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Resumo 

Wine Experience & Sensations  Wine Heritage & Culture Explorer in Tejo 
Region
de vista da oferta, valorizando-a para atrair e cativar uma maior e melhor procura. 

Wine Experience iar um 

Regionais/Entidades/Operadores. 
O aplicativo e o siste Wine Experience

clientes/visitantes/turistas. 

necessidades e interesses definidos com um custo-
stakeholders. 

Wine Experience

 

 
Palavras-Chave  
 

Abstract 

 Wine Heritage & Culture Explorer in Tejo 

view of the offer, enhancing it, in order to attract and captivate a greater and better demand. 

immersive environment with the visitors/tourists, to show, value, give life and a timeless dimension 
to the wine touristic, historical and cultural heritage routes and points of interest of Regional 
Wineries/Entities/Operators. 

-of-the-art of web and application development, with 
an interface that illustrates the 
decision-making approach to satisfy the customers/visitors/tourists needs. 
The prototype obtained was evaluated and proved to be a good and interactive solution that met 
all the defined needs and interests with an acceptable cost-benefit for all stakeholders. 
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of updates and new functionalities according to the needs, specifications and economic model of 
the Winery/Entity/Operator. 
 
Keywords: creativity and innovation, wine tourism, cultural heritage, mobile app. 

 

1. INTRODUCTION AND RESEARCH CONTEXT 

an innovative mobile application for wine tourism and cultural heritage, included in the 

Wine Experience & Sensations  Wine Heritage & Culture Explorer in Tejo 

Region

wine touristic activity of the Tejo region, from the point of view of the offer, enhancing it, 

in order to attract and captivate a greater and better demand. 

-

aims to show, value, give life and a timeless dimension to the wine touristic, historical 

and cultural heritage routes and points of interest of Regional 

Wineries/Entities/Operators, through a mobile application (for iOS and Android systems) 

and the corresponding responsive website. 

 

Based on these questions and making an internet research about possible applications, 

the visitors/tourists properly. Thus, the research problem was defined by three questions: 

 

To solve this problem, it was decided to use a creative & innovative decision-making 

approach, that could clarify all the elements needed to be taken into consideration to 

inform and interact with the visitors/tourists with the focus on identity, image and a clear, 

modern and distinctive communication of the regional wine tourism culture and heritage. 

 

2. CREATIVITY AND INNOVATION 

In the early twentieth century, with the emergence of psychology, the concepts of 

creativity began to change, emerging approaches based on psychological studies of 

personality, psychometrics, cognition and behavior, among others. Creativity then 

appears to us as not dependent on a pre-defined background and as a process that 

cannot be described logically, as it is an irrational order phenomenon, which touches the 
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random and the unpredictable. With the technological advancement, human labor will be 

phased out, delegating every physical effort and part of the intellectual effort to machines, 

so only the monopoly of Human creative activities remains. 

something new, be it anything from the outside world, a product of creative activity, or an 

 

that it takes place 

capital letter (Csikszentmihalyi, 1998), or creativity H (Boden, 1999), is seen as the 

production of novelty that has a significant impact on a given field and is widely 

recognized and valued for its social significance. The creativity, with lower case 

(Csikszentmihalyi, 1998), or creativity P (Boden, 1999), also defines the social 

significance of the product, but on a different scale, i.e., the significance (meaning) that 

people give to that product in a limited scope. 

Csikszentmihalyi (2004) presents creativity as a systemic process that arises from the 

relationship between different spheres of action (individual, field and domain) that are in 

different contexts (personal background, society and culture, respectively) that affect 

them, as shown in Figure 1. 

 

 
Figure 1. Creativity Systemic Process. 

Source: Adapted from Csikszentmihalyi (2004). 
 

Csiksz

view, it is necessary to analyze the cultural and social contexts in which this individual 

on of 
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results with original potential, producing and stimulating novelty, wherein the interaction 

lection of what are the 

innovative results. 

Creativity is not present as an individual product, but as a result of a judgment of the 

systems with which the individual operates. 

g information. The 

in which they operate, and that will or will not accept something as new or original 

(Csikszentmihalyi, 2004). 

