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Abstract: 

Purpose: This study explores winery visitors' attitudes towards terroir significance as well as perceptions of 
terroir for marketing communication and as a competitive advantage for wineries, and uses these as a basis 
to examine intergenerational cohort differences. 
Methods:An online questionnaire was distributed using criteria for inclusion and employing a non-probability 
sampling frame. Over a seven-month period, 1174 questionnaires from members of four different generational 
cohorts were obtained and statistically analyzed. Descriptive statistics, factor, reliability analysis and One-
way ANOVA were used.  
Results: On a 7-point Likert scale, cohorts in all cases, somewhat agree with the statements regarding winery 
and wine terroir. Cohort differences towards the three dimensions “Attitudes towards terroir significance”, 
“Terroir as a competitive advantage” and “Terroir for marketing communication”. were detected for the first 
and last dimension, whereas Baby Boomers and Generation Y had more positive attitudes and perceptions 
than Generation X and Generation Z.   
Implications: Acknowledging actual and potential wine tourists’ attitudes towards terroir significance and 
perception of terroir as a competitive advantage tool and for marketing communication, wineries may 
implement effective marketing strategies in order to survive and thrive in the current competitive wine tourism 
market.  
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1 INTRODUCTION 

The wine market has undergone significant fluctuations 
during the last decades, the number of competitors has 
increased (Vrontis et al., 2011) and wineries strive to improve 
their marketing strategies. This has led wineries to ameliorate 
their marketing strategies, e.g., reinforcing the connection 
between territory and wine (Giacomarra et al., 2020) and 
communicating this link to potential and actual consumers 
(Charters et al., 2017; Riviezzo et al., 2017; Warman & 
Lewis, 2019).  
Wine tourism has become widespread worldwide from the 
mid 90’s (Carrà et al., 2016). Brown and Getz (2005, p. 266) 
state “Wine tourism is a form of special-interest travel based 
on the desire to visit wine-producing regions or in which 
travelers are induced to visit wine-producing regions, and 
wineries in particular, while traveling for other reasons”. 
Moreover, academics showed that wine tourism is combined 
with other activities (Brown & Getz, 2005; Gomez & Molina, 
2012), and is carried out by “wine lovers” (Connolly, 2019). 
Part of wine tourism is visiting a winery; thus, the winery as 
other tourist destinations strive to attract new visitors and 
retain old ones. Therefore, the intense competition in the 
wine tourism industry exposes that wineries have to 
showcase their competitive advantage to attract wine tourists. 
One of the strategies implemented by wineries is to 
communicate their terroir, i.e., reinforcing the connection 
between territory and their produced wine (Charters et al., 
2017; Riviezzo et al., 2017; Warman & Lewis, 2019). Carrà 
et al. (2016) state that wine tourists are motivated to visit a 
winery when they are offered services and products linked to 
the territory (amongst other factors).  
Terroir as academics point out is a complex construct that 
encompasses both the “physical” and “natural” environment 
of the vitivini production (e.g., soil, climate, and landscape), 
as well as the “human factor”, in the broader sense, such as 
historical and sociocultural factors (e.g., Laville 1993; 
Patterson & Buechsenstein, 2018;  Capitello et al.,2021). 
While there are many studies on wine terroir, in their majority 
they either focus on the concept of wine terroir or its 
significance from the winery’s perspective (e.g., Castelló, 
2021; Riviezzo, et al. 2017). Likewise, a shortage of studies 
exist that explore wine tourists’ perception of terroir and 
those that have been found examine specific elements of it 

(e.g., Santos et al., 2021; Coroș et al., 2019), Similarly, there 
is a lack of studies that investigate attitudes towards winery/ 
wine terroir (as a holistic concept), with only one study found 
(Capitello et al., 2016). Lastly, to the best of our knowledge, 
no study exists that examine wine tourist’s perceptions of 
wine/ winery terroir as competitive advantage or marketing 
communication element from the wine tourists’ perspective.  
Demographic characteristics and specifically age have been 
reported to influence destination choices (e.g., Tomić & 
Božić, 2015; Weigert et al., 2022). Within this context, 
generational cohorts are becoming increasingly important in 
tourism research (e.g., Weigert et al., 2022; Kamenidou et al., 
2018; Silva et al., 2021; Garibaldi et al., 2022), including 
studies on wine tourism (Thach et al., 2021; Charters & 
Fountain, 2006; LaTour et al., 2021; Taylor et al., 2010). This 
is due to the fact that cohorts incorporate people within a 
specific birth year range (age), at the same place, 
experiencing the same significant life events that shape their 
behavior (e.g., Wey Smola & Sutton, 2002).   
In terms of generational cohort behavior and wine terroir 
tourism few studies were detected (Capitello et al., 2021; 
Carmichael & Senese, 2011). Similarly, a handful of studies 
refer to wine tourism and generational cohort differences 
(e.g., Charters & Fountain, 2006; LaTour et al., 2021; Taylor 
et al., 2010), with no study to the best of our knowledge, that 
combines wine terroir, wine tourism, and generational cohort 
differences. Additionally, to the best of our knowledge no 
study examines generational cohort attitudes and perceptions 
towards terroir as a winery’s competitive advantage or 
communication element. 
Therefore, the identified gaps in the literature that refer to the 
“terroir” as a notion totality and not towards specific 
elements of it are the following. 1. There is a lack of studies 
on terroir and self- assessed knowledge of the concept of 
terroir from the wine tourist’s perspective. 2. There is a lack 
of studies that investigate attitudes towards terroir and its 
significance from the wine tourist’s perspective. 3. No study 
exists (to the best of our knowledge) that examines wine 
tourists’ perceptions of terroir as a winery’s competitive 
advantage element. 4. No study exists (to the best of our 
knowledge) that examine wine tourist’s perceptions of terroir 
for wineries marketing communication. 5. Wine tourists as 
members of multiple generational cohorts and wine terroir is 
understudied. 6. No study (to the best of our knowledge) 
examines generational cohort attitudes and perceptions 
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towards terroir as a winery’s competitive advantage or for 
marketing communication. 7. No study (to the best of our 
knowledge) examines generational cohort differences 
regarding wine terroir significance and perception of terroir 
as a winery’s competitive advantage or for marketing 
communication.  
Given the lack of studies related to attitudes and perceptions 
of terroir, this study explores generational cohort attitudes 
and perceptions towards winery terroir from wine consumers 
and winery visitors (actual or potential). Specifically, the 
following objectives (OB) are addressed: 
 
OB1: Whether wine tourists from different generational 
cohorts know what wine/winery terroir is (self-assessed 
knowledge) 
 
OB2: Generational cohorts’ attitudes towards wine/winery 
terroir  
 
OB3: Generational cohorts’ perceptions of wine/winery 
terroir as a competitive advantage of a winery  
 
OB4: Generational cohorts’ perceptions of winery terroir for 
marketing communication  
 
OB5: Generational cohort differences based on the above 
variables (attitudes and perceptions).   
 
