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WINE AUSTRALIA
Wine Australia is a statutory authority established to provide strategic support to the Australian wine sector by 
delivering services designed to increase and sustain the demand for Australian wine.

WINE AUSTRALIA’S VISION
To be recognised as an innovative and respected industry partner acknowledged for:

•	 Leadership;
•	 Value creation; and
•	  Exceptional communication.

WINE AUSTRALIA’S MISSION
Identify and maximise the environment for sustainable demand for Australian wine.

WINE AUSTRALIA’S VALUES

•	 Integrity: We do what we say we will.
•	 Transparency: We strive to deliver a ‘no surprises’ culture.
•	 Passion: We are passionate about achieving results for the success of the Australian wine industry.
•	 Understanding: We seek to fully understand by listening to and acting on feedback.
•	 Agile: Our agility enables us to adapt, grow and change as the industry requires.
•	 Accountable: We regard individual goals as commitments not intentions
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EXECUTIVE SUMMARY
The last 12 months continued to present significant challenges for the wine sector.   These challenges have been well 
documented, the most significant being;

•	 The impacts of increased retail power and the vertical integration of retail/wine businesses; 

•	 Continued growth of private labels and other opportunistic brands;

•	 Continued growth in sales of New Zealand Sauvignon Blanc in the domestic market, further supported by New 
Zealand grower and producers access to the Australian Wine Equalisation Tax rebates;

•	 The impact on competitiveness and profitability of a strong Australian dollar; 

•	  Increasing environmental and sustainability challenges, responsibilities and costs; and 

•	 Trade impediments and tariff disadvantages relative to competitor countries in key markets.

There are issues that are shaping our industry and have triggered an essential need for the industry to innovate, adapt to 
changing market conditions and positively position the quality and diversity of Australian wine around the world, to build 
profitable and sustainable price points. 

While there are still challenges ahead, we started to see some ‘green shoots’ throughout the year, delivering cause for 
cautious optimism.  While these are not silver bullets that will overcome all of our challenges, we as an industry, need to 
take advantage of these emerging opportunities, and build upon our value-growth strategy.  In particular: 

•	 more balanced inventory levels in Australia.  While further alignment of industry’s supply to sustainable demand 
opportunities is required to achieve profitability, there’s been a significant improvement in the last 18 months;

•	 a 4% increase in the average value per litre of Australian wine exports for both bottled and bulk wine; 

•	 double digit growth in both value and volume for bottled wine exports to China and the emergence of China as 
the number one ranked market for Australian wine exports above $7.50 per litre.  The average value per litre of 
Australian bottled imports to China is now for the first time higher than the average for French wines; 

•	 we continue to outperform the market in the UK and remain the number one category in volume and value with 
double digit growth in the above £7 price point in the UK off-trade and strong growth in the on-trade; 

•	 growth in some of the higher priced segments in the US especially in the $15-$20 price point, combined with an 
increased frequency of positive press and coverage of the category over the past 6-months; 

•	 Interest in new and emerging markets for Australian wine, including the Nordics, Brazil, India, Russia, to name a 
few; 

•	  Latest reports by the International Organisation of Vine and Wine which suggest the global wine industry is 
moving from oversupply to a so-called deficit, with wine production the lowest in 37 years due to seasonal 
factors such as weather damage to grapes in France and Argentina, forcing a drawdown of stocks and structural 
changes from vineyard removals across the EU and Australia.

•	 Materials from a standout vintage for many of Australia’s wine regions in 2012 and 2013 reaching the market. 

While we as an industry still have some way to go to address the challenges impacting on profitability, we need to 
ensure we are in a position to take advantage of these emerging, sustainable opportunities over the next 12 months. 

For Wine Australia, the need to innovate and adapt has meant a continued transformation to better position the 
organisation to take a leadership role, and have an agile operating platform in order to tackle the many challenges 
facing the industry and to take advantage of some of these emerging opportunities.

Our first and foremost priority is to build the reputation of the category. 
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Education and engagement of key influencers remains the cornerstone of our approach globally.  As part of our core 
activities, we’ll continue to deliver global educational programs for key influencers, including trade, media, sommeliers, 
buyers, importers, wine educators, consumers and other key influencers in each market through our global A+ Australian 
Wine Education Platform. 

And underpinning all our core strategic activity is our global program of public relations, media relations, digital 
communications, and social media, which we’ll continue to use to generate positive chatter and tell the great stories 
about Australian wine. 

Central to the priority of building the reputation of our category, will be a major, global campaign for 2013/14 that 
leverages our Australian Government grant and attracts funding support from tourism bodies and our major wine industry 
partners.  The campaign, currently in development in consultation with Tourism Australia and our wine industry partners, 
will aim to evolve the positioning of Australian wine; build a higher value, premium perception of Australian wine; and 
develop Australia’s food and wine to be more relevant to the decision making process for travel to/throughout Australia. 

The campaign will very broadly be a wine themed extension of Tourism Australia’s ‘There’s nothing like Australia’ 
marketing campaign and will draw out the connection between Australia’s lifestyle, natural beauty and exceptional 
wine.  Our aim is to focus not only on exciting consumers in key markets about Australian wine, but also on activating 
the trade and unblocking the distribution chain, particularly in the US. 

The campaign will have two core components.

1. Savour Australia 2013 : Australia’s Global Wine Forum will be held from 15-18 September 2013 in Adelaide.  
Attracting up to 750 supply chain delegates from around the world, including 100 VIP guests sponsored by 
Wine Australia, Savour Australia 2013 will mobilise Australia’s trading partners from key markets and launch 
Australian wine into the next stage of growth.  

