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Sustainable Tourism Cooperative Research Centre (STCRC) is established under the Australian
Government’s Cooperative Research Centres Program. STCRC is Australia’s largest dedicated tourism
research organisation, with over $187 million invested in tourism research programs, commercialisation
and education since 1997. The aim of STCRC research is to underpin the development of a dynamic,
internationally competitive and sustainable tourism industry. STCRC is a not-for-profit company owned
by its industry, government and university partners.
STCRC falls under the Commonwealth CRC program, which aims to turn Australia’s research and
innovations into successful new products, services and technologies, making our industries more
efficient, productive and competitive.
The program emphasises the importance of collaboration between business and researchers to
maximise the benefits of research through an enhanced process of utilisation, commercialisation and
technology transfer.
STCRC’s objectives are to enhance:

• the transfer of research outputs into outcomes of economic, environmental or social benefit to
Australia
• the value of graduate researchers to Australia
• collaboration among researchers, between researchers and industry or other users; and
• efficiency in the use of intellectual and other research outcomes.

Copyright © CRC for Sustainable Tourism Pty Ltd 2008. All rights reserved. Apart from fair dealing for the purposes of study, research, criticism or review as permitted under the Copyright Act, no part of this book may be reproduced by any
process without written permission from the publisher. Any enquiries should be directed to: General Manager, Communications and Industry Extension or Publishing Manager, via info@crctourism.com.au.
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• the contribution of long-term scientific and technological research and innovation to Australia’s
sustainable economic and social development
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for Industry Development
Aim of the Research
This Snapshot profiles key research in the field of food and wine tourism, a growing and evolving industry in Australia. This
publication has been developed with industry in mind—bringing together summaries, statistics, key findings and recommendations
in an easily accessible resource.
This research comes from Sustainable Tourism Cooperative Research Centre (STCRC) and provides a comprehensive examination
of food and wine tourism in Australia. There are five individual research projects featured, which cover a variety of elements
impacting on and defining Australia’s food and wine tourism segment.

This includes an examination of:
• the role food and wine plays in attracting tourists to a destination
• key characteristics of selected wine regions
• profiling food and wine tourists
• the relationship between food and wine and consumer lifestyle
• purchasing and consumption patterns of the wine tourist and marketing implications

Interest Groups
The research has broad relevance and application to many different organisations and operators involved in the growing food and
wine tourism space.

The following audiences will find this research especially beneficial:
• product and destination developers and marketing managers in state tourism organisations
• product and destination developers and marketing managers in regional and local tourism organisations
• tourism and economic planning and development officers within the state and local government spheres
• food and wine industry representative bodies, associations and membership based organisations
• all scales of food and wine enterprises and businesses contributing to the development of a vibrant regional tourism industry

Using the Research
This research was undertaken to help underpin a dynamic, competitive, and sustainable food and wine industry. This research can
be used to drive new strategies and actions which can translate into strong results on the ground.

The research is a particularly useful tool for the following:
• developing marketing strategies for local, regional and state tourism organisations
• providing an insight for development of ‘big picture’ strategic initiatives on a local, regional and state level for food and wine
focused regions

Food and Wine Tourism in Australia

• offering an insightful and astute market research resource for local industry and entrepreneurs to tap into
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Food and Wine Tourism Research Snapshot
The Research
An overview of five research reports is featured in this Snapshot. To access the full technical reports relating to this research,
please refer to www.crctourism.com.au/bookshop.

The five reports profiled are:
•

Good Living Tourism – Lifestyle Aspects of Food and Wine Tourism (2005), Beverley Sparks, Linda Roberts, Margaret Deery,
Jenny Davies and Lorraine Brown

•

Good Living Tourism – Selected Wine and Food Regions of Queensland, South Australia and Victoria (2007), Beverley
Sparks, Linda Roberts, Margaret Deery, Jenny Davies, Lorraine Brown and Jane Malady

•

Holiday and Wine Regions Survey (2007), Beverley Sparks

•

Wine Tourism and Subsequent Wine Purchase Behaviour (2008), Barry O’Mahony, John Hall, Larry Lockshin, Leo Jago and
Graham Brown

•

Food and Wine Tourism – Analysing Key Characteristics of Selected Australian Regions (2008), Linda Roberts and Margaret Deery

Research indicates a growing trend towards experiential tourism with a strong focus on food and wine. Each of these individual
research projects brings a specific emphasis on certain aspects of this type of tourism. In particular, they consider:
•

the important role food and wine play in attracting visitors to a destination

•

information about what constitutes a successful food and wine region

•

the relationship between food, wine and consumer lifestyle, the consumption behaviours of people who do not engage in food
and wine related holidays and visitor attitudes toward various Australian wine regions

•

whether there is a link between the wine tourism experience and wine purchasing behaviour. What are the buying behaviours of
the particular market segments?

•

how a winery typology and a profile of the wine tourist could be utilised in developing strategies for wineries and wine regions to
attract and maintain wine tourists.

“

Ongoing and innovative research in the tourism industry is vital for understanding

market behaviours and formulating strategies for business and marketing activities.
Food and wine research provides invaluable and insightful information about this
rapidly growing product area of tourism.

”

Francine Burton, CEO, Augusta Margaret River Tourism Association

Food and Wine Tourism in Australia
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Food and Wine Tourism Overview
Tourism Research Australia’s (TRA’s) and the State Tourism Organisations’ definition of food and wine tourism are consistent

TRA defines food and wine visitors as:

“

Any holiday or leisure traveller who stated that one of their reasons for taking the

trip was to experience Australia’s food or wine. This is derived from the definitions in
the International and National Visitor Surveys.

”

STCRC research projects profiled in this Snapshot explore the ‘definition’ and help to better understand what food and wine tourism
is—the features, characteristics and expectations of food and wine visitors as well as key destination aspects.
TRA research shows that food and wine tourism is of growing popularity and also of growing value to the Australian tourism
industry. Between 2000 and 2006 the number of domestic and international winery visitors increased as did the proportion of total
visitors going to wineries1. TRA estimates that during their trip, 69% of domestic overnight visitors and 61% of domestic day visitors
purchased wine at the wineries. In 2006, nearly 700,000 international visitors spent time at a winery during their stay. TRA also
estimates that the annual expenditure would result in approximately $666 million being spent on wine in 2006. Over the 2000 to
2006 period, ‘wine tourism’ outperformed the average annual growth for all visitor types2.

Table 1 Visitors to wineries, 2000–2006
Domestic
Calendar Year

2000

Visitors
‘000

Overnight
Nights
‘000

International

Day
Share
Per cent

Visitors
‘000

Share
Per cent

Visitors
‘000

Nights
‘000

Share
Per cent

1.1

437

22861

9.6

1854

9974

2.5

1756

2001

1938

11890

2.6

1608

1.1

480

23135

10.7

2002

2059

11232

2.7

1935

1.4

486

24509

10.9

2003

2283

13271

3.1

2051

1.5

524

24844

12.0

2004

2369

13112

3.2

1680

1.3

579

29469

12.1

2005

2146

11431

3.1

1963

1.5

666

30116

13.2

2006
Average Annual Growth of

2589

14482

3.5

2340

1.7

696

34085

13.6

Food and Wine Visitors
Average Annual Growth
of All Visitors

6%

5%

8%

0%

-3%

2%

TRA research indicates that New South Wales was the most popular winery destination for domestic overnight and international
visitors. Victoria had the largest number of domestic day visitors. A higher proportion of all visitors to Western Australia and South
Australia visited wineries compared to other states and territories.
TRA research identified the UK (17%) and New Zealand (12%) as being the top two international markets for food and wine. The

Food and Wine Tourism in Australia

majority of international visitors (97%) ate at a restaurant during their trip compared to domestic overnight visitors (75%).
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However, the research also shows that it’s not just all about the wine and the wineries. Tourism Queensland
observes that:

“

Wine tourism encompasses a wide range of experiences built around tourist

visitation to wineries and wine regions. This includes wine tasting, enjoyment of wine
and food, the exploration of regional environments and the experience of a range of
cultural, nature based and lifestyle activities3.