This research paper makes a theoretical contribution to 
academia by decreasing the abovementioned identified seven 
gaps in literature. Additionally, it adds to the extant literature 
by providing information from four different cohorts and 
examining their differences in attitudes and perception as 
regards winery/wine terroir, an issue that has been 
understudied from the wine tourists’ point of view. 
Moreover, on practical basis it offers with knowledge from 
wine tourists from various generational cohorts in order for 
wineries to implement the appropriate marketing strategies 
targeting each cohort.  
In order to fulfill the above aim and objectives of the study, 
it draws data from the Greek generational cohorts who are 
wine consumers and have visited or are planning to visit a 
winery in the short run (next six months). 
While academics agree on the importance of cohorts in 
consumer research, there is no general agreement on the years 
and names of the cohorts. Therefore, today and after the year 
of 1900 the cohorts that exist and have a considerable number 
of members are the GI Generation (1901-1924; McCrindle & 
Wolfinger, 2009), the Silent Generation (1925 -1945; 
McCrindle & Wolfinger, 2009), the Baby Boomer 
Generation (1946-1964; McCrindle & Wolfinger, 2009), 
Generation X (1965-1977; Wey Smola & Sutton, 2002), 
Generation Y or Millennials (1978 and 1994; Williams & 
Page, 2011), and Generation Z (1995 and 2009; McCrindle 
& Wolfinger, 2009). This research uses the above dates on 
cohorts since the generational cohort theory for Greek studies 
is still in its infancy and specific dates for the Greek cohorts 
based on life-changing events have not yet been published (to 
the best of our knowledge). 
This paper continues with the geographical framework of the 
study and the literature review, followed by the methodology 
of the research. It then highlights the results of the data 

analysis, the discussion, and the theoretical managerial and 
marketing implications. Lastly, the conclusion, limitations, 
and direction for future research are presented. 
 
1.1 Geographical framework of study 
This research focuses on Greece, a country with a wine 
making tradition from antiquity (Sykalia et al., 2023; Skalkos 
et al., 2022). According to the International Organization of 
Vine and Wine (2023) for the year 2022, as regards vineyard 
surface area, 95922 ha is reported in use, ranking Greece as 
20th in the world. Greece also ranks 19th in wine production 
(2084000 hl) and 24th in wine consumption for the same 
year, as the same organization states. Although, Greece has a 
long history in wine production, wine tourism only began to 
develop in the mid 90’s (Velissariou et al., 2009), with 
“cruise packages”, with internet sites promoting wine 
tourism, and wine trails (Hall & Mitchell, 2000). The same 
authors point out that while many Greek wineries exist 
throughout the country, due to the country’s geography they 
are difficult to visit (Hall & Mitchell, 2000). 
According to the Greek Law 4582/2018 - Official Gazette 
208/A/11-12-2018 “Wine tourism is the special form of 
tourism which concerns the provision of reception, guided 
tours, hospitality, and catering services in areas functionally 
integrated with winemaking or wine-producing facilities 
(vineyards). These services are offered in combination with 
activities related to viticulture and wine production”. In 
accordance to the same law, it is classified under agritourism, 
being one of its subcategories. It is also noted that in Greece 
in order for a winery to be able to accept visitors (Law 
4276/2014 (Government Gazette 155/Α΄/30-07-2014), as 
amended by article 138 of Law 4495/2017 (Official Gazette 
167/Α΄/3-11-2017), it should have the Visiting Winery Badge 
(sign) which is provided by the Ministry of Tourism. 
José Antonio Vidal, president of GWTO, in his interview 
with the Athens-Macedonian News Agency (AMNA, 2023), 
stated “Greece is one of the most promising emerging wine 
tourism destinations because of what the country itself 
represents in terms of culture and nature”. In many parts of 
the country, efforts are undertaken to develop wine tourism 
combining or associating it with the cultural and historical 
tourist attractions. For example, Karagiannis and Metaxas 
(2020) report that the last decade in the region of Peloponnese 
different actions have been implemented to bust wine 
tourism, such as “wine trails” where wineries partook in a 
“tourist cluster connecting archeological sites, wineries with 
stunning landscape, and unique local wines with 
characteristic terroir” (p.12). 
According to López (2022) regarding the “number of wine 
tours and tastings listed on Tripadvisor in selected European 
countries” (February 2022), Greece is 5th in ranking with 514 
wine tours, whereas Italy (1st place) has 2000 wine tours.  
France, Spain and Portugal also precedes Greece in the 
ranking order. The same author states that Greece is ranked 
6th for wine tourism worldwide (for the year 2021) with 
index score 5.24/10 (index score is based on a series of 
elements- factors).  
This research focuses on wine tourists (actual or potential) 
that have visited or has intention to visit wineries in the 
Prefecture (or regional unit) of Drama, Greece. Drama 
regional unit (prefecture) of Greece, is located in the Eastern 
Macedonia and Thrace region and has a long history of wine 
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production, systematically though, after the late 70’s 
(Karapetsas et al., 2023). Today, in the regional unit of 
Drama, eleven wineries function which cultivate twenty-
seven grape varieties and produce about 3 million bottles 
(Karapetsas et al., 2023). Additionally, Drama has special 
events connected to wines and wine production, such as the 
“Drama Wine Trail” and “Dramaoinognosia” (Drama oino-
knowledge) a wine festival, inextricably linked to the god 
Dionysus and the land of Drama (Plakidis, 2023).  

