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Open and Current Status Tony Battaglene, Chief Executive - Australian Grape and | 3:30pm
FEXARLAHBENA Wine T4 3:30
Tony Battaglene - BXF I BESEE BN BENTE
Market Diversification Damien Griffante, Manager Policy and Market Access - 3:45pm
Priorities Australian Grape and Wine T4 3:45
Lz EZn sy Damien Griffante - BRXF I BESHAEEDSHREMIAEAR
IEE
Australian Wine Technical Dr Eric Wilkes Group Manager — Commercial Services - | 4:00pm
Capabilities The Australian Wine Research Institute T4 4:00
BAR T HEB AR Eric Wilkes 18+ — B AR HE B FPAE W ARSS B ER 218
Australia China Agricultural Steve Guy, Technical Advisor - Australian Grape and 4:15pm
Cooperation Agreement Wine T4 4:15
B RS IEHY Steve Guy - RAH T HESHE BN A
Wine Australia — General Rachel Triggs, General Manager — Corporate Affairs and | 4:30pm
Update Regulation — Wine Australia T4 4:30
BRI EHEBEIEE - —fREH | Rachel Triggs - BRF N HEBEEF/EWESENEDEIE
Questions? Tony Battaglene Moderator 4:45pm
BERHUT F# A Tony Battaglene T4 4 : 45

Close - Networking drinks and canapés 5:00pm — 6:00pm

MR - #BER T 5:00 - T4 6:00
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China’s Ministry of Commerce made its final determinations on the
Countervailing Duties and Anti-Dumping Investigations on 26 March 2021.
FER AT 2021 4F 3 H 26 HX SBUEH A S oM A 4R iR 3

Countervailing duties of 6.3—6.4% (varying by company)
SANWERLFL N 6. 3-6. 4% (KA & T &)
Anti-Dumping duties of 116.2 - 218.4% (varying by company)
R RIFLZE N 116, 2-218. 4% (KA &1 58 )
The duties are apply for five years from 28 March 2021.
MERLA RN TLAE, M 2021 4E 3 H 28 HITUASLHE.

This effectively closes the market for most Australian produced bottled wine
in container less than 2Litres

YIS il e e D | A=/ A - 4 S O e K R A s R ES N 7
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There are a number of options for appeal of this decision including:

B IX —#E 1 T H JRin et
Bilateral consultations XU %
Domestic administrative review in China 7£ N AT TR WX
Domestic (judicial) court action in China ZE/ [E [E P k2 (7)) IR
Dispute action under ChAFTA ##lE (HMEHA S hE) K SFn
WTO committee processes KEUH 51 2H 3% i 2= LiFFE T
‘Changed circumstances’ review under Chinese AD/CVD processes (or Interim
Reviews) R4 H E s idH / S AMGRAR G “RALRIE” B9 (IR
WTO dispute action [r]tH 5 2 22 i 4 1A

Most are considered unviable in achieving any meaningful outcome to resolve duties. I

IR K 2 B % TR AL MR AE A 1m) B IS 3 SO R o
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Other than options for appealing the decision business are looking at different
opportunities to diversify.

B T XX — R RN, e TR SO S R 2
This can mean diversification of production or product eg:
HrpaFEA4 = 2 et 5l ah 2 ok, 614n:

Bulk wine ##i2%  4 /

Non-alcoholic grape juice ANl 1% 2 1T OBk

Sparkling wine 2 i ] 4] 1

Other beverages or wine based products HAh/JCRl ek 25 A7 4R 7=

Diversifying route to market i.e. sending exporting to another country, altering the product
and re-exporting to China in order to avoid the tariff

ST S 2 ooth, BISeHE it D2 A E 20, o= Ve 5 F D 2 [, RLE f o
i

Businesses need to be aware of the ongoing sovereign risks associated with these options
while relations remain tense.

FEM E SR R KIH SR Tk Z P, Aol /5 2 R B I SRR A DR AP 2 E RN
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As these options present a number of risks the key area of priority for the Australian wine sector
is market diversification. H T X L8R A7 AE T 2 XS, WRORCOR 48 260 W4T MV N B 26K B G %
GRS B E v A

Market diversification is not easy and takes time.

LT 2 oA IR AN RE— Bt s, 7 75 2248 PN [A] 25 46

Luckily Australian wine exports are already quite well diversified.

FEiaise, BN EZWER T O HE et T 2ot

Australian wine is already exported to over 100 markets

WO & H T C&E 8 100 2N g4h i

Our geographic closeness, strong trade relations and existing footprint mean we are will
positions for diversification into Asia

IR B AR . 9 KR 5 58 SR AELA 1T R 20 R BedT] 2 B 4% S i
[FRZE I AiE-SEs

Key will be growing those markets or our market share

SBRAE T X 48 T g AT T T 374

We will hear more about market diversification priorities from our next presenter. KA TH T —1{iL

BHARRXRASZESX THHSTIENEETITHIAR,
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Efforts to retain some market recognition.

55N, ARG EINA — 2R R 44 R .

