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Abstract Wine, viticulture, and winemaking are an important
cornerstone of economic development, culture, and tourism. Especially
in wine-growing parts of the world where symbols related to wine are
used even as local or national symbols. Viticulture and its complementary
branches are differently developed in different parts of the world – the
predisposition of further development, however, is also influenced
importantly by positions of different identification referential groups
which they have towards the use of wine and further development of the
profession. Based on the research of standpoints of the mayors in the
Republic of Slovenia, which could be presented as “wine-growing
country” with regards to the extent of the vine, we can assert that mayors
with their relationship towards wine and their operations influence the
use of local wine for the tourist promotion of destination importantly.
According to that, we figure out that mayors play an important role in the
development of “public policy” in the local environment. In the forming
of the positions towards the use of wine for the promotion, the direct
experiences are important, as well as the environment where the mayors
come from and all identification elements in the sense of cultural heritage,
tradition, and development of the branch.
Keywords: • wine tourism promotion • local - self-government • local
identity • national identity • mayors • Slovenia
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Introduction

The wine-growing areas of the world are divided into two parts (in Old and New
World wine regions). These are places where wine culture implies the way of life
with wine and the understanding of wine (Medved, 1997). However, the changes
that occurred in the wake of globalization have led to worldwide knowledge of
the term “wine culture”.
In the last decade, wine tourism became a key player in gastronomic tourism
(López-Guzmán & Sánchez Cañizares, 2008; Hall & Mitchell, 2000), e.g. in Italy
(Del Chiappa et al., 2019), France (Thach & Cogan-Marie, 2018), Australia
(Sigala, 2019), Portugal (Lavandoski, et al., 2018). It plays an important role in
preserving the cultural landscape. It is widely recognized as one of the key
strategic development activities based on the high quality of wine production, the
rich cultural tradition of wine growing, and well-developed infrastructure
(UNWTO, 2017). According to Hall et al., (2000), the wine tasting and/or
experiencing other specialties of the wine region are the central motive of the
tourist who experiences the wine tourism service.
The wine or wine symbolism is closely connected to religions, poetry, and
literature. In doing so, the wine is given a special symbolic value. That symbolism
can be built locally or it can grow into national significance. Several authors
explore the area of wine with the emphasis on regional identities, tourism or legal
regulation (Soontiens, et al., 2018; Hashimoto & Telfer, 2019; Markowska &
Lopez –Vega, 2018; Martinez & Morales, 2016; Tomazzoni et al., 2016).
On the local level where the wine is produced, the wine represents a context that
plays an important identification role. This means that it is also used for promotion
and, consequently, for tourism promotion. To connect concepts “wine
production”, “viticulture promotion”, and “wine tourism”, we also need to
consider the location where the activities are carried out and the main stakeholders
that play a key role. In addition to winegrowers, there are also mayors (the
representatives of local self-government) who help when it comes to the area of
wine promotion. Mayors have a significant influence on decisions in the
development and planning of the local community activities. The mayors take care
of the enforcement of the decisions of municipal councils. The priority to form
the proposals which are the basis for decision-making of the municipal council is
in the domain of this executive power. Unofficial mayor’s power is also important.
Mayors can help in organizing the tourism in the field of local self-government.
They can order the preparation and implementation of various strategies (also the
strategy of the development of tourism). They have all the competencies and
powers to organize activities that connect tourist workers, companies, and experts.
They have also opportunities for fundraising from national and international
projects. All these are the activities by which the mayors can express certain

LEX LOCALIS - JOURNAL OF LOCAL SELF-GOVERNMENT
M. Žibert, Č. Rozman, M. Rangus & B. Brumen: The Role of Slovenian Local
Government in the Wine Tourism Promotion

741

positions. Priorities and positions the mayors and other representatives of the local
self-government in municipalities have are an important point in planning all
essential strategic decisions, therefore the measurement and following of the latter
are a very important activity.
According to Dredge (2001), the local government has an important role in
tourism planning and development. However, it has been criticized for not being
more proactive. The public service provision for entertainment, culture, and arts
remains a non-mandatory requirement (Borrett, 1991). Nevertheless, they play an
important role in providing specific events in the community (Shone & Parry,
2001). According to Thomas & Wood (2004), the public sector is responsible for
a large proportion of the special events (also touristic) provided for the
community.
Slovenia is such a destination where municipalities and local self-government
plays an important role in tourism development. The country of Slovenia has the
potential to develop wine tourism (Jurinčić & Bojnec, 2009; Potočnik-Slavič &
Schmitz, 2013; Kerma & Gačnik, 2015). The fact that Slovenia will be the
European Capital of Gastronomy in 2021 also shows that this can be confirmed.
On the national level and in strategy papers, however, wine, winemaking, and
viticulture do not play a significant role despite the relative importance of the
industry and rich tradition. Mayors may show the importance of wine and tourism
development with their views on its use for tourism promotion.
Based on that foresight, the principal research questions are: A. What is the
attitude of representatives of local self-government – mayors towards the use of
wine for tourist promotion? B. Is there a difference between the mayors’ attitudes
and the actual situation concerning the use of wine for tourist promotion?
The article is based on a critical analysis of the research related to the concept of
diverse symbols with the importance of the meaning of the attitudes in identity
formation. The article is connected with the empirical part by analyzing the impact
of attitudes on the use of “local symbols” for promoting the region and tourism
(Figure 1).
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Figure 1:

Key concept of research - relation: Local self–government – Wine –
Environment

The purpose of this paper, therefore, is to research the influences of the attitudes
of local self-government representatives on the use of wine for tourism promotion
while distinguishing between attitudes and actual use. In doing so, lessons that are
relevant to other wine destinations (winegrowing areas where mayors play an
important role in tourism development) need to be recognized. First, however, it
is necessary to review wine as an element of wine tourism.
The structure of the paper is the following: in Section 2, we present the relevant
literature connecting concepts of “wine”, “promotion”, and “symbols”. In Section
3, we describe our research methods and data. In section 4, we give the results,
discussion and we conclude our paper with final remarks in Section 5.
2

Literature overview

To understand the full context of the empirical part of the research, we have to
analyze the concept of wine represented as a local and a national symbol and its
promotion related to that. We have to understand the role of mayors when using
symbols connected to wine for promotion purposes.
Wine is primarily considered as part of agriculture, entrepreneurship, and cultural
heritage. When considering wine as a means of tourism promotion on the national
and local level, however, we have to understand its ambiguous role. Alcohol use
is associated with a wide variety of psychological, medical, and social problems.
Babor (1992) explained links to accidents and aggressive behaviors. While
moderately enjoyed, it represents a high level of culture. The wine culture initially
focused on wine production. Nowadays, however, it has begun to integrate into
the experiential and tourism aspects of the industry (Williams, 2001).
Professionals often discuss wine as a product, particularly in the context of enogastronomic tourism. Kerma (2014) points out that food and wine are
complementary and related segments of the tourist market. Thus, tourism could
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be perceived as an instrument that brings together local cultures (Jintalikhitdee &
Laothamatas, 2018) and tourists.
By its second, equivalent role, the use of wine plays an important role in
promoting the local identity. It shows the priority in the cultural enjoyment of
wine which is a part of the tradition and a part of the local population.
Wine – a part of national and local identity is often depicted in various symbols.
The next paragraph presents wine as a local and national symbol.
2.1

