapters seek to deepen this analysis, 

providing a practical assessment of the impact of public policies and the local ecosystem on 

the trajectory of e-commerce wine startups. This empirical analysis will not only provide a 

better understanding of the role of government in the success or failure of these initiatives, 

but also contribute to the discussion that will be developed in Chapter 5, which seeks to 

articulate the evidence collected with the literature and discuss the paradox of startups in the 

sector.  
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CHAPTER 5: CASE STUDY ANALYSIS 

V.1 UNANIMOUS CHAMPIONS 

V.1.1 Introduction 

This chapter presents and analyzes the case study of Unanimous Champions, known as ‘Gar-

rafeira da Ilha’, one of the startups selected for this research. By characterizing the company, 

the trajectory of its founders, the business model and the main points of the interview, we 

seek to understand how the surrounding context, including state support, influences devel-

opment and sustainability in the wine e-commerce sector. In addition, the qualitative analysis, 

based on semi-structured interviews, allowed access to the agents' narratives, reflecting their 

experiences, strategies and perceptions, interpreting the discourses in their social and organ-

izational context and recognizing the complexity of the phenomenon studied. Furthermore, 

it is important to note that the transcript of this interview can be found in appendix (Figure 

1). 

V.1.2. Company Overview 

Before analyzing the interview with Unanimous Champions, a brief contextualization is es-

sential, as shown in Table 2. Prior knowledge of the company's reality allows us to adequately 

frame the answers obtained, making it easier to understand the challenges faced, the strate-

gies adopted and the perception of the impact of public policies on its development. 

 

 

 

 

 

 

V.1.3. Founders' Profile 

Unanimous Champion Lda. was founded by Filipe Azevedo and Fernanda Gonçalves, two 

professionals with complementary academic backgrounds and professional experience, who 

Table 2 - Details about the company Unanimous Champions 
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support the company's strategic vision. Filipe Azevedo has a degree in Electrical and Com-

puter Engineering from the Faculty of Engineering of the University of Porto (FEUP) and 

in Economics from the Portuguese Catholic University, having subsequently completed a 

postgraduate degree in Digital Marketing at ISCTE. His career includes significant experience 

in the business sector, namely four years in the marketing department of the software com-

pany SAGE, in addition to participating in several entrepreneurial projects of his own initia-

tive. The combination of his personal affinity for the wine sector and the knowledge acquired 

in digital marketing led to the creation of Unanimous Champion in 2020. 

Fernanda Gonçalves has a degree in Food Engineering, to which she added specialized 

courses in Digital Marketing, notably certified training from Google and Amazon Zeller Ex-

pert. Her professional experience includes roles in logistics and product control at companies 

such as Grupo Big and Via Varejo. At the same time, she has developed specific skills in 

sales management in digital channels. Thus, her ability to work strategically with target audi-

ences has contributed to the consolidation of the company's digital presence, especially in 

the B2C segment. 

V.1.4. Company Creation and Evolution 

Unanimous Champion Lda., also known as ‘Garrafeira da Ilha’ was founded in July 2020, as 

a result of a convergence between personal motivation, accumulated professional experience 

and an entrepreneurial spirit rooted in the path of its founder, Filipe Azevedo. As he said in 

an interview, he took on a more creative and independent profile, which led him to seek his 

own path: “at a certain point I decided: okay, I'm going to do something of my own”. 

The choice of the wine sector was not initially the result of strategic planning, but rather a 

personal taste shared by the two founders. Their affinity with the world of wine, combined 

with their know-how in e-commerce and digital marketing, enabled them to identify gaps 

and opportunities in the international market, especially with regard to the promotion and 

marketing of Portuguese wines. 

The aim was to aggregate and qualify the offer of national wine producers - quality wines 

that stand out on the international scene - and work on their positioning, promotion and 

distribution, particularly in the digital channel, in an aggregated and qualified way, through 

digital platforms for international markets - B2B and B2C channels.  
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With the quality of the Portuguese product very clearly in mind, as well as the price advantage 

over wines from other markets of equivalent quality such as Italy or France, the partners saw 

it as a market opportunity to build an aggregated, rich and diverse offer through a multi-

brand digital e-commerce platform, often focusing on producers with little visibility but with 

a quality product (ensuring exclusive marketing in the countries mentioned).  

At the same time, the company sells anchor brands (namely Quinta dos Poços and Quinta 

de Melgaço), in order to leverage sales or penetrate markets, paving the way for the visibility 

of other producers. What's more, the Promoter has been registering its own brands (achieved 

through a partnership between the winery and producers) aimed at a specific target pub-

lic/country.  

Since then, the company has made significant progress, consolidating itself as a benchmark 

in the digital trade of Portuguese wines. It has established strategic partnerships with major 

international retailers, such as Tesco (Ireland) and Sainsbury's (UK), and has invested heavily 

in digital marketing, its own brands and the ongoing development of its multi-brand e-com-

merce platform. 

With the increased tax burden resulting from Brexit, the company had to reformulate its 

strategy for the British market, focusing on selecting local wholesale partners in order to 

reduce delivery times and mitigate the impact on final prices. At the same time, it began 

adopting recycled and recyclable PET packaging, promoting a reduction in logistics costs 

and carbon emissions, in line with more sustainable practices. 

V.1.5. Business Model 

Unanimous Champion's business model is based on a digital operation that is strongly ex-

port-oriented, supported by two main channels: the B2C channel, which currently accounts 

for around 85% of sales, and the B2B channel, responsible for the remaining 15%. The 

company positions itself as a multi-brand e-commerce platform, dedicated to promoting and 

selling Portuguese wines from various demarcated regions, including labels from small pro-

ducers with low visibility but high-quality standards. 

The strategy adopted is based on aggregating and qualifying the national offer, with a view 

to positioning it competitively in international markets. This goal is achieved through tar-

geted digital marketing actions, a commitment to own brands and the representation of 
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anchor brands. The latter acts as a gateway to demanding markets, helping to generate aware-

ness and pave the way for the introduction of lesser-known producers. 

V.1.6. Overview and conclusions of  the interview 

This interview was conducted with Filipe Azevedo, founder of the startup Unanimous 

Champions, an e-commerce company specializing in the sale of wines, located in the north 

of Portugal under the trade name ‘Garrafeira da Ilha’. The main objective of this conversa-

tion was to understand, through his experience as an entrepreneur, the impact of public pol-

icies, legislation and the institutional ecosystem on the development of technological startups 

linked to the wine sector. The interview provided valuable and practical information on the 

motivations behind setting up the company, the main challenges faced, access to funding, 

and his perception of the state's actions and comparisons with international contexts. 