2. The forum will be followed by in-market campaigns to run in key markets over the 12-month period following 
the convention, including highly visible consumer activity including consumer events, promotions, digital 
communications and retail on and off-premise activation through our trade partners. 

The transition to our new export approval process has occurred with a minimum of fuss and with widespread support 
from the industry.  We’ll continue to work with the industry to provide export assistance and ensure our rigorous auditing 
presence delivers a comprehensive and credible regulatory system and protects the reputation of Australian wine.  
However we will also complement audit activities with regional briefings and information sessions, and on-line with 
webinars, to communicate changes in the global regulatory environment and the impact on wine exporters. 

We’ll continue to work closely with WFA to improve market access for Australian wine through: 

•	 our engagement in relevant international wine forums; 

•	 influencing free trade agreement negotiations; and 

•	 working with international regulatory authorities. 

In addition, Wine Australia will continue to initiate new ways to ensure our wine sector intelligence is getting into the 
hands of the industry and is being used as a part of informed business decision making.  Further, we’re committed 
to improving our engagement and communication with the wine sector to be fully transparent and ensure clear 
understanding on how we’re channelling industry funds to deliver the best possible return on investment.  We’ll be doing 
this in a number of ways – via our new industry website, through one-on-one meetings, through regional briefings and 
information sessions, through our e-news and market updates and through our social media channels including Twitter. 

And of course, working with levy payers and other industry bodies, we continue the journey towards national reform in 
preparation for our proposed merger with the GWRDC, by July 2014. 
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Although we have got some really exciting initiatives under development over the next 12 months that will give our 
industry the opportunity to up the ante and position Australian wines front and centre on wine lists and fine wine shelves 
around the world, the ongoing funding model for Wine Australia and its activities must be reviewed. 

Over the past few years Wine Australia has used reserves to partially fund its operations. This practice is obviously not 
sustainable and in the absence of radical reform to our funding model, Wine Australia will not be able to continue to 
provide existing levels of information, products and services and strategic marketing activities.  

In the face of declining revenue streams available to fund Wine Australia’s marketing and wine intelligence activities, 
this Annual Operational Plan is prepared on the basis that Wine Australia will continue to deliver targeted and focussed 
services that yield the most impact and best return from the resources available. 

The sustainable development of the sector is not only important to our levy payers, it is also important for Australia, 
in terms of export dollars, jobs and our economic contribution, particularly in regional areas.  We are a $4.3 billion 
industry that provides a $43 billion economic value to Australia and creates 52,000 jobs, many of which are based 
in 65 regional communities.  We are Australia’s fourth biggest agricultural exporting sector and it is significant that just 
under 30 million glasses of Australian wine that have been produced by one of our 2,400 wineries and 6,200 grape 
growers are consumed around the world every day. 
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PART 1: WINE AUSTRALIA

PURPOSE

Established by the Wine Australia Corporation Act 1980, Wine Australia is the Australian Government statutory 
authority responsible for regulating and developing markets for Australian wine, and providing wine sector information 
and analysis.

In accordance with its powers and functions set out in the Wine Australia Corporation Act 1980, Wine Australia’s 
mission is to identify and maximise the environment for sustainable demand for Australian wine

FUNDING

In 2013-14, Wine Australia’s funding will be as follows:

•	 43% from two industry levies – the Wine Grape Levy, based on the previous year’s wine grape production, and 
the Wine Export Charge, based on the Free On Board (FOB) value of wine exports in the current year;

•	 13% from voluntary industry contributions to Wine Australia’s user-pay events; 

•	 26% for fees associated with wine export approval process on a cost-recovery basis; and

•	 19% from other activities

STRUCTURE

Wine Australia’s organisational structure is shown in Figure 1. 

FIGURE 1 – ORGANISATION CHART
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BOARD AND EXECUTIVE MANAGEMENT TEAM

The Members of the Corporation (the Board) are responsible to the Minister for Agriculture, Fisheries and Forestry, and 
through the Minister to Parliament, for the operations of Wine Australia. The Board oversees corporate governance, 
sets strategic direction and monitors the ongoing performance of Wine Australia and the Chief Executive.

Responsibility for the day-to-day conduct of the business is delegated to the Chief Executive, who ensures that the 
Board’s decisions are translated into actions by the management team. The management team reports to the Chief 
Executive who in turn is accountable to the Board.

The management team is selected by the Chief Executive, in consultation with Board if appropriate, on the basis of 
experience and expertise.

Advisory Groups/Committees

The Board makes decisions with the support of the following advisory groups or committees, comprising Members 
and industry representatives. 

•	 Market Development Reference Groups – provides guidance for the development and implementation of 
market development strategies and promotional programs on behalf of the Australian wine sector

•	 Wine Sector Intelligence Advisory Committee – provides guidance on the information and analysis services 
offered by Wine Australia.

•	 Legislation Review Committee – reviews the Wine Australia Corporation Act and Regulations and initiates any 
required changes to ensure that the law provides an effective framework for regulating the Australian wine sector 
and complies with Australia’s international treaty obligations.

RELATIONSHIPS

Wine Australia’s primary stakeholders are the Australian Government and the wine producers and exporters who pay 
the Wine Grapes Levy and the Wine Export Charge.

