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ÅNext Steps



Motivation for the Research

Å5,000 wineries throughout US

ÅMany international competitors

ÅWinners and Losers ïwhere can North 

Carolina be successful?



U.S. Wine Tourism Market Share

ÅCalifornia (31%)

ÅNew York (10%)

ÅNorth Carolina (5%)

ÅPennsylvania (5%)

ÅMissouri (5%)

ÅOregon (5%)

ÅWashington (4%)

ÅVirginia (4%)

ÅTexas (4%)

ÅFlorida (2%)

ÅMichigan (2%)

ÅOhio (2%)

TIA and Edge Research (2007) Profile of Culinary Travelers, 2006 Edition



Research Questions

ÅWhat is the demographic profile of 

NC wine tourists?

ÅWhat are the motivations of the 

NC wine tourist?

ÅHow satisfied is the NC wine 

tourist with his/her wine 

experience?



Data Collection

Å16 wineries
ïStratified on size, location and geographic position 

within state

Å1,960 surveys
ïDistributed through September - December 2007

ÅQuestions
ïSocio-demographics

ïLength of stay

ïExternal/internal motivators

ïLevel of satisfaction
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Participating Wineries (n=13)

WINERY No. of 

Surveys

WINERY No. of 

Surveys

1 Biltmore 155 8 Banner Elk 42

2 Shelton 135 9 Duplin 40

3 Childress 109 10 Dennis 33

4 Iron Gate 105 11 Chatham Hill 27

5 RagApple Lassie 100 12 Raylen 24

6 Silver Coast 90 13 Cypress Bend 20

7 Rockhouse 45 TOTAL 925 

surveys
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Who are the NC Winery Visitors?

ÅAge (n=797)
ðaverage age:   47.4 years 

ðrange of ages:  20 to 92 years

ÅGender (n=916)
ð64% female

ð36% male

ÅNew vs. Returning Visitors 
ð61% were first time visitors to a North Carolina 

winery

ð39% were returning visitors
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Income and Education
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Income Distribution of Respondents 
(n=789)

Figure 2. Education (n=909)

College Degree

63%

Some College

29%

High School

8%

College Degree

Some College

High School



6/25/2008 Winery Visitor Survey Results 10

Where Do NC Winery Visitors Come From ?

(n=925)

ïLocation

Å99.3% were visiting from domestic 
locations

ï55% from North Carolina

ï6.2% from South Carolina

ï7.5% from Florida

ï3.7% from Virginia

ÅOther Countries represented 

ïCanada (2), UK (2)

ïIndia (1) and Italy (1).
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What States do they come from?

NC
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Profile of Travel Party

ïSize of Travel Party (n=925)

ÅAverage size of travel party is 2.85 people                 

(1 party of 44 removed as an outlier for this 

analysis)

ÅRange from 1 to 44 people

Å4% are 1-person 

Å54% are 2-person

Å8% are large groups of 6 or more

ïNo. of Persons under 18 yrs. in Travel Party (n=919) 

Å89% are adult only parties

Å8% have one or two minors 

Å3% have three or more minors
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Length of Stay

ïDaytrip vs. Overnight Visitors 

(n=903)
Å52% are day trippers

Å10% reported staying one night

Å26% reported staying 2-4 nights

Å12% reported staying 5 or more nights
Figure 6 - Type of Accommodations Used (n=467)
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Purpose of Trip (n=913)

Purpose of Trip (N=913)
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Why visit a NC Winery? (n=913)

(n=913)
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*Respondents could check more than one answer
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How Many Wineries Did They Visit?

(n=907)

Wineries Visited During Excursion 

2 (20%)

3-4 (14%)

5 or more (6%)

1 (60%)
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Other Activities

ÅMost popular activities to link with winery 

visits:

ïSightseeing (46%)

ïVisiting Friends/Family (38%)

ïFine Dining (35%)

ïShopping (33%)

ïSporting event (9%) 

ÅGolf (5.6%) 

ÅNASCAR (0.3%)

ÅLeast likely links 

ïGroup tour (2%)

ïSpa or health club (4%) 

ïTheater/Concert (4%)
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Other Activities (Detail)*
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