Brand protection becomes important. i BRIk FE .,
Keeping Australian wine in the mind of consumers.
TR LTI UG 2 72T B 0 T A — i 2

Building industry and government positive relations.
TN S BUF AR R

Maintaining business partnerships and supply chains.
AP TRDIAK AR O RANPE N B

We encourage those of you who remain in the industry to continue to work with
Australian Grape and Wine to achieve these priorities.
BATTE A L AT 78 U8 S aX A7 M I 4k 52 5 1R 0 78] 4 5 81 AT P 2= A VB I N - SR IR B e 3 T

We will be back in the market and need to prepare for when that day comes
AEA— HEATG E B E Y, (AR BT3ATT R E s 7 2 #E#%, i IR dR
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Will China
fly high
again?

FETWHSE
DU ?

Australia’s National Association of Grape and Wine Producers
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Australia’s National Association of Grape and Wine Producers
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Thank you ##i AFK
000
AUSTRALIAN ..
N @
Grape &Wine

#ibk NFF House
14-16 Brisbane Avenue

A P& 5H Barton ACT 2600

FHL +61413 014 807
BiE +612 6239 8300

HTHRAE tony@agw.org.au
Mak www.agw.org.au

Tony Battaglene
BREHTE

IR T, AR5 TATMk

Supported by the Australian Governments Australia-China Agricultural Cooperation
Agreement Program.

HIBR R B R AR SR T H SR 3855 1



Market Diversification Priorities
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Damien Griffante, Australian Grape and Wine

Damien Griffante, Y KR W E & 5& & HEHh<
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Australian Wine Market Diversification Priorities

R Y08 4 Y T 37 % Te AL SE B R

1. Market diversification strategy Growth in consumptinsnce 208
3% 2 JoA

2. Supports and resourcing
SCRFFI LR

3. Key market priorities

RIS FH I

".“.n
“ rg

Variation since 2014
() Decrease [ ] Stable [l Increase

Source: OIV - 2019 Statistical Report on World viniculture
KR ErEESEEEAL (OIV) - 2019 FLBKE ZH 15
BB IR E

2

Australia’s National Association of Grape and Wine Producers
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The Australian Grape and Wine sectors Vision 2050 target of

Australian wine:

Australian wine exports valued at $10 billion by 2050. fé‘éééi?e%“&obauy

PRI P %5 4 5 48 2 AT ML A 2050 S JE S H A A2 KA IV 4 4
I HY R 2050 FERTIAE] 100 2T,

Impacts of 2020 do not change this vision.

PIR2020 FAHFrgm, (HRIX— 5 B AR REEAE.

Diversifying and expanding exports is hard work and will take time.

W2 ey K 2 —IOR E W TAE, f5E— e WEE .

Consider short medium, and long term priorities.

AT EH ISR TP IS L e I

Spread our effort broadly to markets where we can grow demand or our market share.

X EATA LAY KT R S A iy, AN 2 155 Jiidz

Structure our approach so we not flooding markets.

PATREHLTANIN 7%, @A TR e 3 Bz il
Australian Grape and Wine is working on an industry framework for diversification of markets achieving the
industry Vison 2050. 8 RV 4 4] 5/ & il 2= IEES e — T 9 2 oA T IHEZR,  DLszsiqT Ik 32050
RS HR.
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Number of Supports and resourcing that have been announced:
AR RSN ASEAE/EE
Australian Federal Government Agribusiness Expansion Initiate (ABEI) $72.7 Million
R RS BUR AR ML £7A Ak sk vhRil- 7270 5o
Expansion of Austrade staff and services — $42.9 Million
WRAN A 522 e TAE N L5 IR 781tk — 4290 73900
Department of Agriculture $29.8Million
b — 2980 TG
Industry levy to Wine Australia 8K H) V% % 108 5 2 5 AT I AEAL
State Government supports. JMEUR SZEF,

Australian Grape and Wine to provide an overarching strategy for investment and
future priorities.

TR V. 7] ] 5 4 2 ¥ P2 9 DN B BRI RAE S S TR 1L U5 AR s
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Activities 153

Resourcing is being split across 3 key categories of activity:
PHUREEMRIE LT 3 A>T EESSRAFAT )

1. Business supports M55 3 %

7. Marketing and promotion T3 84 5]

3. Trade and market access ¥ 5 51z #EN

Australian Grape and Wine will utilise its resourcing in this to focus on supporting
marketing and promotion and driving trade and market access activities.

TR V. 48] 5 5 o] ¥ P 2R R P AR i U B, B R SR T I e i S e, sl
Sy M 3 HE N 31 o

5

Australia’s National Association of Grape and Wine Producers
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Differing state, regional and business priorities across markets, however priority
markets can be categorised as follows:

ANEITSZ B X AL SO Se =T E], (HE i ml Rl 9 LUK TR
Tier 1 Well established - United States of America, Canada, United Kingdom.
1 Fephaiily - RE. InER. R,

Tier 2 Established - Singapore, Hong Kong, Japan, New Zealand
2 AHXTREATTY - BNy, wE. HA. B =

Tier 3 Emerging - South Korea, Vietnam, Malaysia, Philippines, Thailand,
Indonesia, India, Other Europe.

