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Join us in promoting, protecting and enhancing Barossa’s position as 
one of the world’s great wine regions.

The Barossa Grape & Wine Association (BGWA) enables over 550 grape 
growers and 170 wine brands to work together to gain recognition for 
Barossa at home and abroad as one of the world’s great wine regions.

As the beacon for collaborative investment and collective action within 
the Barossa wine community, BGWA is uniquely positioned to nurture and 
promote brand Barossa to a global audience, to comment and lobby on 
government and industry policy issues and to facilitate within the region the 
uptake of vineyard, winery and business best practice.

An invitation to join us

Cover photographs and on pages 4, 5, 6, 10, 12, 18-19, 24, 26-27, 29, 30, 31 courtesy of Wine Australia
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BGWA is the peak regional body for Barossa grape growers and 
winemakers.

The BGWA board has the ultimate responsiblity for the Association and is 
made up of four winemakers and four grape growers elected by members, 
with an independent Chairman. The Board appoints a CEO responsible 
for the organisation’s management and operations and two Special 
Directors.

BGWA membership is collected through contribution to the Barossa Wine 
Industry Fund , managed by Primary Industries and Regions SA (PIRSA). 
Funding is also supported by contributions from sponsors and grants for 
specific projects applied for by BGWA.

BGWA also works in collaboration with a range of stakeholders from 
various National, State and Local government agencies and industry 
associations. It actively engages with other regional organisations such as 
RDA Barossa, Gawler, Light & Adelaide Plains, and Tourism Barossa Inc.
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The Board 2020/21

Peter Joy | Chairman
Matt Alexander  | Advanced Viticulture & Management (special appointment)
Stefan Jury | Jones Harley Toole Lawyers (special appointment)
Jan Angas | Hutton Vale Farm
Michael Hart | Hart of the Barossa
Adam O’Neill  | Negociants International
Nigel Blieschke | Independent grower / Torbreck Vintners
Brendyn Hueppauff  | Hueppauff Consulting
James Rosenzweig | Rosenvale Vineyards

The Staff

James March | Chief Executive
Amanda Longworth | Brand Strategy Manager
Nicki Robins | Viticultural Development Manager
Emily Hay | Marketing and Communications Manager
Monica Hage | Office Manager
Ruby Stobart | Customer Experience Manager
Ashleigh Fox | Events and Member Services (part time)
Chai Hua Loke | Finance Manager (part time)
Annabel Mugford | Special Projects (part time): Barossa Wine School
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Through leadership, innovation and action we are committed to creating 
value for every Barossa grape grower and winemaker.

• By standing within the Barossa wine community as the beacon for 
collaborative investment and the enabler of collective action

• By being the calalyst for curating, nurturing and sharing an ideal of 
what Barossa should stand for in the world of wine

• By creating and supporting collaborative story-telling and market 
development opportunities

• By amplifying the voice of individual members
• Leveraging collective scale to lobby with greater effectiveness on their 

behalf on industry and government policy issues
• By acting as an industry intelligence agency, gathering and sharing 

knowledge that enables best practice grape growing and wine 
production, and enhaced business capabilities.
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For a moment, imagine there wasn’t an organisation dedicated to 
enabling the region’s grape growers and winemakers to work together 
for a sustainable future. BGWA exists for that very purpose.

Since the region’s first vineyards were planted in the 1840s, the Barossa 
wine community has subscribed to the belief that it is stronger when it 
works together. Today BGWA stands as a beacon within the Barossa wine 
community, where the investments and capabilities of the region’s grape 
growers and winemakers are harnessed to enable collective action for the 
greater good.

The BGWA Board and staff work with, and through, member committees 
and working groups to ensure immediate and longer term challenges and 
opportunities for the region’s grape growers and winemakers are identified 
and discussed. This enables the organisation’s strategic and operating 
plans to be developed in consultation with members, ensuring the activities 
of the BGWA create value for them.
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The benefits of Barossa grape growers and winemakers, large and 
small working together can’t be underestimated. There’s now a shared 
understanding that quality starts in the vineyard, that quality wine means 
a quality image for the region and quality returns for everyone involved. 
The prices we now get for our grapes, our bulk and packaged wines are 
far superior to many other regions in the country and I’m very happy to be 
growing grapes and making wine in Barossa. 

“
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...And whilst we’ve come a long way from the days of the vine pull in the 
1980s, it’s just as important today as it was then to get behind BGWA and 
their efforts to promote the region. As a wine community we can’t sit and 
be content with what we’ve achieved. We need to keep investing through 
BGWA to ensure we maintain that position of leadership, especially with 
Shiraz, as there will always be challengers.

