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“ Be bold, be ambitious, be generous. ”

Riverland Wine acknowledges and respects the 

traditional custodians of the land in the Riverland, and 

their spiritual relationship with this country.

The Murray River, lifeblood to South Australia, and one 

of the world’s great rivers, gives life and beauty to its 

ancient landscape, known by today’s people as, the 

Riverland.

For just over 100 years, pioneers, soldier settlers, 

migrants, and most recently corporate businesses, 

have farmed in the region and worked with the river 

to produce food, wine, wealth and prosperity for the 

region’s communities, and the nation’s economy.

These people can be rightly proud of the economic 

transformation of the region, achieved through human 

ingenuity, in harmony with the river, its environment 

and the community. What was a desert land has been 

transformed to an emerald corridor.

This plan outlines the next steps in the transition for the 

river, the land, the people and their businesses.





“ Developing a dynamic, cohesive and 

profitable Riverland Wine Industry through  

leadership, innovation, unity and pride.”

October 2014



“ Strategic planning is 

a disciplined effort that 

produces fundamental 

decisions and actions 

that shape and guide 

what an organisation 

is, who it serves, what 

it does, and why it does 

it, with a focus on the 

future. ”
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Our mission identifies why we exist:

Riverland Wine’s mission is to provide the leadership, resources and 

coordination necessary to drive a profitable, dynamic and sustainable 

Riverland Wine Industry for the benefit of its members and the community. 

 

 
Our vision identifies what we are striving to become: 

Riverland Wine’s vision is to enable the region’s wine industry, noted 

for its precision and reliability, to transition to a region that responds to 

market demand and can adapt quickly and competitively to the changing 

preferences of global wine consumers.

Our principles guide how we work:   
(See pages 24-26 )

• Participation

• Cooperation

• Cohesion and unity

• Cost efficiency, measurement and methodology

• Transparency and accountability

• Outsourcing of expertise

• Effectiveness and efficiency in decision-making

• Exploiting synergies and avoiding duplication

• Distinguishing Riverland Wine Industry Fund activities

mission

vision

principles
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The region’s wine industry has been 
developed, nurtured and matured 
successively by pioneers, soldier settlers, 
migrants and more recently by corporate 
farming enterprises.

The challenge for Riverland Wine, is to 
build on that ethos of hard work, innovation 
and environmental sensitivity, with this first 
outward looking Strategic Plan, for all wine 
growers, wine makers and wine marketers.

In 2014, the industry stands at a crossroad. 
There is pressure to mark time, to contain 
production, even to surrender.

The short to medium term indicators are 
flashing amber. To ignore these warnings 
would be folly; while probing beyond known 
horizons, demands imagination and courage.

In constructing this Plan, Riverland Wine 
has consulted widely and examined its 
economic, social and environmental respon-
sibilities, challenges and opportunities.

The evidence is clear; the region is imbued 
with an abundance of natural attributes and 
man-made infrastructure, not found in many 
other regions.

The Riverland is comprised of a cluster of 
strong communities forged over a century of 
irrigated horticulture.

It has a superb fruit growing climate, rich 
soils, ample water, first rate infrastructure 
and ready access to markets.

Collectively these features combine to 
provide industrial scale advantages.

Those advantages, combined with a grower 
community which has embraced innovation 
and ingenuity, has given the Riverland an 
acknowledged world class reputation as the 
producer of some of the best citrus, stone 
fruits, nuts and vegetables in the country.

Innovation and determination has put the 
Riverland at the forefront of quality fruit and 
vegetable production.

The same human endeavour, industrial 
scale efficiencies and technology adoption 
will maintain the region’s wine producing 
pre-eminence.

Fulfilment of this Plan will deliver benefits to 
members and enable the industry to grow 
and prosper, with measured stroke.

The Plan will ensure the Riverland grape and 
wine industry is recognised for its leadership, 
achievements and value to its members, 
the wider industry and the community. It 
will demand new performance standards, 
and enable the social, economic and 
environmental interests of all stakeholders to 
be satisfied.

In looking ahead, we can anticipate many 
things. There is one imperative, however,     
for all of us; we must change the way we do 
things.

Members and the broader stakeholder 
community have been consulted. An 
independent Reference Panel of four 
specialists has assisted, providing a sounding 
board for strategic thoughts, ideas and plans.

The Plan will enable the region to achieve 
game-changing outcomes necessary for 
transition to the next era.

The five key themes of the plan are:

• Leadership and Engagement
• Research, Extension and Adoption
• Competitiveness
• Market Growth and
• Profitability and Sustainability

These themes are intrinsically linked. 
The Plan at a glance provides the context in 
which the strategies are framed.

Brian Walsh, RWIDC Chair

Sheridan Alm, RWGA Chair

Chris Byrne, Executive Officer, 
Riverland Wine

Message from the

Committee of 

Management

The Committee of Management of 

Riverland Wine (RW) are pleased 

to present the Strategic Plan for 

2014-2019.

“ In looking ahead, 

there is one imperative … 

we must change the way 

we do things.”
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objectives
• Provide leadership for the region’s winegrowers, 

wine makers and wine marketers, and to do so with 

professionalism, confidence, and credibility

• be financially robust, progressive and innovative so 

that all sectors look to Riverland Wine for leadership, 

representation and advocacy

• communicate effectively, efficiently and frequently 

using contemporary technology platforms, industry 

publications and regional media

• identify and reach out to new and emerging markets 

with mainstream and alternative variety propositions, 

that enlighten and inform consumers of the benefits 

of safe, predictable wines from the clean Riverland 

environment

• be recognised for production efficiencies and 

consistent quality from the region’s vineyards and 

wineries

• consistently outperform competitors and be 

recognised as Australia’s preferred region for wine 

categorised in the Popular Premium segment

• collaborate with government agencies to ensure the 

region’s pest free reputation, low chemical use and 

world class biosecurity standards are recognised, 

enhanced and valued

• be factual, diligent and professional, so that Riverland 

Wine views are regularly sought by government and 

peak industry bodies

• establish financial and management benchmarks, 

to enable Riverland vineyards and wineries achieve 

best practice

• assist members in acquiring the knowledge and 

skills to manage risks and evaluate options and 

choices

• encourage and initiate partnerships that raise the 

profile of Riverland wine, food and tourism products, 

programs, promotions, activities and services

• ensure members practice sound environmental 

stewardship

• ensure Riverland Wine’s policies and priorities 

are embraced by the Australian Grape and Wine 

Authority and other peak industry organisations

• drive the process of transition to profitability and 

sustainability, through programs that forge new 

knowledge, greater competitiveness and market 

growth.

