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Reds ahead

SIGNIFICANT price gains for Cabernet
Sauvignon and Shiraz are the standout
results of this year’s wine grape crush
survey report for the Murray-Darling and
Swan Hill regions. Compared with 2016,
the average price of Cabernet Sauvignon
increased by 22 per cent to $403/tonne
while Shiraz shot up by 24 per cent to
$395/tonne. All major varieties registered
increases in price, resulting in an average
price across all varieties of $357/tonne, 15
per cent up on last year’s result. This year,
growers were paid $90.7 million for their
254,000 tonnes, up 22 per cent on 2016
income.
"This hasn’t come as a surprise, although
expectations couldn’t be confirmed until
Wine Australia finished its assessment of
harvest survey data, provided by wineries
from around Australia, including those that
buy grapes from our area," MVW Executive
Officer Mike Stone said.
"It’s a good result, but people need to
remember that our industry is still clawing
its way back from almost a decade-long
slump that saw grape prices failing to cover
costs."

Other mainstream red varieties to attract
higher prices were Merlot, up 14 per cent
to $365/tonne, and Pinot Noir, which also
increased by 14 per cent to reach $393/
tonne.

Hard for chard
The region’s most prevalent winegrape
variety, Chardonnay, surpassed $300/
tonne for only the second time in the past
nine years, increasing 9 per cent to $310/
tonne. (In the 2013 vintage, Chardonnay
got to $301/tonne.) Of the white varieties,
Sauvignon Blanc achieved the biggest
increase, rising 14 per cent to $398/tonne.
Colombard fetched $238/tonne (+6%),
Pinot Gris/Grigio $505/tonne (+4%) and
Semillon $253/tonne (+15%). The generalpurpose variety Gordo is flatlining,
averaging $229/tonne.
"The second consecutive increase in prices
has created a more optimistic environment
for our growers. But the optimism is tinged
with caution, given the battering that many
have taken over the past decade," Mike
Stone said.

CHINESE company Weilong remains on
target to opening the first stage of a new
winery development at Red Cliffs in 2019.
Company spokesman Bruno Zappia has
confirmed that settlement on the purchase
by Weilong of land on Treviso Way, Red
Cliffs, “is close”. He said earthworks on
which an 84,000 tonne-capacity winery
complex would be built were expected
to be completed by the end of this year.
It’s hoped that the facility will be ready
to accept some fruit for processing in the
2019 vintage.
The Weilong Grape Wine Company has
been active in the Murray-Darling region

Fewer grapes
While almost all varieties benefited
from stronger demand, production fell
marginally in defiance of the trend to
bigger crops in most other wine regions.
Production from both grower and wineryowned vineyards in the Murray-Darling
and Swan Hill regions came in at just under
360,000 tonnes, 8000 tonnes short of last
year’s result. The 2 per cent decline can be
attributed to a drop in production from
winery-owned vineyards. Independent
growers accounted for 254,160 tonnes, up
7 per cent, while winery-owned vineyards
contributed around 105,000 tonnes, down
19 per cent.
The largest variety in the Murray-Darling/
Swan Hill regions continues to be
Chardonnay (81,487 tonnes), followed
by Shiraz (65,953), Cabernet Sauvignon
(42,493), Merlot (30,462) Sauvignon Blanc
(28,191), Pinot Gris/Grigio (27,347), Gordo
(19,613), Colombard (16,820) and Semillon
(11,848).
The 2017 Murray - Darling / Swan Hill
Wine Grape Crush Report is available on
the MVW website www.mvwi.com.au,
or contact the office if you would like to
receive a hard copy.
Cont p.2

INSIDE

Way to go
for some years, buying grapes and wine
for its home market. In recent years it
has completed a number of vineyard
purchases and now is sourcing around
15,000 tonnes from these properties. This
year, it also bought about 20,000 tonnes
from growers and eight million litres of
wine. Plans are also in the pipeline for
Weilong to establish a new 600 hectare
vineyard.
All wine produced for the company
in Australia is transported direct to its
Chinese markets.
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Dent a Future Leader
MVW Deputy Chair Chris Dent is one
of 16 wine industry participants from
around Australia to be selected for this
year’s Future Leaders program.

Ministerial Advisory Committee.
“I’m very pleased to have been selected,
but somewhat apprehensive at the same
time,” Chris said.

Future Leaders is an initiative of Wine
Australia, Winemakers' Federation of
Australia and Australian Vignerons.
The program is designed to nurture
people who’ve been identified as having
leadership capabilities, and who may
take on leadership roles as the Australian
wine industry evolves.

“The program is full on, requiring a
significant commitment to extra learning
and travelling to regional and capital
city venues. I’m in a group that will be
expected to explore and acquire skills in
business, marketing, and governance.”
Wine Australia CEO Andreas Clark said
the calibre of applicants again reflected
the impressive talent working in the
Australian grape and wine sector.

Chris, 33, manages his family’s Mystic
Park vineyard near Swan Hill. He’s also
Chair of the Swan Hill Wine Region Grape
Growers Association and a member of the
Victorian Government’s Wine Industry

“We want the best and brightest
leading the Australian grape and wine
community and it’s vital we support

them by investing in their professional
development so they can confidently
lead the sector in the years to come,” he
said.

Future Leader participant, Chris Dent

Cont. from front page
Summary, 2017 Murray Valley (Murray-Darling/Swan Hill wine regions)
Wine Grape Crush Survey report, significant varieties
2016
APP
$/tonne

% change

2016
Production
(tonnes)

2017
Production
(tonnes)

Cabernet
Sauvignon

331

403

+ 22

38,590

42,493

Chardonnay

283

310

+9

100,803

81,487

Colombard

224

238

+6

14,181

16,820

Gordo

231

229

- 0.8

17,585

19,613

Merlot

321

365

+ 14

26,773

30,462

Pinot
Gris/Grigio

485

505

+4

27,083

27,347

Prosecco

477

480

+ 0.6

1,344

2,924

Pinot Noir

345

393

+ 14

6,015

6,565

Sauvignon Blanc

348

398

+ 14

30,300

28,191

Semillon

220

253

+ 15

12,147

11,848

Shiraz

320

395

+ 24

62,791

65,953

All varieties

312

357

+ 15

368,098

359,614

Grower tonnes

237,678

254,160

Winery tonnes

130,419

105,454

Value grower
tonnes

$74.1
million

APP = Average Purchase Price

2

2017
APP
$/tonne

$90.7
million

+ 22
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Wine sales surge
FOR the year to June 30, the value of
Australian wine exports grew by 10 per
cent to $2.31 billion. The Wine Australia
Wine Export Report for the 12 months to
June 30 revealed a 7 per cent increase in
volume to 778 million litres, and a 3 per
cent rise in average value to $2.97/litre
FOB (Free On Board). This was the best
result since 2008-09.
Of most significance to the MurrayDarling and Swan Hill regions, exports
in the price categories of under $2.49/
litre, and between $2.50/litre and $4.99/
litre grew by 17 per cent and 2 per cent
respectively. In the price bracket of $5/
litre to $7.49/litre, sales increased by
10 per cent. These three categories
accounted for more than 60 per cent of
all export sales in 2016-17.

Asia savior
Exports to Northeast Asia continued to
drive growth, increasing by $178 million
(29 per cent) to a record $797 million.
Southeast Asia also recorded significant
growth, with exports increasing by $20
million (14 per cent) to a record $162

million. Greater China (mainland China,
Hong Kong and Macau) has been at the
hub of the revival of Australian wine
exports. In 2016-17, exports to Greater
China increased by 33 per cent to $721
million.

