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Executive Summary 

The process of conducting one-on-one member interviews has provided the following key 
insights for consideration by Langhorne Creek Grape and Wine Inc. 
 
 
Topic Insights 

Regional 
trends 

 Majority of wine producers are planning on maintaining 2024 levels 
of production for 2025 (much lower than previous vintages) 

 Growers interviewed are reducing area but not exiting the industry 
 Two contrasting vineyard approaches 

 Small number of large-scale removal and change of land use 
 Larger number making small changes 

 Estimate 6% reduction in vineyard area since 2022, compared to 
2% statewide 

 Reduced varieties are primarily Shiraz, Cabernet Sauvignon and 
Merlot 

 There remains high uncertainty around vineyard decisions 
Value to 
members 

 Strong support for regional activities undertaken, including support 
for sustainability programs 

 Events are an important community feature for social interaction 
 Many expressed desire to attend more events but limited by time 

and financial constraints 
Future focus 
areas 

 Strong support for regional marketing from growers and wine 
producers 

 Viticulture and sustainability programs also important to continue in 
the region 

 Most immediate concern is economic viability and providing support 
for businesses to survive 

Communication 
preferences 

 Weekly members update e-news highly valued and important to 
continue 

 Social media not highly ranked among members for internal 
communications 

 Adoption of SMS alerts and reminders would be useful to some 
members 

Regional 
database 

 Changes to contact details have been collated 
 Remaining gaps in the database requires further work 
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Introduction 

Colin Hinze from Pinion Advisory was engaged by Langhorne Creek Grape and Wine Inc. 
(LCGW) to conduct one-on-one member interviews to: 
1. benchmark current winemaking and vineyard trends in the region  
2. assess value to members of recent industry extension and adoption activities 
3. determine member interests, needs and concerns for future focus 
4. understand member communication preferences 
5. update regional contact database 
 
LCGW Members were contacted by phone and invited to participate in a two-part 
interview for the purpose of (a) auditing member details and contact preferences; and 
(b) collecting de-identified information relating to business intentions, the value of 
previous regional activities, and guidance for the future direction of LCGW. 
 
42 interviews were completed for the following business categories: 
 14 Grower only 
 13 Winemaker and sell grapes 
 4 Winemaker use all grapes grown 
 11 Winemaker only 
 
The following report is a collation of data and comments from the interviewees.  Where 
comments are provided, it is important to note that these are not necessarily “weighted” 
unless it is reflected in the comment itself.  Comments of a similar nature have been 
paraphrased and included as a single comment where appropriate. 
 

Winemaking Intentions: 

Category Number Increasing Decreasing Remain the same 

Make wine and sell 
grapes 13 3 2 8 

Make wine from all 
grapes grown 4 1 1 2 

Make wine from 
purchased grapes 11 1 3 7 

 
Increasing: 

 Making more bulk wine driven by necessity from reduced grapes demand 
 Skipped V24, hoping to restart own wines in V25 
 Small growth in minor variety demand 
 
Decreasing: 

 Still dealing with excess inventory 
 Prefer to sell grapes, making bulk wine through necessity 
 
Remain the same: 

 Niche products and minor varieties limited by supply and/or small markets 
 Maintain conservative stock position 
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Vineyard Intentions: 

Category Number Removal Grafting Expansion Replant Nothing Unsure 

Grower 
only 

14 7 1 0 3 2 4 

Make wine, sell 
some grapes 13 8 3 1 2 3 3 

Make wine from 
all grapes 4 1 1 0 2 1 1 

 
Removals: 

 All only partial reduction, not exiting wine industry 
 Some large properties that have changed hands with intention to remove large 

proportion (but not all) 
 Numbers based on what has been done in the last 2 years plus intended this year 
 Excludes future thoughts 
 Demonstrates two differing approaches – large scale removal at a small number of 

sites in contrast to a larger number making small changes (figure 1). 
 Data in table 1 suggests 6% reduction of planted area in Langhorne creek compared 

to estimated 2% statewide reduction (so far). 
 
