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Abstract

The interest in wine has been increasing because of raised standard of living, increased leisure time, raised
interest in health. Therefore, a few wine related tourism product has introduced to public including wine train
to Young-dong region and overseas wine tour package. This study focused on motivation to visit overseas wine
tour package in order to segment target wine tourism countries. As a result, three different markets were segmented

and they showed different characteristics with regard to demographics, tourism behavior, and preferred wine tourism
countries.
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