Wine – local and national symbol

A symbol can represent intangible and invisible. It could be material and visual
objects and it could symbolize special values (Monnet, 2011). Symbols have the
role of an identification sign (Bourdieu, 1989). Among signs and symbols, there
are differences. Symbols represent indirect image while the signs represent the
meaning of the message indirectly (O'Connell et al., 2007).
All the symbols and their use are full of their main function: They are the sources
of uniting, communicating, and presenting human experiences or impressions
(Šifta & Chromý, 2017).
The national sense of community is symbolized by an anthem, coat of arms, and
flag (Bechhofer & McCrone, 2012; Elgenius, 2011; Eriksen & Jenkins, 2007).
According to Šifta & Chromy (2017), regional symbols are an important
characteristic in forming the identity of the region because the act in the role of
local representative function which, according to Šifta (2016), emphasizes the
local specificity and uniqueness.
In several parts of the world, many national and local symbols express close
identification with wine because the images of grapes, grape berries, and glasses
or bottles emerge as a part of local or national symbolism, among others, in coatof-arms, flags, and anthems. The anthems of Hungary, Germany, and Slovenia
mention and sing praise to wine. In as many as 23 municipalities of Slovenia, the
symbol of grapes appears as a part of the local coat-of-arms. According to Palmer
(1999), the main point with regards to such a sign or a symbol is their ability to
transmit the meaning for a transfer of very specific messages about the nation and
its culture. Therefore, the identification with wine can be understood as a
consequence of the tradition of the region (tradition of viticulture). These symbols
reflect the region's peculiarities and sovereignties (Semian et al., 2016; Šifta,
2016; Monnet, 2011). Palmer also said that national symbols can be appropriate
and accepted to create a characteristic feeling of nationality for tourists.
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When referring to wine as a symbol of a region or a nation, we understand not
only geographical space (MacLeod, 1998) but also regional marketing and
marketing of brands (Andersson, 2014; Braun, Kavaratzis & Zenker, 2013;
Papadoupoulos, 2004).
In a sense of regional and national symbolic identification, special attention must
be paid to promote. The symbolism of a region is constructed from a series of
regional symbols (Šifta & Chromy, 2017). In our case, therefore, we will discuss
the promotion of the symbol of wine. We must mention ambiguity concepts when
dealing with wine tourism. Despite all its good qualities, wine is an alcoholic
beverage which can have damaging and lasting consequences for human physical
and mental health. At the same time, it can have negative influences on society.
Hence, ethical questions and regulations of the promotion of alcoholic beverages
are very important and, therefore, a mandatory part of every discussion about the
use and the consumption of wine. Thus, it is not senseless to warn of the possibility
to promote something negative with the use of symbols which represent wine and
its complementary activities.
2.2

The views of representatives of local governments

People inside and outside of a region can have different attitudes and different
ways to interpreted things or symbols (Paasi, 2013). Views of local selfgovernment representatives are decisive since they affect the connections of
people in municipalities in some ways.
The social group to which an individual belongs has an important role in forming
attitudes. The group asserts its influence by stressing the group value system.
According to Ule (2005), if those groups are also the identification (reference)
groups for the individual at the same time, i.e. the groups whose value system the
individual accepts mostly and identifies herself with it, their impact is particularly
outstanding (Ule, 2005). In our case, the representative of the identification
(reference) group for the inhabitants of a municipality may be the mayor. That is
only one of the mayor’s additional unofficial roles of exerting the different public
policies in the local community.
Therefore, the attitudes of representatives of local self-government towards the
use of wine for tourist promotion are important. Attitudes of representatives of
local self- government give additional appreciation to wine as an element of
tourist promotion.
The mayors represent the executive power on the local level. The executive
powers and priority to prepare proposals for decision-making of the municipal
council is vested in the mayors, which we can understand as an important informal
impact on the decision in municipalities. The informal mayor’s power is also

LEX LOCALIS - JOURNAL OF LOCAL SELF-GOVERNMENT
M. Žibert, Č. Rozman, M. Rangus & B. Brumen: The Role of Slovenian Local
Government in the Wine Tourism Promotion

745

important. Mayors can help in organizing the tourism in the field of local selfgovernment. They have the power to decide for the preparation and
implementation of various strategies (also the strategy of the development of
tourism). They have all the powers to organize activities that connect tourism
stakeholders in a local community: producers, various companies, and experts.
They also have opportunities and responsibility for fundraising from national and
international projects. All these are the activities with which mayors can express
certain positions and execute their powers. Priorities and positions the mayors and
other representatives of the local self-government have in municipalities are an
important part of planning many essential strategic decisions. Therefore, the
measurement and following of the latter are a very important activity.
Positions of the representatives of the local self-government are the basis for
strategic decisions also in the field of (wine) tourism. We have decided to ask
about the opinions of the mayors because of the strategic importance the mayors
have in local communities. Namely, mayors are those who decide on the strategies
in local communities, from decisions about water management to support for
cultural events. Execution of strategies lies in the hands of their subordinates,
either directly of the municipal administrative workforce or of the external entities
linked to the strategy execution. If mayors do not emphasize or support a
particular field of operation in the local community, no lower-level work can
supplement the lack of support. Hence in the present research, we are interested
in the viewpoints of mayors and their opinions and not in opinions of, for example,
owners of local tourist companies. Other players in the field may indeed have
different opinions and views; however, the opinions of makers of strategic
decisions are of interest in the present research. Positions towards the use of wine
for tourist promotion can be positive or negative.
In human behavior (mostly in the model of explaining and its prediction),
positions play a central role in the context of social psychology. Positions direct
our actions in the world. Because of the close connection between positions and
behavior, positions are key to form a social construction of a subject (Ule, 2005).
They influence our thinking, judgment, and evaluation (Babšek, 2009).
Relationships (or positions) of actors of national, regional, and local development
influence the function of regional symbols (Šifta, 2016). It depends on their
interpretation of symbols whether and how these symbols will express the
continuity of a region through time in a way how they connect the past with the
present (Šifta & Chromy, 2014) and how this will contribute to strengthening (or
weakening) of a region in international competition, e.g. with attracting tourists
and investors (Šifta, 2016). For regional symbols to fulfill the role of the including
factor, they, first, have to be an expression of the consensus of those who should
present them (Šifta, 2016). Motivations of different actors in the use of symbols
are different. By their use, some strive for economic development, others for
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political goals, and the third for recognizability (Hospers, 2011). This is how it is
emphasized additionally that symbols represent the essential meaning in forming
the image of the region – mostly from the perspective of marketing
(Papadoupoulos, 2004; Ikuta, Yukawa, & Hamasaki, 2007; Hospers, 2011).
2.3

