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Urban Gardening
Bioökonomie – High Tech und Natur geben sich die Hand

Dr. Hermann Kolesch, LWG

Development of a wine tourism concept

by Dr. Hermann Kolesch, DoKoCons
hermannkolesch@dokocons.com

mailto:hermannkolesch@dokocons.com
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Key Facts Wine Region Franconia

▪ 6.290 ha grapevine area with 44.000 plots, 15 % in steap slops or terraces (approx. 

900 ha > 40 % slope)

▪ 270 Wine Villages

▪ 3.135 grapevine growing estates, 

▪ There of 1.715 estates with a grapevine growing area less than 0,5 ha!

▪ ca. 666 bottling and self selling estates, normally run by families 

▪ 3 Cooperatives

▪ Wine Production ca. 400.000 – 450.000 hl

▪ Sales revenue ca. 250 – 300 Mio. EURO per year

Quelle: LWG 2022
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Frankonia – strong in direct selling
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Vineyards and wine production of the world

Area (ha) Production (hl)

World 7.300.000 100 % 260.000.000 100 %

Europe, total 3.300.000 45,2 % 155.000.000 59 %

Germany 103.000 1,41 % 9.000.000 3,46 %

Quelle: OIV, DWV Statistik 2022
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Weinerzeugung Franken

LVMH F

Cantine Ruinite & Civ

Caviro Soc.Coop I

Sogrape ; Portugal

Peter Mertes; D

Trinchero Family Estates USA

Les Grand Chais de France…

Grupo Penaflor S.A. ARG

Vina Concho y Toro SA  CHI

Treasury Wine Estates…

Accolade Wines Limited AUS

Castel Frères SA F

José Garia Carriòn SA ES

The Wine Group Inc. USA

Distell Group Ltd.  SA

Constellation Brands Inc. USA

Ernest & Julio Gallo Winery USA

The biggest wine companies

Sales in Mio. bottles
Quelle WEINWIRTSCHAFT 5/2020 und 4/2022

Market conditions: Wine trade – Wine is a global "big business"
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Market conditions: Wine trade – Wine is a global "big business"
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Cantine Ruinite & Civ
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Castel Fréres SAS ; F

Miguel Torres SA, ES

Sogrape SGPS, Portugal

Schenk Holding, CH
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Yantau Changyu Group, China

Treasury Wine Estates Limited AUS

Accolade Wines Limited AUS

Trichchero Family Estates USA

Baron Phillippe de Rothschild SA

The Wine Group Inc. USA

Le Grand Chais de France SAS

Constellation Brands Inc. USA

Ernest & Julio Gallo Winery USA

The biggest wine compnies

area under vine in ha
Quelle WEINWIRTSCHAFT 4/2022
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Market conditions: Wine imports worldwide – Germany in quantity No.1
Figures in million hl 
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Price ranges and purchase quantity wine in food retail and discount (0.75 L/Fl.)
from 2020 figures for all distribution channels!
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Quelle: DWI - GfK Consumer Tracking 2021

2004 – 2010:

Over 70% of the wine under 

1.99 euros in food retail and 

discount
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1989 – 1999 – Big crisis ahead

▪Crisis of wine quality- Crisis of globalization

▪ Crisis of Communication- Crisis of wine culture

▪ Crisis of the structures – Crisis of the leaders
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Crises cause pressure to change and willingness to change

"Behind the quality of its wines

the quality of the region must also stand"

or

"The New Image of Franconian Wine"
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Topic beats destination: Travelling Wine – a worldwide tourist topic
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Wine Cultural Landscape - Travel Motivation
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The Frankonian Concept of Wine Tourism
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Objectives of the Franconian Wine Tourism Concept

➢Positioning Franconia as a highly attractive, modern region for the wine tourist 

➢ Enjoyment, culture, landscape, architecture, cuisine, etc.

➢ Image promotion of the region and Franconian wine

➢ New "emotional" image → Repurchase on the shelf

➢Development of tourist added value and added value for the product wine

➢ Emotion, experience, service → Service orientation → Diversification → Income 

combination with new profit centers in wine tourism

➢Structural development of rural areas 

➢ Innovation, quality of life, vitality → value creation

➢Building new partnerships → "Competence Partnership"

➢Development of an efficient infrastructure 

▪ Network → Cluster Wine Tourism
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What are we talking about?