Filipe Azevedo founded Unanimous Champions after a decade of experience in the infor-

mation technology sector. Dissatisfied with the traditional business environment and moti-

vated by a personal interest in the wine industry, he decided to start his own project. Thus, 

the company was created in a context marked by major obstacles, particularly in terms of tax 

legislation, whose complexity and lack of clarity hampered its initial operation. In addition, 

it was entirely financed by equity capital and received no public support in its early years. 

Azevedo also criticizes the lack of effective mechanisms to support innovation and business 

growth in Portugal, advocating the implementation of measures inspired by other European 

countries, such as Ireland. 

Throughout the interview, he highlights the urgent need for tax and legislative simplification, 

greater access to credit on favorable terms, and the promotion of a more developed business 

culture. The interview clearly highlights the structural obstacles that limit the success of 

startups in Portugal. Legislative complexity, high tax burdens, a lack of accessible financing, 

and a still underdeveloped business culture emerge as the main barriers to dynamic and sus-

tainable entrepreneurial activity. Comparison with countries such as Ireland and the United 

Kingdom shows that there are more effective and favorable alternatives for entrepreneur-

ship, based on less punitive tax models and greater availability of investment support instru-

ments. 

Filipe Azevedo presents an illustrative example of the fiscal asymmetries that compromise 

the competitiveness of Portuguese companies, referring to the Single Social Tax (TSU). In 
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Portugal, this rate stands at 32.5%, compared to 14.5% in Ireland. According to the entre-

preneur, this disparity has a direct impact on companies' ability to recruit qualified staff and 

offer more attractive salaries, since the tax burden associated with labor is substantially 

higher. Azevedo estimates that, in its first four years of activity, his company paid around 

€250,000 in taxes in Portugal, whereas under identical conditions, it would have paid approx-

imately €87,000 in Ireland. This example clearly highlights the structural disadvantage faced 

by Portuguese start-ups compared to more competitive tax systems. 

The main lesson learned by the interviewee is clear: entrepreneurial potential exists, but the 

national context continues, to a large extent, to hinder—rather than promote—its sustainable 

development. 

The impact of this interview was visible a few hours after it took place, when Filipe Azevedo 

published a public reflection on entrepreneurship in Portugal on his personal LinkedIn ac-

count, presented in Figure 2 (in appendixes). In this text, the interviewee reinforces several 

of the ideas shared in the interview, using raw and assertive language to denounce the isola-

tion of entrepreneurs and the hostility of the tax and political system.  

To better understand the main points extracted from the interview, a table with individual 

analysis is presented in the appendixes (Table 6). In addition, the conclusions of the inter-

views will be presented later in a conclusive table of the interviews conducted. To expand 

the research, the next interview will now be analyzed in order to compare the testimonies 

collected. 

V.2 DO-JOA 

V.2.1. Introduction 

This chapter aims to analyze in depth the case of the startup DO-JOA, through the charac-

terization of the organization, the founders' journey, the business model, and the main topics 

covered in the interview, in order to understand how the surrounding context, including 

public support, influences its growth and sustainability in the digital wine trade sector. Thus, 

the methodology adopted is based on a qualitative approach, using semi-structured inter-

views, allowing access to the participants' narratives and interpreting their experiences and 

strategies in their respective social and organizational contexts. 
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Having had the opportunity to interview a company in the wine sector, this contact was the 

starting point for directing the research specifically to the wine sector. In addition, it is es-

sential to mention that the transcript of the interview is included in appendixes (Figure 3). 

V.2.2. Company Overview 

In order to carry out a rigorous analysis of the interview carried out with the DO-JOA com-

pany, it is important to initially characterize it, as can be seen in Table 3. This contextualiza-

tion allows a better understand of the company's position in the wine and e-commerce sector, 

as well as its structure, size and operational reality. 

 

 

 

 

 

 

V2.3 Founders' Profile 

Jorge Afonso has a 26-year career in technology consulting, having worked in medium and 

large companies implementing information technology solutions. Since 2011, he joined Mile-

stone as SAP BI & EPM Manager, and in 2019 he was appointed Advanced Analytics Solu-

tion Manager, also taking responsibility for the R&D activities of the Advanced Analytics 

portfolio. At the same time, he has been producing his own wine in the Bragança region 

since 2009, having founded DO-JOA, Lda in 2014. In 2021, he expanded his business into 

the wine tourism sector and, in the same year, became a founding partner of TreeFlowersSo-

lution, where he leads several innovation projects. He has a degree in Management Infor-

matics, a master’s degree in Viticulture and Oenology, and postgraduate degrees in Wine 

Business and Business Analytics, as well as a certification in Creativity for Business. 

Ana Carvalho, the company's other co-founder, has a 25-year career in financial consultancy, 

with experience as a SAP Financial & Treasury consultant, and more recently as a project 

manager at AXA Group Solutions, and is managing partner of DO-JOA, with financial 

Table 3 - Details about the company DO-JOA 
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management functions. In addition, she has a degree in Economics and various complemen-

tary professional qualifications. 

The experience of both founders has proved decisive for DO-JOA's success, and the com-

plementarity between Jorge's technological and analytical vision and Ana's financial compe-

tence provides DO-JOA with a balanced, innovative and competitive structure, capable of 

asserting itself in a demanding market such as wine and wine tourism. 

V2.4 Company Creation and Evolution 

DO-JOA, Lda was set up on September 25, 2014, as a private limited company, with head-

quarters in Parada, Bragança, with Jorge Afonso and Ana Catarina Carvalho as partners. 

With the main CAE 11021 - Production of wines and liqueurs, and secondary CAEs 46341, 

46332, 01210 and 93293, the company has been expanding its activity, initially focused on 

wine production, to new areas linked to wine tourism, experiential tourism and more recently 

to esotericism and the intangible heritage of Alto Transmontano. 

DO-JOA's wine production is distinguished by the use of grapes from centuries-old vine-

yards dating back to 1820-1830, combining ancient techniques with modern oenological 

practices. The company is the only wine producer in the municipality of Bragança, which 

reinforces its strategic positioning and the authenticity of the brand. Among its innovative 

products is Chestwine, an internationally patented brand (Europe and the USA), where sul-

phites are replaced by chestnut blossom extract (Castanea sativa) - a natural preservative with 

antioxidant and antimicrobial properties, resulting in a healthier and more sustainable wine. 