Wine in Slovenia

Slovenia as a wine region is divided into three winegrowing regions. Vineyards
are located in 124 of 212 municipalities (SORS, 2017). Wine is also used for other
products. In Slovenia creams, soaps, wine vinegar, liqueurs, and spirits are made
from wine. In some parts of the country, especially in the Dolenjska and Štajerska
region, winemaking and viticulture is a part of everyday life. The oldest vine plant
in the world grows in Slovenia. This vine plant is over 400 years old and is
recorded in the Guinness book of records (Glenday, 2004). The Mayor of Maribor
where the vine is growing uses the wine produced from the oldest vine in the world
for protocol presents. In recent years, there has been an increase in wine tourism
in Slovenia (Kerma & Gačnik, 2015). Among other promotional activities, the
title of the Wine Queen of Slovenia is also dedicated to the promotion of
viticulture, wine culture, and other activities.
Many national and local symbols in Slovenia express close identification with
wine. For example, the greatest Slovenian poet France Prešeren, the author of the
Slovenian national anthem, addresses his fellows in the first strophe of the poem
“Zdravljica” (The Toast) and offers wine. He also wrote the whole poem in the
shape of a wine glass. Additionally, the figure or the symbol of grapes appears in
the coat-of-arms of 23 out of 212 local communities.
In the EU, states offer legal and regulatory bases on the wine market together with
their institutions (Meloni & Swinnen, 2018). In Slovenia, this is the case too.
Based on a review of municipal development strategies, wine is connected with
many tourism activities in most municipalities located in Slovenian winegrowing
regions. In many municipalities, documents related to strategic tourism
development can be found. All these documents identify the existing tourist offer
of the municipalities, development potentials, and development priorities of the
sites.
3

Research

Using the participative method (questioning method - use of a survey
questionnaire) and further with other methods (compilation method, method of
reduction data - factorial analysis), answers to research questions were sought.
Based on our research question we state the research hypotheses. Next, we present
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the instrument used to collect the relevant data, then define our population and
sample. Finally, we present the use of factorial analysis on the collected data.
3.1

Research questions and hypothesis

Our research is aimed at finding out what are the attitudes of members of local
self-government towards using wine for tourist promotion. To that end, we set two
research questions. A. What is the attitude of representatives of local selfgovernment – mayors towards the use of wine for tourist promotion? B. Is
there a difference between the mayors’ attitudes and actual situation with
respect to the use of wine for tourist promotion? To answer these two research
questions, we set the following hypotheses:
H01: Majority of mayors have a neutral attitude towards the use of wine for tourist
promotion.
H02: Majority of mayors have a neutral position on the wine as the identification
element important at local scale.
H03: Majority of mayors have a neutral position on the wine as the identification
element important at national scale.
H04: There is no difference between the mayors’ attitudes and actual situation
with respect to the use of wine for tourist promotion.
In the case of the research question A and the hypotheses H01, H02, and H03, we
are essentially interested whether the positions of the representatives of local selfgovernments towards the use of wine are actually connected with the tourist
promotion in their respective communities. Here, we are looking for the answers
to the questions whether a) wine represents an identification element of region or
the municipality to a certain extent, where mayors use wine as promotion means
by means of business presents and the choice of the so-called “mayor’s wine” or
b) they see it as an distributional inns and stores element or c) have no special
position towards the use of wine and are undecided or d) they do not see the role
of wine in the function of the element of tourist promotion.
For research question B and the hypothesis H 04 we checked whether there is a
difference between the positions that the mayors have towards the use of wine for
the purpose of the tourist promotion on one side and the real situation on the other
side, i.e. how the mayors in the local environment understand the function and the
use of wine.

748

3.2

LEX LOCALIS - JOURNAL OF LOCAL SELF-GOVERNMENT
M. Žibert, Č. Rozman, M. Rangus & B. Brumen: The Role of Slovenian Local
Government in the Wine Tourism Promotion

Instrument

After reviewing the scientific literature (studies and theories related to the
development of the tourism and wine sectors, promotion activities of local
symbols of local self-government) presented in the previous section, we have
prepared a questionnaire on attitudes of representatives of local self-governments
towards wine as an element of tourism promotion.
212 questionnaires were distributed among respondents, out of which 67 surveys
were returned i.e., 31.6% of all respondents. In the first part of the questionnaire
the respondents evaluated 14 statements with marks from 1 (absolutely do not
agree) to 5 (agree completely), giving an estimate of the extent of agreement with
the statements widely related to attitudes towards the use of wine for promotion
purposes. In the second part, we verified how much the individual statements are
true for the individual mayors. The second part of questionnaires comprised 4
statements. The mayors had to mark the statements with “true” or “not true”.
3.3

Population and the response

The validity of the response was evaluated within all received surveys.
Taking into account the population of 212 municipalities, the response
representativeness was tested by chi-square test (X2). For validity verification we
checked geographic location, sex and size of municipality (number of
inhabitants).
For the variable geographic location, chi-square was 0.087 and significance level
p = 0.768. For the variable sex, the chi-square test was 3.326 with significance
level p = 0.068. The variable municipality size gave a chi-square value of 4.285
and the significance level was p = 0.369.
As none of the results is statistically significant (based on null hypothesis of no
difference between the population and sample), it can be concluded that the
research sample is representative and applicable to the entire population.
The data on municipality size, geographical location and gender of mayors are
presented in Table 1, 2 and 3, respectively.
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Table 1:

Municipality size

Municipality
size
(according
to
the
number of inhabitants)
100.000 inhabitants and
more
20.000 up to and
including 99.999
10.000 up to and
including 19.999
5.000 up to and
including9.999
Up to 4.999
Total
Table 2:

Number
of
all
municipalities in the
country
2

Responses

response %

2

3

16

3

4,5

34

12

17,9

48

13

19,4

112
212

37
67

55,2
100

Geographical location

Geographical location
wine-growing region of
Slovenia
non wine-growing region of
Slovenia
Table 3:
Gender
male
female

3.4
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Responses
38

%
56,7

29

43,3

Gender
Responses
58
9

%
86,6
13,4

Factorial analysis-formatting merged variables

As individual variables (mayors’ attitudes towards use of wine for tourist
promotion, attitude towards wine as an element important at local and national
level) were not meant to be analyzed individually in our research, we decided on
merging the variables using a factorial analysis. Before the start of merging, the
statements in negative form were inverted so all statements were set to equal form
of value.
The factorial analysis was effected on the first part of the questionnaire, i.e.,
among 14 statements where respondents in their answers indicated the degree of
agreement with individual statements according to Likert’s scale.
Table 4 presented below is presenting the results of the factorial analysis, where
the rotation converged in 5 iterations.
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Rotated Component Matrix
Components
1
0,878
0,839
0,816
0,680

2
3
T6
T8
T4
T3
T2
0,858
T1
0,840
T7
0,779
T11
0,688
T14_r
0,913
T15_r
0,806
Extraction Method: Principal Component Analysis.
Rotation Method: Varimax with Kaiser Normalization.

