
Discovery Project Workshop: Wine Geelong 

January 30, 2018 

 
 
RESULTS FROM  
DISCOVERY PROJECT WORKSHOPS 
January 10 & January 18, 2018 

BRIEF 
Help Wine Geelong define their brand and develop a clear digital marketing strategy for the 
business. 

AGENDA 
• Brief review of existing strategy 
• Define Target Audiences 
• Define BSrand Identity 
• Review Strategic Framework 
• Digital Requirements 

OBJECTIVE 
• Clarify position and value proposition in the marketplace 
• Gain an understanding of customers and their needs 
• Distil findings and define brand message 
• Identify actions required to achieve your key directions 
• Create SMART goals to measure & monitor success 

WHY 
Adding detail to framework will empower Circus Media, Clever Digital and Wine Geelong to 
proceed with purpose and clarity. 

PHASES 
PHASE 1: Review and define Wine Geelong brand and identify business needs (this document)  
PHASE 2: Conduct customer insight research to identify target audience needs 
PHASE 3: Design solution based on business and target audience needs and provide proposal  
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1 .0 REVIEW OF EXISTING STRATEGY 
• Vision 
• Purpose 
• Position 
• Proposition 
• Promise 

1.1 VISION 

“The Geelong region to be recognised as one of Australia’s premier wine regions and destinations.” 
 
Do you agree? Group agreed that this vision suited Wine Geelong as it was aspirational and 
achievable. 

1.2 PURPOSE 

“To support Geelong region’s wine industry and WG members, a platform for members to work 
together to achieve greater outcomes than they could individually.” 
 
Do you agree? In part. The sentiment is there; but could be improved as it’s a bit wordy. 

1.3 POSITION 

Who are your competitors? How do you compare? 
 
COMPETITOR WHAT THEY DO WELL HOW DO YOU COMPARE 
Yarra Valley They are the benchmark. Great branding. 

Reliant on Tourism, work in well with 
Tourism Vic, wine victoiria etc. Cater for 
Local / National / International audience. 
Offer Food, Wine, Ballooning, 
Accommodation, Art Galleries. The region 
is specifically targeted at luxury 
experiences, and aimed at audience with 
high disposable income. 

No corporate wineries, more 
boutique, more family 
oriented. Not reliant on 
disposable income, more 
accessible. 

Mornington 
Peninsula 

Lots to do; lots of experiences, located 
close together. More family oriented. 
Similar to Yarra Valley in a lot of ways. 

Everything is close together 
whereas our three regions 
are spread out. They are 
good at matching 
accommodation with 
wineries, not so good at 
doing that.  

Day Trip / 
Weekend / Long 
Weekend 

Anyone offering these types of 
experiences are competing with the Wine 
Geelong target audience  

Geelong has many events 
and there are weekend 
visitors, so could be 
targeting this market and 
encouraging to visit wineries 
while they are in the region. 
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1.4 PROPOSITION 

THREATS OPPORTUNITIES 
‘Geelong Region’ is not top of mind as winery 
destination 

Incorporate the work Geelong when referring to 
each region eg Moorabool Valley Geelong 
Region, Bellarine Peninsula Geelong Region, 
Surfcoast Geelong Region. 

Geelong wine brands are recognised, but no the 
regions where they come from. The message 
gets lost. 

Encourage wineries to spread the word about 
the Geelong Region they are in through labelling 
/ within their communications 

Sparseness: Geelong has three regions 
separated by distance 

Geelong can offer three types of experiences to 
a weekend traveller. More options/experiences 
than other regions 

Little in the way of accommodation within 
regions close to wineries 

Offer suggestions on where to stay and 
advertise suggested routes to/from. Suggest 
travel itineraries 

Don’t have the disposable income in the region Provide options that are not just focused on 
luxury, focus on the accessibility and family 
oriented 

Local hospitality that focuses on regional 
produce  

Include these places as part of the journey 

Other major local events Consider creating pre/post major event 
activities that could be communicated to 
visitors of the area eg Mondays are big in 
Bellarine as weekend visitors tend to stop off 
before they leave 

Breweries & Cider Houses Think about what the breweries are doing to 
attract their audience and use as inspiration to 
attract a similar audience 

Don’t really have an international 
presence/driver 

Refer to Heathcote Cellar & Store, Yarra Valley 
touring container. Geelong Cellar Door is 
representative of the region, maybe a combined 
cellar door at Avalon Airport? 