Alongside this innovation, the company has invested heavily in immersive and sensory wine 

tourism, with wine experiences that are deeply connected to the region. The proposals go 

beyond traditional wine tastings, integrating esoteric experiences and moments of contem-

plation inspired by the spiritual traditions of the region, such as rituals with native plants, 

meditative walks and rural astronomy sessions. 

Also noteworthy are the wine dinners curated by Michelin-starred chefs, held in the winery 

or in iconic locations in the Trás-os-Montes landscape, where gastronomic harmonization 

takes the wine tourism experience to a level of luxury and exclusivity. 

The company has increasingly focused on selling its experiences online, which has signifi-

cantly boosted DO-JOA's revenue in recent years. By digitizing the booking process, it 
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became possible to reach not only local residents but also international visitors, particularly 

those traveling to Portugal. This strategic shift has expanded DO-JOA's customer base and 

enhanced its visibility, positioning the brand as a reference for authenticity, exclusivity, and 

well-being in the wine tourism sector. 

V2.5 Business Model 

DO-JOA’s business model is based on an integrated strategy that combines winemaking tra-

dition, technological innovation, territorial valorization and digital marketing, with a special 

focus on developing high-quality wine tourism experiences. 

The production component forms the basis of the company's activity, focusing on winemak-

ing from grapes grown in centuries-old vineyards located in Parada, in the municipality of 

Bragança. The company is committed to preserving native grape varieties and applying wine-

making practices that respect traditional knowledge, complemented by innovative solutions. 

In this context, it is worth highlighting the development of the Chestwine product, a natural 

wine, patented internationally, in which sulphites are replaced by chestnut blossom extract 

(Castanea sativa), giving it preservative, antioxidant and antimicrobial properties, in a health-

ier and more sustainable alternative. 

In addition to wine production, DO-JOA has made a name for itself in the wine tourism 

sector by creating differentiating and immersive experiences, deeply rooted in the culture and 

heritage of Alto Trás-os-Montes. The company's wine tourism offer includes wine tastings, 

visits to the winery and vineyards, personalized wine creation, wine dinners with Michelin-

starred chefs, as well as esoteric and spiritual experiences inspired by the region's ancestral 

practices and traditions. These activities include meditative walks, rituals with native plants, 

astronomical observation sessions and other initiatives that promote well-being, contempla-

tion and a deep connection to the territory. 

The digital aspect plays a strategic role in DO-JOA's business model. The company offers a 

online platform where visitors can book a variety of wine tourism experiences in advance, 

such as tastings, guided tours, harvests, and rituals. During the experience, visitors have the 

opportunity to purchase the wines included in the experience, as well as other wines available, 

at the winery. The operating model - based on vertical integration - enables the company to 

maintain control over the value chain, strengthen direct customer relationships, and establish 

itself as a rising reference in the national wine and wine tourism sector. 
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V2.6 Overview and conclusions of  the interview 

This interview was conducted with the aim of understanding, based on practical and concrete 

experience, the challenges faced by Portuguese startups in the wine sector with a presence in 

e-commerce, as well as the impact of public policies on their development. The interviewee, 

Jorge Afonso, is the founder of a wine company located in northern Portugal, which formally 

began operating in 2014, although the business idea dates back to 2008. Thus, the conversa-

tion provided an in-depth view of the entrepreneur's motivations, the difficulties encoun-

tered in the initial stages, access to financing, the relationship with public entities, and the 

needs identified for the sustainable growth of the company. 

The interview with the founder of DO-JOA revealed that the motivation to create the com-

pany came from observing the destruction of centuries-old vineyards in his region, which led 

him to want to preserve this heritage and transform it into a value-added product through a 

brand that combines local tradition with a modern, quality-oriented approach. However, the 

construction of the winery and the legalization process proved to be extremely complex due 

to a lack of guidance, excessive bureaucracy, the rigidity of the tax and labor system, and 

difficulty in accessing bank financing in the early stages. The testimony highlights the gap 

between the real needs of companies and the institutional support available, showing that, 

despite entrepreneurial talent, technical knowledge, and rich heritage, the creation and 

growth of startups continue to be hampered by poorly adapted and inflexible public pro-

grams. The interview thus underscores the urgency of structural measures to make Portugal 

more attractive to investment and innovation.  

Furthermore, the interview shed light on a deeper structural issue: the absence of sector-

specific guidance and accessible, practical tools for new entrepreneurs, particularly in tradi-

tional industries like winemaking. The founder’s experience of navigating complex legal re-

quirements and discovering mandatory registrations only years into operation reveals a clear 

information gap. He also criticized the narrowly focused nature of public incentive programs, 

which often ignore the practical realities of small businesses and require upfront capital that 

many startups lack. This combination of fragmented support and inflexible funding mecha-

nisms hinders the scalability and sustainability of innovative rural enterprises. 

To better understand the main points extracted from the interview, a table with individual 

analysis is presented in the annexes (Table 7). In addition, the conclusions of the interviews 
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will later be systematized in a final comparative table. To continue the research, the following 

interview will now be analyzed, allowing for a comparison between the testimonies collected. 

V.3 ALAVANCA DESTEMIDA 
V.3.1. Introduction 

This chapter analyzes the case of Alavanca Destemida, with the aim of understanding how 

the surrounding context, including state support, influences its development and sustainabil-

ity in the wine sector, with a focus on technology and innovation. The analysis is based on a 

qualitative approach, using semi-structured interviews, which provide access to the experi-

ences, strategies, and perceptions of the founders, interpreting their testimonies in their re-

spective social and organizational contexts. 

It should also be noted that the full transcript of the interview is available in appendixes 

(Figure 4). 

V.3.2. Company Overview 

Before beginning the analysis of the interview with Tatiana Sá Marques from Alavanca 

Destemida, it is important to briefly contextualize the organization in question, as shown in 

Table 4. Prior knowledge of the organizational reality allows the answers obtained to be 

framed more rigorously, contributing to an in-depth understanding of the challenges faced, 

the strategies implemented and the perception of the impact of public policies on the respec-

tive development process. 

 

 

 

 

 

 

7.3. Founders' Profile Profile 

Alavanca Destemida, which owns the WiseShape trademark, is the result of the strategic 

vision and solid technical experience of two founders whose complementarity has been 

Table 4 - Details about the company Alavanca Destemida 
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decisive in the creation, affirmation and growth of the company: Tatiana Costa Ferreira de 

Sá Marques and Carla Maria Araújo Fernandes da Costa Ferreira. 

Tatiana Sá Marques is a civil engineer specializing in structures, with an academic and pro-

fessional career strongly oriented towards applied research, technological innovation and 

sustainability. She is a PhD student at the Instituto Superior Técnico and a collaborator at 

the CERIS - Civil Engineering Research and Innovation for Sustainability research center. 