This wealth of features makes the concept of creativity an extremely complex and diffuse 

construct that involves many dimensions and therefore has not had as of yet, in the 

scientific community, an unconditional definition accepted due to the different research 

lines and phenomenon complexity. However, the various proposed definitions are 

grouped, centered and linked to the following four perspectives: (i) people; (ii) processes 

/ techniques / means / actions; (iii) products / objects / purposes / goals; and (iv) climate 

/ environments (Mumford, & Gustafson, 1988; Thomaz, 2005). 

According to Torrance (1996) and Alencar (1996), among others, there may be 

considered three mental capacities closely linked to creativity: (i) Fluency (ability to think 

in a large number of different ideas or possible solutions to a problem); (ii) Flexibility 

(ability to change the course of thought or design different response categories); and (iii) 

Originality (ability to think of unique or unusual possibilities, based on possible, but rare, 

infrequent or unusual responses). 

If creativity is a manifestation of a creative potential or capacity as human action or 

expression; so, Creativity is the expression of human potential ability to execute, through 

inventive originality or human innovation activity, products in the course of its process 

(Sakamoto, 1999, 2000). 

Figure 2 shows a possible set of elements of creativity. 
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Figure 2. Elements of Creativity. 

 

The modern models of the creative thinking process are more complex and of higher 

cognitive abstraction, as the complexity involved in the act of balancing analysis and 

imagination is probably one of the reasons why creative ideas are so rare. So, the model 

this area, it seems appropriate to be used because it allows the creative thinking 

development of the participants avoiding the individual and even group cognitive 

mechanisms difficulties and dangers, balancing imagination and analysis in a balanced 

manner to the necessary innovation (or creative ideas generation) (Plsek, 1996; Thomaz, 

2005, 2015). 

 

 

Plsek (1996) refers three great ideas for a creativity model: (i) the creative process 

involves a determined analysis, the imaginative creation (or generation) of an idea and 

a critical assessment, appealing the balance between imagination and analysis; (ii) the 

old models considered that creative ideas result from subconscious processes, totally 

ls consider that the generation of new 

to action and implementation of these ideas, making it into concrete realities. 

ynthesis of creative thinking models and adds 

the concepts proposed in the last 80 years, as shown in Figure 3. 
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Figure 3  

Source: Adapted from Plsek (1996). 
 

 Preparation, with the careful 

Observation Analysis

mental processes create a set of concepts that are stored in our memory and through 

Generation  meeting specific needs and 

active search for associations between these concepts. There are varieties of specific 

techniques, which may be used for making this association (analogies, decomposition of 

concepts, classic brainstorming, etc.). The choice of technique is not the most important, 

but the key is the effort made to associate the concepts. In finding the balance between 

Harvesting

was passed where more ideas were highlighte Enhancement

Evaluation

Implementation

idea that is applied in practice, changes the world and creates a situation of acceptability 

Living with it Observation Analysis

(Plsek, 1996). 

difficulties and dangers associated with cognitive mechanisms at each stage of this 

process of searching for new and useful ideas. Note that this model continues the 

tradition of creativity as a balance between imagination and analysis, avoiding the 

controversy over whether the imagination is a conscious or subconscious mental ability 

and supports the notion that innovation is a step beyond the simple generation of creative 
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ideas. Creative ideas have value only when they are implemented in the real world 

(Plsek, 1996). 

 

2.2 Innovation 

which can be mistaken as synonyms, especially in the organizational environment. 

an economic dimension, making possible the leap from the conceptual to the practical 

application. Innovation should not be confused with invention. The definition of the 

authors anticipates a connection between creativity and innovation, and their importance 

in the organizational context. The value of innovation depends on the market and 

ds. New and useful 

discoveries and changes are considered only if the environment in which innovative 

to be different, and for socio-cultural and political reasons, the environment is not always 

prepared for change, creating barriers to innovation (Rodrigo, & Tschimmel, 2009). 

conversation, sharing and discovery of innovative solutions and answers. The crucial 

 

ability of an individual or group of individuals to use creativity and creative processes to 

generate new and differentiating ideas in order to put them into practice. These unknown 

and nonexistent ideas for the surrounding system become a real differentiating factor, 

which contributes to the value creation network. 