Key objectives are to:

“ Strategic objectives are the key 

activities we need to perform ….they 

are long-term, continuous strategic 

areas that get us moving from our 

Mission, to achieve our Vision. ”
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3144ha 18%

4666ha 52%

3323ha 48%

4148ha 80%

1516ha 35%

1067ha 24%

1317ha 31%

2220ha 81%

region at a glance
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The planted vineyard area has increased in the Riverland since 2000 by 

18% to 21,018 ha, the smallest % increase in area of any SA region over 

that period.

The number of growers in the Riverland has declined by 16% since 2000 

to 1,051, the only SA region to reveal such signs of structural adjustment 

over that period.

5.917Mt  55%

Total Production (million tonnes)

over the 15 year period 2000-2014 and % share of SA

Riverland
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McLaren Vale

Langhorne Creek

Coonawarra

Adelaide Hills

Clare Valley  

Region

1.039 Mt  10%

1.016 Mt   9%

0.841 Mt   8%

0.734 Mt   7%

0.484 Mt   4%

0.441 Mt   4%

0.355 Mt   3%

$2,641M  31%

Estimated Value of Total Crush $M

over the 15 year period 2000-2014 and % share of SA

Riverland

Barossa Valley

McLaren Vale

Limestone Coast Zone

Langhorne Creek

Coonawarra

Adelaide Hills

Clare Valley  

SA Other

Region

$1257M  15%

$1107M  13%

$1076M  13%

$743M  9%

$608M  7%

$559M  7%

$418M  5%

$49M  1%

Since 2000, South Australia has produced 10.8M tonnes valued 

at $8,457M. The Riverland’s share of this production was  

5.9 million tonnes (55% of SA) valued at $2,641M (31% of SA).



The Riverland of South Australia is a long-established, warm climate 
wine producing region, located east of the Barossa Valley. It extends 
for 330 km along the Murray River from Paringa to Blanchetown. 
     
The Riverland is the largest wine producing region in Australia: 

• 57% of SA’s wine grape crush was produced in the Riverland in 
2013, and 63% in 2014

• in 2013, the region produced 22% of Australia’s wine grape 
crush.

• Since 2000, South Australia has produced 10.8 million tonnes 
valued at $8,457M. The Riverland’s share of this production was 
5.9 million tonnes (55% of SA) valued at $2,641M (31% of SA).

• There were 21,018 ha of wine grapes and 
1,051 registered vineyards in the Riverland 
in 2014

• between 2000 and 2014, the planted 
vineyard area increased in the Riverland by 
18% to 21,018 ha, the smallest % increase 
in area of any SA region over that period

• between 2000 and 2014, the number of 
registered vineyards declined by 16% to 
1,051, the only SA region to reveal such 
signs of structural adjustment over that 
period

• between 2000 and 2014, the average area 
per vineyard increased by 29% to 20 ha/
vineyard.

area
• The estimated value of the total Riverland 

crush in 2014 was $126.9M, of which 
$103.6M (82%) was purchased from 
independent growers

• the estimated value of the total crush in 
2014, was $64.5M less than in 2000

• the estimated value of the total Riverland 
crush peaked in 2002 at $292.4M

• In 2014, the average vineyard income 
per hectare was $6,037/ha, down from 
$10,713/ha in 2000

• average vineyard income per hectare 
peaked in 2002 at $15,319/ha.

value
• The Riverland produced 438,614 tonnes of 

wine grapes in 2014
• growers produced 82% of this tonnage, 

and wineries 18%
• total regional production peaked in 2005, 

with 484,508 tonnes
• average production was 417 tonnes/

vineyard in 2014
• average yield peaked in 2005 at 22.7 

tonnes/ha
• average yield was 20.9 tonnes/ha in 2014.

production

• Refer Page 23 Regional Statistics for more detailed data.

• Refer Page 27 Notes for sources of information and explanation of terms.

• Refer Page 28 for Abbreviations.
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The Riverland wine growing region is not the keystone 
of the Australian wine industry pyramid, however, as 
the region which grows more than 25 percent of
Australia’s wine grape production it is a very large part 
of the foundation upon which the industry is built.

The industry relies heavily on its ability to compete in 
popular premium price categories in the world wide 
wine market – the Riverland region is the key supplier 
to that market.

It is, therefore, a critical component of the pyramid – 
and erosion of that foundation and its impacts could 
not be tolerated by the industry.

While supportive of research and development 
investment for the national good, the critical foundation 
leverage empowers Riverland Wine to expect 
appropriate consideration, expenditure allocation and 
policy setting for Riverland specific projects.

Research and development, must have a broader focus 
than general winemaking and viticulture. For example 
the impact on grape prices by the designated “warm” 
climate nomenclature of the Riverland is a factor in the 
region’s profitability and sustainability.

And yet other “warm” regions among our overseas 
competitors (Sicily, Spain, Rhone Valley) do not suffer 
the same damnation – in fact they are praised for 
their ripe fruit flavours. Riverland Wine, through region 
specific R&D will address this anomaly.

The Plan
at a glance

The Riverland Wine Strategic Plan is a 
vertically integrated plan with five core 
themes as its elements. 

While each of the elements will be 
addressed simultaneously, progressive 
achievement from Theme 1: Leadership & 
Engagement, through to Theme 4: Market 
Growth, will deliver the ultimate goal 
of the strategy, Theme 5: Profitability & 
Sustainability.

Leadership & Engagement

Theme 1 Theme 2

Research, Extension & Adoption

Riverland Wine in effect has already largely achieved 
this key element to success through its very being. It is 
the most well established, funded and credible regional 
wine and grape body.

It has the organisational structure and a recognised 
capability to set itself such a strategic plan as its 
formation has created an environment of unity, which is 
enabling – it has stimulated an ability to work together.

Riverland Wine has demonstrated bold leadership 
and a preparedness to be different rather than follow. 
It has established relationships with industry bodies, 
government agencies and other stakeholders.

It has recognised that as the producer of more 
than 25 percent of Australia’s wine grape crop, it 
has a responsibility to use that position to leverage 
consideration for its own specific regional challenges 
and obstacles to profitability and sustainability.