➢ Regionality & Origin

➢ Authenticity & Credibility

➢ Cultivated wine culture & culinary culture

➢ Service orientation

➢ Experience orientation in all dimensions

➢ Customer Retention

➢ New customer acquisition

➢ Diversification → Income combination with new profit centers in wine tourism

➢ Structural development of rural areas and countryside
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Partnership in Competence - Partnership in Wine Tourism

The Working Group

Office for Rural Affairs

Development

Franconian Winegrowers' Association

District of Lower Franconia

University

Würzburg
Bavarian. State Institute for

Viticulture and horticulture

Franconian Tourism

wineregion GmbH

Tourism organisation

Franconia e.V.

Regional wine marketing Franconia

Bavarian. Hotel & Breakfast 

Restaurant Association

Wine-growing consulting

Franconia

Bavarian. Ministry of State

for agriculture

and forests

Connecting al 

actors in the 

countryside of 

wine

Tour Guide Wine Experience

Franconia e.V.

Government of Lower Franconia

Chamber of Industry and Commerce

WürzburgSchweinfurt
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Management

Working Group

Marketing – Mix:

➢Product

➢Public relations

➢Marketing

➢Financing

➢Controlling

Central

Success

factor
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Function of the LWG 
Bavarian State Institute of Viticulture an Horticulture

Own work area at the Institute of Viticulture and Oenology

➢ Project development and project consulting

➢ Moderation Regional Development → Workshops

➢ Funding advice and funding processing

➢ Market research: e.g. Sinus – Studies 2007 and 2017

➢ Management tour guides and wine lecturers

➢ Qualification measures For tour guides and wine lecturers

➢ Quality Management → Certification

➢ Communication:
➢ Premium Travel Guide

➢ Photo shoot, video and APP

➢ Travel Guide Architecture & Wine; Soil & Wine

➢ Trade fair presence: Green Week Berlin

➢ Member of the project groups: Desta- Fair of Spirits 

Gourmet Fair
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Cluster Wine Tourism

Guest rooms

Wine sale

Conference / Seminar

Architecture

Event

Heckenwirtschaft

Wine experience

Gastronomy

Fine from the countryside

Wine trails

Events

Flying Wine Lecturers

Tour Guide Wine Experience

Vinotheques

Touristinfomations

Serving wine huts

Cultural Landscape Wine

Cycle paths

Magical places "terroir f"

Franconia Tourist Office

Regional wine marketing Franconia
Bavarian State Institute 

of Viticulture and Horticulture

Working Group 

Franconia –Land of Wine & Beauty

Creative input

Provider: Wineries, Coopertives

Restaurants, service providers, hotels, etc.

Tourist informations

Municipalities and cities

Quality Management QMS

Funding programmes
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Premium Strategy

Local 

Concepts

Regional

Concept

Premium

Concept
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Strategic approach – Bottom up

Franconian wine industry: winegrowers, wineries, trade, producer groups, associations,, 

Government, tourism, gastronomy, municipalities

Infrastructure:

Trails

Cycle paths

Vinotheques

Control systems

Landscape, etc....

Service:

Wine Guides

Wine Lecturers

Events

Accomodation

Landscape etc.

Partnership:

Franconian Wine Country

Franconia Tourist Office

Hotel & Restaurant 
Association

Partner regions South Tyrol,Moselle,Styria

Information:

Symposia

Seminars

Meetings

Consultation

Communication:

Umbrella brand

Advertising

Public relations

Fairs, etc.......

Certification:

Wine festivals

Guest room

Gastronomy

Other Providers

Qualification:

Courses

Seminars

Training

Workshops

Strategy concept
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The Franconian Wine Tourism Concept

Information, Qualifying, Certifying & Communication:

Wine tourism with people & content

Community activities
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Inform, develop and qualify
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Municipal and regional workshops
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New Wine tourism services

Gourmet Fair
Wine Guides Wine lecturers

Wine lodges Magical Points Terroir-f New Fairs - Spirits
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▪ 1997 Start of the first course; until today 14 courses

▪ Length of studies:

➢ 23 days, within 6 months

➢ Course size 26-30 participants

▪ Course contents:

▪ Basics of viticulture

➢ Psychology and didactics of guest guidance, incentive, 

communication

➢ Ecology of the habitat vineyard, flora and fauna

➢ History, Culture, Tourism, Customs, Architecture, 

➢ Culture of enjoyment (wine, glass and food, wine and health

▪ Examination with certificate (term paper, written and oral)

▪ 2000: Foundation of the association Gästeführer 

Weinerlebnis Franken e.V.