 
What are your points of difference/key selling points? 

• Family orientated 
• Not corporate 
• Quality 
• Genuine, Authentic 
• Adventure 
• Discovery 
• Hidden secret 
• Welcoming 
• Down to Earth 
• Unpretentious 

What are the most important factors? 
• Genuine 
• Welcoming 
• Family 



Discovery Project Workshop: Wine Geelong 

January 30, 2018 

1.5 PROMISE 

If you had to make one big promise, what would it be? 
What is something you truly believe in? 
 

• Genuine 
• More Accessible 
• Inclusive 
• Pricing 
• Democracy 

 
‘You don’t have to be wealthy to be enriched by our wine’ or something along those lines 
 
Its NOT cheap and cheerful; its more about better bang for your buck, and being part of a 
community that wants each other to succeed. 

2.0 DEFINE TARGET AUDIENCES 
Who are they? 
How do they make decisions? 

2.1 WINE CONSUMERS  

• Generally buy based on Name Recognition instead of knowledge of the region 
• Might see award winning wines in Halliday or other publications 
• Respond to good marketing 
• Exposure 
• Decision making process for buying a bottle: Price Point/Varietal/Region/Brand 
• Moorabool Valley: Known for Pinot/ 50-80% 
• Bellarine 30% Pinot 50% Chardonnay 
• Surfcoast Pinot/Shiraz 
• Wines known as approachable, easy to drink, accessible, good drinkability 

2.2 WINE ENTHUSIASTS  

• Local 
• Young Families 
• May not be young but young at heart 
• Lack of accommodation so more likely to day trip 
• Looking for activities, food 
• Looking for child friendly, have a wine while the kids play 
• Once they have visited, they trust that brand, more likely to buy from in future 
• Wont support if they’re not clear on what is on offer 
• Want inviting and friendly 

2.3 WINE TRAVELLERS / CONNOISSEURS  

• Couples, travellers, will travel specifically to the region 
• Similar buying decisions to Wine Consumer 
• Want Cellar Door information so they can plan their trip 
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• Seeking Packages that include tour buses, accommodation and itineraries 
• Events like Bellarine Taste Trail, could be extended to the other regions? 
• Opportunity for tour groups eg winemakers from other regions 

2.4 WINE TRAVELLERS / FAMILIES 

• Families travelling to the region 
• Could be here for other events, or down for holidays 
• Untapped market 
• Pain point for many local wineries to provide for this audience 
• Want to know what’s on, where so they can cater for the whole family 
• Sat, Su, Monday are the biggest days 
• Barossa have a really good Itinerary app to help visitors to the region 

2.5 WINE TRAVELLERS / INTERNATIONAL / TOUR GROUPS 

• Low Priority – big overhead for wineries with little return 
• No accommodation for large groups 
• More the audience for Geelong + Bellarine Tourism 
• Will consider how to address these in future 

3.0 BRANDING 

3.1 ATTRIBUTES  

Tangible, checkable claims or something consumers can physically experience. 
 

• Memberships 
• Events 
• Advertising 
• Marketing 
• Networking 
• Workshops 
• Website 
• Social Media Channels 
• EDMs 
• General Meetings 

3.2 FUNCTIONAL BENEFITS  

Positive consequences of attributes. 
 

• Investment / commercial opportunity 
• Profitability 
• Cellar Door traffic 
• Promotion of members to the public 
• Knowledge Transfer 
• Winemaking 
• Repeat business 
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• Promotion of the region 
• Promotion of activities to do in the region 
• Brand recognition 
• Education / Awareness 
• Community / Collaboration 
• Industry knowledge 
• Itinerary Planning 
• Notice of upcoming events 
• Food & Fibre 
• Stakeholder Buy-in 
• The “one’ story 
• Sustainability 
• Variety 

3.3 EMOTIONAL REWARD 

How the brand makes people feel. 
 
