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When I blithely tossed this title to Ian Harris at Vinexpo last year, I thought it would provide an opportunity to “have a go”, to vent some spleen.  At the time the stone in my shoe was that the focus of the Australian wine industry was myopic, intent only on feeding the maw of the market with blended wine sourced from vineyards, anywhere and everywhere on the continent of Australia, marketed and blended to eliminate any attribute worthy of thought or conversation other than “its good value for money”.  Yellowtail had just passed its fourth million cases in the US, Jacob’s Creek was on its way to its second million cases in the UK and BRL Hardy, the fine Australian wine company with which I began my career, had just been swallowed by USS Constellation which in turn became the biggest galaxy in the wine sky, even eclipsing the Gallo star.

Adding fuel to my fire, at Vinexpo, the brave little band of Australian regional winemakers had been sent to a remote part of the Parc beyond the reach of air conditioning and somewhere very close to Hades.  Elsewhere the air conditioned halls were teeming with winemakers from all points of Europe, selling a slice of their countryside, rocks, soil, village and view, and the essential importance of their region to the global market.  Some even had wine to taste.

I had just finished reading Andrew Jefford’s “The New France”, which inspired me to re-read James Wilson’s “Terroir” and Charles Pomerol’s “The Wines and Winelands of France”.  

At the time it seemed that the French had taken exclusive possession of the concept that a wine tastes like its origins.  Australian vignerons attempting to exploit the district flavours of the old island continent were consigned to the dustbin of irrelevance by a conspiracy of the urgent commerce of the large Australian wine companies and the high ground assumptions of the French vignerons.

It appeared that as the 21st century unfolded, the French would be able to attract a premium from an increasingly discriminating market for the differentiation they had carefully protected, albeit bankrolled by all European taxpayers.   Australia by contrast, would be forced to produce more and ever cheaper wine to meet the demands of the global purveyors of commodities and groceries and to meet the competition from other New World or Eastern Block countries.

My fears were reinforced when Southcorp, that mother-ship of Australian wine quality, behind which we all water ski, came to a rapid halt on the reef of too much wine and too little price.

Those fears were being fed from other directions. In early 2002, the boast by the large Australian wine companies that they had surpassed the French as number one supplier to the UK off trade had seemed to be tantamount to poking a stick in a lion’s ear.

The predictable response came not only from the French but also from the wine journalists of the UK.  

Remember this was prior to the 2003 Rugby World Cup.  

Now paranoia being what it is, it seemed that the wound up spring of revenge for all of those Australian sporting victories over the UK, over many decades, was released against another Australian victory on UK soil, even though this time the vanquished were the French.

As unfair as it seems, the British wine press began to redress the imbalance of sentiment that had clearly favoured Australia to that point.

This seemed like a betrayal of sorts and I could only think that if Australia had turned up on the field of Agincourt, which side would we have joined?

The press about the well made, bright and fruity, consumer friendly wines of Oz, began to dry up.

In August 2003, a UK trade publication, the Drinks Business, included an article under the headline, “France leads Fight Back”.  “The balance of press mentions is tipping away from Australia and back towards France”.

Australia, for the month of June was down to 12.9% of all wine press mentions from 25.8% in May and France was up by 6.9% to 35%.

The annual (MAT) figures revealed the changes were consistent in direction over the longer term although not as dramatic.

By the way, Australia and France were and are still the dominant wine countries mentioned in the UK wine press.

Not only were the numbers of articles diminishing but the tone of the press for Australian wine began to change in the UK.    The words and phrases began including “boring”, “all tastes the same”, “standardised”, homogenised”, and echoing the infamous attempts of the Europeans to reclassify New World Wine, the phrase “industrial wine” emerged.

I quote one writer, a Mr MacDonough in Punch.  He was covering the London visit of the President of the INAO, René Renou, who Canute like was trying to turn back the tide of Australian wine and replace it with French.  I quote from the article.

“The truth is those people who want French wine to be more like Australian, are confusing the issue. Australia enjoys the almost perfect conditions for producing large quantities of industrial wine.  There is lots of sun to ripen grapes, almost all of which are planted on flat lands which are easy to cultivate and the vast majority of vineyards are owned by a handful of super rich companies.”

