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The World Tourism Organization’s definition of sustainable tourism
Sustainable tourism development guidelines and management practices areapplicable to all
forms of tourism in all types of destinations, including mass tourism and the various niche
tourism segments. Sustainability principles refer to the environmental, economic and sociocultural aspects of tourism development, and a suitable balance must be established between
these three dimensions to guarantee its long-term sustainability.
Who this Guide is for
The Guide is primarily aimed at governments, at both national and local levels. It is also
relevant to international development agencies, NGOs and the private sector, to the extent
that they are affected by, and can affect, tourism policy and its implementation.
This Guidebook was developed as product within the Erasmus + project” Cheese and Wine
and tourism will shine-, funded by the European Union
Purpose and scope of the Guide
The purpose of this document is to provide governments with guidance and a
framework for the development of policies for more sustainable tourism as well as a
toolbox of instruments that they can use to implement those policies.
-Making tourism more sustainable within itself should contain the following 12 components
objectives .
1.Employment quality
2.Community Wellbeing
3.Biological diversity
4.Economic Viability
5.Local Control
6.Physical integrity
7.Environmental purity
8.Local Prosperity
9.Visitor Fulfillment
10.Cultural Richness
11.Resource Efficiency
12.Social Equity
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PART 1
Tourism and sustainability
What sustainability means for tourism and why governments
need to address it. It will introduce some key principles and an
agenda for more sustainable tourism, framed around a set of well
known 12 Aims of Sustainable Tourism (developed by World
Tourism Organization)
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All tourism should be more sustainable
Sustainable tourism is not a discrete or special form of tourism. Rather, all forms of tourism
should strive to be more sustainable. Making tourism more sustainable is not just about
controlling and managing the negative impacts of the industry. Tourism is in a very special
position to benefit local communities, economically and socially, and to raise awareness and
support for conservation of the environment. Within the tourism sector, economicdevelopment
and environmental protection should not be seen as opposingforces—they should be
pursued hand in hand as aspirations that can and should bemutually reinforcing. Policies
and actions must aim to strengthen the benefits and reduce the costs of tourism.
Big issues are at stake here. Further massive growth is predicted for tourism between now and
2020, providing excellent opportunities for spreading prosperity but presenting considerable
challenges and potential threats to the environment and local communities if not well managed.
Climate change is recognized as a major global issue, with significant implications for tourism.
There is also an increasing appreciation of the potential role of tourism in addressing world
poverty, by bringing sources of income to the heart of some of the poorest communities.
International tourist arrivals have almost quadrupled over the past 30 years and domestic
tourism has also intensified in most developed and newly industrialized countries. At the same
time, tourist movements have spread geographically to reach practically all countries of the
globe, becoming for many of them an important economic sector in terms of income generation,
foreign exchange earnings and employment creation.
Awareness about sustainability issues—which referred originally to the naturalenvironment but
now also covers the social, economic and cultural spheres as wellas the built environment—
also developed significantly over those 30 years. Today,most governments, international
development agencies, trade associations, academicinstitutions and non-governmental
organizations acknowledge that, withoutsustainability, there cannot be development that
generates benefits to all stakeholders,solves serious and urgent problems such as extreme
poverty, and preserves theprecious natural and man-made resources on which human
prosperity is based.The tourism sector could not remain indifferent to the sustainability challenge
of our times.
This Guidebook for policy makers in sustainable tourism defines what sustainability means in
tourism, what are the effective approaches for developing strategies and policies for more
sustainable tourism, and the tools that would make the policies work on the ground. It shows
clearly that there is no ‘one-fits-all’ solution to address the question of sustainability in tourism
development. It does, however, highlight one key universal message: to succeed in making
tourism more sustainable it is crucial to work hand in hand with all relevant stakeholders, within
and outside government. Therefore—although the report is aimed mainly at governments—
public authorities at all levels are encouraged to disseminate its contents to those private and
non-governmental organizations that have an interest in ensuring the long-term success of the
tourism sector, especially the wide range of tourism businesses and their trade associations.
- Tourism: dynamism and growth
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Tourism is an activity that has grown by around 25 per cent in the past 10 years. Itnow accounts
for around 10 per cent of the world’s economic activity and is one of the main generators of
employment. However, it also has major impacts on the natural and built environments and on
the wellbeing and culture of host populations. In roughly that same period, the concept of
sustainable development has become widely accepted as the way to a better future, even
though its roots go back to the 1980s.
It is against this background that Making Tourism More Sustainable: A Guide for Policy Makers
views the effects of tourism, both positive and negative. In this context, the Guide examines
ways in which principally governments but also other stakeholders can develop strategies,
policies and tools to maximize the industry’s positive effects while minimizing the negative
impacts.
Various international conventions and declarations have put forward principles and guidelines
for sustainable tourism and the importance of tourism and its sustainability was underlined at
the 2002 World Summit on Sustainable Development. Many countries declare that they are
pursuing, or wish to pursue, policies for ‘sustainable tourism’. Despite this interest, there remains
a degree of uncertainty over the scope and priorities for making tourism more sustainable and
only partial appreciation of how to put this into practice.
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PART 2
Policy implications of a sustainable tourism agenda. The 12 Aims for more sustainable
tourism will be discussed in turn and policy areas relevant to each of them will be
identified.
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Stakeholders in sustainable tourism
Many different interests can benefit from tourism being made more sustainable:
 Tourism enterprises, while seeking long term profitability, should be concerned about
their corporate image, the relationship with their staff, and their impact on the global
environment and that immediately around them.
 Local communities are seeking increased prosperity but without exploitation or damage
to their quality of life.
 Environmentalists are concerned about the harmful impacts of tourism but alsosee it as
a valuable source of income for conservation.
 Tourists are seeking a high quality experience in safe and attractive environments;they
are becoming more aware of the impacts of their travelling.
In seeking more sustainable tourism, governments must recognize the different positions
and motivations of these stakeholders and work with them to achieve common goals.