WINE GEELONG MEMBERS: 

• Sense of community 
• Friendship 
• You’re not alone, support 
• Pride 
• Team 
• Common Goal 
• Celebration 
• Welcome 
• Inclusive 
• One big family 
• Unpretentious 
• Supportive 
• All on the same page 
• Good culture 
• Geelong proud 
• Buy Local 
• Opportunity & Abundance 
• Down to Earth 
• Genuine 

 
TOURISTS/CONSUMERS: 

• Sense of place 
• Connection to the land 
• Connection to the wine and people 
• Paddock to plate 
• Geelong proud 
• Fulfilment 
• Satisfied 
• Happy 
• Fun 
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• Adventurous 
• Enjoyment 
• Family 
• Love 
• Relaxation 
• Stress Free 
• We can take the kids and have a cheeky wine 

3.4 VALUES 

A brand must reflect the values of its users. 
 

• Family business 
• Family friendly 
• Provedance / stories behind the wine 
• Genuine, Authentic 
• Fun/Adventure 
• Exploration 
• Not Snooty 
• Unpretentious 
• ‘For the region’ shared/symbiotic 
• Not resting on laurels – innovative 
• Quality – driven to be the best 
• Crafted 
• Rated high per capita 
• All wines very good to great 
• Welcoming 
• Warm, inviting 
• Living room 
• Passionate about the wine 
• Not just a commodity, not mass produced 
• Love, respect for the land 
• Custodians of the land 
• Spirit of generosity 
• Learning 
• Enthusiasm 
• Curious 

3.5 PERSONALITY 

If the brand were a person, what kind of person would they be? 
 

• Warm, friendly, outgoing 
• Approachable 
• Confident (quiet, not brash) 
• Hugh Jackman? 
• Farmer, Aussie cocky, salt of the earth 
• Genuine 
• Relatable 
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• Wants to be successful 
• No tall poppy 
• Neighbourly 
• Family 
• Bring community in, be part of our family 
• Generosity 
• Farmer 
• See the timber, see a working farm 
• See behind the scenes 
• See the weeds and the sheep 
• Sustainability 
• Viticulture 
• Modernised, Insta-Worthy 
• Attraction of a winemaker, farmer wants a wife 

3.6 ESSENCE 

What your brand stands for in its simplest form 
 

• Family / Genuine / Abundance / Generosity 
• Passionate / Geelong Proud / Inclusive / Welcoming / Love / Collaborative 
• Earthy / Farmer / Local / Rural 
• Innovative / Quality / Excellence / New Level / learning / Evolving 

3.7 TAGLINE IDEAS 

• Wine Geelong: You’re welcome 
• Wine Geelong: Lets catch up 
• Wine Geelong: Come around 
• Wine Geelong: The more the merrier 
• Wine Geelong: So much to do 
• Wine Geelong: A great discovery 
• Wine Geelong: Welcome to the family 
• Wine Geelong: See three regions 
• Wine Geelong: Full of character 
• Wine Geelong: Drop in on us 
• Wine Geelong: Taste for adventure 
• Wine Geelong: Say when  
• Wine Geelong: We invite you 
• Wine Geelong: Farmer wants a wine 
• Wine Geelong: Stay a while 
• Wine Geelong: We’re like family 
• Wine Geelong: Growing together 
• Wine Geelong: From Bush to Beach 
• Wine Geelong: Come together 
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4.0 REVIEW STRATEGIC FRAMEWORK 

4.1 KEY DIRECTIONS  

Bring the key directions into focus for identifying opportunities. 
 

• REPUTATION: Grow the regions’ reputation for its wine product and as a wine destination  
• COLLABORATION: Foster effective collaboration across the region’s wine industry and with 

strategic partners 
• CAPABILITY: Support ongoing improvement of the region’s wine product and winemaking 
• GOVERNANCE: Develop the capacity of Geelong Wine, ensure the effective deployment of 

its resources and reporting of its performance 

4.2 IDENTIFY OPPORTUNITIES  

How can Digital and Marketing capabilities enable you to achieve your key directions?  
 
PRIORITIES OPPORTUNITIES 
Ensure the effective delivery of existing wine 
related events 

Create a marketing funnel template that can be 
customised for each event. Funnel maps out all 
activity and resources required from building 
awareness via social/print/web, attraction, 
conversion, closing and nurturing. Tools to 
deliver outcomes can be configured, integrated  
and reused, such as social media templates, 
print templates, digital advertising, website 
updates, landing page system, ticketing system 
eg Ticketeboo, segmented Mailchimp lists, 
automated responses, follow up surveys. 

