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Executive Summary 

Purpose of the document 

I travelled to the AWITC with a scholarship from the Great Wine Capitals (Hawke’s Bay), with 

the aim to gather as much information as possible to share with those in the Hawke’s Bay 

wine industry.  This document is the result - a combination of my notes along with 

photographs of some of the posters that described recent research findings. 

I’d love to hear any feedback you may have, especially if you found some of this 

information useful or decided to try a new technique. 

Rachel Garnham, rachel@rachelgarnham.com 

Key Findings 

Viticulture - I attended the Winepro conference in Blenheim last year and noticed the same 

trend at the AWITC - technology.  There are a range of autonomous vehicles available for 

vineyard work, along with systems that provide layers of data for vineyard management 

decision making.  A number of these companies are based in New Zealand and being used 

by Hawke’s Bay companies (eg Craggy Range and Vinarchy). 

Winemaking - The world of wine additives is always evolving and I have included notes on 

two that may help mitigate the effects of climate change on wine quality (yeasts for 

bioacidifcation and MLF bacteria for high alcohol wines).  For those that propagate their 

MLF bacteria, Peter Costello’s findings that doing so alongside non Saccharomyces yeast 

can give enhanced results should be of interest and worthy of further research.  The poster 

section of the conference is a fantastic opportunity to see the latest research and included 

a new, quick method for YAN testing and how to form ‘struck flint’ characters in 

Chardonnay. 

Sustainability - The sustainability workshop I attended confirmed that New Zealand has a 

much longer history and with greater engagement in winemaking and viticulture 

sustainability than seen in Australia.  The consumer wants to be guided when it comes to 

buying sustainable products and it must be easy to do the right thing.  Those companies 
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that export know that sustainability has become more important in the procurement 

process - especially in the UK, Nordic countries and Canada.  Those wanting lessons in 

sustainability may find the notes from the talk by Andree Piddington from Yealands 

inspirational. 

Business - The conference started on a depressing note with talks about the challenging 

international wine industry but finished on an engaging talk about positioning your 

organisation for success, with a focus on emergency and succession planning. 

Sales and Marketing - The trend here was zero and mid alcohol wines (with information 

about consumer engagement with these products) along with drinking less alcohol (and 

what the wine industry can do to respond to this trend). 

Particular Interest for the Hawke’s Bay Wine Industry 

Three talks that have relevance for the local industry and are topics that may be worthy of 

more research 

1.​ Phillipa Harrison (MD for Tourism Australia) Wine Tourism, this talk on the 

importance of wine tourism in bringing people into the regions and their ‘ultimate 

winery experiences’ may include ideas for different experiences that visitors (eg 

cruise ships) can discover in Hawke’s Bay. 

2.​ Alex Beckett (Mintel, London) Learning from the Competition.  Alex gave food and 

drink insights that would be useful for those wanting to make alternative or wine 

based products. 

3.​ Stewart Mclachlan (Marsden Jacob Associates) Water - Staying Competitive.  Water 

allocation and use is an increasingly  important consideration for grapegrowers and 

learning from the experience of the Australians on water management and markets 

would be valuable. 

 

​​  
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AWRI Resources 

Did you know - While the AWRI library has a members only section, they also have a range 

of free resources available to anyone, including (click on the blue writing to get the link) -  

​​ AWRI staff publications – access any AWRI published article free of charge 

​​ Information packs – curated lists of recommended reading on oenology, viticulture 

and sustainability topics 

​​ Technical Review – the AWRI’s own technical publication, which includes updates on 

AWRI research and a curated selection of current grape and wine literature from 

around the world. 

​​ Proceedings of Australian Wine Industry Technical Conferences (2019 and earlier). 
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Viticulture 

Scale Insects 

Research from Dr Chris Ward from the AWRI. 

·       With scale insects multiple species can be present within clusters and many species are 

visually similar.  

·       The main species in Australian vineyards were believed to be Grapevine scale and 

Frosted scale. 

·       Insecticides are only effective at the crawler stage, as both above types of scale have 

only 1 life cycle per year they can be targeted at the same time. 

·       DNA testing was done on scale samples taken from vineyards throughout Australia and 

found Parthenolecanium corni (European fruit scale) present (previously thought to be 

absent from Australia).  This species has multiple life cycles per year and is evading 

control. 

Takeaway message - it is important to know exactly what pests are present in vineyards to 

be able to have better control. 

More information (journal article) 
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Water - Staying Competitive 

Stewart Mclachlan, Marsden Jacob Associates 
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Using Brackish Groundwater 

Paul Petrie 

Brackish groundwater is that which contains salts (usually sodium chloride).  A lot of 

brackish groundwater is very salty but some is marginally salty, could this be used as a 

water source for grapevines in a drought? 

Longterm irrigation of brackish groundwater 

●​ Reduced canopy growth 

●​ Decreased yield potential 

●​ Reduced juice quality 

●​ Soil structure breakdown 

Factors that influence the above negative effects 

●​ Cultivar and rootstock 

●​ Irrigation type 

●​ Soil type (salts stay in the soil with clay) 

●​ Rainfall. 

Trials were conducted with different levels of brackish water irrigation - some alone, some 

as a mixture with fresh water, also taking into account rainfall. 