Tourism
companies

Government

Local
communities

Tourists

Enviromentalist

Initial motivations and triggers
It is instructive at the outset to consider the kinds of motivational factors that might lead a country
or local destination to pay more attention to sustainability issues in its policy making for tourism.
√ A fundamental, overarching national policy position, putting sustainability at thetop
of the public agenda.
√ A perceived need to change direction from high impact tourism in order to
reduceimpacts on the local environment and improve quality of the product offer in
linewith new market trends.
√ A need to back up a tourism product and market position that is based on
the appeal of the area’s natural environment with policy to underpin its good
management and future sustainability.
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√ The need and opportunity to develop a form of tourism which would bring incometo
rural communities and benefit conservation, with a supportive policy framework.
PART 3.
Structures and strategies for more sustainable tourism. This part will be about
establishing the right structures through which governments can work with others
towards more sustainable tourism, and about the strategies that are required to develop
and drive policies and actions. Particular attention will be paid to the relationship
between national and local structures and existing strategies for sustainable tourism/and
improvements especially in the part of promotion of wine and cheese.

Interaction

Awareness

Dependency

Tourism and Sustainable Development Relationship
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This special relationship arises because, unlike most other sectors, the consumer of tourism
(the tourist) travels to the producer and the product. This leads to three important and unique
aspects of the relationship between tourism and sustainable development:
•INTERACTION The nature of tourism, as a service industry that is based on delivering
an experience of new places, means that it involves a considerable amount of interaction, both
direct and indirect, between visitors, host communities and their local environments.
• AWARENESS: Tourism makes people (visitors and hosts) become far more conscious
of environmental issues and differences between nations and cultures. This can affect attitudes
and concerns for sustainability issues not only while travelling but throughout people’s lives.
•DEPENDENCY Much of tourism is based on visitors seeking to experience intact and clean
environments, attractive natural areas, authentic historic and cultural traditions, and welcoming
hosts with whom they have a good relationship. The industry depends on these attributes being
in place.
This close and direct relationship creates a sensitive situation, whereby tourism can be both
very damaging but also very positive for sustainable development.
On the positive side, tourism can:
• Provide a growing source of opportunities for enterprise development and
employment creation as well as stimulating investment and support for local
services, even in quite remote communities.
• Bring tangible economic value to natural and cultural resources. This can result
in direct income from visitor spending for their conservation, and an increase in
support for conservation from local communities.
• Be a force for inter-cultural understanding and peace.
Conversely, tourism can:
• Place direct pressureon fragile ecosystems causing degradation of the
physicalenvironment and disruption to wildlife.
• Exert considerable pressureon host communities and lead to dislocation of traditional
societies.
• Compete for the use of scarce resources, notably land and water.
• Be a significant contributor to local and global pollution.
• Be a vulnerable and unstable source of income, as it is often very sensitive to actual or
perceived changes to the environmental and social conditions of destinations.
The net result is that all those involved in tourism have a huge responsibility to recognize the
importance of its sustainable development. Tourism has immense power to do good. Yet it can
also be the vector for the very pressures that may destroy the assets on which it relies.
Developed without concern for sustainability, tourism can not only damage societies and the
environment, it could also contain the seeds of its own destruction.
For governments, tourism policies that address economic, social and environmental issues,
and which are developed with an awareness of the potential both for harm and for benefit, can
channel the forces resulting from the sector’s dynamic growth in a positive direction. For the
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tourism industry, accepting this responsibility is not only about good citizenship, it should also
be fuelled by a strong element of selfinterest, since any harm that is inflicted to the natural,
cultural or social environment of destinations can lead to their eventual destruction or loss of
value as a tourism product. In economic terms, sustainability can guarantee that crucial factor
already mentioned: ‘the viability of enterprises and activities and their ability to be maintained
in the long term.
Key challenges for more sustainable tourism
Tourism, like others sectors, faces major global challenges. Five of these are discussed
below. Although they do not encompass all of the challenges facing the sector, all are
important issues recognized around the world. They serve here to illustrate the range of
impacts and opportunities that relate to tourism, and also to highlight some of the many
reasons why governments should pay serious attention to its sustainable development
Managing dynamic growth
The doubling of international tourist movements predicted for the next 15 to 20 years will bring
considerable pressures. If serious harm to the very resources on which tourism depends is to
be avoided, this growth must be well managed. This will require careful planning of the location
and types of new development, improved environmental management practices and influencing
consumption patterns.
Climate change
Climate change is a major issue for the long term sustainability of tourism in two senses: climate
change will have consequences for tourism, and tourism is a contributor to climate change.
Effects of climate change, such as rising sea levels, increased frequency and energy of surges
and storms, beach erosion, coral bleaching, and disrupted water supply threaten many coastal
destinations. Mountain resorts will also suffer, from rising snow lines and shortening winter
sports seasons. Changes in temperature and rainfall will affect
market appeal in most parts of the world, although in different ways, depending on the interplay
of push and pull effects in countries of origin and destination. Tourism may also be affected by
other factors such as the spread of tropical diseases and the availability of water. Some of these
impacts are already being felt.
It is estimated that tourism may contribute up to 5.3 per cent of global anthropogenicgreenhouse
gas emissions, with transport accounting for about 90 per cent of this.6 Estimates suggest that
aviation accounts for 2−3 per cent of the world’s total use of fossil fuels and up to 3.5 per cent
of the anthropogenic greenhouse effect. More than 80 per cent of this is due to civil aviation.7
Based on current trends, these impacts are set to increase significantly as air transport is one
of the fastest growing sources of greenhouse gas emissions.
Health, safety and security
In recent years, uncertainty about the health and safety of travel and of certain destinations has
caused significant fluctuations in tourism flows. Although this may be short term phenomenon
and recovery is often fast, it should be regarded as a global issue for the sustainability of tourism.
There are policy implications for image, for management of information, and for specific
measures to improve the safety and security of tourists.
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PART 4
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Shaping sustainable tourism. This chapter looks at the process of developing a tourism
strategy that embraces sustainability and identifies some of the strategic choices that
need to be made. It looks at product (wine and cheese) and market selection, and
introduces the tools that may be used to influencetourism development, the operation
of tourism enterprises and the behavior of visitors.