”

Images from Margaret River

Tourism Queensland’s research4 also indicates that most visitors to wineries in Queensland do so as part of a day trip, short break
or weekend away rather than simply to purchase a bottle of wine. They come to a region to experience its character, food, lifestyle,
and cultural attractions, to visit friends and relatives and to unwind and relax. A desire to have fun and escape the stresses of the
city can often be involved.

Tourism WA has identified wine and food as a key component of their 2005–2010 Strategic Plan:

“

Wine and food is one of the five iconic experiences identified by Tourism WA as

a major draw card for tourists to the state and includes wine tasting, vineyards, wine
education, indulgence and romantic escapes, complemented by fine food produced
with fresh, local ingredients and opportunities to wine and dine in natural settings5.

”

Similar sentiment is expressed by Tourism NSW, Tourism Victoria and the South Australian Tourism Commission. These

organisations identify food and wine tourism as an increasingly important element of future tourism prospects, as demonstrated
in a variety of their strategic planning and market development documents. There is a growing focus on marketing, product
development, infrastructure provision and industry support networks to drive the expansion nationally in food and wine tourism.
The following STCRC research projects explore a variety of components that comprise, influence and define the Australian food
and wine tourism experience.

Food and Wine Tourism in Australia

Matilda Bay Perth
1,2,3,

Snapshot – Food and Wine Tourism in Australia 2006 (Tourism Research Australia);

4

Tourism Queensland Information Sheet – Wine Tourism;

5

www.tourism.wa.gov.au
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Report One: Good Living Tourism – Lifestyle Aspects of Food and
Wine Tourism (2005) Beverley Sparks, Linda Roberts, Margaret Deery, Jenny Davies and Lorraine Brown
Objectives of Study
The Good Living Tourism project investigated the important role food and wine play in attracting tourists to a destination. In
particular, the project aimed to:
•

provide information about what constitutes a successful food and wine region

•

provide insight into what motivates tourists to visit such regions

•

identify how lifestyle products can enhance the experience of the region.

A multi-method approach was applied to this project, which included a content analysis of food and wine promotional materials,
food and wine region case studies, focus groups with consumers and a questionnaire of food and wine tourists.
Other aims were to explore the range of products purchased by tourists in or around the food and wine regions, and also the
decision-making process in selecting a ‘good living’ tourism destination. The focus group report examined one of the major themes
that emerged from the groups: the enhancement factors that make the food and wine tourism experience a pleasure.
Following on from the qualitative research, the quantitative study aimed to develop a questionnaire that would enable data to be
collected on the holiday features that were important to food and wine tourists. It also sought to collect information about lifestyle
factors and information sources adopted by the holidaymakers.

Methodology
The qualitative research utilised a focus group approach where experienced food and wine tourism consumers discussed the
key attributes that make up a positive food and wine experience. With the quantitative survey, a self-complete questionnaire was
mailed out to subscribers of the Spirit House Restaurant and Cooking School, located at Yandina, Queensland. The questionnaire
was designed to obtain information about respondents’ perceptions, values and opinions in general, and more specifically, as they
related to food and wine tourism experiences.
Six thousand copies of the questionnaire were forwarded to the Spirit House for distribution in their newsletter. A total of 828
completed questionnaires was received. Using this distribution method allowed access to a large number of people with an
assumed interest in food, based on their inclusion in the database of a restaurant and cooking school. The sample was biased
toward female respondents with approximately 87% being in this category.

Key Findings
Enhancement Factors
Eight key themes emerged as enhancement factors from this research as indicated in the diagram below.

Figure 1 Model of focus group themes (enhancement factors)
(5) Enhancement factors

(5.1) Authenticity

Food and Wine Tourism in Australia

(5.8) Indulgence “lifestyle”
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(5.6) Information dissemination
(5.2) Value for money
(5.7) Personal growth

(5.3) Service interactions

(5.5) Product Offering

(5.4) Setting-surroundings

Images from Margaret River

Authenticity
Authenticity was obvious in a number of comments and can be reflected as consumers feeling they have had a special experience
that they could not have had elsewhere. Comments related to the winery’s location and environment, the opportunity to talk with the
winemaker and staff and the visual delights of experiencing something out of the ordinary.

Value for money
Getting a ‘good deal’ or feeling the experience was worth the monetary investment enhanced the overall experience. This doesn’t
mean people wanted cheap products; rather they wanted to feel they had obtained value for what they spent.

Service interaction
This theme was indicative of the level of customer service extended to the tourist. Personal interactions, whether with others on a
social level or with the winemaker and winery staff, played an important role in creating the total experience. It seemed that positive
service interactions made the tourist feel welcome, special and important, thus enhancing the overall experience.

Setting and surroundings
Based upon the findings, it was the location of the winery that attracted people, including the outlook and the scenery, which both
formed an important part of the total experience. The weather and the atmosphere may also have helped create or enhance the
setting.

Product offerings
Product offerings emerged as an important enhancement factor with consumers wanting more than just wineries. In particular,
the combination of food outlets and special features in the way that wine tasting might be conducted were valued. For many
participants, a food and wine experience was enhanced by the type of produce served or by opportunities to purchase other
regional products.

Information dissemination
It was evident that information dissemination was an important enhancement factor for tourists. In particular, respondents identified
three major sources of information: print media including newspapers, visitor information centres and through ‘word of mouth’ by
talking with winery staff and other visitors to wineries.

Personal growth
Learning about the region, eating and drinking in restaurants, and getting to know the people all contribute to the experience.
Interactions with the winemaker and staff, learning about the history of the winery, how the wine is made and matching food and
wine helped build up memories that could be revived at a later date.

Indulgence and lifestyle
Lifestyle tourism in the context of visits to food and wine regions was described by respondents in words that indicated a total
pleasing experience away from the hard work of the week and the stress of the city.

Consumer Preferences
Wine regions visited
The five most visited specific regions within Australia were the Hunter Valley (27.4%), Stanthorpe (19.3%), Yarra Valley (15.5%),
Barossa Valley (14.5%) and the Mornington Peninsula (9.2%).

Likelihood of taking a holiday around food and wine
months. Forty-eight percent of respondents were either very likely or likely to take a food and wine holiday in the next 12 months.

Important factors when taking a holiday
Respondents were asked a range of questions about the importance of attributes when taking a holiday. Important areas were
grouped along various themes. In total, we identified seven key themes that help describe dimensions of importance for the
respondents.

Food and Wine Tourism in Australia

Respondents were asked to indicate how likely they were to take a holiday based around food and wine activities in the next 12
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•

Enjoyment and pleasure		
This was the single most important theme. The items comprising this theme were mainly to do with deriving pleasure, happiness
and enjoyment from the holiday experience.

•

Pampered
Positive interaction with customer service people was the most important item within this theme. Overall this theme was of
moderate importance.

•

Beautiful/undiscovered surroundings
This theme was somewhat important in choosing a holiday destination with beauty of the surroundings rated as very important
to consumers.

•

Inspirational
This theme involved personal growth and personal experiences that people undergo while holidaying, representing feelings about
inspiration, enlightenment and opportunity for growth. This theme was of moderate importance in choosing a holiday destination.

•

Novelty
All items were moderately important with a high level of importance being placed with opportunities to learn new things and have
novel experiences.

•

Past experience and friend/s’ influence
Less important as a key attribute of a holiday destination, however a recommendation of a destination by friend/s was important,
highlighting the importance of word of mouth.

•

Social self-enhancement
Not seen as being of major importance when choosing a holiday destination. The single most important item was whether the
holiday experience would be something to talk about to friends.

Information sources
Previous personal experience rated as the most utilised information source, with brochures and word of mouth also rating highly.

