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NOTICE  

Ernst & Young was engaged on the instructions of the Department of Primary Industries and Regions 
South Australia (“Client”) to develop a business case for the Riverland Wine and Food Centre 
("Project"), in accordance with the contract dated 8 February 2019. 
 
The results of Ernst & Young’s work, including the assumptions and qualifications made in preparing 
the report, are set out in Ernst & Young's report completed on 28 June 2019 ("Report"). The Report 
should be read in its entirety including this public release notice, the applicable scope of the work and 
any limitations. A reference to the Report includes any part of the Report. No further work has been 
undertaken by Ernst & Young since 28 June 2019 to update it. 
 

Ernst & Young has prepared the Report for the benefit of the Client and has considered only the 
interests of the Client. Ernst & Young has not been engaged to act, and has not acted, as advisor to 
any other party. Accordingly, Ernst & Young makes no representations as to the appropriateness, 
accuracy or completeness of the Report for any other party's purposes.  

No reliance may be placed upon the Report or any of its contents by any party other than the 
Department (“Third Parties”). Any Third Party receiving a copy of the Report must make and rely on 
their own enquiries in relation to the issues to which the Report relates, the contents of the Report 
and all matters arising from or relating to or in any way connected with the Report or its contents. 

Ernst & Young disclaims all responsibility to any Third Parties for any loss or liability that the Third 
Parties may suffer or incur arising from or relating to or in any way connected with the contents of 
the Report, the provision of the Report to the Third Parties or the reliance upon the Report by the 
Third Parties.  

No claim or demand or any actions or proceedings may be brought against Ernst & Young arising from 
or connected with the contents of the Report or the provision of the Report to the Third Parties. Ernst 
& Young will be released and forever discharged from any such claims, demands, actions or 
proceedings. 

Ernst & Young has prepared this analysis in conjunction with and relying on information provided by 
the Client and other industry stakeholders. We do not imply, and it should not be construed, that we 
have performed audit or due diligence procedures on any of the information provided to us. We have 
not independently verified, or accept any responsibility or liability for independently verifying, any 
such information nor do we make any representation as to the accuracy or completeness of the 
information. We accept no liability for any loss or damage, which may result from your reliance on 
any research, analyses or information so supplied.  

It is important to note that the identification of economic impact and contribution is not a precise 
science.  

Ernst & Young have consented to the Report being published electronically on the Client’s website 
for informational purposes only. Ernst & Young have not consented to distribution or disclosure 
beyond this. The material contained in the Report, including the Ernst & Young logo, is copyright. 
The copyright in the material contained in the Report itself, excluding Ernst & Young logo, vests in 
the Client. The Report, including the Ernst & Young logo, cannot be altered without prior written 
permission from Ernst & Young. 

Ernst & Young’s liability is limited by a scheme approved under Professional Standards Legislation.  
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Executive summary 

Context 

As part of the Government of South Australia’s commitment to facilitating economic growth through 
‘Recharging our Regions’, it committed to the development of a business case and detailed plans to 
help further conversations around a state-of-the-art Riverland Wine and Food Centre (RWFC or the 
Centre). A commitment to exploring the feasibility of a RWFC was originally announced during the 
March 2018 election campaign. Since then the South Australian Government has continued 
assessing the potential of a RWFC in recognition of the importance of wine, food and tourism to the 
Riverland region. 

The Riverland region is located along the River Murray in north eastern South Australia, stretching 
from Blanchetown to the border of New South Wales and Victoria, around 2-3 hours’ drive from 
Adelaide. The Riverland has developed a history of wine and food production, which continues to be 
a central pillar supporting the economic and social wellbeing of the region.  