Key messages about irrigation with moderately saline groundwater 

●​ Best to blend or alternative with alternative water sources 

●​ Incorporate leaching irrigation 

●​ Winter rainfall improves leaching 

●​ It should be used as a temporary solution 

●​ Requires careful monitoring of soils 

 

 

 

 
11 



 
 

Detecting Smoke Taint in the Vineyard 

Dr Ian Porter, La Trobe University 

Smoke taint is a large production risk for the Australian wine industry. 

Issue - phenols from smoke produce off flavours in wine, the current grape testing is slow 

so it is difficult to make a decision close to harvest. 

Challenge - how to get a real time solution which links detected phenols in smoke to the 

resulting taint in wine made from smoke affected grapes. 

Solution - WISD (Wine Industry Smoke Detectors).  These detectors sit in vineyards and the 

associated app gives a traffic light rating for potential smoke taint (taking into account 

distance, variety and winemaking style eg skin on/off). 

●​ Green light = no intervention needed 

●​ Yellow light = mitigation needed, for whites only use free run juice, reds - decrease 

fermentation on skins time or make into Rosé. 

●​ Red = don’t pick 

Useful for wineries to make decisions on whether to pick or not and provides a third party 

decision for contracted vineyards. 

More information  

 

Dr Kerry Wilkinson,  

Another smoke taint detection tool is being developed by Dr Kerry Wilkinson.  This tool is a 

real-time sensor that quantifies smoke contamination of grapes, hours or days after the 

event as it may be some time before people are allowed back to the fire affected region. 

More information (presentation about latest research around smoke taint from Dr Kerry 

Wilkinson) 
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https://www.awri.com.au/wp-content/uploads/2023/07/Smoke-taint-workshop-lastest-research-from-Uni-of-Adelaide.pdf


 
 

Technology in Viticulture 

Systems for vineyard records and irrigation management - Airborne and Swan. 

Kelly Graham - Viticulturist at Josef Chromy, Tasmania 

Advice for choosing technology providers - choose one which will provide continual support 

rather than just selling a product, as it will need work and lots of refining to get it 

performing the way you want it to.  They use 2 platforms to help with vineyard 

management. 

Airborne Logic - platform that produces vineyard maps with layers to show yields, plant 

counts, water stress, pest and disease problem areas. 

Swan - for water and irrigation management. 

More information -  

●​ Airborne Logic website          

●​ 5 minute video from Australian vineyard that uses Airborne 

●​ 6 minute video from Torbreck vineyard that uses Swan 
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https://airbornelogic.com.au/
https://www.youtube.com/watch?v=uMe0c7gS9Us
https://www.youtube.com/watch?v=vI14Ep5-SBY


 
 

Autonomous Vehicles for Vineyards 

Burro with sprayer 

 

 

Agri Automation (NZ Company) 

Gotrack - retrofit to existing tractor to make it autonomous. 

Burro autonomous  

The Burro is an electric, autonomous vehicle that can carry 600kg and tow ~2T.  Can be 

used with a foliar sprayer (48W battery), herbicide sprayer (only sprays green, actively 

growing weeds) or electric mower. 

-​ Can tow the UVEX which is a UV-C machine for Powdery Mildew control 
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Techniques for resting vineyards - Poster 
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Performance of Cabernet Sauvignon clones in Margaret River - Poster 
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Nitrogen use efficiency (NUE) in cool climate vineyards - Poster 
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Evaluating Pinot Noir clones in the context of Western Australia - Poster 
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Vineyard management practices: effects on winegrape composition - Poster 
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IoT bunch weight measurement in real time - Poster 
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From the Sentient Vineyard to the Circular Winery 

Michael Macolino - MD of Recode Ventures 

Current industry drivers - Inputs = decreased options for crop protectants, increased cost 

of fertiliser and energy.  Winery = increased energy and labour costs.  Across vineyard and 

winery = increased compliance and sustainability requirements. 

 

Agri-Tech Foundations
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Next Agri-Tech evolution 

 

We’re currently in the purple box.  In many vineyards there is some technology that is being 

used.  But as you move up the adoption curve there is an increasing misalignment between 

technology and the business model.  People have been promised much more than what 

can be delivered. 

The solid line represents Agri-Tech 1.0, the dotted line Agri-Tech 2.0 - the next generation of 

technology.  This will be built on 4 platforms, which are aligned, converging and amplify 

each other.  These are being developed across all industries, not just agriculture.  For 

example, AI in the last 2-3 years has greatly increased its ability to provide the sensing, 

perception and acting capabilities of robots in the field. 
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Technology Drivers 

 

 

 

The sentient vineyard - a vineyard that can sense its own condition, predict its future state 

and act on future predictions autonomously.  Eg multiple advanced sensors provide robust, 

multi-layered data (predictive analysis) that AI uses to determine irrigation requirements, 

then precision inputs of irrigation being turned on and off when required. 
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The Circular Winery 

 

More sensors across the winery and vineyard.  More real time fermentation analysis and 

control (based on AI and historical data).  Then the waste stream of grape marc can have 

the carbohydrates extracted and a bio-reactor can grow microbes.  The microbes can be 

used in the vineyard as fertiliser, or may excrete enzymes and proteins that are used to 

reduce pest and disease issues (this may be only 3-5 years in the future).  This will improve 

the sustainability of the winery and vineyard. 