Ideal lifestyle
The respondents indicated that a comfortable, healthy, harmonious and relaxed lifestyle was their preference. More active and
sociable lifestyles were ranked in the middle of the ideal lifestyle range while the least ideal lifestyles were traditional and particularly
country style and hip.

Personal preference
The highest ranked items in this section were the opportunity to mix socially with people and being with people. Originality or
individuality when obtaining products rated highly in the product purchase category.

Activities providing enjoyment
This section included identifying specific activities that respondents enjoy, with dining out, cooking, attending concerts/theatre and
hosting dinner parties all rating highly.

Spending compared to others
Respondents rated their own interest in food and wine as higher compared to most other people. At the same time, they rated the
amount they spend on collecting wines as less than most other people.

Recommendations
Food and Wine Tourism in Australia

The following recommendations based on the results of this report are of particular importance:
•

Investing promotional funds into brochures and Internet sites appears to be worthwhile based on this sample. In contrast, less investment

•

Consider the personal welcome and service experience for tourists. Feeling welcome and having positive interactions with staff

on radio and through wine clubs. Providing good experiences and trying to promote positive ‘word of mouth’ would also be wise.
was rated highly. Proper training in this area is recommended.
•

Respondents indicated that they would like a comfortable, healthy, harmonious and relaxed lifestyle. Food and wine regions
could pick up on how their products may enhance and facilitate this goal.

•

Pay especial attention to the promotion of products and brands that have original characteristics/features and which offer the
tourist an opportunity for expressing individuality.

< 8 >

Images from South East Queensland

The Environment
For those food and wine regions within easy driving distance from the major cities, the tranquillity of the countryside needs to
be preserved in order to allow visitors to feel that they have ‘escaped’ from the stress of the city. This requires careful planning
of activities within the region so that areas of tranquillity are preserved. Similarly, each food and wine outlet could consider the
uniqueness of the environment and create their own point of differentiation.

Maps and Signage
All food and wine regions need to ensure that visitor maps are available with winery locations clearly marked and adequate signage
in place. For those with a complexity of roads, even more attention needs to be paid to this essential information source.

Provision of Infrastructure
Regions that attract more visitors for longer stays need to ensure sufficient infrastructure of a good standard is available in terms of
accommodation and places to eat. Again, investing in brochures disseminating such information is important. The addition of picnic
areas within the winery setting is recommended.

First Impressions
First impressions need to be evaluated for each ‘layer’ of the region from the first glimpse of the region by road to the entrances
to the wineries and the welcome from winery staff on arrival, in order to ensure that potential visitors are not discouraged even
before they experience what the region, winery or other attraction has to offer. It is advisable to concentrate effort into making first
impressions good ones.

Service Quality
Service quality needs to be emphasised at each and every attraction with as much personal attention for visitors as can be feasibly
provided, in order to encourage the building of relationships in the region and ‘good memories’ for visitors to take home. Proper
customer service training needs to be considered to ensure that tourists are made to feel welcome.

A Learning Experience
Many visitors like to learn informally on their food and wine tourism trips and this needs to be considered when designing displays
and during personal interactions with visitors in the winery or food produce operation. For example, lessons on wine making or food
preparation using regional produce could also be included in product development.

Product Offerings
The availability of quality produce, wine and local produce as well as artwork and crafts for visitors to purchase needs to be
addressed, as these purchases are likely to remind food and wine tourists of their stay long after their visit. At the point of purchase,
the display of, and information about, products is important. There still appears to be an opportunity to make more of regional
produce.

Food and Wine Tourism in Australia
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Report Two: Good Living Tourism – Selected Wine and Food
Regions of Queensland, South Australia and Victoria (2007)
Beverley Sparks, Linda Roberts, Margaret Deery, Jenny Davies, Lorraine Brown and Jane Malady

Objectives of Study
This project investigates the important role food and wine plays in attracting tourists to a destination. In particular, the project
provides information about what constitutes a successful food and wine region. The major benefit of this project is that it will
provide information that can be used to further develop and market food and wine regions, as well as:
• identifying the attributes of internationally recognised food and wine regions
• developing detailed knowledge of product extensions in food and wine regions
• enabling development of a plan to address the issues of marketing, communication and dissemination of consumer information.

Methodology
The project involves case studies of the Sunshine Coast and South Burnett regions in Queensland, the Yarra Valley and Macedon
Ranges regions in Victoria; and the Barossa and Adelaide Hills regions in South Australia. Site visits were conducted to audit the tourist
product offered in these regions and to conduct in-depth interviews with key stakeholders. Statistics on accommodation and wine and
food outlets were collated to provide an overview of what these regions offer and to allow comparative analysis among them.

Key Findings
Case Studies
In summary, the case studies discovered the following:

Sunshine Coast/Noosa region
• well-established restaurant and accommodation scene
• growing number of wineries—emerging wine tourism region
• predominance of owner/operators moving to the region for a lifestyle change
• service quality an issue being addressed in the Noosa tourism strategy
• a number of key events such as Noosa Long Weekend to promote the region’s wine and food
• growth in the local food product, with a large number of organic growers
• local markets held on a weekly basis focusing on local product
• ambience and natural beauty combined with ‘lifestyle’ product offerings
• a number of food and wine associations working collaboratively to promote the region’s food and wine product
• diverse range of products, some of which are sold nationally
• regional tourism organisation actively promoting the region’s food and wine product

South Burnett region
• increasing number of wine enterprises with limited food enterprises to support increased visitation
• growing number of farmstay and B&B accommodation in a widely dispersed geographical area
• lack of collaborative activity among these enterprises other than the planning and development of regional festivals within each shire
• authentic visitor experience including heritage sites and natural beauty

Food and Wine Tourism in Australia

• a region with a history in agriculture rather than viticulture
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• need for the region’s food, wine, accommodation and attractions enterprises to work collaboratively to develop the
region’s tourism product
• need for clustering of the region’s product offering
• need for the five shire councils to work on a collaborative food and wine tourism strategy
• unique regional products, including olives, nut and olive oils, Red Claw crayfish, cheese and peanuts
• small number of stakeholders within the region taking a leadership role in developing and promoting the region’s wine and
food product
• a number of key events, such as the Shakin’ Grape festival, to promote the region’s wine and food

Images from Margaret River

• need for training of tourism operators, lack of signage, wide geographical dispersion and inconsistent opening hours identified as
barriers to development of tourism
• regional tourism organisation active in the development of the food and wine tourism product

The Barossa Valley
• best known wine region in South Australia with 70 wineries
• predominance of bed and breakfast accommodation
• many well-established wineries—first plantings in 1842—ranging in size from very large (Jacobs Creek) to small (Rockford)
• many key events, such as the Barossa Vintage festival, promoting the region’s wine and food product
• very successful Barossa Farmers Market held weekly distributes local product
• number of iconic wine and food enterprises
• higher proportion of tourists to the region visit wineries than in any other region
• South Australia positioned as the place to visit for food, wine and festivals—Barossa is a large component of this attraction
• authentic rural environment enhanced by German heritage
• regional food group, Food Barossa—pioneering regional food brand for Australia
• unique regional products including smoked meats, dried fruits, olives and vinegars
• evident collaboration in both the food and wine industry and among other tourism stakeholders in planning regional events
• notable champions leading the region’s development and promotion—throughout its history and today

Adelaide Hills
• ambience and scenic beauty
• well-established premium food producing region—bakeries, fruit, cheese, olives, honey, etc.
• first vines planted in 1839—now over 50 wine labels—however still an emerging wine tourism region
• large number of country markets dispersed throughout the region
• key icon events including the Adelaide Hills Harvest Festival
• food, wine and regional development groups working collaboratively to develop the region’s brand
• collaborative planning required to promote the region’s food and wine, while maintaining and promoting the differentiated product
offering of the sub regions

