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Tom	  Keelan	  

Wine	  Australia;	  $50M	  investment	  by	  the	  Australian	  Government,	  

1. Concept	  –	  Project	  Name

Exporters	  Tune	  Up	  Program	  

2. General	  Descriptions	  -‐	  Objective

Recognizing	   that	  some	  wine	  business's	  naturally	  have	  a	  global	  mindset	  early	  on	   in	   their	  development,	  
the	   Exporters	   Tune	  Up	  Program	   is	   a	   tailor	  made	  one	  on	  one	   session	  with	  Wine	  Australia	   designed	   to	  
improve	  the	  probability	  of	  export	  success.	  	  

A	   comprehensive	   review	   /	   audit	   is	   conducted	   by	  Wine	   Australia	   on	   the	   selected	   business,	   looking	   at	  

wine	   quality	   and	   pricing,	   branding	   and	   story.	   This	   is	   then	   presented	   and	   reviewed	   at	   the	   Tune	   Up	  
session,	  which	  will	  have	  the	  outcomes	  of	  -‐	  	  	  	  

Identify	  key	  metrics	  for	  better	  decision-‐making	  

Improve	  profitability	  and	  increase	  export	  sales	  

and	  start	  the	  'client'	  thinking	  more	  strategically	  about	  exporting	  

3. Relationship	  with	  Tourism	  Australia

This	   could	   be	   outsourced	   to	   have	   Tourism	   Businesses	   enter	   the	   Tune	  Up	   program,	   enabling	   them	   to	  
improve	  their	  offering	  to	  inbound	  visitors.	  

4. Resources	  (physical,	  human,	  monetary	  will	  be	  required	  for	  the	  project)?

Parts	  of	  this	  program	  could	  be	  outsourced	  as	  to	  not	  be	  a	  longer	  term	  burden	  on	  Wine	  Australia	  

5. How	  will	  this	  project	  be	  measured?

This	  is	  a	  voluntary	  program,	  so	  the	  amount	  of	  new	  or	  existing	  exporters	  utilising	  the	  Tune	  Up	  Program	  

will	   ultimately	  be	   the	  key	  measurement,	  however	   individual	  wine	   companies	  who	  have	  been	   through	  
the	  program	  would	  be	  surveyed	  pre	  and	  post	  program	  to	  better	  gauge	  if	  there	  has	  been	  improvements	  
in	  their	  system	  and	  capabilities	  	  

6. What	  does	  success	  look	  like?



Tom	  Keelan	  

Wine	  Australia;	  $50M	  investment	  by	  the	  Australian	  Government,	  

1. Concept	  –	  Project	  Name

Flying	  Winemaker	  Exporters	  Program	  

2. General	  Descriptions	  -‐	  Objective

Recognizing	   that	  some	  wine	  business's	  naturally	  have	  a	  global	  mindset	  early	  on	   in	   their	  development,	  
the	   Flying	  Winemaker	   Exporters	   program	  WAFWEP	   focuses	   on	   targeting	  Wine	   Companies	   seeking	   to	  
support	   or	   open	   up	   new	   export	   markets	   by	   having	   winemakers,	   viticulturalists	   or	   owners	   in	   export	  

markets,	  attending	  specific	  Trade	  events	  throughout	  the	  year	  and	  walking	  the	  world's	  pavements,	  selling	  
Wine	  Australia.	  Participating	   in	   international	  wine	   trade	   shows	  and	   trade	  missions	   is	   among	   the	  most	  
effective	  ways	  for	  wine	  companies	  to	  enter	   into	  new	  international	  markets	  or	  expand	  their	  visibility	   in	  

existing	  markets.	  Wine	  Australia	  resourced	  Trade	  shows	  offer	  the	  opportunity	  to	  meet	  potential	  buyers,	  
test	  market	  interest	  and	  evaluate	  the	  competition.	  A	  trade	  mission	  can	  be	  a	  cost	  effective	  way	  to	  meet	  
potential	   distributors	   and	   buyers,	   secure	   listing	   agreements	   and	   explore	   joint	   venture	   opportunities.	  

