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Abstract. This study aims to explore two cases connected to the wine productive chain, emphasizing the process of competitive
advantages creation under the logic of industrial clusters. The analyzed experiences deal with agglomerations of companies,
where some are already established, while others are consolidated or under expansion: The Vale dos Vinhedos (Brazil), and Valle
de Casablanca (Chile). The comparative study was based on the presence of territorial resources, analyzed in categories, of which
we can highlight: denomination of origin (D.O.), tourism, economy, political situation and unique value. The analysis of both
territories allowed the identification of similarities and potentialities, and the attachment of those with the construction of com-
petitive advantages. The results show that the competitiveness of companies established on the Vale dos Vinhedos and Valle de
Casablanca is determined by the competitiveness of the territory, meaning that the spaces under analysis perform a fundamental
role in the process of creation of competitive advantages of the already installed companies.

1. Introduction

When facing the capacity that certain territories show
with respect to the formation of networks, clusters can be
observed, which can be defined as a geographical concen-
tration of companies and institutions interconnected in a
determined field of activity. The clusters cover a variety
of companies, institutions and entities connected between
themselves. They include, for example, specialized input
suppliers such as components, machinery, services and
specialized infrastructure [1].

The importance of clusters is in its role of forming and
sustaining competitive advantages, or, in other word, the
local resources (territorial) influence the value of the inter-
nal resources of companies inserted in such context. In
that way, the source of competitive advantages are linked
to the strategic resources that the companies have or can
access, in the articulation between the place, its agents and
its processes.

In the context of contemporaneous globalization, each
place is, at the same time, object of a global reason and
a local reason, living dialectically [2]. In that sense, this
study aims to understand the development of clusters,
starting from their socio-spatial formations and inter-
preting them from the use of their territories. Under that
context, the clusters represent a new form of regional
organization, between short-distance markets on one side,
and of hierarchies or vertical integration on the other. A
cluster is, therefore, an alternative way of value chain
organization. The creation of value in the productive chain

2 Corresponding author: aamattia@ucs.br

from strategic resources is based on the Resource Based
View (RBV) theory, which says that companies differ sig-
nificantly based on their capacity to accumulate resources,
and based on the way they use these resources across time
[3,4]. These resources, accumulated and developed inter-
nally, can result in organizational competence through the
collective learning and the way these individuals coordi-
nate and manage the business areas of the company.

The central question that orients and directs the
research is to verify how the territory influences the access
and internalization of the resources generated externally to
the cluster [5], and how companies inserted into this clus-
ter combine these external resources with those generated
internally in the process of creating and sustaining com-
petitive advantages. The focus is on the potential of agro-
industrial companies inserted in two winery regions: the
Vale dos Vinhedos (Brazil), and the Valle de Casablanca
(Chile). As the academic contribution of the study, we
propose the complementary use of the concept of cluster
(originated in the porterian strand) with the concept of
resource, in this case, territorial (originated in the RBV
strand).

It’s worth mentioning that this study is composed of a
preliminary and exploratory analysis based on the research
project denominated Territory, strategic resources, value
creation and competitive advantages. In structural terms,
besides this introduction, a theoretical approach is pre-
sented, while the second section of the text talks about
territory, business strategy and competitiveness. The third
section details the two regions under study, presenting also
the characteristics of the winery agro-industrial system.
On the fourth section the final considerations are made,
and lastly the references used in this paper are listed.

This is an Open Access article distributed under the terms of the Creative Commons Attribution License 4.0, which permits unrestricted use, distribution,

and reproduction in any medium, provided the original work is properly cited.


http://creativecommons.org/licenses/by/4.0/
http://www.bio-conferences.org
http://dx.doi.org/10.1051/bioconf/20150503004
http://www.edpsciences.org

BIO Web of Conferences

2. Territory, territorialization and
competitiveness

In this study, we consider the notion of territory under
change, taking its content or its “form-content”: the ana-
lyzed territory are something under process. In that way,
it is the territory that “constitutes a trace of union between
the past and the immediate future” [2, p. 19]. Territory is a
fraction of space where inter-relations between the social
actors and institutions there present are build [6].

The territory is always and contemporaneously appro-
priation (on a symbolic sense) and dominance (on a
more concrete, political-economic sense) of a space that
is socially shared and not simply built [7]. A territory is
defined by social formation aspects, such as socio-eco-
nomic and political-ideological aspects [8—10].