 

 
 
Figure 1: Reported vineyard removal areas in Langhorne Creek since 2022 
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Table 1: Change in vineyard planted area (hectares) in South Australia compared to 
Langhorne Creek region 

 Area* Change (2 years) Reduction 

South Australia 76,153 -1,421** -2% 

Langhorne Creek 5,972 -380*** -6% 
 * 2022 SA winegrape crush survey (published by Vinehealth Australia) 
 ** reported reduction in hectares from the 2023 and 2024 SA winegrape crush surveys 
 *** total estimated vineyard reduction since 2022 from member interviews 
 
 
Grafting: 

 Being considered, older vines being an obstacle 
 Small areas undertaken in recent years (5 ha reported in total) 
 Examples of top-working to white varieties (Chardonnay, Fiano) 
 
Expansion: 

 Only one report, which was the planting of novel varieties in 2022 
 Some interest in planting white varieties, but poor cashflow limiting ability to invest 
 
Replanting: 

 Mixed intentions 
 Conversion of reds to whites (eg Pinot Gris, Prosecco) 
 Diversifying variety mix (eg novel / minor varieties) 
 Expansion of Malbec 
 Sticking with Cabernet and Shiraz by replacing with fresh plantings 
 
Unsure / Other: 

 Reworking (cordon or trunk renewal) being undertaken 
 Additional areas being mothballed – either for return to production or removal in the 

future 
 Low adoption of Ethephon use for mothballing vineyards 
 Acknowledge change is required; uncertainty about what changes to make 
 Will there be government support? 
 High cost to make changes 
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Value to members 

Each interviewee was asked to recall activities they had been aware of in recent years, 
and to nominate the value of that activity to them.  If required, they were prompted with 
specific examples.  The results are summarised in figure 2 below. 
 
 

 
 
Figure 2: The proportion of value received by members for activities recently conducted 
or supported by LCGW 
 
 
The CropWatch program was the most highly supported program delivered by LCGW, 
supporting grape growers in their decision making during the season and alerting them 
to any known disease outbreaks. 
 
Wine promotion activities, including tastings and Project 5255, were seen as high value 
to members for building regional awareness. 
 
Vineyard crop walks were seen as important for multiple reasons, including the social 
aspect of mixing with other growers, and the chance to see a different vineyard 
operation. 
 
The support for Sustainable Winegrowing Australia (SWA) and EcoVineyards programs 
was generally high, although SWA was regarded as necessary for compliance with grape 
purchaser requirements rather than providing direct value to the members themselves. 
 
Vineyard trials were seen as important validation of vineyard management practices, 
including pest and disease control, soil and water utilisation, and varietal and yield 
optimisation.  The lowest ranked item was Simonet and Sirch pruning methodology, 
which was generally ranked as low value for this region. 
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The regional expo and symposium ranked as the lowest value activity.  When asked why, 
interviewees shared a variety of reasons including being time poor and having lower 
motivation to engage with larger events during the current economic circumstances. 
 
Interviewees provided near-unanimous support for industry research, development and 
adoption activities to be continued in the Langhorne Creek region, to provide local 
relevance and perspective for local businesses and producers. 
 
Additional comments provided by interviewees: 
 Collaborate with other industry bodies in the region to improve value of general topics 

(eg Angas Bremer and landscape board) 
 Widely reported that many have limited time available to attend events (regretfully), 

much more hands on in their operations than previous years through financial 
necessity 

 Can be difficult to provide staff for tasting events (running on bare minimum) 
 Widely reported that limited funds to implement changes means there is less interest 

in exploring ‘new’ ideas at the moment (low sentiment, deflated mood) 
 Economic viability the biggest challenge 
 Member updates (email) critical to keep everyone up-to-date 
 Wine show events great for bringing the community together, opportunity to bring in 

more ‘outsiders’ 
 Connecting the wine community (eg pre-vintage breakfast) is one of the key regional 

functions 
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Future focus 

Interviewees were asked to consider what areas LCGW should focus on in future, given 
the likelihood of lower levy funds and limited external funding.  The summary of results 
can be seen in figure 3 below. 
 