Principles for the future 

 

All images are from the presentation from Michael Macolino, more information about his 

work can be found on his website. 
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Winemaking 

Lallemand Product Trials 

Nebbiolo Rose  

Yeast trial.  3 yeast - EC1118, Ruby and Alchemy IV.  Ruby gave more stonefruit, Alchemy IV 

increased berry fruit concentration, both gave a rounder mouthfeel than the EC1118. 

Nutrient trial.  Stimula Chardonnay, add nutrient ~⅓ way through the ferment for increased 

ester expression, trial wine was fruity with strong strawberry characters. 

Shiraz 

Nutrient trial.  Stimula Syrah, add at the start of ferment to increase thiol expression.  Wine 

was more textural, better length and darker fruits than the control. 

MLF bacteria trial.  VP41 (Oenococcus oeni) and ML Prime (Lactobacillus plantarum, can’t 

make VA).  The ML Prime wine was more textural with higher concentration of dark red 

fruits. 

More information - 

Lallemand website 

 

Maurivin Products 

Obsession (for red wines) - a non-Saccharomyces yeast, helps with colour and mouthfeel, 

masks green and gives a lower alcohol conversion.  However, inoculation temperature of 

25-30 degrees C, addition rate of 400ppm and has an alcohol tolerance of 6-7% so will need 

to do a sequential inoculation with a strong Saccharomyces cerevisiae (eg EC1118). 

Celebrate yeast - a cross between Saccharomyces cerevisiae and Saccharomyces mikitae 

used for Chardonnay or secondary fermentation of sparkling wines.  Intensifies fruitiness in 

Chardonnay and for both styles of wine gives yeast autolysis characters early (~6 months). 
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https://www.lallemandwine.com/en/new-zealand/
https://www.maurivin.com/perch/resources/maurivin-wine-pis-awri-obsession-web-april-2022-english.pdf
https://www.maurivin.com/perch/resources/next-generationawri-celebrateproduct-information-sheetfebruary-2021-web.pdf


 
 

Pinnacle Wine Products 

Absolute MP - mannoprotein to help with mouthfeel, can add 2 days pre-bottling as it won’t 

affect filtration, good for No/Low alcohol wines or to provide ‘sweet spot.’ 

MLF bacteria - MLF Robust for high alcohol wines, MLF Extreme for low pH and cold 

temperatures.  

 

Oak Solutions Group 

Tru/tan - tannins derived from oak.  Range of tannin powder to add at different stages of 

the winemaking process - crush, fermentation, ageing, pre-bottling.  Some organic 

producers wanting to keep low SO2 levels are adding tannin when doing transfers to bind 

with any dissolved oxygen picked up in the process. 

Trials of tannin addition to Marlborough Sauvignon Blanc to adjust mouthfeel (30ppm 

addition rate). 
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https://www.pinnaclewineingredients.com/perch/resources/wineeng/pinnacle-wine-absolute-mp-pis-march-2024-web-repro-en.pdf
https://www.pinnaclewineingredients.com/perch/resources/wineeng/pinnacle-bacteria-mlf-robust-pis-november-2024-web-repro-en.pdf
https://www.pinnaclewineingredients.com/perch/resources/wineeng/pinnacle-bacteria-mlf-extreme-pis-november-2024-web-repro-en.pdf
https://oaksolutionsgroup.com/tru-tan/powder-tannins/


 
 

MLF - Enhancing Propagation 

Dr Peter Costello, AWRI 

MLF occurs when the number of lactic acid bacteria in the wine reaches a population of 

1,000,000 cells/mL. 

MLF in Australian red wine 

●​ 24% natural/wild 

●​ 76% inoculated - 34% direct inoculation with commercial MLF culture, 66% 

propagated/cross seeded. 

 

 

 
28 



 
 

 

The above has only been trialled in the laboratory, further trials will be done on a 

commercial scale.  This enhanced bacterial propagation gives - greater bacterial growth and 

inoculation capacity and is <1% the cost of direct inoculation.   

(Note that the non-Saccharomyces may have fermented the juice in the propagation tank 

to only ~7% alcohol, but at a 0.5% inoculation rate this may add 0.2-0.3g/L RS to the 

100,000L tank). 
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Yeasts for wine bioacidification - Poster 

Amandine Deroite, Jessica Noble, Céline Raynal, Marion Bastien, José-Maria Heras, Anne 

Ortiz-Julien, Eveline Bartowsky  Emails: aderolite@lallemand.com; 

ebartowsky@lallemand.com 
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Protective capacity of red wine pigments against bitartrate crystallization is 

retained during ageing - Poster 
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A new age for YAN testing - Poster  
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How to form ‘struck flint’ character in Chardonnay - Poster. 
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Can membrane filtration and adsorbent resin be used for remediation of 

smoke tainted wines? Poster 
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Real-time monitoring of wine fermentation: precision, process control and 

wine consistency - Poster 
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Understanding sulfur compound evolution: Insights from accelerated ageing 

and real-time ageing in wines.  Poster 
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Long-term performance benchmarking of wine closures - Poster 
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Equipment 
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Willmes Sphera.  Claims to give a high yield of high quality juice, faster with less pressure 

than a basket press. 

 

More information - 

https://www.willmes.de/en/produkte/sphera 

 

 

Willmes Sigma Press.  Double membrane means less pressure needed, also shorter press 

time, less lees. 
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Photo below shows the flexible juice drains with a fine (pale brown) mesh over them and 

the double membranes. 
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More information - 

https://www.willmes.de/en/produkte/sigma 
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Olavin square tanks 

 

More information - https://olavin.com/ 
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Sustainability 

Sustainability workshop 

Workshop - Who’s asking for what, how are we answering and who’s helping us along the way? 

