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Good afternoon,
 
In the interest of time, the minutes of today are below. Further to the agenda provided herein that was referenced and meeting was chaired by Olivia James.
 
We can confirm the following attendance and record of outcomes and we will now take the next steps for Item 2.
 
Attendance

1. Sally Macleod
2. Luke Tocaciu
3. Tony Gleeson
4. John Innes
5. Olivia Nunn

 
Non attendance  

6. Bruce Redman
 

Apologies from:
7. Joy Bowen away from COB 23 May 2019, returning Monday 17 June 2019.
8. Ben Harris – emailed position noted below
9. Pete Weinberg – emailed position noted below

10. Pete Balnaves – emailed position noted below
 
Our priority agenda items were to review and approve our:

1. Budget;
2. Decide on the recommendation to seek to spend $25k with, or without the SAWIA grant being successful – detailed below for your consideration. Please note this is not an ongoing request it is based on a business need

of our organisation’s current digital capability gap and the intention is we clearly understand what spend is required to achieve results and whether this can be facilitated in house or do we need assistance thereafter.
3. The Finance Committee has provided further information for you to assess the CV approach to the museum stock.  

 
Item 1. Budget
We discussed the budget that the Finance Committee reviewed in detail on 20 May undertaking value management highlighted in red to reduce the original deficit presented to Finance Committee of $57,060 to $29,060 (a
reduction of $28k) which reflects that we have realigned the marketing spend in events and the salary of our team member on leave in effect to cover the $25k proposed Project 250 Project commitment and that the increase
in spend is directly related to VOC projects commitments. See detailed information below labelled Appendix 1 – Budget Deficit Explanation & Background on $25k commitment for SAWIA Project 250 Funding Application.  
 
We went a step further in Version 3 of the Budget to validate budgeted line items, further reducing the forecasted deficit to $26,714. The specific amendments to gain this $2,346 saving are outlined below:
Income
4-2110 Interest Received CGWI Online Save – Decreased Interest Forecast
4-2200 Interest Received PEC Term Deposit – Increase to Interest Forecast
4-2300 Interest Received VOC Term Deposit – Increase to Interest Forecast
Expenses
6-2002 Workcover – No change
6-2003 Wages & Salaries – Slight increase not significant to warrant discussion
6-2004 Superannuation – Slight increase commensurate with salary increase
6-3109 Pest Control – Reduced by 50% if we cease Rentokil and bait via office
 
Net Loss reduced from - $29,560 to $26,714.
 
Budget versions circulated to Board:

I. CGWI Draft Budget 2019 FY Version 2 excel working file
II. CGWI Draft Budget 2019 FY Version 2 pdf file
III. CGWI Draft Budget 2019 FY Version 3 pdf file (see attached) Summary of changes below:

 
Action: The Finance Committee proposes the Board consider the attached Budget and moves it’s adoption.
 
Noted email responses:
Pete Balnaves – Comfortable with Budget.
Peter Weinberg – “Supports adoption of 19/20 budget.”
 
The Board acknowledged that the Budget is a living document and it requires ongoing review. The Board discussed the value management that had been factored into the budget. Post Meeting Note: In response to Tony
Gleeson’s question regarding car insurance the increase of $500 is reflective of the coolroom insurance. We note we have not reflected the income stream and will create a line item to report moving forward.
 
John Innes moved the Budget as presented in Version 2 be adopted and Luke Tocaciu seconded. All in favour. Passed.
 
Action: Olivia noted she is benchmarking our budget further and will share outcomes at the next meeting and acknowledged if we can seek funding to offset the cost of VOC projects we will.
 
Item 2. CV Board Decision Sought – CV seeks to access $25k in 2019/20 Budget
I am seeking your support to access the $25k we have in our budget to start working with Made with Moxie, their proposal is also attached Coonawarra – Proposal – MWM-min.pdf and this was referenced for our Grant
Application.
 
We can enter an agreement with them as an open book relationship to see what we can achieve this year and determine what spend needs to be allocated moving forward.
 
The reason I am seeking this advance access is there is a need to move quickly due to lead time into our events. This has been flagged above.
 
Please feel free to raise any questions by return email direct to me. I can then consolidate responses and reply to all for decisions to be made on 30 May 2019.  
 
Please note if we do reach a decision that this investment can be made I can meet with the consultant in Melbourne as part of my visit to Good Food and Wine Show and the meeting with Margaret River EO.
 
I thank you for your time to consider this recommendation for the success of our events calendar and importantly to attract the audience to our Coonawarra events.
 
Action: CV Board to discuss to confirm if it possible to draw on $25k allocated without approval from SAWIA and noting we could result in the same net deficit with half the project delivered.
   
Noted email responses:
Pete Balnaves – “I agree with proposal one to spend the extra $25k. I realise the budget is tight, but we need to keep ahead in this space as it is moving very quickly.”
Pete Weinberg – “Supports the request.”
Ben Harris – “I support the proposed grant application if the $25K CV contribution have be sourced within the current budget.”
Joy Bowen – Reviewed the grant application and defer to Olivia and Finance Committee for the costings.
 
CV Board discussed the project and all were supportive acknowledging the timing and constraints presented. Sally suggested and sought as part of the deep dive and regional visit that the consultant presents to Board. ON
acknowledged this request and noted that the outcomes of the audit could be shared with the approach of the outcomes and it is desirable to have region wide education where possible.
 
Sally Macleod moved and Tony Gleeson seconded the action to draw on $25k allocated without approval from SAWIA and noting we could result in the same net deficit with half the project delivered. The consultant is to be
engaged with a cap of $25k until such time we have grant approval and notification to increase commensurate with the funding application to realise the outcomes where possible.
 
Action: Olivia to notify the consultant (Made with Moxie) and our approach is to share the funding application in the interest of transparency and to work through what is possible with the current $25k commitment. It is noted
that the consultant’s investment may lead to ongoing work in regards to social media management, while this is not the original intention but it will be scope that we can consider. Olivia is in Melbourne on Friday and will stay
on to meet with the consultant on Monday to go through the plan and allocation and to enable a fast track start given we are 10 weeks out from Roadshow.
 
Item 3. CV Board Decision Sought – CVA Revised Museum Stock
Bruce and Nick undertook a stocktake of the CVA museum wines on 13 May 2019, see attached an updated stock sheet (and values).
 
The wines are currently in a secure spot at Zema and, if Nick is comfortable, it is proposed that we leave the wine there until such time as the CVA Board decides what to do with these wines.
 
Some of the bottles have a fair degree of ullage which may impact on both the value and quality of the wines.
 
This attached list was provided for Board for consideration at this meeting (noting there are some ullage issues).  
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CGWI Budget FY 19/20 Version 2


Account No. Account Name Budget 18/19 Approved Budget 19/20 Draft 


Comments 


Value Management 20 May 2019 


Estimated actuals 28 May 2019 


4-0000 Income


   4-1000    Membership Fees


      4-1100       CGWI Membership Subscriptions $190,000.00 $191,000.00 Based on current renewals 


   4-2000    Interest


      4-2110       Int Received CGWI Online Saver $900.00 $537.41 estimate 


      4-2200       Int Received - PEC Term Deposi $1,400.00 $1,170.19 actual


      4-2300       Int Received - VOC Term Deposi $3,500.00 $7,488.35 estimate 


   4-3000    VOC Miscellaneous Income


      4-3100       LCWIC Membership Fee $2,500.00 $6,004.00 3002 Ha @ $2/Ha formerly $0.77 


      4-3300       Sponsorship $15,000.00 $15,000.00 Invoiced 


      4-3650       Phylloxera Rootstock Trial $9,000.00 $0.00


   4-5000    Marketing


      4-5100       Cellar Door Events


         4-5107          Pop - Up Event  Local $1,000.00 $1,000.00


         4-5109          Pop-Up Event $8,000.00 $8,000.00 Rename Pop Up Event note no net profit  


         4-5112          CD Ticket Sales - Jazz Band $3,000.00 $0.00


Reallocated $3k to Cellar Dwellers 


Advertising


      4-5200       Domestic


         4-5208          Coonawarra Bags $500.00 $500.00


         4-5210          Black Books $6,250.00 $6,650.00 increase $400


         4-5211          Map Pad Advertising $3,000.00 $3,300.00 increase $300 


      4-5300       Coonawarra Roadshow


         4-5301          Roadshow Ticket Sales $62,000.00 $62,000.00


Requires 1377 tickets compared to 1322 


sold in 2018 


         4-5302          Roadshow Funding/Sponsorship $2,000.00 $13,450.00


Based on 28 participants invoices to go 


out 28/5 


      4-5400       Coonawarra Vignerons Cup


         4-5401          Cup Ticket Sales - Members $86,000.00 $86,000.00


         4-5402          Cup Ticket Sales - Public $18,000.00 $15,000.00


         4-5403          Cup Sponsorship $21,000.00 $30,000.00 Presenting Partner $10k


         4-5405          Imperials/Barrel Auction $12,500.00 $15,000.00 Compared to $25,800