Promoting sustainable consumption
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Sustainability is not just about the supply side. Equal consideration should be given to
influencing the pattern and impact of consumption. This means influencing the volume and
nature of tourism demand, the choices made by tourists (such as products as wine and cheese
selected and mode of travel), and their activities and behavior.
Pursuing multi-stakeholder engagement
Sustainable tourism is about local control, but also about working together. All those implicated
by tourism should have an opportunity to influence its development and management. This may
involve formal partnerships or looser arrangements, as well as strengthening and utilizing local
democratic structures.
Ensuring ongoing progress
Adapting to changing conditions
Adaptive response and management is an important aspect of sustainable development.
Tourism is sensitive to external conditions in terms of its performance and the level of its impact.
Global threats, such as climate change and terrorism need to be considered in planning for
future tourism and in introducing risk management policies.
Undertaking continuous monitoring using indicators
Sound management of tourism requires readily available evidence of changes in impact over
time, so that adjustments to policies and actions can be made. Indicators that relate to
sustainability aims and objectives should be established to monitor the condition, performance
and impact of tourism. Cost effective monitoring programmes should be put in place.
Guiding principles and approaches
The development and implementation of policies for sustainable tourism should be based on a
number of overarching principles and approaches. Some of these are inherent to the principles
of sustainability while others have been identified over time by those working in the field. Guiding
concepts and principles are presented below.
Planning and development of tourism should not take place in isolation. Tourism should be
considered as part of the sustainable development of communities, alongside other activities.
Its impact on other sectors, in terms of competing resource use and mutual support, should be
considered. Over-dependency of an economy and society on tourism should be avoided. A
holistic approach is also about taking account of all impacts and relationships within the tourism
sector itself, and considering how all public policies may affect or be affected by tourism.

Pursuing multi-stakeholder engagement
Sustainable tourism is about local control, but also about working together. All those
implicated by tourism should have an opportunity to influence its development and
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management. This may involve formal partnerships or looser arrangements, as well as
strengthening and utilizing local democratic structures.
Planning for the long term
Short term approaches should be avoided and the long-term view encouraged, withresources
committed accordingly. Where possible, actions should be self-sustaining. Projects that are
structured around short term inputs and finance must take account of how initiatives, once
started, can be maintained into the future.
Addressing global and local impacts
Impacts on the local environment and communities are often apparent. It can therefore be easier
to gain support for policies that address these local impacts rather than for policies that address
global issues. However, the sustainable development of tourism should pay equal attention to
global impacts, especially with respect to pollution from tourism (such as greenhouse gas
emissions) and the use of nonrenewable resources. Such global impacts also have a direct
effect on tourism itself (e.g. climate change).
Considering functional alternatives
Consideration should be given to whether the same function can be performed and the same
result achieved by doing things in a way that has more positive and less negative impacts on
resources. For example, in a strategy to improve visitor satisfaction by adding further
recreational opportunities, preference should be given to those options that bring the least
environmental and social impacts and the highest economic returns.
Undertaking continuous monitoring using indicators
Sound management of tourism requires readily available evidence of changes in impact over
time, so that adjustments to policies and actions can be made. Indicators that relate to
sustainability aims and objectives should be established to monitor the condition, performance
and impact of tourism. Cost effective monitoring programmes should be put in place.

PART 5

pg. 15

Instruments for more sustainable tourism. A detailed description is given of a set of
tools, and of how they can be applied by governments. They include the use of
sustainabilityindicators, planning, infrastructure provision, legislation and regulations,
and a set of voluntary and facilitating instruments.

Governments, the market and the industry’s view
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Governments should recognize that interest in the sustainability of tourism is growing amongst
many private sector enterprises and within visitor markets. They should take account of this
when seeking to persuade the tourism industry to take sustainability more seriously, pointing
out the advantages for attracting new business and the overall profitability of a more
sustainable approach.
Understanding tourists’ attitudes—more than a niche market response
Governments need to understand what is important to tourists if they are toinfluence their
behaviour effectively. It has been suggested that tourists are not generally interested in the
sustainability of the trips they take, and that this is a major constraint on the pursuit of more
sustainable tourism. However, the interpretation of tourist response depends on the nature of
the questions asked. For example, although studies of the ecotourism market (e.g. those carried
out by the WTO8) have concluded that this is indeed a small (albeit growing) niche market, such
surveys attempted specifically to identify tourists and tour operators that were looking for, or
selling, special interest holidays involving nature observation and concern for conservation as a
primary motivation for the trip. Wider surveys that have attempted to assess the degree to which
general consumers are interested in the interrelationship between their activities as tourists and
the environment and host communities (rather than their response to the concept of
sustainability as a whole) suggest a far wider relevance in the market place. They point to:





Very high levels of concern for environment and society in destinations, where theissue
is likely to directly affect the tourist’s own wellbeing (e.g. cleanness of thewater and levels
of safety)
High and growing levels of interest by tourists in visiting natural and culturalsites during
their holidays, and the authenticity and educational value of suchexperiences. This
applies to general holidaymakers as well as to those with as specialist interest.
Large numbers of tourists expressing concern about the impact of their travelling,both
through their own actions and in their choice of tour operator or service provider.
Considerable willingness to pay more to support local environments and communities.