She also has relevant professional experience in the special structures department of the 

company COBA - Consultores de Engenharia e Ambiente. Her international academic back-

ground includes spells at the Catholic University of Rio de Janeiro, the University of Coimbra 

and the Technical University of Denmark (DTU), giving her a global and multidisciplinary 

vision. Founder of WiseShape in 2018 and, more recently, of WiseFlow, she has led the 

development of innovative technical solutions applied to the wine sector and sustainable 

hydraulic infrastructures, with a special focus on the use of eco-efficient concrete. 

Carla Costa Ferreira has an outstanding track record in the field of structural engineering, 

with more than 25 years of academic and professional career. She is an assistant professor at 

the Faculty of Science and Technology of the University of Coimbra, where she also obtained 

her doctorate. With a solid academic background complemented by a post-doctorate at the 

Université de Liège, her activity has combined research, teaching and practical application in 

the field of concrete structures. At the same time, since 1997 she has founded and run the 

Conceito Wines company, located in the Douro region, which has given her vast experience 

in the wine sector. This connection to the world of wine, combined with her specialized 

technical knowledge, proved crucial in the development and consolidation of the WiseShape 

concrete tanks, whose technical innovation and functionality represent a distinctive proposal 

on the national and international wine scene. 

V.3.3. Company Creation and Evolution 

Alavanca Destemida, Lda., hereinafter referred to as “Alavanca Destemida”, ‘Company’ or 

“WiseShape”, is a private limited company incorporated on February 5, 2024, with headquar-

ters at Rua Alfredo Allen - Edifício Central, n.º 455/461, parish of Paranhos, municipality of 

Porto. With a share capital of 1,000.00 euros, the company is incubated at UPTEC - Science 

and Technology Park of the University of Porto, one of the most prestigious support struc-

tures for entrepreneurship and innovation in Portugal. 
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Despite its recent legal formalization, the WiseShape brand was created in 2018 and has been 

establishing itself in the national and European market as a benchmark for innovation in the 

oenological sector. Under the leadership of founders Tatiana Costa Ferreira de Sá Marques 

and Carla Maria Araújo Fernandes da Costa Ferreira, the company has introduced an abso-

lutely differentiating product to the market: concrete fermentation and wine storage tanks, 

which combine technical design, functional performance and environmental sustainability. 

WiseShape vats are a response to the limitations of conventional materials, namely stainless 

steel and wood, offering a technically superior alternative. Made from high quality concrete, 

the vats feature controlled micro-porosity, significant thermal inertia and a built-in cooling 

system, all of which guarantee ideal conditions for the wine's fermentation and ageing pro-

cesses. The technology applied also allows for the aesthetic customization of the vats, with 

different colors and finishes, without compromising the functional integrity or the biody-

namic behaviour of the wines. 

The company is, therefore, guided by high standards of quality and technical rigor, continu-

ally investing in research, development and innovation. It uses state-of-the-art equipment 

and Artificial Intelligence to carry out tests and simulations, ensuring that the final products 

are efficient, sustainable and adapted to the specific needs of its clients. 

On a business level, it has also won several awards in this short period of existence, such as 

the business idea, called “Smart Composite Solutions”, which won 2nd prize in the “Smart 

Rural Contest” Business Ideas Competition, one of the actions of the SRSH Smart Rural, 

Smart HIESE project, promoted by the Instituto Pedro Nunes Business Incubator. In 2022, 

WiseShape was nominated in the “Innovation” category of Revista de Vinhos' “Best of the 

Year 2022”. 

With its performance based on product and process innovation, Alavanca Destemida posi-

tions itself as an agile and ambitious entity, prepared to lead the technological and environ-

mental transition in traditionally conservative sectors, such as wine, and its commitment lies 

in creating differentiating technical solutions, promoting the excellence of Portuguese wines. 

V.3.4. Business Model 

Alavanca Destemida's business model is based on a value proposition strongly oriented to-

wards technological innovation applied to winemaking, combining scientific knowledge, ma-

terials engineering and industrial design with the excellence of the oenological sector. 
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The company's main activity focuses on the development, manufacture and marketing of 

high-performance concrete fermentation and storage tanks, specifically designed to meet the 

technical requirements of producers of top quality and premium wines. These tanks are also 

commercialized through an e-commerce platform available on the company’s website, allow-

ing producers from various regions to access and acquire the equipment directly. 

The company's strategy is based on three fundamental pillars of innovation: Wise Material, 

Wise Technology and Wise Design; 

The company's value proposition aims to fill a gap in the market, namely the lack of solutions 

that effectively combine the technical advantages of wood and stainless steel, without com-

promising oenological quality, cost, durability or sustainability. WiseShape tanks are therefore 

a benchmark technical solution, already in operation in several wine production units in Por-

tugal. 

The company is also committed to a close and collaborative relationship with its clients and 

partners, promoting the co-creation of customized solutions adapted to the specificities of 

each wine project.  In this way, Alavanca Destemida positions itself as a pioneering entity in 

the modernization of the Portuguese wine sector, promoting the enhancement of national 

engineering and contributing to the affirmation of Portuguese wine as a product of excel-

lence, supported by cutting-edge technology. 

V.3.5. Overview and conclusions of  the interview 

This interview was conducted with the central aim of analyzing how public policies, the leg-

islative framework, access to funding and institutional support influence the success of e-

commerce startups, with a specific focus on the wine sector in the northern region of Por-

tugal. The interviewee, Tatiana Sá Marques, founder of a startup incubated at UPTEC (Sci-

ence and Technology Park of the University of Porto), shared her experience in the process 

of creating and developing her business, addressing issues such as the initial difficulties, pub-

lic incentives and the needs for the sustainability of the entrepreneurial ecosystem in Portu-

gal. The startup was founded as a result of an idea conceived during the interviewee's doctoral 

program, when she identified a business opportunity from her academic research. The initial 

phase was supported by idea competitions and, later, by the incubation process at UPTEC, 

which provided validation of the concept and support in developing the business model. 
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Tatiana Sá Marques' testimony provided insight into the structural and operational challenges 

faced by entrepreneurs in Portugal, particularly in the context of technology-based startups 

in the wine sector. There is a clear paradox: despite the existence of support and incubation 

programs, the implementation mechanisms have critical flaws, particularly in terms of meet-

ing deadlines and adapting to the specific realities of SMEs. 