America sparkles
Exports to North America increased by
$5 million (1 per cent) to $651 million.
Exports to the United States increased
by 3 per cent to $464 million, the highest
value since 2011-12. The overall increase
in value was driven by white wine
exports, up 3 per cent to $181 million,
and carbonated wine (mainly Moscato)
increasing 10-fold to $11 million in
value. The US is the largest destination
for Australian Pinot Grigio exports,
accounting for over three-quarters of the
category’s exports. Pinot Grigio exports
grew by 16 per cent to $24 million last
year.

doubled to $30 million. The United States
was the destination for 35 per cent of the
carbonated wine exports, with mainland
China (15 per cent) and Japan (14 per
cent) the other major destinations," he
said.
A condensed version of Wine Australia’s
58-page report starts on page 12. The
full report is available on the MVW
website www.mvwi.com.au

Wine Australia Chief Executive Officer
Andreas Clark said a record 1997
businesses were involved last financial
year in exporting Australian wine.
"An interesting development from last
year was the growth in the carbonated
wine category, which includes varieties
such as Moscato. Exports more than

Wine Australia Chief Executive Officer
Andreas Clark
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Strategic move
WITH help from the State Government, the
Victorian wine industry has developed a
strategic plan to take it through to 2021.
Launched in early June by Agriculture
and Regional Development Minister
Jaala Pulford, the development strategy
has been structured around four core
platforms, encompassing:
• Adaptation, building business capability
• Increasing visitation and expenditure
within wine regions
• Creating more export opportunities
• Establishing stronger industry networks
The strategy was created over a period of
more than 12 months, under the direction
of the Wine Industry Ministerial Advisory
Committee, which is chaired by Kim
Chalmers of Merbein-based Chalmers
Wines. MVW Deputy Chair Chris Dent is also
a member of the advisory committee.
When launching the strategy, Ms Pulford
noted that the wine industry contributed
$7.6 billion to the state’s economy and
employed almost 13,000 people. She said
Victoria’s wine businesses operated in a
“highly competitive” market in which the
state had less than a one per cent share.
“We need to be agile and competitive in
finding ways to get the best value from our
share," she said.
“Our grape growers produce an array
of varieties under conditions that are
complicated by biosecurity challenges and
the impacts of climate change.”

Rising to the
challenge
Consultation with growers and wineries
around the state informed the strategy
development team of the many challenges
faced by industry participants. The strategy
document refers to some of these, such as:
The industry requires support to
understand the challenges and opportunities
associated with the new industry
environment
Continued investment in infrastructure
is needed from industry and government
Growers need research, development,
extension and biosecurity support...this will
help growers to grow grapes more suited to
contemporary drinker preferences, improve
vineyard efficiency and adapt to climate
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change impacts
Consistent messaging is needed
to enable regional tourism bodies to
communicate the Victorian wine proposition.
Victorian wine lacks a clear context in
international markets...shared messages
and program delivery between industry and
government is needed to support export
development.
The strategic plan proposes a number
of actions to address these and other
issues. The plan can be viewed at
www.mvwi.com.au. If you would like a
hard copy, please contact MVW on 5021
3911 or mvw@mvwi.com.au

Jaala Pulford

Water wins for environment
CAPITALISING on last year’s wet conditions
which replenished storage dams, more
water is to be made available this year for
environmental purposes.

• Improving abundance and diversity of
the Basin's waterbird populations, using
watering strategies that improve habitat
for foraging and roosting

MDBA Executive Director Environmental
Management Carl Binning said this year
was the best opportunity in 25 years to
“help our rivers and wetlands thrive”.

• Improving the condition of native
vegetation like river red gum, black
box and coolibah, and improving the
condition of Moira grass in BarmahMillewa Forest

"Our assessment of conditions and storage
volumes show that conditions are likely
to support active use of water for the
environment," Mr Binning said.
"While good rain in 2016 gave native plants
and animals a chance to bounce back,
many need follow-up watering to boost
their resilience for dry times ahead.”
The priorities for 2017–18 include:
• Helping native fish populations recover
by reinstating flows and connectivity,
focusing on the southern connected
Basin, the Barwon–Darling river, and
across the Basin as a whole

• Improving
connection
between
freshwater, estuarine and marine
environments and improving habitat
conditions in the Coorong.
"The Basin Plan is about striking a
balance between the environment and
communities and that's just what we're
doing, working with water holders, Basin
states and local communities to help native
fish, birds and plants in the Basin to thrive,"
Mr Binning said.

Plentiful water in storage has boosted environmental flows, says the Murray Darling Basin Authority
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Frosty start to Euro vintage
A DAMAGING frost in most wine regions
of France and northern parts of Spain and
Italy in late April has increased the pressure
on grape supply. According to the May
Global Market Report issued by wine and
grape broker Ciatti, a "downward revision
in harvest volumes in Europe," combined
with "short" 2017 harvests in Argentina and
Chile is serving to "firm up prices across the
world". The report continued: "If the global
supply-demand situation was not quite in
balance before, it surely must be soon".
According to Ciatti, frost has not been an
issue in California. Due to "situations" in
South America and Europe, Ciatti thinks
California will receive more attention
from US buyers of international wines.

The reference to South America relates to
smaller harvests in Argentina and Chile.
The just-completed harvest in Argentina
was estimated to be down 20 – 25 per cent
on its long-term average production of
2.5 million tonnes. Chile, too, was down,
with a shorter harvest resulting in yield
reductions of around 20 per cent for both
red and white varieties. Ciatti reported that
‘2017 grapes have all been allocated and
wine prices are firm’.

France shivers
A warm and sunny start to spring led to
early bud-burst, so when frost struck at the
end of April damage was significant across
most French wine regions. The extent of

losses was unclear when the Ciatti report
was published. But the broker was firm in
its opinion that "less wine will be produced
in 2017 than in 2016".
Frost conditions in France in late April also
descended on the northern provinces of
Spain and northern and central Italy. In
Spain, Ciatti sees more pressure on the
Spanish market, reducing the volumes
available to international buyers. Combined
with Chile’s problems, this has led to red
prices increasing and white prices moving
from declining to stable.
Ciatti notes that the market in Italy, too, has
become "more active" as a consequence of
fears over frost damage.

Projects approved
THREE projects submitted by MVW to
Wine Australia for funding in 2017-18
have been approved. One continues
a trial that was instigated after the
November 11, 2016, hail event, while
the other two focus on powdery mildew
control and alternative varieties.

Pruning following
hail events
This project is based on a pruning trial on
a property at Pomona, which sustained

major damage in the hail storm on
Remembrance Day, November 11. This
was the second significant hail event
in two years to hit the Murray-Darling
region. The trial is examining three
approaches to pruning: No intervention,
hedge pruning and spur pruning.
Over two seasons, shoot growth, bud
fruitfulness and bunch size will be
monitored. The ultimate aim is to alert
growers to the effectiveness of pruning
methods following hail damage. Project
manager is Dr Bob Emmett.

Effective
management of
powdery mildew
This project will build on the results of trial
work conducted on a number of MurrayDarling properties over the course of 201617. The trial concentrated on management
practices that were employed to control
powdery mildew. Using this information,
combined with research findings and data
accumulated over many years from across
Australia, workshops on effective control
measures will be presented in Swan Hill and
Mildura in August and October. Workshops
will be prepared and presented by the
Australian Wine Research Institute (AWRI).

