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Abstract

This article examines the gastronomic experiences of visitors in various establishments, focusing on
understanding how supply and demand operate in wine tourism. To this end, a single case study was
conducted using a qualitative approach. Data collection was achieved through digijtally accessible
secondary sources, gathering visitors' opinions based on publicly available information from TripAd-
visor. Data analysis was facilitated using the Iramuteq tool, which combined textual analysis with
subsequent manual content analysis to obtain a comprehensive overview. The study revealed that
visitors perceive local gastronomy in a utilitarian manner, prioritizing the quality of products and ser-
vices over cultural aspects. Furthermore, interpersonal connections and customer engagement were
identified as significant factors influencing the experience. This research also contributes to the un-
derstanding of digital communication methods.

Resumo

Este artigo investiga as experiéncias gastronémicas dos visitantes em diferentes estabelecimentos,
com foco em entender como a oferta e a demanda se comportam no enoturismo. Para isso, foi rea-
lizado um estudo de caso Unico com uma abordagem qualitativa. A coleta de dados foi feita por meio
de fontes secundarias acessadas digitalmente, reunindo opinides dos visitantes com base em infor-
macoes publicas do TripAdvisor. A analise dos dados, facilitada com a ferramenta Iramuteq, combi-
nou andlise textual com posterior anélise de contelido manual, para obter uma visdo abrangente. O
estudo mostrou que os visitantes veem a gastronomia local de maneira utilitaria, valorizando mais a
qualidade dos produtos e servicos do que os aspectos culturais. Além disso, as conexdes interpes-
soais e 0 engajamento com o cliente foram identificados como fatores importantes que influenciam
a experiéncia. A pesquisa também contribui para o entendimento sobre métodos de comunicacao
digital.

Resumen

Este articulo investiga las experiencias gastronémicas de los visitantes en diferentes establecimien-
tos, con el enfoque en entender como se comportan la oferta y la demanda en el enoturismo. Para
ello, se realiz6 un estudio de caso Unico con un enfoque cualitativo. La recopilacion de datos se llevo
a cabo a través de fuentes secundarias accesadas digitalmente, reuniendo opiniones de los visitan-
tes basadas en informacion publica de TripAdvisor. El andlisis de los datos, facilitado por la herra-
mienta Iramuteq, combind analisis textual con un posterior analisis de contenido manual, para obte-
ner una vision integral. El estudio mostré que los visitantes ven la gastronomia local de manera utili-
taria, valorando mas la calidad de los productos y servicios que los aspectos culturales. Ademas, se
identificaron las conexiones interpersonales y el compromiso con el cliente como factores importan-
tes que influyen en la experiencia. La investigacion también contribuye a la comprension de los mé-
todos de comunicacion digital.

How to quote: Amaral, M. M., and Flores, L. C. S. (2025). Visitors’ gastronomy experiences in a
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Visitors’ gastronomy experiences in a winescape

1 INTRODUCTION

Gastronomy plays a crucial role in tourism by connecting visitors to a destination's cultural identity through food,
encompassing social, historical, and geographical elements (Cafiero et al., 2020; Kokkranikal & Carabelli, 2021).
While not always the main reason for travel, gastronomy significantly enhances the tourist experience. This enrich-
ment extends to various hospitality settings, offering benefits to both the region's wine industry and its overall appeal
(Duarte Alonso et al., 2022). This synergy between gastronomy and wine tourism underscores the diverse nature of
culinary experiences in shaping tourist perceptions and preferences. Understanding this combined effect is essen-
tial for effective destination marketing and management (Charters, 2009; World Tourism Organization [UNWTO],
2023).

Additionally, comprehending the reasons behind the attraction to wine tourism and its unique attributes is vital for
destinations to effectively harness the charm of wine culture and improve the overall tourism experience. Although
this paper emphasizes wine tourism rather than gastronomic tourism, it is important to distinguish between the two.
Gastronomic tourism emphasizes authentic culinary experiences (UNWTO, 2023), whereas wine tourism blends
viticulture with services to immerse visitors in local wine culture (Marco-Lajara et al., 2023; UNWTO, 2023).

The cultural significance of the relationship between wine and gastronomy is highlighted in numerous studies (Ca-
fiero et al., 2020; Flores et al., 2022; Gabardo & Valduga, 2021; Paulino et al., 2021). However, the strength of this
connection varies depending on factors such as historical context and socio-economic conditions. For instance, non-
traditional wine regions, also called emerging regions, focus on using innovative production methods and holistic
approaches to enhance wine tourism. They prioritize cooperation and marketing strategies to improve the overall
experience. On the other hand, traditional regions are known for their unique territorial features, culinary traditions,
and historical significance (Charters, 2009; Marco-Lajara et al., 2023; Massa & Bédé, 2018; Quintal et al., 2015;
Scorrano et al., 2018; Terziyska, 2022).

Although gastronomic experiences are recognized as important in wine tourism destination marketing, there is a
notable gap in understanding the role of food consumption in the broader tourist experience (Kokkranikal & Cara-
belli, 2021). While previous studies shed light on various aspects of wine tourism (Amaral et al., 2024; Cafiero et
al., 2020; Flores et al., 2022; Gabardo & Valduga, 2021; Paulino et al., 2021; Scorrano et al., 2018), none specifi-
cally address visitors' gastronomic experiences. Specifically, research on the relationship between demand and
gastronomy in emerging wine destinations remains scarce, providing an opportunity for valuable empirical contribu-
tions.