Furthermore, the analysis reveals the urgent need to rethink the ecosystem supporting entre-

preneurship, making it more agile, transparent, and inclusive. Strengthening financial literacy 

and practical training in higher education institutions, as well as greater accountability on the 

part of the state in its commitments to entrepreneurs, are key aspects for Portugal to establish 

itself as a truly startup-friendly country. To better understand the main points extracted from 

the interview, a table with individual analysis is presented in the annexes (Table 8). 

V.4 INTERVIEW WITH A SPECIALIST CONSULTANT 

V.4.1. Overview and conclusions of  the interview 

Sofia Ferreira, with over 14 years of experience in strategic and financial consulting for 

startups and SMEs, has a solid career in areas such as business models, internationalization, 

financial structure, and access to public incentives. The interview with Sofia Ferreira took 

place on July 4, 2025, with the aim of gathering a practical and informed perspective on the 

main challenges faced by e-commerce start-ups in Portugal, with a special focus on the wine 

sector. With extensive experience in consulting for small and medium-sized enterprises, the 

interviewee addressed key issues such as high tax burdens, excessive bureaucracy, delays as-

sociated with public support, and difficulties in accessing financing. 

The interviewee pointed out that the entrepreneurial ecosystem in Portugal continues to be 

heavily constrained by structural inefficiencies with bureaucratic complexity and the lack of 

speed on the part of public entities force entrepreneurs to spend a significant portion of their 

time on administrative tasks, to the detriment of innovation or market entry. Finally, she 

noted that public financing mechanisms are ill-suited to the reality of start-ups, with analysis 

and reimbursement times that can take more than a year, which makes it impossible for 

companies to operate normally.  

In order to better understand this, the concluding points drawn from the interview will be 

presented in appendixes (Table 9) and also the transcript of the interview (Figure 5).  
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CHAPTER 6: COMPARATIVE ANALYSIS OF THE IN-

TERVIEWS 

This chapter presents a comparative analysis of interviews with the founders of the startups, 

with the objective of identifying similarities and differences in their experiences. To support 

this comparison, Table 5 will be presented.
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Table 5 - Conclusions of  the interviews 
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A comparative analysis of the interviews shows that the biggest challenge for startups in the 

wine and e-commerce sector in northern Portugal is closely linked to the institutional and 

economic framework. The founders mention excessive bureaucracy, high tax burdens, de-

lays, and inefficiency in meeting deadlines for public support, factors that, instead of encour-

aging, end up discouraging and hindering entrepreneurial activity. These conclusions confirm 

what the literature has been highlighting: administrative rigidity and slow access to incentives 

are structural barriers to the development of entrepreneurship in Portugal (Fernandes & 

Castela, 2019; IDC & Startup Portugal, 2021). 

A common feature of all the startups analyzed is that they started their activity exclusively 

with their own capital, since public financing instruments proved to be inaccessible, slow, or 

dependent on pre-financing, which contradicts the original objectives of the incentives. This 

situation is echoed in the work of Lopes et al. (2025), who highlight the difficulties in raising 

capital as one of the main reasons for the failure of startups in Portugal, as well as in the 

analysis by Oliveira et al. (2024), who emphasize the existence of a real “valley of death” for 

early-stage companies. 

Another recurring point is the perception that public policies do not keep pace with the 

practical reality of Portuguese startups nor reflect regional specificities. According to Grilo 

(2022), this gap translates into a “policy gap” that leaves many of the operational needs of 

entrepreneurs uncovered, especially in traditional sectors undergoing digitization processes. 

Respondents also emphasize that, compared to other European countries, the institutional 

environment is more favorable and predictable, which corroborates the literature that iden-

tifies national taxation and regulatory frameworks as less competitive (Feinleib, 2012; Startup 

Ecosystem Report, 2024). 

The need for training in areas such as management, finance, and risk assessment also emerges 

as a cross-cutting concern. Many young entrepreneurs enter the market without the essential 

skills to ensure the economic viability of their projects, confirming the arguments of Giardino 

et al. (2014) and Hausberg & Korreck (2020), who point to the lack of business literacy and 

adequate support networks as critical factors for failure. This evidence suggests that, in ad-

dition to the financial dimension, the training of entrepreneurs should also be understood as 

a priority in the design of effective public policies. 
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The perspective of the consultant interviewed adds a practical dimension to these conclu-

sions. In her opinion, the failure of many startups stems from the lack of solid strategic 

planning and the inability to structure a sustainable business model in the medium term. She 

also highlights the tendency of founders to focus their efforts solely on production and mar-

keting, neglecting critical areas such as financial management, digital marketing, and interna-

tionalization. For the consultant, Portuguese startups would benefit from a greater focus on 

specialized mentoring and acceleration programs with continuous monitoring, capable of 

reducing risks and addressing the lack of business experience. 

Thus, it appears that the experiences reported by startup founders, complemented by the 

consultant's analysis, not only reflect barriers already identified in the literature, but also re-

veal the persistence of structural flaws in the Portuguese entrepreneurial ecosystem. These 

conclusions reinforce the need for more agile and flexible policies that are adapted to regional 

and sectoral realities, but also for a strengthening of non-financial support mechanisms 

through training, mentoring, and specialized monitoring in order to mitigate the constraints 

identified and promote the sustainable growth of e-commerce startups in the wine sector.  



 

39 
 

CHAPTER 7: DISCUSSION OF RESULTS 

The interviews conducted as part of this thesis—carried out with three e-commerce startups 

in the wine sector, based in northern Portugal—identified a consistent set of structural chal-

lenges affecting the national entrepreneurial ecosystem. However, it is important to note that 

although the number of companies interviewed is limited, the experiences reported show 

common patterns which, due to their cross-cutting and repeated nature, allow us to infer that 

these difficulties are representative of a broader reality in the Portuguese context. Thus, this 

analysis does not aim to exhaustively cover the sector, but it does provide relevant contribu-

tions that support the generalization of the conclusions presented. 

Unanimously, the entrepreneurs interviewed expressed a critical perception of the role of the 

State in promoting entrepreneurship. Despite the existence of public support instruments, 

the shared opinion is that these are often ill-suited to the real needs of startups, especially in 

the early stages of their activity. The slowness of the processes, the rigidity of the access 

criteria, the requirement for prior investment by promoters, and the complexity of the appli-

cation process are obstacles that, in many cases, compromise the effective impact of the 

support granted. 

Furthermore, excessive bureaucracy and the complexity of the legal and tax framework were 

identified as particularly penalizing factors. The difficulty in interpreting and complying with 

tax obligations, particularly with regard to the taxation of e-commerce in international mar-

kets, has in some cases led to significant financial losses. In addition, the lack of clear guid-

ance from the competent authorities and the existence of gray areas in the legislation were 

widely criticized by the interviewees. 