It is critical to the achievement of this Strategic Plan 
that Riverland Wine maintains effective communication 
with its members, continues to build pride and 
engagement and monitors and reviews progress with 
that membership. And vitally, Riverland Wine must 
recognise and cultivate a succession of leaders from 
within its grower and winemaker membership.
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The Riverland wine region obviously cannot 
be competitive and sustainable unless all its 
components are competitive and sustainable. 
Growers and winemakers are reliant on each other 
to achieve profitable sustainability and market 
competitiveness.

The region is imbued with many natural competitive 
advantages. It has an ideal climate for grape growing, 
sunshine during the ripening period, good soils, water 
and low incidence of most pests and diseases.

Its growers are experienced agriculturists and having 
experienced sustained periods of depressed prices, 
they have operated on the edge and have been 
driven to innovation by necessity.

This has made Riverland growers the most innovative 
and efficient growers in the country and this will make 
them more competitive over the longer term.

There is no doubt that Riverland growers and 
winemakers will, as they have always done, stay 
ahead of their competitors by seeking adoption of 
new technologies and innovation. Riverland Wine 
through effective communication and engagement 
provides the unity, awareness and the capability for 
the industry to work together to remain competitive 
and stay ahead of the constant challenges.

Market growth is a difficult challenge for the region 
but one Riverland Wine must address. A region with a 
strong focus on maintaining a pre-eminent position in 
the Australian wine industry must work to ensure it is a 
supplier to a sector with market growth.

Riverland Wine will explore strategies to assist its wine 
producers to target the upper reaches of its market 
categories rather than slip down the price point ladders 
in those categories.

Building relationships and engaging with the retail 
sector and implementing strategies to build and 
enhance the region’s profile with consumers are key 
elements to assisting market growth.

While market growth is a difficult challenge it is also 
fertile ground for the region because it has suffered 
from its own lack of self-esteem and pride and the 
past indifference by big out-of-region producers which 
purchased fruit but had no connection to the region.

Riverland Wine now provides the capacity to stir the 
latent pride among growers and local winemakers 
and develop a range of promotional and engagement 
activities to lift the Riverland profile and stimulate 
market growth.

Market growth will be a result of the region establishing 
itself in the market and in the mind of the consumer, as 
a legitimate wine region – in fact, as the world’s leading 
quality warm climate wine region.

The ultimate goal in this Strategic Plan is also the final 
theme – profitability and sustainability. This goal will 
be achieved if the other four themes are successfully 
addressed.

This Plan will have failed if it does not assist more 
members of Riverland Wine, growers and wine 
producers, to achieve profitability at the enterprise 
level and to adopt medium to long term business plans 
which provide for reinvestment, sustainability and 
succession planning.

This Strategic Plan aims to restore or enhance the 
value of grape growing and wine producing assets over 
the medium and long term. In other words it sets out 
to clear the pathway to achieving a more worthwhile 
reward for all Riverland Wine members.

Theme 3      Theme 4 Theme 5

Competitiveness Market Growth Profitability & Sustainability

“ A good strategy is 

a specific, coherent 

response to obstacles or 

challenges to progress.”
- Richard Rumelt

8



As the representative organisation for Australia’s largest 
wine region, Riverland Wine’s core strategic purpose is to 
identify and respond, in a constructive and coherent way, 
to obstacles and challenges to progress.

The management committees of Riverland Wine accept 
responsibility on behalf of more than 1,000 members to:

• actively listen to members, industry, government, 
partners and the broader regional community

• initiate programs and activities

• challenge the status quo

• communicate effectively and frequently

• invest and leverage funds wisely and

• deliver services and benefits to all stakeholder 
groups. 

The strategies outlined in the following pages and 
developed after widespread consultation will ensure all 
stakeholders are granted opportunities to: 

• share thoughts, aspirations and plans

• understand market imperatives and work to meet 
those requirements

• collaborate and work together towards shared goals

• strive for continuous improvement to be competitive

• be part of the transition from a region of numerous 
small enterprises to a region recognised for its 
mechanisation, precision, scale and capacity to 
adapt quickly to fluctuating global markets amid 
complex trade rules and regulations.

The Plan - in detail

Leadership & Engagement
Theme 1

“ Riverland Wine 

has demonstrated 

bold leadership and a 

preparedness to be different 

rather than follow...”
9



element

1.1  Setting 

       Direction

Conduct broad based consultation
Confirm strategies and activities with 
stakeholders (review and revise in ter ms of 
changing demands)
Construct and issue Strategic Plan 
2014-2019
Review performance and report annually 
against the Plan

Identify capability gaps (needs)
Select providers and venues to match needs
Conduct flexible delivery
Obtain feedback to inform future programs

Identify, classify and prioritise stakeholder 
groups maintained on database
Communicate regularly via most appropriate 
channels
Actively seek selective/partnership in 
relevant programs
Convene meetings and events to inform and 
educate stakeholders and extract feedback

Estimate anticipated revenue from all 
sources based on historical trends and 
stakeholder sentiment
Determine budget in line with objectives and 
future programs, overheads and revenue
Select and direct individuals and 
organisations to deliver projects and 
programs within budget parameters
Manage budget accountability through 
regular variance reporting and appropriate 
adjustments

activities

1.1.1
1.1.2

1.1.3

1.1.4

1.2.1
1.2.2
1.2.3
1.2.4

1.3.1

1.3.2

1.3.3

1.3.4

1.4.1

1.4.2

1.4.3

1.4.4

1.2   Developing

        Capabilities

1.3   Engaging 

        Stakeholders

element

1.4  Allocating

       & Directing

       Resources

Ensure all projects and programs 
have SMART outcomes (Specific, 
Measurable, Achievable, Relevant and 
Time-bound)
Regularly monitor progress against KPI’s
Analyse gaps and adjust programs 
accordingly
Ensure final reports are lodged

activities

1.5.1

1.5.2
1.5.3

1.5.4

1.5   Monitoring

        & Evaluating

        Progress

  

Theme 1: Leadership & Engagement
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Riverland wine growers and processors produce 
approximately 25% of Australia’s wine. The sheer 
volume of this production means the region’s collective 
contribution to research, development and extension  
(R, D & E) levies is very significant.

While being supportive of the policy to invest for the 
national good, Riverland Wine asserts a right to expect 
fair and appropriate consideration in policy setting and 
expenditure allocation of R, D & E programs.

The region has the scale of operation, critical mass, 
funds and expertise to be a co-investment partner in 
long-term grape and wine research. Riverland Wine will 
look beyond traditional institutions to build relationships.

As a producer from a warm region, in a changing and 
warming climate, Riverland wine growers and wine 
producers have much to learn, and much to contribute 
to strategies that will underpin the future prosperity of 
the industry.

