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Cristina Valenza  
Head of Communication, Masi Agricola, Verona Italy 

After graduating from the Faculty of Humanities and Philosophy at Turin University and spending some time 
teaching, Cristina Valenza began working for Armando Testa, Italy's leading advertising agency. As account manager, 
she handled international clients, mainly Nestlé Group companies. 

Since 2007, she has been working as Head of Communication at Masi Agricola, one of Italy's major wineries, leader 
in the production and export of Amarone. Her responsibilities include corporate identity, press office, hospitality, 
trade fairs and events, web and social networks, which she manages for the various companies of the Group: Masi 
Agricola and Serego Alighieri in Valpolicella, Canevel in Valdobbiadene, Conti Bossi Fedrigotti in Trentino and Masi 
Tupungato in Argentina. 

She is also Head of Communiction for the Company's new business branch, which handles wine tourism, consisting 
of tours and tastings, as well as wine shop and guesthouse activities at the various company premises, and catering 
at the Masi Wine Bar and Restaurant in Canova on Lake Garda, Cortina d'Ampezzo and  Zürich. She has recently 
curated the creation of the first Masi Wine Discovery Museum. 

Cristina will be presenting on: 

The presentation would focus on the Masi Wine Experience: the hospitality and culture project that Masi offers to 
the public by opening the doors of its winery locations. Born as a communications exercise and now a significant 
profit centre in its own right for the company, the Masi Wine Experience is a strategic project aimed at promoting 

direct contact with the final consumer by enabling him or her to learn more about the brand and its products and gain experience of the values behind the 
brand. The aim is to endow the brand with new, additional, meanings, making it more and more a real lifestyle brand. 

Take home messages for workshop participants: 

The Masi Wine Experience provides a case history of wine tourism – a paradigm of its class according to tour operators – spread through seven locations in 
different countries of the world (Italy, Switzerland and Argentina), each with a different positioning but all managed with a common business logic which 
involves the adoption of organizational structures and management techniques taken from the parent company.  
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Cristina Pérez  
Head of Public Relations, Marqués de Riscal City of Wine, Rioja, Spain 

Cristina Pérez was born in Valladolid (Spain) on the 28th of March 1976. After being graduated by the Faculty 
of Communication (Advertising and Public Relations) of the University of Navarre, she specialized with an 
MA in European Leisure Studies, by the Universities of Deusto (Bilbao, Spain), Vrije Universiteit Brussels 
(Brussels, Belgium), Tilburg University (Tilburg, The Netherlands) and Loughborough University 
(Loughborough, UK). 

Just after graduated, she worked for Club Internacional del Libro (Madrid), the leading Spanish company in 
direct marketing; and also participated in an internal communication programme to launch the new re-
styling model of car, in the factory of Volkswagen Navarra, in Pamplona. 

Once she finished her Master degree, she worked for SC Strategic Company in Madrid, organizing corporate 
sport events, in different cities around Spain.  

In 2002, she moved to Rioja and started to work for Marqués de Riscal Winery Public Relations Department. 
Since 2008, she become Head of this department and coordinate the following within the Marqués de Riscal 
City of Wine: tours and bookings to visit the winery, the visitors reception, which encloses a shop and a 
cafe/wine bar, a summertime grill terrace, and also the customer service. Apart from this, she also co-

ordinates the internal relationships with the companies involved inside the premises, such as hotel, restaurant and winery itself.  

Cristina will be presenting on: 

The innovative and pushing role of the Marqués de Riscal City of Wine, within the context of the Rioja region, its case study. The rapid development of Rioja 
to become one of the leading wine tourism regions in Spain, different models. 

Take home messages for workshop participants: 

The contrast and diversity of the Rioja region and how Rioja has increased in number and quality of visitors in the last years. 
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Marc Verpaalen  
Hospitality & events manager, Chateau Giscours and Chateau du Tertre, Bordeaux, France 

Originally from the Netherlands where I was born in Rotterdam, I started my professional life in 
the Dutch army as an artillery-liaison officer. After a short military career I travelled to France 
in 1991 to start in the hotel business. I combined my job with general marketing studies (Open 
Universiteit) and applied marketing in the hospitality industry (Cornell). In fourteen years my 
experience covers various positions from front desk to sales (Burdigala & Concorde Hotels). 

In 2005 I was given the opportunity to renew my relationship with Holland but in France: Two 
Dutch-owned wineries, Chateau Giscours and Chateau du Tertre, were looking for an on-site 
brand ambassador to develop wine tourism, private and corporate events. The companies are 
both classified growths of the Margaux appellation and are situated in the Medoc, a worldwide 
known winegrowing area situated North-East from Bordeaux. Our efforts on developing 
hospitality at Giscours were crowned by four Best Of Wine tourism awards, of which one 
international. At chateau du Tertre we received two Best Of Wine tourism awards. 

Today the activity of my team is fully dedicated to wine tourism and on-site brand 
management.  Since 2014 I am also active in the Bordeaux Tourist & Congress Board of which I 

am the treasurer and I am member of the steering committee of Destination 1855.   

Marc will be presenting on: 

- Explaining the particularities of the Bordeaux wine trade and the Bordeaux wine tourism model. 
- Turning visitors into ambassadors: Combining profitable wine tourism and reinforcing brand equity by creating strong relationships 

with our visitors.  
- Wine tourism in a broad sense: Ways of revitalizing our brand through hospitality and events. 

Take home messages for workshop participants: 

My key message is about the added value of high-end hospitality and how this tool can make a significant difference in the process of building 
strong brand equity. 