Insights into sustainability in the retail space (representative from Dan Murphy’s) 

●​ Consumers highly skeptical of generic sustainability claims, they have greater trust 

in products with 3rd party certifications. 

●​ Consumers resonate with organic, biodynamic and regenerative agriculture. 

●​ Perceived benefits in terms of environmental impact, ethical practices and 

enhanced wine quality. 

●​ For most products, consumers won’t pay more for sustainably produced.  One study 

suggested Millennials and Gen Z might pay $3-5 a bottle more for sustainable wine. 

●​ There have been no shelf space changes in store around sustainability (unlike 

low/no alcohol products). 

●​ There is an increase in sustainability awareness and education.  Dan Murphy’s 

newsletter once a year has a focus on sustainability. 

How to make your sustainability credentials work for you when exporting wine 

●​ There has been a shift in export markets with some having a greater focus on 

carbon neutrality. 

●​ Sustainability has become an important part in procurement eg Tesco, Marks and 

Spencer and Waitrose (UK), Nordic markets (Systembolaget, Alko, Vinmonopolet), 

Whole Foods (USA), SAQ and LCBO (Canada), Ahold Delhaize (Netherlands). 

●​ Sweden is the largest buyer of organic wines.  With their aim for net zero carbon, 

there are more tenders for alternative packaging (cans, tetra paks) less for wine in 

bottles.  Sweden is seen as the gold standard worldwide for their focus on 

sustainability. 

●​ The consumer wants to be guided when it comes to buying sustainable products 

and it must be easy to do the right thing. 

●​ Sustainability credentials can therefore help with some tenders and buyers. 
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●​ Systembolaget have on their website a page about sustainability certifications and 

list those that they think “Perform well in relevant environmental areas” (which 

includes SWNZ and Sustainable Winegrowing Australia). 

Sustainable Winegrowing Australia 

Established 2019, 2 tier programme - members when first starting and then move to 

certified members. 

●​ Includes environmental, social and financial aspects 

●​ 1,367 certified members 

●​ ~60% of the national vineyard area is managed by certified vineyard members 

●​ ~82% of the V25 vintage was processed by certified winery members. 

●​ In a benchmarking study by Sustainable Wine Roundtable, weaknesses in the 

certification system were identified as labour, packaging and logistics. 

Sustainability beyond a tick-box exercise.  Dr Peter Stanbury, Sustainable Wine Roundtable. 

What can sustainability do? 

Access to market ●​ Customers increasingly require sustainability 
performance. 

●​ Ability to respond effectively to data demands. 

Legal compliance ●​ Legal requirements are increasing and this is likely to 
continue. 

●​ Be ahead of new requirements, not chasing them. 

Consumer expectations ●​ Respond to consumers’ need for ‘sustainable products.’ 
●​ Changing dynamics as younger consumers’ behaviours 

are felt. 

Costs & business 
continuity 

●​ Reduced costs of input chemicals, and in packaging. 
●​ Implications for finance and insurance costs. 

Staff motivation ●​ Generally, people want to work for companies who 
value sustainability. 

●​ Better awareness of staff needs and views. 

Excellence in 
viniviticulture 

●​ How to optimise your assets in grape and wine 
production. 

●​ What does best practice look like and how to 
implement it. 
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The SWR Bottle Weight Accord. 

Background 

●​ Up to 50% of the total carbon footprint of wine is the bottle it comes in. 

●​ Research project in 2023 to explore any challenges to weight reduction. 

●​ Core commitment: participants to reduce the average weight of their bottles to 

below 420g by the end of 2026. 

Progress in year 1 

●​ 25 members who make/sell 2 billion bottles (7.5% of global total) 

●​ Mitigated 144,000 tonnes of CO2. 

Next steps 

●​ Sparkling bottle weight accord 

●​ Packaging decision framework. 

More information - Sustainable Wine Roundtable website.  This is an organisation that is 

focussed on “advancing sustainability in the wine industry through collaboration” and has 

members from around the world and throughout the wine supply chain. 

Embedding ESG into Business Strategy 

Dr Peter Stanbury, Sustainable Wine Roundtable.  

Environmental, Social and Governance.  Primarily used by investors and companies to 

assess financial and material risks and opportunities. 

Key drivers below combined are increasing pressure for ESG compliance. 

●​ Government/regulation 

●​ Consumers 

●​ Investors/insurers 

●​ Downstream business partners/buyers 

●​ NGO’s/civil society/media 
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Currently only large companies may be required to comply, BUT large companies buy from 

small businesses and may require them to comply also. 

ESG compliance makes commercial common sense for the following areas 

●​ Legal 

●​ Business continuity 

●​ Get on top of problems early 

Key priorities for the wine industry are 

●​ Transparency on ESG/Sustainability 

●​ Packaging - reporting on Scope 3 carbon is kicking in, transport costs and other 

drivers for this. 

●​ Labour standards 

Sustainability Lessons from Yealands 

Andree Piddington - Sustainability Manager, Yealands 

The winery is carbon positive certified by Toitu.  Awards include International wineries for 

climate action gold, and Green World awards winner in 2023. 

Carbon Emissions Measurement 

●​ Measure scope 1-3 organisation emissions (ISO 14064). 