I sort of understood his assertion, but in one fell swoop he had eliminated the 40% of premium wine grapes grown in the premium wine regions of Australia by a couple of thousand growers and those wines made and marketed by 1600 small and medium Australian winemakers.  Topographically, climatically and pedologically, these premium regions are not much different to vast areas of the French vineyard but Mr MacDonough had ironed them flat and corporatised   them.  Thirty years in the Australian wine industry, nurturing fine wine vineyards in the Clare Valley, the Adelaide Hills and Coonawarra would seem to count for nothing in the face of the emerging perception that Australia is exclusively a supplier of branded, non regional, commodity wine and that for regionally differentiated “terroir’ driven wines, one had to turn first to France.  It is as though “terroir” disappears along with the North Star in crossing the equator going south.

My fear that the large Australian companies were obscuring all that is regional and differentiated about Australian premium wine and my resentment of the French assumption of exclusivity of “terroir” has dissipated in the preparation of this paper.  The more I read the more I realised that France has just as big a problem as Australia.

If Australia lacks regional identification in global markets, France has too much.

On the 3rd July 2001, Jacques Berthomeau presented a report to Jean Glavany – the French Minister for Agriculture and Fisheries entitled “How can we improve French wines’ positioning in export markets?”

This report was a response to the emerging success of New World wine in global markets and in particular, Australia’s success in the UK.  

Mr Berthomeau also had been walking around Vinexpo with a stone in his shoe but two years prior to my epiphany.  I quote, 

“Return from a whole day of walking up and down Vinexpo.  Australia, New Zealand, United States, Chile, Argentina, South Africa.  Is the wave of New World wines going to sink the wine growing industry of the Old Continent?  Already the New World countries coalition, lead by Australia, is eating its way relentlessly into France’s part of the English market?”

That makes me feel a lot better about my paranoia.

In a remarkably emotionally argued report, Mr Berthomeau addresses the 5 million hectolitre European annual surplus of wine production.  He identifies the overproduction of Italy and Spain as important contributors to the problem of oversupply as well as the emerging competition of the New World. France is almost the innocent victim of these circumstances.

At the beginning he poses the question, “Do we need to get rid of our restricting rules and produce wines ‘a la carte’ in order to please the new consumers?  Do we need to strongly enter the ruthless universe of worldwide brands and manage our winegrowing industry so it produces standard raw materials for wineries?”

Reading this I thought they finally understand.

However by the end of the report he has answered firmly no to both of these questions.

He joins, in his words, “the pure man of the appellations, the guardian of the temple”, the same Rene Renou, President of the INAO Wine Committee, in not only opposing deregulation of the winegrowing industry in France but in fact more closely regulating and monitoring with teams of viticultural experts and expert palates the production process of AOC and Vins de Pays wines.

Let me not dwell too much on the French dilemma confronted by Mr Berthomeau and his compatriots or their suggested regulatory solutions.

His deliberations, however, have contributed to my musings about Australian brand dominance obscuring the recognition of Australian regions in global markets.  It occurred to me, as it did to others who contributed to Mr Berthomeau’s deliberations, that there are two types of wine in circulation.  The great and growing volume of branded wine, a commodity in the supermarket and this requires only the identification of the country of origin in support of the brand.  Some would even argue the country of origin is not important.

What is important to the consumer of branded commodity wine is a consistently pleasing taste experience commensurate with the money expended.

The other type of wine may share consumers with branded commodity wine but it rarely shares occasion.  The second type of wine is of course, the differentiated, more cerebral, always regionally and often site identified, this differentiation also often supported by the artisan winemaker and his techniques.  This wine product is higher priced, mostly better quality, more complex, more interesting and serves a different purpose to branded commodity wine.  The premium differentiated wine segment is also growing and the wealth and age profile of the developed economies make it a highly profitable, but fantastically fragmented segment of the market, into the future.

The two wine products require different viticultural and winemaking processes.  The large mechanical, flatland, inland, irrigation dependent vineyards that do exist in parts of Australia, California, Washington State, Chile and South Africa are ideally suited to supply grapes for brands.  The quality standards are firmly established between brand owner and viticulturist, are rigorously monitored and ruthlessly vetted in favour of consistent flavour, sugar, colour and very high standards of purity. The varieties that perform best under these management regimes are Shiraz, Cabernet Sauvignon and Chardonnay.

Take a bow Jacob’s Creek and others alike.