Project objectives 

A key element of the business case has been to assist PIRSA in further refining objectives for the 
RWFC. The refinement of objectives allows the problem to be defined and the solution to be 
prioritised. As part of the development of the business case, EY engaged key stakeholders across 
the Riverland who were asked about their views on the objectives the Centre should seek to fulfil (a 
full list of stakeholders is set out in Appendix A). This stakeholder input was used to refine the 
objectives over the course of the consultations and determine the objectives for the Centre. The 
refined set of objectives are:  

• Create a destination experience for visitors 

• Enhance the reputation and brand of regional wine, food and tourism 

• Create cultural change within the community and a coordinated region-wide approach 

• Grow tourism visitation numbers 

• Enhance economic activity in the Riverland. 

The case for change 

The stakeholders engaged in the development of the business case identified the following three 
broad problems that the RWFC would aim to address (in conjunction with other activities undertaken 
across the Riverland). These problems have been refined through discussions with the Department 
of Primary Industries and Regions South Australia (PIRSA) and through stakeholder consultations. 
The problems identify the need for investment in this project. 

Problem 1 – Lack of recognition and reputation as a food and wine region is limiting both overall 
economic activity and diversity. Despite its crucial role as Australia’s largest wine producing region, 
the Riverland is largely unrecognised by consumers and, partially because of this, has not been able 
to develop a reputation in line with that of other wine regions in South Australia. Due to this lack of 
recognition as a food and wine region, the Riverland is unable to achieve a reputation as a 
destination for high quality wine and food experiences. The Riverland is already producing high 

“Much of this poor recognition likely comes from ignorance as many people do not know that 

the Riverland offers the experiences and quality of food and wine.” 

  - Roundtable participant - 

 



2 

Copyright © 2019 Ernst & Young Australia. All Rights Reserved.  
Liability limited by a scheme approved under Professional Standards Legislation 

quality wine and food but needs a means of raising awareness of this and developing a reputation 
which more accurately reflects this capability. 

Problem 2 – Lack of a focal point in the region is limiting the ability to define and promote the 
diversity and quality of Riverland wine and food. At present, the wine and food tourism offerings in 
the Riverland are dispersed across a huge expanse, with the Riverland extending from Blanchetown 
to the border with New South Wales and Victoria. This lack of focal point means potential wine and 
food tourists may have difficulty identifying a key attraction which draws them to the region. A 
RWFC could act as this focal point in the region, providing prospective visitors with an additional 
reason to choose the Riverland as their destination and giving current visitors an overarching 
experience of the wine and food in the region. 

Problem 3 – Current approaches are uncoordinated and do not effectively promote social cohesion 
and communication across the Riverland. Wine and food businesses do not have ready access to a 
unifying brand identity or means of promoting the Riverland on a consistent basis. Coordination 
across sectors is also fragmented, with no institution or destination linking wine, food, nature, art 
and culture together. A key regional asset such as a RWFC would provide a potential source of 
coordinated marketing and an opportunity for greater coordination across the region. 

Opportunity 

Further to addressing the outlined problems, the development of a RWFC provides an opportunity to 
enhance the Riverland’s economy and support community development. Specifically, the Centre 
may: 

• Increase value adding to agricultural production. The RWFC will allow the opportunity to 
showcase the Riverland region’s local produce and in doing so will allow the promotion of 
the region as a high-quality producer of wine, food and other produce.  

• Increase tourism and associated spending. A wine and food centre in the Riverland 
provides an opportunity to further enhance tourism in the Riverland region. It is anticipated 
that the RWFC will be motivation to visit the Riverland. 

• Enhance economic diversification. The establishment of a wine and food centre may 
enhance economic diversification where it results in a broadening of underlying economic 
activity. While agriculture already accounts for a large proportion of the Riverland 
economy’s output there is a significant opportunity to enhance the relative importance of 
other sectors which will be impacted by tourism including ‘accommodation and food 
services’ and ‘retail trade.’ 

• Improve social cohesion in the region. A RWFC provides the opportunity to enhance social 
cohesion in the Riverland by facilitating coordination and collaboration across the region, 
including across townships and industries. The Centre could create a common sense of 
purpose for producers throughout the Riverland and give them an opportunity to share their 
knowledge and experience both with each other and with incoming tourists.  

“There is no focal point that defines, promotes, and demonstrates the diversity of food and wine 

in the Riverland.” 