2 LITERATURE REVIEW AND HYPOTHESIS 
DEVELOPMENT 

The literature review presented is a selection of articles that 
are as closely related as possible to the aim and objectives of 
this study, since the overview of literature did not detect 
articles that directly relate to them. 
The International Organization of Vine and Wine (OIV, 
2010), define Vitivinicultural “terroir” as follows: 
““Vitivinicultural “terroir” is a concept which refers to an 
area in which collective knowledge of the interactions 
between the identifiable physical and biological environment 
and applied vitivinicultural practices develops, providing 
distinctive characteristics for the products originating from 
that area. “Terroir” includes specific soil, topography, 
climate, landscape characteristics and biodiversity features” 
(OIV, 2010). Besides this definition, many academics have 
provided with wine terroir definition (e.g. Dubos, 1984; 
Vaudour, 2002; Laville, 1990, 1993).  
Extant research (e.g., White, 2020; Meinert, 2018; van 
Leeuwen et al., 2017; Van Leeuwen et al., 2010; Moran, 
2001; Patterson & Buechsenstein, 2018; Vaudour, 2002), 
have shown that wine terroir is a multi-factor construct. Wine 
terroir embraces the physical and natural environment of the 
wine production, the human factor, and also historical-
heritage and sociocultural elements (e.g., Dubos, 1984; 
Laville, 1990, 1993; Patterson & Buechsenstein, 2018; 
Vaudour, 2002, 2003; Capitello et al., 2021; Charters et al., 
2017; Castelló, 2021; Barham, 2003). For example, van 
Leeuwen et al. (2017) consider terroir as “a cultivated 
ecosystem” in which grapevines interact with physical and 
natural elements of the environment and specifically with its 
soil and climate. In their article they focus on the natural and 
physical aspects of terroir and specifically “Air and soil 
temperature”, “Vine water status” and “Vine nitrogen status”.  
Several studies refer to wine terroir investigating different 
aspects such as the concept of wine terroir, the elements that 
shape it, and perceived importance for marketing 
communication practices. Though, these are mainly from the 
winery’s point of view (Castelló, 2021; Riviezzo, et al. 2017; 
Cross et al., 2011; Moran, 2001; Patterson & Buechsenstein, 
2018; Spielmann & Gélinas‐Chebat, 2012; Van Leeuwen & 
Seguin, 2006; Vaudour, 2002), while other study residents’ 
commitment in consideration to terroir for winegrowing and 
place of residence (e.g., Capitello et al., 2021). Additionally, 
some focus on specific terroir elements, such as toponymy 
(e.g., Anagnostou & Tsiakis, 2023; Tsiakis et al., 2022). For 
example, Riviezzo et al. (2017) investigated the concept of 
terroir, the perceptions that wine producers hold as concerns 
terroir, and its potential for use in their marketing strategies 
in order to highlight the local identity and cultural heritage. 

The research was undergone using wineries as case studies in 
Italy (N-11) and France (N=15) by employing qualitative 
research. 
As regards the concept of terroir from the consumers point of 
view, fewer studies explore this concept (e.g., Mamalis et al., 
2023a; Couder & Valette-Florence, 2020a, 2020b; 
Spielmann & Gélinas‐Chebat, 2012). Specifically, Mamalis 
et al. (2023a) examined if Greek wine consumers (N=366) 
know what wine terroir is. After providing with the 
definition, they asked from participant to state which of the 
17 elements presented incorporate this notion. They also 
examined gender difference on this basis. They found that 
Greek wine consumers lack knowledge of terroir and its 
elements, while gender differences in four cases were found. 
Couder and Valette-Florence (2020a) explored how 
consumers perceive (N=12; France) a wine’s terroir of origin 
(ToO), employing a projective qualitative methodology 
(Album online). Five clusters of associations were extracted 
from the analysis. The first cluster was the “Symbolic 
traditions anchored in ToO” with main concepts incorporated 
being “Cultural traditions”, “Wine traditions” and “ToO 
memories (association of symbolic representations, 
thoughts)”.  The second cluster was the “Wine culture, 
anchored in the ToO” with main concepts incorporated being 
“Landscape, Producers, Culture” (all related to personal 
memories). The third cluster was the “Social symbolic 
dimension” with main concepts incorporated being 
connected to family and friends such as “Friendliness”, 
“Sharing friendship”, “Family transmission” and “Family”. 
The fourth cluster was the “Memories dimension”, including 
concepts such as “Walks”, “Shared drunkenness”, 
“Nostalgia” and “Recklessness”. The last dimension was 
“Enchantment dimension” that incorporated concepts such as 
“Utopian place”, “Timelessness”, and “Art de vivre”. Also, 
Couder and Valette-Florence (2020b) investigated the 
perception of terroir of origin (ToO) in the minds of French 
wine consumers (N=123) and found four association clusters 
“ToO Knowledge”, “ToO Memories”, “Product evocation” 
and “Human dimension”. Spielmann and Gélinas‐Chebat 
(2012) explored in France how producers, vendors, and wine 
consumers define wine terroir referring to the French wine 
industry and found that each group defines it differently 
based on their involvement. 
Other consumer studies refer to specific terroir elements, 
mainly those related to geographic identification schemes 
(Espejel et al., 2011; Espejel & Fandos, 2009; Ribeiro & 
Santos, 2007), and authenticity (e.g., Spielmann & Charters, 
2013). For example, Spielmann & Charters (2013) examined 
the concept of terroir in France by focusing on issues of 
“origin”, “typicity” and “legality” and examining their 
perceptions towards the nature of terroir and its association 
with authenticity. They employed an online questionnaire 
towards both people that worked in the wine industry 
(N=290) and consumers who did not work in the wine 
industry (N=421). They found that the terroir concept 
incorporates three dimensions related to authenticity: 
“product”, “internalized” and “institutional” authenticity, 
with all three being positively correlated. Batat (2013) with 
qualitative research examined the significance and the 
dimensions (symbolic and functional) of terroir products 
among French consumers (N=30) but did not refer to wine or 
wine tourism. 
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Moreover, there is an abundant number of studies referring 
to wine tourism (e.g., Nella & Christou, 2014; Charters & 
Ali-Knight, 2002). Though, studies that relate (and do not 
have only a simple reference) to “terroir wine tourism” or 
“wine terroir tourism” returned a small number of studies 
(N<60) almost all in the last decade, revealing that it is a 
uprising issue (Kastenholz et al., 2021;  Kruger & Viljoen, 
2021; Holland et al., 2014;  Peršurić et al., 2019; Malerba et 
al., 2023; Marlowe & Bauman, 2019; Bruwer & Alant, 2009; 
Marlowe, 2016; Capitello et al., 2021).  
Likewise, there is a shortage of studies that explore wine 
tourists’ perception of terroir (Capitello et al., 2013; 
Harrington et al., 2019; Santos et al., 2021; Coroș et al., 
2019), most of which refer to the wineries point of view or 
focus on a specific element of terroir (e.g., Pelet et al., 2020). 
Example is the study by Malerba et al. (2023) who explored 
from the wineries’ managers (N=29; Portugal) perspective 
the way wine estates and wineries cater to families with 
children, examining the “supplier side of inclusive wine 
terroir experiences”. 
Similarly, there is a lack of studies that investigate attitudes 
towards winery/ wine terroir, with only two studies found 
(Lenglet, 2014; Capitello et al., 2016), but the first does not 
relate to wine, wine tourism or tourism in general, but rather 
examines “terroir food product consumption behavior”. 
Capitello et al. (2016, p.517) examined if terroir impacts on 
consumers’ wine choice, and specifically by the terroir 
elements displayed on a wine label, verifying the 
heterogeneity of consumer’s evaluation process”. They 
targeted the Generation Y cohort (N=982; Italy), and through 
an online questionnaire applying a Discrete Choice 
Experiment, they identified seven latent classes (using Latent 
Class Choice Models). Their findings reveal that for the 
majority of the Generation Y cohort the terroir is significant, 
although it varies according to interpretation and the cues 
associated with it.  
There are also a few studies that focus on wine terroir 
tourism. For example, Kastenholz et al. (2021) examined 
wine terroir experiences as reported by visitors’ data in 
Central Portugal via 137 comments reported on Tripadvisor. 
They found that the role of wine, tangible cultural heritage, 
and natural landscapes in providing emotionally gratifying, 
memorable and recommendable wine terroir experiences is 
significant. Though, this study did not incorporate the 
generational cohort theory nor cohort differences. Holland et 
al. (2014) developed a conceptual framework for terroir 
tourism by reviewing the relevant literature and using as a 
case study a wine region in Ontario Canada. Finally, the 
article most closely related to our research is that of Peršurić 
et al. (2019), who explored terroir for wine tourism by 
winemakers (N=34; Istria, Croatia) and visitors (N=107) and 
found that  Istria’s terroir was recognizable by tourists and  as 
regards the viticulture and viticulture terroir, its added value 
“reflected land, soil, climate and vineyards in which 
autochthonous wine grapes were grown” (p. 330), and that 
Istria’s wine terroir dimensions contained the product, the 
natural dimensions, and the activities (Peršurić et al. p.331). 
Even fewer studies were returned that focus on wine terroir 
tourism and generational cohorts’ behaviour (Capitello et al., 
2021; Carmichael & Senese, 2011). Similarly, a handful of 
studies refer to wine tourism and generational cohort 
differences (e.g., Charters & Fountain, 2006; LaTour et al., 