The vast Languedoc Roussillon region of France could produce grapes to this standard and consistency.  However the legislated regional formula for Languedoc has 14 white and 7 red varieties.  Why have Carignan where Shiraz can grow; why have Bourboulenc where Chardonnay can grow, when the aim is to produce consumer pleasing branded commodity wine?   The answer is probably quite different if the vineyard exists to produce the differentiated premium product, from old vines and a “distinguished site”, true for only a small proportion of the Languedoc.

This raises the first of two questions.

Is regional identification an advantage or disadvantage to branded, commodity wine?
The regional identification of branded commodity wine, at least beyond country, is irrelevant; destructive where it interferes with the production process as it does in France and where the region is also a recognised producer of premium differentiated wine, its use on branded commodity wine could have two detrimental effects. The inherent quality variation of a premium viticultural region and the cherry picking by the producers for their expensive labels, breeds consumer mistrust of the quality and consistency of the residual commodity and/or undermines the premium credibility of the region.

The very attributes of premium differentiated wine are antithetical to the branded proposition.  The unique, non-expandable sites with low yielding vines producing concentrated complex wine, varying in style and quality between vintages and between producers of the same varieties from the same region, are attributes impossible to reconcile with the standardised requirements of the branded commodity.

The second question is:

Can the same producer successfully make and market branded commodity wine and premium regionally differentiated wine?  The New World examples of success at both products are often quoted and I won’t dwell on them here.  However there are incompatibilities between branded commodity wine expertise and brand promotion on the one hand and the regional integrity and individuality required of the producers of premium regionally differentiated wine on the other. These incompatibilities are real and increasing with consumer awareness.  It is difficult to take a commodity brand and also earn for it sustainable credibility for the production of regionally differentiated premium wine. It is at least as difficult to take a differentiated premium reputation and turn it into a commodity brand.

This is an evolving era of informed consumers seeking specialisation and being able and willing to pay for it.

If you want to develop a Jacob’s Creek like brand, there is no advantage in starting with a Petaluma or Leeuwin Estate and there are many downsides to that pathway.

So if it is difficult for a producer to achieve, can a country successfully be a source of regionally differentiated product and also be the home of powerful commodity brands? Another way to ask the question is can Australia’s power brands fill the supermarket shelves in the UK and at the same time can Australia’s regional specialists command a similar share of the best wine lists and cellars of this country?

The French, clearly the most successful premium wine producer on the globe, have fallen short in the branded commodity market, contrasted with Australia which has highly successful brands but struggles with global recognition of its premium regions. One could begin to doubt the successful cohabitation of these concepts.  However domestic consumers accept the co-existence of both premium and branded commodity wine producers from their own back yard in California, Australia and even from France. This points the way.

The answer lies in consumer knowledge, the ability to discriminate between the specialists in each area of supply. For France, the answer is more complex because of the impediments to the development of consistent commodity brands, inherent in their production systems.

With that in mind, I will talk about Australian regional differentiation and why Australia should not be regarded purely as a supplier of commodity wine. In fact, it is Australia’s penetration of global markets with highly successful commodity brands that should create the incentive for distributors to exploit the well developed but still evolving Australian regional wine treasure trove.

On what do I base the belief that there is enhanced opportunity for Australian premium wine in the markets where Australian commodity wine has been successful? To answer that, it is necessary to examine the likely effects of the accelerating “globalisation” of the wine trade on each of the two wine products, branded commodity and regionally differentiated premium.

Wine has dramatically responded to the opportunities of globalisation since the late 1980’s, with the percentage of wine sold which is traded across national borders, rising from 15% in 1988 to 26% in 2001.

Both New World and Old World producers have been major beneficiaries of the increasing global consumer demand for imported wine.

Although their share of the much larger export cake has been dropping since 1988, the French still account for 40% of the value of all wine exports to all destinations.   The Old World is currently responsible for more than 70% of exported wine value.  Australia is a minnow at 6.1% and achieves only a 25% premium to the average price of all wine exported by everybody, compared to the whopping 70% premium achieved by France.  In summary, France is 7 times bigger in wine export than Australia and enjoys a 23% premium to Australia in average price. 

I apologise for the age of the comparison, but the most recent set of comparable figures are for 2001 and Professor Anderson has indicated that Australia’s share has advanced to about 7% in 2003, from 6.1% in 2001.
I am grateful to Kym Anderson, Professor of Economics at the University of Adelaide for these statistics and for allowing me to read a pre-publication copy of The World’s Wine Markets, Globalisation at Work.