Wine Australia works closely with various Australian Government departments and agencies, in particular, the 
Department of Agriculture, Fisheries and Forestry, the Department of Foreign Affairs and Trade, the Grape and Wine 
Research and Development Corporation, Tourism Australia and Austrade.

Wine Australia also maintains strong connection with other stakeholders including the national, state and regional 
wine producer and wine grape grower associations.

Wine Australia provides services to the wine sector and information to the public and governments. Wine Australia 
is committed to providing these services with a client focus, whilst conscious of the need to maintain the integrity and 
reputation of Australian wine by enforcing wine law. Wine Australia aims to provide an efficient, prompt, helpful 
service to clients while respecting confidentiality and upholding the law in an impartial and consistent manner.  Wine 
Australia’s Client Service Charter is available on the website.
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TABLE 1 – WINE AUSTRALIA PLANNING AND REPORTING CYCLE

Activity Purpose Timing

Board Planning Day

Consultation with Advisory 
Groups/Committees

Sets out the Board priorities, following stakeholder 
input, for the year ahead.

February each year

Corporate Plan Sets out Wine Australia’s high-level goals, 
strategies and performance measures for a 
three-year period, developed in consultation with 
stakeholders and agreed by the Minister

Current Plan expires 30 June 2014.

Portfolio Budget Statement As part of the Australian Government budget 
process, summarises the planned outputs, 
outcomes, performance information and financial 
statements for a given financial year.

March each year

Annual Operational Plan Specifies the annual budget, resources and 
priorities that give effect to the Corporate Plan 
during a given financial year

30 April each year.

Annual Report Provides information on Wine Australia activities 
and their performance in relation to the goals set in 
the annual operational plan and portfolio budget 
statement for a given financial year. 

31 October each year

Annual General Meeting Provides levy payers with opportunity to:

- consider the most recent annual report;
- receive an address by the Wine Australia 

Chairperson with respect to the performance of 
Wine Australia;

- put questions to the Board concerning Wine 
Australia’s activities;

- debate and vote upon motions relating to 
a matter within the responsibilities of Wine 
Australia

December each year

PLANNING AND REPORTING

Wine Australia adopts a consultative and strategic approach to planning and reporting, to achieve its objectives 
effectively and to meet its obligations as a statutory corporation. Table 2 summaries the key elements of the annual 
planning and reporting framework.

This document is published in response to:

 — Section 31F of the Wine Australia Corporation Act 1980 which requires the annual operational plan to set 
out particulars of the action that Wine Australia intends to take in order to give effect to or further, during the 
relevant year, the matters set out in the 2011-14 Corporate Plan;

 — A ministerial direction which requires the annual operational plan to link planned outputs to the three-year 
Corporate Plan, set out relevant performance measures, and comply with the reporting requirements outlined 
in the Commonwealth Authorities (Annual Reporting) Orders 2011 under the Commonwealth Authorities and 
Companies Act 1997.

Wine Australia’s annual report for 2013-14 will report in detail on Wine Australia’s performance in achieving the 
objectives of this annual operational plan.

.
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PART 2: THE YEAR AHEAD – 2013-14

STRATEGY

Wine Australia’s Corporate Plan provides a framework for the delivery of outputs that address the priorities of the 
Australian wine sector during 2011-14. Table 3 provides an overview of the strategic framework set out in the 
Corporate Plan.
TABLE 2 – OVERVIEW OF WINE AUSTRALIA CORPORATE PLAN 2011-14

Wine Australia 
Corporation 
Act

Industry 
Priorities 

Outputs Strategies Objective

Identify and maximise the 
environment for sustainable 
demand for Australian wine

Market 
Development

Create a market 
environment that 
acknowledges and 
responds positively to 
Australian branded 
wine as a premium 
product

Targeted trade education programs to build 
confidence and insights.

Increased investment international visitors program, 
targeting key influencers.

Display and promote a diverse portfolio through 
exclusive trade and consumer events.

Focus on new technologies to engage a greater and 
more targeted audience.

Wine Sector 
Intelligence

Support the 
competitiveness 
of the Australian 
wine sector through 
the collection, 
interpretation and 
dissemination of 
global wine sector 
intelligence.

Provide timely, fit-for-purpose, accessible and 
appropriately targeted wine sector information and 
analysis to stakeholders.

Contribute to the resolution of sector-wide strategic issues 
and priorities.

Actively engage research communities and industry 
organisations in information-sharing and integrated 
relationships to leverage shared intelligence and 
processes for the benefit of the Australian wine sector.

Optimise the dissemination and incorporation of Wine 
Australia-facilitated knowledge into Australian wine sector 
decision-making.

Compliance

Protect the reputation 
of Australian wine.

Maintain a robust regulatory regime to protect and 
enhance Australia’s reputation for producing wines that 
meet customers’ expectations for quality, safety and 
integrity.

Maintain an effective label integrity program to ensure 
confidence in the description and presentation of 
Australian wine.

Assist wine exporters to comply with domestic and 
international wine production and labelling requirements.

Lead an effective and rapid response to any incident that 
could adversely affect the reputation of Australian wine.

Assist the Australian Government to ensure the Wine 
Australia Corporation Act and Regulations continue to 
provide a robust, credible and comprehensive regulatory 
system.
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Trade

Improved market access 
for Australian wine 
exports.

Constructively engage in relevant international 
wine forums where Australian wine can benefit 
from collaborative international action on market 
access issues.

Provide informed analysis and support to 
Australian Government officials for negotiations to 
improve market access for Australian wine.