3 gy - B R, SR, FEEE. RE. HEREIL. B,
A 2K o
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USA £[H
Investment in marketing and promotion. T35 5 %55 .
Support for new market entry #r iz #E A
Canada &k
Potential for growth & value sustainability 3K R E B AT =L 1418 7
complex provincial laws and regulations & 2% 44 25 130
UK % H
Largest volume market. f5& & & KT,
Strong trading and political relations with current Free trade agreement

under negotiation. 7£ H B IEFE R AN H R Z e ke T, k8R4 K
R FBUA R R
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Tier 2 - Established markets that present potential for either growth or
shifting market share.

2 %~ HATIGKE 8y i AL shiks 1R i3 .

Approach to each will vary but all have:

BN TN REAN R 7325, B IR LT3 3547 AE DL M S 0L
Limited technical barriers to trade
A BRSOV 5y BE 22
Strong trading relations and agreements in place with Australia
HWRAW N T 9 I 5ok RIFEE T HKUME
Consumer understanding/demand for Australian wine.

TH B 8 X ORA E # 2 Y54 FIT I AR A7 AE 7 oK
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Teir 3 - Emerging markets where Australian Wine may not have much of an existing
footprint and or there is potential opportunity for growth.

3 ¢ — WP %) 1 1) = U A7 AR BB R B T B A KL 2 B % T .

South Korea and ASEAN markets & E R & B
All will have different approaches
FATTRE X B A 7 8B R BUAS [ ) 7 vk
Opportunities for growth at high value.
A S R I =
A number of technical barriers to trade.
L THAMR 2,
Geographical closeness present a competitive advantage.

RHE AL B R IE N R ss P H
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A long term prospect KA E T 1
150% import duty plus state based duty's and taxation. 150% IR0 PAFS A LA ) 5¢
i S HABAERA -
Complex distribution and regulatory environment. & 2% 1) 785 1 5 & 340 55 o
Previous FTA negotiations have stalled. I HTHY H B % & ¥ € W AN i A HT

However RE 1tk
It has by far the greatest opportunity for large growth.
EIE & H AN IR SR KIR S AL = T .
Australia is already the largest importer of wine to India.
WROR AN, L 22 72 B A K ) e ) 09 H 1L
Political and trading relations with Australia are at an all time high.
EBRE I BUR A 5ok R4 T 52 DR B Btk
Australian Grape and Wine has a long terms strategy for India.

R V. 98] e -5 4] e Y 2 o B TIT 3 404 I YD Bl AR
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Russia & Poland 1% #rfljk =
Technically challenging markets with strong competition
35 P H B A SRR E R T
Significant potential for high value growth.

HAT B35 1= R KT 7

Nordic countries (Denmark, Norway, Sweden, Finland and Iceland) JbLBREFR (F}F£
s BB ER. ZF=AUKE)

Australian wine already has a strong foothold in these markets
BRI A W AR XTI NFT T 1 IR SE ) Al
Potential to grow its market share

HA TS a5 7

Marketing Australian wines sustainably credentials.

S LIRSSk I Uy N 81 B A R b7 S L e
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Botanic Road

PARTRHE SHEE Adelaide SA 5000

Damien Griffante FHL +61 423 094 943

B S T A\ 5 B +61 8 8133 4300
T damien@agw.org.au

MHE www.agw.org.au

EWE T, R Tk

Supported by the Australian Government’s Australia-China Agricultural Cooperation
Agreement Program

HRR MU (RS R T H SR 3L HF 12

Australia’s National Association of Grape and Wine Producers
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Australian Wine Technical Capabillities
Authenticity, provenance and safety

Dr Eric Wilkes
Group Manager Commercial Services




The Australian Wine
Research Institute

Australian Wine, quality underpinned by science

Australia has some of the most advanced wine science capabilities in the world.

While Australian wine is defined by stylistic and quality drivers, the technical capabilities of the industry and its supporting
bodies along with a rigorous regulatory framework ensure every bottle is safe and of the highest quality.




The Australian Wine
Research Institute

Wine is an inherently safe product

When wine is made using normal procedures from grapes it is inherently
safe;

* No known human pathogens can grow in the alcohol/acid/phenolic
conditions of wine.

* The levels of byproduct fermentation substances such as methanol
are below those found in other beverages such as orange juice.

« Grapes and wines do not contain significant levels of heavy metals or
other toxic substances.

* Production practices do not add significant levels of any substance
that is harmful to human health (including ethanol when consumed in
moderation).

In short, when consumed responsibly, wine does not pose any risk to
human health and is considerably healthier than many other sugar rich
beverages.

The majority of reports of incidents around toxicity of wine occur in
markets where fake products have been labelled as wine.




The Australian Wine
Research Institute

Wine authenticity

Not a new problem!

Global food fraud
costs $US49 bhillion
annually!*

*McGrath, T., etal (2018). Trends in Food Science & Technology 76(Meat Science 121 2016), 38-55.



) ) The Australian Wine
Is wine different to other foods? Receareh [FEtitiTs

In some ways It Is.

Massive transformation from raw material to final
product

Year to year variation expected
Emphasis on differences between small
geographically “distinct” regions.