The territorial development, according to [6], refers to
a localized process of development in a determined terri-
tory, that involves the social, human, economical, physical-
natural, environmental, political and cultural dimensions,
and that can be observed in a small location or an aggrega-
tion of such small location.

It is in the territorial context that the debates about the
role of industrial districts and local productive arrange-
ments are inserted, as well as the clusters (these being
considered as environments promoters of competition,
innovation and economic development).

In this study we highlight the use of the territory as a
revealing category of analysis of the social dynamics that
these groups, industrial districts, local productive arrange-
ments and clusters imprint on the demarcated spaces. By
being anchored in its spatial practices, for example, what
Correa [11] called spatial selectivity — the choice of a place
that presents attributes of interest with the established
projects.

On the other side, we could also consider it as a spatial
re-embodiment, because it derives from a political view
of the institution, aiming to impose another rationality to
its space of actuation that, through the integration of these
companies and the creation of locational nuclei (clusters),
originated another spatial organization.

The industrial district approach begins with the accel-
erated growth phenomena that originated in Italian ter-
ritory, also known by the expression Third Italy. The
existence of a homogeneous system of values, expressing
a work ethic, of family and dynamism consists in one of
the first characteristics of the district. On the description
of an industrial district Becattini [12, p. 20] identifies it as
“a socio-territorial entity characterized by the active pres-
ence of a community of people and of a population of com-
panies in a determined geographical and historical space”.
According to the author the system of values, propagated
through institutions (market, company, family, church,
school, authorities, political and syndical organizations,
public, private, economic, political and cultural instances,
of social, religious and artistic solidarity) that involves the
society with the industrial district contributes to the entre-
preneurial spirit and the introduction of innovations.

The value system pointed by Becattini [12] is defined
by other authors as social capital. The social capital is
understood as a characteristic of social organizations,
and has as its main elements the trust, the norms and the

networks, therefore, the reciprocity reduces the costs of
transaction, eases the collective actions and, through the
social interactions, contributes to the diffusion of knowl-
edge and innovation.

In a complementary way, Radomsky and Schneider [13]
point to the reciprocity relationships as important to the
maintenance and strengthening of the networks that form on
the territory and are realized by diverse agents. To the authors
“the changes imposed through the networks are constant in
the social and economic dynamics, because this net of rela-
tionships is constantly doing itself, and the texture of the
networks is always in the eminence of the transformations
and the reinvention of the territorialities” ([13], p. 277).

Studies about clusters emphasize that the geographical
proximity allows the development of cooperative relation-
ships based on trust, which starts to exist and intensifies
itself between the different actors and agents. These rela-
tionships are essential in the exploration of competitive
advantages that are created and diffused inside certain
territories.

For a company to obtain a sustainable competitive
advantage, it must have strategic resources and be capable
of creating value to the market based on these resources.
However, the strategic value of the resources will depend
on the combination that the company will make of said
resources, and the trajectory that the organization will fol-
low [14], creating a value creation strategy that cannot be
easily implement by the current and potential competitors.

3. The studied regions: Vale dos
Vinhedos in Brazil, and Valle Casablanca
in Chile

In this section the characteristics of the grape and wine
producing regions are presented, on the State of Rio
Grande do Sul, on Vale dos Vinhedos (RS/Brazil), and on
Valle Casablanca (Valparaiso, Chile). The regions are con-
sidered wine clusters, internationally known.