Eligible	  companies	  can	  receive	  funding	  to	  exhibit	  at	  Trade	  shows,	  participate	  in	  trade	  missions,	  develop	  
marketing	  materials,	  and	  other	  export	  related	  activities.	  	  

3. Relationship	  with	  Tourism	  Australia

Having	  regional	  ambassadors	  promoting	  Brand	  Australia	  and	  aligning	  their	  focus	  on	  Restaurant	  Australia	  
in	  the	  endorsement	  of	  their	  products.	  People,	  places	  &	  product.	  

4. Resources	  (physical,	  human,	  monetary	  will	  be	  required	  for	  the	  project)?

This	   funding	   scheme	   will	   need	   to	   have	   review	   structures	   in	   place,	   selection	   criteria	   and	   continuous	  

reporting	   structures.	   Auditing	   of	   the	   funding	   scheme	   will	   also	   need	   to	   be	   in	   place	   to	   ensure	  
transparency.	  

Export	  Grants	   reimburse	  up	   to	  50%	  of	  a	   company's	  eligible	  expenses	  up	   to	  $5,000.	  Eligible	  applicants	  
may	  receive	  up	  to	  2	  grants	  per	  Financial	  Year.	  

Once	  the	  basic	  eligibility	  criteria	  are	  met,	  each	  application	  will	  need	  to	  be	  assessed	  on	  the	  basis	  of	  the	  

proposed	   project’s	   incrementality,	   the	   soundness	   of	   the	   export	   business	   case,	   its	   alignment	   with	  
WAFWEP,	  if	  the	  information	  is	  available,	  on	  the	  wine	  business's	  previous	  history	  and	  export	  readiness.	  

5. How	  will	  this	  project	  be	  measured?

The	  uptake	  by	  winemakers	  &	  viticulturalists	  of	  the	  program	  will	  connect	  into	  increased	  export	  sales.	  

6. What	  does	  success	  look	  like?



Wine Australia; $50M investment by the Australian Government, Tues 3rd May 2016, Media Release. 

Future Leaders 2015 Project to provide ten clear options on where Wine Australia might spend this investment. 

Each option must be summarised into a one page submission covering the below 6 points. 

1. Concept – Project Name

Regional Geo Mapping and Interface 

2. General Descriptions - Objective

It becomes apparent when being in key export markets that the knowledge of the intricacies of the Australian wine 

landscape are not well known. Many consumers view our wine country as one dimensional and without some of 

the 'terroir' nuances of our Northern Hemisphere regions.  

When educating groups of key influencers, it has been a very useful and eye opening tool to have a google maps fly 

over of the particular wine regions of Australia. For example, a recent Chardonnay Master Class in the Nordic's was 

commenced with a google fly over of each region with wines in the class.  This technology, although impressively 

showing the features of each region, they are limiting in their user face and interactivity. 

To have an online cloud based mapping inter face which can be accessed from anywhere in the world which can be 

used as an educational tool would be invaluable.   

The geo mapping interface would have a flyover or helicopter element which would have a default playback which 

displays a macro overview. The ability to then be able to zoom into a more micro viewpoint with click point 

technology and bring up details about a particular micro climate or sub region with producer information, climatic 

averages and viticultural information.    

3. Relationship with Tourism Australia

There can be tourism elements which can be enabled at anytime, which can highlight key tourism links and wine 

tourism trails. This would further enhance not only the complexity of our regions, and can be used as a cross 

pollinating tool to help promote brand Australia. 

4. Resources (physical, human, monetary will be required for the project)?

This program can be staged over the full funding term, with the brief being put out to tender to some appropriate 

geo mapping providers. Key strategic regions would be selected in the first tranche ie, Barossa Valley, Hunter 

Valley, Yarra Valley, Adelaide Hills, Margaret River and McLaren Vale with the 2nd and third rounds completing all 

the major Australian Wine Regions.  