 

GEOFF SCHRAPEL | Director, Bethany Wines”
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‘Brand Barossa’ has been 175+ years in the making, constructed from 
literally thousands of perspectives, stories, experiences, vineyards 
and wines spread across seven generations of grape growing and 
winemaking.

To build a brand demands the creation of a consistent and compelling 
story that can be told over and over, again. Enabling that same story to 
be powerfully re-told multiple times by more than one person to a global 
audience, creates greater awareness and value for the brand and for 
those that associate with it. 

BGWA is both a story-writer and story-teller, curating a Barossa narrative 
born of perspectives, stories and experiences, its landscape and the 
produce of its people spanning multiple generations of our grape and 
wine community. It nurtures that story as new chapters unfold and learnings 
arise and supports sharing it through people, experiences and media to 
reach a global audience.
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Our own backyard
Enabling best practice



13

Profitable enterprises and sustainable agricultural environments 
are pillars supporting the viability of our wine community for future 
generations. Our ability and willingness to share, and more broadly, 
enable industry best practice is fundemental to the success of that 
journey.

BGWA is a conductor of knowledge and expertise. Uniquely positioned as 
a beacon within the wine community to gather industry intelligence, it also 
enables wider uptake of best practice grape growing, wine production 
and enhanced business capabilities. Each member of our executive 
team is committed to identifying industry best practice and sharing this 
with members of the grape and wine community via the BGWA annual 
operational plan.

• The Barossa Water Security Project, advocating for and working to 
ensure a reliable and secure long-term supply of water to the region

• The Barossa Grounds Project, one of the world’s most robust analysis of 
the terroir of a wine region

• The Single Vineyard Register
• BGWA’s Premium, Profitable, Sustainable Barossa Growers Project, 

including eight demonstration vineyards across Barossa
• Careers in Operational Viticulture program, nurturing and encouraging 

high-school students to explore future careers in viticulture
• Succession planning expertise; insight into profitable business models, 

Barossa vineyard cost of production information
• Support of young people in Barossa grape growing through Barossa’s 

‘Next Crop’ leadership program and mentoring circles
• Collaboration with Primary Industries and Regions SA,  Department 

of Environment and Water, Northern and Yorke Landscape Board, 
SA Water and the EPA on Barossa water, environment and waste 
management issues

• Creating Resilient Landscapes in the Barossa environmental initiatives, 
including focus on regenerative farming and soil health

• VitiWatch growing season advisory service for grape growers
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I’ve become more involved in BGWA grower programs as I’ve seen the 
benefits flow back to my business. Being a part of the Next Crop created 
new networks and opened my eyes to the possibilities and opportunities 
as a Barossa grape grower. Initiatives like the pruning expos featuring 
international specialists are hugely valuable in helping me build the quality 
profile of the vineyards I own and manage.

“
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...It’s important that wineries who buy this fruit know the vineyards are 
managed with quality front of mind. I believe the levies paid to BGWA are 
small in comparison to the value created for my business. I’d encourage 
any grower to support what they do. They’ve done a great job working with 
grape growers and winemakers to get Barossa to where it is.

STEVE SCHILLER | Director, Tractor Tread Vineyards”



16

Our bright future
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Through our network of grape growers and wineries, BGWA fosters 
the collaborative spirit of Barossa to create and deliver initiatives in 
Australia and key international markets that enable our Barossa story to 
be heard by a global audience. 

With an eye to developing new market opportunities for Barossa wine, 
BGWA is also active in these markets working in partnership with our 
members to promote Barossa to key influencers, opinion leaders, 
educators and trade buyers.

• Barossa Wine Auction, Australia’s premier regional fine wine auction
• Barossa Wine School, a ground breaking education initiative reaching 

thousands of wine consumers and trade in Asia, North America, Europe 
and Australia. Includes the Barossa  Wine School Winery Specialist 
program designed for flexible presentation by BGWA-member brands. 

• Barossa Wine School e-learning platform
• Developing and expanding export pathways through partnerships in 

key markets across North America, Asia, UK and the EU
• Global regional representation through the Australian Wine Connect 

platform, including regional information, paid campaigns, curated 
collections and tastings

• Barossa Super 100 Classification, a premium positioning statement for 
Barossa Wines retailing at $100+

• Delivering events and accessing influencers via an international 
partnership pool including Guildsomm and Grapevine Texas, US, the 
Institute of Masters of Wine UK and numerous Barossa ambassadors 
located across Australia, Asia, Europe and North America.

