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BETWEEN GLASSES AND LANDSCAPES: THE IMPACT OF
WINERIES ON TOURISM RECONFIGURATION IN MORRO DO
CHAPEU, BA (BRAZIL)

Simone Neto de Santana Oliveira!, Adriana Brambilla?, Elidio Vanzella®

ABSTRACT: Morro do Chapéu, a city located in the state of Bahia, is historically known for its natural
landscapes of the Chapada Diamantina region and for its cultural heritage associated with the diamond-mining
period of the early twentieth century, the city has recently begun to invest in viticulture and wine-related tourism.
According to official sources, grape cultivation began around 2009—2010 and the first wineries were established
from 2018 onward, contributing to the emergence of wine tourism as a new driver of local economic development.
This study analyzes the development of wine tourism in Morro do Chapéu through a case study of two wineries.
The research is bibliographic, documentary, and descriptive, adopting a qualitative approach. Data collection
included field visits to the wineries, photographic documentation, interviews with staff responsible for visitor tours,
and a review of documents related to the establishment of these enterprises. The results indicate that the wineries
play an important role in strengthening tourism in the municipality by integrating wine production, tourism
experiences, and the appreciation of the local landscape. Although wine tourism in the region is recent, the two
wineries present distinct characteristics that complement each other and diversify the visitor experience. This
diversification contributes to enhancing the attractiveness of the destination, increasing its visibility, and
reinforcing the potential of wine tourism as a strategy for local tourism development.
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INTRODUCTION

Morro do Chapéu, located in the state of Bahia, was officially established as a city in
1909. Its name is derived from a large hill shaped like a hat that rises more than 1,200 meters
above sea level. Characterized by landscapes typical of the Chapada Diamantina region, the
area’s rocky highlands and panoramic views have historically attracted visitors seeking nature
and adventure tourism experiences. In addition to its natural attractions, the city preserves
significant historical and cultural heritage, including churches and colonial mansions dating
back to the prosperous diamond-mining period of the early twentieth century (1920s). For many
years, tourism in Morro do Chapéu was primarily oriented toward visitors interested in natural
attractions such as Cachoeira do Ferro Doido and numerous other waterfalls in the region, as
well as Gruta dos Brejdes, which features remarkable geological formations. These sites, along
with several caves and other natural landscapes, have long attracted visitors interested in nature
and outdoor activities.

According to the Secretaria de Turismo do Estado da Bahia (Setur-BA) (2025), grape
cultivation in the region began around 2009-2010, and the first wineries were established
starting in 2018. This development gradually redirected the focus of local tourism toward wine
tourism, consolidating a new driver of economic development in the region. In light of this
transformation in the city’s tourism dynamics following the establishment of wineries, this
study addresses the following research question: What impact has winery development had on
tourism in Morro do Chapéu, Bahia?
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Many destinations have sought to diversify their economic activities, including tourism
associated with wine, commonly referred to as wine tourism or enotourism. According to
Brambilla, Vanzella, and Brambilla (2026), this form of tourism refers to visits to locations
where wine production and commercialization occur, encompassing activities related to grape
cultivation, wine production, and wine tasting. Tourism related to vineyards and wine has
experienced notable growth in both supply and demand. On the supply side, wineries, museums,
events, and other sectors associated with wine culture have organized themselves to offer an
increasingly diverse range of products and services. On the demand side, tourists show a
growing interest in experiences related to wine and vineyard culture.

A notable aspect of wine tourism is visitors’ interest in direct interaction with producers.
The presence of producers during visits is an important distinguishing feature of this activity.
Visitors also demonstrate a strong interest in the history of local workers and residents, as well
as in learning about their sociocultural contexts and the ways of life of previous generations
(Brambilla & Vanzella, 2017). In this context, the present study aims to examine the structure
of wine tourism through an analysis of two wineries in Morro do Chapéu.