For the factorial analysis the principal component analysis was used, since the
principal aim was to determine the number of individual variables with which the
total variability can still be described. To that end, the rotation method Varimax
was used and the recommended value 0.4 was selected to be the minimum weight
for conservation of variables (Lawlay & Maxwell, 1971). The original solution
contained four components in accordance with the Kaiser scale, however some
variables had weights smaller than 0.4 on all components, whereas some variables
had weights larger than 0.4 on two components.
Those doubtful variables were isolated one by one, until a simple structure
resulted, the final solution containing 10 variables distributed to three
components.
The groups formed in the factorial analysis are helpful in further steps for the
analysis of hypotheses H01, H02 and H03.
The Table 5 presents the factorial analysis and our explanation of formed groups.
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Table 5:

1
2
3
4
5
6
7
8

9
10
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Distribution of factors
Wine as symbol – group 1
T3: Wine is an important motivator to travel and explore new destinations.

T4: Wine is one of decisive factors sending the tourist or visitor back to the
destination and environment, where he tasted the wine.
T6: Wine represents an identification element of the state of Republic of
Slovenia.
T8: Wine strengthens the image of the entire country of Slovenia.
Wine as promotion - group 2
T1: In our municipality, wine is used for tourism promotion purposes.
T2: In our municipality, wine is one of key elements of tourism promotion.
T7: Wine enhances the image of a destination, including the municipality I lead.
T11: In our municipality, we appreciate, support and promote the work of our
local producers.
Negative wine - group 3
T14: Promoting wine is inappropriate, as excessive consumption of wine is
harmful to health.
T15: As a representative of local government I am very disturbed by the use of
wine for promotion, I prefer to avoid it.

In Table 5 it can be seen that statements T3, T4, T6 and T8 belong to the first
group, named “Wine as symbol”. The contents of individual statements are related
to the topic which will be analyzed by hypothesis H02 in further research.
Statements T1, T2, T7 and T11 form the second group named “Wine as
promotion” and will be tied in with the analysis of hypothesis H 01. Statements
T14 and T15 belong to the third group named “Negative wine”. Those statements
will be further considered in the analysis of hypothesis H 03.
Before pursuing the analysis the inner consistency of the individual groups was
verified. We calculated Cronbach alpha for each factor or group. For all three
groups the values of Cronbach alpha are higher than 0.7, which indicates good
inner consistency (Cronbach & Richard, 2004). For the group “Wine as symbol”,
the result Cronbach alpha value is 0.823, for the group “Wine as promotion” 0.849
and 0.818 for the group “Negative wine”. The results are shown in the Table 6.
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Reliability Statistics

Group
Wine as symbol
Wine as promotion
Negative wine

N of Items
4
4
2

Cronbach’s Alpha
0,823
0,849
0,818

Prior to analyzing the individual hypotheses, also the normality of distribution of
answers was verified as it helps to choose the individual tests needed in the further
analysis.
Table 7: Tests of Normality
Kolmogorov-Smirnova
Statistic
df
Sig.
T3,T4,T6,T8 – “Wine as symbol” 0,088
67
0,200*
T1,T2,T7,T11 – “Wine as promotin” 0,081
67
0,200*
T14_r,T15_r –
0,160
67
0,000
“Negative wine”
*. This is a lower bound of the true significance.
a. Lilliefors Significance Correction

Shapiro-Wilk
Statistic df
0,976
67
0,973
67
0,879
67

Sig.
0,211
0,157
0,000

The groups were formed from ordinal variables and we check their frequency
distribution. The results witness that the groups “Wine as symbol” and “Wine as
promotion” do not deviate from the normal distribution, while the third group has
a distribution deviating from the normal one (Table 7).
4

Results

Within the framework of the research, we have set two research questions. Firstly,
we were ascertaining what kind of attitude representatives of local selfgovernments have towards the use of wine for tourist promotion. Secondly, we
were interested in whether there are any differences between the attitude to use
wine for promotion and actual usage of wine for touristic promotion. As we
learned before, regional symbolism has to be, in the first place, an expression of
the consensus of those who should represent it if we wish it to fulfill the role of
the including factor – e.g. in the sense of the element of the promotion of the
region.
Hypothesis H01
Several statements helped to verify the hypothesis H01, related to the first research
question (the statements grouped into the group “Wine as promotion”). As this
group is distributed normally (Table 7), the t-test was used for one sample to verify
this hypothesis and the neutral answer was taken for the test value, i. e., the value
3 (the value 3 on the Likert’s scale represents neutrality). The test result is
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statistically significant, so it can be claimed that mayors have a different attitude
than neutral. It is more positive. The data show that hypothesis H01 (mayors have
neutral attitude towards wine) need to be rejected.
Table 8:

One-Sample Statistics

“Wine as promotion”
“Wine as symbol”
Table 9:

N
67
67

Mean
3,2512
3,4179

Std. Deviation
1,02653
0,79937

Std. Error Mean
0,12541
0,09766

One-Sample Test

“Wine as promotion”
“Wine as symbol”

Test Value = 3
t
Df

Sig. (2-tailed)

2,003
4,279

0,049
0,000

66
66

In addition, we were interested to know whether the mayors’ attitudes differ with
respect to the area from which the mayors come. Therefore, in addition to
hypothesis H01 the hypothesis H01.1 was set.
Hypothesis H01.1: There is no difference between attitudes towards the use
of wine for tourist promotion purposes among mayors coming from winegrowing area and those not coming from wine-growing area.
Statements grouped into the group “Wine as promotion” during the factorial
analysis verified the hypothesis.
Table 10:

Group Statistics

area
wine-growing
“Wine as promotion”
Not wine-growing
wine-growing
“Wine as symbol”
Not wine-growing

N
38
29
38
29

Mean
3,7785
2,5603
3,4276
3,4052

Std. Deviation
0,83520
0,83092
0,81975
0,78608

Std. Error Mean
0,13549
0,15430
0,13298
0,14597
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Table 11:

Independent Samples Test
Levene's Test
Equality
Variances
F
Sig.