• Member of the Wine Origins Alliance, a global initiative focused on the 
protection of regional wine names.
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A strong region with a strong and internationally applauded brand will 
always require strong representation and coordination, at so many levels. 
As a long standing member and active participant, I have seen first hand 
how the BGWA has so many strong spheres of influence...“
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Helping to shape our local terrain for grape growers, winemakers, 
marketers, suppliers, sales people and the entire local community — whilst 
always maintaining a local, national  and international set of connections 
that bring value to all within the Barossa. When people ask us “what makes 
us unique as the Barossa?” — the BGWA are very much a large chapter in 
the “Why”.

STUART BOURNE | Senior Winemaker, Soul Growers”
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The principle of working together for shared outcomes is ingrained 
within the DNA of Barossa. To the great credit of its grape grower and 
winemaker community, the ethos of willing collaboration, which has 
thread its way through generations past, remains a defining character 
much admired and valued by those who connect with Barossa today.

This is BGWA’s greatest intangible asset.

• The BGWA Well-Being Fund, designed to better equip members of 
our wine and grape growing community to engage in meaningful 
mental health conversations and provide active support via grants 
administered on our behalf by Foundation Barossa

• Activating The Barossa Cellar to deliver value for members through 
consumer, trade and industry with a series of events, tastings and famil 
programs

• Barossa. Be Consumed, an event program designed to develop and 
engage with new consumers in the domestic market. Includes a revised 
outlook to responsibly connect and engage with our audiences during 
the pandemic.

• Barossa Wine Show, the largest regional wine show in Australia
• Development and management of barossa.com and barossawine.com 

as digital assets for regional tourism, trade and education
• Social media channels dedicated to the amplifcation of members’ 

stories and brand messages
• Development and management of regional digital marketing and 

campaign assets, made available via the Member’s toolkit
• Enhancing members’ capability across marketing, brand and sales 

growth.

Our collective voice
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Government and industry policies shape our destiny as a wine 
community. Through its member network, BGWA has a deep 
understanding of the region and is well-equipped to represent Barossa 
to national, state and local government, and industry agencies and 
bodies. 
As the representative body of the region’s grape growers and 
winemakers, BGWA commands a seat at the table and is empowered by 
the collective voice to speak meaningfully about its members’ interests 
and concerns.

• Working together with the Australian Grape & Wine (AGW) and 
Wine Australia market development team to reinforce our premium 
positioning, raise the profile of the region globally and create new 
market opportunities for our winemakers

• Collaboration and representation with AGW, SA Wine Industry 
Association, Wine Grape Council of SA, , Tourism Barossa, Regional 
Development Australia, Barossa, Gawler, Light and Adelaide Plains 
and Local Government.

• Collaboration with Primary Industries and Regions SA, Vinehealth 
Australia, Northern and Yorke Landscape Board and Wine Australia on 
marketing, extension of research and development

• Advocacy to government on matters of regional importance.
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BGWA have provided a support structure for producers, growers, 
winemakers and marketers alike to form breakout groups for driving and 
championing the strengths of our region. For example, the Eden Valley 
Riesling Committee has been able to form to promote awareness of this 
regional hero, with the support of BGWA.

“
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...BGWA provides networks for those who are new to the region, or 
returning to the region, as I did. The opportunity to co-host international 
media and trade with neighbouring wineries is a valuable part of the 
membership and these relationships can be very powerful when followed 
up overseas in-market.

JUSTINE HENSCHKE | Marketing and PR Manager, Henschke ”
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Our brand promise
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BGWA continually strives to build value in Brand Barossa, by 
demonstrating world-class best-practice in all that we do. Superior 
delivery creates inherent value for our asset; our members.

We work with like-minded organisations globally and implement thought 
leadership to strengthen our brand culture of excellence. 

• Strong connection to and participation with the Wine Origins Alliance, 
Great Wine Capitals Global Network and its affiliates

• Lead a refreshed and detailed brand DNA project delivering:
• Enduring brand pillars as the basis for all creative assets
• A new suite of creative assets
• Support for individual brands through the brand DNA discovery & 

development process
• Articulate and promote a defined Unique Value Proposition for the 

region.
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Barossa grape growers must adapt to changing weather patterns, 
emerging technologies and evolutions in viticultural practices. We need 
to be productive in responding to these challenges and BGWA has been 
a valuable resource for many growers who have integrated learnings 
from the workshops and information-sharing sessions into their vineyard 
management practices...