         4-5406 Sweep (formerly Calcutta) $2,000.00 $2,000.00 Rename to Sweep 


      4-5500       Coonawarra Cabernet Celebratio


         4-5501          CCC Masterclass $8,160.00 $8,000.00


         4-5502          CCC Retrospective Tasting $1,700.00 $1,700.00


         4-5515          CCC Grant income $15,000.00 $15,000.00


         4-5516          CCC Masters Golf Sponsorship $4,000.00 $4,000.00


$280 team of 4 Golf Hole Sponsorship 


$480


         4-5517          CCC Masters Golf Ticket Sales $1,000.00 $1,000.00


$70 pp (Note secured 96.1 & 963 Triple M 


$2k advertising


     4-5550       Cabernet Symposium


        4-5551          Cab Symposium - Symp Only $10,000.00 $0.00


        4-5553          Cab Symposium - Dinner Only $8,000.00 $0.00


        4-5554          Cab Symposium - Sponsorship $15,000.00 $0.00


        4-5555          Cab Symposium - Pruning Workshop $1,500.00 $0.00


      4-5900        Domestic Trade & Media


         4-5901          Coonawarra Immersian Media/ Journalist $5,500.00 $2,500.00 To be discussed 


         4-5904          (SIP) - Member User-pay $2,000.00 To be discussed 


         4-5908          (TIP) - Member User-pay $7,100.00 To be discussed 


SAWIA Grant 


TBC Project 250 $25,000.00


Total Income $526,510.00 $521,299.95


Total Cost of Sales $0.00


Gross Profit $526,510.00 $521,299.95


6-0000 Expenses


   6-2000    CGWI Payroll/Employment Exp


      6-2002       Workcover $1,000.00 $1,000.00 estimate 


      6-2003       Wages & Salaries $134,100.00 $134,700.00 $144200 - $7000 3mths ($2.5k HE)


      6-2004       Superannuation     9.5% $12,800.00 $13,000.00 estimate 


      6-2005       Training $1,200.00 $1,200.00


   6-3000    CGWI Administration Expenses


      6-3001       Bank Charges/Fees $600.00 $600.00


      6-3003       Bank/Govt Taxes $100.00 $100.00


      6-3004       Credit Card Fees $1,000.00 $1,000.00


      6-3006       Accounting Fees $2,500.00 $2,500.00


      6-3013       Website Hosting $2,000.00 $1,000.00


      6-3016       Travel & Accommodation $2,000.00 $1,000.00


      6-3018       Dues and Subscriptions $3,000.00 $2,000.00


      6-3019       Meeting Expenses $500.00 $500.00


      6-3021       Computer Hardware/Software $1,500.00 $1,500.00


   6-3100    CGWI Office Expenses


      6-3101       Utilities $2,000.00 $1,500.00


      6-3102       Petty Cash $100.00 $100.00


      6-3103       Insurance $2,000.00 $2,100.00


      6-3104       Printing & Stationery $1,500.00 $1,000.00


      6-3105       Postage/Freight $500.00 $500.00 Wine Freight Competitions etc 


      6-3107       Office Expenses/Maintainence $2,000.00 $2,000.00


      6-3109       Pest Control $1,000.00 $500.00


for mouse, snail & millipede baits - 


cease rentokil quarterly pest inspection


      6-3110       Office Amenities $250.00 $500.00  


      6-3113       Office Equipment $2,000.00 $700.00


   6-3200    Communication


      6-3201       Telephone & Fax $2,500.00 $2,100.00


      6-3202       Mobile Telephone $2,300.00 $2,000.00


      6-3203       Internet/Email Exchange $1,500.00 $2,100.00


   6-3300    Motor Vehicle Expenses


Draft for Board Review (Note that a further iteration will follow on 28 May 2019) 







      6-3301       MV Insurance $1,000.00 $1,500.00


      6-3302       Servicing & Repairs $2,000.00 $1,500.00


      6-3303       Fuel & Oil $5,000.00 $4,800.00


      6-3305       Vehicle Registration $600.00 $660.00


   6-3400    Land & Building Expenses


      6-3401       Rates & Levies $2,500.00 $1,600.00


      6-3402       Repairs & Maintenance $1,000.00 $500.00


   6-3500    VOC


      6-3508       Water Level Monitoring $200.00 $1,000.00 To be reviewed 28/5 allocated $1,912.50 


      6-3510       LSCWIC Subs ($0.75) $2,500.00 $6,004.00 Increase to $2/Ha 3184 Ha


      6-3511       Remote Sensing Project $2,500.00 $5,000.00


      6-3513       Water License $50.00 $50.00


      6-3514       Workshops $5,000.00 $0.00


      6-3515       ARC Phd Study $7,500.00 $7,500.00 Second of 4 years 


      6-3516       Coonawarra Environment $1,000.00


6-3518 Proximal - Sensing Thermography 


6-3520 Biodiversity Enhancement Project $3,000.00


6-3521 Water Allocation Plan $2,500.00


6-3522 Berry Shrivel Project $14,000.00 Is there any other sources?


6-3523 Pest & Control Disease Monitoring 


Reduced $10k from VOC - VOC to 


determine priorities  


   6-3600    Technical Comms


      6-3604       Phylloxera Rootstock Trial $9,000.00 $5,000.00


      6-3609       Weather Stations $1,700.00 $1,700.00 Confirming provision  


   6-4000    Domestic


      6-4103       C'warra Immer Media/Journalist $10,500.00 $2,500.00


      6-4104       Promotional Material $500.00 $500.00


      6-4110       Black Books $14,000.00 $14,000.00


      6-4111       Advertising Brand Coonawarra Socially (SAWIA Project) $5,000.00 $50,000.00 $25,000 SAWIA Project 250 


      6-4116       Map Pads $2,750.00 $2,750.00


      6-4117       Glasses - Purchase $500.00 $0.00


      6-4120       Coonawarra (Eng)/brochure Translated Materials $6,000.00 $5,000.00


   6-4200    Cellar Door Events


      6-4208       Penola/Coonawarra Arts Festival $5,000.00 $5,000.00


      6-4209       Great Wine Capital $1,000.00 $1,000.00 Confirmed with Brian Smedley 16/5


      6-4210       Pop-Up Bar $8,000.00 $8,000.00 Note user pay with income of $8,000


      6-4211        Pop Up Bar - Local $500.00 $500.00


   6-4300    Coonawarra Roadshow


      6-4301       Roadshow Venue Hire $35,000.00 $49,100.00 Inclusive of catering 


      6-4302       Roadshow Equipment Hire $2,500.00 TBC


      6-4303       Roadshow Accommodation/Travel $2,500.00 $4,000.00


      6-4304       Roadshow Advertising & Promo $7,500.00 $7,500.00 less $3,500 included in 6-4111


      6-4306       Roadshow - Freight $2,500.00 $750.00 Black Book freight 


      6-3407       Glasses $500.00 $9,200.00


      6-4308       Roadshow Catering $9,000.00


      6-4309       Roadshow Ticketing Fees $2,100.00 $400.00 Booking fees passed on 


      6-4310       Roadshow - Meals & Taxis $1,500.00 $850.00 Note user pays with wine freight


   6-4400    Coonawarra Vignerons Cup


      6-4401       Penola Racing Club $17,000.00 $16,500.00


      6-4402       Equipment Hire $29,000.00 $30,000.00


      6-4403       Catering $55,000.00 $55,000.00


      6-4404       Wine Purchase $9,000.00 $9,700.00


      6-4405       Guest Expenses $2,000.00 $1,000.00


      6-4407       Cup Decorations $1,700.00 $2,500.00


      6-4409       Cup Miscellaneous Expenses $2,500.00 $2,500.00


      6-4410       Marketing/Printed Material $5,000.00 $2,500.00


Reduced by $1000 noting that we had a 


printing partner in 2019 and we will look 


into what we can do to reduce this further 


      6-4416       Cup Security $2,000.00 $2,000.00


   6-4500    Cellar Dwellars


      6-4502       Cellar Dwellers Advertising $7,000.00 $7,000.00 less $3,000 included in 6-4111