With regard to financing, all the cases analyzed shared the same limitation: the inability to 

access external financing in the first years of activity. All startups began their operations with 

their own capital, as both banks and public instruments proved inaccessible or ineffective. 

Although, at a later stage, some companies were able to access programs such as Portugal 

2020 or vouchers for startups, the support came too late and was subject to pre-financing 

requirements that many were unable to meet. 

Comparisons with other international contexts, particularly with countries such as Ireland, 

the United Kingdom, or the Nordic countries, are particularly enlightening. In such contexts, 

entrepreneurs report the existence of more effective incentive measures, such as tax 
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exemptions in the early years, easier access to credit lines with subsidized rates, as well as 

greater predictability and speed in administrative processes. In contrast, the Portuguese in-

stitutional environment is often perceived as discouraging and generating instability. In some 

cases, it was expressly stated that, if there were a possibility of restarting the company, it 

would not be implemented in Portugal. 

At the same time, a gap in management, financial planning, and tax literacy skills was evident 

among many entrepreneurs. The tendency to prioritize technical product development over 

the consolidation of a structured commercial and financial strategy was identified as a recur-

ring weakness. Both the entrepreneurs and the consultant interviewed highlighted the need 

to integrate practical and compulsory content on financial literacy, management, and entre-

preneurship into higher education in order to equip future entrepreneurs with the tools nec-

essary for the sustainability of their projects. 

Despite the multiple limitations identified, the interviews also highlight the importance of 

the human factor. The resilience, creativity, and adaptability of the founders were decisive 

for the survival and consolidation of the startups analyzed. However, there is consensus 

among the interviewees that individual merit should not replace the state's responsibility to 

create institutional, fiscal, and financial conditions conducive to promoting a dynamic and 

competitive entrepreneurial ecosystem. 

In summary, the testimonies collected converge on the finding that entrepreneurial potential 

exists in Portugal but remains strongly conditioned by a set of structural obstacles. The lack 

of predictability, administrative delays, excessive tax burdens, and inadequate support mech-

anisms constitute significant barriers to the sustained development of startups. 

Consequently, the specific recommendations arising from these conclusions will be pre-

sented in the following chapter.  
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MAIN REFLECTIONS AND RECOMMENDATIONS 

Based on the interviews conducted and the analysis developed throughout this dissertation, 

it can be concluded that the current ecosystem supporting entrepreneurship in Portugal, par-

ticularly in the wine and e-commerce sectors in the north, has structural limitations that se-

riously hinder the success of these initiatives. Despite the recognized economic, cultural, and 

human potential, the results reveal an obvious paradox: entrepreneurs feel they are more 

likely to prosper abroad than in Portugal. All interviewees mentioned that entrepreneurship 

outside the country is simpler, less bureaucratic, and more rewarding. It is therefore essential 

to implement a set of practical and structural measures to create more favorable conditions 

for the sustainable growth of national startups. 

The recommendations proposed below are intended to serve as a basis for reflection about 

possible coordinated action between the government, educational institutions, investors, and 

entrepreneurs themselves: 

a) Creation of a differentiated tax regime for startups: The founders interviewed highlighted 

the excessive tax burden that is unsuited to the early stages of their companies, emphasizing 

in particular the weight of the TSU, which in Portugal is significantly higher than in countries 

such as Ireland. The literature (Fernandes & Castela, 2019; Startup Ecosystem Report, 2024) 

confirms that taxation is one of the country's least competitive factors. The creation of a 

special regime, with tax reductions or exemptions in the first years of activity, would allow 

startups to reinvest in innovation, talent recruitment, and international expansion, rather than 

being penalized at a critical stage of their life cycle. Thus, implementation could include par-

tial exemptions from corporate income tax and social security contributions during the first 

three years, associated with eligibility criteria linked to innovation and growth potential (see 

recommendation f. below). 

b) Creation of a practical manual for entrepreneurs in the wine sector: The interviews re-

vealed a widespread perception of a lack of clarity regarding the applicable rules and a lack 

of knowledge of legal and tax obligations, particularly with regard to the export and online 

sale of wines, as demonstrated by the case of DO-JOA, whose founder only became aware 

of certain legal requirements years after starting the business. This reality confirms what the 

literature review already highlighted, pointing to excessive bureaucracy, the dispersion of 

regulatory information, and the absence of support instruments tailored to the specificities 
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of the wine sector as factors that hinder entrepreneurship and the internationalization of e-

commerce start-ups (Duarte et al., 2021; Grilo, 2022). In this context, the creation of an 

official, updated manual specific to the wine sector, developed in partnership with public 

entities such as the IVV and AICEP, in collaboration with incubators and industry associa-

tions, emerges as a priority measure. This guide should bring together clear information on 

certifications, tax regimes, export requirements, and the use of digital sales channels. It 

should be made available free of charge in digital format and updated regularly, helping to 

reduce uncertainty, increase transparency, and promote a more inclusive ecosystem condu-

cive to the sustainable growth of these start-ups. 

c) Legal and tax simplification: All interviewees highlighted the complexity and even contra-

diction of the rules associated with VAT, exports, and e-commerce for wine. The consultant 

emphasized that legal uncertainty undermines investor confidence and puts startups at a dis-

advantage, as they do not have administrative structures comparable to those of large com-

panies. Furthermore, this point confirms the literature that denounces regulatory rigidity as 

a structural barrier (IDC & Startup Portugal, 2021; Grilo, 2022). The recommendation is to 

simplify and clarify the applicable rules by creating binding technical support lines and digital 

platforms with easily accessible official information. In addition, maximum deadlines for ad-

ministrative responses and VAT refunds should be set, increasing predictability and confi-

dence in the system. 

d) Applied training in the wine and e-commerce sector: Despite the existence of incubation 

and training programs, there was a lack of specific content for traditional sectors undergoing 

digitization, such as wine. The consultant pointed out that many entrepreneurs neglect crucial 

areas such as financial management, digital marketing, and internationalization, focusing 

solely on production. The literature (Giardino et al., 2014; Hausberg & Korreck, 2020) also 

identifies the lack of business literacy as a critical factor for failure. Therefore, it is recom-

mended that training programs be created that are tailored to the specific needs of the sector, 

addressing topics such as wine export logistics, digital sales strategies, the use of international 

marketplaces, and adaptation to the regulatory requirements of destination markets. In addi-

tion, these programs should be offered in a practical format and include workshops, case 

studies, and mentoring by entrepreneurs with consolidated experience. 