This research, part of a broader study, addresses this gap by examining how visitors engage with gastronomy at
various establishments within a wine region. It seeks to provide a comprehensive understanding of the supply and
demand dynamics in wine tourism. Focused on the Vale dos Vinhedos, Brazil—a viticulture region in an emerging
wine market (Amaral et al., 2024; de Oliveira Castro et al., 2019; Silva et al., 2016) —this research aspires to offer
insights that can benefit similar regions, enhancing our understanding of the nuances of gastronomy and wine
tourism. Using a demand-centered approach, the study will analyze data from user reviews on the TripAdvisor plat-
form to evaluate visitors' dining experiences in local restaurants.

By recognizing the intrinsic connection between gastronomy and wine, this study aims to deepen our understanding
of their interaction and contribute to tourism planning and management. It specifically seeks to answer the following
question:

Q.1 How do factors such as consumption environments and visitor perceptions combine to shape gastronomic ex-
periences in a wine tourism region?

The remaining sections of this paper are organized as follows. Firstly, it introduces foundational concepts that un-
derpin experiences and gastronomy in the tourism context. Following this, the methodology section outlines the
qualitative approach used to analyze visitor experiences. The subsequent section presents the outcomes of this
single case study, focusing on experiences based on different types of establishments. Comparisons with findings
from other studies on visitors' gastronomic experiences are drawn to contextualize and discuss the results. Finally,
the paper concludes with the main findings, limitations, and recommendations for future research endeavors.
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2 LITERATURE REVIEW

2.1 Tourism experience

Seminal studies by Holbrook and Hirschman (1982), Otto and Brent Ritchie (1996), Schmitt (1999), and Pine Il and
Gilmore (1998) have significantly shaped the concept of experience across disciplines. They emphasized the sub-
jective nature of consumption, focusing on lived experiences, emotional impacts, and distinct dimensions of con-
sumer engagement. These studies laid the groundwork for understanding the economic value of experiences, high-
lighting the importance of emotional responses and consumer loyalty. Their contributions have encouraged investi-
gations into the psychophysical relationships in consumer behavior, the creation of memorable experiences, and
the relational aspects of marketing.

In tourism, various studies emphasize the significant impact of sensory experiences on memory, attitudes, and
behaviors. For example, Alnawas and Hemsley-Brown (2018) explore the effects of cognitive and emotional experi-
ences across service sectors. Similarly, Park et al. (2023) highlight the profound influence of sensory encounters,
particularly food experiences, on visitors' overall journeys, categorizing experiential elements into pre-travel, on-site,
and post-travel stages. Additionally, Bernaki and Marso (2023) examine destination experiences, noting how inter-
nal reactions are influenced by external factors throughout the travel journey, leading to diverse perceptions and
outcomes.

The concept of experience underscores the collaborative nature of shaping experiences by both visitors and suppli-
ers, whereby tourist encounters are inherently personal and subjective, influenced by interactions with the environ-
ment, activities, businesses, and fellow travelers. This understanding may lead to strategies that engage visitors'
senses for immersive participation in co-creating the experience, as well as subtler approaches to evoke specific
feelings or an atmosphere that molds the experience (Nelson, 2023).

Other related concepts include servicescape, which focuses on the physical environment of services and plays a
pivotal role in shaping deeply personal experiences that directly impact customer satisfaction and perceived service
quality (Terziyska, 2022). In contrast, experiencescape influences tourist experiences by integrating stimuli within
the service atmosphere and hospitality culture, thereby affecting customer responses to the product and fostering
a social environment for unique experiences (Nelson, 2023; Terziyska, 2022). Moreover, storyscape involves nar-
ratives negotiated between supply and demand, shaping the tourist experience by enabling customers to co-create
the essence of a place through its history (Esau & Senese, 2022). Although this research explores the interconnect-
edness of servicescape, experiencescape, and storyscape, the term ‘experience’ is consistently used to encompass
the diverse range of situations encountered by visitors.

These situations occur within a wine tourism destination shaped by visitor demand, known as a winescape (Ter-
ziyska, 2022). In this document, the term ‘winescape’ will be used to describe such destinations. Valduga et al.
(2022) explain that the concept of winescape includes not only the physical landscape but also a vibrant environ-
ment that wine tourism enthusiasts appreciate for its various aspects of wine culture.

2.2 Gastronomy in tourism

In the realm of tourism, gastronomy is often equated with culinary practices, encompassing cultural associations
and culinary traditions. Martins et al. (2022) propose that while culinary practices define cultural connections and
traditions, gastronomy contributes discourse, rendering it an alluring attraction for tourists by providing access to
traditions and identity. Park et al. (2023) highlight the enduring significance of culinary traditions, enriching tourist
experiences by serving as representations of culture and heritage. Hence, this study adopts a comprehensive per-
spective on gastronomy, exploring aspects such as culinary identity, imagery, food consumption, and associated
experiences.

Gastronomic identity, influenced by the environment and culture, shapes the uniqueness of a tourist region (Park
et al., 2023). Additionally, associating wine territories with local foods can establish a distinct regional identity (Esau
& Senese, 2022). Furthermore, beyond the pleasure of eating (Kokkranikal & Carabelli, 2021; Ramirez-Gutiérrez et
al., 2021), the gastronomic environment significantly impacts overall tourism experiences (Nelson, 2023; Seyitoglu
& Ivanov, 2020; Yigit & Sahin Pergin, 2021). Thus, for a competitive advantage, the tourism industry should prioritize
gastronomy (Cafiero et al., 2020).
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Onorati and Giardullo (2020) stress the growing influence of recreational consumption experiences, such as dining
at restaurants, on consumer decisions. Additionally, Ramirez-Gutiérrez et al. (2021) assert the importance of un-
derstanding visitors' motivations and attitudes through narratives to grasp the holistic experience, which transcends
mere food consumption. Moreover, Kitsios et al. (2022) underline the significance of digital narratives in informing
and attracting visitors, thereby reinforcing the impact of these experiences. These narratives provide valuable in-
sights for tourism management, enhancing the understanding of visitor experiences and perceptions.