METHODOLOGY

This study is characterized as bibliographic, documentary, and descriptive research with
a qualitative approach, using a case study of the city of Morro do Chapéu, Bahia, Brazil. It
observed and described the structure developed for wine tourism following the establishment
of wineries in the city. Data collection was conducted in four stages. First, field research was
conducted at the two wineries examined in this study, including photographic documentation
and an interview with the employee responsible for leading the tour through all areas of the
facility. During the visit, technical information was provided about the entire production
process, from grape cultivation to the final product. Second, a bibliographic and documentary
survey was conducted in the city of Morro do Chapéu, Bahia, focusing on the establishment
and development of the wineries. Third, the collected data were organized and described,
highlighting differences and advances in tourism opportunities resulting from the establishment
of these enterprises. Finally, a comparative analysis of tourism opportunities was conducted,
considering the two wineries visited. To avoid directly identifying the wineries, they are
referred to in this study as Winery A and Winery B.

RESULTS

During visits to the wineries included in this study, the following information was
collected: year of establishment, grape varieties cultivated, number of wine labels produced,
number of visits per month and/or year, and the type, quantity, and quality of experiences
offered to visitors, as well as the impact of each enterprise on tourism activity in the city. The
analysis indicated two of the four wineries currently operating in the city have the greatest
economic and tourism impact based on the aspects described above, which were also used as
the selection criteria for this study. These wineries are referred to here as Winery A and Winery
B. The analyses were conducted using a comparative approach (without value judgment),
aiming to provide detailed information about the tourist experience offered by these
establishments and to examine how their presence has influenced tourism activity in the city of
Morro do Chapéu.

The first difference between the wineries lies in the organization of their spaces and the
design of the tourist experience. Winery A, a pioneer in scientific studies related to grape
cultivation (2008), supported by approximately ten years of research preceding the
establishment of the enterprise, offers a welcoming environment and contemporary
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architecture. The experiences provided are primarily oriented toward immersion in the world
of winemaking and the appreciation of natural landscapes. This configuration promotes a
stronger connection with nature through guided visits to the vineyards and wine tastings held
in outdoor spaces. The winery also features rustic settings that are particularly suitable for
digital tourism records, such as photographs shared on social media. Figures and mosaics
illustrating these aspects are presented throughout the analysis.

Figure 1 — First wine labels

Source: Research data

Figure 2 — Aerial view and entrance
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Source: Bahia Terra Turismo

Figure 1 shows the first eight wine labels produced by the winery after more than ten
years of research. This represents a considerable number for a location with no previous history
of wine production. The history of the site is presented in a chronological photo gallery, inside
a chalet/wine cellar, designed in the shape of an oak barrel (see photo above). Numerous shelves
display a wide variety of wine labels produced by the winery. This space currently functions as
a chalet that, according to the local guide, is expected to become an additional tourist attraction
in the future. Visitors may eventually have the opportunity to stay there, allowing them to enjoy
a more complete tourism experience. Figure 2 presents a panoramic view of the outdoor tasting
areas located next to the vineyards, the chalet described above, and the structure set up for the
sale of wine labels, consisting of a shop located at the side entrance of the establishment.

Figura 3 Living Nature Mosaic

Source: Research data
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The three images that compose the mosaic in figure 3 reinforce the perception that the
site’s natural landscapes contribute to increased visitation by visitors seeking a connection with
nature and immersion in the world of vineyards. This visit is guided by a winery staff member
who provides technical explanations covering the entire process, from the initial stages of the
project to the moment the wine reaches the consumer’s table.

Figure 4- Awards mosaic

Source: Research data

Figure 4 shows some of the awards the winery has received in recognition of the quality
of the wines produced and its pioneering role in introducing this activity to the region. These
distinctions are displayed in a space included in the visitor tour, as well as in the shop where
visitors can purchase wines from a variety of vintages suited to different tastes.

Figure 5 presents “Instagrammable” spaces designed for photographs likely to be shared
on social media. These areas were carefully planned and arranged to highlight the most
favorable angles of each setting. The space also includes a shop where visitors can purchase
wine and personalized wine glasses.

Figure 5- Digital Tourism Mosaic

Source: Research data
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For the past five years, the winery has also organized a themed event called the Winter
Harvest Festival (Vindima de Inverno). According to information obtained from the interviews,
the most recent edition brought together approximately 300 participants, including public
authorities, entrepreneurs, producers, and numerous visitors, who took part in an experience
combining culture, tourism, and local economic development. The event program included
activities such as traditional grape stomping, regional gastronomy, musical performances,
interaction with local handicrafts, and tastings of wines produced by the winery.

According to the report, the municipality is developing a project called “Caminho dos
Vinhos” (Wine Route), which consists of a route connecting the city’s wineries. In addition to
this initiative, several residential developments aimed at individuals interested in wine-related
activities are expected to be established.