e) Financing lines based on team competence and project potential: The three startups ana-

lyzed started their activity with exclusively their own capital, denouncing the inaccessibility 
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and delays of public support, with the literature (Lopes et al., 2025; Oliveira et al., 2024) 

associating these failures with the “valley of death” of early-stage companies. It is therefore 

essential to create more flexible financing mechanisms that assess the competence of the 

founding teams (experience, complementary profiles, professional background) and the ro-

bustness of the business models presented. At the same time, support should not require full 

pre-financing by startups but should provide for partial advances immediately after project 

approval. By guaranteeing minimum financial conditions for the initial phase, these lines of 

financing would increase the chances of survival and growth for companies. 

f) Support aimed at internationalization: The interviews showed that many Portuguese start-

ups only achieve viability outside the country, due to the small size of the domestic market 

and the high tax burden. This is the case of Unanimous Champions, which was forced to 

reformulate its strategy after Brexit, a prime example of this situation. This finding also con-

firms what the literature review highlights, identifying the structural limitations of the do-

mestic market, the difficulties associated with internationalization, and the inadequacy of 

specific public policies as critical barriers to the growth of wine start-ups (Fernandes & 

Castela, 2019; Lopes et al., 2025). Given this scenario, it is essential to develop public support 

programs geared towards the internationalization of the wine sector, including legal and tax 

advice tailored to target markets, financing for participation in international fairs, incentives 

for creating partnerships with foreign distributors, and mechanisms to facilitate access to 

international e-commerce platforms. These initiatives, in line with the recommendations in 

the literature on the need to reduce the fragmentation of the ecosystem and to create flexible 

instruments tailored to the reality of start-ups (Grilo, 2022; Figueiredo et al., 2024), could 

strengthen the scale, visibility, and competitiveness of companies in the sector, capitalizing 

on the already recognized prestige of Portuguese wine in global markets. 

g) Introduction of financial literacy in early stage and/ or professional schools: The lack of 

management and financial skills was a cross-cutting issue identified in both the interviews 

and the theoretical review. Many young entrepreneurs start projects without basic knowledge 

of financial planning or risk assessment, which confirms the warnings in the literature 

(Giardino et al., 2014). The integration of financial literacy into school curricula is therefore 

a long-term structural measure. In this regard, it should be noted that during the preparation 

of this dissertation, the current Portuguese government announced that financial literacy will 

be taught as a separate subject in seven educational establishments in 2025 as part of a pilot 
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project to be implemented in the next school year (Observador, 2025). This demonstrates 

the relevance of the content addressed in this dissertation, as it shows that the topics devel-

oped here are in line with the concerns and priorities defined by public policies in the field 

of education.  
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CONCLUSION 

The main objective of this dissertation was to understand the role of public policies and 

models of support for entrepreneurship in the success or failure of e-commerce startups in 

the wine sector, with a special focus on the northern region of Portugal. Using a qualitative 

approach, based on semi-structured interviews with startup founders and a specialist con-

sultant, it was possible to obtain an in-depth and contextualized view of the dynamics of the 

Portuguese entrepreneurial ecosystem, at the intersection between digital innovation, wine 

tradition, and state intervention. 

Responding to the central research question: “Given the current relationships between the 

different models of support and development for startups, as well as recent changes in en-

trepreneurship and innovation policies, what role do these policies play as a barrier and/or 

opportunity for the growth and success of e-commerce startups in the wine market, in the 

context of northern Portugal?” we can conclude that, despite the existence of various public 

policies and instruments to support entrepreneurship, these are often ill-suited to the specific 

needs of startups. Instead of acting as levers for growth, they often act as obstacles, due to 

excessive bureaucracy, slow processes, and, above all, the requirement that companies make 

investments in advance before any public co-financing. This requirement contains a paradox: 

if a startup resorts to public funding, it is precisely because it lacks the necessary resources 

to make that investment independently. 

This realization led to a profound change in my own perception: I began this research with 

the conviction that the main problem for startups was the lack of access to public funding, 

but the analysis showed that the challenge is more structural and systemic. Funding exists 

and is available, but it is designed for established companies that are able to meet the require-

ments in advance. Entailing a company to execute the investment before receiving support 

is out of touch with the reality of those who need it most: early-stage businesses with high 

levels of risk, low liquidity, and an urgent need for capital. 

Answers to the identified sub-questions have also been suggested, namely: 

- What defines an e-commerce startup and what is its economic and innovative contribution? 

E-commerce startups are characterized by scalable, technology-centric business models, con-

tributing significantly to digitization, internationalization, and the creation of skilled jobs in 

traditional sectors such as wine. 
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- What is the current perception of the entrepreneurial ecosystem in Northern Portugal? 

Entrepreneurs recognize the region's potential, but also point to structural flaws in access to 

financing, talent recruitment, and administrative simplification. 

- What support models currently exist and how do they interact with each other? The dom-

inant support models are geared towards SMEs and projects with physical assets, while 

emerging models (such as vouchers or venture capital funds) are scarce, uncoordinated, and 

ineffective for digital startups. 

- What policies have been effective in supporting startups? The few effective policies ob-

served are based on international cases, such as tax exemptions for startups in Ireland, 

demonstrating that more flexible and risk-oriented solutions are possible and desirable. 

- How do consumers and the market perceive e-commerce startups in the wine sector? There 

is growing openness to buying wine online, especially after the pandemic, but challenges 

remain, such as consumer confidence, logistics, and differentiation in a competitive market. 

- What are the main problems and barriers faced? Among the biggest obstacles are: legal and 

tax complexity, difficulty in accessing credit and talent, and the fragmentation of available 

support. 

- What trends stand out in policies to support digital entrepreneurship? There is an interna-

tional trend toward more agile policies, guided by innovation and regulatory flexibility, which 

are still lacking in Portugal. 

- What is the expected impact of these policies on economic growth and innovation? In 

sectors such as wine, more effective policies could accelerate the digital transition, expand 

exports, and enhance the value of domestic products, contributing to sustainable growth. 

 

Despite the empirical and theoretical value of this study, there is still a need for further quan-

titative analysis. It would be particularly relevant to conduct a statistical analysis with a rep-

resentative sample of wine e-commerce startups, comparing success metrics with variables 

such as access to financing, waiting time for support/ payments, and degree of digitization, 

among other. 
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In addition, comparative studies between regions of Portugal (and even with other European 

regions) could offer insights into the relative effectiveness of public policies. Another prom-

ising avenue would be to analyze the impact of incubators and accelerators, as well as the 

role of academia in creating spin-offs in the digital wine sector or in supporting the sector in 

its digital transformation process, for example. 