Alternative varieties
– emerging options
for a changing
environment
With just eight varieties being responsible
for more than 80 per cent of the national
crush, and consumers’ signalling they want
more diversity, a seminar and workshop will
be prepared and presented by renowned
viticulturist Dr Peter Dry. This will be held in
November to coincide with the Australian
Alternative Varieties Wine Show in Mildura.
The aim is to equip growers with knowledge
to assist in selecting the most appropriate
alternative varieties for the region.
A seminar dedicated to alternative varieties will be presented in the second week of November, at the
same time as the Australian Alternative Varieties Wine shows.
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Markets in profile
Wine Australia
explores China
CHINA’S emergence as Australia’s most
important wine market is very recent.
From 2012 to 2015, China was third to
the United Kingdom and United States
by value, and just 10 years ago it was the
eighth largest market for Australian wine,
behind New Zealand, the Netherlands,
Ireland and Germany as well as the UK, US
and Canada.
Some of the recent growth has been
achieved by exports now going directly to
China instead of via Hong Kong, following
the introduction in December, 2015, of the
China Australia Free Trade Agreement. If
the exports to China and Hong Kong are
combined, the growth rate in export value
in 2016 was 26 per cent.

New exporters
Another contributor to growth has
been the number of new entrants into
the export market. In 2016, there were
1374 Australian wine exporters to China,
compared with 1050 in 2015.

These new entrants accounted for just 14
per cent of the total export value in 2016,
but removing them from the mix gives a
growth rate of 31 per cent for the ongoing
exporters.
Growth has also been patchy. The top 10
exporters experienced growth of 60 per
cent. Removing them leaves a growth
rate of 14 per cent for the remaining
ongoing exporters. This is a healthy growth
rate and one that is probably a more
realistic benchmark growth rate for most
businesses planning to build an export
business to China.

Comparing markets
Australia’s exporter profile mimics the
Chinese market, which is more fragmented
in terms of route to market and channel
than it is in some other top markets for
Australian wine.
By contrast, in the US and UK markets, the
number of exporters is much smaller (257
and 345 respectively in 2016) and new
entrants in 2016 accounted for just 2 per
cent of total export value.

The average value of exports per exporter
per year was around $1.8 million for the
US, $1 million for the UK, and $380,000
for China. However, excluding the top 10
exporters, the average value per exporter in
2016 was very similar for all three markets
at around $230,000.

Regional and variety
label claims
Growth in wine with regional label claims,
(i.e. not including South Australia or South
Eastern Australia) has been strong, with
the total category up 36 per cent to A$163
million. Within the top 20 regional label
claims, there was growth of more than 100
per cent for Heathcote, Central Victoria,
Eden Valley, Pyrenees and Nagambie Lakes.
Of the variety label claims (including
blends), Shiraz, Cabernet Sauvignon and
“no label claim” accounted for 89 per
cent of all bottled wine to China in 2016.
Excluding these, the varieties that had the
most growth in the top ten were Riesling
and Durif, while of the smaller varieties
Ruby Cabernet, Tempranillo and Pinot Gris
all grew strongly from a smaller base.

Gris or Grigio
Wine Australia
explains what’s what

The Gris/Grigio variation has come to be
associated with the style of wine made
from the fruit.

PINOT Gris (or Grigio) means ‘grey
pinecone’. The ‘Pinot’ reflects its origin
as a mutant of Pinot Noir, with the same
tendency to grow in pine-cone shaped
clusters, while the ‘Gris/Grigio’ (grey) is
generally thought to describe its greyishpink skin colour, which is much darker
than most white grapes.

The traditional French Pinot Gris wines,
which come mainly from the Alsace
region, are typically full-bodied and rich
with low acidity as a result of being left to
reach full ripeness. Whereas the popular
Italian style is picked early, making it

lighter-bodied, crisp and acidic. However,
there is no rule that says the wine must
be made in this way.

Global plantings up
Pinot Gris/Grigio has become a globally
popular variety in the past 20 years and
is now planted in most wine producing
countries.
Globally, plantings have increased from
just under 19,000 hectares in 2000
to 43,500 in 2010. Nearly half of the
plantings are in Italy. Australia now has
the fourth largest area of the variety
(after Italy, the US and Germany and
ahead of France).
Most Pinot Gris/Grigio in Australia is
grown in the warmer inland regions:
Murray-Darling/Swan Hill, Riverina and
the Riverland, but it is also grown in cooler
regions such as Padthaway, Wrattonbully,
Adelaide Hills and King Valley, indicating
its versatility.

Pinot Gris/Grigio
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Gris or Grigio cont.
In the Murray-Darling/Swan Hill regions,
Gris/Grigio production this year ranked
just behind Sauvignon Blanc, making it
the third largest white variety. Claiming
top spot was Chardonnay, with 81,000
tonnes. Sauvignon Blanc, producing just
over 28,000 tonnes, came next, followed
by Gris/Grigio on 27,000 tonnes. In 2007,
ten years ago, things were very different.
While Chardonnay still ruled the roost,
coming in at more than 133,000 tonnes,
Colombard, Gordo, Semillon and Sultana
all ranked well ahead of Sauvignon Blanc
and Pinot Gris/Grigio, which yielded 7000
tonnes and 4000 tonnes respectively.

Gris vs Grigio sales
In Australia, sales of Pinot Grigio and Pinot
Gris grew strongly in 2016, with data from
IRI Market Edge Liquor suggesting that
Grigio is more popular than Gris. However,
the average price for Gris is more than 50
per cent higher than Grigio.
High demand for the variety in Australia
has reduced exports. Exports to our top
three markets – the US, UK and Canada – all
declined in the 12 months to April. Export
markets vary in terms of what proportion
of wine made from this variety is labelled
Pinot Grigio and what proportion is
labelled Pinot Gris. For example, Grigio
dominates exports to the US, but Gris is
the clear leader in the UK.

Global plantings up
Pinot Gris/Grigio has become a globally popular variety in the past 20 years and is now pla
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most wine producing countries.
Globally, plantings have increased from just under 19,000 hectares in 2000 to 43,500 in 20
half of the plantings are in Italy. Australia now has the fourth largest area of the variety (af
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Plantings of Pinot Gris/Grigio in Australia (source: ABS)
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Boost for rural service

PIC: Pinot Gris/Grigio

MORE money has been pumped into
the Rural Financial Counselling Service.
Seven RFCS regions are sharing $1.6
million, including Victoria North West and
Southern Region NSW, which incorporates
Buronga and surrounding areas. The
Victorian RFCS received an additional
$140,000, while the NSW facility attracted
a top-up of $210,000.

FHA may need some additional financial
assistance. Many farmers will have
improved their financial circumstance
while on the allowance. However,
others may need additional guidance in
managing their finances.

The extra funds are expected to help
farmers who are transitioning off financial
support received through the Farm
Household Allowance (FHA) scheme.
In announcing the extra funding, Deputy
Prime Minister and Minister for Agriculture
and Water Resources Barnaby Joyce said
farmers who will soon be reaching the
end of their three-year entitlement to the

More information on government farmer
assistance measures is available at
http://www.agriculture.gov.au/ag-farmfood/drought/assistance.

The Farm Household Allowance scheme
has helped more than 7000 farmers since
July 2014. Mr Joyce said farmers exiting
the FHA could apply for concessional
loans, to be used for refinancing existing
debt.
The Rural Financial Counselling Service
has been operating for more than 30 years,
providing free counselling to farmers,
fishers and small rural businesses.

Agriculture and Water Resources Minister
Barnaby Joyce
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Whistle up a dog book
THE 2017-18 edition of Agrochemicals
registered for use in Australian viticulture
(nicknamed the Dog Book) is now available.
The updated version can be found on
the MVW website www.mvwi.com.au, or
at www.awri.com.au. There’s also an app
that can be downloaded to your phone.
Hard copies are available from MVW at 62
Madden Avenue, Mildura, or we can mail
one to you.
It’s important that growers keep abreast of
any changes in chemical use. Grapes can be
rejected if unregistered chemicals are used,
and if chemicals are applied at the wrong
times.

