A Vision for the
Future of the

Barossa Region
—PeterJo_




The person giving this presentation does not live in the

Barossa, nor does he have any close relations or family
members associated with the Barossa.

He is only one voice and his views are not endorsed by the
BGWA or its associated entities.

He believes the Barossa is on the edge of greatness, but
needs to change. His ideas are likely to offend some people.
Please keep away from naked flames and young children.




The reason you’re doing

Purpose what you’re doing

What things look like
if you succeed

v

Strategy

An ever-adapting plan
for how to get there

Context



O urC ollective Purpose

Healh
Educatobn

To mprove the SO C ALand
ECONOM IC prosperiyofthe
Barossa regon

Enpyment/Happiess
CommuniyW elfare..

Busmnhess Profimbiliyy
Household D isposabk hcome
Empbyment

W ealh..




& Social

Assistance ‘ \ /

Aged Care

Barossa Region - Toutsts2iok
. - overnight visits, 695
Population: 40,147 C;n;t(::;tnon domestic day trips
Employed: 18,478 SR - Workers (6,125)
GRP: $1.54 billion (Barossa Council) Energy & - Supplies & Services
/ Utilities e | Health Care - Capital/Investment

Government
& Public
Transport & Administration
Logistics
6 companies
St External Influences
. - 00IS
‘ Wine Production e eaior Economy — Fees/Taxes/Interest Rates
Trade Suppliers 207k tonnes Political/Govt Policy
& Services il Retail & Climate Change/Rainfall
91 companies 5725 million Supermarkets EnefgletiIithf)sts
Global Economy — Exchange Rates, Tariffs
Safety/Security/Terrorism
Cafes & Technology etc.

Grape Growing
Viticulture Bakeries

70k tonnes Festivals &

$150 million Events
\ (382 ayear)
Cellar Doors

80 locatior” 4

40 places

Accommo-
dation

Outflows

Food Touri‘st 229 places - Wine Sales/Exports
Manufacturing Expenditure $127 million - Workers (8,692)
Restaurants $206 million - Tourists

$10 million

32 places - Supplies & Services

A
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O urVison:
W hatthmgs
bok ke ifwe
succeed...

DEFNNEW HO W EARE,O UR DENTITY

W e are one ofthe world 'sgreatw e regons

Barssa isthe pre-em hentShiazproduction
=g n I the word




Shiraz/Syrah

Shraz isone ofthe mostpopubrw ne
styles n the word

Austra ln s the second brgest
producerofShiaz n the world

Barossa isthe home oftheword’s
oMdest,conthuouslk productive Shiaz
vihes

O ver90% ofthe wnhe exported fiom
the rrgion sShiaz

Shiaz s fuellng the grow th ofexpoits,
partculbrly n C hina

Bamssa ‘s reputation isbuilkton 170
yearsofShiazproducton

BAROSSA

AUSTRALIA




Shiraz/Syrah

White, 36,840, 4%

Sparkling, $807,0%

Carbonated, $34,
Fortifieds, $61, 0% 0%

Valie ofw he exported ($000). Bamwssa Zone .M AT June 2019

BAROSSA

AUSTRALIA

LONDON: WHICH SYRAH ARE THE MOST LISTED IN WINE SHOPS?

Barossa Valley is the most listed )P SYRAH APPELLA
Syrah/Shiraz appellation in London.
149% of wine shops list at least one wines

Majestic Selfridg Handfor Odd Bins Harrods Prohibiti Aske Soho The
of Barossa Valley.

Wine  es  dFineW onWine Wine  Wine Sampler
MOST LISTED SYRAH/SHIRAZ WINES ines s Supply
1. Barossa Valley (au) v Vi SR of G o SR/
2. YarraValley (au) v v SO AR Y Sy
3. Mclaren Vale (au) v v v I L T |
4. South Australia (au) v v Y Y 2 b e
5. Clare Valley (au) Vo A s . S
6. Stellenbosch (za) CE AR -V
7. Adelaide Hills (au) 7 O A
8. Central Coast Area (us) B . . CE Y/
9. Hawkes Bay (nz) F . . . : PO SR
10. Western Cape (za) CE A . . . ! z e
11. Collines Rhodaniennes IGP (fr) i 1 A . : W
12. Swartland (za) oV . : - o«
13. Colchagua Valley (cl) . : . : ; A R |
14. Cotes du Rhéne (fr) ' ' . v o
15. Eden Valley (au) . . . . . ' \ ! Y
16. Mendoza (ar) . . B
17. California (us)
18. Coastal Region (za) )
19. Coonawarra (au) . . W

ListhgsofShiaz i London's Top 10 w he shops

sMiBD

STED AMONG THE TOP 10 LARGEST WINE S

The
Wine
Twit

< < < 2



What things
look like if we
succeed...