Estimated total cost would be $150, 000 to complete all major wine regions and have the key user interface live 

with log in icloud capabilities   

5. How will this project be measured?

The use of this mapping tool can be logged, and it can keep a record of every time a regional officer, winery 

representative or Wine Australia employee conducting an educational tasting. This educational tool would become 

the precursor to every tasting event, or wine showcase and could be accessed at anytime using anything from a 

mobile phone, ipad, laptop to a full blown AV screens 

6. What does success look like?

When consumers in export markets go 'WOW'and say that they never knew just how diverse and sometimes 

complex our wine landscape is - we have educated, and we have elevated. 



Concept 

The Ultimate Australian Wine Club – a rising tide lifts all boats. 

Overview 

The purpose of the Ultimate Australian Wine Club (UAWC) is to develop the market for Australian wine in such 

a way that encourages tourism, engagement and ultimately spend, both within the regions and on Australian 

wine domestically, claiming back some of the market share lost to imported wine brands. 

The objective is to develop and grow a database of engaged wine consumers, along with an effective 

communications channel, which will be utilised in two ways: 

 To promote the sale and consumption of Australian wine both domestically and abroad.

 To encourage travellers to incorporate wine regions into holiday plans and incentivise multi-region

visits.

The strategy is to target curiosity and reward experience and loyalty, steering away from industry technical 

jargon and communicating in a consumer-receptive way, everything that the Australian wine industry 

represents – diversity, quality and authenticity. Attendees at all Wine Australia consumer events would be 

invited to join the UAWC. Members receive communications with information on events and news from 

Australian wine regions. A ‘The Week That Was’, if you like, with national diversity, speaking directly to 

consumers.  

Member reviews can be submitted for publication on the UAWC website with the most engaged members 

being awarded UAWC Ambassador status. Critical or constructive reviews can be confidentially fed back to the 

relevant region or business, creating a powerful feedback loop for ongoing (wine and tourism) industry 

improvement. 

Relationship with Tourism Australia 

Cross-promote, utilise shared resources, use TA website as comm’s channel for UAWC. 

Resources 

A powerful website and CRM is critical to success along with a small team to manage the content, marketing 

and memberships. Other resources needed include design and production of the relevant marketing collateral. 

How will this project be measured? 

KPIs would include membership rates, EDM open and click-through rates, regional visitation and spend, 

individual business sales and wine club memberships, sales of Australian wine domestically and abroad. 

What does success look like? 

Continual growth in all of the above KPIs. 



Jason	  Amos	  

1. Concept	  –	  Project	  Name

Targeted	  and	  strategic	  TV	  &	  you	  tube	  Advertising	  Campaign;	  Australian	  wine	  styles	  paired	  with	  
International	  cuisine	  from	  around	  the	  world.	  

2. General	  Descriptions	  -‐	  Objective

Australia	  is	  a	  multi-‐cultural	  society.	  Australian	  wine	  styles	  are	  equally	  diverse.	  This	  advertising	  campaign	  
is	  to	  promote	  and	  embrace	  this	  diversity,	  and	  showing	  this	  to	  the	  world	  –	  strategic	  markets.	  

This	  concept	  is	  to	  work	  with	  a	  celebrity	  like	  Hugh	  Jackman,	  tourism	  Australia	  and	  possible	  airline.	  

With	  the	  aim	  to	  build	  an	  emotional	  attachment	  to	  Australia	  wine,	  international	  cities	  and	  their	  local	  

cuisine	  experience.	  Pairing	  Australian	  wines	  to	  international	  cuisines	  and	  giving	  Australia	  wine	  street	  
credibility.	  

Building	  on	  the	  success	  of	  Paul	  Hogan	  tourism	  campaign	  in	  the	  80’s	  –	  without	  the	  larrikin	  image,	  we	  are	  
trying	  to	  promote	  the	  use	  and	  taste	  of	  Australia	  in	  San	  Francisco,	  Tokyo,	  Beijing,	  London	  etc….	  

3. Relationship	  with	  Tourism	  Australia

This	  advertising	  campaign	  is	  to	  work	  with	  Tourism	  Australia	  and	  a	  possible	  airline;	  paired	  international	  

cities	  embracing	  their	  culture	  and	  selling	  the	  experience	  of	  Australia	  and	  Australia	  wine	  in	  the	  
international	  market.	  