New active
constituents
DIFENOCONAZOLE
APVMA 65130
‘Digger’ is registered for control of powdery
mildew in grapevines and is an activity
group 3 (Demethylation inhibitors)
fungicide. Digger is a Nufarm Australia
Limited product. The label states: Apply
as part of a protectant program. Apply a
maximum of two applications per season
either as consecutive sprays or in alternation
with other fungicides. DO NOT apply after
growth stage EL 25 (80% cap fall). Do not
allow spray intervals to exceed 21 days.
Shorter intervals between days may be
warranted if ‘Digger’ is being applied during

periods of rapid vine growth. If applying
consecutive applications of ‘Digger’, a
minimum spray interval of seven days is
required. Recommended restriction on use
(withholding period) for grapes destined for
export wine: Use no later than 80% capfall.
Re-entry statement for Digger: Do not
enter treated areas until the spray has dried
unless wearing cotton overalls buttoned to
the neck and wrist and butyl rubber gloves.
Clothing must be laundered after each
day’s use.

Correction
The active constituent Metarhizium
anisopliae var. acridum was unintentionally
omitted from the 2017-18 edition of
the Dog book for control of Wingless
Grasshopper (page 12).
Products
containing
this
active
constituent include Green Guard SC
and Green Guard SC Premium. The
recommended restriction on use is ‘Use
no later than seven days before harvest’.

Chemical resistance
management
strategies
CropLife Australia has updated the
resistance management strategies for
downy mildew, powdery mildew and
botrytis bunch rot. The latest strategies
for these diseases are listed on pages 25
to 27.

Exotic vineyard
pests
Grape growers have a role to play in
minimising biosecurity threats. Key
tips to reduce the risk of an exotic pest
from going undetected on your farm are
provided on page 28.

Active constituent
removed
The active constituent QUIZALOFOPP-TEFURYL (Activity group A herbicide
registered for Kikuyu) has been removed
from the Dog book because the product
is no longer available.

Information download
FEEDBACK from the many growers who
attended the joint MVW/AWRI Information
Forum in May suggests that it was a day
well spent. The morning session included
presentations from:
• Mark Rowley, Wine Australia
• Cecily Zhu, Australian Wine Industry
Code of Conduct
• Russell James, Murray Darling Basin
Authority
• Peter Magarey, plant pathologist,
specialising in powdery mildew control
and treatment, and
• Dr Bob Emmett, research plant
pathologist, project manager for MVW
hail damage recovery trial
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The Australian Wine Research Institute took
over in the afternoon, with presentations
from Dr Mark Krstic, Barbara Hall and Paul
Petrie, providing information and taking
questions on topics concerning soil health,
fungicide resistance and using digital tools
to aid canopy management.
All presentations delivered during the
morning can be found on the MVW web site
www.mvwi.com.au. If printed copies are
preferred, ring the office on 5021 3911 or
email mvw@mvwi.com.au. MVW can also
obtain copies of the AWRI presentations.
Apart from getting the latest viticulture
and industry news, the forum gave
everyone a chance to catch up with
colleagues. Our photographer was also
there, and the results are on pages 9 and
10.

Presenter Cecily Zhu, Australian Wine Industry
Code of Conduct
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MVW Chair Brian Englefield, with Lance Milne

Des Allen and Trevor Radloff

Plant pathologist Dr Bob Emmett spoke about vine
health following hail damage

Gavin Hogg, Phillip Englefield, Max Arney

Russell James, Murray Darling Basin Authority

Lyndon and Ashley Morrison, with Colin Free
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Alf Sapuppo, Steven Frasca, Chris Dent

Presenter Peter Magarey, with Ken Evans

Murray Valley IDC Chair John Ward, David Dawes, Richard Wells

Dianna Molina and Janel Carruthers

A presentation on global wine marketing was given to an audience of almost
100 by Mark Rowley from Wine Australia

Plant pathologist Peter Magarey spoke to growers about preventing powdery
mildew

Cheaper insurance
REBATES of up to $2500 are available
through the Federal Government’s
Managing Farm Risk Program to help
meet the cost of investigating agricultural
insurance products, such as multi-peril
cover. Eligible farm businesses can apply
for one-off rebates to cover 50 per cent
of the cost of obtaining independent and
professional advice, up to a maximum of
$2500.
The grant recognises that obtaining
professional advice on insurance policies
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that compensate losses from drought,
frost, hail and fire can be costly, so to assist
farmers with their decision making, and to
help them prepare and apply for a suitable
product, the government is providing $20.2
million over four years for farm insurance
advice and assessments.
The assistance is timely given that hail
storms have hit our region and caused
considerable damage twice in two years,
in November 2014 and November 2016.

For more information, email
mfrp@agriculture.gov.au or phone 1800
837 857. Applications can be submitted
online at www.agriculture.gov.au/mfrp or
posted to:

Managing Farm Risk Programme
Department of Agriculture and DEPARTMENT OF
PRIMARY INDUST
Water Resources
GPO Box 858
Produced by the
Department of Primary
Canberra City ACT 2601
Indu

Spatial Sciences - Tat
ura C
Date: 9-5-2012 - Cod
e: RM
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Pest watch
OUR region is part of a $6.8 million national
surveillance project to monitor primary
production industries for biosecurity
threats. Starting in July, the project is
administered by Horticulture Innovation
Australia (HIA), with funding from the third
round of the Federal Government’s Rural
R&D for Profit programme.
HIA chief executive John Lloyd said the
new project would further safeguard
Australian agriculture from pathogen and
pest incursions.

This initiative will utilise next-generation
technologies to build on Australia’s
reputation for offering clean, green plant
products,” Mr Lloyd said.

Other parts of Victoria aren’t so lucky, with
infestation zones declared in the north
east of the state, Yarra Valley, and around
Mooroopna and Nagambie.

The Rural R&D for Profit programme
funds projects in the areas of advanced
technology, biosecurity, natural resource
management, as well as promoting
industry and on-farm adoption of R&D.

Phylloxera hot spots are managed under
strict quarantine regulations and now
there’s a move to develop a national
management plan to ensure consistency
across the country. Australian Vignerons
has received $88,000 from the Federal
Government to produce the plan.

Big pest
In the winegrape industry, Phylloxera ranks
as one of the most damaging pests in the
world. Thankfully, the Murray-Darling and
Swan Hill regions are free of the insect.

“The early detection and identification of
any new pathogen or pest is critical, and
a pre-emptive approach is vital to control.

More information regarding phylloxera
is available at
www.agriculture.vic.gov.au
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Wine
Australia
providing
insights on
Australian
Wine

Export Report
Moving Annual Total (MAT)
To June 2017

Commentary

In 2016–17, the value of Australian wine exports grew by
10 per cent to $2.31 billion and volume increased by 7 per
cent to 778 million litres. The average value of exports grew
by 3 per cent to $2.97 per litre free on board (FOB) – the
highest level since 2008–09.
Australia remained the world’s fifth biggest exporter of wine,
behind France, Italy, Spain and Chile but outperformed all four
in the rate of growth over the year.
Overall, an additional $201 million in revenue was generated
by Australian wine exporters compared to the year prior.
There was growth in all container types:
•

Bottled grew by 10 per cent to $1.88 billion

•

Bulk grew by 5 per cent to $413 million

•

Soft-packs grew by 6 per cent to $14 million, and

•

Alternative packaging grew by 46 per cent to $6 million.