2021; Taylor et al., 2010), with no study to the best of our 
knowledge, that combines wine terroir, wine tourists, and 
generational cohort differences.  
While these subjects studied are crucial to winery 
stakeholders for marketing activities, though, they do not deal 
with the issues that this study focuses on. Therefore, since we 
have not found studies that deal directly with the focus of this 
paper (i.e., generational cohort differences based on attitudes 
towards terroir significance, perceptions of terroir in 
marketplace competition and winery’s marketing), here too, 
a number of studies were selected that fit as closely as 
possible the context of this study (descending order of 
publication date). 
Mamalis et al. (2023b) examined if wine consumers consider 
terroir elements important when choosing a wine. Data was 
collected from Greece (N=366) from four different 
generational cohorts (Generation Z, Generation Y, 
Generation X, and Baby Boomers). Participants were 
presented with different variables (N=44) that affect wine 
choice, including elements of terroir, and asked to name the 
importance of each when choosing a wine. They found that 
“taste”, “smell”, “price”, “aroma”, “authenticity” and “clarity 
and color of wine” were the main variables that effect their 
wine choice. One-way Anova based on extracted dimensions: 
“Core terroir”, “Product outcome”, “Human terroir and 
gastronomy” and “Communication terroir” did not reveal 
Generational cohort differences.  
Deng et al. (2022) explored social media users’ responses 
(China; N= 24,458 online comments) towards top wine 
influencers (N= 30) endorsed short wine videos (N=81) on 
the platform – Douyin, relying on message interpretation 
process (MIP) framework. Their aim was to identify 
segmentation differences from two generational cohorts 
(Generation Z: N=1547; Generation Y: N=3354). They found 
that “Gen Z was more likely to comment on emotional, 
internalization and drinking intent subjects, while Gen Y was 
prone to asking more product, logical and skepticism-related 
questions. Gen Z cohort involved more themes about alcohol 
drinking intent, whereas Gen Y contributed more to 
skepticism” (Deng et al., 2022, p.694). Bauman et al. (2020) 
studied generational differences with 276 participants from 
Texas, USA, in consumer Web 2.0 information source 
adoption for wine purchasing decisions, particularly social 
media and internet-based sources. The sample per cohort was 
Generation Y=87; Generation X=87; and Baby 
Boomers=102. They realized that younger consumers, 
specifically the Generation Y and Generation X consumers, 
prefer to use Web 2.0 information sources, such as wine 
blogs, wine applications, their contacts’ recommendations 
and wine experts on social media, while older ones use their 
own wine knowledge. They also found that Generation X acts 
as a bridge between Generation Y and Baby Boomers with 
reference to trust on sources for wine information. Charters 
and Fountain (2006) explored the perceptions and 
experiences of different cohorts as visitors to winery cellar 
doors in Western Australia using observation technique and 
specifically with 24 mystery shoppers sent in four groups. 
They found that Baby Boomers are more interested in the 
product than the members of the Generation Y and 
Generation X cohort. On the other hand, the Generation Y 
and Generation X cohorts were more interested in the overall 
experience and service provided as compared to Baby 
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Boomers. Taylor et al. (2010) explored in the USA, 315 wine 
consumers environmental concerns and attitudes about wine 
regions (Generation Y/Millennials: 64; Generation X: 63, 
Baby Boomers: 180; other: 8). Results revealed for the 
dependent variable “protect”, Baby Boomers had stronger 
beliefs that wine tourism must protect the cultural 
environment as compared to the Generation Y/Millennials, 
while as for the variable “development”, Baby Boomers 
“reported stronger beliefs that proper wine tourism 
development requires wildlife and natural habitats be 
protected at all times” as compared to the Generation 
Y/Millennials.  
Based on the above-mentioned analysis, in the wine/winery 
terroir setting, it is possible that from the wine tourist’s 
perspective, terroir is significant for wineries, is a 
competitive advantage tool and can be used for marketing 
activities. Accordingly, based on the overview of the 
previous studies, this study hypotheses has as follows: 
 
H1: There will be significant differences in attitudes towards 
wine/winery terroir significance among generational 
cohorts.  
 
