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Introduction 

Entwine Australia presents is a significant opportunity for the Australian wine industry to 
demonstrate leadership by leveraging the high standard of environmental performance of 
Australia’s grape and wine producers to enhance the reputation of Australian wine. 

Entwine Australia is the Australian wine industry’s sustainability program, endorsed in 2016 by the 
Australian wine industry peak bodies, Wine Australia, the Winemakers’ Federation of Australia, and 
Australian Vignerons as the principle vehicle to communicate the sustainability credentials of the 
Australian wine industry. Entwine membership accounts for 516,511 tonnes of wine-grapes, 
approximately 30% of the 2016 Australian wine-grape crush.  

In the past eighteen months, the AWRI has invested significant resources to ensure that Entwine 
provides a robust platform for wine-grape growers and winemakers to evaluate and improve their 
practices and to demonstrate their credentials via third party certification (Objective 1 below). 
Progress has also been made to better understand the requirements of the export market to identify 
any risks to market access (Objective 2). The benefits of utilising Entwine to enhance the reputation 
of Australian wine (Objective 3) are yet to be fully achieved.  

Entwine has three objectives: 
Objective 1: To provide tools and resources which allow Australia’s wine-grape growers and 
winemakers to improve productivity and profitability 
Objective 2: To facilitate market access 
Objective 3: To enhance the reputation of Australian wine 

What is the proposed activity? 
Entwine Australia will be used to leverage the already strong environmental performance and 
credentials of Australia’s wine-grape growers and winemakers to enhance the reputation of 
Australian wine.  

What is the target market? 
The target market for this activity is inbound visitors to wine regions and cellar door outlets and 
international customers (e.g. System Bolaget, LCBO etc.) and consumers of Australian wine. 

What research and experience demonstrates the value that this activity could bring? 
In a large study of Australian wine consumers, Camacho et al. (2014) from CSIRO studied how food 
and wine purchase behaviour is affected by climate change. More than half of the 1532 people 
surveyed were concerned about climate change and reported that they were looking for things to 
change in their life to address this – one of these things being their wine choices and expressed their 
willingness to support businesses that implement climate adaptation initiatives. Camacho et al. 
(2014) concluded that encouraging consumers to think differently about the products they buy in 
light of climate change could be considered as one of the initial steps in changing consumer 
behaviour. 
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Research by Williamson et al. (2016) confirmed the importance Chinese consumers give to 
a clean environment. Messages about the fresh, healthy and natural food in Australia due to its 
clean environment showed the highest effect on choice of Australian wine over French, Chinese and 
Italian wine and the highest increase in Australian ‘market share’ compared to the control. These 
results reflect consumer concerns about food and wine contamination in China and the increasing 
development and importance of the organic and green food market in China.   
 

As a case study, New Zealand, utilises its sustainability message synonymously with the quality of 

their wine.  

 
Entwine is supported by a national reference group of 23 industry representatives including members 

from small and large vineyard and winery businesses. At a recent strategy session, the agreed future 

of Entwine is:  

Entwine will have commitment from the whole value chain as a single national 

program (one payment, one log-on, one brand) which leads to improved export 

markets and higher prices. Entwine will be recognised universally by consumers and 

retailers and internationally benchmarked. Entwine needs to be a truly costed 

program with defined and increased resources.  This will pave the way for a clear case 

for change, industry engagement, and partnerships with Wine Australia and others 

(e.g. retailers). 

Members of the national reference group agree that Entwine requires the support of Wine Australia 

to achieve its full potential as a tool for marketing and enhancing the reputation of Australian wine. 

 

What does the activity depend upon? What is needed to succeed? 

 
The critical success factors based on Australia’s circumstances and with reference to the successes of 
the equivalent program in NZ in the last decade are: 

 Have a clearly articulated, public position supported by all national industry bodies 

 Develop targeted communication materials for members, customers and consumers 

 A critical mass of Entwine members is achieved. Increased membership – at least 50% of 
wine grape crush and growing to as close to 100% as practically possible 

 Provision of training to prospective Entwine members 

 Clear positioning of sustainability and Entwine in the Australian wine strategy 

 Reduce market confusion regarding pathway programs (SAW/Freshcare/ISO) 

 Develop a single data entry portal for members of Entwine-approved programs 

 Develop positive stories / case studies of Entwine members for inclusion in the marketing of 
Australian wine 

 Link Entwine data to agrochemical usage data 

 Link sustainability to wine show entry or other industry platforms 

 International recognition and adoption 

 Develop a matrix of sustainability credentials/requirements for key export and domestic 
markets and ensure alignment of elements within Entwine  

 Develop relationships with key trading partners 
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How would the activity: 

 Assist winemakers to export (e.g. export readiness) 

Proactive, positive messaging for customers including e.g. System Bolaget and LCBO. 

 

 Enable greater access of markets (e.g. importer access, freight and sample costs) 

Entwine will mitigate the risk of future barriers to trade by demonstrating proactivity and leadership 

from the Australian wine community.  

 

 Increase the capability to engage tourists (e.g. tourist readiness, regional experiences) 

By engaging direct with the regions, messages can be tailored for each region and existing resources 

such as the virtual Entwine trail can be more fully utilised. 

 

 Build new and existing markets (e.g. visits program, wine trade shows, bespoke travel) 

This project will address the growing demand from Chinese consumers for food that is clean and 

unpolluted and also mitigate against the risk of harmful messages such as food contaminants and 

climate change.  

 

How would these benefits be measured and how long would it take to achieve them? 

Project success could be measured in uptake of Entwine membership and Entwine brand recognition 

amongst customers and consumers. 

 

How long would the activity take and how much would it cost? 

It is expected that this project will commence immediately given that there is a high level of 

awareness about Entwine in the wine community. All activities could be completed within three 

years. All costs are approximate. It is likely that the costs may decrease significantly if existing 

capability exists within Wine Australia. It is possible that regional groups will use existing or new 

funds to support this project which will reduce the cost of its delivery. 

 
  

https://online.entwineaustralia.com.au/api/regions
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Activity/element Cost 

Development of communication materials for industry bodies, members, 
customers and consumers 

 $   20,000 

A critical mass of Entwine members achieved by providing training to the regions  $   10,000 
(per region) 

Develop a single data entry portal for members of Entwine-approved programs (to 
reduce confusion and administration of pathway programs (SAW/Freshcare/ISO) 

 $   40,000 

Develop positive stories / case studies of Entwine members for inclusion in the 
marketing of Australian wine 

 $   30,000 

Link Entwine data to agrochemical usage data  $   20,000 

Develop a matrix of sustainability credentials/requirements for key export and 
domestic markets and ensure alignment of elements within Entwine  

 $   30,000 

Develop relationships with key trading and other partners e.g. System Bolaget, 
wine shows, tourism organisations etc. 

 $   20,000 

Production of marketing materials including signage and other  $   20,000 

What part and/or contribution would you make in the delivery of this activity? 

The AWRI supports the members of Entwine through the provision of a national industry reference 

group, an online portal, online technical resources, helpdesk support, relationships with 

independent certification programs and regional extension through the AWRI workshop program. It 

is expected that this support will be ongoing.  

Contact details 

For more information about this project, please contact Vince O’Brien, AWRI, 
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