It was also reported that an innovative development will be built in the city of Morro do
Chapéu through a partnership between Winery A and the municipal government. According to
Bahia Econémica magazine, the city is currently experiencing a particularly favorable moment
in the development of viticulture and has successfully attracted new investments. Among these
initiatives is the construction of the first planned neighborhood, “Cidade Vinicola” (Wine City),
a residential complex that will include housing units, a hotel, restaurants, and several amenities
integrated with wine production, aimed at further promoting wine tourism in the region.

In contrast, Winery B differs in the structure of its facilities and the type of experience
it offers visitors. While Winery A places greater emphasis on the appreciation of natural
landscapes, combining wine tasting with guided visits through outdoor spaces, Winery B
features a more modern architectural design, with several areas specifically created for
photographs and digital sharing. This approach attracts visitors who are more engaged with
social media and accustomed to documenting their experiences in real time, allowing them to
interact with their online networks.

Figure 6- Planned landscapes
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Source: Research data

Upon arrival at the establishment, visitors encounter a modern building that houses both
the shop and the wine production area, which is included in the guided tour. A wooden gateway
customized with the winery’s brand, along with a gate barrier, marks the entrance to the Chalé
do Roma Negra area (restricted to guests), although visits are permitted when the chalet is not
rented. The overall impression is that of entering a rural estate. The landscaping has been
carefully designed to highlight both the natural beauty of the site and the architectural elements
intended to make the spaces more suitable for photographs taken by visitors.
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Fi§ure7- Vineyards

Source: Research data

The mosaic in figure 7 presents part of the vineyards of Winery B, organized according
to grape varieties and planting periods. Visitors have access to the vineyards accompanied by a
local guide, who explains the entire cultivation process, including planting, harvest periods, and
the management of potential pests, while also encouraging questions and discussion. After this
stage of the tour, visitors proceed to the production area and, finally, to the tasting session and
the purchase of wine labels and other grape-based products, as shown in the fotos below:

Fiue 8- Conte

nt Creation for Digital Media

Source: Research data

The mosaic presented in figure 8 indicates a clear intention to promote Winery B
through visitors’ interaction with spaces that were deliberately designed for this purpose. These
environments are intended to attract a public that increasingly shares their travel experiences
online, producing real-time records, tourism-related videos, and vlogs that foster a more direct
connection with their audiences. Figure 9 shows two chalets with verandas, decks, a shared
leisure area, and landscaped surroundings. These accommodations are available for visitors
who wish to experience the winery more fully and engage more closely with its production
processes. According to the local guide, the number of chalets is expected to increase in the
future.

Figure 9- Full experience

Source: Research data
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FINAL CONSIDERATIONS

Tourism represents an economic alternative that can generate employment and revenue
in many countries. As the sector expands, it diversifies into different segments, focusing on the
use of natural and cultural resources to meet the needs and preferences of specific audiences.

The Northeast region of Brazil is widely known for its warm climate throughout the
year, tropical landscapes, and beaches, making sun and sea tourism one of its main attractions.
However, many cities in the Northeast, such as Morro do Chapéu, have sought to differentiate
themselves by developing strategies to attract visitors beyond the sun and sea tourism segment.
In this context, the present study was developed to analyze wine tourism in a city that has been
investing in attracting visitors interested in wine-related tourism.

The analysis of the wineries revealed that these enterprises play a significant role in
strengthening tourism activity in the city of Morro do Chapéu, particularly by integrating wine
production, tourism experiences, and the appreciation of the local landscape.

It is noteworthy that, although wine tourism has developed only recently, the two
wineries examined present distinct characteristics. While Winery A stands out for prioritizing
experiences focused on immersion in wine culture and the appreciation of natural landscapes,
Winery B offers a more contemporary tourism experience, characterized by modern
architecture, planned landscaping, and spaces strategically designed for photographs and
interaction on digital media. These distinct approaches contribute to strengthening wine
tourism in the region, as visitors can engage in different types of experiences rather than
encountering a single, repetitive model that could eventually reduce visitor flow over time.

Both wineries demonstrate significant potential to strengthen tourism in Morro do
Chapéu by increasing the destination’s visibility, encouraging new investments, and
contributing to the economic and tourism development of the region.
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