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O ur C ollective Purpose

To improve the SO C IAL and 
EC O NO M IC  prosperity of the 
Barossa region

Health
Education

Enjoyment/Happiness
C ommunity W elfare…

Business Profitability
Household Disposable Income
Employment
W ealth…
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O ur Vision: 
W hat things 
look like if we 
succeed…

DEFINE W HO  W E ARE, O UR ID ENTITY

W e are one of the world’s great wine regions

Barossa is the pre-eminent Shiraz production 
region in the world



• Shiraz is one of the most popular wine 
styles in the world

• Australia is the second largest 
producer of Shiraz in the world

• Barossa is the home of the world’s 
oldest, continuously productive Shiraz 
vines

• O ver 90%  of the wine exported from 
the region is Shiraz

• Shiraz is fuelling the growth of exports, 
particularly in C hina

• Barossa’s reputation is built on 170 
years of Shiraz production

Shiraz/Syrah



Shiraz/Syrah

Listings of Shiraz in London’s Top 10 wine shopsValue of wine exported ($’000).  Barossa Zone.  M AT June 2019



What things 
look like if we 
succeed…

WHAT DO WE DO?

EVERYTHING we do delivers on a unique, consistent 
brand promise and experience.

“Any bad wine coming out of the Barossa hurts me”
Peter Lehmann



W hat is our Brand 
Prom ise?

It needs to: 

• deliver on the needs, desires and expectations 
of our customers

• be credible and true to who we are

• be distinctive and different to other regions

• be global



O ur reputation has been built from 
170 years of wine making.  G reat 
quality red wine making.

16.5 million bottles x 2 people x 170 
years = 5.6 Billion Im pressions

These impressions are what the 
world knows and expects of us

The characteristics of our wines 
(mainly shiraz) are the 
characteristics of the region

O ur Brand
Prom ise







W hat things 
look like if we 
succeed…

OUR BRAND HAS VALUE

O ur Brand (the word Barossa) is worth 

$500 million a year… 
…when we attach the word to wine, visitor and 
food experiences that deliver on the promise 
they get twice the price as from any other 
region!



Export value of ’Barossa Valley’ labelled wine (June 2019)
= $19.46 per litre

O ur C urrent Brand Value

Export value of ’South Australia’ labelled wine (June 2019)
= $10.58 per litre (C lare = $8.73, M cLaren Vale = $11.44)

Annual Volume of Barossa Zone wine exported Dec 2018
= 12.4 million litres

Premium Brand Value 2019 
= 12.4 million litres x $8.89 per litre

… $110 million



If we can generate 
a prem ium  of $110 
m illion a year for 
our wine, we 

should be able to 
do it for food, 
tourism  and 

everything else! 
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W hat things 
look like if we 
succeed…

SHARED  PRO SPERITY

That everyone understands and appreciates the 
interrelated nature of the region’s prosperity and 
supports a common purpose.



“Success comes from a compelling purpose, 
tightly imbedded in an interlocking system of 
value creation, and does so in a way that is 
difficult for other to imitate”.

C ynthia M ontgomery, Prof Business Strategy
Harvard Business School



O ur C ontext

• Regional towns are dying, losing population and economic viability

• C limate change is putting at risk agricultural production… water 
security, severe weather events etc

• G lobally, the anti-alcohol lobby is gaining momentum

• C onsumers are fickle and distracted by bright shiny things 
(M cLaren Vale)

• W e cannot rely on government and big business to help us

• Local and global economic growth is slow and volatile (C hina 
trade)

• Technology continues to disrupt businesses and demands lower 
costs and greater efficiencies



Strategy.
An ever-adapting 
plan for how to get 

to where 
we want to be.

W hat do we 
need to do?



O ne 
O rganisation

Barossa Australia Inc

• Visitation & Events

• W ine & Food

• G rapes, Agriculture & Environment

• C ommunity & Development

• Education & Learning

A new Board and M anagement



O ne Identity

O ne logo

Use the ‘Trust M ark’ to control, define 
and reward people and organisations 
that deliver the vision



O ne Voice

Articulate our beliefs, culture and 
values

Enlist the whole community

Resurrect, own and take                         
‘Be C onsumed’  to the world

C reate one website gateway to the 
region



M ultiple 
Funding

Pool existing resources and funding

Develop new income sources and 
commercial opportunities

G o to government as one region

Build and support social enterprises that 
help local charities and initiatives

C ommercial 
Activities

Levies, G rants
& Subsidies

M embership
Fees & Services



The Best Part

The Barossa isalreadya greatregion, a greatcommunityand a powerfulbrand.

W e are custodians.  W e need to care for, protectand improve the regionfor future generations.