Cultivate relationships with key alcoholic beverage 
regulatory agencies to maximise Australia’s 
understanding of international regulatory 
requirements and minimise the potential for 
Australian product to be found in breach of those 
requirements.
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2013-14 PRIORITIES

Output Group 1 – Market Development

In 2012-13 we implemented a user pays model, designed to offer the industry a varied suite of opportunities and 
allow investment in the activities that best fits their brands and market strategy. The revenue from all stakeholders, 
including state and regional bodies, was in line with expectations, and the high level of sign up to participate in 
market activities has meant the majority of activities were able to proceed. Each market team has continued to offer 
education, communication, and key relationship management as core benefits to all of industry which are in addition 
to and enhance the user pays activities in each market. 

The 2013-14 prospectus was released in March 2013, in line with industry’s request to better align Wine Australia’s 
market programs with the budgeting and planning cycles of industry. Our market develop team will continue to work 
within our current market strategy. In the past 6 months, the category has seen very positive signs of growth and 
confidence is flowing back into the industry in all markets. The 2013-14 activities will build upon these positive signals 
with some larger scale events in each market.  

The objectives of our strategy are to;

•	 Re-establish confidence and excitement in established markets

•	 Energetically develop our positioning in new and emerging markets, and

•	 Promote Australian wine in our own domestic market to address the loss of market share to imports and other 
beverages

The 2013-14 year will also see a more coordinated approach to education with an expanded global education role 
established. This role will assist with delivering a consistent A+ education program across all markets. 

Market Development grant:

In addition to the market programs, the market development team has been planning to utilize the government grant 
funding extended to the industry for 2013-15. A close relationship with Tourism Australia has enabled Wine Australia 
to leverage this grant funding to target consumer demand for Australian wine. The relationship was strengthened by 
an MOU signed in December 2012 to agree to jointly fund a newly developed Food/Wine/Travel campaign in key 
markets.  The campaign is currently being developed by Tourism Australia in close consultation with Wine Australia 
and will be implemented in markets in 2014.

In addition to the consumer campaign, the industry is hosting the largest trade forum ever held in Australia. Savour 
is the most comprehensive exploration of Australian wine ever to be undertaken and will challenge commonly held 
perceptions of Australian wine, uncover the business case for Australian wine and showcase Australia’s role as a 
significant player in the global market. Savour will also be the launch of the consumer food/wine campaign and 
an engagement of our global wine partners to leverage the campaign to maximise this effectiveness. This is a very 
ambitious undertaking which has been underwritten by major industry stakeholders who have fully supported the 
event. 

Table 3 shows the budget and key priority activities for 2013-14 for Market Development in the context of its 
objectives and strategies set out in the 2011-14 Corporate Plan.
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TABLE 3 – MARKET DEVELOPMENT OVERVIEW

Output Group 1 - Market Development

 2011-14 Corporate Plan Objective 2013-14 Budget 

Create a market environment that acknowledges and 
responds positively to Australian branded wine as a 
premium product

$ 9.9 million.

2011-14 Corporate Plan Strategies 2013-14 Priority Activities

Targeted  trade education programs to build confidence 
and insights.

Develop global educators role ensuring KPIs are 
aligned with market expectations and delivering greater 
consistency. 

Deliver engaging seminars and tastings with distributors, 
importers, retailers, sommeliers and other key influencers

Deliver trade focused, market specific education 
programs that promote our best wines as being second 
to none and that evolve our positioning towards a 
stronger perception of quality, diversity and value.

Review and update all education content and collateral. 
Develop consistency across all markets, and work with IT 
to have all materials available online.

Partner with third party organisations including agents, 
distributors and wine educators to ensure Australia 
content is updated and current and is an appropriate for 
global consumer and wine trade education.

Increased investment international visitors program, 
targeting key influencers

Enhance the scope and range of international visits, 
with particular focus on key buyer and media visits for 
category review purposes to demonstrate that there is 
more to discover about Australian wine with Savour 
Australia 2013 being the key drawcard.

Expand on premise and influencer visits from in market 
education programs, including One day wine schools, 
SIP classes and A+ wine schools.

Continue to work closely with regional and state 
associations to portray a diverse regional story. 
Coordinate the marketing activities of the various 
national, state, regional bodies to ensure aligned 
resource allocation and net benefit outcomes

Display and promote a diverse portfolio through 
exclusive trade and consumer events

Deliver programs and activities as part of the joint global 
campaign with Tourism Australia that target profitable 
growth opportunities in the Australian domestic market, 
USA and North East Asia region.

Raise awareness of the quality, diversity and value of the 
Australian category targeting millennial audience events 
and activities, with a focus with online communities. 

Targeted retail promotions and activity to restore 
consumer demand for key varieties produced in 
Australia.
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Focus on new technologies to engage a greater and 
more targeted audience

Continue to enhance and update the A+ Australian 
wine website to facilitate conversation, interaction, and 
relationship building with trade, media and consumers.

Leverage on-line community with strong social media 
engagement across all activities, and encourage online 
retail involvement.

Ensure full integration of activities with the A+ Australian 
wine website. Deliver targeted trade education programs to 
build confidence and insights.

Increase communication of in- market intelligence and 
insights to our stakeholders.

2013-14 Performance Indicators

•	 Increase in the percentage of shipments of bottled wine exports > the current MAT average of $4.00 per litre

•	 Increase in market share for Australian wine in the Australian domestic market, measured by wholesale sales data.

