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Strategic Plan Introduction

The Geelong Winegrowers Association, or Wine Geelong, is a
non-profit industry association that was formed with the purpose
of furthering and strengthening the development of viticulture,
winemaking and tourism in Geelong and its sub-regions.

Some of the activities that Wine
Geelong undertakes on behalf of its
members include:

e Wine and tourism marketing
including four annual, major
public events

e Viticulture and wine making
technical support

e FEducation

e Advocacy to ensure that
Geelong is a priority region
for industry bodies and
Government

Our strategic plan lays out our
direction and priorities for the next
three years. The plan focusses on six
key strategic objectives which we
believe are essential to achieving our
vision for the region - “The Geelong
region to be recognised as one of
Australia’s premier wine regions and
destinations.”

The first page in this strategic plan
provides a high level summary. It
outlines our vision, purpose and values,
and lists the six strategic objectives
and desired outcomes. The subsequent
pages show how the plan fits in with
our overall strategic framework and
then the detailed tactics behind each of
the objectives.

This plan is the result of many months
of work during which we consulted
with key stakeholders and attempted
to give everyone in the wine sector the
opportunity to provide their input. We
hope that this plan provides a clear
direction and can bring the Geelong
wine community together with a
common purpose.

This plan will be a living document
which will inform all our decisions
and we will not be afraid to make
change if circumstances change. Our
aim is to create the greatest value for
our members and the Geelong wine
region.

We hope you enjoy reading this plan
and if you have any comments or
feedback please feel free to send them
to the office.

Bl Bk

Robin Brockett
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Vision Values

The Geelong region to be recognised Provide leadership and direction for the
as one of Australia’s premier wine continuing development of the Geelong region’s
regions and destinations. brand locally, nationally and internationally.

Support continuous improvement in the
capability of growers and makers, and the

|___) r region’s wine product through education and the
U p O S e sharing of relevant experience and expertise.
Foster collaboration across the wine

Geelong Wine's purpose is to support the industry and with key partners.

Geelong regions wine industry and the

members of Geelong Wine — Advocate for the needs of the region’s
it seeks to be a platform for members wine industry and represent the interests
to work together to achieve greater of Wine Geelong members to industry,
outcomes than they could individually. government and the regional community.

Strategic Objectives

1. Grow the regions wine 4. Digital capability
reputation Further develop our digital assets
Grow the regions domestic and international ~ for the promotion of the regions
reputation for producing fine wines by wines, viticulture _and quemaklng
developing and promoting a compelling excellence and wine tourism.

story to consumers, trade and media.

5. Industry leadership

2. Developing regional wine Be the Geelong wine industry representative
tourism voice to government, industry organisations

Grow the regions reputation as a and other key stakeholders.

leading wine tourism destination.
6. Sustainable association

3. Viticulture and winemaking Develop the Associations capacity
excellence to meet industry expectations
through strong governance, financial

Support ongoing improvement in the regions management and member inclusion.

viticulture and winemaking practices.

4 WINE GEELONG - 3 Year Strategic Plan 2019 - 2021
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3 YEAR STRATEGIC PLAN

Digital Strategy

1 YEAR

OPERATIONAL Market Strategy

PLAN

Industry
Development

The strategic framework shows the relationship between the individual plans
and how they support each other. Each level provides greater detail in setting
out what will be achieved and how it will be achieved.

WINE GEELONG - 3 Year Strategic Plan 2019 - 2021 5
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Strategic Objectives

1. Grow the regions wine reputation

Grow the regions domestic and international reputation for producing fine
wines by developing and promoting a compelling story to consumers, trade
and media.

2. Developing regional wine tourism

Grow the regions reputation as a leading wine tourism destination.

3. Viticulture and winemaking excellence

Support ongoing improvement in the regions viticulture and winemaking
practices.

4. Digital capability

Further develop our digital assets for the promotion of the regions wines,
viticulture and winemaking excellence and wine tourism.

5. Industry leadership

Be the Geelong wine industry representative voice to government, industry
organisations and other key stakeholders.

6. Sustainable association

Develop the Associations capacity to meet industry expectations through
strong governance, financial management and member inclusion.

WINE GEELONG - 3 Year Strategic Plan 2019 - 2021 7
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1. Grow the regions wine reputation

Grow the regions domestic and international reputation for producing fine wines
by developing and promoting a compelling story for consumers, trade and media.

Tactics

1.1 Bring our wines to life by developing a compelling story e A consistent and compelling
and message which highlight our wine credentials. story and message.

1.2 Convene the Trade Promotions Sub-Committee to drive e Use regional experts to
trade and media activity. develop and run the program.

13 Use regional experts to develop and run the program. e Own the Geelong wine

scene.

1.4 Organise a series of trade and media visits to the region, e New listings for Geelong

targeting the up and coming trade and media from our wineries

target markets. :
e Increased media exposure.

15 Develop a series of trade and consumer tasting events in e Grow the regions reputation.

selected Australian cities. . )
e Assist producers in

distribution opportunities.

1.6 Develop a plan for promoting significant wine activity in e Consistent and regular
the region including vintage updates, wine show results, messaging.
industry awards achieved, etc...

1.7 Work with Wine Australia to gain a greater share of trade, e Grow our regions reputation.

media an r visits. : .
CSIEEE I IR e Assist producers with export

opportunities.

1.8 Identify opportunities for Wine Australia and other e Ensure a consistent message.
agencies to promote our wine story and message.

8 WINE GEELONG - 3 Year Strategic Plan 2019 - 2021
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2. Developing regional wine tourism

Grow the regions reputation as a leading wine tourism destination.