4. Resources	  (physical,	  human,	  monetary	  will	  be	  required	  for	  the	  project)?
Selection	  and	  likeability	  of	  the	  celebrity	  is	  pivotal	  to	  the	  success	  of	  this	  concept.	  The	  celebrity	  will	  be	  the	  

link	  between	  food,	  wine,	  city	  and	  experience.	  

5. How	  will	  this	  project	  be	  measured?

This	  project	  will	  be	  measured	  by	  the	  volume	  and	  value	  of	  wine	  exported	  to	  the	  countries	  and	  linked	  to	  

the	  investment	  in	  advertising.	  

6. What	  does	  success	  look	  like?

Commercial	  Australian	  wine	  styles	  that	  gain	  “street	  credibility”	  internationally	  –	  across	  multiple	  price	  
points.	  



Wine Australia; $50M investment by the Australian Government, Tues 3rd May 2016, Media Release. 

Future Leaders 2015 Project to provide ten clear options on where Wine Australia might spend this 

investment.  Each option must be summarised into a one page submission covering the below 6 points. 

1. Concept – Project Name.

Wine Australia Events Immersion Program (WAEIP)

2. General Descriptions – Objective

Identify key regional events that exemplify the best of the Australia wine industry and provide

an experiential and educational component for key trade and media.

The WAEIP Calendar.

By providing advance notice of Wine Australia supported events, potential influencers and

regions can select and plan itineraries and activities that showcase the best of each region.

Why?

No one exhibition can encapsulate the diversity, regionality and beauty of Australia’s wine

landscape. The current VJP and SIP programs do an excellent job of taking influencers to the

source but what it can do better is to tap into the existing marketing activities and coincide with

key wine events.

The wine industry is at its best when comes together as region and speaks with one voice of the

quality of its produce and its wine. Our reputations are improved when those interested in

Australian wine visit the regions, learn the stories, taste the wine and create those relationships

that can be then picked up away from the farm gate and reacquainted abroad.

Combine an educational component / regional tasting around the events and the experience will

be one the influencers would be more inclined to share.

Examples of Festivals that are quality focussed and tourism ready:

Western Australia: Margaret River Gourmet Escape

Tasmania: Effervescence Tasmania /  Festivale / Taste of Tasmania

Victoria: La Dolce Vita Festival / Rutherglen Winery Walkabout / Grampians Grape Escape

South Australia: The Barossa Vintage Festival / Barossa Gourmet Weekend / Adelaide Hills Crush

and Winter Reds / McLaren Vale Sea and Vines

NSW: Hunter Valley Wine & Food Festival



3. Relationship with Tourism Australia

Most regional wine events will have the support of their Regional and State Tourism

Organisations (RTO’s / STO’s) and have linkages with Tourism Australia. To be listed as part of

the WAIEP Visitation Calendar, existing and new events will be required to gainer the support of

their RTO and STO’s and be listed in with the Australian Tourism Data Warehouse. This will

ensure events have capacity to project their event to tourism wholesalers, retailers and

distributors for use in their websites and booking systems and increase visitation to the event by

targeting the “Leisure Customer”.

This initiative will link to the one of the core pillars of Tourism Australia’s Marketing strategy;

that of developing and supporting programs that present a premium tourism experiences as

part of  “There’s nothing like Australia” (TNLA) campaign.

Additionally it will build on the success of the Restaurant Australia concept and provide media

and commercial benefits to producers.

4. Resources (physical, human, monetary will be required for the project)?

By aligning the existing visitations with key regional events, no additional expense would be

required beyond the current budgeted inbound programs.

Additional visitation calculated on existing costing models.

From an administration point of view, it the program would require a key point of contact ie

Visits Program Officer and some website maintenance.

Existing funding arrangements for VJP’s and SIP will need to be scrutinized to assess the effects

of this program to establish if there are any cost implications. Joint funding by the regions may

be required.

5. How will this project be measured?

Media and press hits

Website analytics and social media reports.