Scholars have explored gastronomy in wine tourism from diverse angles. Silva et al. (2016) delve into enogastron-
omy dynamics, highlighting its fusion of cultural and economic elements. Likewise, Rachao et al. (2019) provide an
analysis from the supply side, concentrating on the synergies between food, wine, and tourism, and their implica-
tions for regional identity and traditional allure. Concurrently, Duarte Alonso et al. (2022) examine the progression
of hospitality within wine tourism, with specific attention to the amenities offered by wineries in emerging wine-
producing regions.

Furthermore, Rachao et al. (2021) investigate the collaborative development of wine and gastronomy experiences,
expanding beyond conventional tourist destinations and considering demand from both established and non-tradi-
tional markets. In a subsequent study, Rachao et al. (2023) examine the inclination of tourists across different age
cohorts to invest in food and wine experiences.

Meanwhile, Esau and Senese (2022) assess the sustainability impact of experiential wine and gastronomic tourism
in traditional wine-producing areas, particularly for international educational travel. Additionally, Amaral and
Tricarico (2023) explore how a wine region's gastronomic identity is conveyed through its primary channels for visi-
tors. Conversely, other studies indirectly highlight the role of gastronomy in wine tourism. For instance, Terziyska
(2022) compares gastronomy in emerging and traditional winescapes, while Tonini and Lavandoski (2011) infer the
gastronomy-wine relationship from literature. Moreover, Gabardo and Valduga (2021) acknowledge gastronomy as
a contributing factor to high-value-added trips.

In the winescape under study, the traditional gastronomy of Vale dos Vinhedos reflects the identity of a broader
region beyond its own (Amaral & Tricarico, 2023). Previous scholarly inquiries have extensively explored the gastro-
nomic options offered in Vale dos Vinhedos and its adjacent regions, considering diverse perspectives. These inves-
tigations have included analyses of narratives gathered through interviews with local residents (Beber & Gastal,
2017; Lavandoski et al., 2012), insights provided by stakeholders in gastronomy, viticulture, and tourism (Silva et
al., 2016), testimonies from different generations of residents (Frigo et al., 2021), evaluations of restaurant menus
(Colonetti et al., 2017; Lia & Nardin, 2016), compilations of traditional recipes (Perini & Gastal, 2017), reviews of
promotional materials for local events (Manfio, 2021), and information shared across various digital platforms (Am-
aral & Tricarico, 2023).

In this study, the emphasis is on the perspective of visitors. The focus extends beyond individuals who prioritize
wine, wine tourism, or gastronomy independently. Instead, it adopts the holistic approach proposed by Ramirez-
Gutiérrez et al. (2021), which views visitors not only as tourists but also as diners who are actively shaped in their
gastronomic experiences through perception and communication. By acknowledging visitors' dual roles, the re-
search highlights how they influence their gastronomic encounters. This is accomplished through an examination of
their communication stories, thereby emphasizing their substantial contribution to the overall gastronomic experi-
ence.

3 METHODOLOGY
3.1 Choice of study site

Vale dos Vinhedos is a prominent wine region in Serra Gaucha, Southern Brazil, renowned for its strong tourist
appeal due to its gastronomy (Silva et al., 2016). Similar to other regions in the country settled by European immi-
grants during the 19th century, the development of gastronomic identity within Vale dos Vinhedos reflects a blend
of distinctive attributes and shared elements. This amalgamation is characterized by the emergence of novel culi-
nary traditions influenced by the immigrants' ancestral knowledge and recollections, the utilization of locally sourced
ingredients, and the integration of diverse ethnicities (Colonetti et al., 2017; Martins et al., 2022).

Significantly, the Vale dos Vinhedos demonstrates a strong dedication to preserving the cultural legacy of the region,
notably emphasizing the role of Italian immigrants in shaping grape cultivation, winemaking, and gastronomic prac-
tices (Silva et al., 2016). However, as Amaral and Tricarico (2023) note, the portrayal of gastronomic offerings within
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this winescape does not consistently align with traditional conventions. Currently, the local gastronomy scene re-
flects a blend of cultures, prominently showcasing Italian culinary characteristics while also integrating global gas-
tronomic influences to a considerable degree, at times superseding local traditions.

The foundational wine culture in the Vale dos Vinhedos region traces back to the influx of immigrants, which cata-
lyzed the development of vitiviniculture. However, it was in the subsequent century following their arrival that wine
tourism emerged as a pivotal force propelling regional economic advancement, effectively transforming Vale dos
Vinhedos into a sought-after tourist destination. Notably, substantial private investments surged during the 2000s,
catalyzing growth across various sectors such as accommodation, gastronomy, and wineries (Valduga et al., 2022).

On a national scale, Brazil holds the 17th position globally in viticulture (International Organisation of Vine and Wine
[OIV], 2023), with a significant emphasis on table wine production. Nevertheless, Vale dos Vinhedos received formal
recognition in 2002 as a Geographical Indication for its fine wines, further bolstering its economic development
through wine tourism. The area encompasses varying proportions of the municipalities of Bento Gongalves (60%),
Garibaldi (33%), and Monte Belo do Sul (7%) (Associacao dos Produtores de Vinhos Finos do Vale dos Vinhedos
[APROVALE], 2023a, 2023b).

Despite its rich cultural heritage, Brazil's vitiviniculture remains embedded within an emerging global market context
(de Oliveira Castro et al., 2019; Silva et al., 2016). Additionally, this beverage consumption in Brazil is characterized
by its association with lifestyle choices. Wine enthusiasts in Brazil are greatly influenced by the symbolic value of
wine, which conveys status and power. This influences their attitudes and experiences, ultimately impacting their
purchase intentions. Furthermore, they often develop personal connections with wine, including occasions when
they choose to drink it alone (De Toni et al., 2022).