▪ Today:349 Wine Guides

Tour Guide Wine Experience Franconia
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Tour Guide Wine Experience Franconia

➢ 298 trained tour guides, 36 wine lecturers

➢ 2000: Foundation of the association: Tourist guide 

Weinerlebnis Franken e.V. → today 260 members 

➢ Board of Directors and Advisory Board meet 3-4 times/year

➢ Management at LWG / Working Group Wine Tourism →

Circular, administration and organization, further training, 

coordination of the use of wine lecturers, trade fair use, 

promotion: Bavarian Wine Tourism Program

➢ Press officer

➢ Internet Representatives

➢ Interior marketing: summer party; Educational trips, year-end 

meetings → emotional attachment important!

➢ Annual tour guide day in August for the population → free of 

charge → Donations for social commitment
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Flying Wine Lecturers

▪ Training:

➢ Basic requirement: Training as a tour guide wine experience

➢ 3 days training EDP, MS Powerpoint

➢ 6 days didactics, presentation technique, training

➢ Examination: Preparation and implementation of a wine 
seminar

▪

▪ Services:

➢ Seminar offers for guests and on behalf of the winegrowers

➢ Training of service personnel in gastronomy, vocational 
schools → "Flying Winelecture"

➢ External Seminars

▪ Equipment:

➢ Projector , Laptop

➢ USB Stick with seminar contents

➢ Glass sets & wine accessories, aroma cases, specialist 
literature 
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Service "Tour Guide Wine Experience Franconia"

Quelle: LWG / Evaluierung Verein Gästeführer Weinerlebnis Franken 2022
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Wine tourism infrastructure

Main Loop Railway Magical places of Franconian wine – terroir f

Vinotheque concept
Serving Wine huts

• Bocksbeutelexpress

Cycle tracks
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Didactic wine trails
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Cycle paths - indispensable
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Public transport – The River Main Loop Railway
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Vinotheque concept Franconia

Municipal and regional wine shops

➢ Often combined with tourist information

➢ Gastronomic and cultural offer

➢ Provide a platform of local winemakers or from across the region

➢ Are information centre, contact points
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Campaign "Tree for Franconia's vineyards"
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Identity-creating: Action Tree of the Year
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Project: Valorisation of Franconian plums
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Project: Bavarian Truffle

Direct Selling

Value:

ca.1.900 €
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Our latest kick in Wine Tourism – Magical places terroir f"
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The wine tourism approach

➢ Viticulture has always shaped the landscape

➢ Impressive panorama of the wine culture landscape

➢ Room/place to meet → Guided tours, wine tasting, event

➢ Each place has its own wine-related theme

➢ independent landscape design or architecture.

➢ The topic is conveyed to the guest in a didactically demanding way, both

interactively and through the use of new, digital media.

➢ Three flags, a digital showcase such as communication (corporate design)

are uniform for all locations.
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Wine tourism infrastructure – "terroir f"
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Architecture – Aesthetics – Style – Design
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Art – Culture – History
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Mythology - Spirituality
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Architecture – Aesthetics – Style – Design
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Deceleration – Nature – Spirituality
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Art – Culture – History
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Biodiversity Project:  "Blossomed„
our new project for a green Silvaner homeland

• Competition for the valorisation or redesign 

of "hotspots of biodiversity on/in vineyards"

• As Community project of the local 

winegrowers' associations
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Wine tourism as an opportunity for direct marketing

Winegrowers, wineries, cooperatives
........they also have to move
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1950 : winemaking in the Bürgerspital

storagepressing

Distribution 

by

cask
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1960 to 1980: Phase of direct selling

Storage

wine

Innox

casks

filling packaging

Storage

bottle

selling

pressing machines

Tasting

room
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Direct marketing today:

The winery as a "full-service provider in tourism"

training

wine bar

restaurant

event

parking

presenting

conferencegarden

kitchen lounge

tasting

accommodation

architecture

Storage 

innox

Storage 

casks

filling packaging

Storage 

bottle

selling

pressing mashines

Service
Expierience

lifestyle
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Wine tourism diversification of wineries