Overall increase in referral / mentions post-event

Increased attendance at events.

6. What does success look like?

Greater collaboration of wineries within regions, focussing on quality events.

International / domestic trade and media registrations of events calendar and requests for

visitation support.



Gemma	  West	  

1. Concept	  –	  Project	  Name

Helping	  wine	   companies	  develop	   their	   customer	  value	  proposition	   to	   create	  market	  pull	   and	   increase	  
their	  business	  acumen	  to	  improve	  product	  mix	  and	  profitability.	  

2. General	  Descriptions	  -‐	  Objective

Wine	   companies	   have	   historically	   developed	   products	   based	   on	   their	   access	   to	   grape	   varieties	   and	  
volumes,	  making	  wines	  using	  the	  full	  tonnage	  of	  company	  vineyards	  and	  nearby	  growers,	  not	  necessarily	  
volumes	  and	  varieties	  that	  will	  sell.	  This	   is	  a	  push	  model;	  “if	   I	  build	   it	  they	  will	  come”	  approach.	  Often	  

profitable	   products	   will	   prop	   up	   the	   lack	   of	   profitability	   of	   the	   others,	   resulting	   in	   mediocre	   overall	  
profits,	  and	  at	  worst,	  bankruptcy.	  

For	  wine	   companies	   to	   be	   successful	   in	   all	   the	   products	   they	   create,	   they	   need	   to	   better	   understand	  
their	   customer.	   Identifying	   target	  markets	   and	   creating	  products	   to	   suit	   customer	   needs	  will	   increase	  

profitability	  across	  the	  value	  chain	  and	  diversity	  of	  industry,	  as	  neighbours	  and	  regions	  will	  identify	  their	  
own	  target	  markets	  and	  focus	  on	  these,	  instead	  of	  directly	  competing	  with	  each	  other.	  It	  will	  foster	  pre-‐
competitive	   collaboration	   across	   the	   wine	   industry,	   with	   a	   renewed	   focus	   to	   understand	   how	  

neighbours	  and	  regions	  are	  working	  to	  understand	  their	  customer,	  instead	  of	  copying	  the	  products	  and	  
target	  markets	  of	  the	  few	  that	  appear	  to	  be	  doing	  well,	  in	  a	  race	  to	  the	  bottom.	  Better	  business	  acumen	  
resulting	  in	  analysing	  product	  mix	  and	  individual	  product	  profitability	  will	  improve	  strategic	  decisions.	  

3. Relationship	  with	  Tourism	  Australia

Developing	  the	  target	  market	  and	  understanding	  the	  customer	  will	  result	  in	  a	  more	  targeted	  marketing	  
approach,	  which	  will	  attract	  the	  right	  consumers	  to	  visit	  regions,	   increasing	  spend,	  compared	  with	  the	  
blanket	  marketing	  approaches	  currently	  used	  by	  regions.	  	  

4. Resources	  (physical,	  human,	  monetary	  will	  be	  required	  for	  the	  project)?

Project	   based	   workshops	   for	   identifying	   and	   segmenting	   customers	   and	   developing	   closed	   loop	  
marketing	   strategies.	   Business	   acumen	   topics	   to	   analyse	   individual	   product	   profitability	   and	   make	  
strategic	   decisions	  on	  product	  mix.	   Target	   senior	  managers,	  winemakers	   and	  marketing	  departments;	  

delivered	   on	   a	   regional	   basis,	   by	  marketing	   and	   business	   acumen	   experts.	   50%	   cash	   contribution	   by	  
users,	  ~	  $2000	  per	  person	  total.	  Delivered	  online	  to	  enable	  greater	  accessibility.	  

5. How	  will	  this	  project	  be	  measured?
Completed	  projects	  of	  participants.	  Workshop	  participant	  surveys	  pre-‐training	  and	  post-‐implementation	  
of	  tools	   (12	  months	   later)	  to	  determine	  %	  revenue	   increases,	  NPD	  success,	  unprofitable	  SKU	  deletions	  

based	  on	  product	  mix	  review;	  increased	  cellar	  door	  sales	  through	  targeting	  correct	  customer	  base.	  