A batch process




) : The Australian Wine
What is wine fraud? Research Institute

Misrepresentation

Is it really a Central

Otago Pinot?

Counterfeiting

Refill




Labelling / in market solutions

The Australian Wine
Research Institute

“It is not about making the
product impossible to
counterfeit, it is about

making the barrier to do so

high enough so another
product is chosen”

Propriety labelling and bottles

Serialization of bottles codes
Easily read with consumer device

QR codes already in use
Linked to big data and trend
analysis

To be really successful
*Need to be producer/app
agnostic

*Unigue NFC codes (closure
and label)

Linked to payment system?
*Once used / quarantined



Counterfeiting and Refill The Australian Wine

Research Institute

Direct forgeries easy to ID in laboratory
= Comparing analytical parameters such organic acids, trace metals, MIR spectra etc.
= |n the lab!

R? =0.9964

Wine 2

-

a 0.5 1 1.5 2 2.5
Wine 1




: i The Australian Wine
MOVlng It to the market Research Institute

Secure data
available on line

Scan at time of ﬁ ﬁ Tested in market by non-
packaging tech staff

M_
) —————
- eeee———
U ——

0""36000"291

2




: . The Australian Wine
Can we determine the provenance of an unknown wine? R areh [ARETIEE

From The Times _ . e - e ez
Two are sentenced to death over toxicmilk —« = . < @

scandal

Chinese court rules that two men are to be executed after at least six babies died
and 300,000 fell ill after drinking tainted milk powder




) . ) The Australian Wine
Scientific solutions e

There is a machine that goes “bing” for that!

Elements Found in Wine

. Tannin,
Acid , 0.6% 0.2%. “,Sugar, 0.1%

Glycerol, 0.8% . ™ ‘1 v ~Metals, 0.1%

Y Ir Nb
La Hf Ta w Re Os Ir Pt Au Hg Tl Pb Bi Po At Rn
Fr Ra i R s 5g Mh Hs Rt D Re Cn Kh FI Re L Ts Og

Components ™| pa | U | No | Pu|am | om | Bk | o | & | Bm | ma| ne | e




: The Australian Wine
Provenence going forward Research Institute

Multi-parameter approach

Using metal, carbon and oxygen isotope ratios linked to
« Atmosphere

Water

» Geology

Has the potential to identify not just the continent, but the
individual region.

94-019PIS

Warning!
95% confidence
1in 20 wrong?

< >




i . ) The Australian Wine
Varietal dentification Recaarelt [FRfTiEe

DNA?

« Definitely a lab and not in market activity

« The winemaking process and maturation destroys many of the obvious markers.

« Some success in using protein profiles and other chemical markers

* Nuclear Resonance Spectroscopy (NMR) has been used in some markets with success.
- Efforts to reliably extract DNA markers from wine continue.

Complications?

* Wines can be blended from multiple varieties, and not all labelled.

« In much of the world there is not any restriction on which varieties can be grown where.
* Wines sweetened with concentrate from other varietals.



The Australian Wine
Than kyou @ Research Institute

* Dr Martin Day

 CSIRO Land and Water W-

« Staff of the AWRI ine

« The Australian Wine Industry Au stra I iﬂ
for
Australian

Wine

This work is supported by Australia’s grapegrowers and winemakers through their
investment body Wine Australia, with matching funds from the Australian
Government. The AWRI is a member of the Wine Innovation Cluster in Adelaide.



Australia
China
Agricultural

Cooperation
Agreement
RO A
TERR Y

Steve Guy

Australian Grape and Wine

Y NiIR

/ F

A —Ffa

HEARSE KRN




as a food

HE R EY




The aim of the project was to resolve some technical issues facing exporters of
Australian wine to China

1ZW B 09 B A2 R A B &R B O B e [ P E s m B EIE A — 2R R

AGW'’s o

p rOJ e Ct The main problem was that some winemaking materials and practices permitted under

Australian law are not permitted in wine sold in China

T EOBERAFLER AV — LR R IIFAMEAR AT EHERENES
( 7019 ) 8
N ST —
ij’kl-l j; %IJ | [ I This is not due to health or safety reasons but to the existence of different regulatory

%] 55 ] 4] I

XARHETFRERRIZENER, MERTARNEESE,
=+, P
=T H
In Australia authorised materials can be found in the Australia New Zealand Food
( 2 O 1 9 ) Standards Code. In China they are in National Standard GB 2760 (the latest 2014 edition
was implemented 2015)