H2: There will be significant differences in perceptions of 
terroir and wine/winery competitive advantage and 
competitiveness among generational cohorts.  
 
H3: There will be significant differences in perceptions of 
terroir for wine/winery marketing communication among 
generational cohorts.  

3 METHODOLOGY 

A questionnaire was developed especially for this purpose 
based on previous literature (e.g., Cohen & Ben-Nun, 2009; 
Capitello et al., 2021; Castelló, 2021; Charters et al., 2017; 
LaTour et al., 2021; Taylor et al., 2010; Patterson & 
Buechsenstein, 2018; Spielmann & Gélinas‐Chebat, 2012; 
Van Leeuwen & Seguin, 2006) as well as qualitative research 
(N=20; 5 per cohort). The questionnaire consisted of three 
different sections. The first section was related to wine 
consumption and previous visit to wineries in the area of 
Drama, as well as intention to visit a winery in the specific 
area in the short run (up to the next six months). These 
questions were the control questions (yes-no). If the first 
(wine consumption) and last question (intention to visit a 
winery) were answered as “no” then the questionnaire was 
discarded. The reason for targeting actual or potential wine 
tourists is that wine tourism as Connolly (2019) points out is 
carried out by “wine lovers”, and for so, they tend to be more 
involved in wine information search, and thus probably have 
more knowledge about wines and their terroir. The second 
section referred to wine terroir and wine tourists’ (actual or 
potential in the short run) attitudes and perceptions towards 
it. Lastly the third section contained the socioeconomic and 
demographic characteristics of the participants. The 
questions and results directly related to the aim and 
objectives to this study will be the only ones presented.  
As regards the second section, referring to wine terroir, 
preceding the questions, self-assessed knowledge of terroir, 
followed by the definition, concept, and the elements of wine 

terroir were presented. Subsequently, there was a question 
asking if participants understood the concept of terroir and its 
elements (control question). If this question was negatively 
answered, then again, the questionnaire was discarded, if yes, 
the participants’ answers were taken into account. Regarding 
the terroir questions, the first question required participants 
to state their attitude (7-point Likert scale) towards the 
statements referring to wine terroir significance, the second 
question required to indicate their degree of agreement (7-
point Likert scale) towards statements referring to terroir and 
winery’s competitive advantage/ competitiveness (11 
statements), while the third question required participants to 
state their degree of agreement (7-point Likert scale) towards 
statements referring to terroir and winery marketing 
communication (5 statements). A pilot test was conducted 
with 164 participants excluded from the final sample. The 
pilot test resulted in minor grammar and syntax corrections. 
The questionnaire was distributed online, employing a non-
probability (criteria) sampling frame, and over a seven-month 
period, 1708 questionnaires were obtained from which 1174 
were statistically analyzed. The remainder did not meet the 
criteria for inclusion. Analysis with the SPSS ver.29 
statistical program included firstly descriptive statistics, i.e., 
frequencies, percentages, and mean values (MV). 
Additionally, it included reliability assessment of the 
questionnaire, factor analysis, and One-way ANOVA. The 
latter was used to explore existing generational cohort 
differences between the three beforementioned questions-
issues. In the case that statistical differences were observed 
across cohorts, then the Tukey’s B test was used to explore 
from where these specific differences originate. 

4 FINDINGS 

4.1 Sample profile  
Based on the above procedure and analysis, the sample’s 
profile is as follows. Male subjects (52.8%) were slightly 
overrepresented compared with female subjects (47.2%). 
Also, the Generation X (33.7%) and Generation Y (32.9%) 
cohort was overrepresented. Additionally, most participants 
were married (52.3%), lived in the city (76.3%), and had at 
least a university degree (48.6%). Moreover, most 
participants received a monthly salary (63.6%), and as to net 
monthly family income, the majority ranged between 
1000.01-2000.00€, as it was reported by 38.3% of the sample 
(Table 1).   
 
4.2 Wine consumer behavior 
Of the total 1174 questionnaires analyzed in the study, 58.4% 
(N=686) had visited a winery in the Drama region while the 
rest have it in their program for the near future (next six 
months). As to wine self-assessed knowledge, 35.7% had 
little or no knowledge, 43.1% some knowledge and the rest 
(21.3%) had advanced wine knowledge. As to wine/winery 
terroir self-assessed knowledge (Objective No.1) the vast 
majority of the sample had little or no knowledge (92.3%). 
As for significant factors for visiting a winery (7-point Likert 
type scale), the three most significant were: “The winery 
offers tour of the winery (processing-production area, cellars, 
etc.)” (MV= 5.69), “The winery offers a vineyard tour” 
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(MV=5.45), and “The winery is easily accessible” 
(MV=5.36).  
 
Table 1: Participants  

 
Source: The authors 
 
4.3 Attitudes towards winery terroir significance 
Table 2 presents participants attitudes in MV towards terroir 
and its significance for the winery from the wine tourists’ 
perspective (Objective No.2) by generational (Gen) cohort 
and total sample (TS). Results reveal that in most cases the 
lowest MV derive from the Generation Z cohort who 
expressed the most negative attitudes, followed (in most 
cases) by the Generation X cohort. Moreover, the most 
positive attitudes towards terroir originated from the Baby 
Boomers, followed by the Generation Y cohort. It is pointed 
out that in all cases no MV>5.50 or MV<4.50, thus there is a 
concentration around the 5th point of the 7-point Likert scale, 
implying that the participants somewhat agree to these 
statements. The most positive attitude is attributed to the 
statement “It is beneficial for the wineries to showcase their 
terroir” and specifically from the Baby Boomer cohort 
(MV=5.49). On the other hand, the lowest MV is attributed 
to the statement “It is essential for wineries to showcase their 
terroir for the survival of a winery and its wines in the 
marketplace”, and specifically from the Generation Z cohort 
(MV=4.63).  
 