WHAT DO WE DO?

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




W hatisourBrand
Prom ise?

Eneedsto:

* delweron the needs,desiresand expectatons
ofourcustomers

° becrdbkandtmetowhowe are

* bedisstihctive and differentto otherregons

* begbbal



O urreputaton hasbeen buiktfrom
170 yearsofwhemakng.G rat
qua lty red w me making .

16 5millon bottesx2 peopk x170
years=5 6 Billon Inpressions

These mpressobnsare whatthe
word knowsand expectsofus

The charctersticsofourw nes
manl shraz) are the
chamcteristicsofthe regin




—

ature

Stylish

Flavour

Time-honoured

Delicious
Indulgent Experiences / Deep reds

Earthy]  \Warm

Velvety Elegance

\ Smokey

Sensual — S| Meat

Romantic

Chocolate

Tactile

Black Currants

Ripe







W hatthmngs
bok ke ifwe
succeed...

OUR BRAND HAS VALUE

O urBrand (the word Barossa) sworth

S500 million a year...

..whenwe attach the word to w ne ,visiorand

food experences thatdelveron the prom ise
theygettw e the price as fiom anyother
regbon!




O urC urrentBrand Value

Export value of ‘Barossa Valley’ labelled wine (June 2019)

= $19 46 perlie

Export value of 'South Australia’ labelled wine (June 2019)
= $10 58 perlize (C hre=3873 MclarenValk = $1144)

Annual Volume of Barossa Zone wine exported Dec 2018

= 12 4 m illion Iitres

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

... $110 m 1Ilon




- Ffwe cangenemte . |
. ¢ a prem um of$110
—i N m illion a yearfor

= G > ourw ne ,we
- should be abk t©

do tforfood,
tourism and

. everythmng else !




W hatthngs
bok ke ifwe
succeed...

SHARED PRO SPERT'Y

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




“Successcomes from a compellng pumose,
tghtly mbedded n an nterbckng system of
valie crraton,and doesso nawaythatis

diffculforotherto m Imte”.



O uxrC ontext

Regbnaltownsare dying,bsing populbtion and econom ic vab ility

C Imate change sputtihg atriskagrculum lproducton... water
securty,severe weathereventsetc

G bbally,the ant-akoholbbby isganhig momentum

C onsumersare fickke and disttacted bybrghtshny thngs
M cLarrnValk)

W e cannotrl ongovemmentand big busnessto hel us

Localand gbbaleconom  grow th issbw and vokhtike (C hna
ttade)

Technolbgy continues to disruptbushessesand demands bwer
costsand graterefficences




Strategy.

An everadapting
plan forhow to get
to where
we wantto be.

W hatdowe
need to do?




O ne
O rganisaton

Barossa Austtalia hc

* Visiation & Events
* W Ine & Food
* G mpes,Agrculure & Envionment

* Communiy&Devebpment

Educaton & Leamnhg

A new Board and M anagement



O ne Mentiy

O ne bgo

U se the TrmustM ark/to control,define BAR SSA

1 C
and reward peopk and organisatons AT S BT O AT

thatdelwverthe visbn

A USTRALIA




O ne Voxe

Artculbte ourbelefs,culure and
values

Enlistthe wholk communiy

Resurrect,own and take
Be C onsumed’ to the word

C rrate one websie gateway o the
r°gion

BAROSSA

Be consumed.




Mulpl
Fund ng

Poolexisting resourcesand funding

D evebp new come sourcesand
commercihlopporunies

G o to govemm entasone rrgin

Buid and supportsocimlenterprisesthat
hel bcalcharitesand nimtves

Leves,G mnts
& SubsidEs

Commeral
Actvites

M embershp
Fees & Servxes




The Best Part

The Barossa salradya gratregbn,a grreatcommuniyand a powerfulbrand.

W e are custodians. W eneed to care for,pmwtectand mprove the region forfuture generations.