Equal
variances 0,043
“Wine
as assumed
promotion”
Equal variances not
assumed
Equal
variances 0,470
“Wine
as assumed
symbol”
Equal variances not
assumed

0,837

0,496

for t-test for Equality of Means
of
T

df

Sig. (2tailed)

5,928

65

0,000

5,932

60,573

0,000

0,113

65

0,910

0,114

61,635

0,910

T-test was used for the independent sample to verify hypothesis H 01.1. The test
result is statistically significant (Table 11), so it can be claimed that the mayors
from wine-growing area have a different attitude towards the use of wine for
tourist promotion purposes than the mayors not coming from wine-growing areas.
The data show that the hypothesis H01.1 needs to be rejected.
Hypothesis H02
This hypothesis was verified by several statements (the statements grouped into
the group “Wine as symbol” during the factorial analysis (data are indicated in
Tables 10 and 11). The group is distributed normally (Table 7). The t-test was
taken for one sample to verify the hypothesis, while the neutral answer was taken
for the test value, i. e., the value 3 (the value 3 on Likert’s scale stands for
neutrality). The test result is statistically significant, so it can be claimed that the
mayors have a different attitude than neutral. Data show that hypothesis H02 need
to be rejected (Tables 10 and 11).
In addition to hypothesis H02, we were interested also in the question whether in
this position, supported by the local self-government representatives’ differences
occur with respect to the area from which the mayors come. Additional hypothesis
H02.1 was set, accordingly.
Hypothesis H02.1: There is no difference between positions on the wine as a
nationally important identification element on the side of mayors coming
from wine-growing and not coming from wine-growing areas.
The hypothesis was verified by statements grouped into the group – “Wine as
symbol”.
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Data allocated by factorial analysis into the group “Wine as symbol” are
distributed normally, the t-test was used for the two independent samples to verify
hypothesis H02.1 (Table 11). The test result is not statistically significant, so it
cannot be claimed that mayors from wine-growing areas have a different attitude
towards wine as a nationally important identification elements than the mayors
not coming from wine-growing areas. Data show that the hypothesis H02.1 cannot
be rejected.
Similarly, as the attitudes of local self-government representatives towards wine
as a nationally important element in case of hypothesis H02 also the positions of
mayors on the wine as a locally important identification element are verified.
Hypothesis H03
As the data in this part of research are not distributed normally, the nonparametrical test was used to verify hypothesis H03, namely the Wilcoxon test of
signed ranks for one sample (Table 12), while neutral answer was taken for the
test value, i. e., the value 3. The test result is statistically significant, so it can be
claimed that the mayors have a different attitude than neutral. The data indicate
that the hypothesis need to be rejected.
Table 12:

Non-parametric Wilcoxon test of pre-designated ranges for one sample

We were also interested still in the question whether in this position, supported by
the local self- government representatives, differences occur with respect to the
area from which the mayors come. In addition to hypothesis H 03 we set the
additional hypothesis H03.1, accordingly.
Hypothesis H03.1: There is no difference in the position on wine as a locally
important identification element between mayors from wine-growing areas
and those not coming from wine-growing areas.
Statements grouped into the group (“Negative wine”) in the factorial analysis
verified the hypothesis. The data in this group are normally distributed, therefore,
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the non-parametric test, namely the Mann-Whitney U test was used for
verification of hypothesis.
Table 13:

Ranks

“Negative wine”

Table 14:

area
N
Wine-growing 38
Not
wine- 29
growing
Total
67

Mean Rank
37,26
29,72

Sum of Ranks
1416,00
862,00

Test Statistics (a)

T14_r,T15_r
Mann-Whitney U
427,000
Wilcoxon W
862,000
Z
-1,609
Asymp. Sig. (2-tailed)
0,108
(a). Grouping Variable: area

The test result is not statistically significant, so it cannot be claimed that mayors
from wine-growing areas have different attitudes towards wine as a locally
important identification element than the mayors not coming from wine-growing
areas. The results show that the hypothesis need to be reject.
Hypothesis H04
The second research question asks whether there is a difference between the
mayors’ attitude towards the use of wine for tourist promotion purposes and the
actual situation as to how the mayors in local environment understand the function
and use of wine in combination with tourist promotion. For the purpose of this
question the hypothesis H04 was set.
To verify this hypothesis, first of all the result of the first hypothesis of the first
research question is needed. Hypothesis H01 needed to be reject. Detailed analysis
of hypothesis H01.1 showed that in wine-growing areas the mayors’ attitude
towards the use of wine for tourist promotion purpose was mostly neutral, while
the mayors representing municipalities located in wine-growing areas agreed
more that the use of wine for tourist promotion purposes was important. Those
data will be compared with actual situation with respect to use of wine for tourist
promotion purposes among mayors, that is, if mayors’ attitudes are also
implemented in reality.
Four statements answered by mayors with “true or not true” verified actual use of
wine for tourist promotion purposes. Those statements were as follows, see table
15.
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Statements for verification of actual use of wine for tourist promotion
purpose

Statement A1: As a mayor, for formal presents I use wine produced in one of Slovenian
wine-growing regions.
Statement A2: In the municipality, there is a special shop, where the locals and visitors
can buy souvenirs and products of local produces, including wine of domestic
producers.
Statement A3: In the municipality, the contest for the “mayor’s wine” is organized.
Statement A4: In my opinion, the contest for the “mayor’s wine” produced in one of
Slovenian wine-growing regions, is a good promotion activity.

The results of hypothesis H01 and H01.1 are analyzed and compared with all 4
statements verifying the actual use of wine for tourist promotion purposed. Each
statement is verified individually.
Statement A1 and hypothesis H01: Mayors’ attitudes towards the use of wine
for tourist promotion purposes differ depending on whether mayors use wine
produced in one of the three wine-growing regions of Slovenia as formal
presents.
To verify this part of hypothesis the t-test was used for the two independent
samples (data distributed normally).
Table 16:

Group Statistics

A1
True
“Wine as promotion”
Not true
Table 17:

N
47
20

Mean
3,5922
2,4500

Std. Deviation
0,88213
0,90175

Std. Error Mean
0,12867
0,20164

Independent Samples Test
Levene's Test for t-test for Equality of Means
Equality of Variances
F
Sig.
t
df
Sig.
(2tailed)

“Wine
promotion”

Equal
variances 0,010
as assumed
Equal variances not
assumed

0,919

4,818 65

0,000

4,775 35,213 0,000

The test result is statistically significant, hence the mayors using wine as formal
presents have different attitude towards the use of wine for tourist promotion
purposes than the mayors not using wine as formal presents. Thus, the data show
that the hypothesis cannot be rejected.
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Statement A2 and hypothesis H01: Mayors’ attitudes towards the use of wine
for tourist promotion purposes differ depending on whether there is a special
shop in their municipality, where the locals and visitors can buy souvenirs of
local producers, including wine of domestic producers.
To verify this part of the hypothesis the t-test was used for the two independent
samples (data distributed normally).
Table 18: Group Statistics
A2
True
“Wine as promotion”
Not true

N
54
13

Mean
3,1543
3,6538

Std. Deviation
1,05165
0,83253

Std. Error Mean
0,14311
0,23090

Table 19: Independent Samples Test
Levene's Test fort-test for Equality of Means
Equality of Variances
F
Sig.
t
df
Sig.
(2tailed)
“Wine
promotion”