HRRFE, RFERRNIAF TR CRRFEHFA=R] MIEER) FHE,



Chinese and Australian Systems are different

F AR O . ) M

R R R 7

China

hE
e:

oA ARG 3 A [ 56

AnREERGE
RERm AR

Australia

RO WP

THE FOOD STANDARDS CODE




RiBAE metatartaric acid

CNS &5 01.105 INS & 353
THE TR Y

HMrES £ dh 4 R SFNIE #iE
04.01.02.04 A R il 3k e 2 1 1 S

Entry for a typical

additive ‘ %i%‘gg;;r““
AN INI2% H




L+ -BEREE.d-BAEE L ( + )-tartaric acid.dl-tartaric acid

CNS 2 01.111,01.313 INS 2 334,
IhaE e Ry R
BHamadEs HEMmaE b A (g k) &HiE
e 05 02 04 I A6 CCn R R e R R 00 P
||..-'|'§I...-'|_..- e & r 1
BoE AL B
06.03.02.05 £ 1 i 10.0 Ll A R i
12.10.01 [ {4 & -5 1 10,0 HEiFay. ey
LLi G AR . 5 o0Os 4
14.02.03 B O3 STl 5.0
’ i B B 0 T
EL G A . ] RO 4
14,03.02 ¥ & O .0
1 L 5 B 21 o f H
LLi G AR, 8 o8 4
14.03.03 HS5EATE .0
e S 15 0090 o )
EL G A, S RO 4
14,04 g g .0
. B A5 2 1 {3
L A, B RO
14.05 5w ME R O35 TIORE .0
S S
L A A, ] RO 4
14,07 58k 2 Tl .0
L 5 A M8 o o R
L A A, ] RO 4
14,08 JAL e i .0
’ 1 2090 o )
15.03.01 wam  Grape Win' &l 1.0 g/L L85 5 A




ltems permitted in
Australia but not in China

FOVFAE A AT F{E A fB
VRAE A [ 5 H B )

e 11 a]dditives
11 B fmiixind

* 19 processing aids
19 #00 TBAH 5

(although 6 of these additives can
be used as processing aids)

A Forp 6 Mg s il 48
SR BAFD
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2 W0

‘EI"F; “‘A‘g -+
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~
=)

0
c

5
EF

Take Care Reading GB 2760
a4 %] B2 GB 2760

Table A.2 Table A.3
i A.2 i A.3

ood additives” “« . ”

E oz Exceptions
RIS =0

ﬁgenan

e

)Z/methyl cellulose  15.03.01 Gra gwine

,fj‘&% 15.03.01 #EH&EHH

;ECI

acid ; )
>  https://www.wineaustralia.com/sel

g acid ling/by-market/export-market-
i guide-china



Allergen labelling
PRI R

* Milk, egg and plant proteins are not permitted
by GB 2760
GB 2760

o FRVEAIMFT. BEMEYES

* As these products are foods in themselves
they are, however, permitted to be used in
wine in China & &

SR, M IXEe gk i, el
78 A S0 VE T A

* This will be particularly important when
alletégen IabJeIIir;Jg is ma%e mJ%r;Fda/tgrij/ in China.
2o [ g 1 EOR TR MG I BUR AR SR, 1K —
MR TF UV E




Downy
Mildew

10



Control of Downy Mildew

* Phosphorous acid is effective at both
preventing and curing downy mildew

VIR 8 0 A R AL T 4R B0

* It travels through the grapevine and is safe for
both the user and the environment
B I ] R USONAE T, O F P A B S
TN

* China has a temporary limit for Fosetyl-Al,
(Eelguivalent t;l% n;g/kg OILP?Losph;rus acid.rh

%) = R L T I PR AR, X M

AR R Rk 7 5 .

* Most markets have higher limit.
K2 BN I e 5w [ PR b

* We have developed guidance as to how to
apply for a change to Chinese law.

AT RE 1 An ] B R AR SEAR 5 rp AR FE




The winemaking materials milk, egg and plant proteins are not approved for wine
in GB 2760 but can be used since they are foods in themselves.

. OB, BEMBYEAE GB 2760 HABHARTHEES, B
Questions MTEMNASHERS, EL2TERN.

We have a guidance document that can be used if we want to apply for GB 2760

dnNSwere d to be amended to allow for items not currently permitted 1R E R 151E1] GB
: 2760 DUARAN B BIARIF o] (ORI, BANREBRMEIE S ENSHE
through this

p rOJ e Ct The use of the vineyard chemical, phosphorus acid, was clarified and we have a

\ \ roadmap for how to pursue an increase in the limit and to make it permanent
ORI H

&, JRTHESNETRFRSREREFEEEEIRE

When determining the category of wine, Chinese authorities measure all the
residual sugar in the wine, not only glucose and fructose.

ERTEEBHXINN, PEEXDIINEFTEBEDRENKEES, AR
N EBEEEMREE,

12
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Wine Australia - overview

RAAEHEHEEERR - Bk

We are an Australian Government statutory authority governed by the Wine
Australia Act 2013.

A% (2013 R #1270 B BE S ) (Wine Australia Act 2013) &4
HBCR AL BUR T IR i E L o

Our role under the Act is to:

R ZER, RINPRTEHE:

» coordinate or fund grape and wine research and development (R&D), and
facilitate the dissemination, adoption and commercialisation of the results
(extension)
%E%ﬁ%%%ﬂ%%@ﬁﬁ,%ﬁﬁﬁﬁ&%%ﬁ%\%ﬁﬁﬁﬂ%<

+ control the export of wine from Australia, and

EARBOCM R N S, DK

* increase the demand for Australian wine, both in Australia and overseas,
through targeted promotion and marketing activities.

A B R R NVE RIS SN, SR R S e 1 Y Y AR R

We also enhance commercial opportunities through regulation, market access
and market insights.
BACEE W WA ISR AL 2 .