By the comparison of the definitions of innovation and creativity, it is possible to 

differentiate these two concepts, although there are many points of contact between 

them. Both are a capacity of individuals, groups or organizations, both appeal to new 

generate new ideas, innovation makes use of distinctive and useful ideas to place it in 

practice (Moreira, 2008). 

Brabandere (1998) states some differences between creativity and innovation, shown in 

Figure 4, and the apparent existing paradox of these false synonyms, where innovation 

emerges as a collective process powered by the creative thinking of each individual. 
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Figure 4. Differences between Creativity and Innovation. 

Source: Adapted from Brabandere (1998). 
 

2.3 Creativity, Innovation and Decision Making 

Clemen (1996) refers that creativity and innovation plays an important role in decision 

making because it can be much more than an activity that generates new alternatives 

that determine the limits (boundaries) of the decision. There is a tendency to think that 

decision making is essentially an analytical process, but the truth is that when we face a 

decision situation, the task focuses on the options available and the carefully choosing 

of the one that best suits the objectives.  

This view, although incomplete, denies the creative nature of decision-making. An active 

decision maker looks for decision opportunities and tries to create them whenever 

possible, looking for new and better alternatives. This approach to decision-making is 

highly creative and is based on a learning process that incorporates this creative activity 

where the decision maker believes that the decision of opportunities and good 

alternatives exist and that the work is in discovering it, through diligent and introspective 

practice (Clemen, 1996).  

The creative thinking improvement techniques should be the basis for developing new 

ideas and showing how the goals can provide fertile ground for the generation of new 

alternatives. Techniques such as fluent and flexible thinking, list construction, 

brainstorming and metaphorical thinking, can help people get high levels of creativity in 
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decision-making processes. Group discussion techniques can promote creativity, 

through proper management of group interactions, improving the creative environment 

(climate of creativity). The purpose of the incorporation of creativity in decision-making 

models are necessary not only to create new alternatives, but essentially to develop new 

decision opportunities (Clemen, 1996; Thomaz, 2005, 2015).  

taken into consideration on the demand of their needs, to improve the products or 

services. Creativity is a change tool, and according to this, organizations must tend to 

put aside the product design to justify bold creativity, getting this to be considered a value 

element for the success of change processes (Palma, & Cunha, 1999).  

Recent studies have treated creativity and implementation as indicative of the same 

underlying concept-innovation. For example, Axtell et al. (2000) demonstrated that 

although autonomy and self-efficacy were most strongly related to idea generation, 

participation in decision making and support for innovation emerged as the most powerful 

predictors of implementation. The concept is not easy when we refer decision making 

implications, creativity means (Miron-Spektor, Erez, & Naveh, 2011), building dynamic 

2011) and introduce novel innovations to achieve long-term sustainability, while 

exploiting operational efficiencies in existing products for short-term performance, facing 

an inertial pressure, in the structure (Henderson, & Clark, 1990), cognitive frames 

(Tripsas, & Gavetti, 2000), routines (Gilbert, 2005), and competencies (Leonard-Barton, 

1992; Tripsas, 2009) that support these products. So, it was possible to conclude that 

with more creativity and innovation, it is possible to get a better decision-making process. 

 

3. WINE TOURISM AND CULTURAL HERITAGE 

ards, wineries, wine festivals and wine 

shows for which grape wine tasting and/or experiencing the attributes of the grape wine 

it refers to tourism, as part of agri-, eco-, culinary or sustainable tourism, whose purpose 

is or includes the tasting, consumption or purchase of wine, often at or near the source, 

and also, visits to wineries, vineyards and restaurants known to offer unique vintages, 

as well as organized wine tours, wine festivals or other special events. 