  - Roundtable participant - 

 

“The Riverland does not share one brand or work together with one united front. People don’t 

put ‘Riverland’ on the bottle and there is no sense of pride in doing so.” 

  - Roundtable participant - 
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Potential Options 

A key element of the business case is to define what the RWFC could look like, including the 
development of detailed plans for the building, as well as the functions that the building could 
deliver. There are several considerations for the Centre which have been defined within the business 
case including its functions, location, construction requirements and operating model. 

Based on the shortlisting process four options have been identified. The base case is also described 
for comparative purposes, articulating the situation if action is not taken. Table 1 below provides a 
summary of each of the options. 

Table 1: Options overview 

Base Case Option 1: 6-star option Option 2: 4-star option  Option 3: refurbishment 
option 

Option 4: 6-star reduced 
footprint option 

The base case refers 
to the situation 
where the current 
status continues. 
Here, the base case 
refers to a RWFC not 
being established. 
Under this scenario, 
the Riverland region 
continues to operate 
as it currently does.  

Refers to the 
aspirational option 
for the RWFC. This 
will include the 
construction of a 
new building with a 
6-star fit out with 
high quality finishes 
and furnishings. 

 

This will also be a 
new build option, 
however instead of 
the 6-star quality of 
finishes found in 
Option 1, Option 2 
will be finished to a 
4-star level. This 
option will result in 
cost savings 
compared to Option 
1 while still 
achieving most of 
the benefits. 

The refurbishment 
will include the same 
quality of finishes as 
the 6-star option. 
The specific details 
of the refurbishment 
would depend on 
existing condition 
and suitability to 
modifications 
required. Once the 
site is chosen the 
costings and finishes 
would be refined in 
much more detail.  

This will be a new 
build option with 
smaller footprint and 
reduced 
functionality with a 
lower capital cost 
compared with 
Options 1-3. This 
option will have the 
ability to add on 
additional functional 
requirements (in line 
with Options 1-3) at 
a later stage if 
required. 

Source: HASSELL studio, architect / RLB / EY 

Figure 1 provides a concept design of the potential RWFC (Option 1: 6-star option). 
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Figure 1: Riverland Wine and Food Centre concept design - Option 1: 6-star option 
Source: HASSELL Studio, architect 
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Options Analysis 

Financial analysis 

A financial analysis has been undertaken to give an indicative analysis of the financial implications 
of developing a RWFC, in terms of the likely costs of the different options and the potential ongoing 
revenue of a RWFC across high and low revenue scenarios. 

Revenues have been estimated with a low revenue scenario and a high revenue scenario reported to 
give an overview of the potential commercial viability of a RWFC. This approach gives a relatively 
wide range of possible values to reflect the high degree of uncertainty around how much revenue a 
RWFC may be able to generate. The uncertainty is driven from the paucity of information and data 
available in relation to several key assumptions, particularly the anticipated number of visitors to 
the Centre and the period of forecast covered. Costs and revenues have been analysed for a period 
of 20 years. The summary for each option is included below in Table 2, Table 3 Table 4 and Table 5. 
It is noted that the capital costs contain exclusions that may materially impact this analysis. For 
example, within Option 3 - refurbishment option, the costing is based on a number of assumptions in 
relation to the existing building. These exclusions may require further consideration when preparing 
an overall project feasibility study. 

Further, due to the uncertain nature of the location of the RWFC, a pontoon and berth structure has 
been costed but not included in the capital costs assumed for any option. The estimated cost for the 
pontoon and berth structure is estimated to be $600,000 (excluding GST). 