Table 2: Attitudes towards winery terroir significance (mean 
values) 

 
Source: The authors; Gen Z= Generation Z, Gen Y= 
Generation Y, Gen X= Generation X, BB= Baby Boomers 
 
Table 3 presents participants perception (MV) towards terroir 
for winery’s competitive advantage/ competitiveness in the 
marketplace (Objective No.3) per generational (Gen) cohort 
and total sample (TS). In all cases no MV>5.50 or MV<4.00, 
thus there is a concentration around the 4th and 5th point of 
the 7-point Likert scale, implying that the participants either 
“neither agree nor disagree” or “somewhat agree” towards 
these statements. Also, in most cases the lowest MV are 
drawn from the Generation Z cohort who express the most 
negative perceptions, followed (in most cases) by the 
Generation X cohort. Moreover, the most positive 
perceptions towards wine terroir as competitive advantage 
and competition purposes originate from the Baby Boomers, 
followed by the Generation Y cohort. Also, the highest MV 
is attributed to the statement “Displaying the elements that 
consist of their wine terroir aids wineries reach the global 
market easier than their competitors” and specifically from 
the Baby Boomer cohort (MV=5.34). On the other hand, the 
lowest MV is attributed to the statement “The elements of 
wine terroir prioritize to their customer since they provide 
with detail information of the production of wines (e.g., 
climate, culture, human interventions) giving them a 
competitive advantage compared to the wineries that do not 
display their terroir”, and specifically, it originates from the 
Generation Z cohort (MV=4.20).  
 
4.4 Terroir for winery marketing 
Regarding participants perception towards terroir for winery 
marketing communication (Objective No.4) per generational 
(Gen) cohort and total sample (TS), it is observed that in all 
cases no MV>5.50 or MV<4.50 (Table 4). Thus, there is a 
concentration around the 5th point of the 7-point Likert scale, 
implying that the participants “somewhat agree” towards 
these statements. In all cases the lowest MV derive from the 
Generation Z cohort followed (in all cases) by the Generation 
X cohort. Moreover, the strongest perceptions towards wine 
terroir for marketing purposes originate from the Baby 
Boomers, followed by the Generation Y cohort.  
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Table 3: Perceptions of winery terroir as a competitive 
advantage (mean values) 

 
Source: The authors; Gen Z= Generation Z, Gen Y= 
Generation Y, Gen X= Generation X, BB= Baby Boomers 
 
The strongest perception is attributed to the statement “The 
ability to display the wine products or the winery with photos 
and videos, focusing on the elements of wine terroir are 
important marketing communications techniques for 
wineries and its wines” and specifically from the Baby 
Boomer cohort (MV=5.43). Opposing, the lowest MV is 
attributed to the statement “The communication of the 
elements of wine terroir is necessary for the marketing of a 
winery and its wines”, originating from the Generation Z 
cohort (MV=4.76).  
 
Table 4: Perceptions of winery terroir for marketing 
communication purposes (MV) 

 
Source: The authors; Gen Z= Generation Z, Gen Y= 
Generation Y, Gen X= Generation X, BB= Baby Boomers  
 
4.5 Factor analysis 
For each question an exploratory factor analysis was 
implemented with varimax rotation in order to decrease the 
variables for further analyses.  In this procedure each 
question resulted in one factor. Table 5 presents the indices 
per factor (Eigenvalues>1.0). 

Table 5:  Dimensions of the terroir attitudes and perceptions 

 
Source: The authors; Gen Z= Generation Z, Gen Y= 
Generation Y, Gen X= Generation X, BB= Baby Boomers; 
KMO= Kaiser–Meyer–Olkin (KMO) test; BTS= Bartlett’s 
test of Sphericity; df=degree of freedom; p=probability 
value; TVE= total variance explained; MFS= mean factor 
score; and Std= standard  
 
4.6 ANOVA analysis and multiple comparison of means 
The 5th objective of this study is to examine generational 
cohorts’ differences regarding attitudes towards terroir 
significance and perception of terroir as a wine/winery’s 
competitive advantage and for marketing communication 
(hypotheses: H1, H2, and H3). To test these three hypotheses, 
One-Way ANOVA was used (Table 6) whereas the three 
terroir-related dimensions were the dependent variables, and 
the generational cohorts were the independent variable. 
 
Table 6: ANOVA tests between terroir attitudes and 
perceptions and generational cohorts 

 
Source: The authors 
 
Concerning the first hypothesis, the One-Way ANOVA test 
revealed significant differences between the generational 
cohorts and attitudes towards terroir importance [F (3,1170) 
= 7.564, p < 0.005]. Consequently, the null hypothesis is 
rejected. As regards the second hypothesis, the One-Way 
ANOVA test did not unveil significant differences between 
the generational cohorts and perception of terroir as a 
wine/winery’s competitive advantage [F (3,1170) = 2.040, 
p >0.05]. Henceforth, the null hypothesis cannot be rejected. 
Lastly, referring to the third hypothesis, One-Way ANOVA 
also revealed significant differences between the generational 
cohorts and perception of terroir for marketing 
communication [F (3,1170) = 4.866, p < 0.05]. As a result, 
the null hypothesis is rejected. 
As the analysis of this study reveal that in two cases (attitudes 
towards terroir significance and terroir for marketing 
communication), the null hypothesis is rejected, at least two 
cohorts differ in their perceptions. Therefore, multiple 
comparisons of means were conducted to investigate in-depth 
which generational cohort differs from others (Table 7) using 
the post hoc Tuckey B comparisons test. In Table 7, each row 
with different letters beside the MV exposes significant 
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differences, starting with “a” for the highest mean score. 
Therefore, numbers with the same letters in a row reveal no 
statistical differences (i.e., perception towards terroir for 
competitive advantage). 
 
Table 7: Tuckey B test between terroir attitudes and 
perceptions and generational cohorts 

 
Source: the authors; Gen Z= Generation Z, Gen Y= 
Generation Y, Gen X= Generation X, BB= Baby Boomers  
 
In respect of the first construct referring to attitudes towards 
terroir importance for aa winery Tuckey’s B test indicated 
that the MV for the oldest cohort, i.e., Baby Boomers is 
significantly higher as compared to the younger cohorts. It 
also reveals that the youngest cohort (Generation Z) has the 
most negative attitude as compared to the other cohorts. As 
for the third construct, the findings suggest again that the 
oldest generational cohort holds the most favorable 
perception regarding terroir for marketing communication. 
On the other hand, the youngest generational cohort 
(Generation Z) has the most negative one.  
It is also evident that the Baby Boomers and the Generation 
Y cohort as a entirety hold the same attitudes and perceptions 
towards the two dimensions examined. Likewise, the 
Generation X cohort and the Generation Z cohort have the 
same attitudes and perceptions towards the two dimensions 
examined and do not express cohort differences. In both cases 
the descending order from most positive to most negative 
attitudes and perceptions is as follows: Baby Boomers, 
Generation Y, Generation X and lastly, the Generation Z 
cohort. 