   6-4600    Coonawarra Cabernet Celebration


      6-4601       CCC Masterclass $6,500.00 $6,500.00


      6-4605       CCC Retrospective Tasting $250.00 $250.00


      6-4609       CCC Advertising & Promotions $14,000.00 $9,000.00 less $5000 included in 6-4111


      6-4610       CCC Brochures & Posters $4,000.00 $4,000.00


      6-411       CCC Guest & Media $2,500.00 $2,500.00


      6-4613       CCC Miscellaneous Exp $1,000.00 $500.00


   6-4700    Cabernet Symposium


      6-4701       Cab Symp International Speaker $9,000.00 $0.00


      6-4702       Cab Symp Domestic Speaker $5,000.00 $0.00


      6-4703       Cab Symp International Dinner $8,000.00 $0.00


      6-4704       Cab Symp - Catering $2,600.00 $0.00


      6-4705       Cab Symp - Venue Hire $1,100.00 $0.00


      6-4706       Cab Symp - Miscellaneous Exp $2,500.00 $0.00


      6-4707       Cab Symp - Pruning Workshop $1,500.00 $0.00


   6-6000    Website & e-Marketing


      6-6100       Website Development $1,500.00 $1,500.00


      6-6101       e-Newsletter $900.00 $1,000.00


      6-6102       Brand development & messaging $1,500.00 $1,500.00


      6-6104       Photography $5,000.00 $0.00 less $5000 included in 6-4111


Total Expenses $535,400.00 $548,014.00


Operating Profit -$8,890.00 -$26,714.05


Propose to bridge with interest circa $6k 


interest and thus the loss is equivalent to 


the investment in $25k for the $25k gain in 


SAWIA Funding 


Total Other Income $0.00 $0.00


Total Other Expenses $0.00 $0.00


Net Profit/(Loss) -$8,890.00 -$26,714.05






Sheet1

		MUSEUM WINE STOCK   13/5/2019								INDICATIVE MARKET PRICE 		TOTAL VALUE MINIMUM		TOTAL VALUE MAXIMUM

		NAME		VINTAGE		VARIETY		QTY

		Wynns, Coonawarra		1959		Cabernet Sauvignon		1.00		$250/$600		$   250.00		$   600.00

		Wynns, Coonawarra		1962		Cabernet Sauvignon		2.00

		Wynns, Coonawarra		1966		Cabernet Sauvignon		2.00		$395/$465		$   790.00		$   930.00

		Wynns, Coonawarra		1976		Cabernet Sauvignon		1.00		$125/$195		$   125.00		$   195.00

		SASSICAIA		1990		Tenut San Guido Italia		1.00		$300/$600		$   300.00		$   600.00

		Chateau Latour, France		1990		Pauillac		1.00		$750/$1600		$   750.00		$   1,600.00

		Cos D'Estournel, France		1990		Saint Estephe		1.00		$200/$400		$   200.00		$   400.00

		Chateau Leoville-Las-Cases		1990		Saint-Julien		1.00		$   1,000.00				$   1,000.00

		Brands of Coonawarra		1996		Old Vine Shiraz		1.00		$   84.00		$   84.00		$   84.00

		House of Reynell, Coonawarra		1973		Shiraz/Cabernet Sauvignon		1.00		$   25.00		$   25.00		$   25.00

		Penfolds, Coonawarra		1982		BIN820 Cabernet Sauvignon/Shiraz		3.00		$135/$630		$   405.00		$   1,890.00

		Penfolds, Coonawarra		1990		BIN920 Cabernet Sauvignon/Shiraz		1.00		$   600.00		$   600.00		$   600.00

		Wynns, Coonawarra		1962		Hermitage		3.00		$240/$350		$   720.00		$   1,050.00

		Wynns, Coonawarra		1954		Claret		1.00

		Wynns, Coonawarra		1955		Claret		1.00		$   1,000.00		$   1,000.00		$   1,000.00

		Wynns, Coonawarra		1960		Cabernet Sauvignon		1.00		$   100.00		$   100.00		$   100.00

		Gaston Hochar		1989		Chateau Musar		6.00		$   80.00		$   480.00		$   480.00

		Petaluma		1990		Coonawarra		3.00		$   80.00				$   240.00

		Jordan, South Africa		1993		Cabernet Sauvignon		4.00		$   90.00		$   360.00		$   360.00

		Parker Estate, Coonawarra		1990		Terra Rossa First Growth Cabernet Sauvignon/Merlot/Cab Franc		3.00		$   115.00		$   345.00		$   345.00

		Leconfield, Coonawarra		1980		Cabernet Sauvignon		1.00

		Lindemans, Coonawarra		1980		St George Vineyard, Cabernet Sauvignon		1.00		$   65.00		$   65.00		$   65.00

		Wynns, Coonawarra		1991		Centenary' Limited Reserve Shiraz/Cabernet Sauvignon		4.00		$   120.00		$   480.00		$   480.00

		Penfolds, Coonawarra		1966		Cabernet Sauvignon/Shiraz BIN620 (sample label)		1.00		$   500.00		$   500.00		$   500.00

		Penfolds, Coonawarra		1962		Kalimna Cabernet - BIN60A Cabernet Sauvignon/Shiraz		2.00		$   12,000.00		$   24,000.00		$   24,000.00

		Penfolds, Coonawarra		1962		Claret - BIN60A (sample labels)		2.00		$   12,000.00		$   24,000.00		$   24,000.00

		Penfolds, Coonawarra		1967		Kalimna Shiraz - BIN7 Cabernet Sauvignon		1.00		$   2,200.00		$   2,200.00		$   2,200.00

		Rymill, Coonawawarra		1990		Cabernet Sauvignon		1.00		$   34.00		$   34.00		$   34.00

		Hardys, Coonawarra		1990		Thomas Hardy Cabernet Sauvignon		1.00		$   140.00				$   140.00

		Lindemans, Coonawarra		1990		St George, Cabernet Sauvignon		1.00		$   100.00				$   100.00

		Katnook, Coonawarra		1990		Odessey Cabernet Sauvignon		1.00		$   130.00		$   130.00		$   130.00

		Penfolds, Coonawarra		1987		BIN707 Cabernet Sauvignon		1.00		$   650.00		$   650.00		$   650.00

		Zema Estate		1993		Family Selection Cabernet Sauvignon		1.00

		Mildara Wines, Coonawarra		1991		Alexander's Cabernet Sauvignon/Malbec/Merlot		1.00		$   50.00				$   50.00

		Hollick, Coonawarra		1992		Ravenswood Cabernet Sauvignon		1.00		$   80.00				$   80.00

		Penley Estate, Coonawarra		1992		Cabernet Sauvignon		1.00

		Katnook, Coonawarra		1991		Odessey Cabernet Sauvignon		1.00		$   100.00		$   100.00		$   100.00

		Majella, Coonawarra		2000		Shiraz 		6.00		$   30.00		$   180.00		$   780.00

		Parker Estate, Coonawarra		1998		Terra Rossa Cabernet Sauvignon		6.00		$   25.00		$   125.00		$   125.00

		Redman Wines, Coonawarra		1971		Cabernet Sauvignon		1.00		$   50.00		$   50.00		$   50.00

		Rouge Homme, Coonawarra		1958		Cabernet Sauvignon		1.00

		Woodleys		1955		Claret		1.00		$   2,000.00		$   2,000.00		$   2,000.00

		Woodleys		1953		Claret		1.00		$   2,000.00		$   2,000.00		$   2,000.00

		Woodleys		1956		Claret		1.00		$   1,300.00		$   1,300.00		$   1,300.00

		Brand's of Coonawarra		1990		Cabernet Sauvignon		3.00		$   40.00		$   120.00		$   120.00

		Mildara Wines, Coonawarra		1990		Cabernet Sauvignon		3.00		$   40.00		$   120.00		$   120.00

		Chateau Mouton Rothschild		1993		Pauillac		1.00		$   500.00		$   500.00		$   500.00

		Jordan, South Africa		1993		Cabernet Sauvignon		1.00		$   100.00		$   100.00		$   100.00

		Goldwater		1995		Waihke IS Cabernet Sauvignon Merlot		5.00		$   50.00		$   250.00		$   250.00