Undertake a significant review of the Toast to 
the Coast event ahead of its delivery in 2018 

Include follow up surveys as part of the post-
event funnel 
YES, ANONYMOUS 

Establish a “Wine Events” Working Group to 
provide support and direction to GW’s wine 
events 

Portal forum, follow up survey or digital 
suggestion box to invite feedback from 
stakeholders post-event 
YES ANONYMOUS 

Promote the significant achievements of the 
region’s winemakers and the awards received by 
the region’s wine products 

Website to include up-to-date listings of 
achievements and awards. Social, and EDMs to 
include a section on latest achievements 
YES, FIRST TIME I FELT IT POSSIBLE News, 
Email and Website, Member & Regional 
Successes, sense of community, opportunites to 
share & collaborate 

Operate and update an effective digital platform 
for the promotion of the region, its wine 
products and its wine makers. 

Create a dynamic, high use, engaging website, 
integrate with robust platforms such as ticketing 
system, social channels, landing page platform, 
Mailchimp, Google Analytics and Survey tools. 
Partner with providers who can assist with 
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ongoing management & maintenance. 
 

Foster effective collaboration across the 
region’s wine industry and with strategic 
partners 

Add the ability for members to self-edit and 
update their website profiles. Provide tutorials 
and support to help members optimise their 
profiles. 
Managing Own Profile, how they appeared, self 
managing. Up to date, we should all do that. 

Explore and identify mechanisms to enable 
Geelong Wine members to leverage the 
resources and programs offered by TGGB and 
GORRT 

Enhance the members’ portal to access 
information and share knowledge/review 
programs. 
 

Explore opportunities for “cross-membership” 
between GW members and TGGB 

Create an incentive/lead magnet for TGGB 
members. Work with TGGB on connecting their 
CTA page with a New Referred Membership 
page within the WG website.  
All members of other Tourism, Otway Taste 
Trail, What they provide, pricing is based on 
tonnage, don’t participate, huge diversity, 
pricing based on tonnage, suggested Fee 
structure, Otway Taste Trail,  

Develop programs and processes that grows the 
level of engagement between Geelong Wine, 
Geelong Wine members and potential members 

Survey members/non-members to heighten 
engagement and open dialog. Listen to needs, 
design assets in response and inform 
stakeholders of actions before/during/after 
delivery. Eg For website: Ask: What do you 
want/need? Show: Results of survey Build: 
Release sneak peeks to survey respondents, in 
progress updates, features in development, 
Invite: Stakeholders to beta test site before 
launch, announce the launch Feedback loops 
builds trust, hype, brand loyalty, engagement 
and methodology can be applied in many ways 
 

Continue to work with RDV to attract 
investment into the region and deliver Geelong 
Wine’s strategic priorities / Develop a profile of 
the regional wine industry contribution to the 
regional economy including its support for the 
visitor economy 

Website should dedicate section of site to 
showcase regions capability. Feature regional 
wine industry contribution profile.  
Promoting Economic Impact to promoting that. 

Leverage opportunities and programs for 
industry development provided through Wine 
Victoria and Wine Australia 

Include industry incentives in Member Portal / 
Resources / EDM latest news 
Wine Industry opportunities 

Establish a “Wine Industry Development” 
Working Group 

Portal forum, follow up survey or digital 
suggestion box to invite feedback from 
stakeholders 
Collaboration opportunities 

Undertake a Membership Development program 

- Establish a “membership” page on the GW 

Develop a marketing recruitment campaign to 
attract new members. Create a specific landing 
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website 

- Deliver a membership recruitment program  

page for members. Create different levels of 
membership and allow self-registration and 
payment. Set up automated renewal /payment 
system. 
Refer suggested pricing model 

Provide regular updates to the GW membership 
with respect to the delivery of the GW Strategic 
Plan, the performance of key events and 
financial outcomes 

Use Mailchimp EDM to deliver regular updates. 
Dissemination 
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4.3 SMART Goals  

OBJECTIVE SMART GOAL 
Ensure the effective delivery of existing wine 
related events 

WG to effectively organise and promote wine 
events and achieve full attendance with all 
tickets sold a week before the event. 

Establish a “Wine Events” Working Group to 
provide support and direction to GW’s wine 
events 

WG to receive support and direction from 
members/non-members by providing a portal 
forum, follow up survey or digital suggestion 
box for post-event feedback, then review and 
report on the results each quarter. 