Output Group 2- Wine Sector Intelligence

A key Wine Australia objective is to be an integral partner for the wine sector by delivering targeted and relevant 
information products and services to assist business with sound commercial decision-making. In the year ahead, the 
key priority will be to ensure the on-going availability of critical foundation data sets that are the cornerstone of the 
sector’s knowledge base.  Both the Winemakers’ Federation and Wine Grape Growers Australia support on-going 
investment in the collection of foundation data.  The data is used for many purposes such as: 

 — industry planning;

 — forecasting;

 — informing government policies; and

 — decision-making by a wide range of users, including winemakers, grapegrowers, state and regional 
associations, domestic and international media, industry analysts, the financial community, research 
organisations and Government departments.

However, with all foundation data sets under threat, it is of paramount importance that the sector takes greater control 
over the data collections.  Wine Australia will maintain close dialogue with current foundation data providers and 
develop new information networks.  

Wine Australia’s information products and services will continue to be reviewed, refined and adapted to reflect and 
respond to industry needs. This includes ensuring the provision of information and analysis to support Wine Australia’s 
marketing strategies. Operating as an inter-agency information hub will ensure industry is provided with required 
supply and demand intelligence.  

The successful upgrade of the website in conjunction with making all products free to our stakeholders has enabled 
easy access to the wide range of information offered.  Wine Australia will continue to promote the availability of 
information products and services through a variety of communication avenues such as contributing articles to industry 
publications, regional visits and presentations to industry groups and companies.  

Wine Australia will contribute to the setting and resolution of key strategic priorities by actively engaging research 
communities and industry organisations in information sharing and integrated relationships to leverage shared 
intelligence and processes for the benefit of the Australian wine sector.  In particular, Wine Australia will work closely 
with the sector’s peak national, state and regional bodies to identify key strategic issues and priorities.  Examples 
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TABLE 4 – WINE SECTOR INTELLIGENCE OVERVIEW

Output Group 2 - Wine Sector Intelligence

 2011-14 Corporate Plan Objective 2013-14 Budget

Support the competitiveness of the Australian wine 
sector through the collection, interpretation and 
dissemination of global wine sector intelligence.

$0.7 million.

2011-14 Corporate Plan Strategies 2013-14 Priority Activities  

Provide timely, fit-for-purpose, accessible and 
appropriately targeted information and analysis to 
stakeholders.

Undertake continuous assessment and evaluation 
of foundation data sets with reference to industry 
requirements, alternative providers and sources and funding 
arrangements. 

Work to increase the sector’s control and management of 
foundation data.  

Continue to review, refine and adapt information products 
and services to reflect and respond to industry needs.

Contribute to the resolution of sector-wide strategic 
issues and priorities

Develop strategic intelligence for the Australian wine 
sector to inform policy development and debate on key 
issues.

Facilitate identification of priority areas. 

Define and communicate segment imbalances between 
supply and demand for the Australian wine category

Actively engage research communities and industry 
organisations in information-sharing and integrated 
relationships to leverage shared intelligence and 
processes for the benefit of the Australian wine sector

Operate as an inter-agency information hub to ensure 
industry is provided with required supply and demand 
intelligence.

Meet regularly with research communities and industry 
organisations to develop opportunities for information 
sharing.

Seek ways to minimise the costs to the wine sector of 
data collection and reporting

Optimise the dissemination and incorporation of Wine 
Australia-facilitated knowledge into Australian wine 
sector decision-making

Wide promotion of the Wine Australia’s website to 
attract greater use of information products by customers.

Investigate alternative data delivery methods to make 
downloading to data much easier. 

Undertake state, regional and company presentations 
and deliver industry journal content to foster greater 
adoption and utilisation of information products and 
services

2013-14 Key Performance Indicators

Increased use of information products and services.

include Wine Australia’s involvement in the expert review of the sector conducted by the Winemakers’ Federation of 
Australia and our representation at the National Wine Research, Development & Extension and Innovation Forum.

Table 4 shows the budget and key priority activities for 2013-14 for Wine Sector Intelligence in the context of the 
objectives and strategies set out in the 2011-14 Corporate Plan
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Output Group 3 - Compliance

Wines are differentiated from each other largely on the basis of provenance. Hence, in order to ensure both 
consumer protection and a fair trading environment, it is important that statements made on wine labels about 
regional, varietal and vintage origin are capable of being substantiated. To that end, Wine Australia maintains a 
team of inspectors who monitor compliance with the label integrity program obliging participants in the wine supply 
chain to maintain a traceable trail of records establishing the truth of claims made about the origin of wine.  Last year 
we substantially increased the level of auditing conducted under the label integrity program, completing nearly three 
times the number of audits typically performed in previous years. This trend will continue in 2013-14 as we aim to 
conduct 400 audits of winemaking records across all regions of Australia.

International wine reputations are difficult to establish but can be easily lost. Wine Australia’s export procedures 
contribute substantially to the maintenance of the high regard in which our wines are held internationally. All wines 
proposed for export must be registered with us and in 2013-14 we will sample more than 10% of those wines and 
subject them to chemical analysis. Monitoring compliance with residue limits established by the Australia New 
Zealand Food Standards Code helps to maintain Australia’s reputation for clean, unadulterated wines produced in an 
environmentally sustainable manner.

Table 5 shows the budget and key priority activities for 2013-14 for Compliance in the context of the objectives and 
strategies set out in the 2011-14 Corporate Plan.