		Chateau Palmer		1994		Margaux		1.00		$   300.00		$   300.00		$   300.00

		Santa Carolina 		1993		Maipo Valley Chile Cabernet Sauvignon		2.00

		Punters Corner		1994		Shiraz		6.00

		Hollick, Coonawarra		1994		Hollick cab Sauv: Cab Franc: Merlot

		Woodleys		1950		Claret		1.00		2000		$   2,000.00		$   2,000.00

		Woodleys		1951		Claret		1.00		2000		$   2,000.00		$   2,000.00

		Woodleys		1952		Claret		1.00		2000		$   2,000.00		$   2,000.00

		Woodleys		1954		Claret		1.00		2000		$   2,000.00		$   2,000.00

		Woodleys		1955		Claret		1.00		2000		$   2,000.00		$   2,000.00

		Woodleys		1956		Claret		1.00		1300		$   1,350.00		$   1,350.00

		Wynns, Coonawarra		1990		John Riddoch Limited Release Cabernet Sauvignon		1.00		200		$   200.00		$   200.00

		Wynns, Coonawarra		1988		John Riddoch Limited Release Cabernet Sauvignon		1.00		100		$   100.00		$   100.00

		Wynns, Coonawarra		1982		John Riddoch Limited Release Cabernet Sauvignon		3.00		620		$   1,860.00		$   1,860.00

		 Arnione, Campo Alla Sughera		2006		Bolgheri Superiore, Tuscany		3.00		40				$   120.00

		Biserno "lI Pino di Biserno"		2006		Tuscany		3.00		100				$   300.00

		Podere Sapaio, Sapaio		2006		Bolgheri Superiore, Tuscany		3.00		50				$   150.00

		Grattamacco		2006		Bolgheri Superiore, Tuscany		3.00		130				$   390.00

		De Martino, Legado		2005		Maipo Valley Chile Cabernet Sauvignon		4.00		40				$   160.00

		Santa Rita, Reserva		2006		Maipo Valley Chile Cabernet Sauvignon		4.00		20				$   80.00

		Ornellaia		2006		Bolgheri Superiore, Tuscany		3.00		300				$   900.00

		Redman 1.5L		1973		Cabernet Sauvignon		1.00

		Redman 1.5L		1976		Cabernet Sauvignon		1.00

		Redman 1.5L		1982		Cabernet Sauvignon		1.00

		Redman 1.5L		1999		Cabernet Sauvignon		2.00

		Jamiesons Run		1991		Special Selection Cabernet Sauvignon		1.00







								139.00				$   79,248.00		$   87,283.00
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Name of the activity: Coonawarra developing (digital social outreach) capability to create opportunities for Coonawarra Wine Brands

Coonawarra Vignerons request for funding 

Background 


In April 2017, FULLER Brand Communications was engaged to develop a 2017-2020 Coonawarra Brand Activation Plan. A document that did not take the place of the Coonawarra Strategic Plan/Marketing Plan, but suggested practical activities to bring it to life. The subsequent plan provided tangible and achievable consumer engagement tactics with a focus on contemporary content creation and digital marketing. It also provided recommendations to rationalise and re-focus existing events and activities such as the Coonawarra Cup and the annual Roadshow, to target specific audiences such as trade and media. It also suggests a new approach to premium inbound tourism.


This plan sought to build greater awareness of Coonawarra’s unique selling proposition – as Australia’s best Cabernet Sauvignon region – and translate this into increased wines sales and improved cellar door visitation.


The three strategies chosen from the plan to activate included:

· Strategy 3 – Content “Take the Time” campaign


· Strategy 4 – Digital Marketing


The Coonawarra Vignerons in conjunction with FULLER undertook a content planning


workshop to settle on the key content themes and finalised a timeline to produce unique content which was then distributed via Digital Media platforms.


FULLER produced three written (blog) pieces of content and six videos (including 2 x adverts, plus 4 x long-form videos) These pieces and adverts have been distributed via Facebook, the three pieces of blog content and the two video adverts via paid media, the four long-form content videos via organic Facebook posts.


Campaign Results


The campaign reached over 750,000 people within the target audiences.


The audiences targeted were intentionally broad and ranged from men to women, interested in travel, wine, and fine dining.


Almost 19,000 people watched the video adverts and a further 18,000 were reached


organically with the longer form videos posted on Coonawarra Vignerons Facebook.


The blog drove over 2,300 people to the website to read about the Coonawarra region and had great success in educating consumers.

1. Funding Objectives (include reference to the applicable parts from Schedule 2)

We have continued to drive our online presence, however we must do more to remain present and relevant. We have a capability and capacity shortage to continue this work and differentiate the region’s positioning. This has led us to scope Stage 2, the 2019/20 Capability social outreach digital event roll out that we are seeking funding and an external consultant to help us deliver. 

STAGE 2, 2019/20 Capability social outreach digital event roll out 

Coonawarra Vignerons are poised to continue the ‘Take the Time” campaign, with a key focus on engaging consumers to: 

1. Visit the region; and 


2. Experience our events in their national city.  

The region already has a number of popular and established events throughout the year, which we need to capitalise on, by promotion outside the local region. Those highlighted in bold are those the funding will focus on. 

Annual Events we focus on, include:

1. January – Coonawarra Cup


2. February – Pre-Vintage

3. March – Vintage

4. April – Vintage & After Dark Vintage Festival 

5. May – Penola Coonawarra Arts Festival

6. July – Coonawarra Cellar Dwellers


7. August – Coonawarra Cellar Door in the City National Roadshow


8. October – Coonawarra Cabernet Celebrations


9. Last Friday of each month – Coonawarra Club Tea Night


In capturing these events, and being able to offer unique experiences first hand


to visitors, whom take the time visit to the region, will set it apart and as such this project is most closely aligned to the following Schedule 2 strategies:


· Strategy 2.1 To provide projects, programs and opportunities to improve the efficiency, effectiveness and/or profitability of South Australian wine businesses.


· Strategy 2.3 To improve the South Australian wine industry, business knowledge and business capacity and capability by regularly identifying the key issues that if solved or addressed would have a material or positive overall benefit to South Australian wine businesses.


In reference to the funding deed this project activity is aligned to: 

· Activity 3.3 Develop Capability to create opportunities for South Australian wine brands. 


· Activity 3.5 Undertake projects and programs that can demonstrate specific and tangible outcomes linked to the development of the South Australian Wine Industry; and 


· Activity 3.6 Develop industry resources and/or promotional resources to address key wine industry issues.


Coonawarra will consolidate this project activities model of delivery into a summary report to share with the Executive Officers who attend a quarterly SAWIA meeting to assist with industry capability building across regions. This project is directly endeavouring to improve the industry association’s effectiveness and maximise value to the wine brands it represents.  

2. How will this activity meet the objectives?

The activity proposed in this project is setting the ‘social outreach’ of the Coonawarra wine region at large. 

With the pace of social media, we are conscious that online community management is the relationship builder of the social cycle. Regional engagement requires us to reset our landscape for our social outreach to be effective. The plan of attack is outlined in detail in Section 3 and we are more than comfortable in providing any additional information that may be required to justify the need or talk directly to the targets that we are setting out to improve. 

3. Describe the scope of and the components of the activity

The project is broken into three groups of activities. 

Activity 1 is focused on the day-to-day amplification, opposed to campaign amplification which is captured in Activity 2. Activity 3 is about ensuring that the scope of ongoing work (subject to this funding) is effectively scoped and costed for either business as usual Association scope of works, or it can be tendered within budget for ongoing delivery beyond this project.

Activity 1: Capability Building June to September/October - $35,170 based on $4,580 - $11,723 per month 

		Activity 

		Deliverables 



		Research and review (data analysis) of the Current Coonawarra landscape 


· Audience Research. 


· 360 Degree review.

		· Data validation for amplification and capability focus.

· Empathy mapping.  


· Coonawarra audit. 

· Two deep dive sessions in region.



		Education 


· Bridge the digital divide. 

		· Digital strategy opportunities and challenges.



		Create & Test Campaigns 


· Identifying the behavioural triggers and content that will resonate with buying personas.

		· Series of content and attraction campaigns reflective of Coonawarra that will resonate with the buying personas. 

· Digital advertising campaign. 


· Event & trigger based targeting. 


· Data tracking & re-targeting. 


· Collation of all social media efforts back to website. 


· Detailed post campaign report. 



		Optimisation 


· Synthesise the test and discovery results.

		· Conversion outcomes including increased regional visitation, increased attendance at events. 



		Execution 


· Content with defined and measurable objectives including brand reach, audience creation and development, replicable, repurpose trigger-based campaigns. 