He posits the economist’s view that the benefits of globalisation are “the lowering of transaction costs of doing business across space and therefore a good thing because it conserves resources”.

In the case at point more efficiently produced and marketed Australian commodity wine is replacing Old World products in the UK market to the benefit of UK consumers who can better use the savings and this perhaps also releases land resources to support urban growth in Europe.

However some of the perceived consequences of globalisation are considered by some to be bad, and there is an element of this perception in the negative reactions of some of the UK wine press to Australian branded commodity wine success.  

Quoting Professor Anderson,  “anti globalisation groups may be concerned about such things as homogenisation of marketed products, a growing dominance of multinational corporations, or the disappearance of small firms with their individualistic goods or services”  End of quote.

These forces and potential consequences are certainly at play in the global production and distribution of branded commodity wine.  But, is branded commodity wine replacing the other type, the regionally differentiated premium wine?

Professor Anderson concludes his paper by posing a similar question; “What then does globalisation mean for small region and boutique producers?”

His answer:-

“With increasing affluence comes an increasing demand for many things including variety (the spice of life).  Certainly homogenous wines such as the basic Jacob’s Creek family are wonderfully easy to mass market to newcomers to wine drinking through such outlets as supermarkets in the UK.  However over time, many of these consumers will look for superior and more varied wines.  They will begin to differentiate between grape varieties, between not just countries of origin but regions within them.

That preference for heterogeneity on the demand side, and the infinite scope for experimentation on the supply side ensures that there will always be small and medium producers alongside the few large corporations in the wine industry.”

QED.

Paraphrasing what Professor Anderson said; 

regionally differentiated premium wine and branded commodity wine can not only coexist but consumption of one can lead to consumption of the other in an expanding market. 

By the way, Professor Anderson’s paper models the wine trade between 47 exporting and importing countries of the globe and models the effect of increasing supply of premium wine grapes in Australia and elsewhere, on grape and wine price in Australia.  The immensely complex model says that the most likely outcome for commercial premium wines (branded commodity) is a tiny 0.7% drop in producer price by 2005.  For super premium (regionally differentiated premium wine) the model predicts a 9% rise in producer price.

Reinforcing this message at the Australian 2003 Wine Industry Conference in a paper entitled “Australian Wine Industry – supply and demand assessment” Lawrie Stanford predicts that even with the massive plantings of the mid to late 90’s in Australia, grape supply will again be in balance with demand by 2006 with the possible exception of a small surplus of premium red grapes from the premium regions of Australia.  The threat of oversupply is unlikely to undermine Australian wine positioning and price for long if at all.

This leads me back to my mission to convince you that Australian regionally differentiated premium wine should not be obscured in global markets by the success of our commodity wines, that indeed therein lies an opportunity.

Certainly Australian producers of our best regional wines need to be more active in promoting their regions and the differentiating qualities of their products. And there is room for improvement in the growing and making of Australian premium regional wine. There is a degree of complacency and economy of production rules over the restless search for excellence in some of our very best terroirs.  No amount of international wine show success can justify the current apparent lack of will to optimise the great potential of some Australian premium regions through investment in viticultural excellence. However there is still an embarrassment of riches in Australia’s premium wine districts yet to be discovered by international fine wine markets.

  I am reminded here of Dr A C Kelly, MD, the founder of the famous Tintara Vineyard in McLaren Vale, who in 1867 published his treatise on Wine Growing in Australia.

He quite correctly divined that 

“In the great diversity of soil and climate to be found in Australia, there is little doubt that every variety cultivated in Europe would somewhere find a suitable location in which to develop its most valued qualities.”

His appeal to his fellow vignerons of the time resonates with the challenge for the modern Australian regionally differentiated premium wine business.  He exhorts them in the introduction to his book;

“The time has now arrived when the winegrowers of this colony must bestir themselves and boldly face the difficulties before them.

They must be prepared to take their stand on ground already occupied by the experienced winegrowers of Europe.

All have a direct interest in each others’ success, for according to the quality of wine produced for export will be our status as a winegrowing country.  No petty jealousies need stand in the way of that friendly rivalry to produce the best wine which ought to be the endeavour of each winegrower.”

Couldn’t have said it better if I had tried for the 137 years that have elapsed since it was published.