5 DISCUSSION AND IMPLICATIONS 

This study has provided interesting results that relate to the 
goals that were set. Specifically, this research focuses on five 
specific objectives. The first objective is to explore self-
assessed knowledge of the concept of wine/winery terroir by 
wine consumers who have visited or is in their near intention 
to visit a winery in the prefecture of Drama, Greece. Results 
of the study revealed that 78.1% do not have adequate 
knowledge of what wine /winery terroir is (they have no 
knowledge, up to, some/limited knowledge). This finding is 
in line with the findings of Mamalis et al. (2023a) who found 
in their study that 76.5% of the respondents have limited 
knowledge of what terroir is. As to other studies, any 
comparison is with caution since previous studies explored 
how consumers and winery tourists define terroir (Spielmann 
& Gélinas‐Chebat, 2012) and did not address self-assessed 
terroir knowledge.  
The second objective of the study was to examine 
generational cohorts’ attitudes towards wine terroir 
significance (seven statements). Results reveal that for all 
statements the mean values ranged from 4.63-5.49 on a 7-

point Likert scale revealing that participants “somewhat 
agree” to the seven statements presented.  Our findings are 
not comparable to other since we did not find previous 
research regarding winery visitors’ attitudes towards its 
terroir (as a whole and not per elements of it).  
The third objective of the study was to examine generational 
cohorts’ perceptions of winery terroir as a competitive 
advantage of a winery (eleven statements). Results revealed 
that cohorts’ perceptions in mean values ranged from 4.20-
5.34 on a 7-point Likert scale, indicating that participants 
“neither agree nor disagree” or “somewhat agree” to the 
eleven statements presented. However, these findings cannot 
be compared to previous ones, since we did not find other 
research referring to generational cohort winery visitors’ 
perceptions of winery terroir as a competitive advantage of a 
winery. The research we found was related to perception of 
terroir from the producer’s/winery’s point of view or 
residents’ commitment (e.g., Capitello et al., 2021) which is 
out of the focus of this study. Research referring to wine 
terroir and visitors has to do with terroir experience (e.g., 
Kastenholz et al., 2021, 2023) and these did not deal with 
generational cohorts. For example, the study by Kastenholz 
et al. (2021) examined wine terroir experiences via 137 
comments (Tripadvisor) and found that tangible cultural 
heritage and natural landscapes are significant in providing 
memorable and recommendable wine terroir experiences. 
The fourth objective of the study was to examine generational 
cohorts’ perceptions of winery terroir as a marketing 
communication tool (five statements). Results revealed that 
cohorts’ perceptions in mean values ranged from 4.76-5.43 
on a 7-point Likert scale, meaning that cohorts “somewhat” 
agree that wine/winery terroir can be used for marketing 
communication purposes. Still, we cannot compare the 
findings of this study with similar ones, since we did not find 
prior research exploring this issue. The research we found 
was related to perception of terroir as a marketing 
communication tool from the producers/winery perspective 
or discusses the concept of terroir for communicative reasons 
(Tsiakis et al., 2022a, 2022b; Castelló, 2021; Riviezzo et al., 
2017) which is out of the focus of this study. Other research 
we found was referring to wine terroir and marketing 
communication focus on specific aspects of terroir, such as 
natural or cultural environment, authenticity, etc., (e.g., 
Mingione et al., 2019; Bruwer & Rueger-Muck, 2019), while 
our research discusses it as a total concept. 
Lastly, the 5th objective of the study was to examine any 
generational cohort differences based on attitudes towards 
wine/winery terroir significance, perceptions of terroir as a 
competitive advantage and perceptions of terroir for 
marketing communication. Of the three issues-dimensions 
examined, cohort differences were observed for the 
dimension referring to attitudes towards terroir significance 
and the perception of terroir for marketing communication. 
On the other hand, no differences were observed between 
cohorts for the dimension regarding terroir as a competitive 
advantage of a winery. It also revealed that two sets of 
cohorts had similar attitudes and perceptions, i.e., Baby 
Boomers with Generation Y, and Generation Z with 
Generation X (thus expressing no statistical differences). In 
all cases Baby Boomers had the strongest positive/ 
favourable attitudes and perceptions and Generation Z the 
weakest/negative ones. 
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As beforementioned these findings cannot be compared to 
previous ones, since to our knowledge, no study explores 
wine generational cohorts’ attitudes towards terroir 
significance or perceptions of terroir as a competitive 
advantage for wineries and perceptions of terroir as a 
marketing tool for wineries. For example, the study by 
Kastenholz et al. (2021) examined wine terroir experiences 
and not attitudes or perceptions and did not incorporate the 
generational cohort theory nor generational differences. 
 
5.1 Theoretical implications 
As Marlowe and Bauman (2019) note, terroir is an 
understudied topic, even though it is highly significant for the 
wine and wine tourism competitive market. Moreover, Thach 
et al. (2021) point out that as the study of generational cohorts 
and wine related issues are understudied, wine consumer 
behavior in relation to generational cohorts is a fruitful area 
for research. As such, seven gaps were identified in the 
overview of academic literature whereas this study 
contributed to decrease. These seven gaps as mentioned were 
lack of studies from the winery tourists’ perspective 
regarding terroir and: self- assessed knowledge of the concept 
of terroir (1st gap); attitudes towards terroir and its 
significance (2nd); perceptions of terroir as a winery’s 
competitive advantage element (3rd); and perceptions of 
terroir for wineries marketing communication (4th). 
Additional gaps identified were lack of studies that deal with 
multiple generational cohorts and wine terroir (5th); 
generational cohort attitudes and perceptions towards terroir 
as a winery’s competitive advantage for marketing 
communication (6th) and generational cohort differences 
regarding wine terroir significance and perception of terroir 
as a winery’s competitive advantage or for marketing 
communication (7th gap). Specifically, the 1st objective of 
this study (measurement of self-assessed knowledge of wine 
terroir from wine tourists from different generational cohorts) 
decreases the first gap and fifth abovementioned gaps in the 
literature. The second objective (exploring generational 
cohorts’ attitudes towards wine/winery terroir significance) 
decreases the second, fifth, and partially the sixth gap 
identified in the literature. The third objective of this study 
(exploring generational cohorts’ perceptions of wine/winery 
terroir as a competitive advantage of a winery) decreases the 
third, fifth, and partially the sixth gap identified in the 
literature. The fourth objective of this study (examining 
generational cohorts’ perceptions of winery terroir for 
marketing communication) decreases the fourth, fifth, and 
partially the sixth gap identified in the literature. Lastly, the 
fifth objective of this study was to examine generational 
cohort differences based on the attitudes and perceptions, 
thus decreasing gaps 2-7, that were detected in academic 
literature.   
Also, on a theoretical basis this study complements previous 
research by providing information from the wine consumer 
tourists’ (actual and potential) perspective concerning 
winery/wine terroir, as a total concept and not on specific 
facets of it. Wine terroir marketing is an uprising issue and 
winery visitors (actual and potential) need to understand the 
concept, its elements, and its significance on different levels, 
such as for the winery’s product, being a competitive 
advantage for the wine and the winery, and for marketing 
communication in order for their favorable winery and its 