		· Digital strategy implementation on a monthly basis including a team of specialists including Senior Partners, Strategists, Business Strategist, Community Manager, Account Manager, F&B Content Specialist, Copywriter, Community manager, Account Manager, Video Editor & Designer. 



		Automation 


· Develop an attraction automation strategy to identify and nurture new leads.

· Integrate third party software and a human resource “rinse and repeat” plan creating efficiencies that work within resource capabilities and constraints. 

		· Business as usual plan that reflects the human resource model of the Association. 





Activity 2 – Event Campaign - $12,750 based on $2,550 per event June to October 


The events (5) are to cover and note this does not include advertising budget of up to $2,000/event that Coonawarra will separately fund: 


· Coonawarra Cellar Dwellers – July 


· Cellar Door in the City Roadshow – August 


· Coonawarra Cabernet Celebrations – October  

		Activity  

		Deliverable



		Unlimited advertising on digital platforms 




		· Advertising with KPI reporting  



		Social Commerce  

		· Funnel focused approach for ticket sales in each city


· Provision of Pixels for conversion tracking


· Sharing databases built over the years focused on the wine and event industry


· Set up of campaigns, to drive through a sales-based process from website to completion


· Set up of tracked links (UTM & Bit.Ly) for better understanding of actions taken by audience


· Post campaign reporting



		Event Digital Photo Software  

		· Photography 



		Includes travel and accommodation of live social at event 

		· Dedicated attendance at event 



		Live social at one event 


(Note this would include attendance at one of each of three events listed below) 


We would look at: 


· Coonawarra Cellar Dwellers – TBC July 2019 


· Cellar Door in the City Roadshow – Location TBC August 2019 


· Coonawarra Cabernet Celebrations – 19 October 2020  

		· A dedicated resource managing social media


· Mobile photography and video


· Community management for any questions received online during the event 


· Guidance on setting up a live event wall for those attending (AV not included) 


· Post event collation of assets and reporting





Activity 3 – Business as Usual Plan including presentation to members $2,080 – November 2019 

In November, a business as usual costed plan will be delivered for the Association to implement this scope of work moving forward for ongoing success.  

4. State the Activity start date and completion end date


We as an Association are planning to make a start in June 2019 and have the scope of work delivered by end of November. 

The time drivers for this work are that the event timelines and the need to activate within 6 weeks leading up to an event. Our events are in July, August and October and to gain maximum value of the funding dollar we need to make a start for results to be realised. 

5. State the anticipated outcomes (include financial and performance outcomes)

We are committed to the following targets based on our current understanding of social media. We note that we will be far better placed to validate these KPIs in June when we plan to have undertaken the audit on our accounts. We are aiming to beat industry averages in our social media advertising approach and seeking to attract new attendance at events. In summary, we plan to:  

· Increase attendance overall by 40% at the Coonawarra Cellar Door in the City Roadshow across five cities Melbourne, Sydney, Brisbane, Adelaide and Perth, this would directly result in a ROI to our region and result in an additional 532 people experiencing our offering across the 5 capital cities.   

· Increasing in region visitor attendance of Coonawarra Cellar Dwellers – 2019 is the first year we are looking to trace visitation through cellar door provision of indicative numbers and therefore we cannot provide a metric today.  


· Coonawarra Cabernet Celebrations – we are targeting 12% increase in numbers with 7,500 aimed in 2019.  

· For every dollar we spend we are seeking to increase our Return on Investment. 

· Increase our attendance of never attended audience, which we will track via social media.

· Increase our digital metrics and we will share these percentages once we have undertaken our audit: 

· EDM Database – 6,215 subscribers by X% 


· Facebook Followers X%


· Instagram Followers X% 


Specifically, this activity will enhance and increase our performance engagement to:


· Align Coonawarra’s monthly social content 


· Establish a monthly content plan that plays to the algorithm 


· 12 planned posts a month on all channels 


· Additional live and as it happens posts on channels 


· Connect our social reporting tools to track monthly performance 

· Set up EDMs on a regular timeline and link tracking and reporting 


· Amplify day to day monthly reporting and comparison to industry averages 


· Manage our online community – community building, sales and further engagement 


· Engage our stakeholders – monthly social outreach to designated stakeholder for shout out and coaching and mentoring on best practice content attraction 

· Utilise social commerce to provide a return on investment with a funnel focused approach to ticket sales to our events and post campaign reporting. 


6. Detail the appropriate measures and key performance indicators of the activity


We can report we have the following metrics at commencement of this project: 


· EDM Database – 6,215 subscribers 

· Facebook Followers – 4,879

· Instagram Followers – 2,043 

· Roadshow attendance – 1,332 in 2018 and aiming for 1,864

· Coonawarra attendance in July – Visitor Information Centre records in the order of 1,038 (and we are tracking an average cellar door attendance from those that choose to opt in to compare these numbers moving forward) 

· Coonawarra attendance in October – Seeking to attract 7,500 attending wineries/winery events in 2019. Wattle Range Council recorded October 2018 total tourism recorded at the Visitor Information Centre is in the order of 1,981 which is up on 1,609 reported in 2017).

· Coonawarra will be seeking to better the Travel & Hospitality Industry Advertising Averages: 


· Click Through Rate: 0.90%





· Cost per click: $0.63






· Increasing return on investment for $ spent on event campaigns – target to be confirmed during our audit. 

· Introduce live social to our events. 

7. Detail the likely expenditure that you are seeking to be allocated to the activity (include P250 funds, estimation of in-kind support and other financial contributions)

A breakdown of the consulting costs to be invoiced are detailed below, noting we may adjust the individual activity allocations as required to allocate resourcing, or materials based on the real time monthly outcomes. 

To assist with cashflow we would appreciate if possible invoicing the works as project deliverables are realised, which we are planning as scheduled below. We are open to discussing this invoicing schedule.  


The final invoice can be linked to the to the Activity 3 invoice at the end of November 2019.  

Activity 1: 
$35,170 (ex GST)

Activity 2: 
$12,750 (ex GST)

Activity 3: 
$  2,080 (ex GST) 


Total: 
$50,000 (ex GST)

		Project Activity

		Due date 

		Cost 


(ex GST) 

		P250 Funds 

		CV (Industry) Financial Contribution 

		CV (Industry) 


In Kind Support 



		Activity 1 

		 July

		11,723

		10,170

		1,553

		



		

		August 

		11,723

		11,723

		

		



		

		September 

		11,723

		

		11,723

		



		

		October 

		

		

		

		



		

		

		$35,170

		$21,893

		$13,276

		$10,551



		Activity 2 

		July 

		$5,100

		$1,027

		$4,073

		$3,825



		

		August

		$5,100

		

		$5,100

		



		

		October 

		$2,550

		

		$2,550

		



		

		

		$12,750

		$1,027

		$11,723

		



		Activity 3 

		November

		$2,080

		$2,080

		

		$624



		Total 

		

		$50,000

		$25,000

		$25,000

		$15,000





It is anticipated in addition to the above costs the project’s duration with a forecasted June start, based on the needs of the region (events) that we will aim to achieve our outcomes by the end of November and that Coonawarra Vignerons Executive Officer will invest at least 4 hours (minimum) on average per week over the 25 week period to 22 November 2019, or a total commitment of 100 hours supporting the project. There will be peak periods of support in review of social content and with the facilitation of the in region deep dive sessions and the subsequent event support of live social. On average this cost is calculated at 100 x $150 = $15,000 and has been allocated proportionally across the project to demonstrate the region’s commitment as tabled, in addition to our budget allocation of $25,000 which we are committed to start investing early to make a start. 

We are building in a first month review period (end of June) with our preferred consultant Made with Moxie, to enable us to ensure that we can achieve what we are setting out to achieve. We acknowledge that this capital commitment is a significant investment and the need to realise benefits in real time and we are cognisant that we will not be informed of outcomes of this grant application for access to funds until July.  


8. Set out if the activity and its learnings or benefits can be applied or shared across the industry / regions and how you intend to share the outcomes – (this will need to addressed / included in the activity report) 


The knowledge generated in this project’s model of delivery is directly applicable and can be shared with our Association counterparts.  As a resource lean organisation, we need to work smarter in the online environment and our Association is looking for ways to increase our industry capability and capacity to deliver results for our Coonawarra wine brands. With the growing shift to online visibility, it is important that our Association remains relevant in how it communicates.  


Coonawarra will consolidate the project’s model of delivery into the activity summary report to share with the Executive Officers, who attend the quarterly SAWIA meeting to drive industry capability building across regions. 


