
2011 - 2014

CORPORATE PLAN



Published by:  

Wine Australia

National Wine Centre - Industry House

Corner Hackney and Botanic Roads, Adelaide, SA 5000

Postal Address: 

PO Box 2733

Kent Town, SA 5071

Telephone: +61 8 8228 2000

Facsimile: +61 8 8228 2066

E-mail: enquiries@wineaustralia.com

Website:       www.wineaustralia.com

© Wine Australia 2011

This publication is copyright. Apart from any use as permitted under the Copyright Act 1968, no part may be reproduced by any 
process without written permission from Wine Australia.



CONTENTS

Wine Australia  |  Corporate Plan 2011 - 2014

Welcome
Established by the Wine Australia Corporation Act 1980 (the Act), Wine Australia is the Australian Government 
statutory authority responsible for providing strategic support to the Australian wine industry.

Under the Act, Wine Australia is required to develop a Corporate Plan that:

- Defines what, in the opinion of the Corporation, should be the principal objectives of the Corporation;
- Gives a broad outline of the strategies that should, in the opinion of the Corporation, be pursued in   
 achieving these objectives; and
- Sets out the Corporation’s assessment, for the period to which the plan relates, of the market and economic  
 outlook for the industry.

This Corporate Plan outlines Wine Australia’s direction for 2011-14 and provides an overview of the priorities and 
strategies on which all our activities will be based. This plan has been developed in consultation with the peak 
industry body – the Winemakers’ Federation of Australia.

This plan has been developed as the Australian wine sector continues to experience difficult trading conditions. 

Key issues facing our industry include:

•	 The image of Australian wine:
- in established markets, Australian sales are concentrated at entry level price points with significant  
 growth in bulk wine shipments as a proportion of total wine exports;
- our category is not widely viewed as aspirational and we risk being viewed as a supplier of bulk  
 wine to export markets.

•	 Impacts of global wine industry pressures:
- global over supply of wine and improved competitiveness of other wine producing countries;
- increasing retail consolidation in core markets; 
- prevalence and rate of growth of buyers own brands and other opportunistic brands; and
- increased awareness and adoption of imported wines, particularly wines from New Zealand and  
 Europe by consumers in the Australian domestic market.

•	 Macro economic pressures:
- the ongoing effects of the economic downturn, particularly in our two  largest export markets, the  
 United States of America and United Kingdom;
- impact on competitiveness of a strong and rising Australian dollar; and
- high costs of production in Australia compared to our competitors;
- the shift of the global economy towards Asia; and
- structural adjustments in Australia that challenge manufacturers, including wine producers. 

In addition we must acknowledge that we compete in a global environment without some of the same trade 
advantages and assistance programs of competitor countries.

These issues are impeding our ability to grow sales at higher price points, eroding margins/profitability, resulting 
in a reduction in our representation and diversity of offer and constraining our category growth against other wine 
producing countries and other beverages.

Although these forces are reshaping our industry, some are largely beyond our control.  Participants in our industry 
have to assess the risks that these forces present and make enterprise decisions to build profitable businesses in this 
evolving environment.



This Corporate Plan sets the strategic foundation for what Wine Australia can achieve during 2011-14 to assist 
our industry. Each year an Annual Operational Plan will be developed which will set the detailed actions and 
programs that will be undertaken to deliver on our strategic goals. The Corporate Plan is a central component of 
Wine Australia’s broader planning, monitoring and reporting framework, and provides an effective link to resource 
allocation.

We are confident that the successful implementation of the strategies outlined in this Corporate Plan will assist the 
Australian wine sector bounce back strongly both domestically and internationally and improve the competitiveness 
and financially sustainability of Australia’s 1800 plus wineries which are supported by over 7,000 Australian grape 
growers.

Wine Australia is the Australian Government statutory authority established to provide strategic support to the 
Australian wine sector. 

Our Mission is to identify and maximise the environment for sustainable demand for Australian wine.

To be recognised as an innovative and respected indutry partner acknowledged for:

•	 leadership
•	 value creation; and 
•	 exceptional communication

Integrity: We do what we say we will.
Transparency: We strive to deliver a 'no surpises' culture.
Passion: We are passionate about achieving results for the sucess 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 ans the industry requires.
Accountable: We regard individual goals as commitments not intentions.
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Wine Australia's Mission

Wine Australia's Vision

Wine Australia's Values
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Wine Australia’s Planning and Reporting Cycle
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. The table below summarises the key elements of the 
annual planning and reporting framework.

