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M he end of the year is a good time to liave_

Ca think, irom a marketing viewpoint, -
- ot a‘nout our near and long term future. So
' tht isa malkenng v1ewpomt"? 1 am an

_ _'old tashmned bellevel in empirical resultb not
: anecdotal evndence There is always f course

. be extended to all types of g')i'od'u'cts and situations.
" “The product, in this case Australian wine, must
- come Lo mmd in the pur chabmg, sitnation as &

able’ choxcv, and at the same time be available
or purcha%e 'I‘his broad (1eﬁmt10n can’ en(,ompa‘;s
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,ogmtmn on-premlse fo 'I‘thtel dnd other forme '

onhne 1emmde13
How does thas relato to my view of the future of

stral;an wme‘? The mental and physwal availability .

rategws used i in Austr'dm $ great run up ithe league
le of wine marketing in the late 19905 to about
occurred mainly in the UK and the US, with
g ¢ support from other mamly traditional markets
re.g., New. Zeal'md Canada and Seandmavxa) Our

tmugy wis wide physical ava]ldblllty mainly through
upermerkets and large-scale wine shops and wide '_

ntal avaﬂabxht,y on shelf and mainly i in the press .
pealmg, to the mass-market wine buyer with fresh
ity clean wines. There waslis nothmg ‘wrong with
smtegy It is used by many intemational
spmer, product compames every day to great -
; it we_ all know 1ts negdtwe ramlﬁc.mone to

_:emory tructire, This is sunply the learned
sociations between various attnbutes and cues that
_'bwld what are. knovm asnodes i in our memmy

example, foran avemge Wwine consumer it the -

UK, the words ‘Austratmn wine' are hkely tobe
Tinked to some of our hrgest brands and also to
'.words like ﬁmty, fun, etc. We have buxlt these .
-semantac memory networks over a long, peuod of

time, so changmg them te operate new links such as -

“‘high quality wine' or ‘regional wine' or spemal g
- peeasion wine', ete, = ‘Austlallan wine' w1]1 take a

concerted effort (whlch we th& beglm) over a long .

: penod of time. The old mental assocnatlons are’
learned and in place, so they have to [ ovcr]ald

. with stronger and more recent ones It is a]eo easy
10 see how physical availability helps (,reate and

“reinforce mental anl]ablllty Where wines are eold

“how they are sold and commumcated and the pnces

" all contribute to ledrnmg memory d.'S‘EO(.iillionb

alink to (Jhardonnay, Cabernet and even Shmu So
in the link, ‘Chardonnay -~ tastes good = fun to drink
at a party or dinner, - Ausnaha*’, it is refatively easy
to substitute Chile, or California, or &ocmth Africa for
the last link and maintain the other links.

. China, China, China, and India. I héar this over

and over in articles and presentations. The future of
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Aust.ral;an wme is sald to lle with these burgeomng

: _:economles Cei’camly thon mlddle and upper classes

are growing, while our ‘”idles to tladltl()ll'ﬂ markets

are flaggmg, (ﬂ owmg mauket:a wnh growing wealth e
* have been linked to wme eonbumptlon aver

hundreds of years, 50 it is not surprising ﬂldt these

. two are often in the medla We' should not forg,et to
*consider other growing economiies such as Brazil,
. Mexico, Russia and Korea, We run the risk,
-however, of hmldmg the same semantic memory
' Jinks i in these markets '15 we have in the past, and
o thus pmlongmg the problems we have ahcady

Ir we fill shelves w1th lower pru,ed varnetal-

' 'labelled 'wines, we are. bunldmg the old types of .
s mental avallablhty Because these are likely to be :
_-the most numerous examples of Australian wine, the
3 ':_assoelatlons Wlll be strengthened The obvious, but
pamful ('onclusaon is 1o reduce the amount of low
' “priced wine we sell overseas. There is then a
' _co]hslon between the needs of ]arg,e-seale Austrahan o
_.wme producers, whose operatmg systems are based
j__- on ‘moving 1mlhons of cases of. good quahty, lowe1 i
s -pnced wmes ioas many markets asis ﬁnancxally :
':'; feasible, w1th the needs of hiz,her-puced reglonal]y
- Jabelled wines (some of which ‘would be produced
= by far ge compames) A dlffel ent latwndle would
- ]ead toa pohcy of encoumgmjD bu]k sa]es of lowel- 5 e
: -'pnced Austrahan wine for export an(l not reqmrmg
. that the wine be labelled Anstr: alan, In factitis = 0
better lf these unbranded wmes bottled overseas are ..
o not ]abelled as Austml:an at all,

Can 1 xedlly advocate the dismanthhg 5 of our a

: _ma]or wine compames into relatively large leg,lonal
producers? Yes 1 can from the purely ratlena] -

E _":analysm of menml nd ph szal avazlabam . More'_ S

_1e.11:st1c.111y, we must increase substantlaliy the - '

- Amount of wine with regional desxg,nanons and -
“make those dessgndtmns more visible on the label

" and in all commum(:dtlons ‘We must realise that

. "the path to building semantic mental networks, _

'-whlch link our regions and brands to h1g11er-p11ced o

B _'and hlg,her quallty associations w1ll take a very long

time. I think it will talce at least as long, ay it took to .
_get hero from the late 19805, thue 30 years 15 not -

: ""-'unreasondble In that time many thmf,s will Lhange

B here and across thc world but we shouldn L stop

: what we e eterted we ﬂeed to: carry oh knowmg

R what we need to do to achteve our g,oals :

-From a mdtketmg, pomt of vww we have buu]t suong o : o : :

assocmtlons to grape vanemes. Thls meane that itis
easier for a c,ompeutol 1o overlay their country with

fI use th:s newtmn wuh =" to denote ]mks
’These are not. nec essanly linear. A better way of

‘imagining it would be’ more like. a network ora -

cloud of assoudhons, where inf,g,eung, any one of
these might lead to tri iggering the others, Bo, '

. someone asking, "what wine is good to take toa .

party?” might mg_,g,er Chardonnay, which might

E tng,g,or Cln!e or Aueira]xa or Cahfornm, for example'




