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The time to export

ln F,n sbbal financial crisis (GFC) days
when rhe world is all hunkercd down . as
the Americans would say, rhere is a ntasile
lolume ol wine sitling around in t.nks accs
Ausrdlia awaning sale.

Ar fnst Slance sales options for the
smaUe. *.ineries lool prelty bleak, e\pecially

sncn lhc rasr majoriry ofwine in Ausralia is
vtd by rhc duopoly of woolworrhs and Coles
in lheir various guiscs.

Therclbre !s Woolwonhs and Coles,
conv'lidare their grip on wine rerailinS and
creae a plelhoa of Own Brands (he tew
remaining independent liquor stores. .re
bon$a.ded wnh an eve.-incroasing numtEr
of wincs frcm producen. This nakes it
eirremely difficulr for a sDaUer producer ft)
ger sines inro rny storc.

Therelde. $e best sales vehicle for
smaller prcducen can be 10 focus on expofls-

Conlemional *isdom says a producer
has ro build up a shng home ma.ket before
venruring ofhhore. Howcvef, in these
domestically dificult (ines d new r€ality has
delelopcd and n s no{ relarively easier t{' sell
Auslralian *ine overscas lhan domeslicallt

The USA and much of Europe used ro
love rhe big b{rld Aussie rcds *ith masses of
flalour. alcoholand tatrniD. Horever. a *ord
of *arnidg. if you r.e looking oveBeas ir's
rmpo.tant ro note more poople arcund the
world arc turninS away foh $ese *ines.

This is duc toa grcwing alcoholawarness
and lhe.i\e of more dclic.te flavourfocussed
foods so.h as Asirn cuisine, which is
s*amped by our bi8 Aussie oiferings.

These da)\ inb.national consumcB.
espe.ially $ose in Asia. lrc looking fo.
wines wirh mas*s of flavouf but with a soft
and gentle finish that doesn t assaull thei.

Tannin clashes wirh nosL spicy fdd and
leav€s a mctallic or bi(er rasre in rhe mourh.
shich mikes a good vine tasle terrible- This
is especially $ snh somc Chinese cuisine
sDch as hot and spic! Szechuan dishes.

Anolher ongoitrg issuc with exporting
$ the rquircmenl to add thc importinS
coudtry s frandato.ies ro yourexisting labels.
This is a ml pain if the export oder is only
lbr a small volume of wine. as the .ost of
printins shon runs oflabels is crippling-

Fb.quite vrme linc we have recommended
1o clienls rhal rhey adopl a specific back label
methodology which significantly eases the
problem and allows them rb rc.ct much quicker
lo sdall expon orde6. Alqays make sue rhe
custoner signs ot1 on the mandalories. befoe
print. jusr in case ftere arc any i$ues sith
Customs in lheir counlry la1e.

Th@eh most of rhe 'eoe.ging" frarkors

donl seem roo lussed about packing
configuntion. the.e are ove.scas customers
insisdng their wine conc packed into six
packs mrher than dozen\.

It is sliShtly more costly but ch,nging to
sir-packs could be a good move in rems ol
ecupatn)nal helllh ud safety eSul ions
and developing customer rclltionships. The
old Srumble ihar "!ou lose snles b€cau$
poplc orly hale ro buy halfas mu.h" rcally
d@snl hold up in rhese loDgh times. A much
betre. way ofl@ting rr ir is l$ldsixhotrles
instead ofseuing none .

The Aust.alian wine irdustry natunllt
gravnared roward Anglo Saxon counr.ies
when it first vemured overseas. this was
followed by Europern coDnries where
lifestyles a.c more o.less similar to ou6.

More recently circnmslances ba!€
dictatcd that we have ro rurn ro marteN
which arc morc difficull to master ror only
due to language but also due rodiffeEnces in
cullure and litaslylcs. Rathcr than seeirS rhis
as a challenge the industry should vics n as
an excifing advenrure.

This shift in focus can affect aU aspecK
ol wine markeljng. especiaUy labels and
band names. As well as misunde6r.ndinSs
in lnnslalion of names and brands. n\
importanr to be asarc certain colouN arc
believed to be lucky ' whilc othe6 are bad

symbolising death. Likewise *ith numbeB
therc arc lucky and bad nunbers.

Don'l overlook lhe lasling notes and
ftfrember 10 bc careful 10 ensu.e thar one is
culruraUy a*!re in tlrget markets.

A usertiiendly {ebsite is also esential.
h must be *ell laid out and elsy to naviSate.
h is a gq]d idea to hrve a page o. pages
tnnslared i.to the languagc of your main

If done prcpedy, expofl n a viable solution
fo. small and medium sized wine enterprises

in preent condilions. There are hrndreds of
niche opporlunities out there. righr a6und
the world. which the big qineries consider
t@ sDall lo be of inreresr or clash snh
contracted impo.ter/distriburo. a3rce'nenrs.

Despite thc CfC rhis is thc rime of lhe

The resr of the wodd is reall) h.ginning
to discover wine drinking. Countries *hi.h
have neverconsumed wine before are narring
ro learn about and understand it.

Of coune everybody has heard aboDr
China s recen1 erowrh in demand. bur shar
!bou1 Thliland, India, vietnam. Taisan rnd
Sri Lanta. Other count.i.s arc becoming
aware of rhe grear narours ol Ausrralian
wines sDch as Brazil. Peru. Turtey. Russia.
and the fornrer E.srern Bloc ofEurcpe.

Auslralia has a conpetitive edee o!e.
Dany other wine producin8 countries in
that ee are not bound by all sons ofnitline
restrictire rules and regularions. we c.n
expcrimcnt with grape varieties and sine
blends/styles to crerle wine\ lo su'r rhc
individual markels we wish ro pusue.

with a bn of time Ausrralia will be *ell
tnown in Asi! for wines such as Crenache.
Sangjovese and Tcnpranillo. For the sm.ll
portion oflhc Asian wine drinkinspopulaIiot
sho do want big wines, ir could well be Peril
verdol and Durit (which no othcr countrics
do as straight vr.ietdls). o. T,nnal and mayb€

In addition to this. Auskalia has a e@d
reputation for being a clean and g.een
counlrl. which should be re-enfo.ccd as
duch as possible in the marketin8 of all
sineries looking to cxpon.

Aust.alian polential cxponcrs havc
a range of assislance resources availablc
lo then. such rs AWBC'S Ne* Erpo.ter
Delelopment Pl.n, chambeG of .ommerce
and associations such as the Orkap..inga
Erponers Clubs in Southcrn Adelaide.

One iinal word aboutexpo.ling is lhat it is

11 is not uncommon for people orMas to
lake weeks to get blck 10 you *ith then op'nion
of your wines, Elen when they vy rhar the!
''wdi io sell loDr vines, it.an bc *eeks or
rmnrhs befoE ihe o.der is actually placed.

Australian wine produceB have rhe $ire.
Thc sorld is rhirsty tbr eood qlalny winq so
whar !.e lou waiting fbrl I

Dan 1'rcu.ki is tha rttin.ipal of wine
Assist Pry Ltd, ||ine itdrst^ .lportie.
loSistits a\d marketing .onsuhon.:"
Don un be tontatted on (0u) 8382 1920
(phon /fat), U08 801 795 (nobil") or al
* ireds bt @ w i n?ds r ij,..0"t. au
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