Pressures are mounting to feed the rapidly growing 
global population. It is imperative that Riverland Wine 
develops and promotes strategies that reveal this 
region’s competitive advantages in wine production, and 
illustrates sustainability in contrast to other agricultural 
sectors.

R, D & E strategies will have a strong bias towards 
increased productivity, efficiency, competitiveness, 
and ensuring the region’s offerings adapt to satisfy 
consumer preferences.

The Plan - in detail

Research, extension 

& adoption

Theme 2

“ Our R, D & E strategies 

have a strong bias towards 

increased productivity, 

efficiency, competitiveness, 

and ensuring the region 

adapts to satisfy consumer 

preferences.”
11



element

2.1  Influencing

       research

       priorities &

       outcomes

Raise awareness of the region’s collective 

contribution to R, D & E grape and wine funding 

Invite growers and winemakers to have an 

opinion about how R, D & E funds can be 

invested to reflect the region’s viticultural, 

winemaking and business management needs

Listen to grower and winemaker opinions, 

publish, debate, prioritise and categorise them 

as large medium and small, building a priorities 

matrix

Develop and submit well-structured arguments 

to research institutions, to co-invest with 

Riverland Wine in responding to these regional 

priorities

Develop a meaningful Riverland Wine R, D & E 

fund with a focus on productivity and efficiency 

outcomes

Cultivate relationships with partner organisations 

prepared to leverage funds and/or resources

Remove structural impediments that constrain 

innovation and initiatives

Commit funds and resources in cash and in kind 

to deliver specific outcomes with measurable 

improvements to productivity and efficiency

Identify all research agencies that Riverland 

Wine may be able to collaborate or co-invest 

with

Build relationships and develop Riverland Wine’s 

profile and credibility with selected research 

agencies, government and non-government 

(including WIC), and seek to influence guidelines 

that acknowledge, embrace and reward 

innovation

activities

2.1.1

2.1.2

2.1.3

2.1.4

2.2.1

2.2.2

2.2.3

2.2.4

2.3.1

2.3.2

2.2  Improving

       research

       capacity

  

element

2.3  Challenging

       conventional

       programs

Ascertain those research agencies most able and 

likely to co-invest with Riverland Wine

Propose and/or present the Riverland Wine 

priorities matrix to preferred partnering research 

agencies, and to the conventional AGWA framework

Canvas the membership to identify barriers to 

performance

Identify and prioritise existing areas of knowledge 

and expertise that warrant additional R, D & E 

expenditure, and remove performance barriers (no 

limits)

Outline possible solution pathways and seek 

guidance in formulating specific, measurable, 

achievable, relevant and time-bound (SMART) 

proposals

Deliver workshops, tutorials, field walks and online 

opportunities for Riverland Wine members to 

increase knowledge

Canvas membership to understand preferred 

learning methods and support materials

Regularly propose a program of extension and 

adoption sessions (opportunities) with support 

materials, repeating opportunities to reinforce 

learning

Encourage extension user groups to foster sharing 

and continuous improvement

Allocate budget to acknowledge and reward 

those who consistently achieve best practice, and 

particularly strive for excellence

activities

2.3.3

2.3.4

2.4.1

2.4.2

2.4.3

2.4.4

2.5.1

2.5.2

2.5.3

2.5.4

2.4   Building

        existing

        knowledge

  

Theme 1: Research, extension & adoption

2.5   Facilitating

        adoption
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Striving for excellence, continuous improvement, best practice, and 
other such sentiments, are hollow platitudes without substance, if not 
practiced with enthusiasm and endeavour, in an operating environment 
where performance is measured and evaluated regularly.

In the main, Riverland wine growers and wine processors, produce high 
volume, fit for purpose varietal wines. The competition is dominated by:

• other inland Australian regions

• highly productive vineyards of the Americas and South Africa

• subsidised vineyards of Europe, and

• emerging wine industries of China and other parts of Asia. 

This Riverland’s capacity to compete, will be driven by:

• R, D & E

• innovation

• adaptability

• benchmarking, and

• applied knowledge at all stages of the value chain.

Riverland Wine members do not accept that Australia cannot compete 
in viticulture and wine making with the rest of the world due to high 
wage levels or other limitations. On the contrary, this region’s collective 
attributes of infrastructure and communities, are the foundation for the 
region to become the vineyard to the world. 

The region’s commercial competitiveness will be set against a 
backdrop of:

• best practice

• environmental stewardship

• growing and making safe, clean, reliable, flavoursome and 
consistent grapes and wine, to

• surprise our trade customers and please our public consumers.

 
This Strategic Plan offers specific, coherent responses to the obstacles 
and challenges to being competitive.

The Plan - in detail

Competitiveness
Theme 3

“ The combination 

of the region’s natural 

environment, infrastructure 

and communities, is the 

foundation for the region to 

become the vineyard to the 

world.”
13



element

3.1  Identify and 

       overcome

       barriers

Consult with key industry leaders to identify 

where the region’s producers are not competitive

Prescribe solutions and encourage growers 

and wine processors to review (enterprise) 

capabilities, and performance/knowledge gaps

Categorise and cluster enterprises with 

matching profiles to facilitate planning sessions 

to develop solution pathways

Recognise and reward those enterprises that 

can demonstrate improved competitiveness

Promote the region’s competitive advantages 

(Natural Competitive Advantages – NCA’s)

Build regional awareness and pride in being best

Proclaim relevant achievements of individuals, 

businesses, corporations and support 

organisations (such as irrigation trusts, Local 

Action Planning (LAP) groups, South Australian 

River Communities (SARC) and others)

Identify competitive advantages that resonate in 

particular markets and develop slogans (catch 

phrases)

Agree on an index of performance indicators 

relevant to the region’s growers, processors, and 

wine sales and marketers

Categorise vineyard, processor and sales and 

marketing enterprises (as small, medium 

and large)

Develop, agree and publish baseline 

performance and best practice targets in 

consultation with Riverland Wine members

Encourage regular performance measurement 

and gap analysis, adjusting targets accordingly

activities

3.1.1

3.1.2

3.1.3

3.1.4

3.2.1

3.2.2

3.2.3

3.2.4

3.3.1

3.3.2

3.3.2

3.3.2

3.2  Emphasising

       competetive

       advantages

  

element

3.3  Establish

       baselines and

       targets

Identify performance indicators that can be 

measured objectively, reliably and readily measured 

at the industry and enterprise levels

Build scoreboard mechanisms to capture and 

report performance, using web interfaces and 

appropriate confidentiality filters, for public domain 

(as industry level indicators) and for private domain 

(as enterprise level indicators which can also be 

aggregated for public domain).

