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The South Australian Wine Industry Association (SAWIA) is responding to Wine Australia’s call for 
ideas to help increase wine exports and inbound tourism. 

Background 
In 2015, SAWIA commissioned the report Wine-Online – Capitalising on the Market Opportunity in 
Australia and China.  An online presence can make a substantial contribution to the commercial 
performance of a wine business.   

The report details commissioned research that used a set of indices to measure website performance 
using navigation, information source, effective buying channel (easy to buy), consumer engagement 
and aggregate on line proficiency.  From 110 South Australian wine websites randomly selected, 
accessed online and evaluated according to the criteria the wineries recorded on online proficiency 
index score of 61 out of a maximum possible 100.  The results demonstrate there is substantial 
potential for improvement and that South Australian wineries are not maximizing their potential 
through their online capability.   That means improving awareness, sales and visitations. 

While this report set out findings for South Australian wineries, the suggested recommendations will 
more than likely have equal or greater application to wineries in other States of Australia. 

An improvement in online capability will have the potential to touch every export country including 
those with free trade agreements and will also form the basis of a improvements that will engage wine 
tourists. 

The idea 
SAWIA has formulated the following proposal. 

It is acknowledged that some countries do not have the ability to buy wine on line yet, but that will 
change as countries open up e-commerce opportunities, laws are reformed, generational change 
takes place and consumers demand it.  

With an increasing percentage of wine being sold online throughout the world (in China 60% is sold 
online) e-commerce will just continue to grow – but the report highlighted above indicates wine 
businesses are not yet in a position to maximise their own existing e-commerce resources.  This 
means South Australian wineries are missing out on a relatively simple and easy way to enhance 
sales of their wine both domestically and internationally. 

It is commonly said, it easy to make wine, it’s a lot harder to sell it.  It would seem that many Australian 
wineries don’t have the online capability to allow for an easy transaction to occur or if they do, it is not 
as good as it should be or needs to be. 

If the online sales capability for each wine business was enhanced, what else needs to change is 
content, improving to a level that provides the ‘wow’ factor including key messaging about their story 
and their tourism experiences, and once complete, regions could work together to provide the map of 
a wine trail around every region, every state and Australia – based on the stories, and the experiences 
a paradise awaits the wine tourist. 

It is easy to dismiss the idea but it really is a challenge and a skill to be able to form the words that tell 
the world your story, many stories online sound as if the same person wrote them, yet many people 
have written them. The stories are within us, but each of us needs some help to uncover the gems 
waiting to be discovered. 

Conducting an extensive media campaign throughout the world, taking the message country by 
country to share the passion, this could prove to be a world first for Australia and drive wine tourists to 
the destination of their choice with experiences to match. 
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While it can be easily dismissed as not new, it is bold and exciting. If every winery in Australia had the 
capability to have an online feature to allow wine to be ordered, delivered and sold with ease that 
would be a world first.  What else is needed is the engaging stories that will tell the world about the 
wines Australia has to offer.  This is not as easy as it sounds.  It would be major achievement if winery 
representatives were tutored with the key messages (about their business, their place and their wine) 
that made a difference in any language, understanding the meaningful words that convey a compelling 
story and proposition.  

If that could be achieved we have all the necessary ingredients to launch a social media campaign, a 
blitz about Australian wine, an engaging story to read, a product to purchase and savour and a place 
demanding to be visited with experiences to enjoy and all that, has to be good for tourism. 

There are numerous options that could promote this including video content showing the food, wine 
and experiences of each region linked to a competition about telling us from a menu of regions and 
experiences where and why you want to visit.  The prizes, an all Australian food, wine and experience 
would allow you to live and experience it.  The social media chatter about Australian wine, its stories 
and experiences could prove to be a saturation about Australian wine in the online space that would 
be difficult to replicate any other way. 

For more information, please contact SAWIA’s Chief Executive, Brian Smedley
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