The average value of botted exports increased by 1 per cent
to $5.40 per litre FOB and the average value for bulk exports
also increased by 1 per cent to $0.98 per litre FOB.
There was growth across all price points except at
$7.50–9.99 per litre (see figure 1). The growth was particularly
strong in exports from wines at $10 per litre and above, up
19 per cent to a $594 million. This reflects the increasing
demand for premium Australian wines in most regions around
the world. There was growth in all price segments at $10 per
litre and above, with the strongest rate of growth between
$30–49.99 per litre.
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Figure 1: Exports of wine by price segment (AUD million)
Price segment (A$/litre)

Value 2017

Added
value

Growth rate

$2.49 and under

$480

$70

$2.50 to $4.99

$799

$19

17%

2%

$5.00 to $7.49

$297

$26

10%

$7.50 to $9.99

$140

-$7

-5%

$10.00-$14.99

$180

$26

17%

$15.00-$19.99

$84

$5

7%

$20.00-$29.99

$89

$19

26%

$30.00-$49.99

$69

$28

70%

$50.00-$99.99

$120

$2

2%

$13

$4

43%

$39

$9

32%

$2,309

$201

10%

$100.00-$199.99
$200.00 +
Total

Exports by varietal
Red wine continues to be the dominant Australian category
with a 73 per cent share of export value, ahead of white wine
with 23 per cent, and other wines with 4 per cent. Red wine
was the standout growth category for table wine, up 12 per
cent to $1.7 billion. Exports of white wine also grew but at a
much lower rate, up 1 per cent to $540 million.

Commentary (continued)
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Within the red category, all but one of the five most exported
wines recorded strong growth:
•

Shiraz grew by 15 per cent to $541 million

•

Cabernet Sauvignon
$293 million

•

Shiraz/Cabernet Sauvignon grew by 14 per cent to
$133 million

•

Merlot grew by 6 per cent to $106 million, and

•

Cabernet Sauvignon/Shiraz declined by 17 per cent to
$75 million.

grew

by

11

per

cent

to

Within the white category, all but one of the five most exported
wines recorded growth:
•

Chardonnay grew by 7 per cent to $178 million

•

Sauvignon Blanc grew by 30 per cent to $39 million

•

Pinot Grigio grew by 14 per cent to $31 million

•

Pinot Gris grew by 9 per cent to $19 million, and

•

Riesling declined by 2 per cent to $18 million.

A stand-out growth category is carbonated wines, with exports
more than doubling to $30 million. Moscato accounts for
70 per cent of the category. The United States (USA) was the
destination for 36 per cent of the carbonated wine exports with
mainland China (15 per cent) and Japan (14 per cent) the
other major destinations.

Exporting businesses
There were a record 1997 active exporters in the period – up
from 1648 in 2015-16 – with 1384 of them contributing to the
increase in value. Exports by the 1384 exporters who
experienced growth grew by 25 per cent ($374 million) to
$1.9 billion. The value growth in this group was partially offset
by the exporters who either ceased exporting, recorded a
decline or had no change – this group declined by 30 per cent
($173 million) to $412 million.

Commentary (continued)
Overall, there were 2756 export licence holders in 2016–17,
with 36 per cent wine grape levy payers (i.e. Australian wine
producers) and 64 per cent exporters who are not wine
producers.

Figure 2: Value growth by region

Exports by destination market
Exports to most regions recorded growth in the last year,
except for those to Europe, which declined by 1 per cent to
$568 million and Oceania, which fell by 1 per cent to
$87 million (see figure 2). Exports to Northeast Asia continued
to drive growth, with their value increasing by $178 million
(29 per cent) to a record $797 million. Southeast Asia was the
next biggest growing region; exports grew by $20 million
(14 per cent) to a record $162 million. Exports also grew to:
•

North America by $5 million (1 per cent) to $651 million

•

the Middle East by $3 million (18 per cent) to a record
$22 million.

Australian wine exports were destined for 125 countries and
value increased to 80 of these.
The top five markets by value were:
• mainland China (26 per cent share of export value)
• United States (20 per cent)
• United Kingdom (15 per cent)
• Canada (8 per cent), and
• Hong Kong (5 per cent).

Together, these markets accounted for 74 per cent of the
value of Australian exports.
The top five markets by volume were:
•

United Kingdom (28 per cent share of export volume)

•

United States (23 per cent)

•

mainland China (15 per cent)

•

Canada (8 per cent), and

•

Germany (5 per cent).
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Commentary (continued)
It’s important to note that 80 per cent of wine exported to the
United Kingdom and Germany was shipped in bulk containers
and this has a significant impact on the reported FOB values.
Exceptional growth to mainland China continued, with the
value of exports up 44 per cent to a record $607 million.
Exports to the United States also increased, by 3 per cent to
$464 million, the highest value since 2011–12. The UK market
continues to be our largest in volume terms but, because 80
per cent of wine is shipped in bulk, it ranks third in value and
exports were down 7 per cent to $341 million. Exports to
Canada fell by 5 per cent to $186 million and to Hong Kong
declined by 8 per cent to $114 million, with some exporters
now shipping direct to mainland China due to the reduced
tariffs through ChAFTA.
Asia
Exports to Asia (including mainland China) increased by
26 per cent in value to $964 million and 37 per cent in volume
to 162 million litres. The average value declined by 8 per cent
to $5.95 per litre FOB. However, Asia remains the highest
average value of the key Australian export regions worldwide.
The relatively high average value reflects that 47 per cent of
the exports to the region are valued at $10 per litre or more. In
comparison, this price segment accounted for 11 per cent of
the value of exports to the rest of the world.
Mainland China was by far the most valuable market in Asia
with exports of $607 million, accounting for 63 per cent of
Australian exports to the region.

The next four markets with export values in excess of
$40 million in the region were Hong Kong, Singapore,
Malaysia and Japan – together they accounted for 29 per cent
of exports to the region.

Commentary (continued)
Countries where Australian wine exports ranged from
$10–$30 million were Thailand, Taiwan and South Korea.
There were six countries with exports between
$1–$10 million; Philippines, Vietnam, Indonesia, India,
Cambodia and Sri Lanka.

Figure 3: Exports to mainland China vs. Hong Kong

Greater China
Greater China (mainland China, Hong Kong and Macau) has
been at the hub of the revival of Australian wine exports. In
2016–17, exports to Greater China increased by 33 per cent
to $721 million. The implementation of the China–Australia
Free Trade Agreement (ChAFTA) at the end of 2015 has
provided impetus to an already strong market. Due to the
diminishing import tariff differential between mainland China
and Hong Kong, less wine destined for mainland China is
routed through Hong Kong. Figure 3 illustrates how this trend
began when the Declaration of Intent was signed and has
since continued.

Mainland China
Mainland China’s wine market has evolved rapidly over the
last five years. Growing disposable incomes and a more
diverse and sophisticated base of wine consumers has seen
the consumption of imported still wine grow on average by
16 per cent per annum between 2012 and 2016.
Australian wine has been at the forefront of this growth to the
extent that mainland China is the number one destination for
Australian wine exports by value, a position that was
consolidated in 2016–17. Exports grew by 44 per cent in value
to $607 million. Volume growth was stronger, up 55 per cent
to 117 million litres, due in part to a surge in bulk wine
exports.
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Bulk wine exports more than doubled to $37 million but the
bulk share of exports to mainland China is low at 6 per cent.
Bottled wine exports also grew strongly, up 41 per cent to
$568 million, representing a 94 per cent share.
There were 1512 companies exporting to mainland China in
2016–17, an increase of 337 exporters on the previous year.
Not all exporters experienced growth - 1125 contributed to
growth and 670 declined.

Commentary (continued)
The exports are dispersed across the range of exporters more
broadly than most other key markets. For example, Australia’s
five biggest exporters account for 33 per cent of exports to
mainland China, but 82 per cent of exports to the United
States.
The 10 biggest exporters to mainland China grew by a
combined rate of 81 per cent, while the rest grew at a
combined rate of 28 per cent.
By value, Australia holds a 24 per cent share of wine imported
by mainland China, behind only France with a 43 per cent
share. However, Australian wine exports are growing at much
faster rates than most major competitors.
There was growth across all price points to mainland China:
•

Less than $2.50 per litre – up 100 per cent to
$42 million

•

$2.50–4.99 per litre – up 45 per cent to $184 million

•

$5.00–7.49 per litre – up 48 per cent to $100 million

•

$7.50–9.99 per litre – up 21 per cent to $43 million

•

$10.00 per litre and above – up 40 per cent to
$238 million

Mainland China accounts for 40 per cent of all Australian wine
exports priced at $10 per litre or more.
Wine Intelligence research shows that the purchase of
imported wine in China has moved away from being mainly for
gift-giving to personal, everyday consumption. Wine has been
enjoyed by a much broader base of consumers.