Wine Australia

B R EE R



Wine regulation —why iIs it Iimportant?

HENRE - HEEMEERFE?

Regulates the Australian wine industry to ensure:

BRI BT, DARLR:

* Merchantability, quality and safety of Australian wine
PR M) Y. 7] 26 T R A I it o T 22 4

* Truthfulness of wine labels
1 ) W R 25 L SE TG R

* Demonstration of compliance with importing country
requirements

HH PR 2 1 3t 1 T 25K

This is an important function to support the ongoing
growth, integrity and sustainability of Australian wine |
exports. i B B ) s 25 L

X SCHIRPBUCH R & 1 DSBS 2B P R , |

S T — BRI 1 el vl 1! |

Wine Australia

PO RN E R



REPOATS [i] COLLECTIONS (7] MY RECORDS ADVANCED SEARCH ACDOUNT MANAGEMENT LOGGED IN AS: WALAS DEMO 100G O

Wine Australia B

?eg u I at O ry F r am eWO r k ‘““:'I:‘t“:u""r:h:'“‘“' Licensing and Approval System

[ & ame -CEHCEmC"lCCemEl'I
N ETNELE 8] voren nergme

Welcome back WALAS Demo

Export controls

B

APPLY FOR SHIPPING T e APBLY FOR A SHIPRING GENERATE AN IMPORT
% oono #& EDIT SHEMENT DETAILS #2 Crvpmon % CERTIFICATE

——

- Licensing

H EFRT
- Pod ct approval m
IZI

il B 41 fo recisterapropucT b/ EDITPRODUCT DETAILS Sp [T AN SSOCITED

- Shipping approval

iz wH

Blending rules 0= i @S REISSUE ALCENCE EE/ MANAGE ALICENCE MO Soameny oxewemon
TRAH

Controls on description and

presentation (Reglster of Geographical Indications and Other Terms) o
PR ERA M E R GhER RN E B B viewvoices [B wviewwec summary Bl couEcTons & TaNSEER

Controls on production and labelling — Food Standards Code

AR - (BUKFIEH 2 & fisEikL) (Australia New Zealand Food
Standards Code)

Label integrity program

RIS
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The Label Integrity Program
PR WAE TR

Purpose

=R:4)

The advancement of the truthfulness & reputation for truthfulness of
statements made on Australian Wine labels.

B2 PR KM ] ] ¥ B 8 7 B 1) B SEPE A 5 T

Fundamental Concepts

EABE

Label claims are not mandatory — however; if a label claim is made, then
an audit trail from finished product back to grape purchase must exist to
substantiate any claim.

pras WA SR PR B R, BN BEEAT T ARVE, 8 00 0 E A% A 4 Y
(e ) 228 7 2 SR ) ) B THIB R A AN AT 2D, DAIESEAT AR 75 B B RS

The Label Integrity Program does not prescribe how records are to be
kept, only the information that must be recorded. This gives wine
manufacturers complete flexibility in choosing a system that best suits
their needs.

FR2EWAE TR B R R A7 e3¢, RAE 7 B AUE R E R . X%
I Y 3 R S B R TR, AT AT DAARYE B & W R I R ROE & B RS
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Wine Label Intellectual Property Directory

B & AR HIRF B HE %

0 . - Wine
From 1 June 2021 exporters will be required to upload At Australi I
0 5 . o o o Australian Government Sstrallan Search System (ELISS
label images against their product applications in WALAS = Wine." e

as a precursor to obtaining shipping approval.

M 2021 6 H 1 HiEE, HHREAAERET 5 H G 2 ) =
KA 2905 Y V] 5 e L R S8 (WALAS) 1 EAE 77 0 T o e T y
PRSI, VE NSRS F v ) B HE 21 R0 % gl NS lsodlrectoru o AustrafidiiWine Iabefe so1dTh Glerseos MorLete. g

_Search the'directory to vorlfg'if a product was exported from Australia.

» This date is one-month earlier than the 1 July 2021 date
upon which ELISS will go-live to ensure the Label I
Directory is populated with labels prior to the public go-live x - |*
of ELISS. Only labels exported after 1 July 2021 will e et

appear on ELISS. — D . 2 8
i O FRZE E B R 24 (ELISS) KT — 4 HJa, B 2021 N - |
7 H1H %, UBRTE ELISS TE30 R4k SR S I

FEAMZEHFEF . R 2021 4 7 A 1 HZ 53 08P 5bR
ZA 2 HBE ELISS H,

Wine Australia
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Wine Australia BAFNTEEEEERE
Exportreport  HORSE

1Apr 2020 to 31 Mar 2021
20215F4B1H - 2021538 31H

V -4%

$2.77 billion 27.7 {285

Volume 724 million litres
Ao
2H0E 7.24 Z# v 1%
Average value  $3.82/litre 70
3013 3.82 @/# vV 3%
iy