3.2 Methodological design

This study adopts an applied research approach, aiming to provide practical solutions to local issues while also
exploring the problem descriptively (Ferreira De Oliveira, 2011). Primarily utilizing a qualitative approach, it employs
a single case study strategy to thoroughly analyze a specific contemporary situation (Saunders et al., 2012). Data
collection involves documentary research, accessing secondary sources via digital tools, and employing content
analysis to gather information (Veal, 2018). All collected data is publicly accessible on TripAdvisor; however, to
ensure anonymity, names and identifiers were replaced with codes (Saunders et al., 2012; Veal, 2018).

Digital methods are utilized as they highlight and incorporate visitors' perspectives through shared digital narratives.
These approaches capture the distinct characteristics of this environment, leverage the research opportunities pro-
vided by various platforms, and adapt to the technical infrastructure and practices of users within these media
(Ferreira De Oliveira, 2011; Venturini et al., 2018; Yoon et al., 2019). The methodologies for data collection and
digital techniques in this study are primarily based on adaptations from Onorati and Giardullo (2020).

The integration of text mining and natural language processing (Onorati & Giardullo, 2020; Sant’ana et al., 2020)
is applied to restaurant reviews in the three municipalities encompassed in the Vale dos Vinhedos region. Data
analysis is facilitated by the use of Iramuteq software version 0.7. This tool permits classical lexicographic analysis,
identifying word frequencies and exploring vocabulary. It offers complex multivariate text analysis options, such as
Specificities and Correspondence Factor Analysis (CFA), which link texts to variables, enabling the analysis of texts
based on characterization variables (Camargo & Justo, 2021).

CFA, as a multivariate technique, is designed to identify associations and oppositions between subjects and varia-
bles. Its key advantages over other methods include more advanced mathematics and the capability to represent
both subjects and variables simultaneously on the same factorial axes (Teil, 1975). Furthermore, the tool provides
Descending Hierarchical Classification (DHC) that organizes clusters based on vocabulary and segment frequency,
aiming to identify classes of segments with similar characteristics through various chi-square (x2) tests (Camargo &
Justo, 2021).

In textual analysis by Iramuteq, algorithms are used to classify forms through quantitative methods like x2 tests,
which focus on lexical and textual elements. However, as this approach does not consider the perceptual content
level, it is followed by a content analysis in this study. Content analysis entails examining thematic categories that
can be systematically organized based on interpretations derived from theory, experience, or a combination of both
(Mazieri et al., 2023). The data collection and analysis processes are illustrated in Figure 1 and elaborated upon in
subsequent sections.
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Figure 1 - Data collection and analysis procedures

Data Collection

Database Source Tools Criteria Content Filters Results
- . Top 5 . ¢ Written in Portuguese;
Visitors’ digital t ts' f * User id; s o -
e ) . Octoparse, ER RIS el L « Only with identification of the origin; 2352
communications  TripAdvisor ot t Excel each of the 3 * Origin; Exclusion of residents f the 3 localiti Z
L : 0 . * Exclusion of residents from the 3 localities; :
as secondary Icrosott txce winescape’s * Visit date; ) . reviews
localities = 15 . ¢ Review with 200 characters of text at least;
documentary . * Review text. L
establishments * Date of visit before 2018 excluded.
Data analysis
Tools  Criteria Content Filters (Word + Excel) Development (Iramuteq) Method
) Textual * Review’snominal  Preparation of the textual corpus: » Specificities: by variable (keys: adjective 1, * Automated
Microsoft numbering (n); * spelling corrections and exaggerated unrecognized forms 1, uncommon 1, additional  text analysis;
Word corpus « |dentification pur\_ctgathn, - name 2, verb 1, additional verb 2, 0 to the rest;
with ding for: Reliminaticnofiemoiis; 2 score; first 50 terms; 10 < frequency) with Ol
and Excel, coding tor: « adequacy of special characters, such as hyphens; X ! i 20 =req Y .+ manual
| ; Pseudo-  Establishment (Est), o standardization of terms;  CFA Graphs: UF, aand est (first 50 terms; avoid
ramuteq. ioi p G- . overlap; text size proportional to frequency).
IR Origin (UF), Year of e union of compound name with dash; . DHCPwith . clurs’tell?classes et dgndo \gam content
visit (a). ¢ establishments’ pseudonymization. : Bram. o halysis.

Source: authors’ elaboration.

3.3 Data collection

TripAdvisor was chosen as the primary platform for this study due to its extensive collection of visitor reviews, global
influence in tourism, and integral role in marketing strategies (Onorati & Giardullo, 2020; Xiang et al., 2017). Addi-
tionally, restaurant reviews were selected as the main data source because of their significant impact on establish-
ments' reputations and their role in shaping the attractiveness of tourist destinations (Yoon et al., 2019). Conse-
quently, TripAdvisor's popularity algorithm? was utilized to identify the top five establishments in each locality (Ono-
rati & Giardullo, 2020) within the Vale dos Vinhedos region.

From June 7th to June 23rd, 2023, data extraction was automated using the Octoparse program, gathering 16,372
reviews from 15 selected restaurants. Only comments in Portuguese were considered, aligning with the region's
domestic tourism focus and the authors' native language (Vo Thanh & Kirova, 2018). This comprehensive extraction
included user identification and review text details. To ensure data reliability, comments from locals and those with-
out specified origins were excluded (Ramirez-Gutiérrez et al., 2021).

However, reviews depicting visitors' experiences beyond the designated Geographical Indication area were included,
recognizing that consumption patterns may transcend geographical boundaries (Paulino et al., 2021). Short texts
were disregarded as they contribute little to understanding the experience (Tripadvisor, 2021; Vo Thanh & Kirova,
2018). Additionally, reviews older than five years were excluded to focus on the current period, spanning both pre-
and post-pandemic eras, resulting in a final dataset of 2,352 unique reviews.