Tactics Outcome

2.1 Develop a wine tourism brand proposition which; e Strong and consistent
integrates the three wine regions, leverages and supports messaging.

existing regional brand work, and is aligned with Tourism
Greater Geelong and The Bellarine (TGGB), Great Ocean
Road Regional Tourism (GORRT) and Visit Victoria
objectives. e Messaging to be used by all
agencies.

e Understanding the brand
position of the sub-regions.

2.2 Work with TGGB and GORRT to ensure a consistent wine e Consistent and strong
message is included in all relevant promotional activities. message.

e \Wine becomes a key
message.

e Consumer cut through.

2.3 Review existing event calendar and identify any gaps. e Understand the need for new
events.
2.4 Undertake a significant review of Toast To The Coast e Ensure the sustainability of
to ensure its ongoing viability and income generation. TTTC.

Particular attention on financial structure, sponsorship,
growth expectations, and brand positioning.

2.5 Develop a series of themed wine trails based on e Break the region into
regions, time available, wine variety or style, influencer manageable sections.

recommendation etc... . .
e Remove barriers to touring.

2.6 Develop bookable products to be sold through tourism e Access to wholesalers and
associations and tourism wholesalers. new markets.

e Target higher end tourists.

2.7 In conjunction with TGGB, deliver the China Ready e Provide the framework
Program as outlined in the Wine Australia funding for the wine industry to
agreement. deliver tourism experiences

which meet Chinese visitor
expectations.

2.8 Fully leverage the opportunities provided by Wine e Position Geelong along side
Victoria's Pinot Coast regional branding. Mornington Peninsula and

Gippsland to attract a greater
share of international tourists.

WINE GEELONG - 3 Year Strategic Plan 2019 - 2021 9
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3. Viticulture and Winemaking Excellence

Support ongoing improvement in the regions viticulture and winemaking
practices.

Tactics

Outcome

3.1 Gather and collate information on the regions plantings, e Gain an in-depth
production, soil types, weather conditions and presentin a understanding of the region.
user friendly format. Information used for
marketing activities.
3.2 Identify and assess the impact of the key challenges Information for future
facing viticulture and winemaking in the region, such as planning.
climate change, water access, population. iffarin ey 2ine
government decision.
3.3 Work with industry organisations such as Wine Australia Increase industry skills.
and AWRI to deliver skill development workshops. .
Tackle current issues.
3.4 Develop a program of knowledge sharing activities for all Increase industry knowledge.
members.
3.5 Further develop the in-region tasting program and tours. Greater understanding and
knowledge of the region.
3.6 Organise members visits to other wine regions to Greater understanding of key
compare viticulture and winemaking practices. competitors.
3.7 Review the Geelong Wine Show to ensure classes and Improve the breed.

awards are relevant and challenging.

WINE GEELONG - 3 Year Strategic Plan 2019 - 2021
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4. Digital Capability

Further develop our digital assets for the promotion of the regions wines,
viticulture and winemaking excellence and wine tourism.

Tactics Outcome

4.1 Review existing digital assets to ensure there is consistent e Consistent messaging.
messaging and support for our goals.

4.2 Develop a program to ensure a constant stream of e Regular updates across all
relevant and fresh content for all digital platforms. platforms

e Greater audience
engagement and click.

4.3 Ensure appropriate connections to third party digital e Deliver richer information.
PIEISTeIiS, e Gain credibility through
endorsement.
4.4 Members area on website to be interactive and have an e Information sharing amongst
educational component. members.
e [ atest technical information
available.
45 Review and update the digital plan as required. e Plan is relevant.

WINE GEELONG - 3 Year Strategic Plan 2019 - 2021
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5. Industry Leadership

Be the Geelong wine industry representative voice to government, industry
organisations and other key stakeholders.

Tactics

Outcome

5.1 Advocate and lobby in behalf of members on issues e Favourable outcomes for
impacting the industry. members.

5.2 Work with TGGB and GORRT to ensure wine industry e Wine industry becomes a key
inclusion in all relevant activities. partner.

5.3 Develop a working relationship with Wine Victoria, e Support industry wide issues.
Australian Grape and Wine, Wine Australia, AWRI and . .

o e Gain support for regional
other relevant organisations. .
issues.

54 Keep our Local, State and Federal politicians up to date e Better understanding of
with the state of the wine industry and issues requiring industry.
assistance.

5.5 Further expand the networking and social activities for e Build stronger relationships.

members and the inclusion of key stakeholders where
appropriate.

WINE GEELONG - 3 Year Strategic Plan 2019 - 2021
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6. Sustainable Association

Develop the Associations capacity to meet industry expectations through strong

governance, financial management and member inclusion.

Tactics

6.1 Update the Associations Rules to bring them inline with Comply with all regulations.
legislation.
6.2 Develop terms of reference for the executive committee Strong governance model.
and defined roles for each member.
Spread workload amongst
members.
6.3 Establish formal sub-committees responsible for the Greater capacity for
development and oversight of core activities and reporting Association.
to the executive. ) - o
Gain expertise in specific
areas.
6.4 Review the membership model with the aim maximising Create value for members.
fi f ived. : : .
member benefits and fees received sl & e e
base.
6.5 Develop a program to identify and engage with potential Strengthen membership
new members. base.
More sustainable income
stream.
6.6 Develop a program to measure and monitor member Members have greater say in
satisfaction and their changing needs. Association.
More responsive to member
need.
6.7 Review the budget structure to ensure it supports Better control over income
management requirements and the operational plan and expenses.
meets executive reporting requirements. Alignment of financial
expectations.
6.8 Develop a plan to attract greater sponsorship for events Increase sponsorship across

and identify programs to target grant opportunities.

all events.

Increase grant success rate.

WINE GEELONG - 3 Year Strategic Plan 2019 - 2021
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