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WA - 11% @ $9.23/litre
4.3 million litres

Barossa Valley - 28% @ $16/litre
10.9 million litres

NZ —-71.5% @ $8.10/litre
141 million litres
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Focus, Collaborate, Implement
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Focus Collaborate Imolement
on key export markets with other producers P :
global best practise




There was strong, independent agreement among this group that Napa, Barossa and Central Otago were the regions
with the most lessons for Western Australian regions
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PEEREVALUATION
Successful regions undertake a range of activities which can be grouped under three broad areas

LMARKETING
Wrapping it inastory

I 3.PRODUCT I
Making greatwine
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COORDINATION



NAPA

The Napa Valley tells and consistent story and has three further lessons for the wine regions of Western Australia

EXCLUSIVEEVENTS
Exclusive Napa Valley
events raise prestige ofthe

region and itswines

CONSISTENTSTORY
Napa Valley excels at
consistently telling theirstory




BAROSSA

Working together is at the core of the Barossa, with three further lessons for the wine regions of Western Australia

REGIONFIRST
The Barossa sells the
region first in-market;
allowing it to leveragethe
state’s tourismcampaign

WORKTOGETHER
The Barossa wine, foodand
tourism industrieswork
together to promotethe
region



BAROSS

Collaboration occurs at alllevels

+  BGWA!(strong governance, strong strategy, dedicatedstaff)
* Wine Australia(support)

INDUSTR
Y BODIES
(State, National)

¢ PIRSA? FUNDING BGWA - subcommittee

+  AMLRNRM? PROVIDER GROWER ‘Voice' and capability building

*  Ministry ofRegional S *  Formal and informalcommunications
Development S

*+  WineAustralia (State, National)

BAROSSA

WINE

BGWA - subcommittee

. : ADJACEN + Cellar DoorNetwork
I\Bﬂacr)ozsi%\{a\;gsg?:?sdm T \éV INERIE * Events, in-market and homeactivities
«  Website anddigital AGENCIES +  Formal and informalcommunications

. » Respectful, with a sense of trust
strategy (Food, Tourism) P

1 Barossa Grape and Wine Association, 2. Department of Pimary Industries and Regions South Australia, 3. Adelaide and Mount Lofty Ranges Natural Resources Management; Source: Industry
interviews; Coriolis



CENTRALOTAGO

Central Otago supports a single hero with three further lessons for the wine regions of Western Australia

LEVERAGE TOURISM
Central Otago’s stunning
landscape and ski fields
provide steady stream of
tourists to cellardoors

SINGLE CLEAR
Cen@Riago has PinotNoir
asits single, clear “Hero
Variety”