●​ Started as CarbonZero (carbon offset), now carbon reduced (don’t offset). 

●​ This year will do a full value chain map for Scope 3 (not required from ISO14064). 

●​ Carbon positive goals - 50% reduction in Scope 1 & 2 by 2030 (compared with 2020 

base year). 

Solar power 

●​ 2013 and 2016 - 411kWh installation on roof of winery, producing 18% of the winery 

electricity at that time. 

●​ 2024 - a 4MW solar array installed opposite the winery. 

●​ Renewable energy certificate.  Now all Scope 2 power use is from renewable energy. 
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Bale burners 

●​ 10% of prunings are dried, burnt, to heat water and glycol, saving 160 tonnes of 

CO2/year (by reduced use of natural gas). 

Diesel use 

●​ Accounts for about 70% of Scope 1 emissions 

●​ Goal - 5% reduction in emissions from diesel each year 

●​ Conversion of diesel irrigation pumps to electric in 2023 

●​ Vineyard management - 2 activities at a time where possible 

●​ Lean principles - reducing moving vehicle movements across the vineyards 

●​ Cover crops - reduce mowing need. 

●​ Have reduced diesel use by 569 tonnes of CO2 since 2020, a 39% reduction and 

savings of ~$300,000. 

Scope 3 emissions reduction 

●​ Lightweight glass.  Average for financial year 2024 is 398g, currently trialling 300g 

Bordeaux bottle in the UK. 

●​ Bottle in market EU and UK, gives a 25-30% in emissions. 

●​ Packaging in bag-in-box and PE for Nordic markets. 

●​ Going forward - continue to increase bottling overseas and transition away from 

natural gas use. 

For more information about Yealands’ sustainability - company website 

 

 
47 

https://www.yealands.co.nz/sustainability/


 
 

Zero Carbon Glass Production 

Chris Colby - The Barossa Study 

Barossa Valley has the aim to be net carbon zero by 2050.  By their calculations, wine 

bottles account for 56% of carbon emissions (Scope 1, 2 and semi-direct 3). 

The aim of the study was to reduce the carbon footprint of natural gas/LPG by converting 

to using renewable gas for glass bottle manufacturing. 

What is renewable gas? 

●​ Hydrogen (bit more difficult to manage) 

●​ Biomethane 

●​ Synthetic methane 

It will take ~20 years to be able to produce enough renewable gas.  One option is to 

electrify bottle production (maybe 10-20% renewable gas, rest electricity).  Further work to 

be done on this study. 

Business 

The challenging international wine industry 

Simon Birmingham - Former Trade Minister for Australian government 

There are four areas of disruption, which are mostly here to stay 

1.​ Climate change - this affects transport, agriculture, emissions, taxes.  If mitigation 

doesn’t work, how do we adapt? 

2.​ Technology changes - use of AI in particular is hard to legislate and need to be 

mindful of the ethical consideration. 

a.​ Government policies associated with climate change and technology may be 

erratic, disruptive and difficult to predict. 

3.​ Geostrategic competition 

a.​ The US focus is on wanting to dominate China 
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b.​ China is wanting to continue to grow and will keep increasing military and 

defense. 

4.​ Rise in populism 

a.​ Increase in populist governments worldwide 

b.​ Less stable, predictable governments 

c.​ Both far left and far right 

d.​ Potential for more extreme policies around immigration, taxes, health etc 

The high tariffs in the US are likely to stay long after Trump is gone. 

On a positive note - Asia continues to be strong and grow, and is close to Australia 

and New Zealand. 

 

Wine market insights - Tim Mableson, KPMG 

●​ In March 2024 China abolished the tariffs on Australian wine and sales are now back 

to pre-tariff figures of $1 billion. 

●​ However, in 2023 there was a 500 million litre surplus of Australian red wine.  It is 

suggested that a 30% reduction of red vineyards is needed to rebalance supply and 

demand. 

●​ Warm inland regions are averaging contract grower sales of ~$300-400 per tonne 

(some $100-150).  Mothballing vineyards has been suggested but it is expensive.  

Some further decreases in pricing is expected. 

●​ Internationally - there is an imbalance between supply and demand. 

●​ There may be some consolidation in wine business, where those that are able may 

take advantage of reduced prices - but this doesn’t decrease volume. 

●​ ~60% of the Australian wine industry is made up of family owned businesses. 
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Rewards of an Inclusive Sector 

Antoinette Lattouf - Australian broadcaster, journalist 

Anoinette - written a book “How to lose friends and influence white people.”   

There are many benefits of a diverse workplace 

●​ Diversity of employees within the workplace means a broader range of skills 

●​ Happier employees 

●​ Increased innovation and creativity 

●​ More agile business 

●​ Better at identifying risks 

●​ More productivity 

Do  

●​ Commit to inclusion 

●​ Have a DEI (diversity, equity and inclusion) plan 

●​ Include metrics to enforce change 

●​ Reap the business benefits 

Don’t 

●​ Pretend to care if you don’t, tokenism backfires 

●​ Do the diversity without the equity and inclusion parts, diverse staff smell a fraud. 

 

 
51 



 
 

Mental Wellness in Business 

Belinda Alworthy - Gotcha4life 

Aim - for businesses to champion mental fitness 

Australians wait on average >10 years to get help for mental health issues. 