We see the approach that Coonawarra is taking can be leveraged in other regions to:


· Deliver results in real time (visitation and attendance) 


· Create a digital social outreach continuity plan for ongoing provision; and 

· Cost effectively incorporate education where possible for benefit of our members and other regions. 


South Australian Wine Industry Association Incorporated  


ABN 43 807 200 928


1st Floor Industry Offices, National Wine Centre, Botanic Road, Adelaide SA 5000


Tel: 61 8 8222 9277  Fax: 61 8 8222 9276  Email: admin@winesa.asn.au  Web: www.winesa.asn.au





 
We note there is potential to offset budget deficit with the sale of some wine.
 
We sought CV Board discussion to confirm what steps are to be taken with this stock. Noting also the insurance value of circa $40k and any changes that need to be made acknowledging budget implications.
 
Noted email responses:

Pete Weinberg – “Supports realising the value of this stock through targeted sales, also need secure storage.”
Pete Balnaves – “I am in favor of selling the museum wines they were purchase in a different era of the Vignerons.”

 
The Board discussed the wine and need to sell wines that are showing market value with others of strategic regional benefit to be maintained and a use specified.
 
John Innes moved and Sally Macleod seconded for Bruce Redman to remain involved in the wine sale process and that the office seek Langton’s to undertake a valuation of the wine list for next steps to be determined.  
 
Action: ON to consult with Bruce Redman prior to sending list without prices to Langton’s.
 
Item 4. Other Business
4.1 SAWIA Report tabled for CV Board Information and noted that the grants are being reviewed in a meeting in Adelaide today.  
A good summary of Coonawarra Vignerons current status is reflected in our quarterly (March to May) SAWIA report attached, see file 190522 Coonawarra Report – March to May 2019 – Regional Association Meeting word doc
file. Action: Board to be updated when we have approval of grant.
4.2 Finances and Aged Receivables Noted that some members require letters to be sent out if payments are not made by COB tomorrow. 90+ $7k. We may need to write off $1,650 that was cup sponsorship. Acknowledged
the write off of the last quarterly payment of the Kidman Wines P&E Membership $994.59.  P&L currently tracking actual deficit $9,438.08 versus forecast $8,890.00.
4.3 BOM follow up required to determine TAF and Naracoorte. Action: ON to follow up.  
4.4 GWC Inbound Visit on 3 July 2019 and noted this was focusing on wine tourism with bios provided from Italy, France and Spain attending representatives. Looking at a presentation and round table Q&A with lunch at
Fodder. Venue for presentation to be confirmed. Opportunity to be sent out to members on Monday 3 June 2019.
4.5 Wine Australia – Noted the Nordic Opportunity and the need to withdraw the Regional Tasting EOI based on user pay as we went from 5 wineries to 2 and needed 6 to qualify. Note next opportunity is the ProWine
Shanghai. Again it will be presented as a User Pay opportunity. Noted frustrations in not always having costs to confirm with members to enable better decision making. This is beyond our control.
4.6 Biodiversity Enhancement Project Workshop held with 9 member companies represented. Work will now be closed out. Discussed whether sharing outcomes with members at large and noted that our preference was to
do this via General Meeting in first instance. Advised that WGCSA announced the EcoVineyards insectary projects has been funded and Coonawarra is included as part of our $3k commitment per annum for two years.
4.7 General Meeting All agreed we need to lock in a date. Proposed Thursday 20 June and breakfast format with egg and bacon rolls or alternative at the Coonawarra Hall – RSVP essential for catering. Invite sent to Board and
we will now look at sending out invite to all Members on Monday 3 June. Post Meeting Note: PB following up on Water Allocation Plan attendance by Nikki Harrington and if this doesn’t work for this date potentially another
forum will be called in July aligned with the review. Either way an update will be provided in this forum.
4.8 Membership and approaching grapegrowers Tony noted that they had a resource that could share the membership benefits with Coonawarra Grapegrowers that are not members.
4.9 Next Board Meeting To follow the General Meeting on 20 June 2019 at the Coonawarra Hall with aim to finish by 10:30am.
The following were not discussed but circulated via email from Pete Balnaves:
4.10Water Pete was at the risk assessment day for 3a last Thursday in Adelaide,  it when better than expected , Pete was given time to explain number of things on behalf of industry, having Nikki Harrington in the room as our
nominated expert with Glenn Harrington as 5a rep was well worth it. Groundwater dependent eco systems that have potentially been the big issue they now seem to  be being dealt with pragmatically with the understanding
that it is too late for most (we have in 3a lost over 1900 hectares since 1995 and only have 75 hectares left.) I am more optimistic that the cuts that are  being held until this review has been done will be dropped at the end of
the process as the science is not backing up the need to reduce allocations.
4.11Coonawarra signage A list is being developed and wording for some of those sites is being developed. PB to prepare a list of suggestions and some wording for Board to review shortly.
 
Meeting closed: 9:50 am    
 
Attachments
1. CGWI Draft Budget 2019 20 FY Version 3 – pdf document  
2. CVA Revised Museum Stock 130519 – excel file
3. 190520 SAWIA Project 250 Grant Application_Coonawarra FINAL – word document
 
Appendix 1 – Budget Deficit Explanation & Background on $25k commitment for SAWIA Project 250 Funding Application  
There are two reasons for the deficit presented:
1.       Increase dollar spend on VOC projects, of which the Finance Committee has value managed $10k reduction for VOC to consider their priorities. Note the VOC additions included herein are:

·         $14,000 Berry Shrivel
·         $3,000 Biodiversity Enhancement Project Federal Project with Mary Retallack – advice to follow on 24/5/2019
·         $5,000 to continue the Rootstock Trial Wine Making process; and
·         $5,000 for the Irrigation Optimisation travel costs of Vinay Pagay.
As we do not have any grants offsetting these costs they affect our bottom line.
We note that pest and disease monitoring $5k-$10k was previously approved as a variation service, however this is yet to be scoped and a consultant has not been confirmed.
Finance Committee felt comfortable allowing VOC to determine their priorities, noting the above additions factored into the budget that you have herein.   
 

2.       We have increased our marketing spend by $25k (see budget income item code TBC that we can double this spend in expenses item 6-4111 to $50k at an organisational cost of $25k) in applying for this SAWIA Grant to
address our Social Media Digital Capability Gap. See attached file 190520 SAWIA Project 250 Grant Application_Coonawarra Final.doc that includes a breakdown of costs associated with this grant with a total project cost to
CV of $50k, however the good news should we be successful is our investment will be reduced to $25k. Net impact $25k.  
 
We will not know the position on the grant until June and availability of funds is not until July, best case scenario – see application for a breakdown of cashflow sought from SAWIA.
 
We have flagged with SAWIA that we are seeking to make a start on this work in June, as we are looking to increase our social media on our three upcoming events, order of priority based on our need to convert:
·         Cellar Door in the City in August
·         Cellar Dwellers in July
·         Cabernet Celebrations in October
 
Why? We need to maintain and enhance our Roadshow attendance and this means advertising in a different way to get new people to our events and then to continue the cycle by keeping them engaged long after and
ultimately visiting our region. I have put in a target to attract an additional 532 people this year, this is super optimistic, given realistically we only have 9 weeks to achieve this with a consultant, if you agree to us at least
spending our $25k we have nominated in our budget, taking the risk that we will not:
Get the $25k from SAWIA; and
Subsequently may not achieve as much as we set out to given our project could be halved if we don’t land the budget.
 
Can we do nothing? I don’t feel this is an option. We need to try and improve and my conversations with varying social media consultants has me nervous that if we do nothing we are at greater risk of having an even lower
attendance than last year.
 
The project proposed is ambitious, given we have only 10.5 weeks until the Roadshow event, one month until Cellar Dwellers (however we did commit to spending $3k on increased marketing) and if we hit go with the
consultant on 30 May, realistically they start with us on 31 May 2019 / 3 June 2019. As you can see this does not leave us a long lead time. But it does transition us over to another social media consultant, who will take
over our accounts and will require us to mobilise at a rapid speed. I am prepared for this and welcome the opportunity to explore what they can do for us.
 
Where are ticket sales at?

 
On 17 April 2019, ticketing sales commenced and we have sold as at 30 May 2019 Melbourne 189 (158), Sydney 132 (121), Brisbane 95 (88), Adelaide 96 (81) & Perth 49 (42) – Total 561 (490 Monday 27 May 2019
total).  
 