Equal
variances 1,649
as assumed
Equal variances not
assumed

0,204

-1,593 65

0,116

-1,839 22,247 0,079

The test result is not statistically significant, so it cannot be claimed that mayors
from municipalities with special shops, where the locals and visitors can buy
souvenirs and products of local producers including wine of domestic producers,
have different attitudes towards the use of wine for tourist promotion purposes
than the mayors from municipalities without such shops. Data show that the
hypothesis needs to be rejected.
Statement A3 and hypothesis H01: The mayors’ attitudes towards the use of
wine for tourist promotion purposes differ depending on whether in their
municipality the contest for the “mayor’s wine” is organized.
To verify is part of hypothesis, the t-test was used for the two independent samples
(data distributed normally).
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Group Statistics

A3
True
“Wine as promotion”
Not true
Table 21:
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N
24
43

Mean
3,9618
2,8547

Std. Deviation
0,74129
0,95155

Std. Error Mean
0,15131
0,14511

Independent Samples Test
Levene's Test for t-test for Equality of Means
Equality of Variances
F
Sig.
t
df
Sig.
(2tailed)

“Wine
promotion”

Equal
variances 2,712
as assumed
Equal variances not
assumed

0,104

4,922 65

,000

5,281 57,928 ,000

The test result is statistically significant, so it can be claimed that mayors from
municipalities organizing the contest for “mayor’s wine”, have a different attitude
towards the use of wine for tourist promotion purposes than the mayors from
municipalities not organizing the contest for the “mayor’s wine”. The data shown
that the hypothesis cannot be rejected.
Statement A4 and hypothesis H01: Mayors’ attitudes towards the use of wine
for tourist promotion purposes differ depending on whether the mayors
believe that the contest for the “mayor’s wine” produced in one of three
Slovenian wine-growing regions is a good promotion activity.
To verify this part of hypothesis, the t-test was used for the two independent
samples (data distributed normally).
Table 22:

Group Statistics

A4
True
“Wine as promotion”
Not true

N
34
33

Mean
3,0907
3,4167

Std. Deviation Std. Error Mean
1,08796
0,18658
0,94717
0,16488
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Table 23:

Independent Samples Test
Levene's Test for t-test for Equality of Means
Equality of Variances
F
Sig.
t
df
Sig.
(2tailed)

“Wine
promotion”

Equal
variances 0,393
as assumed
Equal variances not
assumed

0,533

-1,306 65

0,196

-1,309 64,255 0,195

The test result is not statistically significant, so it cannot be claimed that the
mayors, believing that the contest for the “mayor’s wine” is a good promotion
activity, have a different attitude towards the use of wine for tourist promotion
purposes than those believing that the contest for the “mayor’s wine” is not a good
promotion activity. Data show that the hypothesis need to be rejected.
The above analyses and data indicate that the two values, i.e. “attitudes towards
the use of wine” and “actual use of wine” are interrelated. Some mayors disagree
strongly with the use of wine for tourist promotion purposes. Other mayors do not
use wine for tourist promotion purposes. This is contrary to mayors showing
strong agreement with the use of wine for tourist promotion purposes. In such
cases, many more mayors use wine for tourist promotion purposes. In this way,
the data indicate that the hypothesis H04 cannot be rejected. Mayors’ attitudes and
the actual situation concerning the use of wine for tourist promotion purposes do
not differ.
Within the frame of the first research question, it was found out that the attitudes
of the local self-government representatives towards the use of wine for tourism
promotion purposes were positive. The majority of mayors in Slovenia have
positive attitudes towards wine as a tourism promotion element.
The second research question referred to the connection between attitudes towards
the use of wine for tourism promotion purposes and the actual use of wine for that
purpose. The following was found out: the mayors who strongly disagree with the
use of wine for tourism promotion are more likely not to use wine for that purpose.
Contrarily, where mayors strongly support the use of wine for tourism promotion
purposes they prefer to use the wine for tourism promotion.
5

Conclusions

In this paper, we research two complex research questions that analyzed the
attitude of the representatives of the local self-government (mayors) to the use of
wine for tourism promotion and the difference between the views of mayors and
the actual situation regarding the use of wine for tourism promotion.
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We have prepared a questionnaire on the attitudes of mayors towards wine as an
element of tourism promotion. 212 questionnaires were distributed among all
mayors of the Republic of Slovenia out of which 67 surveys were returned. The
sample was representative. The answers helped us estimate the significance of
wine for the tourist promotion and strengthening of the national and local identity
through mayors via wine.
The fact of whether mayors in the Republic of Slovenia use wine for tourism
promotion is related by the positions on the use of wine and not by the
demographic aspect. Many factors influence the shaping of views. One of them is
the environment or geographical location (whether they live and work in winegrowing or non-wine-growing areas). These important conclusions should be
considered in further development. The mayors of the Republic of Slovenia have
positive views on the use of wine for tourism promotion. They see wine as an
identification element of national importance.
According to the results of the survey, wine is one of the key elements of tourism
promotion when talking about an element of consolidating the complete
destination image.
Within the research, the attitudes towards the use of wine for tourism promotion
purposes were verified. The mayors of the Republic of Slovenia emphasized that
they supported and appreciated the work of local producers implying that in
municipalities, coinciding geographically with the wine-growing region of
Slovenia, wine of their producers was used for tourism promotion purposes. A
couple of groups have differentiated having slightly different attitudes. Though
all mayors in Slovenia have a positive attitude towards the use of wine for tourism
promotion purposes, two groups differ: as expected, it differed depending on their
region (wine-growing/non-wine-growing). Furthermore, we analyzed what the
position of mayors on the wine as a nationally important identification element
was.
In the opinion of most mayors, wine is an identification element important
nationally. The mayors agreed to the statement that wine was (1) an important
motivator for travelers and exploration of new destinations, (2) one of the decisive
factors sending a tourist or a visitor back to the destinations and environment
where he had tasted the wine, (3) an identification element of Slovenia and that it
helped to consolidate the complete image of the country. In contrast to the
previous analysis, there were no important differences between mayors from
wine-growing and non-growing regions. All mayors view wine as an element of
tourism promotion and as an important identification element on the national
level. Within the covered sample of respondents, it was also found out that wine
was viewed as an important tourism promotion element for the mayors from wine-
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growing, whereas not important for the mayors from non-wine-growing areas of
Slovenia.
Those mayors having positive attitudes towards the use of wine for tourism
promotion purposes also use wine produced in one of the three wine-growing
regions of Slovenia as formal presents more frequently. Furthermore, the mayors
practicing in the contest for the “mayor’s wine” have a more positive attitude
towards the use of wine for tourism promotion purposes than those not
participating. The fact of whether there are special shops offering souvenirs and
products of local products in the municipalities, including domestic wine, affects
the mayors’ attitudes towards the use of wine for tourism promotion purposes. In
such municipalities, mayors have a more positive attitude towards the use of wine
for tourism promotion.
It is surprising to see wine as a symbol on different levels in the perception of
mayors. It is particularly curious that the same product, showing different
importance, is concerned. Wine as an element of tourism promotion has a more
important identification role on the national than on the local scale. Widely, wine
is considered important as a promotion element on the national level. Narrowly,
on the local level, its importance does not have such a large role.
The results indicate that the mayors do not appreciate the wine coming from the
domestic, local environment enough and that it becomes important only when they
consider it nationally – as a product of national importance. This is confirmed by
and tied in with the analysis in the first part of the research where it was
ascertained that wine is an important national symbol as it is a part of the national
anthem while, locally, in the “symbols of local importance” – in the municipal
coats-of-arms, it appears only in 10,85 % of municipalities.
Attitudes of the local self-government representatives towards the use of wine for
tourism promotion purposes are only one of the possible positions of the tourist
destination stakeholders. Those are the attitudes of the public sector. Generally, it
is important to consider also the attitudes of the private and civil sectors and other
stakeholders. The results of this research pose a challenge to professionals,
stakeholders of the public, civil, and private sectors: the importance of wine is
shown on the national scale by promotion activities, action plans, and strategies,
and not so much on the narrower, local level – particularly in the areas of Slovenia
not coinciding geographically with wine-growing regions of Slovenia.
The conclusions of our research could serve as a means for broader consideration
and further starting point about that how important the relationship of
representatives of local self-governments towards the use of not only wine but
also other products of the local significance is. The results of the research can be
understood more broadly. At that point, mayors' attitudes are important to
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influence the implementation of top-down enforced policies on tourism
development, agriculture development, entrepreneurship development, cultural
heritage preservation, etc. Furthermore, to transfer a superb image of the
destination, the involvement of key local stakeholders in the destinations is
important. Among them, mayors represent one of the most important tasks. That
is how municipalities (with the basis of mayors’ attitudes) become initiators or
inhibitors in developing different ideas on the local level.
We ascertained that with their use and active promotion, we influence the local
and national identity positively. At the same time, we influence further
development of tourism importantly – mostly in the sense of promotion.