Lobby research agencies, to commit resources to 

develop reliable objective measures for trade, using 

instrument technology

Promote the benefits of regular, reliable and 

objective performance measurement

Develop a series of (reference) case studies

Encourage business partnerships where risk and 

reward are shared

Promote the benefits of business models that 

require at least two entities to co-invest

Aid the identification and matching up of member 

entities with cluster compatibility

activities

3.4.1

3.4.2

3.4.3

3.4.4

3.5.1

3.5.2

3.5.3

3.5.4

3.4   Objectively

        measuring

        performance

  

Theme 3: Competitiveness

3.5   Encourage and

        facilitate

        collaborative or

        cluster 

        relationships  
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The Riverland is the largest producer of wine grapes in 
Australia, supplying approximately 25% of Australia’s 
wine. A large proportion is sold in bulk or as unbranded 
bottles to other Australian producers and customers, or 
sold on the global market.

Most of the wine is neither labelled as Riverland, nor 
acknowledged as part of another wine. This is not 
necessarily a problem but a fact to be considered in 
developing strategies to grow market share.

Until recently, the region was characterised as 
a producer of dual purpose grapes, supplying 
non-varietal generic wine blends, with only a notional 
reference to quality. While this offer has been 
transformed into high quality, fit for purpose, varietal 
grapes and wine, the region’s image has lagged, 
particularly within South Australia. This negatively 
impacts on the value of Riverland grapes and wine.

Riverland Wine has no direct control over the sales 
success of those wines. Nevertheless, it follows that as 
the demand of Australian wine grows, the demand for 
the region’s wine will grow.

This organisation will explore what role it can play 
in improving and increasing relative market share in 
every emerging, developing or mature market, while 
performing better than, or at least equal, to others in 
any chosen category.

The Plan - in detail

Market Growth
Theme 4

“ A large proportion of 

Riverland wine is sold 

in bulk or as unbranded 

bottles to other Australian 

producers and customers, 

or sold on the global market 

…most not labelled or 

acknowledged as Riverland. 

This is not necessarily a 

problem, but a fact to be 

considered in developing 

strategies to grow market 

share.”
15



element

4.1  Support 

       national

       initiative

Identify and engage organisations that Riverland 

Wine may co-invest with to build regional 

recognition, pride and reputation

Actively participate in national and international 

forums that offer opportunities to raise 

awareness of the region’s grape and wine 

capabilities and success stories

Find ways to expose more members to the 

realities of domestic and international markets

Build credibility with industry peak bodies 

and government to enable Riverland Wine to 

influence national initiatives

Identify the key advantages in relevant markets 

for wine from the Riverland

Develop a suite of messages, signs and slogans 

that can be readily, frequently and strategically 

placed to convey opportunity, success and/or 

uniqueness arising from the region’s advantages

Initiate collaborative programs and projects to 

leverage increased value for Riverland Wine

Regularly celebrate Riverland Wine member’s 

success stories and achievements in viticulture, 

winemaking, marketing, environmental 

management and economic contributions to 

regional wellbeing

Construct a suite of wine images and messages 

that project and convey uniqueness, success 

and pride

Encourage all members to participate in 

programs that embrace notions of best practice, 

continuous improvement and striving for 

excellence

activities

4.1.1

4.1.2

4.1.3

4.1.4

4.2.1

4.2.2

4.2.3

4.2.4

4.3.1

4.3.2

4.2  Exploit

       distinct

       advantages

  

element

4.3  Build

       regional

       reputation

Ensure all Riverland Wine members project 

an image of professionalism and pride when 

representing the region in any industry or media 

forums

Initiate programs or projects that highlight regional 

leadership and excellence at the regional, national 

and international levels

Construct a comprehensive register of 

Riverland Wine customers

Inform key customers of Riverland Wine’s 

capabilities of adapting grapes and wine to best 

match specification

Promote customer awareness of Riverland Wine’s 

capability to respond to consumer preferences for 

alternative and emerging varieties

Develop partnerships with industry organisations 

with sophisticated consumer preference 

mechanisms and knowledge to enable 

Riverland Wine to assist members in making 

decisions at the enterprise level

Make sure the market becomes aware and 

informed about Riverland Wine’s achievements and 

success stories

Encourage programs that seek to discover and 

improve the diversity of wine products, the 

region can produce relatively quickly and cost 

competitively

Establish a Riverland Wine Big Ideas Program, with 

incentives for participants, and scholarships for 

outstanding innovation

Create a Riverland Wine Innovation Hub, on the 

Riverland Wine website

activities

4.3.3

4.3.4

4.4.1

4.4.2

4.4.3

4.4.4

4.5.1

4.5.2

4.5.3

4.5.4

4.4   Matching

        customer

        preferences

  

Theme 4: Market Growth

4.5   Encourage 

        and reward

        innovation  
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A core purpose of this Plan is to assist more members 
achieve profitability at the enterprise level, and to adopt 
medium to long term business plans that provide for 
reinvestment, sustainability and succession planning.

The scale of irrigated horticulture and viticulture has 
encouraged the formation of cooperatives, as the 
centre pieces or strong points of much of the region’s 
primary production. Many believe those businesses will 
continue to be part of the regional business profile. 

However, as competition has tightened, more operators 
have turned to financial advisers to explore other 
enterprise models that might offer better returns on 
investments.

Riverland Wine actively encourages such initiatives, 
while also encouraging members to understand gross 
margins, and how vital it is to understand and manage 
the business to produce net farm income.

Debt is the enemy of many Riverland Wine members. 
It makes sense to develop a strategic framework that 
will assist wine growers and wine processors to control 
debt and achieve a positive balance sheet.

This set of strategies will enhance regional asset values 
over the medium to long term.