Reverting to Dr Kelly’s theme of the diversity of soil and climate to be found in Australia in which a location can be found to suit each European variety, that process has evolved a long way in the modern Australian wine industry.  At the suggestion of Professor Kym Anderson, I calculated an index of varietal specificity for some regions, being the proportion of a given variety in that region compared to the proportion for all regions. The bigger the number the more the consumer and the producer have recognised the suitability of a given variety for a region.

One is neutral, representing the national average for a given variety in a given region.
2003 Vintage

	Region
	Variety
	Index of Varietal Specificity

	Clare Valley
	Riesling
	4.9

	Eden Valley
	Riesling 
	8.5

	Hunter Valley
	Semillon
	3.9

	Adelaide Hills
	Sauvignon Blanc
	3.7

	Coonawarra
	Cabernet Sauvignon and Merlot
	1.96

	Adelaide Hills
	Pinot Noir
	5.7

	Barossa Valley
	Shiraz
	1.43

	McLaren Vale
	Shiraz
	1.57

	Adelaide Hills
	Chardonnay
	5.75

	Hunter Valley
	Verdelho
	5.75


For Chardonnay, Shiraz and Cabernet, the three most ubiquitous and highest production varieties in Australia, the ratios are understandably dampened compared to the more niche varieties but the Barossa Valley and McLaren Vale have 43% and 57% higher rates of Shiraz plantings respectively than the national average. Eden valley has 8.5 times the intensity of Riesling planting to the national vineyard average.

This simply tabulates what the well developed wine show system in Australia tells us show after show and what history has literally distilled out of the traditional regions.

· Margaret River and Coonawarra are great places to grow Cabernet Sauvignon and Merlot

· Clare and Eden Valleys and Great Western are the best places to grow Riesling

· The Hunter Valley is the only place to grow Semillon

· The Yarra Valley, Mornington Peninsula, Adelaide Hills and Tasmania are the places to grow Chardonnay and Pinot Noir

· The Barossa Valley, McLaren Vale and the Hunter Valley are the districts in which to grow traditional Australian Shiraz

· Mt Barker W A, Great Western Vic, Central Victoria and Mt Barker in the Adelaide Hills are the districts in which to grow Shiraz with finesse.

It remains for me to give you a glimpse of some of Australia’s treasure trove of “terroirs” and to tell you some of the reasons for the synergy between a region and its most favoured status varieties.

Let’s start by dividing Australian grape growing regions into two categories.

· Inland, irrigation dependent vineyards, the dominant source of Australian commodity branded wine, representing 60% of Australian premium grape variety production. These are painted red on the map.

· Traditional and more temperate regions, the source of some of Australia’s commodity branded wine but the source of all regionally differentiated premium wine and representing 40% of Australia’s premium grape variety production. This is the 40% that was flattened and corporatised by Mr McDonough of Punch. These are painted green on the map.

We are examining some of the regions from the second category and their synergy with their own varieties, beginning with Margaret River in the west and ending with the Hunter Valley in the east.  I have borrowed heavily on Dr John Gladstones’ excellent publication, “Viticulture and Environment”.

Nearly all of the grape production of Australia is in the latitudinal band between 33 and 42 degrees south. This contrasts to the northern hemisphere where the viticultural band is largely between 40 and 49 degrees north.

The Great Southern Ocean ameliorates the temperature regime of the Australian southern coast. This huge body of cold stormy water and its prevailing westerly winds acts as a temperature buffer compared to the continental masses which sandwich the northern hemisphere vineyards.

Contrary to the perceptions of some, Australia has its cool.

Burgundy, Oregon, North Coast California and South Island New Zealand have similar temperature regimes to central Adelaide Hills, southern Fleurieu Peninsula, Kangaroo Island, south west Victoria, Macedon Victoria, part of the Yarra valley, the Mornington Peninsula and Tasmania.

Cotes Rotie and Hermitage have the same temperature regimes as Eden Valley SA, Mt Barker SA and Great Western Victoria.

Bordeaux and southern Napa have the same temperature regime as Coonawarra and Mt Barker WA.

Margaret River shares a similar climate to the North Island of New Zealand.

The Barossa and Clare Valleys have temperature regimes similar to the Southern Rhone somewhere between Avignon and Orange.

Let’s get past the perceptions that Australia is a hot viticultural country and that it is purely a commodity wine producer and look at some of the rich diversity of its premium regions. As global warming exerts its unpredictable effects, the Great Southern Ocean is likely to insulate these southern coast premium wine regions of Australia from the extremes expected in more continental regions of the globe.   