How can we build mental fitness?  There are skills and tools we can use.  Key points for 

both children and adults are - 

●​ It’s OK to feel big feelings 

●​ Connection is protective 

●​ Seeking help is a strength 

What business managers can do in their workplace 

●​ Lead with an open heart, it’s ok to show vulnerability 

●​ Embed connection rituals that happen every week, ask questions. 

●​ Make prevention a priority.  Recommend the Gotcha4life mental fitness gym, a free 

app with information and practical tools to build mental fitness. 
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How do we position our organisations for success?  Session presentation 

This discussion panel was about what has been learned from the recent major Australian 

wine business challenges (Covid and the China tariffs), and how these learnings can be 

used to make wine businesses stronger and better able to cope with the current and future 

challenges. 

When challenges hit, businesses need to focus on the most important aspects 

●​ Eg Covid - keeping wineries open, staffing, collaboration with other wineries and the 

government. 

Looking back at the China tariffs crisis, we can see that some people panicked. “There is no 

crisis that can’t be made worse by panicking.”  Some wineries destroyed relationships with 

distributors, sacked the wrong people and caused irreversible brand damage. 

A better strategy would have been to focus on maintaining relationships and key staff to 

make it easier to rebuild.  While a comment on sustainability may be “it’s hard to be green 

when you’re in the red” maintaining sustainability certification is crucial as it’s increasingly 

important for customers and needed for market access.  

After a crisis, businesses may feel panic from the unknown and the fear of not knowing 

what to do.  Having a succession plan and a business continuity plan (disaster survival plan) 

can help businesses feel better prepared.  When a crisis hits, having these plans means 

that you are not thinking about this issue for the first time. 

Succession planning 

●​ If I was to lose a key person today, who do we have in the organisation to fill the gap 

right now? 

●​ Over time, can we train people to move through the organization in the future? 

●​ Valid for large and small organisations, talk around the table - what are people’s 

plans for the future, what skills do they have? 

●​ People resources are key - there may be people you hadn’t thought about who wish 

to do more.  Alternatively the next generation may not want to step up. 
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Business Continuity Plan (disaster survival plan) 

●​ What if…? 

●​ The more of that you do, the better you are at problem solving 

●​ Have emergency contact lists - key staff, insurer, accountant, lawyer, PR, banker. 

●​ In challenging times, sometimes you need to navigate without your computer 

(information, data), how do we make decisions when we don’t have great 

information. 

●​ Are we doing enough work/planning about climate change/heating? 

●​ Make lots of connections within and outside of the industry. 

What wins/positives are there at the moment? 

●​ Glass weight reduction requirement for UK - gets businesses ready for Australian 

upcoming packaging regulations, reduces COGS. 

●​ If in an area with rainfall >500mm, off vine income from tree planting 

●​ Research available grants and subsidies - use to swap out outdated gas equipment 

for example. 

●​ Demand for Chardonnay - we’re great at that in Hawke’s Bay. 

●​ Sustainability - there’s really good benchmarking information.  Are you scoring at the 

top end for each of the sustainable pillars when comparing to similar sized 

wineries/vineyards?  If not, why?  There are opportunities to improve and potentially 

save money also. 

●​ Cost of production for the average grape grower (Australian figures) has doubled 

since Covid.  How can you do things for a lower cost?  Relationships with bankers 

are key.  Have you identified the underperforming areas of the business?  Using 

Agtech may help to reduce labour requirements for irrigation management.  Can 

staff resources be shared with neighbours?  While trying to cut costs, don’t cut 

crucial corners (eg poor maintenance) which can result in larger bills and safety 

risks. 

How do we hit that narrow window of opportunity? 

Example - The UK duty change for higher alcohol beverages has meant better returns for 

lower alcohol wines.  NZ Treasury - have developed a naturally lower alcohol (11%) 
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Sauvignon Blanc, which means no additional costs for reducing the alcohol.  It’s harvested 

earlier which helps with spreading vintage. 

If there was a magic wand to grant wishes, what would you ask for? 

●​ Commercially viable secondary use for wine grapes 

●​ More time to be proactive rather than reactive 

●​ Less vineyards, but no one to sell to, too early to retire. 

●​ More confidence and belief in brands.  Without a strong brand you are a price taker.  

Quality has never been better - need to shout about it more. 

●​ Unified plan for climate change management. 
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Sales and Marketing 

Wine Tourism 

Phillipa Harrison - MD Tourism Australia 

Why is wine tourism important to the mix of tourism promotion? 

●​ Food and wine is a key driver of destination choice. 

●​ It promotes regional dispersal (people travelling into the regions, rather than just 

the main cities) 

●​ Tourism contributes to GDP and helps to create 1 in 15 jobs in the regions. 

●​ Challenge - only 1 in 5 high yielding travellers associate Australia with wine and food. 

●​ Have a number of celebrities who promote (unpaid) Australia, with 40% of 

them focussed on food and wine. 

●​ Weaving wine and food into “Come and say g’day” 

●​ Range of media and broadcast, PR activities, events. 

●​ “Ultimate winery experiences” - launched in 2013, collection of 30 Australian 

wineries, 100+ unique experiences (tours, behind the scenes, degustation, 

wine blending etc). 
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Learning from the competition 

Food and drink insights - Alex Beckett, Mintel, London  

●​ 66% of UK 16-44 year olds are finding more comfort from food and drink than 

otherwise would (due to the state of the world). 

●​ Many businesses are prioritising survival over innovation (in 2010 49% of products, 

2025 25% of food and drink products are new, rather than line extensions or other 

variants). 