TABLE 5 – COMPLIANCE OVERVIEW

Output Group 3 – Compliance

2011-14 Corporate Plan Objective 2013-14 Budget

Protect the reputation of Australian wine. $3.0 million.

2011-14 Corporate Plan Strategies 2013-14 Priority Activities 

Maintain a robust regulatory regime to protect and 
enhance Australia’s reputation for producing wines that 
meet customers’ expectations for quality, safety and 
integrity.

Review the electronic product and shipment registration 
database in the light of recent changes to the export 
process.
Automate the system for generating import certificates for 
international markets.

Maintain an effective label integrity program to ensure 
confidence in the description and presentation of 
Australian wine.

Sample at least 1,200 wines from amongst those 
registered for export and submit them to analysis to 
ensure compliance with the Food Standards Code.

Conduct 400 label integrity audits, scheduled both 
randomly and in areas of greatest risk.  We will ensure 
that independent bottling facilities, and wine brokerage 
business are included in the survey.
Review the OIV list of eligible Australian wine grape 
variety names to ensure those names and synonyms are 
valid.

Assist wine exporters to comply with domestic 
and international wine production and labelling 
requirements.

Continue to review export market guides to ensure 
exporters are provided with timely and accurate 
regulatory information. 

Conduct a series of seminars and webinars explaining 
the wine production and labelling obligations under 
which Australian wine producers operate with particular 
emphasis on the obstacles encountered in international 
markets.



WINE AUSTRALIA ANNUAL OPERATIONAL PLAN 2013 – 2014 18

When requested we will provide written opinions on 
the suitability of draft labels for particular markets. We 
will prioritise regulatory information collection on APEC 
markets.

Lead an effective and rapid response to any incident 
that could adversely affect the reputation of Australian 
wine.

Revise the database of key industry contacts with whom 
it would be necessary to communicate in the event of a 
crisis.

Reinforce the message that Wine Australia would be 
the body that coordinates industry response to any 
critical incident and should therefore be informed of any 
potential incidents as soon as possible after they occur.

Assist the Australian Government to ensure the Wine 
Australia Corporation Act and Regulations continue 
to provide a robust, credible and comprehensive 
regulatory system

Consider the feasibility of introducing a series of fines for 
relatively minor infringements of the Act.

Review the elements of Standard 4.5.1 and determine 
whether an alternative legislative basis is feasible.

2013-14 Performance Indicators

The absence of any significant incidents that reflect adversely on the international reputation of Australian wine.

Output Group 4 - Trade

Australian wine is exported to 125 international markets. Tariff barriers, encountered particularly in embryonic Asian 
markets, can only be overcome in the context of Free Trade Agreements but technical impediments associated with 
winemaking practices, wine labelling, import certification and wine composition can be addressed through various 
mechanisms.

It is rare that a particular technical obstacle is restricted to Australia; most affect all wine exporting countries equally. 
Hence it is useful to utilise a network of international trade and regulatory contacts in order to bring concerted 
attention on emerging technical trade problems.

The maintenance of close relationships with counterpart agencies in key export markets therefore remains a critical 
element of our market access activity. 

The provision of information regarding wine production and labelling standards in major export markets is critical 
in avoiding market access problems and this year we will conduct technical seminars in a number of wine regions 
across several states emphasizing the importance of understanding and complying with the specific requirements of 
each market.

Table 6 shows the budget and key priority activities for 2013-14 for Trade in the context of the objectives and 
strategies set out in the 2011-14 Corporate Plan
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TABLE 6 – TRADE OVERVIEW

Output Group 4 - Trade

2011-14 Corporate Plan Objective 2013-14 Budget

Improved market access for Australian wine exports. $0.3 million.

2011-14 Corporate Plan Strategies 2013-14 Priority Activities 

Constructively engage in relevant international wine 
forums where Australian wine can benefit from 
collaborative international action on market access 
issues.

We will represent Australia at the APEC Wine Regulatory 
Forum in order to share information on regulatory 
developments across the region.

Contribute to work of the Organisation of Vine and Wine, 
FIVS and the World Wine Trade Group. A priority will 
be to minimise the lack of harmony between international 
regulations relating to maximum residue limits of agricultural 
chemicals.

Provide informed analysis and support to Australian 
Government officials for negotiations to improve market 
access for Australian wine.

In addition to making formal submissions in support 
of wine sector objectives when Australia enters Free 
Trade Agreement discussions we will engage Australian 
government officials posted to relevant markets where 
and when technical impediments to trade in wine arise.

Cultivate relationships with key alcoholic beverage 
regulatory agencies to maximise Australia’s 
understanding of international regulatory requirements 
and minimise the potential for Australian product to be 
found in breach of those requirements.

Maintain regular contact with agencies in key export 
markets, in particular the Wine Standards Branch of the 
UK Food Standards Agency, the TTB, the LCBO and 
AQSIQ in Beijing.

Work closely with international wine trade bodies 
that share our goal of identifying, clarifying and 
communicating the regulatory requirements of key 
markets. Engagement with the California Wine Institute, 
New Zealand Winegrowers and the European CEEV 
will be a particular focus.

2013-14 Performance Indicators

Strong and effective contribution to efforts to reduce tariff and technical barriers to the free trade of Australian wine 
in international markets.
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PART 3: INTERIM GRANT REPORT

In August 2012, the Federal Government provided a grant of $2.1m to the wine sector through Wine Australia with 
the aim to deliver with industry new programs that will strengthen the delivery of Wine Australia’s well developed 
marketing strategy.