Promote the significant achievements of the 
region’s winemakers and the awards received by 
the region’s wine products 

WG to provide a website in 2018 that lists 
achievements and awards. WG to provide 
support to members so they can update their 
website award profile. Members to notify WG 
within a week of receiving award, achievement 
or accolade and update their WG website profile 
with award details. WG to post award listing on 
their social channels and include in a monthly 
EDM that includes a section on latest 
achievements. 

Operate and update an effective digital platform 
for the promotion of the region, its wine 
products and its wine makers. 

WG to brief Digital & Marketing Agencies on 
requirements and in turn, agencies will manage, 
maintain and monitor effective digital platforms 
required to deliver outcomes to agreed 
timelines. WG will be responsible for content 
management and content updates, and liaise 
with ticketing/sales directly.  

Foster effective collaboration across the 
region’s wine industry and with strategic 
partners 

WG to provide a website in 2018 with the ability 
for members to self-edit and update their 
website profiles. WG to provide tutorials and 
support to assist members with optimising their 
profiles within 3 months of new website launch. 
WG will prompt members to update their 
profiles on a yearly basis. 

Explore and identify mechanisms to enable 
Geelong Wine members to leverage the 
resources and programs offered by TGGB and 
GORRT 

WG to provide a website in 2018 that includes a 
members’ portal which allows members to 
immediately access information and share 
knowledge/reviews with each other. 

Explore opportunities for “cross-membership” 
between GW members and TGGB 

WG to create an incentive/lead magnet for 
TGGB members within 6 months of website 
going live. WG to collaborate with TGGB to 
connect TGGB members with referral pricing 
and Membership page within the new website.  

Develop programs and processes that grows the 
level of engagement between Geelong Wine, 
Geelong Wine members and potential members 

WG to develop a two-way dialog with 
members/non-members. WG will listen to 
stakeholders by providing a portal forum, follow 
up survey or digital suggestion box for program 
and process feedback. Stakeholders who 
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nominate to receive alerts to receive updates 
from WG on project progress and how 
stakeholder needs are being addressed. 

Continue to work with RDV to attract 
investment into the region and deliver Geelong 
Wine’s strategic priorities / Develop a profile of 
the regional wine industry contribution to the 
regional economy including its support for the 
visitor economy 

WG to provide a website in 2018 that features a 
dedicated section that showcases the regions 
capability. WG to work with RDV, G21, Wine 
Regional Council and other strategic partners to 
provide relevant regional wine industry 
contribution data for easy access 24/7.  

Leverage opportunities and programs for 
industry development provided through Wine 
Victoria and Wine Australia 

WG to publish industry incentives in new 
website Member Portal / Resources / EDM latest 
news. 

Establish a “Wine Industry Development” 
Working Group 

WG to receive support and direction from 
members on Wine Industry Development by 
providing a portal forum, survey or digital 
suggestion box for feedback, then review and 
report on the results each quarter. 

Undertake a Membership Development program 

- Establish a “membership” page on the GW 
website 

- Deliver a membership recruitment program  

WG to collaborate with Marketing Agency to 
develop a creative recruitment campaign to 
attract new members focusing on member 
benefits. WG to collaborate with Digital Agency 
to create landing page for Membership Signup, 
including different levels of membership, self-
registration and payment. WG to collaborate 
with Digital Agency to provide automated 
renewal /payments to members in 2018. 

Provide regular updates to the GW membership 
with respect to the delivery of the GW Strategic 
Plan, the performance of key events and 
financial outcomes 

WG to use Mailchimp EDM to deliver quarterly 
updates including a section for Strategic Plan, 
KPIs and outcomes. 

NEXT STEPS 
The purpose of this document is to collate the information we have gained from you in regards to 
your brand and your business. 
 
At this point in the project; we ask that WG review the taglines and remove any that don’t work for 
you. We would like to test the potential tagline options in our survey with your permission so we 
can quantify how well your choices connect with your audience. 
 
We also ask that you review this document and either endorse, exclude or adapt any of the 
opportunities or SMART goals set out in sections 4.2 and 4.3. We need your validation on these 
goals so we know whether or not to proceed with scoping/quoting these features in the proposal.  
 
We are currently conducting in-person and online surveying to test and validate these ideas, and to 
potentially uncover other opportunities that may not have been thought of yet. 
At the end of the survey phase we’ll collate the results and ask you to compare your needs with the 
needs of your audience, and decide as a group what will be included or excluded in our proposal. 