●​ Food and drink consumers value added wellness boosts (eg protein bars) 

○​ Conveys value for money 

○​ Deliver quick-fix nutrition 

○​ Example Two-Spoons Rocky Road icecream - GLP-1 and keto friendly 

●​ 59% of UK think that nutrition is more important than calories. 

●​ Adult soft drinks - functional drinks with relaxing effects provide a good alternative 

to alcohol. Example - Impossibrew = 0% alcohol, brewed with ‘Social Blend’ to give 

relaxed feeling, low calorie. 
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●​ Consumers are concerned about ultra-processing, including no/low alcohol wines. 

●​ Trends 

○​ White Lotus effect - Thai takeaways increased 25%, global escapism. 

○​ Coke and Oreos 

○​ Gen Z loathes elitism so companies provide a casual option - Jamesan 

orange, Little’s coffee. 

○​ Increased snacking, more occasions for drinking, eg Easton wine promotion 

of pairing with Dubai chocolate. 

○​ Increase in wine cocktails - sweet, refreshing, escapism, pleasure. 

○​ Regenerative agriculture gathering steam eg Wildfarmed brand in UK. 

○​ Sustainability has reduced as a driver for buying, it needs to be incentivised, 

packaging is their main touchpoint and microplastics will be the next big 

concern. 

○​ UK drinkers say a canned product would be good, need to emphasise the 

benefits eg easy to cool. 

○​ Whiny Baby (US) flavoured wine. 

 

 

 

 

 

 
58 



 
 

Wine Marketing Science  

Professor Jenny Romaniuk, Institute for Marketing Science, Adelaide University 

Common mistakes in wine marketing and what to do instead 

1.​ Mistake - Trying to grow by building loyalty first. 

a.​ Double jeopardy - small brands have fewer users, less loyal.  More popular 

brands are bought by more people and somewhat more often.  Businesses 

aim to increase the number of times buyers buy again rather than 

penetration. 

b.​ Instead, expand your customer base and loyalty will follow.  The work you do 

on getting new buyers will also work on people who have already bought 

from you. 

2.​ Mistake - Trying to be more ‘efficient’ by narrow targeting 

a.​ Instead, target the market.  Give as many category buyers as possible the 

opportunity to buy your brand. 

3.​ Mistake - Sacrificing reach for engagement 

a.​ Instead, aim for cumulative reach.  Reach across both targets and time, 

expose different category buyers to the campaign, reach those who didn’t 

see it in other spots. 

4.​ Mistake - Not understanding the ‘mindsets’ of your customers. 

a.​ Example - a cellar door where most visitors are travellers but the only thing 

for sale are bottles of wine or expensive wine glasses. 

b.​ Instead - winery experiences could be a good option - tutored tastings, 

behind the scenes tours, food and wine matching etc. 

Think of the ‘W’s’ 

●​ Why 

●​ When - timing (eg short, long, Saturday night) 

●​ While - activities 

●​ What with - (eg snacks, dinner) 

●​ Who with 
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●​ Where 

●​ How feeling (before, during, after)  

●​ Instead - know your category entry points. 

Category Entry Points for Champagne 

 

Why Celebrating a big event eg wedding, new house. 
To recognise a success or achievement 

When To drink before dinner 
To have at breakfast time 

While To kick off the evening 
Making a toast 

With What Have with canapes 
Have with a cigar 

with/for Whom When sharing a moment with my partner 
Catching up with a friend 

Where At a bar, restaurant or nightclub 
At a wedding 

hoW feeling To give me a lift if feeling down 
When I want to do something special for someone. 

5. Mistake - Sacrificing packaging 

a)​ Create shopping and brand assets.  Brand assets = what the brand has 

(logos, bottle shapes, label designs, and the overall brand aesthetic), 

shopping assets = what’s in the shopping (online and in store) environment 

(product descriptions, high-resolution images, pricing information, and 

availability details used for online or in-store sales). 

How to be found in a crowded market. 

●​ Products under the same brand should look related. 

●​ The big battle is against other brands, not against other variants of your own 

brands. 
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Public Health Narratives and Perceptions 

Felicity Carter - Wine Journalist 

2013 - Dry January introduced by Alcohol Change UK, now have Sober Spring, Dry July. 

2015 - Rise in smart watch use gives wearers the ability to link poor sleep with alcohol 

consumption. 

2018 - Sober Curious: The Blissful Sleep, Greater Focus, Limitless Presence, and Deep 

Connection Awaiting Us All on the Other Side of Alcohol.  Popular book by Ruby 

Warrington, linked to wellness culture. 

Covid - more paternalistic government.  People could order wine to their home.  Shut down 

of many alcoholic support facilities.  

 

In the media 

●​ More articles on alcohol and its negative effects 

●​ Red wine has previously had a health halo.  Now, if you want to demonise all alcohol 

then target red wine (glass of red wine images with articles about the negative 

effects of alcohol). 

●​ Movendi International is the largest independent global movement for development 

through alcohol prevention.  Their history goes back to the 1800’s and temperance 

movement.  They are involved with 178 organizations in 63 countries and in 2023 

had a reach of 73 million people. 

○​ These groups want cancer warnings on alcohol, then people will more readily 

accept increased taxes and prices (like tobacco). 

●​ WHO - alcohol has a moderate risk factor of disease, urging countries to decrease 

availability and increase taxes, stricter rules around marketing of alcohol. 