3.4 Data analysis

The study employed an alphanumeric identification system for pseudonymization, assigning single codes to selected
restaurants based on their localities. The reviews were predominantly for establishments in Bento Gongalves (BG,
68.8%), followed by Garibaldi (GB, 21.1%) and Monte Belo (MB, 10.1%). Most reviewers identified themselves as
coming from Brazil's Southeast (46%) and Southern (42%) regions. Informants from 23 states and the federal dis-
trict are represented in the research, with significant contributions from Sao Paulo (SP, 28.15%) and Rio Grande do
Sul (RS, 26.66%). The dataset remarkably comprised reviews from the pre-COVID-19 era (2018 and 2019, 61%).
Though, it is important to note that this sample does not aim to represent the visitor profile provided by official
tourism bodies. Since the data originate from a specific digital environment, it reflects the characteristics of the
community within that context (Venturini et al., 2018).

1The TripAdvisor's Popularity Ranking is determined by the quality, timeliness, and volume of user reviews a business receives, as well as the
consistency of those reviews over time (TripAdvisor, n.d.).
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To analyze informant experiences, the study adapted models from previous research (Boo & Kim, 2019; Onorati &
Giardullo, 2020; Sant’ana et al., 2020). Text preprocessing steps were undertaken to refine the corpus for analysis.
Each review was coded for variables such as the state of origin (UF), year of visit (a), and establishment (est). This
analysis primarily validated the preparation of the textual corpus for further processing.

From the review texts (n) inputted into the corpus, the system identified 159,588 occurrences within the texts,
comprising 5,239 different forms. Among these forms, 2,028 were hapaxes (words with unique frequency), account-
ing for 1.27% of the occurrences and 38.71% of the forms, with an average of 67.85 words per text. Specificities
and CFA were conducted to compare textual production across different variables such as origin and establishment.
Subsequently, text segments (TS) were classified using the Reinert method, resulting in six distinct clusters. Of
these, 4,236 segments were classified out of a total of 4,757, resulting in a reliability of 89.05%, surpassing the
minimum acceptable indicator of 75% for this technique (Camargo & Justo, 2021). Automated lexical analysis was
then enhanced by manual content analysis, delving into the data to uncover underlying meanings, especially at an
interpretative level (Boo & Kim, 2019).

4 RESULTS AND DISCUSSION

This section assesses informants' perceptions of gastronomic experiences within the studied winescape, specifically
focusing on consumption and service at local restaurants. The analyses, which include Specificities and CFA, explore
each characterizing variable and the clusters of semantic contexts. The subsequent subsections present detailed
results and discussions, supported by representative quotes. These quotes, translated verbatim by the authors from
the original narratives, illustrate the analyzed content and are included in Tables 1 and 2.

4. 1 Variables

This subsection analyzes user comments, focusing on visitor origin, the year the comment was published, and the
establishment where the service encounter took place, using CFA. In the tool's settings, the first 50 terms with a
frequency of 10 or more from each variable group were selected and displayed in different colors. The font size
corresponds to the frequency of each term in the textual corpus. The CFA results were scrutinized by examining the
relationship between the X and Y axes. Interpretation was carried out by closely reviewing the text segments cate-
gorized within the considered variables (see Table 1 for example extracts).

A detailed analysis of the CFA findings shows that the center of the factorial axes (0,0) represents the shared aspects
of the comments based on the variables (Mazieri et al., 2023; Serra & Alfinito, 2020). Additionally, examining the
contrast between the negative and positive sides of the CFA reveals axes that are not only distinct but also uncor-
related (Teil, 1975).

Table 1 - Representative quotations based on each characterizing variable (continue)
Variable Term Quotation Code
UF typical We went to the restaurant on the hotel's recommendation, as it was a very traditional €St_GB1  n_1665
restaurant in the city serving typical Italian cuisine [...]. UF_RS a_2018
UF Brazil TripAdvisor colleagues, if you're looking for a dinner with excellent pizza and great €st_BG4 n_892
wines, this is definitely the restaurant you should seek out. [...] I've been to several UF_SPa_2019

renowned pizzerias in Sao Paulo and various gourmet centers across Brazil, and this
pizzeria is definitely among the top three I've ever visited. Congratulations to the ow-
ners. [...]

a rodizio, po- we usually have lunch there whenever we're in Serra Gaucha [...] We normally opt for €st_BG1 n_141
lenta the rodizio service. Everything is delicious, from the salad with sliced salami to the UF_RSa_2018
soft polenta with pot roast, and the delicious ravioli [...]
a vyinery, The 3 times I've had lunch there the experience was excellent: charming atmosphere, €st_ MB3 ~ n_2283
times attentive service, great menu options, wine list honouring local wineries [...] UF_SPa_2022
est mMB1 We had high expectations for MB1, but the reality of the experience exceeded every- €st_MB1 ~n_2118

thing. The flavors offered at this place are those that transport us back in time. Partly UF_SPa_2020
due to the organic and local origin of most of the absolutely incredible ingredients,

and partly because of the refined culinary art practiced there. This is an experience

where we connect with the primal truth of food's flavor, combined with culinary mas-

tery. The truth is in the wine as well. [...] Everything was sensational, from the appe-

tizer to the organic salad, main course, and dessert. Not to mention the kindness and

professionalism of the family.
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Table 1 - Representative quotations based on each characterizing variable (conclusion)
Variable Term Quotation Code
est GB2 In addition to enjoying a rodizio with truly Italian food, including capeletti soup, gnoc- €st_GB2 ~ n_1743

chi, salami, polenta, pot chicken, and much more (really a lot!). We had the oppor- UF_SPa_2018
tunity to enter the restaurant's kitchen to make the Colombinal! [...] (it) is a little dove

made from bread dough. Tourists have experience of learning how to make it with

Dona Odete, a very friendly lady and the creator of the establishment. With all the

patience in the world, she explained how to make it [...], while telling the story of the