 

 
 
Figure 3: The proportion of importance placed on each future focus item by members of 
LCGW 
 
 
Numerous interviewees, including many “Grower only” respondents, expressed that 
regional marketing should be a key focus of LCGW.  The two main issues appear to be: 
1. The general wine consumer is not aware of the existence of Langhorne Creek, let 

alone the quality and value potential of wines from the region. 
2. It is necessary to shift the regional reputation from bulk wine to premium so that 

grape demand and prices can be increased. 
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The comments related to building regional awareness included: 
 Increase local tourism will improve visitor spend for all businesses 
 Those with cellar doors seek increased visitation, those without seek events in 

market, not just SA but also eastern seaboard (focus on where the people are) 
 Dedicated regional marketing resource (person) to build consumer awareness; 

creating and pushing digital content, doing external interviews, linking stakeholders, 
consistent messaging, what makes the region unique, leverage history and Project 
5255 

 Lobby to be included in state-hosted regional events – it’s not easy being the poor 
cousin of the “big-five” regions 

 Best grapes go into non-regional wines, losing the opportunity to recognise the 
region’s contribution 

 High quality grape and wine potential but poor reputation with industry stakeholders 
 Need to shift from tonnes focus to market/style/quality focus 
 
Additional comments provided by interviewees: 
 Want more tasting events, benchmarking wines for continuous improvement 
 Including training of growers to understand wine quality beyond the farm gate, eg big 

vs delicate, to help match grape quality to winemaker style(s) 
 Pest and disease themes which are impacting productivity and quality: 

 Scale and virus (most frequently raised) 
 trunk disease 
 nutrition 
 kangaroos 

 Need to support grape sellers to hang in there long enough,  
 Call for stronger public advocacy (eg Riverland gets all the attention) 
 What to do with uncontracted vineyards (mothball, remove, renovate, graft) 
 Adapting to changing demand 
 how to remain efficient operations (doing more with less) 
 being smarter to save money (eg spray calibrations) 
 How to recycle waste from vineyard removal (dripper line, wire and posts) 
 What are possible alternative land use options if vines are removed 

 LCGW can have a role in facilitating and promoting events and specialties provided by 
other organisations, eg 
 SAWIA farm business & HR 
 AWRI technical roadshows 

 Mental health and financial support important to include, however risk of stigma 
associated with attending such an event 

 Possible role for LCGW office to handle enquiries from potential grape buyers and link 
with growers 
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Communication Preferences 

Members Update E-news: 
 33 of 42 interviewees confirmed currently receiving and expressed gratitude for the 

quality of updates provided on a regular basis. 
 Remaining 9 interviewees all requested to be added to the mailing list 
 Weekly frequency strongly supported 
 One interviewee suggested fortnightly may be appropriate to balance workload and 

reduce repetition of content 
 There was no support for requiring a printed version of the Members Update 
 
Facebook Group – “Langhorne Creek Wine Region Membership News” 
 Only 6 interviewees confirmed regular interaction with the Facebook Group 
 Many individuals expressed that they were not active on this platform 
 
Letterbox Drops 
 Only 7 interviewees saw value in the distribution of fliers and pamphlets via local 

letterboxes 
 Several acknowledged that this is part of ‘spreading the word’ to a wider audience, 

and perhaps to those that don’t regularly use digital communications 
 
SMS Alerts 
 When asked if the addition of SMS alerts and reminders would be useful, 40% of 

interviewees supported this initiative 
 Others acknowledged the value for others whilst not needed for themselves 
 Multiple interviewees expressed caution that SMS should not be over-used 
 
Digital Content 
 When asked if the introduction of video or audio member updates would be useful, 

less than 20% of interviewees supported this initiative 
 Many thought this was unnecessary and would be likely to create additional workload 

without added value to members 
 There was acknowledgement that video content may be worthwhile for engaging with 

younger members 
 

Member database 

Contact details have been checked, amended and added to as requested by the 
interviewees.  There remain some gaps in the database, especially for wine companies 
based in other regions that have purchased grapes from Langhorne Creek.  Cross 
referencing with levy contribution wineries for Vintage 2024 (when provided by PIRSA) 
will provide an updated list of target companies to be contacted. 
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