3.1. Vale dos Vinhedos (RS/Brazil)

Located in the South Region of Brazil, more specifically in
the Serra Gaucha, the Vale dos Vinhos has a total area of
81 km?, median altitude of 740 m and covers part of three
cities: Bento Goncalves (northeast), Monte Belo do Sul
(northwest) and Garibaldi (south). According to Matheus
and Silva ([15], p. 62), “the region is marked by slopes
covered with vineyards and small agricultural communi-
ties, that surround the road RS 444, being there localized
one of the biggest and most reputable national companies
that produce drinks derived from grapes”. With median
temperature around 17°C and pluviosity in the 1800 mm/
year range, the Vale dos Vinhedos is classified as a humid
temperate climate. With approximately 2100 hectares of
vines, the Vale dos Vinhedos produces annually around
20 million liters of fine wines, considered one of the main
fine wine producing regions in Brazil [16]. The Vale rep-
resents the historical, cultural and gastronomical legacy
left by the Italian immigrants that arrived in the region in
1875. According to Zanini and Rocha [17], these immi-
grants introduced the viticulture and even nowadays this
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constitutes the base of the local family incomes. In Vale
dos Vinhedos there are approximately 3000 inhabitants
that in most part work on the cultivation of vines. The out-
put of this production equals to wines produced in family
properties or commercialized in winery cooperatives of
the region. The productive structure of the Vale is com-
posed by small rural properties that share the territory with
wineries of different sizes. These wineries are composed
of family wineries, boutiques and garage, as well as big
companies that count on international partnerships [18].
This region consists of a sub-region of Serra Gaucha, and
obtained the first Geographical Indication of Brazil: the
Indication of Origin Vale dos Vinhedos [19]. With the D.O.
(denomination of origin) the Vale dos Vinhedos has inten-
sified the work with types like Merlot and Chardonnay,
typical of the region. Owned of the first D.O. recognized
by the OIV (Office International de la Vigne et du Vin)
in Latin America, the Vale dos Vinhedos is an important
tourist destination in Brazil, being the biggest sector the
eno-gastronomy, receiving in the year of 2013 more than
283 thousand visitors with an annual production of 9 mil-
lion of liters of wines and sparklings [16]. The geographi-
cal characterization denominated Vale dos Vinhedos, Fig.
1, has made possible the acquisition of the D.O. for fine
wines produced in the district with that denomination,
summed by parts of the Garibaldi and Monte Belo do Sul
cities [18].

3.2. The Valle Casablanca (Valparaiso/Chile)

In between the Andes and the Coast Mountain Chain, at
the Costeira do Aconcagua plain, is located the Valle de
Casablanca (province of Valparaiso). The valley location,
Fig. 2, is on the V Chilean Region, between the Coast
Mountain Chain and the Pacific Ocean. It’s on route 68,
that unites Santiago, Chile’s capital, with Valparaiso, main
Chilean port. In terms of distance, it is 80 km to the north-
west of Santiago and 41 km of Valparaiso and Vina del
Mar [21].

With a terrestrial surface of approximately 220 km?,
the Valle de Casablanca stands out are the third biggest
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Figure 1. D.O. Region from Vale dos Vinhedos [20].

Figure 2. Map of Valle de Casablanca Region [22].

wine producing region of Chile, with a planted area of
more than 6 thousand hectares and annual production vol-
ume in the 34 million liters range. With an altitude that
doesn’t goes above 200 m and pluviosity in the 450 annual
mm, the Valle de Casablanca has a cold climate with aver-
age temperature around 14.4°C. The regional climate suf-
fer maritime influence due to the close distance from the
sea, being common the morning fogs and great thermal
amplitude. The proximity with the sea favors the climate
to produce white wines, due to the fact that grapes mature
more slowly ([22], p. 24).

The viticulture history of Valle Casablanca starts at
the end of the 1970’s, with the sowing of the first grape
hectares. Through a decade the planted area was enlarged
to 4000 hectares, where the Valle Casablanca went from
a poor rural community with approximately 16 thousand
inhabitants, to one of the most attractive poles of the
region [22].

The white wines (Chardonnay and Sauvignon Blanc)
from Valle de Casablanca are recognized internationally,
being classified as one of the ten main wine capitals of the
world in June 2013, by GWC (Great Wice Capitals) — a
global network that promotes tourism. Between 2007 and
2011 the Chilean wine production grew 29%, increasing
the participation of the country on the global production,
in such a way that in 2011 the country became the eight
biggest wine producer in the world ([22], p. 18).

On Table 1 the characteristics of both clusters are pre-
sented, with respect to the territorial resources.

4. Final considerations

Currently it is common to talk about competitiveness of
territories through competitiveness of the companies. Are
the companies competitive, or are the territories also com-
petitive? [23]. For the regional scientists there is a consen-
sus that territories are an important competitive factor, to
the point of having a theoretical solid body that explains
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Table 1. Comparison between both clusters.

Vale dos Vinhedos

Valle de Casablanca

Geographical Indication

First Brazilian Geographical Indication
(2002). The DO was obtained in 2012.

Aconcagua Denomination of Origin (2001). First
coast region of cold climate. In 2011, new wine
regions: Andes, between Cordilheiras e Costa. The
Valle de Casablanca was classified in the Chile
Costa region.

Political Situation

Region that covers 3 cities: Bento Gongalves
(60%), Garibaldi (33%) and Monte Belo do
Sul (7%)

The Valparaiso region is composed of seven regions:
San Antonio, Quillota, Petorca, San Felipe, Los
Andes, Isla de Pascua and Valparaiso.

Area

81,23 km?