AUGUST 2017

The key motivators for this are well-being, relaxation and
personal enjoyment. Wine is increasingly seen as suitable for
informal meals and relaxing at home. Furthermore, the
research shows there is a broader availability of wines in the
on-trade, increasingly with lowered prices as restaurants look
to encourage sales. These factors have contributed to the
strong growth in Australian exports of entry level and
commercial wines (less than $5 per litre).
Another important trend is the increasing acceptance of white
wine in what has been traditionally a red wine market. This is
principally due to more young Chinese people drinking wine
and that they are more open to trying new styles. Through
more frequent overseas travel, these consumers have been
exposed to more wines, resulting in increased knowledge and
awareness of wine styles and types.
Australian white wines are part of this trend, with exports in
this category up 25 per cent to $24 million. However,
Australian exports are still dominated by red wines, with the
category up 46 per cent to $571 million. The top six Australian
wines exported to mainland China were reds and all recorded
growth:
•

Shiraz – up 40 per cent to $225 million

•

Cabernet Sauvignon – up 38 per cent to $103 million

•

Shiraz/Cab Sauvignon – up 73 per cent to $51 million

•

Cab Sauvignon/Shiraz – up 5 per cent to $34 million

•

Merlot – up 33 per cent to $30 million

•

Cab Sauvignon/Merlot – up 29 per cent to $16 million

Commentary (continued)
Chardonnay is by far the number one white wine and exports
increased 34 per cent to $10 million. Other whites to grow
included Sauvignon Blanc (up 46 per cent to $1.7 million) and
Riesling (up 14 per cent to $1.6 million).
Australia is well-placed in mainland China. Research
conducted by Wine Intelligence on behalf of Wine Australia
shows Australian wine has a very positive image among
Chinese imported wine consumers:
•

90 per cent like the grape varieties we produce

•

86 per cent would be proud to serve wines from
Australia

•

85 per cent believe Australia has distinctive wine
producing regions

•

84 per cent see Australian wine as being food friendly,
and

•

78 per cent view Australian wine as an expensive/fine
wine.

ChAFTA also continues to provide impetus for Australian
exporters. The tariff cuts take effect on 1 January each year
until 2019 when the tariff will be reduced to zero. The current
tariff rate on Australian bulk wine is 8 per cent and falls to
4 per cent on 1 January 2018. The current tariff on Australian
bottled and sparkling wine is 5.6 per cent and falls to
2.8 per cent on 1 January 2018. Chile and New Zealand
already have zero tariffs with mainland China but other
competitors such as France, Italy, USA, Argentina and South
Africa face a 14 per cent tariff on bottled wine and 20 per cent
on bulk wine.

Hong Kong
Hong Kong is a vital trading hub with important distribution
links to mainland China. Some imported wines in Hong Kong
are re-exported to other Asian destinations, with 95 per cent
of re-exports going to mainland China and Macau. Hence not
all Australian wine exported to Hong Kong is consumed in the
country. ChAFTA, which is reducing import tariffs for
Australian wine into China over time, is impacting on
Australian exports to Hong Kong. Some exports are now
going direct to mainland China and this has contributed to a
decline in exports to Hong Kong.
In 2016–17, the value of exports to Hong Kong declined by
8 per cent to $114 million and volume declined by 15 per cent
to 8 million litres. Despite the decline, Hong Kong remains the
fifth most valuable Australian wine export market.
While volume and value declined, the average value of
exports to Hong Kong increased by 8 per cent to $13.88 per
litre FOB. Hong Kong has the highest average value among
the top 50 destinations to which Australia exports and
77 per cent of exports to Hong Kong are valued at $10 or
more per litre FOB.
Australian wine will take centre stage at Vinexpo Hong Kong
2018 as the Country of Honour. Hiro Tejima, Wine Australia’s
Head of Market Asia Pacific, said:
‘Vinexpo Hong Kong is the key trade-only wine and spirits
exhibition in the Asia Pacific region. The invite-only event attracts
top decision-making importers, buyers and sommeliers, and
provides an excellent forum for education and trade networking.
We are looking forward to working with brands and regions to
showcase our authentic and exciting wines.’
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Singapore

Malaysia

Singapore is an influential and key wine trading hub in Asia.
Like Hong Kong, some imported wines in Singapore are reexported to other Asian destinations such as Japan, Malaysia,
Indonesia and Cambodia.

Export value to Malaysia increased by 2 per cent to
$50 million off the back of a 7 per cent increase in average
value to $11.73 per litre FOB. Export volume declined by
5 per cent to 4 million litres.

Australian exports to Singapore increased in value by
13 per cent to $68 million and volume by 9 per cent to
6 million litres. Exports are heavily weighted to the high-end,
with 78 per cent of exports by value priced at $10 per litre or
more. Exports in this price segment grew by 20 per cent to
$53 million. This contributed to the average value of exports to
Singapore growing by 4 per cent to $12.14 per litre FOB.
Singapore has the second highest average value of the top
fifty export destinations behind Hong Kong.

Like many Asian destinations, Australian exports to Malaysia
are heavily weighted to the higher end. Exports at $10 per litre
or more increased in value by 1 per cent to $35 million, a
70 per cent share. However, the strongest growth came at
$2.50–4.99 per litre, up 13 per cent to $5 million.

Red wine is the dominant category in exports to Singapore
with a 77 per cent value share. Shiraz is the stand-out variety,
with exports of Shiraz up 15 per cent to $13 million and
Shiraz/Cabernet Sauvignon up 36 per cent to $3 million.
There was also strong growth in Chardonnay/Pinot Noir
(sparkling wine), up 39 per cent to $5 million, and Sauvignon
Blanc, up 76 per cent to $1 million.
Australia is the market leader in the Singapore wine market.
Wine Intelligence research shows there are 1.5 million regular
drinkers of imported wine in Singapore and 57 per cent of
those drink Australian wine, ahead of French wine with
52 per cent and Chilean wine at 25 per cent. Singaporeans
most strongly associate Australian wine as a food friendly
wine, more strongly than competitors such as French, Italian,
Chilean, Californian and Spanish wines.

Australia is by far the top-ranked imported wine category in
Malaysia with 56 per cent value share of imports ahead of
France with 15 per cent.
Tourism and foreign expatriates are key drivers of wine
consumption in Malaysia.
Australia and Malaysia have close bilateral relations and
signed the Malaysia–Australia Free Trade Agreement
(MAFTA) on 22 May 2012. Due to the sensitivities
surrounding alcohol in Malaysia1, wine does not feature in the
Free Trade Agreement. Consequently, there will be no
changes to Malaysia’s tariff rate for wines.
The wine market in Malaysia was negatively impacted by the
implementation of a 6 per cent goods and services tax (GST)
in April 2015. Euromonitor International reports that this, along
with a depreciation of the local currency (ringgit), drove the
average unit price of wine up by 16 per cent, eroding
consumer spending confidence and depressing wine sales.
Malaysia has a total population of 30.9 million people, with over 60 per cent of the
population being Muslims, for whom consumption of alcohol is not permitted.

1

Commentary (continued)
This resulted in a decline in the volume of wine sales.
Australia, as the market leader, has been impacted, as
evidenced by the decline in export volumes in 2016-17 after
growing strongly the previous two years.

Also on the rise are exports in alternative packaging such as
cans, up 18 per cent to $3 million. Japan is by far the largest
destination for Australian wine exported in alternative
packaging with a 43 per cent share of the category.