Corporate Social Responsibility in the tourism sector
There is a general trend amongst private sector businesses to recognize their responsibilities to
society beyond their traditional functions of generating wealth and profit. Governments can use
this growing awareness when developing industry-related policies and activities and as a lever
to achieve industry involvement and buy-in. In companies, the concept of Corporate Social
Responsibility (CSR) means adopting transparent business practices that are based on ethical
values. It has started to gain ground and many companies already include social and
environmental commitments in their core mission statements. Some adopt triple bottom line
reporting, whereby social and environmental results are measured and reported next to financial
results
The crucial role of government
Governments have a crucial role to play in the development and management of
tourism and in making it more sustainable. The level of government engagement
in tourism varies considerably across the world. Contacts with governments on
sustainability nevertheless reveal that most are, at least nominally, seeking to pursue
sustainable tourism. This applies equally to developed and developing countries,
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though the emphasis may be different. In developing countries, interest in sustainable
tourism is more likely to be linked to poverty alleviation and the funding of
conservation; in the developed world, issues of rejuvenation and visitor management
are more prominent.
Whatever the motivation of governments, their role relates only partly to their own
actions. Tourism is primarily an activity carried out by private sector enterprises,
and it is their actions, together with those of tourists, that are responsible for most
impacts, positive and negative. A primary function of government in fostering more
sustainable tourism is therefore to create an environment that enables or influences the
private sector to operate more sustainably, and influences patterns of visitor flows and
behaviour so as to maximize the benefits and minimize the negative impacts of tourism.
The key reasons for the importance of the role of government are as follows:





Much of the sustainability agenda is about areas of public rather than privateconcern.
Although the private sector is beginning to recognize its responsibility, itcannot, on its
own, be expected to take a lead on these issues.
In all countries, the tourism sector is fragmented into many thousands ofbusinesses,
mainly micro or small enterprises. Collectively their actions canmake a difference, while
individually they cannot, so coordination is needed.Furthermore, very small businesses
often need external support and advice if theyare to change their operations successfully
to meet a new agenda.
Governments are responsible for many functions that are fundamentallyimportant to the
sustainable development of tourism, such as land use planning, labor and environmental
regulations, and the provision of infrastructure andsocial and environmental services.

Many governments are already actively engaged in supporting tourism through marketing,
information services, education and in other ways, often through joint public-private frameworks.
These functions need to continue and to be more closely aligned with sustainability objectives
These arguments and functions are applicable at both national and local government
levels.
In many countries, many of the objectives and actions that governments are pursuing can be
said to be in line with sustainability, and there is considerable recent interest in relating tourism
policies to wider sustainable development or poverty reduction strategies. However, as has
already been pointed out, the understanding of what the sustainable development of tourism
entails, and even the terminology, is not consistent between governments. A more systematic
approach to link sustainability aims and principles to policies and tools is needed.

PART 6
Best practices from other countries in EU (with developed concept of Wine
streets/Cheese streets).Special focusis given on the participating countries in the
project
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Portugal - wine and how to drink (the existence of a themed wine ROUD in Portugal as an
experience)
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This country is a real paradise not only for those who want to travel and see good architecture,
but also for hedonists who enjoy both good food and divine wine.
Portugal is a country of specific grape and grape culture. For this, it contributes not only to the
wine-making tradition, but also to its geographical location in the Mediterranean, as well as its
proximity to the Atlantic Ocean.
There are many regions in which wine is produced in this country, and for its placement on the
world market, labor and traditional experience are responsible.
The most famous areas are: Algarve, Alentejo, Beiras, Douro and Porto where you can try
different types with striking flavors.
Porto and Madera are probably the most famous winemaking products from Portugal, and these
two sorts of "fortified" wines became synonymous with the country itself.
In this interesting and diverse country, a variety of local varieties are produced, such as:
- tourist tours
- francaise tours
- bugs tint Negra
- Tint Roaring, Malaise Finna, Malawi Dora, Alpharosso and others.
Duoro is an area in the northern part of Portugal, where the famous porpo comes from, but also
other aromatic red and white wines. Sogrape is the largest and certainly one of the best
companies for producing and selling wine from this region, and not just in Portugal.
Their most famous product is Mateus Rose, one of the best-selling wines in the world.
Types of wines
strongly dry red
lightly dry red
strongly dry white
lightly dry white
strongly dry rose
sweet white
sweet red
sparkling white
sparkling pink
Wine tourism is very fashionable in Portugal.
It's not just about knowing the vine and tasting blame, because innovative tourist complexes
appear around vineyards where you can learn and enjoy the use of all five senses. Wineries,
restaurants, wine bars, wine roads and modern wine baths with beauty-based treatments are
just some of the temptations you can encounter on wine roads. Vineyards cover the slopes
and the plains from Minho to Faro. Getting acquainted with Portugal through its wines is a
pleasant and different kind of contact with the country's culture
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Several famous wine roads that Portugal promotes in tourism:
1) North: Vinho Verde
These bright, bold, fresh and pretty sensual wines are ideal with seafood and fish. Vineyards,
stretching from Douro to Minho, climb the bars near the picturesque city of Valensa on the border
with Galicia and continue south through Barcelona, Braga and the magnificent city of
Guimarães, classified as UNESCO World Heritage Site.
2)DOURO: Port and Dune Wine
Port wine originates from the banks of Douro. This is the oldest demarcated wine region in the
world, whose prestige has been recognized since 1756. Recently modernized, Douro wines
have a huge reputation and are made mainly of reddish species, such as TintaRoriz (equivalent
to Spanish Tempranillo) and Touriga National. The Douro Valley, declared a UNESCO World
Heritage Site, can be driven by car, train or boat.
Two wineries and a wine hotel
Quinta do Portal
Designed by the renowned architect Alvaro Siza (winner of the Prizer Prize in 1992), this is a
modern, innovative winery, one of the most visited in the area, both for its location and for the
good condition of a wine tourism complex created near vineyards on the shores of the Pinhang
River and the tributary of Douro. The Quinta produces Douro, Port and Muscatel wines.
Quinta do Vallado
Using the facilities of 18th-century estate on the banks of the River Korgo, a modern tourist
complex was built in which wine plays a key role. You can enjoy visiting vineyards, visiting the
wine cellar, visiting a wine tasting, cruising on a boat and many other activities in a unique
natural environment. The DOC's gastronomic restaurant, headed by the chef Rui Paula, is
highlighted (see Restaurants).
3) IN CENTRAL PORTUGAL
The Dao River rises between the mountains inland and forms a narrow basin where vines have
been cultivated since the 12th century. The main grapes is Touriga Nacional and Dão is
considered one of the wine regions with greater appeal because its wines are soft and sleek.
Quinta do Encontro
An impressive round wine cellar built with wooden slats, with a picture and philosophy very
different from what you find elsewhere in Portugal. Designed by architect Pedro Matheus, it has
become an important center for wine tourism in the area. It organizes tours and wine tastings
and has a modern restaurant that serves regional cuisine in a contemporary style.