Activity Purpose Timing

Board Planning Day 

Consultation with Advisory 
Groups/Committees

Sets out the Board priorities, following stake-
holder 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 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 concering
Wine Australia’s activities;

- debate and vote upon motions 
relatingto a matter within the respon-
sibilities of Wine Australia

December each year



Wine Australia’s Strategy: 2011-14
Funding Constraints

The challenges facing the Australian wine sector impact directly on Wine Australia given we are industry funded. 
The following table provides a summary of Wine Australia’s revenue over the seven year period from 2005-06 to 
2011- 2012.

2005-06 2006-07 2007-08 2008-09 2009-10 2010-11 2011-12 (F)
$m $m $m $m $m $m $m

Wine Grape 
Levy

3.21 3.16 2.6 3.55 3.16 3.16 3.04

Export 
Charge

2.91 3.00 2.91 2.61 2.43 2.37 2.15

Industry 
Voluntary 
Contributions

4.96 3.92 3.27 2.59 2.48 2.06 2.49

Other 0.32 0.65 0.64 0.61 0.52 1.13 1.52

Subtotal 11.40 10.73 9.42 9.36 8.59 8.72 9.20

Compliance 
Revenue*

4.56 5.12 5.03 4.95 5.17 4.49 3.87

Total 15.96 15.85 14.45 14.31 13.76 13.21 13.07
*Compliance revenue is reported separately as in accordance with the Wine Australia Corporation Act 
  1980, wine export approval fees are now charged on a cost-recovery basis.

As the wine sector contracts, so does Wine Australia’s revenue streams. 

Over 40% of Wine Australia’s revenue is derived from levies on grapes crushed and wine exported, so a reduction 
in the size of the vintage or a decline in export activity results in a reduction in levy revenue. 

Not surprisingly, voluntary industry contributions have dropped away over recent years given the economic climate. 
The challenge remains to establish a more sustainable funding model that underpins long term strategic initiatives that 
support the sector. 

In 2010-11, Wine Australia relied partially on reserves to fund its operations and will continue to do so in 2011-12 
and 2012-13. This practice is obviously not sustainable and in the absence of radical reform to the funding model 
for the national industry bodies and/or reallocation of industry funds, 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 Corporate 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. 
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Future Priorities

The Plan is focussed on delivering the following key outcomes:

•	 creating	a	market	environment	that	acknowledges	and	responds	positively	to	Australian	branded	wine	as	a		
premium product;

•	 supporting	the	competitiveness	of	the	Australian	wine	sector	through	the	collection,	interpretation	and		 	
dissemination of global wine sector intelligence;

•	 protecting	and	enhancing	the	reputation	of	Australian	wine;	and
•	 assisting	the	Australian	Government	to	improve	access	to	international	markets.

It is anticipated that over the term of this Corporate Plan, Wine Australia’s financial resources, based on Government 
approved operating losses and maintenance of the current revenue stream, will be expended as follows:

2011-12 2012-13 2013-14
$m $m $m

Market Development
Wine Sector Intelligence
Regulatory Services

9.68
0.81
3.58

9.18
0.91
3.58

8.68
0.81
3.58

14.07 13.57 13.07
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Key result area 1
Market Development  

Outcome Strategies
Create a market environment that
acknowledges and responds positively 
to Australian branded wine as a pre-
mium 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 consumer 
events

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

Key measures of success

Increased percentage of shipments of bottled wine exports > the current MAT average of $4.00 per litre.

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

Improved category health measured by third party in market audits.
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Wine Sector Intelligence  
Key result area 2

Outcome Strategies
Support the competitiveness of the 
Australian wine sector through the 
collection, interpretation and 
dissemination of global wine sector intel-
ligence.

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 intel-
ligence and processes for the benefit of the Australian wine sector.

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

Key measures of success

Increased use of Wine Sector Intelligence products and services.

Positive feedback from levy payers and buyers of data regarding relevance of Wine Sector Intelligence products 
and services.
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Key result area 3
Regulatory Services 
and Export Assistance

Outcome Strategies
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 ad-
versely affect the reputation of Australian wine.

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

Key measures of success

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

Ensuring an adequate industry crisis and emergency management plan is in place to enable a rapid response to 
any incident that could adversely affect the reputation of Australian wine.
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Market Access

Key result area 4

Outcome Strategies
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 of-
ficials 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 require-
ments and minimise the potential for Australian product to be found in 
breach of those requirements.

Key measures of success

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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