Japan

Unlike Hong Kong, Singapore and to a lesser extent Malaysia,
very little wine is re-exported from Japan. Therefore, virtually
all Australian wine exported to Japan is consumed there.

The value of exports to Japan increased by 3 per cent to
$46 million and volume increased by 6 per cent to
12 million litres. The volume is a new financial year record.

The increase was principally due to growth in bulk wine
exports, up 35 per cent ($0.9 million) to $3 million while
bottled exports grew by 1 per cent ($0.4 million) to $38 million.
The growth in bulk exports has been assisted by the zero tariff
on bulk wine under the Japan–Australia Economic
Partnership Agreement. The tariff on bottled exports will
reduce to zero by 2022. The tariff reduction to date has
provided a boost to the volume of bottled exports, up 5 per
cent to 7 million litres, the largest volume of bottled exports to
Japan in a decade. However, this has come at the expense of
price, with the average value of bottled exports down
4 per cent to $5.07 per litre FOB.
The strongest growth in exports to Japan is at $5.00 to $7.49
per litre, up 24 per cent to $8 million. The perception of
premium Australian wine in Japan is changing as the nextgeneration of younger and much more open-minded wine
professionals comes to the fore. Wine Australia is supporting
this change with activities like our recent New Australia
Master Class with Kenichi Ohashi MW in Tokyo.
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Other Asian destinations
There were mixed results for other countries in Asia:
•

Thailand, up 51 per cent to a record $22 million

•

Taiwan, down 7 per cent to $15 million

•

South Korea, up 6 per cent to $14 million

•

Philippines, up 18 per cent to a record $9 million

•

Vietnam, down 5 per cent to $6 million

•

Indonesia, up 45 per cent to $5 million

•

India, down 41 per cent to $3 million

Commentary (continued)
North America
Exports to North America increased 1 per cent to $651 million
and volume increased by 9 per cent to 240 million litres. The
volume growth came at the expense of price as the average
value declined 8 per cent to $2.71 per litre FOB.
The overall growth in value was due mainly to an increase in
bulk wine exports, up 39 per cent to $115 million.
Bottled exports declined 5 per cent to $533 million but exports
at $10 per litre or more to the region increased by a healthy
14 per cent to $68 million.
United States
In 2016–17, exports to the United States (USA) increased by
3 per cent to $464 million, while volume increased by 14 per
cent to 179 million litres. Value to the USA is at its highest
level since 2011–12.

Bulk wine exports increased by 55 per cent to $84 million
while bottled exports declined by 4 per cent to $379 million.
The decline in bottled exports was due mainly to a shift from
exporting some major brands that were bottled in Australia to
shipping in bulk containers and bottling in-market. This saw
bottled exports at $2.50 to $4.99 per litre fall by 10 per cent to
$281 million. More than three-quarters of bulk wine exports to
the USA are Australian brands that are bottled in-market.
The overall increase in value was driven by white wine
exports, up 3 per cent to $181 million and carbonated wine
(mainly Moscato) increasing 10-fold to $11 million in value.
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Carbonated wine overtook sparkling wine exports which
increased by 4 per cent to $5 million.
Red wine remained the number one category but exports
declined by 0.3 per cent to $267 million. Chardonnay was the
number one white variety and exports increased by 4 per cent
to $67 million. Pinot Grigio was a stand-out with exports up
16 per cent to $24 million. The USA is easily the largest
destination for Australian Pinot Grigio exports accounting for
over three-quarters of the category’s exports.
Shiraz was the number one red variety and exports declined
6 per cent to $67 million. The decline came largely at
$2.50–4.99 per litre, down 17 per cent to $33 million. On the
other hand, there was growth at higher price points. Shiraz at
$7.50–9.99 per grew 3 per cent to $7 million and at $10 per
litre or more grew 15 per cent to $20 million.
The positive trend towards Australian premium wines in the
USA continued in 2016–17. Exports at $10 per litre or more
increased by 21 per cent to $43 million. The number of
companies exporting in this price point remained at 180,
meaning that the increase in value came mainly from those
already exporting to the USA. This group increased exports in
this price segment by a combined 24 per cent to $41 million.
Overall, exports at $10 per litre or more increased by
$7.5 million in value. Those already exporting contributed
$7.9 million, new entrants added another $2 million and those
who ceased exporting reduced value by $2.4 million.

Commentary (continued)
The strong growth in premium wine exports to the USA is also
evident in retail figures. Off-trade sales figures from IRI in
2016–17 show Australian sales grew at most premium price
points in the USA:
•

US$8.00–10.99 per bottle – up 40 per cent

•

US$11.00–14.99 per bottle – up 15 per cent

•

US$15.00–19.99 per bottle – up 70 per cent

•

US$25.00 per bottle or more – up 17 per cent

Aaron Ridgway, Wine Australia’s Head of Market – Americas
said:
‘to see 70 percent growth at $15–20 per bottle in retail is
particularly compelling. This has long been talked about as a
“sweet spot” for Australia, as it can deliver superior value for
money and quality across many regions and varieties. These
numbers suggest consumers are paying attention.’

The export and retail figures show premium Australian wine is
on the road to recovery in the USA. This positivity was evident
in June when more than 1000 members of the North
American wine trade attended Wine Australia’s Australia Up
Close roadshow to learn more about wines from the 74
wineries represented and meet the 31 winemakers who
participated. Australia Up Close featured eight educational
seminars on subjects including old vines, the evolution of
Australian winemaking, white wines and Grenache. As noted
above, white wine exports are on the rise to the USA while
Grenache exports also increased in 2016–17, albeit off a
small base, up 48 per cent to $680,000.

Canada
The value of exports to Canada declined 5 per cent to
$186 million and volume declined by 3 per cent to 61 million
litres. The volume is still the second highest on record for a
financial year and while value is lower than 2015–16, it is
higher than 2014–15. Canada remained the fourth biggest
destination for Australian wine exports by value.
A 9 per cent increase in bulk exports to $31 million was more
than offset by an 8 per cent decline in bottled exports to
$153 million.
By price point there was growth at the low and top ends.
Exports below $2.50 per litre increased 18 per cent to
$34 million while at $10 per litre or more grew by 3 per cent to
$25 million. At the low-end, the growth was driven mainly by
Chardonnay while Cabernet Sauvignon was the biggest
mover at the top-end.

Five provinces accounted for 98 per cent of the exports to
Canada:
•

Ontario (38 per cent)

•

British Columbia (23 per cent)

•

Quebec (22 per cent)

•

Alberta (9 per cent), and

•

Nova Scotia (5 per cent).

Exports declined to Ontario by 6 per cent and British
Columbia by 13 per cent, but increased to Quebec by 5 per
cent, Alberta by 1 per cent and Nova Scotia by 1 per cent.
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Data from the Canadian Vintners Association shows that
Quebec is the biggest provincial wine market in Canada
ahead of Ontario. As a French-speaking province, it is not
surprising that French wine is the number one country of
origin with a 22 per cent volume share, ahead of Italian wine
(18 per cent), Canadian wines (13 per cent) and USA wines
(11 per cent). Australian wine is ranked fifth with a 10 per cent
share. The volume of Australian wine sales in Quebec in the
12 months ended April 2017 grew 7 per cent, outperforming
the overall market growth rate of 1 per cent and taking share
from French and USA wines, which declined by 2 per cent
and 5 per cent respectively.
Europe
Exports to Europe increased at the higher price points but
declined overall. Value fell by 1 per cent to $568 million and
volume by 4 per cent to 338 million litres. Exports to Europe at
$10 per litre or more grew 7 per cent to $49 million.