Lisbon region
The best muscles in the country are produced on the peninsula Setubal and have been known
since the 19th century. Buchella is considered to have the best whites; while in the vicinity of
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Sintra, Colares is the only wine-growing region in Europe that escaped from the plague of
philoser. Its strains, which have not been grafted, produce many special wines.
On the shores of Taygus, Vinhos to Tayo D.O. wineries stretch across the two banks. These
are aromatic wines that can be bright or very full body.
4) Alentejo WINE
Wines from this region have a strong, powerful character and are among the best in Portugal.
Castelo de Vid, Marwao, Portalegre, Krato and Alter to Chao are places with history and tradition
in the north of Alentejo.
3 wine tourist complexes
Herdado to Rossim
A modern winery for modern architecture that combines its own wine production with related
activities: tastings, meetings, walks ... The perfect place to expand your horizons and knowledge
of the wines of Alentejo.
Herdade da Malhadinha New Vacation House and Bath
The only resort that aims to create exclusive experiences using vineyards and wine as a
backdrop, while helping the guests to indulge in their passions. It organizes thematic weeks
dedicated to painting, cooking, horses, photography, wine and village adventure. Chef Joachim
Keller contributed to the menu in the high-class restaurant. The spa offers more than a dozen
different therapeutic rituals; while the winery offers courses for wine tasting and wine production.
It is also possible to take part in harvesting and agricultural tasks.