The Plan - in detail

Profitability &

Sustainability

Theme 4

“ Debt is the enemy ... it 

makes sense to develop a 

strategic framework that 

will assist wine growers and 

wine processors to control 

debt and achieve a positive 

balance sheet.”
17



element

5.1  Developing

       business

       capabilities

Construct an enterprise scoreboard, to enable 

businesses to self-assess performance, across a 

range of disciplines, in the vineyard, the winery and 

the office

Engage with education and training institutions that 

can offer courses, customised to the learning needs 

or Riverland Wine members

Survey members to determine learning and training 

needs

Encourage all members to use the internet for 

information and learning purposes, including 

webinars on key topics

Compile an asset register of Riverland Wine industry 

assets, categorised and appropriately aggregated

Create and publish a chart of Standard Asset Values, 

for Riverland Wine businesses as points of reference, 

in consultation with relevant agencies and institutions

Regularly update the Standard Asset Values of 

Riverland Wine businesses in consultation with 

agencies and institutions

Develop a reliable mechanism to calculate the 

Riverland wine industry’s contribution to the regional 

economy, by engaging with agencies and institutions

Ensure the region’s wine industry business indicator 

data is comprehensive, regularly updated and 

accessible

Create the necessary framework and mechanisms to 

enable business indicators to be regularly updated

Develop messages of substance for placement with 

agencies and institutions that can actively promote 

the Riverland as an “open for business” wine industry

activities

5.1.1

5.1.2

5.1.3

5.1.4

5.2.1

5.2.2

5.2.3

5.2.4

5.3.1

5.3.2

5.3.3

5.2  Improving

       a regional

       balance

       sheet

element

5.3  Attracting

       investment

Work with industry partners and government to 

influence policies that will improve access to market

Ensure images and message project awareness of 

environmental and social responsibility as well as 

economic advancement

Encourage all members to adhere to environmental 

management best practice standards in vineyards and 

wineries

Illustrate Riverland Wine’s commitment to broader 

social responsibility through engaging with other 

regional organisations and enterprises to enhance the 

region’s spirit of collaboration, pride and achievement

Take a leadership position in regional affairs with a 

focus on “triple bottom line” (People, Planet, Profit) 

outcomes

Actively participate in programs that encourage 

students and young people to recognise the 

abundance of opportunities arising within the 

Riverland, from sound education, and a desire for 

continuous self-improvement

Consult with agencies that can offer expertise in 

this area of succession planning and encourage all 

members to seek advice

Construct a repository of case studies to illustrate the 

opportunities (and costs) associated with either having 

or not having a succession plan in place, encouraging 

Riverland Wine members not to prevaricate or 

procrastinate

Develop awareness of the need to constantly embrace 

change and grow the enterprise through adaption, 

diversification and possible collaboration

activities

5.3.4

5.4.1

5.4.2

5.4.3

5.4.4

5.5.1

5.5.2

5.5.3

5.5.4

5.4   Balancing

        industry,

        environment &

        community

        needs

Theme 4: Market Growth

5.5   Enabling

        succession

        planning 

18
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The Riverland is Australia’s leading wine production 
region accounting for an estimated 20% of the nation’s 
production and over 50% of the South Australian crush.

Riverland Wine is the conduit to the region’s wine 
industry, the union of the Riverland Winegrape Growers 
Association Inc (RWGA) and the Riverland Wine Industry 
Development Council Inc (RWIDC).

Recognising the common interests and objectives of wine 
growers and wine makers, the two member-based bodies 
agreed to pool resources in late 2010 to accelerate the 
region’s return to growth and prosperity.

Riverland Wine’s remit is to: 

• be accessible to members, and to encourage 

participation in programs that empower and 

encourage best practice in all facets of Riverland 

grape and wine production

• encourage, facilitate, and recognise innovation, 

education and diversification

• foster a collaborative approach, when practical, 

to achieve productivity and efficiency gains in 

production spheres, and influence policy and 

practice in advocacy, research and development, 

and marketing programs

• inspire and encourage unconventional business 

models, new and emerging viticultural and 

winemaking practices, and alternative wine 

products

• be alert and responsive to existing and emerging 

market signals, and adapt the product and 

package range to meet consumer preferences.

• Members of Riverland Winegrape Growers 

Association Inc and Riverland Wine Industry 

Development Council Inc 

• the broader Riverland Community including:

• Local government Authorities

• Regional Development Australia

• Destination Riverland

• Food Riverland

• SA Murray-Darling Basin NRM Board

• Riverland Chambers of Commerce

• the South Australian Government, in particular:

• Department of Primary Industry and Regions 

SA (PIRSA)

• Department for State Development (DSD)

• South Australian Tourism Commission 

• and industry bodies including:

• Australian Grape and Wine Authority (AGWA)

• South Australian Wine Industry Association 

(SAWIA)

• Phylloxera and Grape Industry Board of South 

Australia (PGIBSA)

• Wine Grape Council South Australia (WGCSA)

• Wine Grape Growers Australia (WGGA)

• Winemakers Federation of Australia (WFA)

• Wine Industry Suppliers Association (WISA).

“ Riverland Wine 

is the conduit to the 

region’s wine industry, 

recognising and 

articulating the common 

interests and objectives 

of wine growers and 

wine makers. ”

about us stakeholders include:
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“ Our structure provides flexibility 

... while ensuring transparency and 

rigorous accountability. ” RIVERLAND WINE INDUSTRY FUND

RIVERLAND WINE
Riverland Winegrape

Growers Association Inc
Riverland Wine Industry 
Development Council

Executive Officer

Business Manager Administration

DELIVERY GROUPS
Finance &  

Administration
Grape & Wine  
Technologies

Marketing & 
Public Relations

Trustee Minister for Agriculture

Independent Chair

Reference Panel

structure

Riverland Wine’s operational 

activities can be broadly 

grouped into three key 

functional areas: 

• Finance and 

Administration

• Grape and Wine 

Technologies

• Marketing and Public 

Relations.

This structure provides the flexibility to engage 

independent specialists, to encourage initiatives and to 

develop concepts, projects and programs that provide 

for Riverland Wine’s current and future needs for growth 

within the scope of this Plan.

The delivery groups have the freedom and scope to 

deliver outcomes that reflect contemporary best practice 

principles while ensuring transparency and rigorous 

accountability.

Riverland Wine Committee of Management: (from left to right): 

Andrew Kassebaum, Ashley Ratcliff, Stuart Andrew, Bill Moularadellis, 

Chris Byrne, Brian Walsh, Peter Hill, Jim Markeas, Andrew Weeks, 

Jack Papageorgiou.  