V V.V VYV A V A
-32% 16% -4% -23% 28% -2% 43%

i

$172m $73m $182m $109m $339m $63m $81m
172 073 182 1.09 3.39 0.63 0.81

fZ8x {Z8x {28z Z8rx Z28rx ZEx ZEx

* China inc. HK and Macau $1.02b
HE (s 10.2 iz:&5t

xg== United Kingdom $461m
allns H[E L.61 {zBx

E— United States $432m
— E=H L.32{Z8x

I*I Canada $195m
MmEX 1.95 {ZEx

ﬁ New Zealand $104m
hee= 1.04 {Z: 8%

[ Singapore $86m
Fhinis 0.86 ZBT

I Germany $66m
®E 0.56 {z&w%

e Japan Slim
=ES 0.44 {Z3#5%

[€= Malaysia $40m
—_— 0.40 {Z:8T

mmm Netherlands $L0m
= 0.40 {Z:8T

of wine produced
is exported

0% AEERTHO

active exporters
2,426 ER L O

Wine Australia
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V-18%
A 33%
A 4%
A 9%
A 10%
V-17%
A 19%
V-13%
V 2%
V 4%

= United Kingdom
zalhss EE

= United States
== X%H

* Chind inc. HK and Macau

FE (miEssnEd
Canada

I+l s

B Germany
EeAES|

= New Zealand
=
mmm Denmark
5
mmmm Netherlands
- =
Japan
® ox
I B France
EE

29.3m
0.293 1z

15.0m
0.150 1z
9.6m
0.096 1z
6.0m
0.060 1z
4.0m
0.040 1z
3.4m
0.034 1z
2.1m
0.0214z
1.7m
0.017 1z
1.tm
0.014 1z

1.0m
0.010 1z

A 2%
V 1%
V-37%
A w%
A 22%
A 3%
A 5%
V %
V -19%

A 27%

glasses of Australian wine enjoyed

overseas each day

SXH1.800RFENEEBEBIHHRZR

different products exported

i i i HO24,66LFE B



Interactive Insights Dashboard

A2 H A 8% 777 1 T AR

. Current state:

. Expected go-live early May 2021 SRR S
BT 2021 4 5 147 124 SRS

. Builds on the work done in the last two years on the data warehouse to upgrade to more modern infrastructure © Export and National Vintage reports are static PDFs provided on the Wine
P EWEAEEE G L TAE, STETE N B SR 4 i Australia website, which take the Market Insights team a large amount of

. The project has two main objectives: time to produce ind check » .
5 A AT 2 A ) T 4 ] P 7 M 5 7R T T2 5 B P R A Frr e s
PDF 3T, JyRtii i g2 ) BIAE 1 K& I (e B4 Hil VE AL A

o provide all stakeholders with improved access to the data and insights in a more efficient and interactive

way o The National Vintage Survey processing is very manual and stored in a
DASE i RO 28 EL ) 77 ORI R 2 A O 3 i A SR RO A0 DAL ik ) B8 s A
legacy format
o improve the process and outputs of the National Vintage Survey. (A EPREE AW S ) EEE R A K EN LT T, LML S
Btk (4 AR A GRS ) (National Vintage Survey) FITRFEANSE H . KT

Exports by country, container and colour — volume (‘000 L)

Wrattonbully SA

T
e s
T . Variony Towivake heogs Changs Winery Shorsof  Towol  Esimomdtoval
ted Kegdom purchased purchase i @own  winery crushed  volus oll gropes.
Unted States of Americs volaper goroe  frit  grown
Chea, PR onno
Caraca
| Gemany . Fecen Reputic]
o o% K78
Dermant T foo% [ 2191
Mecrenancs At a glance summary 562,00 1.5 ‘ 59 6% L5 $6.500731
;me * The Australian winegrape crush for 2020  estimated 0 2 $25010  $1.125 1% % 3 $25010
oum 10 be 152 mibon tonnes o 86 0 372820 $1372 2% 653 71% 025 $1,260,108
. « The crush is 2 par cant below the 2019 horvest and 2 100% 20 22711
o3 gl i e S e S ilon oty 0 88207 1410 ™ ™ 6% £ 04038
0 * The averoge winegrope purchoss price increored by =
o © per cent 1o $60% per tomne. 2 100% 0 $26,85¢
ped - The toral estimated volue of the crush decreosed by [ %5 168 0T75% __ $150 % 168 6% 206 560,61
= “ 9 per cent rom $10 bilion in 2019 1o $17 billn. 0 2 2 i K000
° ™ 12 w1t the reduction n crah portly compensated for 3
n - by the Inorease in average vehe 2.221 208 I $ATIEI S5 1% 5161 60% 8517 $12.920776
24 :: + South Australio wos the kargest contributor with ¥ per cent
0 m ;"*“‘7‘;;'“'-‘]-“"""“"’“‘”"“""“‘ 635 n ST06720 56 %% 561 Wk 1271 $1.265120
o . fetaia (9 por cont] = =
ame 2 + The largest individuol region wos the South Australion : ) % 3 $2.000
sl 2208 v Fe ) 50 Riverdand. accounting for 20 per cent of the 456 80 $680,201 $1.260 % 1247 7% 1863 §2,351,58%
o] 27 200 R vintoge, followed by Murray Dorling- Swan Hill m Vic/ NSW. n ™ = 25,830
(25 per cont) and Riverina NSW (20 per cemt) = 1
l - Bed varieties overall were down by f por cont [ ® 5] 46,600
Export Report while white vacieties were down by 1 per cent 78 B/ e 50 a2
* i o the largetvariey wth o cruh of T % 276
. ruch - an increase in share of one percentage point B 1 oo 1 $16700
12 months to 30 September 2020 - wall 1210 0 76 SISTONI1 1066 0% 232 6%  aJ%% $4,176,55%
u s I a I a n 3556 888 W5 sz §1a0 % M8 6% 1232 s1.100.3%0

+ Of the tap 10 white varieties. Riealing and Chordonnay

o the only tmo that did not decine.

