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1. Directions to 2025

2. Harvest prospects with drought

3. Supply & Demand — balance?
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Export Phases
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1996 Values

£,

VOLUME 600 MLitres

42 MLitres

A$118m
| | | ) | | | | | | | | ’l
1990 1996 2000 2005 2010 2015 2020 2025

Source: Page 8, Strateqy 2025, The Australian Wine Industry
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2007 - 2025
NEW DIRECTIONS TO 2025

Building sustainable success:

7. Partnerships with the government sector
8. Continuous improvement in business skills and practices
9. Continuous improvement in environmental performance

10. Emphasis on ensuring widespread social responsibility
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It builds on prior strategy documents.
Directions to 2025 is a value-growth strategy.

Directions to 2025 was anticipated in the
original Strategy 2025.

While the vision of Strategy 2025 was largely
based on a ‘belief’ In the potential Australian
wine, Directions to Strategy 2025 Is based on
research - it is an ‘informed’ vision.

Directions provides an industry strategy but
emphasizes individual self-reliance.

Tools for self-reliance are provided.
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Sales data (scandata
from AC Nielsen)

Retall price points

Consumer
purchasing
characteristics

Channel
~ On vs Oft
~ sub-channels

Market overviews

Winestyle
~ red, rose, white,
sparkling
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Wine Australia: from everyday informality
to aspiration and excellence

Wine l,__Qustralia

Australian wines that appeal
through accessibility, ease of enjoyment
and a strong premium brand message

about product and country.

Wine '-._‘Qustralia

jional Heroes

Wines from somewhere rather than wines from anywhere
Australian wines that add and sustain interest for
consumers through a clear association between region

and variety and/or style.

D

Wine '«__Qustralia

Australian wines driven by innovation
[marketing,; product; packaging) that appeal to
consumers who drink wine for social occasion and/or
peer group affinity, rather than for wine attribute.

Wine '-.,___Qustralia

Australian wines built on inherent quality and
world class reputation - high profile, aspirational wines.




SUPPLY & DEMAND
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The effect of the low season in 2007 Is expected to
reduce the ‘excess’ stock holding by about two
thirds.

The expected low season in 2008 will leave the
Industry short — by how much, and for how long will
depend on the outcomes in 2008.

Continued subdued levels of planting, as has
occurred over the last 5-6 years, will come under
scrutiny over the next two years. Given existing
uncertainty, there is time yet to consider this.
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millions litres

... average yields scenario
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Note: ‘Ideal’ stocks are based on a 1.83 stocks-to-sales ratio for red wine (financial year-end stocks held against
forward sales) and a 1.33 stocks-to-sales ratio for white wine. ‘Surplus stock' is judged to be the actual or
estimated stock minus the ideal.
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Note: ‘Ideal’ stocks are based on a 1.83 stocks-to-sales ratio for red wine (financial year-end stocks held against forward sales) and a 1.33 stocks-to-sales
ratio for white wine. ‘Surplus stock' is judged to be the actual or estimated stock minus the ideal. Note: based on 2007 harvest expectation of 1.35 million
tonnes and a hypothetical 20% lower yield per hectare in 2008 compared to the average between 2004 and 2006.
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Landmark wines

Regional Heroes

Generation Next

Brand Champions

Unbranded and cask wine

7%

Depletion of opportunistic sales

15%

$4.30/L increase, 36%

$1.63L increase, 28%

$1.12/L increase, 20%

$0.77/L increase, 22%

$0.40/L increase, 32%
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Directions to 2025 focuses on value-growth.

Directions Is based on research, providing context
for industry planning as well as tools for
companies to take the next steps.

A short season in 2007, and another one expected
iIn 2008, will

— provide the opportunity to re-focus on higher-price
points, and

— lead to a review of planting levels in the next few years
~ time yet.
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