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EXPORT AND REGIONAL WINE SUPPORT PACKAGE 
 
What is the proposed activity? 
 
In March/April 2016, the Canberra District Wine Industry Association 
(CDWIA) initiated its first Canberra District Wine Week (CDWW) which 
comprised a number of Canberra City and broader Canberra District events such 
as tastings, bar take-overs, self-drive "wine trails", tailored dinners and the like. 
The Week culminated in the annual Harvest Festival weekend at local cellar 
doors with food, wine, music and vineyard and winery experiences. Planning is 
well underway for the 2017 CDWW that will see an expansion and extension of 
activities over a 10 day period and involve significantly increased participation 
from District restaurants, accommodation providers and local food producers. 
The underlying objective is to increase understanding, knowledge and 
appreciation of the food and wine offerings of the Canberra District to a broader 
audience than is currently the case, unashamedly looking to build on the rapidly 
increasing profile of the District in both the national and international wine 
consciousness.  
 
It is also worth noting that over the past 5-7 years there has been a significant 
shift in the demographics of the Canberra District's winemakers and grape 
growers with the emergence of a large cohort of young, enthusiastic and 
innovative winemakers producing cool climate wines of the highest quality as 
national level wine show results and reviews attest. This generational change 
has seen both the consolidation of the regard for the Canberra District's Shiraz 
and Rieslings, but the development of emerging varieties and styles which reflect 
that youth and enthusiasm. 
 
The bulk of the promotional effort for the 2016 CDWW event was directed at the 
Canberra and near region market and the focus for the 2017 event will be more 
broadly on the Australian East Coast market, particularly NSW and Victoria. 
However the recent entry into the Canberra market by Singapore Airlines with 
regular direct flights from both Singapore and Wellington, New Zealand and the 
announcement on Monday 28 November that Qatar Airways will also commence 
direct flights to Canberra from Doha in 2017/2018, has provided an unparalleled 
opportunity for the CDWIA, in partnership with local tourism authorities and 
businesses, to develop, promote and deliver tailored food and wine tourism 
packages for in-bound tourists, using "Flagship" events such as future CDWWs 
as the initial focal point for District promotion. 
 
Our submission for assistance under the Package then can be summarised as:  
 
 
 



Provision of Assistance in the Development and Delivery of a 
Program of Food and Wine Experiences for International Visitors to 
the Canberra District, and Promotion of that Program. 

 
As discussed below, funds sought would specifically support: 
 

1. increasing local small business capacity to develop appropriate visitor 
experience programs 

2. increasing event management and marketing expertise available to the 
CDWIA 

3. development and distribution of tailored marketing materials in target 
markets, including in appropriate languages 

4. development and delivery of in-bound tourism and export promotion 
activities in selected markets 

5. CDWIA participation in broader export promotion activities undertaken by 
e.g. Wine Australia, Austrade, VisitCanberra, Destination NSW, something 
that is currently not financially possible. 

 
The Program as envisaged would commence in July 2017 with the focal point for 
"Launch" activities being the 2018 CDWW (March/April 2018). The Program 
would continue for the 3 years of the Package by which time it would be 
anticipated that the Canberra District Food and Wine Experience, with 
appropriate flight/accommodation/supplementary visitor packages would be self-
sustaining. 
 
What is the target market 
 
In the first instance, the Canberra District Food and Wine Experience would be 
promoted to New Zealand, Singaporean, South East Asian and Southern 
Chinese tourists utilising the Singapore Airlines direct flights into Canberra. Once 
Qatar Airways confirms its flight schedules, European tourists utilising those 
direct flights would also be targeted.  
 
Tourist demographic work undertaken by VisitCanberra, has provided the 
following snapshot: 
 

Our primary international markets are Singapore, SE Asia and NZ, 
secondary India, UK, USA and in terms of current visitation are as below - 
 
China - 18.8% 
UK - 10.8% 
USA - 10.2% 
NZ - 8.6% 
Singapore-5% 



What research and experience demonstrates the value that this activity 
could bring? 
 
This region is currently experiencing strong growth in tourism, and in particular, 
international tourism. 
 
Data provided by VisitCanberra indicates that for the year ending Sept 2016:  
206,915 international visitors to ACT (increase of 11.2% on previous year).  
International visitors stayed, 4,418,966 visitor nights and expenditure was 
$432M. 
 