Yarra Valley
• substantial amount of growth in food, wine and accommodation enterprises within the region
• established food and wine tourism destination
• number of food and wine associations
• unique products such as the Yarra Valley cheeses to attract visitors to the region
• ambience and natural beauty attracting visitors to the region
• diverse range of products that should be promoted to different markets, particularly interstate and internationally
• number of key events, such as Grape Grazing, that promote the Yarra Valley brand
• number of large icon wineries
• lack of accommodation within the region at peak periods
• need for food, wine, accommodation and attractions to work together for the promotion of the ‘Yarra Brand’
• need by the local community, to promote the region with an integrated strategy
• a number of leaders within the region that have assisted in the promotion of the Yarra Valley product

Macedon Ranges
• growing number of new wineries
• number of iconic attractions, such as the Lake House restaurant
• a substantial amount of accommodation to cater for all types of visitors
• unique products, such as the Kyneton olives and Holgate’s beer, attracting visitors to the region
• small number of leaders within the region who are keen to promote the regional food and wine
• number of key events, such as Budburst, that promote the DMP brand
• diversity and beauty of natural scenery

Food and Wine Tourism in Australia

• the development of a food group, Daylesford Macedon Produce (DMP), that focuses on regional foods and wines
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Products
Key products were found in all regions that enhanced the development of the region as a place for the food and wine tourist. These
can be categorised as follows.

Special food attractions
In the regions examined, the following attractions encouraged visitors to the region by using and showcasing local ingredients:
• Yarra Valley Diary—handmade cheeses in French and Italian styles (Yarra Valley, Victoria)
• Sweet Decadence—specialises in handmade chocolates that are made onsite and specially packaged for the customer (Daylesford, Victoria)
• Gympie Farm—fresh and matured goat’s cheese as well as European-style cultured butter (Noosa Shire, Queensland)
• Slow Food Noosa—includes an organic garden and kitchen and a bush tucker garden (Noosa Shire, Queensland)
• Bella Villa Farm—an aquaculture farm cultivating Red Claw and freshwater crayfish (South Burnett, Queensland)
• Maggie Beer Products—the products are based on a philosophy that they are regional and authentic (Barossa Valley, South Australia)
• Springs Smoked Seafoods—offers a large range of smoked seafood, including traditionally smoked salmon (Mt Barker, South Australia)
• Stuart Range Estate—nut and oil processing, cheese making and winery.

Wineries
The wineries perceived as successful in terms of wine tourism tended to have cellar door activity and offered other facilities such
as restaurants and cafés, accommodation, the sale of local produce and additional attractions such art galleries. Other elements of
successful wineries included winery tours and providing open viewing of the winemaking processes.

The people
One of the key components to the successful development of a wine and food region was the energy and passion of key leaders in
the communities. The main attributes of these people appear to be:
• a vision for the region
• energy, passion and belief in the products of the region
• the ability to bring other community members together
• pride in the region
• a level of risk taking
• an understanding of entrepreneurship.

Recommendations
All regions in these case studies have substantial potential for further development. What appears to be important in all regions is
the integration and coordination of a strategic plan that will continue to promote and develop the region and its key attributes. In
particular, it is recommended that there be:
• the appointment of an overarching body to promote food and wine as tourism attractors in each region
• the development of alliances within and between regions to provide economies of scale as well as variety for visitors
• a key attribute (or perhaps two) that represent the region for simplicity of promotion
• a focus on providing regional food and wine at all establishments within the regions to promote the uniqueness of the regional product
• improved promotional information, especially accurate hours of opening
• the need to develop an authentic, differentiated and exciting product that will attract experienced tourists to the region

Food and Wine Tourism in Australia

• an understanding of the need for a sustainable region.
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Report Three: Holiday and Wine Regions Survey (2007)
Beverley Sparks

Objectives of Study
The research objectives were three-fold: first, to investigate the relationship between food, wine and consumer lifestyle (e.g. values
and beliefs); second, to explore the consumption behaviours of people who do and do not engage in food and wine related holidays;
and third, to assess attitudes toward various Australian wine regions.

Methodology
A self administered, cross-sectional, mail based design was used for this research. Participants were 1294 people selected via mail
list who were interested in general leisure or food and wine activities. The full sample of 3500 community members was split by
state, age and gender to ensure a good mix of people were invited to participate. The questionnaire was based on an earlier study
and refined to include additional attitudinal components. Questionnaires were distributed by post in June 2005.

Key Findings
• The majority of respondents (84.2%) indicate that they have at some time visited a wine region.
• Nearly one-quarter are likely to take a holiday based around wine activities in the next 12 months.
• The scenery and natural beauty of a region is a key factor in attracting respondents to a number of wine regions. However,
different wine regions appeal for different reasons.
• The majority of wine tourists stay in a wine region for one to two days, visit the region with their partner and/or friends, purchase
wine and local food produce, eat out, and spend under $150 on wine.
• Ten wine regions were selected for further investigation of respondents’ impressions. Results indicate the Barossa Valley,
Adelaide Hills and the Hunter Valley are the most visited and the most well-known wine regions respectively. King Valley is the
least visited and least known wine region.
The research investigated both the likelihood of a wine region providing certain experiences and opportunities for respondents, and
the extent to which these experiences and opportunities are valued by respondents. Responses to a large number of items were
analysed and five key themes emerged.
• The themes, from most to least important, are ‘Destination Experience’, ‘Convenience’, ‘Unique Experience’, ‘Self-development’
and ‘Wine Experience’.
• The five wine region value and belief themes predicted perceptions of wine regions to varying degrees.
• A ‘Destination Experience’ dominated—it had the greatest predictive power for three of the five regions analysed and featured
as a predictor in the remaining two regions. ‘Unique Experience’ and ‘Wine Experience’ also predicted attitudes with some
regularity.
• Factor analysis revealed nine themes relating to leisure activities enjoyed by respondents. The themes, from highest to lowest
in terms of respondents’ enjoyment, are ‘Entertainment’, ‘Culture’, ‘Food’, ‘Home Improvement’, ‘Exercise’, ‘Outdoor Activities’,
‘Modern Life’, ‘Wine Activities’, and ‘Sports’.
• Respondents who had previously visited a wine region rated ‘Wine Activities’, ‘Sports’, ‘Entertainment’, ‘Culture’ and ‘Outdoor
Activities’ higher in enjoyment than those who had not visited a wine region.
• The nine activity factors were used to predict the value one gets from taking a wine holiday. ‘Wine Activities’ were obviously key
in predicting all five value themes (‘Destination Experience’, ‘Convenience’, ‘Unique Experience’, ‘Self-development’ and ‘Wine
Experience’). ‘Entertainment’ and ‘Modern Life’ activities were also key predictors.
future. Results indicate that the personal control composite measure predicts this likelihood more strongly than the reference
group composite measure.
• Of the individual personal control items, time is the most powerful predictor, followed by money.
• Of the individual reference group items, the highest predictor is the belief that people important to oneself think it would be a
good idea to take a wine holiday. This is followed by the belief that one would like to visit a wine region heard about through
family or friends.

Food and Wine Tourism in Australia

• The influence of personal control and one’s reference group was used to predict the likelihood of visiting a wine region in the near
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Different wine regions appeal for different reasons. Individual wine regions could increase tourist numbers to their region by
tapping into the various appeal factors specific to their region, whether that be the scenery and natural beauty, the accessibility
of the region, the standard of wine, the people and/or the food. That said, the scenery and natural beauty is a major drawcard for
attracting wine tourists to many wine regions.
This aspect should therefore be a constant feature in all marketing campaigns. Further, different wine tourists value different
aspects of the wine region experience, e.g. younger wine tourists value ‘self-development’ more than older wine tourists. This
information may assist people working in wine regions to engage and attract specific wine tourist segments. Specifically, it may be
worthwhile developing packages or kits to emphasise the learning aspect of wine tourism.
In regard to predicting perceptions of wine regions, the research has shown that different values and beliefs predict different
regions. This information should again aid marketers in identifying their target markets.