ABSENT (inset): Chris Christiansen, Sheridan Alm, John Angove,
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“ The activities and 

projects contemplated 

in this Plan will be 

funded by the members 

via the Riverland Wine 

Industry Fund and 

co-investment partners, 

with commitment and 

a shared interest in the 

success of the Riverland 

wine industry. ”

The regulated purpose of the fund is for:The Primary Industry Funding Schemes Act (1998) 
enabled the Riverland Wine Industry Fund (RWIF) to be 
established in 2001. Growers of Riverland wine grapes 
and winemakers who purchase Riverland wine grapes 
contribute to the Fund which is administered by the 
Minister of Agriculture, Food and Fisheries, as follows:

In the case of grapes grown by a person other than the 
winemaker:

• 0.5% of farmgate income is payable by the grower of 
the grapes

• $0.35 per tonne is payable by the winemaker

In the case of grapes grown by the winemaker:

• $1.35 per tonne is payable by the winemaker

The activities and projects identified in this Plan will 
be largely funded by voluntary contributions made 
by Riverland growers and wineries, to the Minister 
for Agriculture as trustee for the RWIF. Other sources 
of funding include AGWA (Australian Grape and 
Wine Authority’s Grass Roots Program), State and 
commonwealth government grant programs and 
sponsorship.

Promotion and development of the Riverland wine 

region as a producer of premium wines.

Policy Development and Implementation, ensuring 

the long term Riverland business environment for 

viticulture and winemaking is secure and facilitates 

productivity, and that it is positioned to proactively 

manage, protect and advance the interests of 

Riverland winegrape growers and winemakers.

Stakeholder Engagement and Participation, enabling 

Industry stakeholders have access to information and 

the opportunity to actively participate, ensuring broad 

based stakeholder participation, timely responses 

to industry issues, appropriate representation and 

exchange of information.

Innovation and Technology Adoption, recognising 

industry stakeholders are striving to achieve agreed 

standards and continuous improvement to:

• ensure industry advances economic, 
environmental and social viability through 
sustainable management practices

• position the Riverland to receive R&D funding that 
is commensurate with its production

• ensure greater uptake and utilisation of 
technology and best management practices

• ensure all industry stakeholders have access to 
appropriate information and training.

resourcing 
the Plan
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facilities
Riverland Wine operates from leased offices at PIRSA’s Loxton 
Research Centre (LRC) with an executive officer, business manager and 
administrative support. The centre provides conference and meeting 
rooms and a range of normal serviced office facilities.

The $7.5M redevelopment of the LRC (2014-15), an outcome of the 
Murray-Darling Basin Plan, has and will further enhance Riverland 
Wine’s capabilities, services and delivery of outcomes. Riverland Wine’s 
management executive, delivery groups and independent consultants 
have access to “hot desk” facilities at LRC if required.

Meetings, extension programs, training and other services deliver 
programs and benefits for members through community venues, 
vineyards and wineries throughout the region.

The activities and projects contemplated in this plan will be funded by 
the members via the Riverland Wine Industry Fund and co-investment 
partners, with commitment and a shared interest in the success of the 
Riverland wine industry.



regional
statistics 2000

2001
2002
2003
2004
2005
2006
2007
2008
2009
2010
2011
2012
2013
2014

17,874
18,245
19,087
19,949
21,438
21,390
21,978
22,392
22927
22,620
21,624
21,307
21,117
21,184
21,018

1,251
1,190
1,213
1,280
1,332
1,544
1,284
1,295
1,283
1,275
1,179
1,133
1,105
1,078
1,051

14.3
15.3
15.7
15.6
16.1
13.9
17.1
17.3
17.9
17.7
18.3
18.8
19.1
19.7
20.0

Vintage 
Year

Regional
Plantings

(ha)

Registered
Vineyards

(no)

Avg. area
per vineyard
(ha/vineyard)

2000
2001
2002
2003
2004
2005
2006
2007
2008
2009
2010
2011
2012
2013
2014

250,566
273,614
378,923
321,711
387,754
434,851
412,551
290,183
345,781
342,538
279,207
316,628
361,381
329,017
361,637

43,219
53,490
54,970
50,586
54,901
49,657
53,902
34,774
56,939
56,728
55,787
67,067
52,336
69,296
76,977

293,785
327,104
433,893
372,297
442,655
484,508
466,454
324,957
402,719
399,266
334,995
383,695
413,717
398,312
438,614

Vintage 
Year

Grower
Production

(t)

Winery
Production

(t)

Total 
Production

(t)

235
275
358
291
332
314
363
251
314
313
284
339
374
369
417

Avg. 
production
(t/vineyard)

Average
yield
(t/ha)

2000
2001
2002
2003
2004
2005
2006
2007
2008
2009
2010
2011
2012
2013
2014

191.5
215.3
292.4
213.5
234

230.9
175.2
124.4
229.5
139.5
89.7

105.2
136.2
137.3
126.9

$10,713
$11,800
$15,319
$10,701
$10,914
$10,794
$7,970
$5,557

$10,008
$6,165
$4,150
$4,939
$6,452
$6,482
$6,037

153
181
241
167
176
150
136
96

179
109
76
93

123
127
121

Vintage 
Year

Est. value
of total crush 

($M)

Average
vineyard income

($/ha)

Average
income

($,000/vineyard)

164.5
181.6
255.3
184.3
204.8
207.3
154.7
110.8
197.4
119.2
74.6
86.5

118.5
112.6
103.6

Purchased
Value
($M)

$657
$664
$674
$573
$528
$477
$375
$382
$571
$348
$267
$273
$328
$342
$286

Average
CAPV
($/t)

2000
2001
2002
2003
2004
2005
2006
2007
2008
2009
2010
2011
2012
2013
2014

Vintage 
Year

area production

value
TOTAL CRUSH PURCHASED ONLY

• Refer to Pages 4 - 5 Region at a glance, 

for comments on regional statistical data.

• Refer to Page 27 Notes, for sources of 

information and explanation of terms.

• Refer to Page 28 Abbreviations.

16.4
17.9
22.7
18.7
20.6
22.7
21.2
14.5
17.6
17.7
15.5
18

19.6
18.8
20.9
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participation
• The Management Committees (RWGA & RWIDC), the 

broader membership base and the Reference Panel all 
contribute to the formation, implementation and review 
of strategic and operational plans for Riverland Wine.

• All grower and winemaker Fund Contributors are 
encouraged to participate regularly through frequent 
communiqués and meetings. 

cooperation
• All RWGA & RWIDC functions and activities are and 

will continue to be performed in a spirit of teamwork 
and cooperation in the interests of the Riverland Wine 
Industry.

• Growers and Winemakers retain their own separate 
forums within which matters of a commercial nature 
may be discussed and debated before being declared 
and (if necessary) debated further in the united group.