References:
Andersson, I. (2014) Placing place branding: An analysis of an emerging research field in
human geography, Geografisk Tidsskrift–Danish Journal of Geography, 114, pp. 143–
155, https://doi.org/10.1080/00167223.2014.895954.
Babor, T. F. (1992) Substance-related problems in the context of international
classificatory systems. The nature of alcohol and drug related problems (Oxford: Oxford
Medical Publications).
Babšek, B. (2009) Osnove psihologije: skrivnosti sveta v nas (Celje: Celjska Mohorjeva
družba).
Bechhofer, F. & McCrone, D. (2012) Imagining the Nation: Symbols of National Culture
in
England
and
Scotland,
Ethnicities,
13(5):
544–564,
https://dpoi.org/10.1177/1468796812469501.
Bourdieu, P. (1989) Social space and symbolic power, Sociological Theory, 71, pp. 14–25.
Braun, E., Kavaratzis, M. & Zenker, S. (2013) My city – my brand: The role of residents
in place branding, Journal of Place Management and Development, 6, pp. 18–28,
https://doi.org/ 10.1108/17538331311306087.
Borrett, N. (1991) Leisure services UK (London: Macmillan), https://doi.org/10.1007/9781-349-11621-8.
Cronbach, J. L. & Richard, J. S. (2004) My current thoughts on coefficient alpha and
successor procedures. Educational and Psychological Measurements, 64(3), pp. 391–
418, https://doi.org/10.1177/0013164404266386.
Del Chiappa, G., Alebaki, M. & Menexes, G. (2019) Winery Operators’ Perceptions of
Factors Affecting Wine Tourism Development, In: Kozak, N. & Kozak, M. (eds) Tourist
Destination Management (Springer, Cham), pp. 177-191, https://doi.org/10.1007/978-3030-16981-7_10.
Dredge, D. (2001) Local government tourism planning and policy-making in New South
Wales: Institutional development and historical legacies, Current Issues in Tourism, 4(24), pp. 355-380, https://doi.org/10.1080/13683500108667893.
Elgenius, G. (2011) Symbols of Nations and Nationalism: Celebrating Nationhood
(London: Palgrave Macmillan), https://doi.org/10.1007/978-0-230-31704-8.
Eriksen, T. H. & Jenkins, R. (2007) Flag, Nation and Symbolism in Europe and America
(London: Routledge).
Glenday, C. (ed.) (2004) Guinness world records 2004 (New York: Bantam).

764

LEX LOCALIS - JOURNAL OF LOCAL SELF-GOVERNMENT
M. Žibert, Č. Rozman, M. Rangus & B. Brumen: The Role of Slovenian Local
Government in the Wine Tourism Promotion

Hall, C. M. & Mitchell, R. (2000) Wine tourism in the Mediterranean: A tool for
restructuring and development, Thunderbird International Business Review, 42(4), pp.
445-465, https://doi.org/10.1002/1520-6874(200007/08).
Hall, C. M., Sharples, L., Cambourne, B. & Macionis. N. (2000). Wine Tourism Around
The World: Development, Management and Markets (Oxford: Butterworth Heinemann).
Hashimoto, A. & Telfer, D. J. (2019) Ekiben, the Travelling Japanese Lunchbox:
Promoting Regional Development and Local Identity Through Food Tourism, In: Park,
E., Kim, S. & Yeoman, I. (eds) Food Tourism in Asia (Springer, Singapore), pp. 103122, https://doi.org/10.1007/978-981-13-3624-9_8.
Hospers, G. J. (2011) Four of the most common misconceptions about place marketing,
Journal of Town & City Management, 2, pp. 167–176.
Ikuta, T., Yukawa, K. & Hamasaki, H. (2007) Regional branding measures in Japan:
Efforts in 12 major prefectural and city governments, Place Branding and Public
Diplomacy, 3, pp. 131– 143, https://doi.org/10.1057/palgrave.pb.6000056.
Jintalikhitdee, V. & Laothamatas, A. (2018) Public Administration for Tourism and the
Roles of Local Governments in Tourism Management in Conserving, Restoring, and
Developing Culture: Case Studies of Chiang Khan, Nan, Chiang Mai Municipalities,
Kasem Bundit Journal, 19, pp. 312-323.
Jurinčić, I. & Bojnec, Š. (2009) Wine tourism development: the case of the wine district in
Slovenia. Turizam: međunarodni znanstveno-stručni časopis, 57(4), pp. 435-448.
Kerma, S. (2014) Geografski prispevek k raziskovanju vinskega turizma, In: Cigale, D.,
Lampič, B., Potočnik, S., I. & Repe, B. (eds) Geografsko raziskovanje turizma in
rekreacije v Sloveniji (Ljubljana: Znanstvena založba Filozofske fakultete).
Kerma, S. & Gačnik, A. (2015) Wine tourism as an opportunity for tourism development:
examples of good practice in Slovenia, Journal of international food & agribusiness
marketing, 27(4), pp. 311-323, https://doi.org/10.1080/08974438.2014.940122.
Lavandoski, J., Vargas-Sánchez, A., Pinto, P. & Silva, J. A. (2018) Causes and effects of
wine tourism development in organizational context: The case of Alentejo, Portugal,
Tourism
and
Hospitality
Research,
18(1),
pp.
107-122,
https://doi.org/10.1177/1467358416634159.
Lawlay, D. N. & Maxwell, A. E. (1971) Factor analysis as a statistical method (London:
Butterworths).
López-Guzmán Guzmán, T. J. & Sánchez Cañizares, S. M. (2008) La creación de productos
turísticos
utilizando
rutas
enológicas,
Pasos,
6(2),
pp.
159-171,
https://doi.org/10.25145/j.pasos.2008.06.013.
MacLeod, G. (1998) In what sense of region? Place hybridity, symbolic shape, and
institutional formation in (post-)modern Scotland, Political Geography 17, pp. 833–863,
https://doi.org/10.1016/S0962-6298(98)00041-9.
Markowska, M. & Lopez-Vega, H. (2018) Entrepreneurial storying: Winepreneurs as
crafters of regional identity stories, The International Journal of Entrepreneurship and
Innovation, 19(4), pp. 282-297, https://doi.org/10.1177/1465750318772285.
Martínez, P. & Morales, Y. (2016) The wine, as a tourist resource for the promotion of
local development. An opportunity for the region of Vinalopó (Alicante) and the
highlands Yecla-Jumilla (Murcia), Cuadernos de Turismo, 38, pp. 263-559.
Medved, D. (1997) Vinski brevir: kako razumeti vino (Ljubljana: Rokus).
Meloni, G., & Swinnen, J. (2018) The political economy of european wine regulations
(Leuven: LICOS).
Monnet, J. (2011) The symbolism of place: A geography of relationships between space,
power and identity, Cybergeo: European Journal of Geography, available at