Why a Wine Region Appeals

(Base: All except non-respondents (961))

Food and Wine Tourism in Australia

Wine Region Appeal
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%

Wine Region Appeal

%

Scenery/natural beauty

44.7

Climate/good weather

5.3

Good/great wines/wineries

30.6

Restful/relaxing/peaceful/escape from city

4.7

Accessible/close to home/easy to get to

29.8

Historical aspects

4.4

People: friendly/good service/knowledgeable/ professional

16.0

Affordable/value for money

3.9

Food (inc. local produce and restaurants)

14.8

Good signage/easy to get around

3.7

Lots of wineries/wines/in close proximity

13.9

Familiar with area/people

3.1

Other activities/things to do

10.1

Wine specifics, e.g. new/rare wines/type of wines produced

2.6

Intangibles: ambience/atmosphere/lifestyle

6.5

Not too crowded/commercialised

2.3

Good/nice accommodation

5.8

Small wineries/towns

2.3

Heard about it/famous

5.6

Good driving/long way from home

1.6

Social aspect: go with or visit friends/family

5.4

Other

6.7

Samuel’s Gorge, McLaren Vale

Images from South East Queensland

Report Four: Wine Tourism and Subsequent Wine Purchase
Behaviour (2008) Barry O’Mahony, John Hall, Larry Lockshin, Leo Jago and Graham Brown
Objectives of Study
Wine tourism within the grape-growing areas of Australia is an integral part of local and regional tourism initiatives. This research
set out to address the research deficiency by establishing whether there is a link between the wine tourism experience and wine
purchasing behaviour.
The research was also designed to develop a market segmentation process to inform wineries about the buying behaviour of
particular market segments so that they can fashion their marketing communications strategies in a focused manner.

The key aims of the project were to:
• understand wine tourists’ purchasing and consumption patterns as a consequence of their visits to wineries
• investigate whether there is a positive link between the wine tourism experience and subsequent wine purchasing behaviour
• establish how the wine tourism market can be segmented (i.e. based on demographic, psychographic and experiential
characteristics including wine knowledge and involvement)
• enable wineries to capitalise on their investment in marketing and subsequently improve wine sales.
The project commenced with a detailed review of relevant literature, which is organised in five sections.
1. Introduction and context provides background information on the wine industry and cellar door operations.
2. Wine tourism defines wine tourism, provides an overview of the wine tourism industry, identifies various stakeholders and
reports on critical success factors for the wine tourism sector.
3. Cellar door operations reviews key aspects of cellar door processes including benefits and barriers to success.
4. Wine consumption behaviour provides a detailed review of market segmentation processes in relation to the sale of wine.
5. Wine marketing looks at the fundamental aspects of wine promotion.
The research employed a quantitative study followed by an in-depth qualitative research phase.

Key Findings
Stage One
Interviews were conducted with 207 respondents at cellar doors in South Australia, Victoria and New South Wales. Three wine
involvement segments were apparent.
1. The Committed Wine Consumer is a regular purchaser on a weekly basis and tends to buy the higher priced wines.
2. The Traditional Wine Consumer buys regularly but tends to buy the middle priced range of wines on a regular basis or the
higher priced wines less frequently.
3. The Uninvolved Wine Consumer tends to buy the lower priced wines and buys them on an infrequent basis.
• This research established that a purely demographic approach to segmentation can be misleading as all involvement segments
have a full distribution of age groups. The study found that visiting winery areas is an important tourism activity.
• Consumers use five main sources of information (newspapers, retailers, journals/magazines, friends and the winery or cellar) and
some people are very frequent visitors (75% had visited two or more times). Additionally, cellar door staff received an excellent
• With regard to wine purchasing behaviour, the study found that the Committed Wine Consumer is substantially more likely to
purchase wine than the Uninvolved Wine Consumer. The Traditional Wine Consumer wine consumer falls midway.
• Cellar door visitors purchase an average of approximately four bottles per visit with a total average expenditure on all items of
$65.35. However, the study also found that the cellar door experience does seem to encourage the Uninvolved Wine Consumer
to purchase wine.
• Good customer service was found to be positively related to higher customer spend on wine.

Food and Wine Tourism in Australia

rating for overall service and knowledge.
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Table 2 Segment distribution by involvement segments
N=
Weekly or more regularly
Weekly or more regularly

Between weekly and monthly
Between weekly and monthly

Monthly or less regulary

Traditional

Committed

89

60

58

Less than $15 per bottle

55.0%

207
15.9%

$15 to $25 per bottle

77.6%

More than $25 per bottle

8.6%

2.4%

Total

86.2%

40.1%

Less than $15 per bottle

34.8%

13.0%

More than $25 per bottle
34.8%

Less than $15 per bottle

37.1%

$15 to $25 per bottle

28.1%

8.6%

2.4%

8.6%

30.4%
15.9%
12.1%

More than $25 per bottle
Total

21.7%

15.0%

$15 to $25 per bottle
Total

Monthly or less regulary

Uninvolved

5.2%5.2%
65.2%

1.4%
29.5%

Figure 2 Frequency of visits to wine regions
Wine Region Visits – Segments
Infrequent/New Visit
25.1%

Very Frequent (4+)
29.0%

Frequent (2-3)
45.9%

Stage Two
Seventy-three of the initial 207 respondents had indicated that they were willing to be involved in further study and these
respondents were contacted again five months later. This was Stage Two of the research. These respondents had visited a total of
135 identified wineries.
In the second survey recall of the wine region visit, wineries visited and purchase behaviour was measured. The research found that
the region’s overall attractions, personal interest in wine, purchasing favourite wines and entertaining visitors and guests were the
highest rated reasons for visiting the area.
Additionally, all respondents recalled the visit to the wine region itself, 95% remembered the winery visited and 95% of those
recalling the visits were able to give a description of or name the wine purchased.
Overall, 20.5% of visitors claimed some changes to their wine consumption. Of the 20.5 %, 73% indicated that they now consumed
higher quality wines than in the past. Sixty-seven percent increased the wine quantity purchased. Sixty percent changed the wine

Food and Wine Tourism in Australia

style and type that they had usually consumed. Forty-seven percent indicated that they were purchasing more expensive wines.
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Changes in consumption behaviour for most respondents were found to be multiple. In all cases a particular change was associated
with at least half the visitors indicating that all other aspects of their behaviour had changed. For example, of those who had begun
to purchase higher quality wines, 64% increased both quantity and value, and 73% had changed types of wine consumed.
This stage of the research also established that the quantity and quality of wines purchased and consumed from the region had
increased for the majority of those surveyed, and most had changed the type of wine they now bought from the region. Fifty-four
percent had increased the value of the wines purchased, although 4% said this had decreased.

Images from Margaret River

Stage Three
Stage Three relates to the 20% of respondents who had increased their wine consumption in the survey period.
They were interviewed to assess the influence of the cellar door experience on their post-visit wine purchasing and consumption
behaviour. Findings include the fact that most respondents had not received any marketing communications directly from the
wineries, and that any information they had received tended to reflect the region rather then individual producers.
Overall, respondents did learn more about wine from their visits to the wineries, however, it was clear in their comments that the
information wanted showed some interesting contrasts between the samples of cellar door visitors. This information depended on
each person’s personal level of involvement and their level of knowledge, a feature that reflects the length of time they have been
developing their interest in the product category.
The main reasons that prompted visits to the wineries include: recommendations from friends, visitor information centres, word of
mouth, past experience with wine from the specific winery and being impressed with the quality of wine produced, proximity to the
winery/region, prior awareness of the brand and the physical appearance of the winery from the roadside when driving past.
The quality of the wines provided at the cellar door for tasting is one of the critical factors. The issues mentioned by the cellar door
visitor were knowledge of the staff about wines and winemaking, helpfulness and cooperation in services. They were delighted by
the staff doing something special, the layout of the cellar tasting area—its traditional appearance, which was also a positive feature,
seems to appeal—as well as the setting of the winery in terms of the view, and the ambience in the provision of meals.
Overall, the amount spent on wine in most responses had remained more or less at the same amount, with the exception of a few
spending more over the Christmas season and a few spending marginally more, such as $2 to $3 extra in order to purchase a better
quality wine. However, the aspect that most enhanced respondents’ visits to the wineries was a high level of employee knowledge of
the product, together with their friendliness.