MARGARET RIVER – WESTERN AUSTRALIA

	Altitude
	90m

	Latitude
	33º 57’S

	Dominant influence
	Indian Ocean/Leeuwin Current/maritime

	Heat Summation
	1572ºC  

	Daily Range
	11.2 ºC

	Humidity
	57%

	Sunshine Hours
	1661

	Summer Rain
	253mm

	Dominant Soil
	Lateritic gravely sandy loam

	Geology
	Laterite over Archaen granitic and gneissic rocks, basement

	Homoclime
	Warm Bordeaux

	Favoured Varieties
	Cabernet Sauvignon

	
	Merlot 

	
	Semillon

	
	Sauvignon Blanc

	
	Chardonnay


MOUNT BARKER – WESTERN AUSTRALIA

	Altitude
	253m

	Latitude
	34º 36’ S

	Dominant influence
	Southern Ocean and altitude

	Heat Summation
	1441 ºC days

	Daily Range
	12 ºC+

	Humidity
	54%

	Sunshine Hours
	1518

	Summer Rain
	285

	Dominant Soil
	Sandy loam 

	Geology
	Archaen granitic and gneissic rocks

	Homoclime
	Valence (Cotes du Rhone/Hermitage)

	Favoured Varieties
	Shiraz

	
	Riesling

	
	Cabernet Sauvignon


CLARE VALLEY – SOUTH AUSTRALIA

	Altitude
	398m – 500m

	Latitude
	33 º  50’ S

	Dominant influence
	Altitude,  inland, northerly

	Heat Summation
	1594 ºC days

	Daily Range
	15 ºC

	Humidity
	37%

	Sunshine Hours
	1870

	Summer Rain
	245mm

	Dominant Soil
	Duplex soils, red brown earths

	Geology
	Dolomitic siltstone, slate, schist

	Homoclime
	

	Favoured Varieties
	Riesling

	
	Shiraz


BAROSSA VALLEY – SOUTH AUSTRALIA

	Altitude
	250m

	Latitude
	35 ºC 00’S

	Dominant influence
	Southern Ocean, Mt Lofty Ranges

	Heat Summation
	1525 ºC days

	Daily Range
	13.6 ºC

	Humidity
	41%

	Sunshine Hours
	1802

	Summer Rain
	204mm

	Dominant Soil
	Red brown earth, duplex soils

	Geology
	Metamorphosed Cambrian limestones/quaternary sediments

	Homoclime
	Orange – Southern Cotes du Rhone

	Favoured Varieties
	Shiraz

	
	Grenache

	
	Mouvedre

	
	Riesling


EDEN VALLEY/KYNETON – SOUTH AUSTRALIA

	Altitude
	450m

	Latitude
	35 º  00’ S

	Dominant influence
	Altitude, Southern Ocean

	Heat Summation
	1309 ºC days

	Daily Range
	12.8 ºC

	Humidity
	44%

	Sunshine Hours
	1764

	Summer Rain
	-

	Dominant Soil
	Sandy loams

	Geology
	Granite and schist 

	Homoclime
	

	Favoured Varieties
	Riesling

	
	Shiraz


PICCADILLY VALLEY – ADELAIDE HILLS

	Altitude
	500-600m

	Latitude
	35 º  00’S

	Dominant influence
	Altitude / Southern Ocean

	Heat Summation
	1183 ºC

	Daily Range
	11.8 ºC

	Humidity
	52%

	Sunshine Hours
	1771

	Summer Rain
	412 mm

	Dominant Soil
	Podsolised red brown earths, duplex soils

	Geology
	Cambrian schists and sandstones

	Homoclime
	Dijon, Burgundy

	Favoured Varieties
	Chardonnay

	
	Pinot Noir


ADELAIDE HILLS, MOUNT BARKER – SOUTH AUSTRALIA

	Altitude
	330m – 400m

	Latitude
	35 º 04’S

	Dominant influence
	Murray River Plain/Adelaide Hills

	Heat Summation
	1365 ºC days

	Daily Range
	13.6 ºC 

	Humidity
	45%

	Sunshine Hours
	1730

	Summer Rain
	292mm

	Dominant Soil
	Sandy loam

	Geology
	Micaceous schist

	Homoclime
	Valence, Hermitage, Cotes Rotie

	Favoured Varieties
	Shiraz

	
	Viognier


COONAWARRA – SOUTH AUSTRALIA

	Altitude
	59m

	Latitude
	37 º 18’S

	Dominant influence
	Southern Ocean and flat topography

	Heat Summation
	1337 ºC days

	Daily Range
	15 ºC 

	Humidity
	48%

	Sunshine Hours
	1593

	Summer Rain
	257mm

	Dominant Soil
	Terra Rossa – brown calcareous oil

	Geology
	  Calcretes, Quaternary sand dunes and limestone.