Getz (2000) defines Wine Tourism under three different points of view: (i) wine producer 

 

sales; (ii) tourism agencies or regions  can develop a value-added destination around 
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the surroundings and wine-producing traditions; and (iii) consumer  can find a 

diversified product and benefit from new experiences. 

ungary, France or Italy), and 

Zealand, United States or South Africa), where wine tourism players with an important 

role in the advertising of their products. 

Winery tasting rooms are a place where visitors can interact with the product, the 

winemaker and the rich diversity that the wine region can offer in a complete and 

includes services such as restaurants, accommodation, tours, picnic and recreational 

facilities. 

Viewed by the marketing perspective the tasting room is simply an essential interface 

between the brand and the customers, bypassing traditional retail channels and allowing 

the development of a direct relationship with design elements that creates a relaxed and 

friendly environment. Different people will respond to different aspects of their visit, so it 

is important to focus on building a complete experience that reflects and complements 

the brand and the tourist needs. 

The motivations of the wine tourists could be based on age, interest and nationality, 

leading to taste wine, gain wine knowledge, experience the wine setting, be in a rural 

setting, match food and wine (culinary tourism), have fun (wine festivals and events), 

-tourism 

and, enjoy the health aspects of wine. 

Wine Tourism has a significant role in sustainable regional development through its 

environmental, economic and social dimensions (Hall, & Mitchell, 2000). The benefits of 

wine tourism are stated as: increased sales, higher margins, direct feedback and 

increased revenues for local services and commerce. 

 

3.1. Cultural heritage 

Th

intangible attributes of a group or society that are inherited from past generations, 

O, 

2018), that includes tangible culture (such as buildings, monuments, landscapes, books, 

works of art, and artifacts), intangible culture (such as folklore, traditions, language, and 

knowledge), and natural heritage (including culturally significant landscapes, and 

biodiversity) (Sullivan, 2016). 
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elements and identity values (geophysical characteristics, cultivation and manufacturing 

cal context), that includes: 

the success of food and wine derives from its experiential value, i.e. its ability to provide 

tourists with an active and conscious experience of the territory and its otherness. These 

are the reasons that give meaning and value to the attractiveness of geo-itineraries. The 

-

territory, that is, if it offers an experience of the space that constitutes the ultimate 

essence of the territory itself. But for this to happen, it is necessary that the route 

proposed as a tourist product is characterized by a degree of flexibility and adaptability 

with regard to the different, changing needs of tourists and that it has the active 

involvement of the local community. The latter is not only a carrier of the intangible 

cultural heritage that feeds the tourist appeal of the area, but it is also the cultural medium 

that makes the place, with all its connotations and intangible assets, intelligible and helps 

to create an empathetic relationship between tourism and territory. (p. 75) 

 

Consequently, the use of wine tourism online services permits cost reduction and 

performance improvement in several areas (e.g., economics, financing and accounting, 

human resources), offering better information and making a better interaction with the 

customer/visitor/tourist. In the idea stated by De Rose et al. (2014), wine tourism services 

have many intangible aspects that can be improved, reducing the global costs of 

marketing and advertising, with a personalized online service, such as the example 

proposed here. 

 

 

Taking into to account that wine routes are an essential vehicle for linking tourism and 

wine-producing activities and traditions, acting mainly as a privileged tool to divulge and 

to have a technological and digital application that could easily interact and promote 

these routes with the visitors/tourists. 

notion of an innovative application to show, value, give life and a timeless dimension to 

the wine touristic, historical and cultural heritage routes and points of interest of Regional 

Wineries/Entities/Operators. 
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Based on a creative & innovative decision-making approach to satisfy the customers/ 

visitors/tourists needs it was necessary to develop some ideas, based on the research 

done, that could be a good solution to this problem. 

The development of the system and application began with a requirements analysis 

based on a set of strategy-focused interviews with wine tourism customers and some 

recognized specialists to define the set of needs and other major interests that could be 

highlighted by the application. Some of the reported needs could be solved with: (i) a 

search engine for all information available; (ii) the location and how to get in the wineries 

or points of interest; (iii) the relevant information about wine tourism and cultural heritage 

points of interest; (iv) the wine tourism services list for each winery; (v) the schedule and 

functionality; (vii) the photos of the wineries; (viii) the regional website with a page for 

each winery (with history, photos and references of wine touristic points of interest); (ix) 

the wineries location on a map; (x) present the information in an intuitive & immersive 

way. 