Table 3 Purchases made at the cellar door

Visitor Segments (Number of Wineries Visited)

Group Total

Few Visited

2 or 3 Visited

4 or more Visited

Mean

Mean

Mean

25

45

44

118

7.21

3.28

2.95

3.99

Approximate total value of wines bought

94.88

52.92

58.67

63.77

Average price per bottle

18.57

19.50

20.11

19.53

Approximage value of other non-wine items bought

2.68

2.24

2.07

2.27

Total value – Cellar Door Purchases

96.17

55.16

59.62

65.35

N=
Number of bottles of wine bought

Mean

Figure 3 Change in wine consumption (after visit)
Yes
20.5%
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No–the same
79.5%

< 17 >

www.crctourism.com.au

Tools and Strategies
for Industry Development
Recommendations
The Influence of Wine Tourism on Subsequent Wine Purchases
Evidence in this project confirms that, on average, the winery visitor who makes a purchase will spend $65 and purchase four bottles.
It is further revealed that the frequent visitor to the wine region will spend some $103, which is 59% above the average figure.
• The initial results show that just over 20% of the visitors believed that some change in consumption had occurred as a
consequence of the cellar door visit.
• On a base of 135 wineries, the results showed consumption by the visitor had increased by over 24%. Most consumers
remember the region and about half could remember the specific winery visited even five months after the trip. The majority of
these consumers displayed high levels of involvement with the wine product, was receptive to information presented at the cellar
door and was open to being further educated about wine and the winemaking process.

The Cellar Door Experience
The results indicate that purchases at cellar door can be influenced by the level of customer service provided such as friendliness
and a good customer experience. However, wine sales also require a special element—wine knowledge.
• The key for the cellar door manager is to ascertain at an early stage of contact what information the visitor is interested in and
shape their sales pitch to keep the customer interested throughout their cellar door experience.
• Loyalty to those cellar doors which ‘go the extra mile’ is evident.
• Tangible aspects of the experience must not be neglected. These include a physical layout that is conducive to tasting and
purchasing wines, a setting and the ambience of the cellar door perhaps reflecting either a modern or even a rustic appearance
and utilisation of the natural beauty of the vineyards and vines.
• Generally the consumers were happy with the cellar door operations they experienced and the only criticism seemed to be
about dining facilities. These can add value to the wine tourism experience, but prices for some consumer segments can give an
impression of expensiveness.
• Cellar door operations should consider the supply of meals in café bistro style operations, rather than purely fine dining, in order
to cater for the economic preferences of visitors.

Potential directions that maximise the wine purchase outcome are to:
• Consider sales approaches that determine the nature of the customer’s wine involvement.
• Consider service provision that takes into account the service requirements of the customer.
• Improve both the active (tours) and the passive (displays) so that the educational benefits are provided at the right level for all the
various types of visitors.
• Ensure that the cellar door is not just a shop but a facility that is closely connected to the winery itself both in theme and decor.
• Maintain cellar doors on the winery property and avoid combined cellar door operations based in local towns, shops or other
central locations.
• Greet incoming visitors when the cellar door is busy and guide them to the place for tasting.
• Training is essential. The cellar door staff must know a lot about wine, winemaking and wine tasting.
• Strategies for delighting the customer should be established by providing the unexpected. However, these value added
contributions to a purchase must build loyalty and repeat purchase and not be just an added cost of doing business.

Food and Wine Tourism in Australia

• Some impressions were received concerning the charging for cellar door tastings. Although the overall benefits may be
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recovering costs and managing congestion, it is likely to affect the casual taster rather than the wine lover.
• Charging for tastings can be expected to drop the number of visitors to the cellar door and will cause some discontent if not fully
advertised on signs and in promotional materials.

Images from Margaret River

Consumer Segments for Wine Tourism and Wine Consumption
For cellar door visitors it was found that a bias exists towards those interested and involved in wine as one would naturally expect to
occur. Those who visit the wineries are predominately a special group of wine consumers anyway.
• The use of consumption frequency and typical wine expenditure per bottle is a useful guide to understanding the motivations that
relate directly to the purchase of the product.
• A major finding that emerged from this research was the high levels of wine product involvement among cellar door visitors.
These wine consumers typically engaged in some form of wine education activity ranging from discussions and tastings with
friends and colleagues to subscriptions to wine magazines.
• An implication for marketing activities is that these respondents seek information on wine and are receptive to the wine marketing
message as long as promotional material is educational in nature.
• The challenge for wine marketers is to tap into their apparent desire for further knowledge about wine and to facilitate their move
to category three (established wine consumers) whilst simultaneously developing brand awareness and consumer loyalty.

It is recommended that:
• Guidelines should be developed and provided to staff for handling the different wine consumer segments so that the right level of
staff involvement in the tasting process is given.
• Experienced and knowledgeable staff should be attending to the segments for which knowledge and interaction is a major
requirement of the visitor’s expectations.
• Mechanisms should be developed to identify previous visitors and buyers through such techniques as membership cards or
newsletters and welcome these visitors in special ways when revisiting or bringing friends and acquaintances.
• To maximise case sales, cheap and easy delivery methods for volume purchases should be established. Customers must be
made aware that they are available.

Wine Tourism and Regional Tourism Activities
The main motivations for visiting a particular winery include recommendations from friends, information obtained at visitor
information centres, referrals from colleagues and friends, past experience with wine from the specific winery visited, awareness
of a winery brand, the opportunity to purchase boutique wines that are not available in city wine outlets, proximity to the winery
or region and the physical appearance of the winery from the roadside when driving past.
• Generally, there is little promotional or advertising material received from vineyards by the interested wine consumer.
• Most respondents had built up knowledge from experience and either knew of the wine brand or of the particular winery prior to
visiting.
• Wine tourism is a combination of regional attractions and winery exploration. Therefore, it is important to develop methods that
maintain and strengthen the connections.
• The Wine Trail concept established in a number of wine regions both locally and internationally seems a useful way to guide the
visitors around a wine area.
• The results of the study show that up to five wineries can be visited in a day, hence flexibility and directions between all parts of
the Wine Trail should be provided rather that a system of fixed routes. Pre-planning of wine region visits should be encouraged by
the provision of tools such as guides and maps available at both tourism offices but also on the Internet.
• To enhance regional tourism, cooperative approaches for encouraging and rewarding visitation to the region not just the
individual wineries should be developed.
Further research would examine the interaction and operations of the three key stakeholders—tourism authorities, winemakers and
Food and Wine Tourism in Australia

winery owners as well as wine consumers.
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Report Five: Food And Wine Tourism – Analysing Key Characteristics
Of Selected Australian Regions (2008)
Linda Roberts and Margaret Deery

Objectives of Study
There were several major objectives of this study. They aimed to:
• Identify the components of the wine tourism experience (by building upon the findings of the ‘Good Living’ Tourism project) and
expand the repertoire beyond the wine itself to the supporting framework provided by the wineries in particular and the region
within which the winery is located.
• Develop a profile of the wine tourist by extending the demographic and psychographic findings of the ‘Good Living’ Tourism
project.
• Develop a winery typology in terms of the stage of development and geographical location of the wine region incorporating
categories of wineries in terms of size, type (extending beyond the wine itself to added value in terms of restaurant, sales of wine/
food/souvenirs, tours), organisational structure, region in which they are located (that may have other attractions, e.g. mineral
springs, local gourmet food products) and regional wine industry structure.
• Identify successful wineries and to develop a predictive model that would enable winery operators to match their winery with a
tourist profile in order to identify specific target markets.
The principal research question examined was: How can a winery typology and a profile of the wine tourist be utilised in developing
strategies for wineries and wine regions to attract and maintain wine tourists?