Cellar tour Treasury Wellness Conference/Seminar

Architecture Wine Bar / Wine BistroGuest accommodation Gastronomy

Wine School Guided tour Vinotheques Orchestration
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New customer acquisition

49

7

7

8

5

7

17

0 20 40 60

Mouth to mouth

Wine Events

Press

Gastronomy

Fairs

Internet

Wine tourism Services

In Prozent

83% of direct marketing wineries 

offer wine tourism services

32% of new customers are 

acquired through wine tourism 

services
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Architecture & Wine – Franconia first in Germany
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Wine architecture and tourism

▪ Culture, architecture and wine are inextricably linked → the 
"genius loci" wine is given a structural form!!

▪ The architecture makes the will to change and the dynamics 
of a region recognizable

▪ It signals competence (→ wine shops, businesses; Hotels 
"terroir F" )

▪ The symbiosis of scenic beauty, quality of wines and lifestyle 
promises attractiveness

▪ Ultimately, the architecture represents another "perceived 
added value" of the wine, which is not available on the shelf 
or at the click of a mouse

▪
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Travelling Wine - As a guest at the winemaker
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Travelling Wine - Wine Bars & Wine Bistros
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Travelling Wine "Hotspot" in Franconia
The „Brückenschoppen“ – Old River Main Bridge in Würzburg
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Quality Management
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Checklists & Mystery Checks
3. Speisenkarte und Weinempfehlungen
Die Speisekarte (Tageskarte oder Menükarte) beinhaltet Weinempfehlungen zu einzelnen

Gerichten
20

Die Speisenkarte beinhaltet einen Schwerpunkt mit typischen fränkischen/lokalen Gerichten /

Zutaten.
20

Auf die Verwendung regionaler Erzeugnisse von Direktvermarktern wird in der Speisenkarte

gesondert und deutlich hingewiesen
10

Die Speise- und Weinkarten sind sauber, gepflegt und ansprechend gestaltet 10

Zwischensumme Speisekarte u. Weinempfehlungen: 60 0

4. Wein- und Glaskultur:

Ausschlusskriterium: Das „regionale Achtel“ wird im normalen "Schoppenrömer" serviert. 

Die Weine werden entsprechend der jahrezeitlichen Witterung mit der optimalen Serviertemperatur

gereicht (Frühling/Sommer: Weißweine 6-8 Grad C., Herbst/Winter 8-10 Grad C., Rotweine:

Frühling/Sommer: 10-12 Grad C., Herbst/Winter: 16 – 18 Grad C., Sekt/Secco: 6-8 Grad C.)

30

Neben dem traditionellen Schoppenglas (mit möglichst dünnem Glasrand) für den offenen

Ausschank, werden die Weine im Flaschenausschank grundsätzlich mit zeitgemäßen Gläsern

moderner Trinkglasserien serviert

10

Zwischensumme Wein- und Glaskultur: 40 0

5. Servicekompetenz:

Der Service ist in der Lage gegenüber dem Gast Weinempfehlungen entsprechend der Jahreszeit

und dem Speisenangebot auszusprechen.
20

Der Service verfügt über gute Kenntnisse zu den fränkischen Rebsorten und ihren Weinen, sowie

der lokalen Gegebenheiten (Lagen, Winzerbetriebe, Stilistik, Qualitätspyramide)

15

Der Service verfügt darüber hinaus über gute Kenntnisse zum touristischen Angebot in der Region

(Kultur, Architektur, Natur etc.
15

Zwischensumme Servicekompetenz: 50 0
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Communication
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Marketing
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Internal marketing
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Economic effects wine country Franconia

Key data on tourism in the wine country franconia 2012:

➢ Around 76 million days of tourist stay

➢ Around € 3.24 billion in tourism gross turnover

➢ Income effects of around € 1.45 billion

➢ Relative contribution of tourism to. 5.0 %primary production approx

➢ Tax revenue from tourism (VAT and VAT only) around € 349 million

Remember! – Sales revenue Wine is “only” 250 – 300 Mio. EURO per year
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" The wine gives the landscape the most bright shining face“

Thank you very much for your attention
Contact: hermannkolesch@dococons.com

mailto:hermannkolesch@dococons.com