Spain - cheese as part of the delicacy of good wines in Spain

Cheese and wine are similar to each other, they are a product of fermentation. They are made
of different grape varieties and different milk varieties. There are hundreds of cheeses. The
cheeses are more easily spoiled and difficult to bear, so the knowledge of cheeses from other
countries is usually insufficient.
Cheese really goes well with wine, say the Shoran tasters. Sourcing and wine prefer the
conformity of cheese and wine through the preference of protein over fat.
Many young cow's cheeses with milk flavor, ricotta and mozzarella when prepared with a little
sugar and honey, go well with sweet wines. If those cheeses are salted and seasoned with
spices, the wine should be dry and aromatic, such as risling.
White wines go well with delicate cheeses. If the cheese is more mushy then pickled white
wines or fruit red wines are selected. With the strong hard sheep cheeses according to the
composition go exclusively black wines.
Blue cheeses are hit in Spain with the new type of blue wine created by several entrepreneurs
winemakers with properties and strong flavors and smells of appropriate composite properties.
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Wines of Spain
Temperament and strong - these words are characterized by the wines of Spain. A strong
bouquet of flavors distinguishes them from the ghosts of Italy or France. The highest honor in
the country is red wines. Beyond Spain is the basis of the range. The tradition of making Spanish
wine has more than four centuries. At that time, masters managed to create real masterpieces
that would delight even a gourmet. After all, every house in the country has long created a wine
of its own unique recipes and the secrets of the art of wine are still transferred from the master
to the apprentice. This has caused enormous diversity in the look of an unusual tradition - in
Spanish "marry" wine with a meal. They carefully select a drink on a plate, which is planned to
try. alcohol and a combination of foods is called "marriage." Each restaurant serves the country
to "marry" a bowl with a drink.
From the impersonal of the Elite Grape - Barry capricious. Its taste and impacts on the climate,
even on the soil. These characteristics are the basis of a solid classification fixed in Spain and
at the legislative level. No wonder: a country of wine carries considerable revenue, so this area
is carefully monitored. Wines are classified by the grape variety, region, endurance and body
responsible for the production process. Allows for another grade barrels, in which the drink was
- whether it be dry or sweet wine.
Eating beverages: 1.Vinos de Mesa - This category shows the most simple and cheap wine.
This does not impose specific requirements. The main thing - for health safety. At the heart of
production - mixing of different wine. But it can be fruit from a vineyard, and even from a single
harvest. Occasionally drink quite high quality. Only the owner does not want to engage in
advertising, marketing, and certificates. Unfortunately, the label does not indicate any time the
removal of a crop or place of production. 2. Vinos de las Tierras - of alcohol has territorial
binding. By purchasing, for example, semi-sweet wine in this category, you can easily find out
the place of production. The law clearly regulates how the territory where the drink is produced,
and the name - all recorded. After seeing the label, it can be found on grapes. If one fruit crop
(85%), on the label will tell about it. This wine is considered a vintage.
Vintage drinks: IG - this category includes spirits by indicating the place of origin. Pago says
about a unique product that is produced in small territorial units of the country. I mean the quality
standard, but the brand is not considered. Wine production, which is listed in this category,
engaged in almost 70 regions of Spain! For the case is taken seriously: in each region - its own
advice. Experts first carefully check them offer drinks in the lab and take a tasting. Only then is
it allowed to release. On the label indicate the place of origin of the wine and put a seal on the
board. This ensures compliance with the breeding and production rules, which are specifically
established for a specific region. The inscription «DOCA» says that wine is considered a brand.
Honors fall into this category are assigned several. The difference - exceptional quality for many
centuries. List defined in 1991 to include products from the Rioja region. In 2003, he added an
alcohol produced in Priority, and in 2008 he joined the duo to Ribera del Duero.
Wine of national character Experts make sure that it is red wine best reflects the character of
the people of Spain. Immediate, open-minded, full of taste - these qualities drinks tasters
calming. Maintaining the tradition, the Spaniards must guard it in barrels. Therefore, an
astringent flavor accompanies a pleasant feeling. Make alcohol in a natural way, without adding
alcohol or sugar. Therefore, the most popular option - dry. Semisweet much less common. With
floral and fruit flavors
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With floral and fruit flavors
It seems completely different Spanish white wine. It is inferior to the red pedestal in the
production volume, but the taste is ready to compete. On this drink using Grape Airen or Viura.
Using barrels gives a rich amber color. But alcohol can not be classified only with color. Dry,
semi-sweet, enriched, dessert - the choice is yours. In addition to the taste of oak there are
pleasant floral aromas and fruit tones. To feel this drink in its entirety, they drink it cold.
"Adopted daughter"
Those who tried Spanish rose wine, I admire his taste. For example, several US publications
ratings repeatedly called it the best drink of summer. Only the Spaniards treat him milder. They
consider it incomplete, since production is very similar to the creation of red wine. But it did not
happen coloring, before getting rid of skins from grapes. Use Rosado (very "dry" wine) cooled,
serving cold meats, poultry and salads. Produced in Spain and sparkling wines using French
technology. But do not forget about your traditions of exposure to alcohol. Therefore, the taste
is completely different. And, of course, famous for its sherry country. This strong drink welcomed
from Andalusia.
Districts and taste
When the Spanish men decided to take a break, they said, "Come on, let's drink Rio". And no
matter what brand of wine on the table. Only Rioja - the most famous wine region in the country.
Masters produce wines of different varieties and designations. But all Rioja alcohol is confidently
attributed to the DOCA group. The region is divided into three parts, but, according to Spanish,
the best drinks produced in Alta. So, if you want to try the most exclusive Spanish wine, choose
Alta Rioja. This drink sparkling ruby color. After the maintenance changes the color of dark red.
Her charm - a deep smell, a touch of vanilla and raspberries. Interestingly, the wine Rioa became
famous thanks to the phylloxeraepidemic .... This grape is a disease that swept the regions of
Spain. The winemakers had to negotiate the import of fruits from other provinces. It turned out
that the yield of Rioja has the best characteristics, due to climate and soil. Despite the high value
of a beverage produced in La Rioja, every year, locals are not afraid to be frivolous. In the city
of Haro, Batalladel Vino organizes: people poured wine from each other. After a few hours of
white shirts participants "battle" turned pink. Drink drip hair, boots squelching. symbolic battle
the need to hold must mean, controversial is otherwise the territory between the city of Haro
and Miranda de Ebro go to the neighboring province.
Spanish wine Torres also refers to the popular. It provides the world of Catalonia from the middle
of the XIX century. This brand is an interesting fact. Miguel Torres Carbo - the father of the
current owner of the company - decided to spend their honeymoon in order to promote the
brand. He made a pledge to America, agreed to supply alcohol in large quantities. Today, this
brand produce several types of dry red wine. They are characterized by a variety of extracts,
sugar content and flavor bouquet. Also known areas of Ribera del Duero, La Mancha, Aragon,
Jumilla, Navarra. The famous vineyard of Toro in the province of Valladolid. Among the quality
criteria - exposure time. Noble is 1.5 years old, Anejo - at least two years old, Viejo - older wine
for at least three years. At last you need to work, heat, light and oxidation processes. But
Reserve is labeled in barrels and bottles for at least three years. Even regulate the volume of
the container - not more than 300 liters. Gran Reserve requires five years of aging.
Sensation from Spain - blue wine!
So far, you've seen and tasted numerous red wines, white wines, and some rosy wine, but given
the advancement of technology and methods of research, it is clear that new varieties and wine
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colors are waiting for us. So from the Spanish Basque region, a new sensation is coming - blue
wine.
The collaboration of Basque and AztiTecnalia University, a special food research department
based on the Basque government, resulted in the first autochthonous variety of blue wine, which
from the start has caused enormous interest on a global scale. It is not about grapes that
originated in a laboratory, but from vineyards in La Rioja, Zaragoza, León and Castilla-La
Mancha.
Now you wonder where the blue color of the wine? It is about 11.5 percent so-called ABV juice
filled with neon blue from anthocyanin, that is, the pigment that is found in the grape and indigo
shell, the color obtained from the plant Isatistinctoria. The researchers argue that the whole
process and ingredients are natural.GIK co-founder Aric Lopez says he grew up in a country
with a huge wine culture, but a revolution is needed in that segment. They found the inspiration
in the book of V. Chen Kim, "Blue Ocean Strategy", which explains the relationship of business
markets, that is, innovations and the creation of new variables.A bottle of 750-gram blue wine
GIK Live can be bought at a price of 10 euros in Spain, but is expected to start selling in France,
the United Kingdom, the Netherlands, and soon in the United States

Bulgaria - Wine-tasting
Bulgaria was the world’s second-largest wine producer in the 1980s; the fall of communism
called last drinks on that party, but thanks to investment and innovation, they’re again rolling
out the barrel. The country has five official wine regions, each with their own microclimates
and grape varietals: cleanse your palate and hop aboard our tastings tour of Bulgaria’s best.