For the CBR Tablelands region (YE Jun 2016)  
 Domestic Overnight Visitors 798,000 + 27.5% on previous year 
 Domestic visitor nights 1,926,000 + 23.1% on previous year 
 International visitors 13,100 + 2.3% on previous year 
 International visitor nights 198,000 - 47% on previous year  
The decline in international visitor nights may indicate a need for higher quality 
accommodation in the region to cater for the nature of the demand by 
international travellers.  Much of this is already under way. 
 
What does the activity depend on? What is needed to succeed? 
 
A strong and considered program of activities and experiences jointly developed 
and effectively promoted by the key players in the space - wineries, Airlines, 
accommodation and local transport providers, and tourism promotion authorities 
will be essential to success. In that regard, consultation between the players and 
their joint development of an agreed marketing and promotion strategy would 
seem to be a logical starting point - perhaps an appropriately facilitated 
workshop. 
 
Engagement of a suitably qualified and experienced event/marketing manager to 
coordinate and deliver winery participation into an agreed program of activities 
and to prepare CDWIA input into agreed marketing materials will be particularly 
important. The CDWIA is predominately a volunteer organisation but has been 
able to provide some funds to engage support staff for its high profile events. 
However Association funds are insufficient to fund an expansion of the marketing 
effort as proposed. 
 
VisitCanberra has offered to partner on a Wine Tourism Development Executive, 
and to providing a work station, support for photocopying, computer, office space, 
meeting room etc as part of a significant in kind contribution. 
 
Similarly, preparation of marketing materials for a targeted international 
promotional campaign is beyond the current resources of the CDWIA.  



Thus, whilst the CDWIA intends to continue its current level of event 
development and promotion, it would by necessity be limited to "local" marketing 
and the opportunities presented by the emergence of direct international flights 
into Canberra would be lost.  It is worth noting that, despite limited resources, the 
CDWIA has sought to maintain and expand both its generic and event specific 
promotion over the past 3 years.  New events such as New Release public 
tastings, the inaugural Canberra District Wine Week, recent "Food and Wine in 
the City Laneways" and expanded Harvest Festival activities have increased the 
District wine profile, both locally and nationally.  Over the past three years 
expenditure on marketing, promotion and event management has been in the 
order of $200,000.  That figure is expected to be maintained and would be an 
important contribution to this expanded, internationally focussed program. 
 
How would the activity: 
 
Assist winemakers to export? 
 
The Canberra District is very much a boutique area and the volume of wine 
available for export by individual wineries is limited to only a few of the larger 
ones in the District e.g. Clonakilla, Shaw Vineyard Estates, Long Rail Gully, who 
are already successful exporters.  However, participation in direct in-bound 
tourism promotion e.g. with "pop-up" bars at the lounges of partner airlines or via 
targeted promotional tastings for tour operators, travel and food and wine writers, 
high end restaurants, distributors etc in Singapore, Wellington and Doha, may 
well throw up export opportunities for participating wineries to establish 
relationships that might otherwise be difficult to initiate.  Establishing demand for 
the District’s premium wine in markets such as Singapore, China and Japan 
could well see a growth in the number of those in the District willing to become 
involved in exporting, perhaps on a cooperative basis.  As mentioned above, the 
Canberra District is a growing wine region, with a change of guard occurring that 
is resulting in the production of new and interesting wine styles that should 
appeal to an increasingly sophisticated international market. 
 
Enable greater access of markets? 
 
As per the case above, involvement in tourism promotional activities may well 
provide scope for wineries to investigate opportunities, better understand issues 
involved in export and make contacts with export professionals in target 
countries. 
 
By enabling visiting media/key influencer famils (identifying top wine journalists 
and sommeliers from priority international markets) to help tell the unique 
Canberra District Wine story, highlighting how the region over indexes on quality 
(both in terms of the wine and the winemakers). 



Increase the capacity to engage tourists (e.g. tourist readiness, regional 
experiences)? 
 
Very much the focus of our proposal, we are looking to enhance and expand 
CDWIA Member engagement with those local industries who are the logical 
partners in the development of a sophisticated in-bound tourism program 
providing high quality food and wine experiences in a boutique wine producing 
region. 
 
Regional Food and Wine Experiences are already identified by both the ACT 
Government (VisitCanberra), and Yass Valley Council (Yass Valley Tourism) as 
key pillars in their economic development strategies and are willing to assist the 
local wine industry to partner with kindred industries and develop regional 
experience packages for delivery to the international tourist market. 
 