Table 2: Option 1 – 6-star option financial analysis summary 

Option 1 – 6-star 
option 

PV   2019-20   2020-21   2021-22   2022-23  

 Capital Cost    $ 19,013,280 - - - 

 Low Revenue Scenario  

 Operating 
revenue  

$ 20,473,819 - 
$ 1,474,901 $ 1,494,177 $ 1,513,791 

 Operating cost  $ 21,601,145 - $ 1,624,150 $ 1,636,680 $ 1,649,429 

 Operating result  -$ 1,127,326 - -$ 149,250 -$ 142,503 -$ 135,638 

 High Revenue Scenario  

 Operating 
revenue  

$ 38,603,871 - $ 2,786,616 $ 2,822,313 $ 2,858,634 

 Operating cost  $ 33,385,678 - $ 2,476,765 $ 2,499,968 $ 2,523,577 

 Operating result  $ 5,218,192 - $ 309,851 $ 322,345 $ 335,057 

Source: EY Analysis 
*The period of analysis is 20 years and all costs are excluding GST. 
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Table 3: Option 2 – 4-star option financial analysis summary 

Option 2 – 4-star 
option 

 PV   2019-20   2020-21   2021-22   2022-23  

 Capital Cost   $ 15,970,460 - - - 

 Low Revenue Scenario  

 Operating revenue  $ 20,473,819 - $ 1,474,901 $ 1,494,177 $ 1,513,791 

 Operating cost  $ 20,273,935 - $ 1,517,652 $ 1,530,181 $ 1,542,930 

 Operating result  $ 199,884 - -$ 42,751 -$ 36,004 -$ 29,139 

 High Revenue Scenario  

 Operating revenue  $ 38,603,871 - $ 2,786,616 $ 2,822,313 $ 2,858,634 

 Operating cost  $ 32,058,469 - $ 2,370,267 $ 2,393,469 $ 2,417,078 

 Operating result  $ 6,545,402 - $ 416,350 $ 428,843 $ 441,556 

Source: EY Analysis 
*The period of analysis is 20 years and all costs are excluding GST. 

Table 4: Option 3 – refurbishment option financial analysis summary 

Option 3 – 
refurbishment 
option 

 PV   2019-20   2020-21   2021-22   2022-23  

 Capital Cost   $ 14,558,560 - - - 

 Low Revenue Scenario 

 Operating revenue  $ 20,473,819 - $ 1,474,901 $ 1,494,177 $ 1,513,791 

 Operating cost  $ 20,111,676 - $ 1,504,631 $ 1,517,161 $ 1,529,910 

 Operating result  $ 362,143 - -$ 29,731 -$ 22,984 -$ 16,119 

 High Revenue Scenario  

 Operating revenue  $ 38,603,871 - $ 2,786,616 $ 2,822,313 $ 2,858,634 

 Operating cost  $ 31,896,210 - $ 2,357,246 $ 2,380,449 $ 2,404,058 

 Operating result  $ 6,707,661 - $ 429,370 $ 441,863 $ 454,576 

Source: EY Analysis 
*The period of analysis is 20 years and all costs are excluding GST. 

Table 5: Option 4 – 6-star reduced footprint option financial analysis summary 

Option 4 – 6-star 
reduced footprint 
option 

 PV   2019-20   2020-21   2021-22   2022-23  

 Capital Cost   $ 5,439,260    

 Low Revenue Scenario 

Operating revenue   $6,445,360    $ 448,760   $ 456,613   $ 464,604  

 Operating cost   $6,561,966    $ 482,068   $ 487,172   $ 492,366  

 Operating result  -$ 116,606  -$ 33,308 -$ 30,560 -$ 27,763 

 High Revenue Scenario  

 Operating 
revenue  

 $ 29,297,092    $ 2,039,816   $ 2,075,513   $ 2,111,834  

 Operating cost   $ 21,415,592    $ 1,516,255   $ 1,539,457   $ 1,563,066  

 Operating result   $ 7,881,500    $ 523,562   $ 536,055  $ 548,768  

Source: EY Analysis 
*The period of analysis is 20 years and all costs are excluding GST. 
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Economic contribution analysis 

The economic contribution analysis uses the REMPLAN dataset and methodology outlined in section 
1.3. This methodology has been applied to estimate the economic contribution of capital spending 
in the construction phase as well as the economic contribution of the RWFC through the annual 
spending by visitors on an ongoing basis. 