GB2 and this famous little dove. [...] The experience [...] needs to be scheduled in

advance, just like lunch at the restaurant. There are only a few spots available, and

the service is very personalized and provided by the family. [...]

est BG4 We went to BG4 [...] during the grape harvest season in Serra Gaucha. We ordered a €st_BG4 n_857
medium pizza for two people, and it was more than enough. The dough is delicious, UF_SCa_2019
soft yet crispy, and the filling is divine, all made with great flavor and care. The service
team is very attentive, and you dine among shelves of wines and sparkling wines from
local producers, so you can walk around and choose your own wine or sparkling to
pair with your meal [...]

Source: authors’ elaboration.

Origin of the visitors (UF)

Considering this variable, the terms used to share their experiences were predominantly homogeneous, as portrayed
in Figure 2. For example, the ten most significant terms for the states of SP (13.83 < x2<53.71, p < 0.05) and RS
(15.79 £ x2£58.85, p < 0.05) were identical. This similarity reflects not only the experiences, and the establish-
ments involved but also the choice of words used to describe them. This aligns with findings from Onorati and
Giardullo (2020) and Yoon et al. (2019), which identified patterns in TripAdvisor reviews, although their studies did
not analyze visitors' narratives by origin.

The content analysis revealed that the general mention of typical gastronomy was often linked to the influence of
Italian immigration, with many references to Italy as the source of this distinctiveness (see Table 1). This echoes
Perini and Gastal (2017) conclusion that many tourists visiting the region seek local attractions that provide a classic
‘ltalian experience’.

Additionally, visitors commonly compared their experiences in terms of what ‘Brazil’ has to offer or against the
standards of encounters they have had elsewhere in the country. This form of comparison aids individuals in con-
sidering information conveyed via digital platforms, thereby achieving one of the primary goals of visitor reviews.

Figure 2 - CFA graph of the origin (UF) variable
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RBTUR, S&o Paulo, 19, e-3008, 2025 ' 8



Amaral, M. M., and Flores, L. C. S.

Year of the visit (a)

The topics discussed in reviews may vary depending on when the visit happened, as noted by Ramir Ramirez-Gu-
tiérrez et al. (2021). As an illustration, in 2021 (see Figure 3), the ‘pandemic’ emerged as a prominent topic. Sey-
itoglu and Ivanov (2020) also observed a similar trend, particularly regarding changes in service offerings during
the pandemic, suggesting it may be a temporary phenomenon. Conversely, terms associated with traditional dishes
like ‘polenta’, local ‘wineries’, and a Brazilian service style, named ‘rodizio’, were consistently mentioned throughout
the study period. These terms serve as markers of the longstanding components of the local gastronomic repertoire,
recognized as emblematic of the region, as noted in earlier studies (Amaral et al., 2024; Amaral & Tricarico, 2023;
Lia & Nardin, 2016; Perini & Gastal, 2017). Moreover, the number of ‘times’ a visitor frequents an establishment
was often used as a measure for evaluating that place, serving the purpose of a review, as discussed by Yigit and
Sahin Pergin (2021).

Figure 3 - CFA graph of the ‘a’ variable
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Establishment (est)

Through the CFA for the variable ‘est,” we identified what differentiates certain restaurants from the others studied.
This distinction was particularly evident in MB1, GB2, and BG4, where significant differences in topics emerged
from their unique offerings compared to the usual standards (Figure 4). Content analysis revealed that the proposals
of these establishments can influence visitor experiences, thereby affecting the narratives they share (see Table 1).

In MB1, the emphasis is on interpersonal connections and a legacy-oriented perspective, while BG4 focuses on
product and service offerings. GB2 combines elements of both. The texts from MB1 and GB2 maintain a familiar
tone, often mentioning the names of those involved with the establishment. Comments about experiences at GB2
and BG4 frequently emphasize the original concept of interacting with their products.
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These distinctions become clearer when examining the semantic context of the texts, which will be discussed in
subsection 4.2. It is worth noting that this research approach diverges from that of Onorati and Giardullo (2020)
and other studies (Nelson, 2023; Ramirez-Gutiérrez et al., 2021; Seyitoglu & Ivanov, 2020; Yigit & Sahin Pergin,
2021), as they analyze experiences collectively rather than focusing on individual consumption establishments.

Figure 4 - CFA graph of the ‘est’ variable
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4.2 Semantic contexts

To analyze the themes that arose from the semantic contexts of the comments, a DHC was performed using the
Reinert method (Camargo & Justo, 2021; Serra & Alfinito, 2020), resulting in a graphical representation (Figure 5).
This illustrated the most significant TS of each class in distinct colors, facilitating the contextualization of the cha-
racteristic vocabulary. The grouped classes were labelled as follows: gastronomy (23.3%), pre-service (19.4%), hu-
man (16.3%), product (15.9%), service (13.4%), and recommendation (11.7%). Then, the analysis was fully comple-
ted by carefully reviewing the text segments organized within the clusters (see Table 2 for example extracts).
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Figure 5 - Descending Hierarchical Classification (DHC) dendrogram
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Gastronomy

Typical elements of the local gastronomy played a significant role in the texts examined, such as ‘pasta’ (x?

754.05, p < 0.05) and ‘sauce’ (x2 = 720.90, p < 0.05). When the content was analyzed manually, it became evident
that the comments frequently centered on detailed descriptions of menu items rather than highlighting their unique-
ness or sharing genuine stories (see Table 2). This aligns with the findings of Ramirez-Gutiérrez et al. (2021), which
suggest a lack of emphasis on gastronomic values and local culinary heritage.

