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WHAT ISA WINE BRAND

= A wine brand is the encapsulation of the IP
of awinery/ region and formsthe basis
arketing focus and is the vehicle that will
ensure its future earnings. (Spawton 1999)

anding (and marketing generally) snould
cerned with creating pleasurable
gansumer experiences. Schmitt 1999 )



atures of Brand Relevance
IFeS for product -in -use

» spawton 1890, Fial F2000, Beverlanca 2004, Gaoaiman :OOA')

Occasion/Status




IStribution Chain as a part of
the supply chain

One of the foremost functions of the
pply chain isto make the wine
oduct available for sale and

chase by the consumer.



The channelsof distribution for wine - operations and logistics
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Making Australian Brands for
_different sectors of the global
market






The engine room of the category and the standard
bearer for all that follows. Category champions,
opular premium brands, audacious newcomers
wineries that aspire to a mainstream presence
In either retail or restaurant channels.



.fe%.

A Developing awareness of regionality within the
Ine Australia offer, wineries and/or producers who
ave blazed a trail for their region’s profile with
letal choice and/or style dictated by a distinct
sense of place.

Wines fronrsSes

INTERES FSAIESE



The relentless pursuit of excellence through

Innovation, new approaches and pushing
ndaries in winemaking (new blends), viticulture
d marketing (packaging and communication).

INNOVAS

ESTABLIS



Landmark # atx

A key observation of Strategy 2025 was James
lliday’s acknowledgement that Australia already
existing tradition of fine wine production in the
tional market. Using Langton’s classification,
how circuit results and informed advice from
lan commentators, the Australian ultra-
collectables and image makers.
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vertical ly Integrated regulation
of the wine sector supply chain
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UPPLY CHAIN QUALITY
EXxpectations and Practice

= |abel integrity and transparency

= Traceability

lance with food and health standards
lance with environmental standards

lance with social and environmental
all stages of the supply chain cycle.