	Homoclime
	Bordeaux

	Favoured Varieties
	Cabernet Sauvignon

	
	Merlot

	
	Shiraz


GREAT WESTERN – VICTORIA

	Altitude
	240m – 320m

	Latitude
	37 º 17’S

	Dominant influence
	South and inland

	Heat Summation
	1335 ºC days

	Daily Range
	12.4 ºC

	Humidity
	47%

	Sunshine Hours
	1780

	Summer Rain
	295mm

	Dominant Soil
	Sandy clay loam

	Geology
	Quartzite and granite

	Homoclime
	Valence, Cotes du Rhone, Hermitage

	Favoured Varieties
	Shiraz

	
	


YARRA VALLEY - VICTORIA

	Altitude
	Healesville – 130m

	Latitude
	37 º 42’S

	Dominant influence
	South and the Dandenong Range

	Heat Summation
	1281 ºC days

	Daily Range
	12.4 ºC

	Humidity
	High

	Sunshine Hours
	1490

	Summer Rain
	597mm

	Dominant Soil
	Krasnozem and podsolic, sandy loams

	Geology
	Basalt, Sandstones, siltstones

	Homoclime
	Burgundy, Macon, Beaujolais

	Favoured Varieties
	Pinot Noir

	
	Chardonnay


LAUNCESTON - TASMANIA

	Altitude
	81m

	Latitude
	41 º 27’S

	Dominant influence
	South and Bass Straight

	Heat Summation
	1150 ºC days

	Daily Range
	12.4 ºC

	Humidity
	52%

	Sunshine Hours
	1660

	Summer Rain
	348mm

	Dominant Soil
	Krasnozems

	Geology
	Basalt

	Homoclime
	Dijon, Burgundy

	Favoured Varieties
	Pinot Noir

	
	Chardonnay

	
	Pinot Gris 

	
	Riesling


HUNTER VALLEY – NEW SOUTH WALES

	Altitude
	Cessnock 76m

	Latitude
	32 º 54’S

	Dominant influence
	Pacific Ocean, North

	Heat Summation
	1835

	Daily Range
	13.8 ºC

	Humidity
	45%

	Sunshine Hours
	1660

	Summer Rain
	493mm

	Dominant Soil
	Krasnozems, silty clays

	Geology
	Basalt, sandstones

	Homoclime
	

	Favoured Varieties
	Semillon

	
	Verdelho

	
	Shiraz


In the 21st century the world is destined to discover what Dr A C Kelly so instinctively knew in 1867, “that in the great diversity of soil and climate to be found in Australia, there is little doubt that every variety cultivated in Europe would somewhere find a suitable location to develop its most valued qualities”.

There is little doubt that Australia will fully develop its abundant potential as a supplier of some of the finest wines of the world as well as consolidate its position as the reliable supplier of “good value for money” commodity wine.

There is little doubt that France and the other “Old World” producers will give up some more of their dominant 70% of market share of internationally traded wine to the “New World” producers in both categories, branded commodity and regionally differentiated premium wine.

There is little doubt that the 21st century will see expansion of trade in both of these wine types in global markets with room for both hemispheres to benefit. However educated consumers will increasingly make those decisions that decide the winners and losers in this global battle for wine profit. There will be a decreasing place for subsidised production lacking market relevance.

The real revolution in world wine production has only just begun, “the big march south”. Climate change, pollution, northern hemisphere land values and population pressures will give added momentum to the inexorable march of global wine production into the southern hemisphere. This migration is not a threat to the great wines of the Old World but will provide a platform for the emergence of equivalent wines from south of the equator.

Australian agriculture now has the three W’s, wheat, wool and wine and the greatest of these will be wine, thanks largely to the consumers of the northern hemisphere but also because of the sublime viticultural qualities of the “old island continent.  
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Brand or Authenticity?
Brian Croser, Winemaker, Petaluma Vineyards