It should also be noted that whilst this proposal relates directly to the Canberra 
District, benefits of increased in-bound tourism could also be expected to accrue 
to other nearby wine Districts such as Hilltops, Southern Highland and 
Tumbarumba, which are all within a relatively short drive from the Canberra 
District.  This as particularly relevant for those visitors looking to experience 
nearby rural areas either using the Canberra District as a base and "day-tripping" 
or visiting those districts if driving from Canberra to other capital cities to connect 
with international flights. 
 
Build new and existing markets (e.g. visit programs, wine trade shows, 
bespoke travel)? 
 
Development of a Strategic Marketing Plan for an International Tourist Program 
would likely include all of the above and be supported by an extensive suite of 
both hard copy and social media marketing products. 
 
How would these benefits be measured and how long would it take to 
achieve them? 
 
Website and cellar door analytics will be collated by the CDWIA.  Other analytics 
will be obtained from VisitCanberra and Yass Valley Tourism via their sources. 
 
In terms of 'how long' it is generally accepted that for international markets there 
will be a dedicated period to build relationships with travel agents which can be 1-
2 years, then once any packages are introduced it can take 18 months - 2 years 
before agents will be able to brochure these and actually start selling and 
sending customers. 
 
The free and independent market (FIT) is far more flexible in their travel planning 



and will actively be seeking new authentic experiences largely through digital 
distribution channels so this market will have far greater potential in the short 
term to see an impact on visitation. 
 
How long would the activity take and how much would it cost? 
 
This proposal envisages support for the Canberra District International Tourist 
Program for the full 3-year period with indicative expenditure under the following 
Heads of Expenditure.  Funds sought would be complemented by existing 
CDWIA expenditure and by both cash and in-kind inputs from "partner" agencies 
and businesses involved in the Program. In that regard, we believe that support 
for this proposal by Wine Australia would have a direct and significant impact on 
encouraging support from those potential "Partners" given the very obvious 
leverage that those funds would bring to CDWIA/Partner negotiations. 
 

1 Facilitated workshop for CD wineries re developing culturally appropriate 
winery/vineyard/cellar door visitor experience programs. Annual 
workshops to evaluate activity take-up and success with a view to 
adjustment of offerings and development of new programs. 
 
Cost - $5000pa X 3 workshops - $15000 

 
2 Facilitated joint workshop involving wineries, airlines, accommodation 
providers, ground transport operators, VisitCanberra and Yass Valley 
Tourism, to develop a suite of tourism experience packages and a 
marketing and promotion strategy to support. Annual workshops to 
evaluate activity take-up and success with a view to adjustment of 
offerings and development of new programs. 
 
Cost - $5000pa X 3 workshops - $15000 
 
3 Support for event management ( particularly CDWWs ) and marketing 
expertise. 
 
Cost - $65000pa X 3years - $195000 
 
4 (a) Support for the development and distribution of PR materials ( 
including in appropriate languages ) and for targeted social media 
advertising. As with Items 5 and 6 below, the nature and extent of 
promotional activities would be informed by the outcomes of and 
agreements reached at the joint workshops proposed at Item 2 above. 
 
Cost - $45000pa X 3 years - $135000 
 



   (b) Support for Flagship event ( e.g. CDWW ) infrastructure design and 
hire. 
 
Cost - $15000pa X 3 years - $45000 
 
5 Support for in-country high profile promotional events e.g. airport/airport 
lounge "pop-up bars", targeted industry tasting events etc. 
 
Cost - $45000 X 3 years - $135000 
 
6 General support for CDWIA participation in related export focussed trade 
delegations and shows ( e.g. Austrade, Wine Australia, NSW and ACT 
Governments ) 
 
Cost - $15000pa X 3years - $45000. 
 
Total funding support sought over the 3 year period = $585,000 

 
What part and/or contribution would you make in the delivery of this 
activity? 
 
As noted above, we believe that support to the CDWIA for this proposed Program 
would very likely generate significant complementary support from both State and 
Territory Government agencies and local and international businesses which 
would directly benefit from active participation in it. Successful implementation 
over the 3-year funding support period would be expected to result in a totally 
sustainable and highly regarded in-bound tourism program. 
 
For its part, the CDWIA would be involved at several levels: 
 

- directing its ongoing promotional and marketing funding into Program 
activities 

- contributing funds into Flagship event management 
- coordinating CDWIA Member inputs into all Program related activities 
- managing CDWIA Member relationships with all Program Partners 
- providing in-kind support to Program activities. 

 
	