The five biggest European countries for Australian exports are
the United Kingdom (UK), Germany, the Netherlands,
Denmark and Sweden – together they account for 83 per cent
of the value of exports to Europe.
United Kingdom
The UK remains the number one destination for Australian
exports by volume; more Australian wine is shipped to the UK
than to any other market.
Overall, the total value of exports to the UK declined by 7 per
cent to $341 million while volume also decreased by 10 per
cent to 220 million litres.

However, there was very strong growth in exports at the highend of price points, although it was more than offset by a
decline at the low-end.
Exports at $7.50–9.99 per litre increased by 19 per cent in
value to $14 million and at $10 per litre or more by 13 per cent
to $28 million.
At the other end of the price spectrum, exports below
$2.50 per litre declined by 7 per cent to $183 million and at
$2.50–4.99 per litre by 19 per cent to $89 million.
The decline at the lower-end reflects the appreciation of the
Australian dollar (AUD) against the pound sterling (GBP)
since the Brexit announcement on 23 June 2016. The
AUD/GBP immediately prior to the Brexit announcement was
0.51 – the day after the exchange rate increased to 0.55 and
then peaked at 0.63 in early November, before closing at
0.58 at the end of the year. It has since climbed back up to
0.60 as of June 2017. Other currencies such as the US Dollar
(USD), Chilean Peso and Euro have also appreciated against
the pound, so the impact of the Brexit is not limited to
Australian wine.
The appreciation of the AUD against the GBP has meant that
Australian wine has become more expensive to import into the
UK (23 per cent more expensive at the peak exchange rate in
November). The commercial end of the market is the most
price-sensitive. In-market sources suggest that the major
retailers were reluctant to accept price increases from any of
the countries whose currency has been affected, including
Australia. This has partly been due to a reluctance to change
pricing in the key trading period leading up to Christmas.

Commentary (continued)
As the major retailers have generally not accepted price
increases, Australian exporters have had to choose whether
to absorb the resulting margin reduction, reduce volumes to
the UK or a combination of both. The export figures suggest
some exporters have reduced volumes. This is most
pronounced at below $5 per litre. Figure 4 compares the
AUD:GBP and the volume of exports to the UK at below
$5 per litre, pre- and post-Brexit announcement.
Figure 4 illustrates that the while the volume of exports at
below $5 per litre was declining pre-Brexit, the decline
hastened as the exchange rate appreciated. In the year after
the Brexit announcement (2016–17), volume of Australian
wine exports declined by 23 million litres compared to a
9 million litre decline in the year prior (2015–16).
Figure 4: AUD:GBP v Australian exports to the UK at below $5 per litre

Brexit has been a disruption and market uncertainty remains.
Brexit negotiations have begun and the Wine and Spirits
Trade Association (WSTA) continues to work closely with the
appropriate government departments to ensure a smooth
continuation of trade on both sides of the Channel and
worldwide.
Miles Beale, Chief Executive of the WSTA, hosted a panel
discussion at the recent Vinexpo fair in Bordeaux and said:
‘With Brexit talks now underway the WSTA is engaging directly
with European partners on how we keep trading relationships
and flows with the rest of the EU intact. As an industry, we are all
in this together. Any disruption of trade is bad for businesses on
both sides of the Channel. It is the joint ambition of the UK and
European wine and spirit industry to secure free trade flows and
we have agreed to make this clear demand to all our politicians.
It’s not about geography or politics. A successful Brexit is
essential for the livelihoods of everyone in our industry.’

Australia remains the market leader in the UK. Laura Jewell,
Wine Australia’s Head of Market, EMEA, highlights Australian
wine’s recent performance in wine competitions.
‘Australia fared well at the recent International Wine
Challenge, cementing its position as a world-class wine
producer, picking up 122 Gold medals, 395 Silver medals and
358 Bronze medals. Following two weeks of blind tasting by
an international panel of experts in London last month,
Australia finished second in the medal count, beaten only by
one of the world’s biggest wine producers, France.’
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Wine companies still see the UK as a leader in innovation,
with one recently quoting:
‘The UK market is very interesting, it’s one of those markets
where things happen first and happen fast, and it is very open for
new products.’

AUGUST 2017

Wine Australia recently hosted educational master classes
and tastings in Amsterdam and Antwerp, with an enthusiastic
reception welcoming Australia back after a near 10 year
absence of in-market activities.
Elsewhere there are encouraging growth figures in:

Elliot Awin, Partner, Awin Barratt Siegel Wine Agencies is
seeing renewed interest in a diverse range of Australian wines
in the independent retail channel.

•

Germany – up 8 per cent to $49 million

•

Denmark – up 1 per cent to $23 million

‘Our focus is supporting the independent trade, where we see a
real resurgence in interest for Australia across the pricing
spectrum. Independent merchants are rotating ranges regularly
with an eye to the new, modern Australia, preferring wines with a
real story or point of difference; many will preference purchasing
from winemakers with whom they’ve met. Whether it be small
batch single vineyard wines, traditional method sparkling wines
or “alternative varietals” from small producers, there is a growing
thirst for these products. Winemakers pushing the boundaries
away from tradition have also seen success.’

•

Ireland – up 25 per cent to $16 million

•

Finland – up 7 per cent to $16 million

•

Norway – up 24 per cent to $7 million

Other European destinations
There are encouraging signs of positive growth across a
number of markets in Europe, particularly in the Netherlands
and Belgium. Similar to the UK, they are dominated by offtrade sales through the supermarkets. With the value of
exports to the Netherlands increasing by 29 per cent to
$38 million and to Belgium by 15 per cent to $15 million, these
are two markets worth revisiting. In both markets, the growth
is overwhelmingly in bottled imports.

Commentary (continued)
Middle East
United Arab Emirates
The United Arab Emirates (UAE) is the major destination of
Australian wine exports in the Middle East. In 2016–17,
exports increased by 21 per cent to a record $20 million. This
makes the UAE Australia’s 14th biggest export destination.
Two-thirds of the exports were red wine and exports in this
category grew 34 per cent.
The UAE is a member of the Gulf Cooperation Council (GCC),
which includes Bahrain, Kuwait, Oman, Qatar and Saudi
Arabia. In 2003, the GCC implemented a Customs Union to
reduce the trade barriers and remove the import tariff between
GCC member states and to provide a common external import
tariff for goods imported from non-GCC countries.
Alcohol is one of the few products not covered by this
common tariff rate as it is a sensitive item and prohibited in
some GCC member states.
Australia and the UAE have a good trading relationship.
Bilateral negotiations towards a Free Trade Agreement (FTA)
between the two countries were initiated, but have since been
incorporated into the GCC-wide FTA. The UAE is an
important trading partner for Australia. Australia’s profile in the
UAE is high with more than 70 Australian companies
established in the country and strong education links.
Australian wine is prominent in the market.

The UAE is aware of and takes into account the differences
between the UAE and the West. Most Emiratis are of the
Islamic faith and consequently, the consumption of alcohol is
not permitted. However, alcohol is usually consumed by
expatriates and tourists, but is strictly controlled. Up to
80 per cent of the population are non-nationals.
According to Euromonitor International, wine sales increased
by 6 per cent in the UAE in 2015, driven by buoyant demand
in on-trade outlets and the higher number of consumers who
are willing to experiment with new styles and varieties. With
exports at record levels, Australian wines are experiencing
great success in the UAE, with a broad range of Australian
wine available through both the on- and off-trade channels.
Shiraz is the leading red wine in the market with a volume
share of 21 per cent closely followed by Cabernet Sauvignon.
Sauvignon Blanc (18 per cent), Chardonnay (16 per cent) and
Pinot Grigio/Gris (13 per cent) are the leading whites.

Exports of Australian Shiraz increased by 36 per cent to
$5 million and Cabernet Sauvignon by 57 per cent to $1.6
million while exports of Chardonnay increased by 8 per cent to
$2.3 million.
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