products to survive and thrive in the competitive wine 
market. Additionally, it applies the generational cohort 
theory and based on this provides with insight on 
generational cohort attitudes and perceptions of wine terroir. 
This insight is important as previous research points out 
(Inglehart, 1997). Lastly it enriched the body of marketing 
knowledge in the wine tourists’ field by providing 
understanding with generational cohort differences based on 
their attitudes and perceptions of terroir. As to our knowledge 
these issues have either been under-researched or not 
researched at all. 
 
5.2 Managerial implications 
In practical terms, this study provides with knowledge from 
wine tourists from four generational cohorts as regards 
attitudes and perceptions towards winery/wine terroir. This 
information is of value for winery managers and marketing 
staff in order to implement marketing strategies adjusted 
when targeting specific generational cohorts.  
First, the results of this study show that it is necessary to 
educate cohorts about the characteristics of wine and wine 
terroir, using different means depending on the cohort. For 
example, wineries can develop a YouTube channel informing 
potential customers about what wine terroir is, its elements, 
and its significance in wine production and the characteristics 
of the final product. The use of influencers referring to wines 
and its terroir can target the Generation Z cohort, since 
previous research (Deng et al., 2022; Thach et al., 2021) has 
found that this cohort is persuaded by influencer marketing. 
Moreover, Instagram and Snapchat can also be used targeting 
this cohort, since compared to other cohorts they use both 
more often, whereas the older ones use Facebook (Thach et 
al., 2021). Also, Bauman et al. (2020) pinpointed that the 
Generation Y and Generation X as compared to Baby 
Boomers use Web 2.0 information sources, especially their 
contacts’ recommendations on social media and wine blogs.  
Moreover, wineries that accept visitors can educate cohorts 
based on their perceptions and attitudes towards terroir and 
explaining its significance in the stages of production and 
selling process by different approaches. For example, 
Generation X and Baby Boomers should be approached from 
the winemakers themselves and showcasing through wine 
tasting the impact of different aspects of the winery terroir, 
such as soil, cultivation procedure, varieties, microclimate, 
etc. Rachão et al. (2023) found in their study that Generation 
X and Baby Boomers desire to interact directly with the wine 
producers, while Rachão et al. (2023) and Stergiou (2018) 
found that Generation Z desires experiences from the winery 
visit. Therefore, experiences combined with terroir education 
and new technology that is entertaining (Rachão et al., 2023) 
would provide in this sense for the youngest cohort 
memorable tourist experiences (Stergiou, 2018), positive 
attitudes and perception towards terroir.  
Lastly, this paper provides with social, environmental and 
economic implications which are interconnected to the 
managerial implications, and how winery managers and wine 
producing areas’ officials will use terroir for attracting 
tourists. As regards the social implications of terroir, it is 
focused on the “human” factor of terroir which encompasses 
the history, the culture and the human interventions in the 
production stage, as well as the concept of origin (e.g., 
Vaudour, 2002, 2003; Capitello et al., 2021; Charters et al., 
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2017; Castelló, 2021; Polyzos et al., 2024). These elements 
of terroir can be used successfully as a marketing 
communication tool, especially as Greece has a strong 
historical and cultural background that can be associated with 
wine tourism destinations (Athens-Macedonian News 
Agency (2023). As regards the environmental implications, 
these are focused on the human factor of terroir and 
specifically on the sustainable production process (e.g., 
Mastroberardino et al., 2020), production of organic 
(Marlowe & Bauman, 2019; Tsiakis et al., 2022b) and natural 
wines (Teil, 2012; Ding et al., 2023). These production 
practices of the human terroir element can be communicated 
by the managers.  The elements of terroir and the 
communication of terroir by the winery managers will aid 
wineries and their products to build a “quality premium” and 
a higher reputation (Belletti,1999).  Therefore, the marketing 
and communication of wine terroir rises economic benefits 
for the wine production area attracting not only wine 
consumer tourists but non-wine consumer tourists too.  

6 CONLUSIONS 

This research has provided a number of insights into the 
attitudes and perceptions of wine consumers of four 
generational cohorts in Greece who are winery tourists or 
intend to be one in the near future. It also identified 
similarities and differences in wine terroir attitudes and 
perceptions. As Thach et al. (2021) note, the literature on 
wine consumer behavior in relation to generational cohorts 
indicates that this is a fruitful area for research. Stergiou 
(2018) also points out that the future of wine tourism is placed 
on the younger generational cohorts and therefore it is 
imperative for wineries to gain knowledge of their attitudes 
and behavior. In total, by addressing five specific objectives 
it decreases the seven gaps identified in literature as 
abovementioned.  
This study has several limitations. The first limitation relates 
to the sample size. While the total sample size analyzed 
statistically was 1174 participants when breaking the sample 
per cohort, it reveals that the sample size per cohort is small 
ranging from 122 (Baby Boomers) to 396 (Generation X). 
The second limitation originates from the data collection 
method, incorporating online nonprobability sampling and 
targeting wine consumers that have visited or intend to visit 
a winery. This limitation consequently led to the lack of 
generalization of findings, though it provides the basis for 
future research, i.e., employing a stratified sampling non-
online method and targeting also non winery visitors and 
non-wine consumers.  A third limitation of the study is that it 
is focused on visitors towards one specific country and 
region,  namely the Drama region of Greece. Therefore, 
future research that connect generational cohorts with wine 
terroir attitudes and perceptions from different wine 
producing areas of the country and from other wine 
producing countries would be of interest. Lastly, another 
limitation is that it did not address issues such as wine 
consumption habits or self-assessed knowledge of the 
specific terroir facets. As noted, subsequent research could 
address these limitations individually and design them in 
such a way as to minimize them. Additionally, following 
research could focus only on qualitative research and gain 

deep insights into the cohorts’ attitudes, perceptions, and 
behaviors towards wine and winery terroir through various 
qualitative methods.    
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