“
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...Growers are encouraged to put concerns and ideas forward on a 
regular basis, giving us confidence the BGWA has a good understanding 
of the region and the issues facing businesses like ours. We make an effort 
to play an active role in BGWA because this is our livelihood. If brand 
Barossa has a strong voice and a clear strategy, everyone in the local 
wine community will reap the rewards.

FIONA AND DANIEL HABERMANN | Habermann’s Höhe”
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BUILDING YOUR BRAND

Barossa.com is the region’s most visited website
Barossawine.com is leading online wine education, winner 2019 and 
finalist 2020 Best Wine Website: WCA Wine Communicator Awards
Barossa Wine, a best-in-class digital communications platform
BGWA was recognised as the Wine Communicator of the Year, 2019 WCA 
Wine Communicator Awards
List your winery, bookable experiences and events on barossa.com through 
the Australian Tourism Data Warehouse (ATDW) 
Submit stories, images and video for distribution and promotion through 
BGWA digital and social media platforms
Engage directly with Barossa Wines’ fans through various BGWA-led social 
media  programs
Every financial member winery is entitled to a listing for their cellar door or 
tasting room by appointment on the dynamic, digital mapping system on 
barossa.com

PROVIDING RESOURCES AND CONNECTIONS

Eligibility to access the BGWA Well-Being Fund 
Grants for Mental Health First Aid Training Courses awarded annually

Access to BGWA Member Toolkit
Presentation templates, maps, imagery and videos
Barossa Grounds toolkit including maps, brochures, technical reports and 
imagery
Barossa brand videos, imagery and key messages

Networking and knowledge-sharing
Contribute your expertise to the Wine Barossa and Grape Barossa 
Committees and various working groups
Opportunity to network and share knowledge via a range of BGWA-
organised events througout the year
Connections with industry associations and government at all levels
Access to BGWA’s member area on barossawine.com to list grapes and bulk 
wine for sale
Leadership opportunities via BGWA committees, working groups and the 
board, providing opportunity to be involved in decision-making at a regional 
industry level

Member benefit checklist
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CREATING MARKET OPPORTUNITIES

Participate in and present your wines to the world through an extensive 
calendar of in-person and digital events, trade shows, masterclasses and 
tastings
BGWA and Wine Australia international events and visit programs, 
including trade buyer and media events

Barossa Wine School
Submit wines for classes and host Barossa Wine School groups when they 
visit the region
Become a Barossa Wine School educator and host Level 1 equivalent 
classes for your customers through the Winery Specialist Program

Barossa Wine Show
Submit wines into the Barossa Wine Show

Digital Tastings and Events
Share your brand story and present your wines globally via our digital 
networks and industry partners, including Wine Australia, Wine Origins 
Alliance and Department of Trade and Investment

The Barossa Cellar Experiences and Events
Participate in a range of BGWA-led experiencesand events hosted at The 
Barossa Cellar. Opportunities include wine / wine tourism-focused famils, 
regular tastings, lunches, dinners and other large-scale events

Barossa Wine Auction
List your wines and experiences in Australia’s leading regional wine auction 
held biennially during the Barossa Vintage Festival.
Participate in media visits, tastings, launch events and PR opportunities 
throughout the auction campaign. Winner Best Wine PR Campaign, 2019 
WCA Wine Communicator Awards

IMPROVING YOUR BUSINESS CAPABILITY

Best practice viticulture
View current best practice viticulture via BGWA’s demonstration vineyards
Attend topical viticulture information and workshop sessions
Access ‘VitiWatch’ growing season advisory service

Develop business capabilities
Access to Barossa vineyards’ cost of production information and insight into 
profitable vineyard business models
Resilience (environmental, social, financial)
Be supported as a young person in Barossa grape growing through 
Barossa’s ‘Next Crop’ leadership program and mentoring circles
Join ‘Creating Resilient Landscapes in Barossa’ environmental initiatives
Participate in Sustainable Winegrowing Australia (SWA) Barossa
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South Australia’s grape and wine industry has access to a reliable source 
of funds through the Wine Industry Funds Levy. This gives it the capacity 
to innovate, the ability to adopt best industry practice and the resources 
required to respond positively to the demands of the modern market 
place. Primary Industries and Regions SA (PIRSA) administers the funds 
established under the Primary Industries Funding Schemes Act (SA) 1989 
and makes payment to a body representing the fund contributors. The 
Barossa Wine Industry Fund (WIF) supports the operations of the BGWA.