The funds were to be spent as follows:

•	 To co-invest with regional associations and brand owners in key activities presented to the industry in the Wine 
Australia Regional and Brand Prospectus documents and to deliver these key activities on an increased scale and 
with greater impact;

•	 To use the majority of the funds to attract new investment from allied agencies and wine producers to undertake 
a major impact campaign linking wine, tourism and regional development for the benefit of the sector.

2012/13 INVESTMENTS

With respect to the first requirement, Wine Australia has allocated some of the grant to leveraging industry’s 
investment and increase the presence of the Australian category at ProWein in Germany March 2013, and Aussie 
Wine Month in Australia in April 2013.  We have also allocated grant funds to increase the reach of our 2013 
Regional Visitors Program and to invest in Savour Australia 2013.  Whilst we are still finalising the grant funded 
investment into these events, it will be approximately $340K.

For ProWein in particular, we tripled our space from 2012 and we leveraged the investment of over 25 different 
brand owners.  For the Regional Visitors Program, we have dramatically increased the number of attendees via this 
additional grant funded investment.  

For these programs outlined above, industry has invested over $600K directly this financial year and significantly 
more through their own marketing and indirect costs to leverage these activities. 

We have also allocated funds to increase the industry’s investment and presence into Aussie Wine Month, which 
is an opportunity for Australians to celebrate the wine created in their own backyard, with over 100 events taking 
place across 35 regions nationally. These events will provide wine lovers with the opportunity to enjoy a selection 
of wine, food and music festivals, meet the winemakers behind the wines and experience outstanding food and 
wine occasions. Over 20,000 people will be visiting the regions and $150K will be directly invested by Wine 
Australia.  Please refer to www.apluswines.com/en/aussie-wine-month.aspx for more detailed information.  As part 
of this program, we have leveraged sponsorship from key commercial partners as well as generated significant ticket 
sales to selected events from trade and general consumers, totalling over $100K.  This excludes revenue generated 
by the over 100 events produced by the relevant brand owners, winery owners, vineyards and other industry 
representatives.

Finally, we have invested over $200K into the preliminary development of Savour Australia (program outlined below). 

Table 7 summarises the 2012/13 investments for Wine Australia and industry contributions.

TABLE 7 – 2012-13 INVESTMENTS

Event Direct Wine Australia ($) Direct/Indirect Industry ($) 

Prowein International Wine Fair

International Visitors Program

Aussie Wine Month

55,000

132,000

150,000

170,000

395,000

625,000

Total 340,000 1,190,000
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KEY INVESTMENTS 2013/14

TOURISM AUSTRALIA JOINT CAMPAIGN

In 2012, Wine Australia and Tourism Australia entered into a Memorandum of Understanding, which formalises the 
partnership and outlines specific areas for collaboration including promotional campaigns, digital marketing, public 
relations, consumer shows, special events and distribution development, as well as allocated funding for key markets 
including China, the US, Canada, the UK and Australia. 

As part of the agreement, Wine Australia is working in partnership with Tourism Australia and leading wine 
companies to develop a campaign to build a higher value premium perception of Australian wine and develop our 
food and wine offering to be more relevant to the decision making process for travel to and within Australia.

The campaign will draw out the connection between Australia’s lifestyle, natural beauty and exceptional wine. 
Our aim is to focus not only on exciting consumers in key markets about Australian tourism and wine, but also on 
activating the wine trade and unblocking the wine distribution chain. 

The campaign will have two core components, firstly a global Australian wine forum, Savour Australia, which will 
run from 15 – 18 September 2013, and will bring together some of the world’s most influential wine trade partners 
including sommeliers, distributors and retailers; leading wine and lifestyle media; top Australian winemakers and 
captains of industry. Attached to the forum will be a series of pre and post forum regional visits. The aim of the forum 
and associated visits is to deliver an unprecedented immersion into Australia’s food, wine, lifestyle and landscape 
and in turn, invigorate interest in and drives sales of Australian wine in the major international markets of the US, UK 
and China.   Please refer to www.savour-australia.com for more detailed information.

Savour Australia aims to: 

•	 lay the foundations for the major campaign Wine Australia will launch in key markets in 2014, in partnership 
with Tourism Australia, to build a higher value premium perception of Australian wine and develop its food and 
wine offering to be more relevant to the decision making process for travel to and within Australia, including 
the wine regions. 

•	 Move the promotion of wine firmly into the lifestyle sector. 

•	 Enable key influencers to discover the Australian wine story in a real and meaningful way on Australian soil.

•	 Invigorate interest in and drives sales of Australian wine in the major international markets of the US, UK and 
China by sharing the best Australia has to offer, and delivering an unprecedented immersion into Australia’s 
food, wine, lifestyle and landscape. 

•	 Activate overseas wine trade partners to see more quality Australian wines on wine lists and retail shelves 
around the world by showcasing the nation’s diverse and world leading wines, coupled with our unique blend 
of culture, food and lifestyle. 

Savour Australia will bring over 800 key stakeholders to Australia and Wine Australia has already leveraged 
additional investment into the event from key government bodies such as Primary Industries and Regions South 
Australia, which involves direct financial support, but also significant in kind support in relation to functions and 
dinners to help support the key objectives of the Savour program.

We are also leveraging industry support through not only attendance at the forum, but also the sponsorship of key 
aspects of the forum to facilitate alignment of the industry.