Table 2 - Representative quotations based on semantic contexts (continue)

Class Term Quotation Code

gastronomy pasta [...] ' am in love with this restaurant. [...] You won't find bland pasta with est_BG1 n_116
watery sauces like some famous places serve. I've been to nearly all of the UF_RS a_2021
others. [...]

pre-service reservation When we arrived, they came to welcome us and informed us that the res- est_GB5 n_2087
taurant was full. We mentioned that we had a reservation and that we had UF_PR a_2019
just confirmed it by phone.

human MB1 While we enjoyed the beautiful delights prepared by Marilei, Edgar told the est_MB1 n_2233

story of each ingredient, the wines of the region, the furniture in the house,
and even played music [...]

UF_RJa_2018

RBTUR, Séao Paulo, 19, e-3008, 2025.
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Table 2 - Representative quotations based on semantic contexts (conclusion)
Class Term Quotation Code
product value Excellent service, food just right. Offers great value for money. It has indi- est_GB3 n_1887

vidual dishes and dishes for two, both very well served. The wine list is UF_SC a_2020
obviously focused on the region, but it doesn't disappoint. Very elegant en-
vironment.

product choose This is our second visit to the restaurant (the first was in 2019). It contin- est_BG4 n_1098
ues to be a super experience to dine alongside the wines, to be able to UF_SPa_2021
walk around and choose which one to drink [...]

service atmosphere The atmosphere is cozy, and the conversation flows without the need to est_GB1 n_1706
speak louder than neighboring tables. The service is excellent, the staff is UF_RJ a_2022
very attentive [...]

recommenda- return [...] The price is fair to the location and quality. | went in January and plan est_ MB5 n_2348
tion to return in June. | highly recommend it. UF_GO a_2023

Source: authors’ elaboration.

There is also low importance placed on the symbolic dimension and cultural motivation, as noted by Cafiero et al.
(2020); Martins et al.(2022) and Tonini & Lavandoski (2011). Additionally, when we consider this alongside the
previously mentioned findings, it becomes clear that there is a lack of authenticity, as noted in studies of the region
(Amaral & Tricarico, 2023; Lia & Nardin, 2016; Perini & Gastal, 2017). However, studies that emphasize experiences
related to local culture draw different conclusions (Beber & Gastal, 2017; Frigo et al., 2021; Kokkranikal & Carabelli,
2021; Manfio, 2021, Silva et al., 2016).

Pre-service

In the pre-service class, the most significant terms identified were ‘wait’ (x2 = 328.78, p < 0.05) and ‘reservation’
(x2 = 309.95, p < 0.05). Content analysis emphasized the importance of events that take place before the dining
experience starts (see Table 2). Customer satisfaction was notably affected by issues such as booking errors and
long wait times for tables. This appears to be a specific challenge within the context of the restaurant operations.
Yoon et al. (2019) also observed that dissatisfied customers often voiced concerns about lengthy wait times.

The experience itself involves various moments and actors. In line with this perspective, Bernaki and Marso (2023)
emphasize the importance of integrating visitors' experiential viewpoints throughout their entire visit, shaped by
their dynamic interactions and active engagement with destination elements and stakeholders. Park et al. (2023)
echo this sentiment by advocating for the creation of a 'sense of place' to enhance the gastronomic experiences of
subsequent visitors.

Human

Narratives in the human cluster emphasized personal and meaningful connections, particularly in MB1 (x>
1033.10, p < 0.05) and GB2 (x2 = 337.26, p < 0.05). The other most representative terms were ‘organic’ (X2
328.92, p < 0.05) and ‘family’ (x2 = 323.08, p < 0.05). In a thorough content analysis, it was found that the partic-
ipation of family members as service providers (see Table 2) in both establishments significantly influences the
creation of a narrative centered on tradition, heritage, and sustainable practices.

This is connected to Esau and Senese’s (2022) study, which highlights the multisensory richness of a winescape,
intertwining storytelling with socio-cultural elements and the people involved. The findings are also consistent with
Park et al. (2023), who emphasize the importance of designing environments where visitors can become psycho-
logically familiar with local food culture and culinary customs. Furthermore, Ramirez-Gutiérrez et al. (2021) conclude
that eating locally is not just about consuming food in a specific location but about being immersed in that setting.

Product

In the product cluster, there was an emphasis on delivering value, with BG4 (x2 = 790.77, p < 0.05) particularly
standing out for its distinct products, such as ‘pizza’ (x2 = 755.94, p < 0.05). Additionally, it was found that the
engaging wine selection process, which encourages client involvement, contributes to its distinctiveness (see Table
2). This aligns with studies highlighting the introduction of new elements into the local gastronomic scene (Amaral
& Tricarico, 2023; Colonetti et al., 2017). Moreover, this resonates with Duarte Alonso et al.'s (2022) emphasis on
offering a broader range of options to enrich the visitor experience and improve perceptions of offerings.
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Furthermore, the analysis of the results regarding products aligns with the view that gastronomy drives regional
innovation and creativity (Rachao et al., 2019) and that actively shaping the gastronomic experience increases both
tourist satisfaction (Kokkranikal & Carabelli, 2021; Rachao et al., 2023). Additionally, the research indicates that
visitors' active participation contributes to co-creating food and wine experiences, corroborating Rachao et al.'s
(2021) findings, despite their primary attribution of this phenomenon to engagement with local culture and tradi-
tions.