6. What	  does	  success	  look	  like?
Increased	  profitability	  across	  the	  value	  chain,	  resultant	  from	  customer	  pull;	  increased	  business	  acumen	  
to	  determine	   individual	  product	  profitability,	  which	   should	   improve	  product	  mix	  and	  overall	   company	  

profitability.	  Improved	  industry	  pre-‐competitive	  collaboration.	  Increased	  number	  of	  visitors	  to	  regions.	  



Lilian	  Carter	  

1. Concept	  –	  Brining	  Australian	  vineyards	  and	  wineries	  to	  life	  for	  global	  WSET	  students.

2. General	  Descriptions	  –	  Objective:

Over	   50,000	   candidates	   undertake	   WSET	   courses	   annually.	   22%	   of	   students	   are	   in	   China.	   They	   are	  

driven,	  educated,	  enthusiastic	  about	  learning	  and	  spend	  a	  great	  deal	  of	  time	  and	  money	  to	  realise	  their	  
goal.	   	   All	   students	   learn	   from	   textbooks,	   in	   classrooms	   and	   very	   occasionally,	   some	   travel	   to	   wine	  
regions.	  These	   students	  have	  discussed	  with	  me	   the	   surprising	   lack	  of	  useful	  online	  content.	  Australia	  

has	   a	   fantastic	   reputation	   as	   an	   educational	   service	   providing	   country.	   There	   is	   an	   opportunity	   for	  
Australian	  wine	  growers,	  makers	  and	  scientists	   to	  support	  WSET	  students	   in	   their	   studies	   through	   the	  
production	   of	   a	   series	   of	   educational	   videos	   that	   map	   very	   specifically	   and	   directly	   to	   the	   WSET	  

curriculum.	   As	   well	   as	   being	   educational,	   this	   series	   of	   videos	   would	   inject	   our	   people,	   culture	   and	  
landscapes	  into	  cities	  and	  classrooms	  around	  the	  world	  -‐	  particularly	  in	  key	  markets	  -‐	  building	  credible	  

and	   emotional	   connections	   with	   current	   and	   future	   key	   influencers	   who	   will	   become	   valuable	  
ambassadors.	  

3. Relationship	  with	  Tourism	  Australia

The	   professionally	   produced	   short	   films	   would	   capture	   and	   communicate	   the	   beauty	   of	   the	   regions	  
creating	   an	   aspiration	   to	   visit.	   There	   are	   a	   range	   of	   commercial	   opportunities	   in	   direct	   digital	  

engagement,	  and	  the	  promotion	  of	  wine	  and	  tourism,	  which	  could	  result	   in	  this	  project	  being	  revenue	  
generating.	  	  

4. Resources	  (physical,	  human,	  monetary	  will	  be	  required	  for	  the	  project)?

A	   lead	   coordinator	   who	   has	   involvement	   or	   experience	   with	   the	   WSET	   curriculum	   to	   map	   out	   the	  
timeline	   and	   content	   and	   connect	   with	   the	   wine	   regions	   and	   community.	   A	   professional	   production	  

company.	   WSET	   engagement,	   and/or	   a	   digital	   marketing	   campaign	   putting	   the	   content	   in	   front	   of	  
students.	  

5. How	  will	  this	  project	  be	  measured?

Ultimately	  the	  project	  should	  be	  measured	  on	  the	  number	  of	  views	  and	  media/social	  media	  comments,	  
that	  indicate	  that	  we	  are	  positively	  communicating	  our	  story.	  As	  an	  interim	  measure	  the	  timely	  and	  on-‐

budget	   milestones	   of	   the	   design	   and	   delivery	   of	   a	   series	   of	   videos	   and	   the	   execution	   of	   a	   digital	  
marketing	  campaign	  will	  track	  progress	  towards	  market	  success.	  