Danube Plain (northern) region
Taking in the fertile plains between the Danube and the vast Stara Planina range, this dry,
sunny region is home to 35% of Bulgaria’s vineyards. Winegrowers here cover all bases,
producing classy dry whites (Chardonnay, Riesling, Sauvignon Blanc and Aligoté are
favourites), reds including Cabernet Sauvignon, Pamid and Merlot, and the sweet-but-notcloying Muscat Ottonel. The deep purple, slightly spicy Gamza is the region’s signature drop.

Black Sea Coast (eastern) region
Running down the coast from Romania to Turkey, this region houses about 30% of Bulgaria’s
vineyards. With long, hot summers and mild autumns, conditions here are ideal for white
grapes. Top local drops include Dimyat, Traminer, Riesling, Muscat Ottonel, Gewürztraminer
and excellent Sauvignon Blanc.
The Valley of Roses (sub-Balkan) region
Better known for rose oil production, this small region (south of the Stara Planina range and
north of Bulgaria’s second city of Plovdiv) nevertheless packs a punch when it comes to
producing dry whites. It’s particularly famous for Misket, grown to perfection in the Sungurlare
Valley. The jumping-off point for trips in the valley is the town of Kazânlak.
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Struma River Valley (western) region
Found in Bulgaria’s southwest – between the River Struma and Pirin Mountains – this small
but significant region is home to the equally small but significant village of Melnik. Despite
having a population of under 400 people, Melnik is a nation-leader in producing strong reds; its
signature drop, Shiroka Melnishka Loza, was a favourite of Winston Churchill’s, who used to
order it by the barrel. The region’s arid, Mediterranean climate also makes it ideal for Cabernet
Sauvignon and Merlot.
Thracian Lowland (southern) region
This region – south of Stara Planina and extending to the Sakar Mountain – produces one of
Bulgaria’s most famous wine grapes: the red, spicy Mavrud. Other ripper reds include Merlot,
Cabernet Sauvignon, Red Muscadine and Pamid. The Bessa Valley sub-region has serious
vintage: wine has been produced there (by the Dionysus-doting Thracians) since the 5th
century BC.
Make it happen
Many wineries offer tastings and tours, even if they’re not advertised: contact them via their
websites. And if wine history pops your cork, Bulgaria is home to wine museums including one
spectacularly set inside a cave in Pleven and the new Museum of Wine in Melnik.
Cheese tours in Bulgaria
Sofia district is situated in the central part of Western Bulgaria.
Cheese making tradition is kept in a small family farms. They produce white or yellow
Bulgarian cheese from sheep’s milk, from cow’s milk and from goat’s milk. Most of them have
their own tasting where visitors can experience the wide range of environmentally friendly
dairy products in combination with delicious homemade wine and aromatic teas with native
and exotic tastes richly seasoned with pure honey from the region.
The diversity of the landscape, the wonderful natural resources, favourable climatic conditions
and perennial traditions of the population are the main factors that determine the development
of tourism in the Sofia region in all its forms and diversity, in all seasons of the year. In the
area there are a lot of churches monasteries, museums, ski resort, mountains, lakes and
waterfalls.
The vast wealth of mineral springs and water is a prerequisite for the development of sports
and recreation in the area. Priceless heritage represented by the archaeological, historical,
cultural and architectural monuments, unique folklore traditions, festivals, crafts and traditional
industries determines the development of cultural tourism in the area.
The object of undying tourist interest are a number of protected areas and natural attractions
in the Sofia region included in the national park “Central Balkan” Nature Park “West Balkan” –
waterfalls, unique rock formations and ancient trees. In the municipality of Dragoman is the
largest wetland in Bulgaria – Dragoman marsh where you can see more than 220 species of
birds
24/5000
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MACEDONIA - more than 2000 years of WINE making tradition