However, the gastronomic encounters examined in this study, while utilitarian, exhibit a minimal association be-
tween food and wine, consistent with Terziyska's (2022) research. As Charters (2009) observes, in emerging wine
regions, the association between wine and food is comparatively weaker and not intricately tied to regional gastron-
omy, compared to traditional wine-producing countries. Conversely, the narratives in this study placed minimal em-
phasis on hedonism, differing from earlier research in which hedonic experiences were more prominent (Esau &
Senese, 2022; Gabardo & Valduga, 2021; Nelson, 2023; Ramirez-Gutiérrez et al., 2021).

Furthermore, the analysis of the findings clarified the contrast in the vocabulary employed to characterize ‘product’
interactions versus ‘human’ communications (see Table 2), with ‘product’ discussions centered around value and
‘human’ interactions emphasizing emotions. These relate to the conclusions drawn by Alnawas and Hemsley-Brown
(2018), suggesting that encounters driven by cognition prioritize objectives and cost-effectiveness, whereas emo-
tionally charged experiences cultivate strong emotional connections.

Service and Recommendation

Narratives in the service cluster often focused on common themes in dining experiences, emphasizing aspects that
meet expected restaurant service standards and enhance the overall gastronomic experience. The ‘atmosphere’ (x2
=386.50, p < 0.05) was notably significant, consistent with studies that stress its importance for overall satisfaction
(Onorati & Giardullo, 2020; Seyitoglu & Ivanov, 2020). References to ‘service’ (x2 = 331.88, p < 0.05) excellence
also held a key position in the cluster named after it, supporting the research of Ramirez-Gutiérrez et al. (2021) and
Seyitoglu and Ivanov (2020), which highlight the crucial role of service approval in driving demand for these esta-
blishments.

The content analysis (see Table 2) reinforced that service satisfaction was closely linked to the recommendation
cluster (see Figure 5). This underscores the critical role of service in generating referrals and building customer
loyalty, as reflected in mentions to ‘return’ (x2 = 194.58, p < 0.05) to the establishment. Based on the characteristics
of the database, it was expected that recommendations would strongly influence reviews, consistent with past re-
search using TripAdvisor data (Kitsios et al., 2022; Onorati & Giardullo, 2020; Ramirez-Gutiérrez et al., 2021; Yigit
& Sahin Pergin, 2021). In the recommendation cluster, aspects such as food quality, service, and pricing emerged
as key determinants influencing endorsements. In addition to the predominantly positive narratives identified in this
study, it is noteworthy that reviews on this platform often lean towards the positive end of the spectrum, as noted
by Xiang et al. (2017).

5 CONCLUSIONS

This study explored the perceptions of wine tourism destinations through the lens of gastronomic encounters, em-
phasizing trends, traditions, and innovations. It offers three key practical and theoretical insights. Firstly, it highlights
overlooked aspects of visitors' engagement with local gastronomy in an emerging wine region. Secondly, it examines
these experiences within their environments, underscoring the importance of storytelling and experiencescape in
shaping gastronomic encounters. Lastly, this research enhances our understanding of digital communication meth-
ods by focusing on specific aspects of data analysis from digital platforms that are unique to their communication
context, building on previous studies.

The findings from the in-depth analysis indicate that visitors frequently reference traditional elements of local gas-
tronomy, although they predominantly perceive it in utilitarian terms, prioritizing product and service attributes over
cultural dimensions. Moreover, conversations regarding the relationship between local gastronomy and wine prod-
ucts were sparse, suggesting its diminished importance relative to other aspects of visitor experiences. These re-
sults indicate that consumption behavior in emerging wine culture markets is primarily shaped by lifestyle prefer-
ences rather than cultural norms.
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Furthermore, the perception of gastronomic experiences is notably influenced by the consumption environment,
especially in establishments emphasizing original offerings. This influence is particularly evident in venues prioritiz-
ing human interaction, where storytelling intertwines with socio-cultural elements, reflecting the concept of experi-
ential educational travel. Additionally, the introduction of novel elements to the local culinary scene, particularly
those incorporating engaging experiences, enhances the uniqueness of restaurants, leading to increased overall
satisfaction among visitors. Therefore, the study's focus on individual consumption establishments offers nuanced
insights that differ from broader analyses of collective experiences.

The findings suggest strategies for managing businesses and offer valuable insights for governing wine regions. To
enhance competitiveness, restaurants should focus on diversifying their menus, emphasizing regional ingredients
that pair well with local wines, and employing innovative service techniques to create engaging sensory experiences.
Improving service quality is also essential, which can be achieved by reducing wait times and enhancing customer
communication to boost overall performance.

Successful implementation of these strategies will rely on collaboration among stakeholders and a visitor-focused
approach, along with enhancing gastronomic offerings to highlight the region's uniqueness. Additionally, tourism
governance should create narratives that emphasize the region's culinary identity. Expanding cultural and educa-
tional programs, such as cooking classes and interactive food events, could also be beneficial. Partnering with food
and wine experts can further celebrate local ingredients and preserve culinary traditions, thereby enhancing the
region's appeal.

5.1. Limitations and future research

Digital methods effectively highlight the unique aspects of their environment and provide valuable research oppor-
tunities, particularly in how platforms facilitate the sharing of experience narratives. However, these methods have
specific limitations that must be acknowledged. For instance, while platforms like TripAdvisor improve accessibility,
they also impose constraints that may restrict the capture of individual experiences by reflecting only community-
specific communication patterns. This underscores the importance of recognizing these characteristics in analytical
methods and utilizing both automated and manual content analysis for deeper insights (Ramirez-Gutiérrez et al.,
2021).

The generalizability of the study's findings may be limited by the characteristics of the study population and sampling
methods. To enhance methodological rigor and broaden the research scope, it is important to adopt an analytical
framework that spans multiple digital platforms. Additionally, comparative studies across various wine tourism des-
tinations could deepen understanding, while future research should investigate the nuanced motivations behind
gastronomic experiences in non-traditional areas and explore innovative strategies to improve visitor engagement
and satisfaction.
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