
regulars

6 What’s online

108 Looking forward

109 Advertiser index

110 Marketplace classifieds

August 2014: Issue 607

cover
Vintage at Devil’s Lair in 
Western Australia’s Margaret 
River region captured all the 
colour of the season with this 
picture, which was submitted 
as part of our 2014 vintage 
photo competition.

7 8730

Contents
features
30 GWRDC

57 Trellising 

61 Vineyard machinery

87 Wine storage

98 Bottling and labelling

103 Bulk export

news
7 Opportunities in a new climate – special 

report

19 Movers and Shakers

20 My View - Sparkling reds have come of age

21 How to decide when to sell your wine 
business

23 Roundtable – Getting down to barrel 
business

28 Regional Roundup – New Zealand’s South 
Island

grapegrowing
34  Leaching efficiency and its impact on the 

sustainability of irrigation

42  ADAMA ready for business Down Under

44  How-to manual for assessing the health of 
your vineyard

47  New standard in vine planting material is a 
big step forward

57 Ocloc innovation wins innovation grant

61 Ben puts his Best foot forward at harvest

63 Online map to boost phylloxera compliance

64  Kiwi clan goes for efficiency at harvest

winemaking
70 Chitosan and Brett – understanding your lab 

results and sub-lethal populations

74 What a bottler of an opportunity for the little 
guys

75  The beauty of self destruction: yeast 
autolysis in sparkling wines

78 Wines and vines and a love for swine

79 WA winemakers get taste of cold soak 
technique

82 It seemed like a Valley good idea at the time

87 When too much oak is too much oak

91 Sanitation – the pros and cons of the good 
and the bad in barrels

sales and marketing
98 Which label really is worth 1000 words?

102  Australia has ‘led the industry’ in New World 
wine label design

105 Survey says screwcap is top choice

business & technology
106 The good, the bad and the casual

“Working in emerging markets 
like China now is really 

exciting.”

Beginning with a childhood spent at Cape 
Cod in the United States to a career that 
spans Europe, Australia and now Asia, for 
Research Fellow Dr Justin Cohen it’s been 
a journey inspired by great food and wine 
experiences.    

As Research Fellow at the Ehrenberg-Bass 
Institute, based at the University of South 
Australia, Dr Cohen’s work currently centres 
around the management and execution of 
numerous China-focussed GWRDC-funded 
projects being undertaken by the Institute. 

“My focus is wine marketing, but I do 
research more broadly in the areas of 
retailing, online advertising and tourism,” 
Dr Cohen said.

“I also teach branding at the post-graduate 
level and I travel to China and more broadly 
in Asia for wine and other Ehrenberg-Bass 
business.”

US born, his early jobs as a teenager were 
working in restaurants and hotels in Cape 
Cod.

“It’s where I first developed a passion for 
food and wine, and then I came to Australia 
to undertake my MBA with Le Cordon 
Bleu,” he said.

“Then instead of returning to the US, to 
work in corporate management for a hotel 
group as planned, I accepted a scholarship 
to undertake a PhD in wine marketing. 

“It’s where I first connected with Professor 
Larry Lockshin (Pro Vice Chancellor for 
Strategic Coordination andA Head of 
Marketing at University of South Australia) 
and his research group.”

After completing his PhD, Dr Cohen moved 
to Europe to work in the Master Vintage 
program, which is an EU-funded Master 
of Science program (MSC) for oenology, 
viticulture and wine business.

Responsible for the wine marketing 
component and research supervision, Dr 
Cohen said that after two exciting years 
of delivering education and conducting 
research across numerous European 
markets he was ready for the next challenge 
- at the Australian Centre for Retail Studies, 
a specialised retailing centre at Monash 
University. 

“I focussed my energy on commercial 
research and strategy implementation 
for property groups, retailers and brands, 
helping them better understand their 
business environment, as well as consumer 
behaviour in an omni-channel context.”

Throughout his academic career, Dr Cohen 
said he’s had two collaborative constants – 
Professor Larry Lockshin and Dr Armando 
Corsi. 

“I have a long working relationship with 
Larry, and I met Armando as a PhD student. 
For years we interacted virtually and 
seemed to continually swap places, when I 
was in Adelaide he would go to Europe and 
vice versa,” he said. 

“We have very similar research interests and 
passions for food and wine and over the 
years we developed a great collaborative 
relationship.” 

When the opportunity to return to the 
Ehrenberg-Bass Institute and to work 
alongside Larry and Armando arose, Dr 
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Cohen said he happily made the jump.

Dr Cohen continues to work closely with 
Larry and Armando, particularly on the 
current China projects. 

“We’re a great team. My focus is 
particularly managerial, it’s my job to 
solve problems and come up with ways to 
overcome hurdles that crop up with such 
projects. 

“Working in emerging markets like China 
now is really exciting, because we are 
getting past people just espousing their 
thoughts and feelings. Our EBI team is 
actually doing the research in country. We 
can make arguments and claims about 
market dynamics founded in data and not 
just conjecture.”

Dr Cohen is also enjoying the growing 
interest and research competition in wine 
marketing, saying it can only benefit 
industry and academia. 

“It’s particularly great that we are starting to 
see more collaboration between marketers 
and sensory scientists,” he said. 

“It’s important. I think the more competition 
in this space the better it will be for industry 
and academia as it will force us all to 
improve.

“The GWRDC is doing a great job of 
bringing us all together arranging seminars 
in wine regions and sharing our reports, 
but it is important we all continue to strive 
harder to interact with each other.

“We need relevance in our research and 
listening to the needs and problems of 
the Australian wine industry can help us 
prioritise topics and allocation of our 
resources to turn the problems of today 
into opportunities for tomorrow.” 

Dr Justin Cohen, Research Fellow, Ehrenberg Bass 
Institute for Marketing Science