6. What	  does	  success	  look	  like?

The	  content	  is	  referred	  to	  /	  used	  /	  recommended	  /	  shared	  as	  a	  resource	  by	  WSET	  students.	  Organically	  
spurns	   other	   use	   of	   technology	   to	   form	   connections	   between	   the	   Australian	   wine	   industry	   and	   our	  

broad	  wine	  audience.	  	  	  The	  next	  generation	  of	  influential	  wine	  educators,	  buyers,	  and	  consumers	  have	  a	  
deep	  understanding	  of,	  and	  connection	  to,	  Australian	  Wine.	  



Nigel	  Blieschke	  	  

1. Concept

To	   identify	   vineyard	   management	   practices	   which	   improve	   wine	   quality	   and	   lead	   to	   lower
production	  cost	  and	  improve	  environmental	  and	  economic	  sustainability.

2. General	  Descriptions	  –	  Objective
The	  objective	  of	  this	  project	   is	   to	   identify	  sustainable	  vineyard	  management	  practices	  within	  a
region	  which	  lead	  to	  the	  production	  of	  the	  most	  sustainable	  and	  highest	  quality	  wine	  possible.

To	   test	   this	   proposition	   an	   audit	   of	   vineyard	   practices	  would	   be	   undertaken	   from	   a	   range	   of
vineyards	  used	   to	  make	  wines	   consistently	  awarded	  either	  a	  medal/trophy	   from	  a	   regional	  or
national	  wine	   show	   (or	   from	  winery	  wine	  assessments).	  Vineyard	  assessment	  would	   take	   into

account	   agronomic	   factors	   such	   as	   yield,	   irrigation,	   fertilisation,	   pruning	   and	   canopy
management	  but	  also	  cost	  of	  production	  parameters.	  Once	  the	  key	  practices	  are	  identified	  there
is	   the	  opportunity	   to	  positively	   link	   these	  practices	  with	   regional	  pricing	  signal	  which	  promote

sustainable	  production	  of	  high	  quality	  fruit	  and	  discourage	  unsustainable	  practices	  which	  lead	  to
higher	  yields	  of	  low	  quality	  fruit	  and	  over	  production.	  The	  analysis	  of	  actual	  vineyard	  and	  wine
data	  is	  a	  valuable	  tool	  for	  both	  grape	  growers	  and	  winemakers	  and	  if	  consensus	  can	  be	  reached

the	  data	  could	  also	  be	  used	  in	  environmental	  accreditation	  systems	  such	  as	  ENTWINE	  &	  SAW.
3. Relationship	  with	  Tourism	  Australia

This	  project	  can	  directly	  improve	  the	  sustainability	  and	  profitability	  of	  both	  wineries	  and	  grape

growers	  who	  are	  mainly	  regionally	  based.	  As	  a	  major	  regional	  tourism	  draw	  card	  the	  success	  of
the	  wine	  industry	  is	  directly	  linked	  to	  the	  success	  of	  tourism.

4. Resources	  (physical,	  human,	  monetary	  will	  be	  required	  for	  the	  project)?

It	  is	  envisage	  that	  a	  pilot	  program	  could	  be	  developed	  in	  conjunction	  with	  the	  Barossa	  Grape	  &
Wine	   Association.	   The	   BGWA	   would	   seek	   funding	   via	   a	   Wine	   Australia	   regional	   funding	   to
undertake	  the	  audit	  with	  inn	  kind	  support	  from	  winery	  &	  grape	  grower	  members	  of	  the	  BGWA.

5. How	  will	  this	  project	  be	  measured?
The	  project	  outcomes	  would	  include	  increased	  involvement	  in	  industry	  environmental	  programs
leading	   to	   a	   net	   improvement	   in	   the	   uptake	   of	   sustainable	   practices.	   This	   uptake	  will	   drive	   a

measurable	   improvement	   in	   wine	   quality	   as	   judge	   at	   wineshow	   results	   or	   via	   third	   party
endorsement	  i.e.	  wine	  writers,	  bloggers	  etc.

6. What	  does	  success	  look	  like?

Our	   industry	   avoiding	   the	   next	   bust	   cycle	   when	   it	   comes	   as	   we	   have	   focused	   on	   sustainable
production	  of	  the	  appropriate	  quality	  wine	  at	  all	  price	  points.