With regard to regional bodies, we are in discussions with them to not only actively support key aspects of the 
Savour program, but also to hold regional visits post Savour by the VIP’s attending Savour to further enhance the key 
messages of the Savour program.

Wine Australia’s direct investment into Savour will be approximately $3M, with $500K being allocated from the 
grant funds.  Wine Australia is also investing over $400K of in kind support into this activity. 
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The in-market campaigns to run in key markets over the 12-month period following the forum, which will include highly 
visible consumer activity such as consumer events, promotions, digital communications and retail on and off-premise 
activation through our trade partners. 

The basis for the development of these in market campaigns is based on research conducted by Tourism Australia as 
well as research completed by Wine Australia. Specifically, the research conducted by Tourism Australia identified 
the following key findings:

•	 Food and wine is now the fourth trigger for travel in all key tourism markets behind, safety, value for money 
and natural beauty. This is a significant shift over previous surveys

•	 The second finding outlined the divide between the rating of Australia’s food and wine offering between those 
who had been to Australia, versus those who had not.  The most significant divide was in the USA market 
where respondents who had not been to Australia rated the food and wine offering as 16th in the world, 
whereas those who had been to Australia rated the food and wine offering number one.  This shows a huge 
divergence between perception and reality.

As a result of these two findings, Tourism Australia is placing a focus on food and wine in their activities in the 
2013/14 year and has agreed under a memorandum of understanding with Wine Australia to match on a dollar 
for dollar basis Wine Australia’s contribution to this campaign.  Wine Australia is therefore planning on investing a 
significant proportion of the grant funds on leveraging this Tourism Australia investment into a much larger campaign 
given that Wine Australia’s marketing strategy and priorities are closely aligned with Tourism Australia.

A key aspect of the development of this campaign has been the endorsement of industry and industry fully 
understands the need for them to support and contribute financially to this initiative.  Savour is the key element in 
launching this campaign as it will not only align the industry, but it will be a major attraction to the global industry 
and in particular for our international trading partners in key markets.

Wine Australia’s direct investment into this campaign will be over $1M.

Wine Australia will also be investing over $150K of the grant funds into Aussie Wine Month in 2014 to further build 
on the impact of the previous events.  Once again, we will leverage commercial, trade and consumer investment into 
the activities of Aussie Wine Month of $100K.

In summary, Wine Australia has developed a broad range of initiatives to leverage the marketing activity grant that 
addresses the key objective of strengthening the delivery Wine Australia’s marketing strategy.
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PART 4: 2013-14 FINANCIAL INFORMATION

INCOME

Wine Australia’s total income in 2013-14 is forecast to be $13.4 million, comprising the following:

•	 Levy contributions from industry through the Wine Grape levy and Wine Export charge are expected to be $5.9 
million;

•	 Industry contributions to user-pay promotional activities is forecast to be $2.2 million;
•	 Export approval process fees are forecast to be $3.7 million; and 
•	 Other income, which includes sales from the Australian Wine Overseas programs, interest on investments, 

sponsorships from Export Partners and Government Grants is forecast to be $1.8 million. 

EXPENDITURE

Total expenditure of $13.9 million in 2013-14 has been budgeted, an increase of approximately 5.8 per cent from 
2012-13.

Wine Australia is estimating a loss of $0.5 million in 2013-14.  

These figures are indicative only. Changes in the operating environment may require Wine Australia to vary the total 
expenditure or specific allocations to secure its financial objectives.

Table 8 shows the break-up of the proposed expenditure, by Output Groups:

TABLE 8 – BREAK-UP OF PROPOSED EXPENDITURE BY OUTPUT GROUP

Budget Allocation 2012-13 $m 2013-14 $m % Change

Market development

Wine Sector Intelligence

Compliance

Trade

9.1

0.7

3.1

0.3

9.9

0.7

3.0

0.3

9.3

0

(2.5)

0

Total 13.1 13.9 5.8
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RESERVES

Wine Australia’s revenue depends upon the volume of grape products used in the manufacture of wine during the 
previous financial year, the value of wine exported during the current financial year, the number and destination 
of wine export shipments and industry’s support for the program membership program and user-pay promotional 
activities – all of which can be highly variable, given the volatility of the current wine industry environment.

Significant variations in revenues estimates may give rise to variations in expenditure programs. Where these 
variations are not identified until the later part of the financial year, it may not be possible to make compensatory 
adjustments to the expenditure program within the same financial year. 

Income which is not spent in the current year is retained by Wine Australia for use in subsequent years.

Wine Australia aims to maintain reserves equivalent to 12.5% of ‘eligible expenditure’, being total expenditure 
excluding Australian Wine Overseas scheme expenditure, to cover its working capital requirements, income volatility, 
capital expenditure and other short term funding requirements. Currently the level of reserves exceeds the 12.5% 
target.

Income has declined in recent years as industry addresses the issues of global supply/demand imbalance, a 
declining image of Australian wines, global wine industry pressures and macroeconomic pressures. 

PAYMENTS TO THE WINEMAKERS’ FEDERATION OF AUSTRALIA

The Winemakers’ Federation of Australia (WFA) is the national organisation representing Australian winemakers and is 
the declared winemakers’ organisation pursuant to section 5A of the Wine Australia Corporation Act. 

In 2013-14, on receipt of detailed applications Wine Australia may provide WFA with funding for agreed projects 
relevant to Wine Australia’s functions.