“

It is critical for wine regions at any stage of their evolution to understand their

strengths and unique points of difference. Quality products and experiences can be
developed from a clear articulation of what a region can offer the visitor.

Sandie Holmes, EO, McLaren Vale Grape, Wine & Tourism Association

”

Methodology
A multi-method approach, utilising both qualitative and quantitative methods, was undertaken for this project. Four stages were
involved. First, an extensive literature search was undertaken and secondary data collected from a range of sources including the
findings of the STCRC ‘Good Living Tourism’ project.
Second, a case study approach was undertaken by gathering primary data through in-depth interviews with key stakeholders in
four regions in different stages of development (emerging, growing, mature and rejuvenating) in two Australian states. Regions were
selected on the basis of their stage of development in consultation with the South Australian Tourism Commission, Tourism Victoria
and the Winemakers’ Federation of Australia. These include regions in South Australia: Adelaide Hills (emerging), McLaren Vale
(growing), Coonawarra – Limestone Coast (mature), and Barossa Valley (rejuvenating). Four regions in Victoria were represented:
King Valley (emerging), Mornington Peninsula (growing), Yarra Valley (mature), and Rutherglen (rejuvenating).
From these case studies a wine region typology was produced. In order to gather the range of data required for the case study, indepth interviews were conducted in each region with winery operators, representatives of regional food and wine associations, local

Food and Wine Tourism in Australia

tourism associations, and Visitor Information Centres. A range of small, medium and large wineries participated in each region.
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Resources that can be identified within wine regions that help to characterise the identity of the region and may constitute segments
within the diagram below include location/proximity to a major city, the wineries and the wine produced, primary food production
and food service, accommodation, the environment including natural attractions in the landscape, marine/coastal aspects of the
environment, heritage of the region, culture and the arts in the region, sports and adventure activities available and finally a segment
for other attractions that do not fit into the aforementioned themes.
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Figure 4 Regional segments
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Key Findings
Segmentation
The eight wineries were segmented into four development stages. The attributes that distinguished these stages include:

Emerging wine regions
• very strong natural attractions
• strong cultural heritage attractions within the immediate area
• a number of festivals and events attracting visitors to the region

To varying degrees, the emerging wine regions lacked:
• a unifying theme (e.g. Mediterranean background)
• sufficient accommodation
• proximity to a major city (particularly Adelaide Hills)

Growing wine regions
• close proximity to major capital cities
• close proximity to natural attractions such as beaches and parks
• heritage aspects dating back to the early 1800s
• established range of events
• concentration of wineries that promote touring and wine tasting
• both regions described as ‘boutique’ wine regions

Maturing wine regions
• situated inland
• well established wineries
• mainly cottage and B&B accommodation
• high heritage value
• a range of natural attractions
Food and Wine Tourism in Australia

Rejuvenating wine regions
• rural settings away from population centres
• strong heritage values
• established events
• diverse range of activities
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Emerging Wine Regions
The two wine regions in this category, King Valley in Victoria and Adelaide Hills in South Australia were the least developed as wine
regions and yet showed a number of characteristics that would enable them to move quickly to the next stage of development.

King Valley
In terms of the King Valley, an example of the emerging nature of this region is the name change of the King Valley Vignerons
Association from the King Valley Grape Growers Association. The group now represents a larger proportion of winemakers, not just
grape growers.
The other group in the region is the Wines of the King Valley, which concentrates more on the marketing of the region. The
organisation has managed to secure State Government funds in order to stage a number of events to showcase the region. The
Wines of the King Valley also has a seat on the board of North East Valley Food and Wine Group.
Other organisations involved in the region are the King Valley Tourism Association, the Visitor Information Centre (situated in
Wangaratta) and the Rural City of Wangaratta. Stakeholders in the region felt that these three organisations are coming together
much more than in the past. Moreover, the Wines of the King Valley group has bought fresh ideas that reflect the emerging nature of
the region.

Adelaide Hills
The Adelaide Hills Wine Region represents about 200 growers and aims to enhance fruit and wine production and marketing of the
regional brand. The main food group is the Adelaide Hills Food Network, which was established in 1998 and aims to develop and
promote the ‘Adelaide Hills’ brand in the local community and the international gourmet scene. A representative from the Adelaide
Hills Food Network is also a member of the Premier’s Food Council, which are involved in developing projects such as the Food
Export Centre. The Adelaide Hills Visitor Centre is in Hahndorf and is funded by the Adelaide Hills Council, the District Council of Mt
Barker and the Adelaide Hills Regional Development Board.
These three organisations also fund Adelaide Hills Tourism, which implements the marketing strategies on behalf of the South
Australian Tourism Commission for the region. Adelaide Hills Tourism encourages cooperative marketing campaigns with
neighbouring regions such as the Barossa, Murraylands and the Fleurieu Peninsula.
An example of the emerging nature of the region is the apparent problem with funding, management and coordination of regional
events and the Visitor Information Centres.

Growing Wine Regions
The two wine regions examined in this category were the Mornington Peninsula in Victoria and McLaren Vale in South Australia. It is
the growing regions that exhibited the largest and strongest levels of attributes—this is an interesting finding as it was assumed that
the mature regions would exhibit this level of strength.

Mornington Peninsula
The major organisations in the region are the Mornington Peninsula Vignerons Association, the Mornington Peninsula Wine
Industry Partnership and Mornington Peninsula Gourmet. Mornington Peninsula Tourism is responsible for designing the marketing
campaigns linked with Tourism Victoria.
The region has created strong links between its major stakeholders which is evident across all of the network categories, however,
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the region’s link to food and wine need to be made stronger in order to pull visitors away from the beaches and golf courses.
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Although there was a cohesive approach to tourism, there was an underlying fragmentation of different agendas according to one
stakeholder. A consensus has been reached about the region as a ‘boutique’ destination.

Images from Samuel’s Gorge, McLaren Vale

McLaren Vale
The major organisation in the region is the McLaren Vale Grape Wine and Tourism Association, which represents over 350 growers,
wine makers, accommodation operators, restaurants, food producers and tourism operators. The history of this organisation can be
traced back to the 1870s and has changed from a voluntary organisation to one with four full-time staff.
The other important organisation in the region is Fleurieu Peninsula Food, which is the food industry focal point in the region. The
McLaren Vale and Fleurieu Peninsula Visitor Information Centre is run by a partnership of the McLaren Vale Grape Wine and Tourism
Association and the Visitor Information Centre. It does not receive funding from the local council; instead, it relies on membership
fees and wine industry funding. As a result, the Visitor Information Centre has a more commercially realistic focus in regard to the
types of services that are offered.

Maturing Wine Regions
Yarra Valley and Coonawarra
In regard to the Yarra Valley, there was a perception that there were too many groups involved in wine tourism in the region, and as
a result the region was being marketed in an ad hoc fashion. In addition, there were problems associated with big players and little
players and a need to understand that the smaller wineries are able to benefit from the marketing pull of the larger international
wineries.
The Coonawarra wine region was seen to pull together as a result of its isolated location (380 kilometres from Adelaide). There were
also good alliances between local restaurants and wine. A difference between the two areas was that Yarra Valley was the brand
and the region, whereas Coonawarra was the brand and the Limestone Coast was the region.