These needs involve a specific set of human and technological resources, based on the 

business strategy, web design & development teams. 

The teams were able, during the R&D phase of the application, to think in a large number 

of different ideas and/or possible solutions to problems (fluency), changing, when 

necessary, the course of thought or design (flexibility) to obtain a unique or unusual 

response (originality). The app structure was developed to achieve the best user 

experience (UX) with index, list of points, maps, link to Wine Region FacebookTM and 

settings, each one with other functionalities shown in the Figures below. The prototype 

obtained was evaluated by a group of managers and tourism experts and proved to be 

a good and interactive solution that met all the defined needs and interests with an 

acceptable cost-benefit for all stakeholders. 

This prototype of the application was validated with a group of people and has obtained 

a very good acceptance by its intuitive design, readiness and information available. With 

this presentation some other needs emerged and, when possible, it will be taken into 

consideration for the next version of the application. 

and the following page with a random photo with the region time and weather condition. 
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Figure 5  

 

The app shows a list of wine tourism points of interest with pictures and logos of the 

Wineries/Entities/Operators, their designation and route in which they are. By clicking in 

one of the wineries listed, it will show the information about schedule, address, 

etc. It allows the visitor/tourist to share it in social media and to create a list of favorite 

points or make a search for any element included in the all app data, as shown in Figure 

6. 

 

 
Figure 6  

 

 state-of-the-art, 

for web and application development making use of ionic framework with angularJS, 

javascript and HTML5 programming languages, among others, presenting a differential 

added value that allows the addition of updates and new functionalities [such as News 

l Visits 

and interior plans] according to the needs, specifications and economic model of the 

Winery/Entity/Operator. 

differentiated user experience (UX) possible, with a clean design, intuitive, interactive 
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and easy to use, online and offline (in case of non-availability of network Wi-Fi/3G/4G, 

the application is automatically configured for offline operation, with few restrictions), but 

also, an immersive and proximity environment with interactive mapping of the points of 

interest and reception of notifications, when visitors are close to a point. This allows the 

visitor/tourist to make an optimized interactive visit, with indication of the route, in a 

context of total immersion with the availability of differentiated contents and information 

 

 

  
Figure 7  

 

allows easy updating or modification of all content (routes, points of interest, regional 

products, etc.), in real-time, of the mobile application and its website and also statistics 

wit

points of interest accessed by visitors/tourists. 

It also includes extras (such as statistics, visited route, send occurrence, help) and 

general settings that include: (i) receive (or not) notifications, (ii) language (Portuguese, 

-

(shows only points with accessibility information), as shown in Figure 

8. 
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Figure 8  

 

5. CONCLUSIONS 

Wine Experience & Sensations  Wine Heritage & Culture Explorer in 

Tejo Region  as objective to valorize the wine touristic activity of the Tejo region, 

from the point of view of the offer, enhancing it, in order to attract and captivate a greater 

and better demand. 

interact and create 

an immersive environment with the visitors/tourists, to show, value, give life and a 

timeless dimension to the wine touristic, historical and cultural heritage routes and points 

of interest of Regional Wineries/Entities/Operators. 

  state-of-the-art, for 

notion, created on a creative & innovative decision-making approach to satisfy the 

customers/visitors/ tourists needs. These needs involved a specific set of human and 

that were within the competences of the business strategy, web design & development 

teams. 

The teams were able, during the R&D phase, to think in a large number of different ideas 

and/or possible solutions to problems (fluency), changing, when necessary, the course 

of thought or design (flexibility) to obtain a unique or unusual response (originality). 

The prototype obtained was evaluated and proved to be a good and interactive solution 

that met all the defined needs and interests with an acceptable cost-benefit for all 

stakeholders. 

ial added value that allows the 

addition of updates and new functionalities [such as News (link to a social network), 
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according to the needs, specifications and economic model of the 

Winery/Entity/Operator. 
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