• The reference panel of independent experts provides 
guidance and advice in terms of developing policy 
positions, engaging with government, evaluating 
commercial opportunities and assessing R&D initiatives. 

transparency & accountability
• Riverland Wine Industry Fund (RWIF) representa-

tives will act transparently and be fully accountable 
to contributors for the effectiveness of all RWIF 
programmes and activities.

• Subcommittees will be maintained with internal and 
independent resources and expertise to oversee 
delivery of programmes and projects and to advise on 
policy matters.

• Both management committees will be accessible to 
members and will issue regular communiques.

• All representatives will be available to their particular 
(local) constituents.

distinguishing riverland wine 
industry fund activities
• RWIF activities will be clearly identified and 

distinguished (to the extent it is practical and 
possible) from those pertaining to State or National 
Bodies.

• The Riverland groups will encourage other 
representative industry bodies to agree sets of 
“approved functions” to be performed at the 
Regional, State and Federal levels against which 
stakeholder benefits and outcomes can be 
assessed.

cohesion & unity
• While respecting the individual and legal rights of 

all contributors the RWGA and the RWIDC shall act 
and appear as a cohesive and unified entity.

• In that spirit of oneness and teamwork, the RWGA 
and RWIDC will represent its membership with a 
united voice and be accessible to all contributors 
whenever practical.

• In making representations to other industry bodies 
and government institutions, the RWGA and the 
RWIDC will present and promote an image of a 
united regional industry.

principles
guide how we work

24



25

outsourcing resources
• When appropriate and practical Riverland Wine will 

promote the opportunities and benefits to be gained for 
all contributors by outsourcing expertise and specialist 
skills to deliver programs and projects effectively. 

effectiveness & efficiency in 
decision-making
• Regular refreshment of Management Committee 

membership, as provided for in the rules, will enable all 
members to participate in the development of Riverland 
Wine Industry policies, programmes and projects, 
based on merit.

• Decision-making and deliberative processes will seek 
to be effective and efficient.

• Decision-making will focus on evidence based analysis 
and arguments when practical as well as granting 
expression to all views in their variety.

• Delivery mechanisms will be functional and practical 
and relevant to current priorities.

cost efficiency, measurement &
methodology
• The Executive Committee of Riverland Wine shall 

manage all resources prudently and promote effective 
and cost efficient solutions in all aspects of managing 
the RWIF on behalf of all contributors.

• Riverland Wine will develop and maintain control 
systems and performance indicators to monitor and 
measure the delivery of RWIF outcomes and their 
alignment with agreed objectives and Key Performance 
Indicators (KPI’s).

exploiting synergies and 
avoiding duplication
• Potential synergies and economies of scale will 

be identified and exploited to the extent feasible.

• Unnecessary duplication of work and resources 
shall be avoided.

• Riverland Wine will energetically pursue 
organisational options that ensure effectiveness, 
efficiency and prompt action, taking advantage 
of the experience available from within the two 
bodies and from the broader industry where 
appropriate but also from independent third 
parties when expertise, skills or experience are 
lacking.

“ Our Principles reflect our 

values. They clarify what we 

stand for and believe in. They 

shape, influence and guide our 

actions and behaviours. 

While these principles do not, 

in themselves, define a strategy; 

successful outcomes will 

demand adherence to them. ”

principles
guide how we work
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notesnotes
Page 6:
Maps from ABARES (Australian Bureau of Agricultural Resource Economics) 
Research Report 07.15 Wine grape growing farms in the Riverland, South Australia, 
2007.

Pages 4, 5 & 23:
Area, Production, Value and Grower/Vineyard number statistical data from South 
Australian Winegrape Crush Surveys (2000 to 2014) PGIBSA.

Australian wine grape production estimate from ABARES.

Statistical data is for the Riverland (and other regions) are defined by WGCSA 
collection regions, which include selected PGIBSA GI (Geographic Indication) 
Regions and Zones. The Riverland statistical data presented includes both Riverland 
and Lower Murray GI regions.

Year refers to vintage year, which in the Riverland is the harvest period from January 
to May.

Registered vineyards refers to vineyards as registered by growers with PGIBSA. 
Growers may have more than one vineyard in different regions.

ha = hectare, t = tonnes (metric), Mt = million tonnes,

$M = million dollars.

Total Production refers to Total crushed (grower-grown (purchased) plus 
winery-grown).

Purchased Value is an estimate and refers to value of grower-grown grapes.

CAPV is the Calculated Average Purchase Value per tonne, and refers to purchased 
(grower-grown) grapes only.

Regional Income refers to Estimated total value ALL grapes (grower-grown plus 
winery-grown).

Estimated value of Total Crush refers to grower-grown (purchased) plus winery-grown 
grapes.

Refer to Page 22 Abbreviations.

For more detailed descriptions of the statistical data, refer South Australian 
Winegrape Crush Surveys (2000 to 2014) PGIBSA.
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Australian Grape and Wine Authority (formerly Grape & Wine 

Research Development Corporation (GWRDC), and Wine Australia 

Corporation (WAC))

Australian Wine Research Institute

Calculated average purchase value (per tonne of fruit)

Destination Riverland

Department of State Development (South Australia)

hectares

Loxton Research Centre (PIRSA)

Million dollars

Million tonnes

Phylloxera and Grape Industry Board of South Australia

Primary Industries and Regions South Australia

Research, Development and Extension

Research, Extension and Adoption

Return on Investment

Riverland Vine Technical Group

Riverland Wine

Riverland Winegrape Growers Association Inc

Riverland Wine Industry Development Council Inc

Riverland Wine Industry Fund 

South Australian Murray-Darling Basin Natural Resources 

Management Board

South Australian Wine Industry Association Inc

South Australian Wine Industry Council

tonnes

Winemakers Federation of Australia

Wine Grape Council South Australia

Wine Grape Growers Australia

Wine Industry Cluster

abbreviations
AGWA

AWRI

CAPV

DR

DSD

ha

LRC

$M

Mt

PGIBSA

PIRSA

R, D & E

R, E & A

ROI

RVTG

RW

RWGA

RWIDC

RWIF

SAMDBNRMB

SAWIA

SAWIC

t

WFA

WGCSA

WGGA

WIC



Riverland Wine Inc.

Registered Office
Loxton Research Centre
1807 Bookpurnong Road
Loxton SA 5333

Postal Address
PO Box 444
Loxton SA 5333

Tel 08 8584 6399 Fax 08 8584 6289

Email admin@riverlandwine.com.au

Web www.riverlandwine.com.au

ABN: 43 199 736 228 (RWGA)
ABN: 49 007 478 256 (RWIDC)
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