Wine
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Future state
’Ht‘ (AR . — =
* National Vintage Survey processing is brought into the T
data warehouse ® o @ son 3 Toe Moo

ReEB I GRS (4 EBREE WOk ) rEdRE AL 2
ik

« Dashboards using the new National Vintage Survey
dataset

s 4ol 2 R R e VAT IR AT o ) 5000 2 1) 2 A T AR e , S S S @

Date last refreshed:

« Dashboards for the quarterly export data

5%& E ]l:lj I:I i& j;E il‘fi;\: ,;_-_EIJ ﬁ *ﬁ . V‘I i;;;nggs i Average price per tonne : : : Total crush value “ Fercentage of total

3694 gea $106bn 100%

* The Market Insights team will be upskilled to maintain the | Tomes crshed and averae vale Tonnes purchased by pric bracet

solution | I

13751 %% 07 B\ RS S s B RESR AE 47 i il ok U7 5

« Data downloading and print to PDF will be available

AN E A EIFFTED PDF A% 201
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2021-22 Marketing Strategy
2021-22 EtHAKEE

* Focused Wine Australia marketing investment on key markets
of USA, Canada, UK and collaboration with Austrade in other
markets.

BRI A 2 B R B i e [ sk, RE S
MY, 5 KRR SR (Austrade) 2 & 1E - HARL T

« Growth in traditional markets and continued investment on
market presence in USA, Canada and UK to deliver strategic
plan priorities. Wine Australia will maintain a presence in
China.

EAR G SEIIGAC, JFARSR B InZ R E [ i b LA
Serm 2 77, AN 58 AR IS TH R D0 e 300, RO IV 76 %)
W B R 4k S T DT Rk 55 .

* Investment in priority markets is at lower levels than previous
years due to cessation of $50M Package and lower Wine
Export Charge.

5 5000 /370 % 09 H 1SR Tl 4 RORT 3R 26 908 HY 1 2%
FIRRAR, FATTX B ST B AR T4
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2021-22 Marketing Strategy
2021-22 EtHKE

Continued investment in key priorities:
Ak SEFL BT ) R LS I
o Australian Wine Connect ‘&
o Distributor and retailer promotions in the USA

56 [ 55 PN 1) 2 8 T N 22 8 T R A T )

o Australian Wine Discovered
PR F WA %76 (Australian Wine Discovered) # & i
s

o Market Entry Program (USA)
AR (EED

o Engagement in Canada with SAQ, LCBO etc
HnEAREAL AL 2 (SAQ). LRI HE R
(LCBO) SEHL T & 1F

o Social media
AT GEAA

o Sustainable Winegrowing Australia (SWA)
BRI ] RF L2 55 & A A P2 (Sustainable
Winegrowing Australia, SWA)

Australian Wine Connect

Bringing the global wine community together

Wine Australia
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Yyl
. 550m Package  What's happening  Marketinsights  Research  Growing & making Labelling News
Australia

Home f Esporting § Export Maorket Guide List

Export Market Guides

Export Market Guide - Brazil Version 16, at 31 Mar 2019 v
Export Market Guide - Cambodia Version Y, at 27 Feb 2019 v
Export Market Guide - Canada Version 18, at 16 Nov 2018 v
Export Market Guide - Chile Version 4, at 06 Jun 2019 v
Export Market Guide - China Version 27, at 23 Jan 2019 v
Export Market Guide - European Union (EU] Version 29, at 17 Apr 2019 v
Export Market Guide - Fiji Version 6, at 12 Dec 2018 v
Export Market Guide - Hong Kong Version 14, at 21 May 2019 v

Export Market Guide - India Version 16, at 17 Oct 2018



Stay informed
%ﬁ‘“ ll%‘%ﬁ

Newsletter subscriptions

Select toplce that Interest you to recelve newsletter and related emall alarts.

| am interested in

FEH#FEEE (H3) - China news [Mandarin)

China news [Englizh]

Marketing news, actlvities

Asla Pacifle news
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2, and & ) 0 2, OO ta
-
UK and Eurape news ROE&A News
Marketing news, activitlez and event alerta Rezearch and development project outcomes, best
practice guldonce and tools for all aspects of growing,
making and selling wine.
Market bulletin
| domestic nitlatives In
Growlng markets
lpdates on Important regulatory Informatien and markst & bFmanthly publicotion for Australlan w porters
o d | [ ~h T e e S - - ST — - —y — T -~
nccess for Australlan wine exporters. about upcoming Wine Australla market activities and
spportunitles. Thiz newsletter 1z for Australlan-bozed wine