How does this compare with 2018 and where do we need to be on 14 August 2019?
Here is a comprehensive breakdown of targets and it also includes a budget for advertising spend that we should be able to accommodate in our Roadshow budget, but it does leave us lean with how we will theme our
rooms and the need for AV to activate live social at some venues. I am not banking on the increase revenue as timing is too tight to put that pressure on ourselves.  Note in Budget the sum of items 6-4301-64310
Roadshow expenses are $75,300 compared to $75,271 itemised below.
 

Location Attendance
2017

 Attendance
2018

Target Paid
Attendance

Current
tickets sold

Tickets
required to
sell

Max
Attendance
of Venue 

Target 2019
2019 BEP
($44.55) on
projected
total costs 

2019 Date Public Time Venue Income projection on
2018 Actuals $44.55
per ticket excl GST
until 31 May 2019.
Note we may extend
for a week or two and
then increase to $50
per ticket excl GST

Venue Cost,
inclusive of
food

Social Advertising
Budget typically
10% of revenue to
achieve difference

Theming, Glasses
Travel Freight and
incidentals  total
$20k broken down
below equally
against each city.  

Melbourne 446 387 600 143 457 600 584 Wednesday
14 August

5:30pm to
8:30pm

The
Peninsula
Central Pier

$17,240.85 $20,000 $2,036 $4,000

Sydney 265 307 350 114 236 400 450 Friday 16
August

5:30pm to
8:30pm

Sydney Town
Hall

$13,676.85 $15,000 $1,052 $4,000

Brisbane 255 218 300 70 230 350 247 Sunday 18
August

2:00pm to
5:00pm

Moda
Portside

$9,711.90 $  6,000 $1,025 $4,000

Adelaide 225 284 400 81 319 500 290 Friday 23
August

5:30pm to
8:30pm

National
Wine Centre

$12,652.20 $  7,500 $1,421 $4,000

Perth 125 125 180 37 143 150 -200 238 Sunday 25
August

2:00pm to
5:30pm

Henry
Summer

$5,568.75 $  6,000 $637 $4,000
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Total 1,316 1,321 1,830 445 1,385 2050 1,809    $58,850.55 $49,100 $6,171 $20,000
 

In addition to the Roadshow conversion required, we need to increase visitation to region during these festivals. We are currently relatively strong at facilitating in region events, but we need to attract the visitor to
capitalise on all this hard work. This then generates results for our Coonawarra wine brands. You will have experienced this over the Arts Festival with so much happening, however we are not converting with people
attending in region. This is a long lead activity and it is unlikely we are going to achieve results super quickly given the requirement to travel. However, we need to start reaching out to the market in a different way and
communicating at a frequency that gets us results. I need further assistance to do this as I cannot be everything to everyone.
 
To get this traction we need to work with a resource that can help us, utilising social advertising to its advantage and I don’t feel I am getting this value from our current spend just under $2,000 per month excluding
advertising budget with our current consultant.  
 
It should also be noted that my business as usual activities have me at capacity and physically I am unable to deliver what is required to achieve the results we need and therefore we are at risk.
 
As you are aware we have tried to bridge resources with outsourcing very cost effectively our social media, but this isn’t the only scope. We also need to be communicating via email with our database and holistically and
revisit what we are doing for us to internally have a sound internal plan. I am super cost conscious as we do have a lean operating budget. Have faith that we will look at ways of minimising this spend moving forward, but
we also need to benchmark what we are spending on our current activities and whether this is realistic.  

            
 
Bests,
 
Olivia
 
Olivia James (Nunn)
Executive Officer

Coonawarra Vignerons
69 Church Street
Penola SA 5277
08 8737 2392 • 0418 816 316

  
 

From: Olivia Nunn 
Sent: Tuesday, 28 May 2019 4:41 PM
Subject: RE: CV Board Meeting (30 May 2019) - PLEASE READ & RAISE ANY QUESTIONS ASAP: Budget, Grant Decision Paper & Museum Stock Update for Feedback in advance of Thursday's Meeting
 
Good afternoon CV Board,
 
We promised you an update to the Budget and the current P&L, please find version 3 with the following line items validated, in summary:
 
Income
4-2110 Interest Received CGWI Online Save – Decreased Interest Forecast
4-2200 Interest Received PEC Term Deposit – Increase to Interest Forecast
4-2300 Interest Received VOC Term Deposit – Increase to Interest Forecast
 
Expenses
6-2002 Workcover – No change
6-2003 Wages & Salaries – Slight increase not significant to warrant discussion
6-2004 Superannuation – Slight increase commensurate with salary increase
 
6-3109 Pest Control – Reduced by 50% if we cease Rentokil and bait via office
 
Net Loss reduced from - $29,560 to $26,714.
 
Please note I have been delayed in updating the Vintage Report and will do this tonight from home. I was hoping to have more images to share – unfortunately said images have not been forthcoming as quickly as we would
like.
 
Please see update below of those that can no longer attend this meeting and we are close to not having a quorum. I will touch base with Bruce and John tomorrow to canvas their attendance.  
 
We appreciate you sending through your position on the decision items below at earliest opportunity tomorrow as we are on a critical path in the office and if we do not reach a decision on Thursday we will need to
come back to the Board with another approach as I believe we will be at risk achieving what we need to out of Roadshow.
 
We are feeling confident that SAWIA will positively review our application on Thursday and if I can sound out their position, we will do our best to.
 
Bests,
 
Olivia
 
Olivia Nunn
Executive Officer

Coonawarra Vignerons
69 Church Street
Penola SA 5277
08 8737 2392 • 0418 816 316

  
 

From: Olivia Nunn 
Sent: Thursday, 23 May 2019 1:56 PM
Subject: CV Board Meeting (30 May 2019) - PLEASE READ & RAISE ANY QUESTIONS ASAP: Budget, Grant Decision Paper & Museum Stock Update for Feedback in advance of Thursday's Meeting 
Importance: High
 
Good afternoon CV Board,
 
We have a quorum to proceed with our CV Board Meeting on Thursday 30 May 2019. Minutes will follow tomorrow.
 
Attendance
Confirmed from:

1. Sally Macleod
2. Luke Tocaciu
3. Tony Gleeson
4. John Innes (95% confident he can be there)

 
Tentative

5. Bruce Redman (relatively confident he can be there)
 

Apologies from :
6. Joy Bowen away from COB 23 May 2019, returning Monday 17 June 2019.
7. Ben Harris
8. Pete Weinberg  
9. Pete Balnaves

 
Our priority agenda items are to review and approve our:

1. Budget;
2. I am putting forward a recommendation to seek to spend $25k with, or without the SAWIA grant being successful – detailed below for your consideration. Please note this is not an ongoing request it is based on a

business need of our organisation’s current digital capability gap and the intention is we clearly understand what spend is required to achieve results and whether this can be facilitated in house or do we need assistance
thereafter.

3. The Finance Committee has provided further information for you to assess the CV approach to the museum stock.  
 
Budget
We present to you the budget that your Finance Committee reviewed in detail – see two versions depending on your level of interrogation:

file:////c/coonawarra.org
http://facebook.com/Coonawarra
http://instagram.com/coonawarra_wine
file:////c/coonawarra.org
http://facebook.com/Coonawarra
http://instagram.com/coonawarra_wine
http://twitter.com/coonawarrawine


I. CGWI Draft Budget 2019 FY Version 2 excel working file
II. CGWI Draft Budget 2019 FY Version 2 pdf file

 
This budget includes value management that occurred on Monday, see comments column. Please note we will validate this budget with actual forecasted MYOB figures on Tuesday 28 May 2019 and re-circulate.
 
As we are presenting a deficit, along with new spend items, we consider it critical that all Board review the attached documentation and if you have any questions to please raise these ASAP, for us to be in a position for
decision making for this our next meeting.
 
There are two reasons for the deficit presented:

1. Increase dollar spend on VOC projects, of which the Finance Committee has value managed $10k reduction for VOC to consider their priorities. Note the VOC additions included herein are:
·         $14,000 Berry Shrivel
·         $3,000 Biodiversity Enhancement Project Federal Project with Mary Retallack – advice to follow on 24/5/2019
·         $5,000 to continue the Rootstock Trial Wine Making process; and
·         $5,000 for the Irrigation Optimisation travel costs of Vinay Pagay.
As we do not have any grants offsetting these costs they affect our bottom line.
We note that pest and disease monitoring $5k-$10k was previously approved as a variation service, however this is yet to be scoped and a consultant has not been confirmed.
Finance Committee felt comfortable allowing VOC to determine their priorities, noting the above additions factored into the budget that you have herein.   
 