Rejuvenating Wine Regions
Rutherglen and Barossa Valley
The two wine areas contrasted in that the Rutherglen wineries were mostly family-owned while the Barossa Valley wineries were
mostly owned by international companies, which has implications for the types of networks that exist in the region. It was felt
that it was important to retain the family-friendly nature of the smaller wineries to balance out the offerings of the Barossa Valley
experience. In terms of networks, the Barossa Valley has the Barossa Wine and Visitors Centre that runs a commissioned-based
accommodation booking service and is due to take online bookings with Connect SA.
In contrast, the Barossa’s Farmers Market represents the food producers and growers in the region and is a non-profit, self-funded
group, which aims to put people in touch with real food from homes and farms in the Barossa Region. The rejuvenating stage of
Rutherglen was highlighted by stakeholders, who maintained that the area needs to relaunch itself, as the area had become old and
needed to re-attract visitors. There was a feeling that the region was working on big changes.
In conclusion, each of the various regions contained strengths and weaknesses that contributed to their success as a food and wine
tourism destination. It would appear that the growing and mature regions contain the greatest number of successful attributes.
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Tools and Strategies
for Industry Development
Table 4 Wine Region Summary
Regional Characteristic

Quantity/ Percentage

King Valley
Wineries or vineyards in region
Wineries or vineyards in region with cellar door

20
10 (50%)

Wineries or vineyards in region
Wineries or vineyards in region with cellar door

61
47 (77%)

Accommodation providers in region

5

Accommodation providers in region

Wineries or vineyards with accommodation

3

Wineries or vineyards with accommodation

Restaurants in region

4

Restaurants in region

21

Vineyard with restaurants in region

18

Restaurants with function facilities in region

3

Tour companies based/operating in region

4

Wineries or vineyards in region
Wineries or vineyards in region with cellar door
Accommodation providers in region
Wineries or vineyards with accommodation
Restaurants in region

26 (42%)
>70
3
18

29
4

Restaurants with function facilities in region

9

Tour companies based/operating in region

25

Tourism organisations in region
62

3

Coonawarra
Wineries or vineyards in region
Wineries or vineyards in region with cellar door
Accommodation providers in region

31
24 (78%)
17

Wineries or vineyards with accommodation

3

Vineyard with restaurants in region

8

Restaurants in region

2

Restaurants with function facilities in region

5

Vineyard with restaurants in region

1

Tour companies based/operating in region

1

Restaurants with function facilities in region

1

Tourism organisations in region

2

Tour companies based/operating in region

8

Tourism organisations in region

0

Mornington Peninsula
Wineries or vineyards in region
Wineries or vineyards in region with cellar door
Accommodation providers in region
Wineries or vineyards with accommodation

40
36 (90%)
19
4

Restaurants in region

23

Vineyard with restaurants in region

17

Restaurants with function facilities in region

12

Tour companies based/operating in region

16

Tourism organisations in region

2

McLaren Vale
Wineries or vineyards in region
Wineries or vineyards in region with cellar door
Accommodation providers in region
Wineries or vineyards with accommodation
Food and Wine Tourism in Australia

Quantity/ Percentage

Yarra Valley

Adelaide Hills
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Regional Characteristic

Restaurants in region
Vineyard with restaurants in region

89
60 (67%)
44
6
26
9

Rutherglen
Wineries or vineyards in region
Wineries or vineyards in region with cellar door
Accommodation providers in region
Wineries or vineyards with accommodation
Restaurants in region

17
15 (88%)
13
1
11

Vineyard with restaurants in region

9

Restaurants with function facilities in region

2

Tour companies based/operating in region

16

Tourism organisations in region

1

Barossa Valley
Wineries or vineyards in region
Wineries or vineyards in region with cellar door
Accommodation providers in region
Wineries or vineyards with accommodation

88
49 (57%)
35
8

Restaurants in region

16

Vineyard with restaurants in region

10

Restaurants with function facilities in region

10

Restaurants with function facilities in region

5

Tour companies based/operating in region

15

Tour companies based/operating in region

28

Tourism organisations in region

Source: Regional Brochures 2006

2

Tourism organisations in region

2

Images from Margaret River

Recommendations
The growing and maturing regions appeared to have a successful combination of characteristics that assisted in their popularity
as a wine and food destination. Key features were the proximity to a major capital city as well as to natural attractions—while
the rejuvenating wine regions in the rural settings were disadvantaged by the ‘tyranny of distance’ and the need to capture new
markets. Emerging wine and food regions tended to lack accommodation and present a unifying theme. These are obviously
characteristics that needed to be developed. Matching the wine regions and wine tourist profiles should enable better channelling
of the wine tourists to the wine regions and to wineries that have the appropriate infrastructure in place. The role of food and other
‘good living’ attractions in wine tourism will also become apparent within the wine region ‘typology’ and wine tourist profiles. This
will assist in encouraging greater cooperation between the food and wine sectors.
The typology will enable wine regions to identify with other regions in a similar stage of development. Wineries will be able to
recognise the competition, their points of difference from the competition and also potential partners for collaboration, all of which
will assist them in their marketing efforts. They will be able to match their winery and their region with the most appropriate wine
tourist profiles and so gain a better perspective on their visitors and how they can be satisfied with the product they offer. The
channels can then be more efficient through: better-informed marketing by State Tourism Organisations, local councils, tour/travel
operators and information centres; better planning by industry associations, for example: Winemakers’ Federation of Australia,
Restaurant and Catering Associations as well as local food and wine producers’ groups, local councils, tour/travel operators,
wineries and other associated infrastructure businesses. This in turn may lead to greater visitor satisfaction and hence positive word
of mouth marketing.

Sustainable Tourism CRC Online Bookshop
Here at Sustainable Tourism CRC we produce cutting-edge research reports on all aspects of the Australian tourism industry. With
over 400 publications in our catalogue, we have reports for everyone working in or learning about Australian tourism. Earlier this year,
we decided to make our research available for FREE download through our online bookshop www.crctourism.com.au/bookshop.
Titles can also be purchased as paperbacks.
For further information and full technical reports, visit www.crctourism.com.au/bookshop.

“

Comprehensive research on food and wine tourism in Australia’s wine regions is a

valuable resource that can be rapidly utilised by the industry. It is both relevant and practical
information that provides a dynamic insight into this growing product area—a must for our
food and wine region.

”

Phil Hele, General Manager, Hunter Resort and Board member, Tourism NSW

Technical Reports
The STCRC technical report series present data and its analysis, meta-studies and conceptual studies and are considered to be
of value to industry, government and researchers. These reports have not been subjected to an external peer review process. As
such, the scientific accuracy and merit of the research reported is the responsibility of the researchers and authors, who should be
contacted for specific clarifications of any content. Author contact details can be found at www.crctourism.com.au

Further Links
The following links provide further research into food and wine tourism in Australia:
Tourism Western Australia: www.tourism.wa.gov.au/

www.daff.gov.au/

South Australia Tourism Commission: www.tourism.sa.gov.au/

Wine Federation Australia: www.wfa.org.au/intro.htm

Tourism Queensland: www.tq.com.au/

Tourism Research Australia: www.tra.australia.com/

Tourism Tasmania: www.tourismtasmania.com.au/

Tourism Victoria: www.tourism.vic.gov.au/

Tourism NSW: www.corporate.tourism.nsw.gov.au/
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Department of Agriculture, Fisheries, and Forestry:
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COMMERCIALISE

UTILISE
• New products, services and technologies
• Uptake of research finding by business,
government and academe
• Improved business productivity
• Industry-ready post-graduate students
• Public good benefits for tourism destinations

UNIVERSITY P ARTNERS

C O M M E R C I A L I S AT I O N

EC3, a wholly-owned commercialisation company,
takes the outcomes from the relevant STCRC research;
develops them for market; and delivers them to
industry as products and services. EC3 delivers
significant benefits to the STCRC through the provision
of a wide range of business services both nationally and
internationally.

TOURISM NT
NORTHERN TERRITORY
AUSTRALIA

Key ec3 products

CRC For Sustainable Tourism Pty Ltd, Gold Coast Campus Griffith University, Queensland 4222 Australia ABN 53 077 407 286
Telephone: +61 7 5552 8172 Facsimile: +61 7 5552 8171 Website: www.crctourism.com.au Bookshop: www.crctourism.com.au/bookshop Email: info@crctourism.com.au