Who contributes?
Barossa WIF contributions are payable by:
• growers of wine grapes
• winemakers who grow wine grapes
• winemakers who purchase grapes from a grower for processing into wine
• winemakers who grow their own grapes for processing into wine

Making a financial contribution to the Barossa WIF from grapes grown or 
processed in Barossa is the pathway to becoming a financial member of 
BGWA.

When to pay?
Contributions are due to be paid to PIRSA by 30 June each year.

Contribution forms and further information
Available at pir.sa.gov.au/food_and_wine/wine/wine_industry_funds

Levy structure
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HOW CONTRIBUTIONS ARE PAID
Financial contributions are subject to minimum and maximum amounts. 
Contributions are payable as follows:

Wine grape growers:
Grape grower contributions are collected by a winemaker and paid by the 
winemaker to PIRSA. The winemaker is entitled to deduct the grape grower 
contributions from its payment to a grape grower.

Winemakers
Barossa WIF winemakers pay a contribution based on one of the following:
• The processing of grapes grown by a grape grower or,
• The processing of grapes grown by the winemaker
• Grape growers making wine under contract
Contractors are deemed to be a winemaker and must pay the winemaker 
contribution and deduct the grape grower contribution on any grapes they 
purchase.

Intermediaries
Winemakers are responsible for sending contributions to PIRSA for all grapes 
they process. This includes all of their own grapes and any they process for 
others.
The winemaker is also resposible for making contributions for any 
intermediaries involved in the sale of the grapes. 

WINERIES IN OTHER STATES
Winemakers operating out of South Australia must:
Collect and pay grape grower contributions and/or
Conribute themselves, to receive direct benefits or services funded by 
payments to the WIF.

2021 CONTRIBUTION AMOUNTS: BAROSSA

1. Grower: $10.75 per tonne
2. Winemaker processing Barossa grapes grown by a person other than 

the winemaker $10.75 per tonne
3. Grower and winemaker of Barossa grapes $10.75 per tonne
4. Minimum $200 contribution payable by a Barossa winemaker

Capped contributions for Barossa Wine Industry Fund
Contributions are capped at $50,937 in respect of contributions payable by 
a winemaker or a grape grower.
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“I lead an outcome-focused team that strives to create value for our members and the region at every 
opportunity”
JAMES MARCH, CEO | james@barossa.com | 0409 545995

“My focus is on strengthening Brand Barossa’s position in the global market, driving BGWA’s strategic 
vision and putting it into action. My goal is for us to work collaboratively to establish meaningful and 
long-lasting partnerships globally.
AMANDA LONGWORTH,  Head of Brand & Strategy | amanda@barossa.com | 0459 741 224

“If you’re keen to participate in the Barossa Grounds Project, BGWA’s demonstration vineyards or 
any of our programs aimed at building resilience in Barossa’s vineyards, or if you need advice about 
succession planning or have questions about your winery relationship, please don’t hesitate to give me 
a call or email.”
NICKI ROBINS, Viticultural Development Manager   | nicki@barossa.com | 0426 252396

“I’m here to lead marketing and communications for Brand Barossa. I believe in the power of collaborative 
marketing and nurturing digital communities. I’ll always welcome the opportunity to chat about how we 
can work together.”
EMILY HAY, Marketing and Communications Manager   | emily@barossa.com | 0417 171 372

“My focus is to deliver successful events to benefit our members, whether locally or domestically. You’ll 
also often hear from me when I’m coordinating regional visits and tastings.”
ASHLEIGH FOX, Events and Member Services  | ashleigh@barossa.com |  0437 493 750

“I am really thrilled to be creating events and experiences here at The Barossa Cellar telling the story of 
the diversity and richness of our region and would love for you to be a part of that too. Together we can 
activate this amazing community asset through culinary, educational, and tasting events marketed to 
highly engaged audiences, increasing connection to Barossa and South Australia.”
RUBY STOBART, Customer Experience Manager | ruby@barossa.com | 0421 750 200

“I’m the first point of contact at BGWA and I’m here to assist and communicate with all of our BGWA 
members with any queries you may have.”
MONICA HAGE, Office Manager | bgwa@barossa.com | 08 8563 0650

“I assist the CEO in cashflow and financial management. I provide accurate recording and timely 
reports and analysis to our team, translating into financial perspective the many activities of BGWA.”
CHAI HUA LOKE, Finance Manager | officeuser@barossa.com | 08 8563 0650

“I can help you benefit from initiatives such as the Barossa Wine School and the regional innovation 
and continuous learning agenda.”
ANNABEL MUGFORD, Consultant, Strategic Projects  | annabel@barossa.com | 0448 763 125

How can we help you?