What can the wine industry do to respond? 

●​ Nutrition labels - should start using them as part of increasing transparency 
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●​ Be careful about marketing to women, eg how full a wine glass is with a woman 

holding it in images (alcohol link to breast cancer). 

●​ Latest (April 2025) scientific, peer reviewed information - Review of Evidence on 

Alcohol and Health 

●​ Drinkwise Australia “Stay tasteful when tasting” scratch cards available in cellar 

doors, so customers can keep track of how many ‘tastes’ therefore standard drinks 

they’ve had. 

 

Risk and Reward: Consumer engagement with zero and mid-alcohol wines 

Dr Hannah Ford - University of Adelaide 

There are now more no/low alcohol wines in the market and retail areas to find them 

●​ ‘Zero zone’ in an independent bottle shop, Australia 

●​ ‘Lighter in alcohol’ section of VIntage Cellars, Australia 

●​ Dedicated ‘Mid-zone’ in Sainsbury’s, UK 

●​ Club Soda - Alcohol free bottle shop and tasting room in London. 
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Taste, price and quality concerns are the key barriers to broader consumer adoption of 

no/low alcohol wines.  Consumers need to weigh up the risk vs reward of buying these 

products. 

Research question 1 - How do perceived risks and perceived values shape consumer 

engagement behaviour (CEB) across 3 wine categories (no alcohol 0-0.5%, mid-strength 5-10%, 

full strength >10%)? 

Research question 2 - To what extent do brand equity and brand heritage mediate the 

relationship between perceived risk/value and consumer engagement across cultural contexts 

(investigate Australia vs UK)? 

Perceived values 

●​ Functional value - does it deliver on taste and quality? 

●​ Social value - will it help me connect with others? 

●​ Situational value - is it the right choice for this moment/occasion? 

●​ Epistemic value - does it satisfy my curiosity or desire to try something new? 

●​ Emotional value - will it enhance my mood or experience? 

Perceived risks 

●​ Social risk - will others approve of my drink choice? 

●​ Functional risk - will it taste good? 

●​ Financial - is it worth the money (no alcohol often more expensive than equivalent 

full alcohol)? 

●​ Time risk - will it be easy to find? 

●​ Psychological risk - will it give me a hangover? 

The research method was an online survey that included a range of ages, demographics, 

participants who drank no, mid and full strength wine - 872 in Australia and 852 people in 

the UK. 
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Explanation - brand equity vs brand heritage 

​ ​ ​ Brand Equity​ ​ ​ ​ Brand Heritage 

Definition The intangible value a brand has in 
the market, reflecting consumer 
perceptions of its quality, desirability, 
and loyalty. 

The accumulated history of a brand, 
including its origins, traditions, values, 
reputation, and journey over time. 

What it 
includes 

Brand awareness, perceived quality, 
brand loyalty, and other brand 
associations. 

Provenance, core values, longevity, 
historical milestones, and symbols. 

How it's used To influence consumer choice, 
command premium prices, and build 
a strong, loyal customer base. 

To provide an authentic story, create a 
sense of trust, and evoke nostalgia and 
emotional connections with consumers. 

Relationship Brand heritage is a dimension or a 
contributing factor to a brand's overall 
equity. It is one of the sources that 
can shape consumer perceptions and 
build equity. 

It provides a narrative and justification for 
a brand's value, making it a powerful tool 
for building brand equity, but heritage 
alone is not the complete picture of a 
brand's total equity. 

 

Results 

Australia 

●​ Both perceived risks and perceived values play an equally significant role in driving 

consumer engagement behaviour for zero alcohol. 

●​ Brand equity has a significantly positive impact for mid-strength wines 

●​ Brand heritage is more influential for shaping consumer response to zero alcohol 

wines.  
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UK 

●​ Only perceived values had a significant positive role in driving consumer 

engagement behaviour for 0% alcohol wines.  This may be due to the fact that UK 

consumers have more familiarity with 0% products so the risk is not seen to be as 

important. 

●​ However, perceived risk is more important for mid-strength wines, which UK 

drinkers are less familiar with. 

Industry Application - how to apply the above research 

●​ Focus on perceived values over the risks 

●​ Highlight the functional and epistemic values (of the 5 perceived values, these are 

considered the most important), ie the taste, quality and trying something 

new/being curious. 

●​ While the focus is on the perceived values, don’t ignore the dey risk perceptions.  

Education on the price of 0 alcohol due to the cost to take out the alcohol and on 

the quality/taste of the wine. 

●​ Boost brand equity through value messaging 

●​ Leverage brand heritage 

●​ Consider country specific marketing strategies, as the research showed difference in 

consumer behaviour in the UK vs Australia.  

The below study and figure was found after the conference to give further ideas on 

consumer behaviour for low/no alcohol wines. 
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Figure 1. Psychological factors and suggested interventions to encourage 

consumers to shift towards NoLo and mid-strength wine. 
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Note. Figure from Ford, H., Dolan, R., Goodman, S., Bastian, S., Pearson, W., & Corsi, 

A. M. (2025). Exploring consumers’ drinking behaviour regarding no-, low- and mid- 

alcohol wines: a systematic scoping review and guiding framework. Journal of 

Marketing Management, 41(7–8), 703–733. 

https://doi.org/10.1080/0267257X.2025.2499101 

Link to full article 
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