2.       We have increased our marketing spend by $25k (see budget income item code TBC that we can double this spend in expenses item 6-4111 to $50k at an organisational cost of $25k) in applying for this SAWIA Grant to
address our Social Media Digital Capability Gap. See attached file 190520 SAWIA Project 250 Grant Application_Coonawarra Final.doc that includes a breakdown of costs associated with this grant with a total project cost to
CV of $50k, however the good news should we be successful is our investment will be reduced to $25k. Net impact $25k.  
 
We will not know the position on the grant until June and availability of funds is not until July, best case scenario – see application for a breakdown of cashflow sought from SAWIA.
 
We have flagged with SAWIA that we are seeking to make a start on this work in June, as we are looking to increase our social media on our three upcoming events, order of priority based on our need to convert:
·         Cellar Door in the City in August
·         Cellar Dwellers in July
·         Cabernet Celebrations in October
 
Why? We need to maintain and enhance our Roadshow attendance and this means advertising in a different way to get new people to our events and then to continue the cycle by keeping them engaged long after and
ultimately visiting our region. I have put in a target to attract an additional 532 people this year, this is super optimistic, given realistically we only have 9 weeks to achieve this with a consultant, if you agree to us at least
spending our $25k we have nominated in our budget, taking the risk that we will not:
Get the $25k from SAWIA; and
Subsequently may not achieve as much as we set out to given our project could be halved if we don’t land the budget.
 
Can we do nothing? I don’t feel this is an option. We need to try and improve and my conversations with varying social media consultants has me nervous that if we do nothing we are at greater risk of having an even lower
attendance than last year.
 
The project proposed is ambitious, given we have only 10.5 weeks until the Roadshow event, one month until Cellar Dwellers (however we did commit to spending $3k on increased marketing) and if we hit go with the
consultant on 30 May, realistically they start with us on 31 May 2019 / 3 June 2019. As you can see this does not leave us a long lead time. But it does transition us over to another social media consultant, who will take
over our accounts and will require us to mobilise at a rapid speed. I am prepared for this and welcome the opportunity to explore what they can do for us.
 
Where are ticket sales at?

 
On 17 April 2019, ticketing sales commenced and we have sold Melbourne 143 (115), Sydney 114 (97), Brisbane 70 (49), Adelaide 81 (43) & Perth 37 (24) – Total 445 (328 last week total).  
 
How does this compare with 2018 and where do we need to be on 14 August 2019?
Here is a comprehensive breakdown of targets and it also includes a budget for advertising spend that we should be able to accommodate in our Roadshow budget, but it does leave us lean with how we will theme our
rooms and the need for AV to activate live social at some venues. I am not banking on the increase revenue as timing is too tight to put that pressure on ourselves.  Note in Budget the sum of items 6-4301-64310
Roadshow expenses are $75,300 compared to $75,271 itemised below.
 

Location Attendance
2017

 Attendance
2018

Target Paid
Attendance

Current
tickets sold

Tickets
required to
sell

Max
Attendance
of Venue 

Target 2019
2019 BEP
($44.55) on
projected
total costs 

2019 Date Public Time Venue Income projection on
2018 Actuals $44.55
per ticket excl GST
until 31 May 2019.
Note we may extend
for a week or two and
then increase to $50
per ticket excl GST

Venue Cost,
inclusive of
food

Social Advertising
Budget typically
10% of revenue to
achieve difference

Theming, Glasses
Travel Freight and
incidentals  total
$20k broken down
below equally
against each city.  

Melbourne 446 387 600 143 457 600 584 Wednesday
14 August

5:30pm to
8:30pm

The
Peninsula
Central Pier

$17,240.85 $20,000 $2,036 $4,000

Sydney 265 307 350 114 236 400 450 Friday 16
August

5:30pm to
8:30pm

Sydney Town
Hall

$13,676.85 $15,000 $1,052 $4,000

Brisbane 255 218 300 70 230 350 247 Sunday 18
August

2:00pm to
5:00pm

Moda
Portside

$9,711.90 $  6,000 $1,025 $4,000

Adelaide 225 284 400 81 319 500 290 Friday 23
August

5:30pm to
8:30pm

National
Wine Centre

$12,652.20 $  7,500 $1,421 $4,000

Perth 125 125 180 37 143 150 -200 238 Sunday 25
August

2:00pm to
5:30pm

Henry
Summer

$5,568.75 $  6,000 $637 $4,000

Total 1,316 1,321 1,830 445 1,385 2050 1,809    $58,850.55 $49,100 $6,171 $20,000
 

In addition to the Roadshow conversion required, we need to increase visitation to region during these festivals. We are currently relatively strong at facilitating in region events, but we need to attract the visitor to
capitalise on all this hard work. This then generates results for our Coonawarra wine brands. You will have experienced this over the Arts Festival with so much happening, however we are not converting with people
attending in region. This is a long lead activity and it is unlikely we are going to achieve results super quickly given the requirement to travel. However, we need to start reaching out to the market in a different way and
communicating at a frequency that gets us results. I need further assistance to do this as I cannot be everything to everyone.
 
To get this traction we need to work with a resource that can help us, utilising social advertising to its advantage and I don’t feel I am getting this value from our current spend just under $2,000 per month excluding
advertising budget with our current consultant.  
 
It should also be noted that my business as usual activities have me at capacity and physically I am unable to deliver what is required to achieve the results we need and therefore we are at risk.
 
As you are aware we have tried to bridge resources with outsourcing very cost effectively our social media, but this isn’t the only scope. We also need to be communicating via email with our database and holistically and
revisit what we are doing for us to internally have a sound internal plan. I am super cost conscious as we do have a lean operating budget. Have faith that we will look at ways of minimising this spend moving forward, but
we also need to benchmark what we are spending on our current activities and whether this is realistic.  

               
If you identify any further value management opportunities in our budget, please feel free to raise these.  

 
Action: The Finance Committee proposes the Board consider the attached Budget and moves it’s adoption.
 
CV Board Decision Sought – CV seeks to access $25k in 2019/20 Budget
I am seeking your support to access the $25k we have in our budget to start working with Made with Moxie, their proposal is also attached Coonawarra – Proposal – MWM-min.pdf and this was referenced for our Grant
Application.
 
We can enter an agreement with them as an open book relationship to see what we can achieve this year and determine what spend needs to be allocated moving forward.
 
The reason I am seeking this advance access is there is a need to move quickly due to lead time into our events. This has been flagged above.
 
Please feel free to raise any questions by return email direct to me. I can then consolidate responses and reply to all for decisions to be made on 30 May 2019.  
 
Please note if we do reach a decision that this investment can be made I can meet with the consultant in Melbourne as part of my visit to Good Food and Wine Show and the meeting with Margaret River EO.
 
I thank you for your time to consider this recommendation for the success of our events calendar and importantly to attract the audience to our Coonawarra events.
 
Action: CV Board to discuss to confirm if it possible to draw on $25k allocated without approval from SAWIA and noting we could result in the same net deficit with half the project delivered.    

 
CV Board Decision Sought – CVA Revised Museum Stock
Bruce and Nick undertook a stocktake of the CVA museum wines on 13 May 2019, see attached an updated stock sheet (and values).
 
The wines are currently in a secure spot at Zema and, if Nick is comfortable, it is proposed that we leave the wine there until such time as the CVA Board decides what to do with these wines.
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Some of the bottles have a fair degree of ullage which may impact on both the value and quality of the wines.
 
This attached list is provided for Board for consideration at this meeting (noting there are some ullage issues).
 
We note there is potential to offset budget deficit with the sale of some wine.
 
Action: We seek CV Board discussion to confirm what steps are to be taken with this stock. Noting also the insurance value of circa $40k and any changes that need to be made acknowledging budget implications.

 
CV Board Update For Information - SAWIA Report
A good summary of Coonawarra Vignerons current status is reflected in our quarterly (March to May) SAWIA report attached, see file 190522 Coonawarra Report – March to May 2019 – Regional Association Meeting word doc
file.
 
Action: Provided for CV Board information.
 
I’ll be back in touch with minutes tomorrow and look forward to gauging your positions via return email for us to be best placed to make decisions.
 
Bests,
 
Olivia
 
Olivia Nunn
Executive Officer

Coonawarra Vignerons
69 Church Street
Penola SA 5277
08 8737 2392 • 0418 816 316

  

View the Cellar Dwellers Program

Purchase your early bird ticket now
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