The Republic of Macedonia is an ancient biblical country, geographically located in the central
part of the Balkan Peninsula in Southeast Europe. The name "Macedonia" is in fact the oldest
surviving name of a country in the continent of Europe. Archaeological evidence shows that old
European civilization flourished in Macedonia between 7000 and 3500 BC. Macedonia is located
in the southern Balkan Peninsula, north of ancient Greece, east of Illyria, and west of Thrace.
The ancient Macedonians were a distinct nation, ethnically, linguistically, and culturally different
from their neighbors. The origins of the Macedonians are in the ancient Brygian substratum,
which occupied the entire Macedonian territory and in the Indo-European superstratum, which
settled here at the end of the 2nd millennium.
The Republic of Macedonia remains one of Europe’s last undiscovered wine countries.
Throughout the centuries, the geographic region of Macedonia, which represents a natural
crossroads, has been contested by various kingdoms and empires. Macedonia as the Pearl of
the Balkans has diverse terrain which matches her rich history. Its national parks showcase the
true beauty of the country.
The Republic of Macedonia remains one of Europe’s last undiscovered wine countries: a natural
paradise of vineyards, mountains, lakes and rivers, where life moves to a different rhythm,
amidst the sprawling grandeur of rich historical ruins and idyllic villages that have remained
practically unchanged for centuries
From Skopje, across Veles, Negotino, Kavadarci and Demir Kapija, all the way to Gevgelija, the
road is overflown with immensely vine plantings and numerous wineries, which authentically
narrate the century long story of the wine, inextricably connected to these areas.
Macedonia is at the border of Mediterranean and Continental climate, with warm, dry summers
and autumns, and relatively stable winters with mild temperatures.
CLIMATE
Macedonia is at the border of Mediterranean and Continental climate, with warm, dry summers
and autumns, especially in July and August, there are absolutely extreme maximum
temperatures up to
45 C and relatively stable winters with mild temperatures.
The drought index shows that Central region of Macedonia, the Vardar River Valley wine region
belongs to the group of arid regions. The amount of rainfall in this region is 40% lower compared
to the other part of the territory of Macedonia.Annual rainfalls range from 440mm to 740mm.
GRAPE VARIETIES
It is believed that great wines can only be made from great grapes. Macedonia’s varied terrain
offers a choice of vineyard locations. The fruit in our reds comes from lower altitude vineyards
with rich, heavy, and clay–filled soils. In other vineyards, the cooler environment contributes to
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freshness and harmony in the white grape varieties, planted on lighter soils and at higher
altitudes. Owing to the extremely favorable climate conditions, Macedonian eco-friendly
grapes are sprayed only up to 4 time a year.
WINE REGION
VARDAR RIVER VALLEY
WINE REGION
1.000.000 inhabitants and annually is hosting more than 2 million tourists. The region is
located in the heart of the Balkans and as a major transit zone of the Balkan Peninsula, it’s a
interaction a huge number of passengers.
The influence of the Mediterranean and Continental climate and 260 sunny days during the
year, in a harmonious relationship with the pitch, which represent a plane with hilly patches
where deluvial, resident, cimentite forest soils and smolic smaller areas are dominated, makes
it perfect for viticulture and wine making. The hight of the vineyards varies from 110 – 650
meters.
Currently there are 21.000 hectares of vineyards providing livelihood of some 26.295 grape
growing families dedicated to produce wholesome sun kissed grape clusters of world WELL
known but also diversity of indigenous varieties Smederevka, Temjanika, Belan, Zupljanka,
Zilavka from whites and Kratoshia, Prokupec and flagship red variety, powerful Vranec. In this
region officially are registered 69 (from the 84 total) wineries that annually processes 256,000
tons of wine grapes and produce 850,000 hl of wine.
PELAGONIJA-POLOG
WINE REGION
The region of Pelagonija-Polog is situated in the South and Southwest of the country. 13% of
all wine produced comes from this region. The vines are grown at an altitude of between 600m
and 680m, on the plateaus and small mountains that characterise this region. The climate is
predominantly that of high mountains, characterised by cold and humid winters and hot and
dry summers.
On average, 87 days have a temperature of over 25C. Annual precipitation levels are between
570 and 700mm. Brown soil is the predominant type, as well as vertisol, tchernozem and
cinnamon in some cases. Red wine grapes grown in this region include Cabernet sauvignon,
Gamay, Merlot, Pinot noir, Prokupec and Vranec.
The white wine grapes include Riesling, Chardonnay, Sauvignon Blanc, Zhilavka and
Smederevka. The region of Pelagonija Polog includes six wine districts: Prilep, Bitola, Prespa,
Ohrid, Kichevo and Tetovo.
PCHINJA-OSOGOVO
WINE REGION
The region of Pcinja-Osogovo is situated in the Northeast of the country; this region is the
most mountainous and the most arid. The vines are mainly grown on the mountain slopes with
an altitude of 440 to 850m. The climate is continental temperate, colder than Central and
Eastern regions with strong northern winds.
On average, there are 110 days with a temperature of over 25C in summer. Average
precipitation levels are 550l/m each year, and between 300 and 400mm during the vegetation
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period. Periods of drought are rare during this time. The vines are mainly grown on diluvial,
cinnamon and brown soil on limestone rocks. It is estimated that 4% of all wine production
occurs here.
Traditional red grape varieties dominate, including Cabernet sauvignon, Gamay Noir, Gamay
Teinturier, Pinot noir and Vranec. The white wine grapes grown here are Muscat Ottonel,
Sauvignon Blanc, Riesling and Zilavka. This region encompasses the following disticts:
Kumanovo, Kratovo and Pijanec.
REGION
– Macedonia is in the C3 area of the oenological map – Other regions include Mediterranean
France, Corsica, Southern Italy and Spain
– Region ideal for viticultivation of the best quality RED grapes
– Adding sugar is prohibited
WINES OF MACEDONIA
Wines of Macedonia (WoM) is an organization that unifies the work of Macedonian wine
producers, committed to promoting the quality and image of Macedonian wine throughout the
world.
The Association is established in April 2010 as a NGO to represent common interests of its
members as well as:
• provide strategic support to the Macedonian wine sector including developing the wine and
viticulture industry in Republic of Macedonia
• increase export of both bottled and bulk wines
• build an umbrella recognition of Macedonian wines
on the regional and international markets
• advocate in front of Government of Republic of Macedonia
and other relevant institutions.
A glass full of sun is a glass full of good mood and positive emotions!
The Macedonian sun shines over the carefully selected grapes that will later become
the finest wines… Therefore, every time you taste Macedonian wine, you taste the
beautiful Macedonian spirit, climate & optimism.

Cheese sensations of Macedonia
Macedonia has environmentally clean meadows and pastures teeming with specific flora that
gives the white and yellow cheeses produced in this region their special taste and aroma.
Over the centuries, cheese has been an important part of traditional cuisine. The white cheese
is similar to feta and can be made out of goat, sheep or cow milk, or a mixture of sheep and
cow milk.
When we speak of yellow cheese, one must know that the most famous are made in Galichink
and Lazaropole.
For their uniqueness, we can highlight cheeses from three regions – Mariovo, Berovo and
Galichink. These rare cheeses are a national Macedonian feature; their quality is due to the
natural ambiance and the healthy environment in which they are produced.
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The Mariovo hard cheese, the dairy specialties from Maleshevo and the sheep cheese from
Galichnik are an integral part of Macedonian cuisine and no one has ever remained indifferent
towards their specific taste and special aroma. The cheese is usually made by masters who
follow ancient ways of preparation.
When you taste Macedonian cheese, you taste the mountains and the eternal greenery,
as well as the traditions and secrets used by the master cheese makers.

Wine and cheese make the perfect pair. This guide will help you with the best way to
mix and match two of life’s greatest culinary pleasures
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