LEX LOCALIS - JOURNAL OF LOCAL SELF-GOVERNMENT
M. Žibert, Č. Rozman, M. Rangus & B. Brumen: The Role of Slovenian Local
Government in the Wine Tourism Promotion

765

http://journals.openedition.org/cybergeo/24747
(june
12,
2020),
https://doi.org/10.4000/cybergeo.24747
O’Connell, M., Airey, R. & Craze, R. (2007) The Complete Illustrated Encyclopedia of
Symbols, Signs & Dream Interpretation: Identification and Analysis of the Visual
Vocabulary and Secret Language that Shapes Our Thoughts and Dreams and Dictates
Our Reactions to the World (London: Lorenz).
Paasi, A. (2013). Regional planning and the mobilization of ‘regional identity’: From
bounded spaces to relational complexity, Regional Studies, 47, pp. 1206–1219,
https://doi.org/10.1080/00343404.2012.661410.
Palmer, C. (1999) Tourism and the symbol of Identity, Tourism management, 20(3): pp.
313-322, https://doi.org/10.1016/S0261-5177(98)00120-4.
Papadoupoulos, N. (2004) Place branding: Evolution, meaning and implications, Place
Branding, 1, pp. 36–49, https://doi.org/10.1057/palgrave.pb.5990003.
Potočnik-Slavič, I. & Schmitz, S. (2013) Farm tourism across Europe. European
Countryside, 5(4), pp. 265-274, https://doi.org/10.2478/euco-2013-0017.
Semian, M., Chromý, P. & Kučera, Z. (2016) Name as a regional brand: The case of local
action groups in Czechia, Journal of Language and Politics, 15, pp. 768–789,
https://doi.org/10.1075/jlp.15.6.06sem.
Shone, A. & Parry, B. (2001) Successful event management: A practical handbook
(London: Continuum).
Sigala, M. (2019) Building a Wine Tourism Destination Through Coopetition: The
Business Model of Ultimate Winery Experiences Australia, In: Sigala, M. & Robinson,
R (eds) Wine Tourism Destination Management and Marketing (Palgrave Macmillan,
Cham), pp. 99-112, https://doi.org/10.1007/978-3-030-00437-8_8.
Soontiens, W., Dayaram, K., Burgess, J. & Grimstad, S. (2018) Bittersweet? Urban
proximity and wine tourism in the Swan Valley Region, Tourism management
perspectives, 28, pp. 105-112, https://doi/org/10.1016/j.tmp.2018.08.008.
Statistical office of the Republic of Slovenia (2017) Average area of settlements,
municipalities,
Slovenia,
2017
–
final
data,
available
at
http://www.stat.si/StatWeb/News/Index/6452, 2. 6. 2017 (June 12, 2020).
Šifta, M. (2016) Graphic symbols and local identity: the case of use and perception of
municipal emblems in the Liberec Region (Czechia), Geografisk Tidsskrift-Danish
Journal
of
Geography,
116(2),
pp.
147-158,
https://doi.org/10.1080/00167223.2016.1188021.
Šifta, M. & Chromý, P. (2014) Symboly a identita regionu: analýza vnímání přírodních
symbolů oblastí s intenzivně přeměněnou krajinou v Česku, Geografický časopis–
Geographical Journal, 66, pp. 401–415.
Šifta, M. & Chromý, P. (2017) The importance of symbols in the region formation process,
Norsk Geografisk Tidsskrift–Norwegian Journal of Geography, 71, pp. 98–113,
https://doi.org/10.1080/00291951.2017.1317285.
Thach, L. & Cogan-Marie, L. (2018) Wine Tourism in Burgundy, France: An Analysis of
Marketing Practices, Tourism Review International, 22(1), pp. 81-95,
https://doi.org/10.3727/154427218X15202734130468.
Thomas, R. & Wood, E. H. (2004) Event-based tourism: A survey of local authority
strategies in the UK, Local Governance, 29(2), pp. 127–136.
Tomazzoni, E. L., Ashton, M. S. G. & Emmendoerfer, M. L. (2016) The Wine-Growing
Thematic and Cultural Festivities of the Grape and Wine Region, as Well as the WineTouristic Cluster’s Development of Serra Gaucha in Rio Grande do Sul (Brazil), In:

766

LEX LOCALIS - JOURNAL OF LOCAL SELF-GOVERNMENT
M. Žibert, Č. Rozman, M. Rangus & B. Brumen: The Role of Slovenian Local
Government in the Wine Tourism Promotion

Peris-Ortiz, M., Del Rio Rama, M. & Rueda-Armengot, C. (eds) Wine and Tourism
(Cham: Springer), pp. 147-160, https://doi.org/10.1007/978-3-319-18857-7_11.
Ule, M. (2005) Socialna psihologija (Ljubljana: Fakulteta za družene vede).
UNWTO
(2017).
Wine
Tourism
Prototype,
available
at:
http://affiliatemembers.unwto.org/content/unwto-wine-tourism-prototype-joyfuljourney (July 12, 2017).
Williams, P. (2001) Positioning wine tourism destinations: an image analysis, International
Journal of Wine Marketing, 13(3), pp. 42-58, https://doi.org/10.1108/eb008726.