386 km?

Population

3000 inhabitants

21.874 inhabitants

Main Association

APROVALE (Associa¢do de Produtores
de Vinhos Finos do Vale dos Vinhedos),
founded in 1995.

Associacién Gremial de Empresdrios Vitivinicolas
del Valle de Casablanca, founded in 2001.

Consolidated. Main eno-touristic destination
in Brazil. In the past 11 years, The number

Casablanca is part of the ten World Wine Capitals.
The wine valley of the central region, and the
recognized port city, currently are part of the

of vines that, in 2011, produced 6,9 million
liters of wines and sparklings.

The incoming of dividends with respect to
tourism was, in average, R$ 100 million or
US$ 31,25 million generated by national and
foreigner visitors.

Tourism of tourists that visit the region has grown Great Wine Capitals, global network that aims to
from 45 thousand, in 2001, to almost 250 promote the tourism, the culture and the commercial
thousand in 2012. exchange between the World Wine Capitals. In 2012
has received 124 thousand visitors.
L . It was in the 80’s that Casablanca started to produce
In response to the crisis lived by the wine . .
. . the wines that today make it famous, not only at
sector in 1990 (end of Aurora cooperative), . . . .
. _ . a national level, and that is why it is considered
six small wineries (used to the quantity
. . NP a new valley. Currently, the Valle de Casablanca
Origins paradigm) decided to create an association is positioned as the main developer of Chilean
(APROVALE) and look for a new direction . . .
. . white vines, amongst which are Sauvignon Blanc,
for the wine, through the improvement .e .
. . I . Chardonnay, Viognier and Marsanne, besides cold-
in quality, the acquisition of technical . . . .
climate red vines such as Pinot Noir, Syrah and
knowledge and added value to the product.
Merlot.
31 wineries, 4 of big size (producing more The association is composed by 19 agricultural
tan 500 thousands of liters per year). The societies, 19 wineries and 6 restaurants. In 2012
Vale dos Vinhedos is responsible for the the Chilean tourism industry had a revenue of
production of 20% of all the fine wine and US$ 2.559,5 million, being US$ 2109.9 million
25% of the sparklings made in Brazil, which | generated by foreign visitors, US$ 28,8 million
corresponds to between 12 and 14 million due to travel agencies and US$ 420.8 million
Economy bottles per year. There are 2.132 hectares due to international transportation. The planted

surface of its members represents 94% of the total
planted, with 5.680 hectares, being the total annual
production of wine 34 million liters

the competitiveness of the territories, as well as through
the production of empirical evidence.

The wine region Vale dos Vinhedos, located in Serra
Gaucha, remains the biggest wine producing region in
Brazil (responsible for more than 80% of the national pro-
duction), and has an ever important and irradiating role in
the development of new wine regions, both through the dif-
fusion of technology as well as entrepreneurial actions. On
its turn, despite being a younger wine region, in less than
30 years the Valle de Casablanca has established itself as
one of the main Chilean producing regions, having being
internationally recognized, contributing to the strengthen-
ing of the wine sector in Chile, mainly the eno-tourism,

that already corresponds to 6% of the sales in the Chilean
market.

In the case of Vale dos Vinhedos, the information
obtained so far show that, in the region, some of the com-
petitive advantages are the social capital, observe on the
associative organization that is on the surroundings, and
also the learning constructed along the time that wine pro-
duction has been occurring. These factors, added to the
social and territorial actors, seem to be factors that contrib-
ute to the utilization of resources in favor of development,
and usage of the competitive advantages and the awarding
of the Vale as a Historical and Cultural Heritage of the Rio
Grande do Sul state.
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In Valle Casablanca it is also noted the presence of
associative organizations that indicate the importance of
the social capital, related to the rapid advance that took
place in the constitution of this territory as one of the
ten world wine capitals (Great Wine Capitals). In the
region the actors learning process related to the wine
production can be appointed with bigger highlight than
in Vale dos Vinhedos, because in less than fifty years
the region has constituted itself in an important wine
producing region. The social actors also seem to have a
fundamental role in the constitution of the competitive
advantages observed.

Another aspect is that, amongst the different agro-
industrial clusters, the wine cluster is one of the most
complex, both in terms of product attributes as well as the
producing and market chains. It is worth mentioning that
the results obtained in previous research point to the neces-
sity of a deepening of the analysis and the modelling effort
of the internal process of competitive advantages creation,
in a cluster environment that follows the general guide-
lines here proposed.
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