Finally, it is important to emphasize that the analysis carried out shows that the problem lies 

not only in the scarcity of support, but above all in its design and execution. Bureaucracy, 

long deadlines, and the requirement for prior investment reflect a support model that is out 

of step with the reality of Portuguese wine sector startups, which should be treated as drivers 

of innovation and not as exceptions to the system. 

In this context, it is urgent to rethink public policies to support entrepreneurship, not only 

to correct structural inefficiencies, but also to fully exploit the potential of strategic sectors 

such as wine, where tradition and innovation can together drive Portugal's economic (and 

also environmental) sustainability. 
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Graph 2 - Wine Market Size 

Retrieved from Mordor Intelligence, 2025. 

Figure 1 - Interview with Filipe Azevedo 

 
Figure 2 - Interview with Filipe Azevedo 

 
Figure 3 - Interview with Filipe Azevedo 

 
Figure 4 - Interview with Filipe Azevedo 
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Table 6 - Overview of  the interview with Filipe Azevedo 

 
Figure 5 - Linkedin pageTable 7 - Overview of  the interview with Filipe Azevedo 

 
Figure 6 - Linkedin page 

 
Figure 7 - Interview with Jorge AfonsoFigure 8 - Linkedin pageTable 8 - Overview of  the interview with Filipe Azevedo 

 
Figure 9 - Linkedin pageTable 9 - Overview of  the interview with Filipe Azevedo 

 
Figure 10 - Linkedin page 

 
Figure 11 - Interview with Jorge AfonsoFigure 12 - Linkedin page 

 
Figure 13 - Interview with Jorge Afonso 

 
Figure 14 - Interview with Jorge AfonsoFigure 15 - Linkedin page 

 
Figure 16 - Interview with Jorge AfonsoFigure 17 - Linkedin pageTable 10 - Overview of  the interview with Filipe Azevedo 

 
Figure 18 - Linkedin pageTable 11 - Overview of  the interview with Filipe Azevedo 

 
Figure 19 - Linkedin page 

 
Figure 20 - Interview with Jorge AfonsoFigure 21 - Linkedin pageTable 12 - Overview of  the interview with Filipe Azevedo 

 
Figure 22 - Linkedin pageTable 13 - Overview of  the interview with Filipe Azevedo 
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Figure 24 - Interview with Jorge AfonsoFigure 25 - Linkedin page 

 
Figure 26 - Interview with Jorge Afonso 

 
Figure 27 - Interview with Jorge AfonsoFigure 28 - Linkedin page 

 
Figure 29 - Interview with Jorge AfonsoFigure 30 - Linkedin page 

 
Figure 31 - Interview with Jorge Afonso 

 
Figure 32 - Interview with Jorge Afonso 

 
Figure 33 - Interview with Jorge Afonso 

 
Figure 34 - Interview with Jorge AfonsoFigure 35 - Linkedin page 

 
Figure 36 - Interview with Jorge AfonsoFigure 37 - Linkedin page 

 
Figure 38 - Interview with Jorge Afonso 

 
Figure 39 - Interview with Jorge AfonsoFigure 40 - Linkedin page 

 
Figure 41 - Interview with Jorge AfonsoFigure 42 - Linkedin page 



 

 21 

 

  
Figure 43 - Interview with Jorge Afonso 

 
Figure 44 - Interview with Jorge Afonso 

 
Figure 45 - Interview with Jorge Afonso 

 
Figure 46 - Interview with Jorge Afonso 

 
Figure 47 - Interview with Jorge Afonso 

 
Figure 48 - Interview with Jorge Afonso 

 
Figure 49 - Interview with Jorge Afonso 

 
Figure 50 - Interview with Jorge Afonso 
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Table 14 - Overview of  the interview with Jorge Afonso 

 
Figure 51 - Interview with Tatiana Sá MarquesTable 15 - Overview of  the interview with Jorge Afonso 

 
Figure 52 - Interview with Tatiana Sá Marques 

 
Figure 53 - Interview with Tatiana Sá MarquesTable 16 - Overview of  the interview with Jorge Afonso 

 
Figure 54 - Interview with Tatiana Sá MarquesTable 17 - Overview of  the interview with Jorge Afonso 

 
Figure 55 - Interview with Tatiana Sá Marques 

 
Figure 56 - Interview with Tatiana Sá Marques 

 
Figure 57 - Interview with Tatiana Sá Marques 

 
Figure 58 - Interview with Tatiana Sá MarquesTable 18 - Overview of  the interview with Jorge Afonso 

 
Figure 59 - Interview with Tatiana Sá MarquesTable 19 - Overview of  the interview with Jorge Afonso 

 
Figure 60 - Interview with Tatiana Sá Marques 

 
Figure 61 - Interview with Tatiana Sá MarquesTable 20 - Overview of  the interview with Jorge Afonso 

 
Figure 62 - Interview with Tatiana Sá MarquesTable 21 - Overview of  the interview with Jorge Afonso 
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  Figure 63 - Interview with Tatiana Sá Marques 

 
Figure 64 - Interview with Tatiana Sá Marques 

 
Figure 65 - Interview with Tatiana Sá Marques 

 
Figure 66 - Interview with Tatiana Sá Marques 

 
Figure 67 - Interview with Tatiana Sá Marques 

 
Figure 68 - Interview with Tatiana Sá Marques 

 
Figure 69 - Interview with Tatiana Sá Marques 

 
Figure 70 - Interview with Tatiana Sá Marques 
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  Table 22 - Overview of  the interview with Tatiana Sá Marques 

 
Figure 71 - Interview with Sofia FerreiraTable 23 - Overview of  the interview with Tatiana Sá Marques 

 
Figure 72 - Interview with Sofia FerreiraTable 24 - Overview of  the interview with Tatiana Sá Marques 

 
Figure 73 - Interview with Sofia FerreiraTable 25 - Overview of  the interview with Tatiana Sá Marques 

 
Figure 74 - Interview with Sofia FerreiraTable 26 - Overview of  the interview with Tatiana Sá Marques 

 
Figure 75 - Interview with Sofia FerreiraTable 27 - Overview of  the interview with Tatiana Sá Marques 

 
Figure 76 - Interview with Sofia FerreiraTable 28 - Overview of  the interview with Tatiana Sá Marques 

 
Figure 77 - Interview with Sofia FerreiraTable 29 - Overview of  the interview with Tatiana Sá Marques 
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Figure 78 - Interview with Sofia Ferreira 
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Table 30 - Overview of the interview with Sofia Ferreira 