Table 6: REMPLAN construction impacts (on the region) 

Option  Output (m)   Employment   Value-Added (m)  

 Option 1 – 6-star option  

 Direct Effect  $ 19.0 46 $ 5.7 

 Indirect Effect  $ 20.7 71 $ 8.7 

 Total  $ 39.7 117 $ 14.5 

Option 2 – 4-star option  

 Direct Effect  $ 16.0 39 $ 4.8 

 Indirect Effect  $ 17.4 59 $ 7.3 

 Total  $ 33.4 98 $ 12.1 

Option 3 - refurbishment option 

 Direct Effect  $ 14.6 35 $ 4.4 

 Indirect Effect  $ 15.9 53 $ 6.7 

 Total  $ 30.4 88 $ 11.1 

Option 4 – 6-star reduced footprint option  

 Direct Effect  $ 5.4  13 $ 1.6 

 Indirect Effect  $ 5.9  19 $ 2.5 

 Total  $ 11.4  32 $ 4.1 

Source REMPLAN / EY Analysis 

Socio-economic analysis 

A qualitative analysis has been undertaken to assess the social and economic benefits of the 
options. These benefits are linked to the objectives and the problems and opportunities identified in 
setting out the case for change in Chapter 3. Table 7 outlines the results of the multi criteria 
analysis where a score of zero means no impact on the achievement of the benefit and a score of 
five means the option completely delivers the benefit. 
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Table 7: Results of the multi criteria analysis 

Criteria  Weight  Base Case 
Option 1: 6-
star option 

Option 2: 4-
star option 

Option 3: 
refurbishm
ent option 

Option 4: 6-
star 

reduced 
footprint 

option 

Social (50%) 

Enhances reputation and 
recognition 

30% 0 4 2 4 3 

Improves social cohesion across 
the region  

10% 0 3 3 3 3 

Provides a focal point in the 
Riverland 

10% 0 5 4 5 3 

Economic and financial benefits (50%) 

Increases tourism spending 20% 0 3 2 3 2 

Increases value added 15% 0 4 3 4 2 

Increases economic diversity 15% 0 3 3 3 2 

TOTAL benefits (weighted max of 
5) 

 0 3.65 2.6 3.65 2.5 

Option Rank    0 = 1 3 = 1 4 

Source: EY Analysis 

Findings 

The findings of the business case are summarised below with the understanding that this business 
case was prepared to guide further conversations around the RWFC and there is likely further work 
to be undertaken. The revenue findings from this business case are based on a number of 
assumptions that are dependent on external factors and results are likely to vary. Further, it is 
noted that despite a variety of consultation methods being used, given the targeted nature of the 
consultations for the business case development, the findings of the consultations are 
representative of only those stakeholders consulted and may not necessarily be reflective of those 
held across the entire Riverland community. It is also understood that the addition of a RWFC is 
unlikely to address all the identified problems in their entirety, but rather will form part of the 
solution. 

Impact of the RWFC 

The financial analysis indicates that a RWFC which generates a positive income on an annual 
operating basis is a plausible goal (with a risk under the low revenue scenario in Option 1 and Option 
4 that this will not be achieved). However, under the modelling assumptions used, a RWFC is 
unlikely to generate enough net operating income to cover capital costs over a 20-year period (with 
potential the exception of the high revenue scenario in Option 4). 

Options analysis 

All the options indicate that a new RWFC is the preferred option when compared with the base case 
of there being no RWFC. This is likely because the identified problems would continue to occur. High 
and low scenarios have been developed to estimate potential revenues for the RWFC and these 
scenarios have been applied to all options. 

To enrich the options analysis, a qualitative assessment of the options’ ability to meet the objectives 
of the project was undertaken to capture broader economic and social benefits in addition to 
financial considerations.  

Investment and funding 

The financial analysis has implications for both the ongoing financial position of the RWFC and for 
the potential role that government may be required to play in relation to the development of a 
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RWFC. Overall the analysis suggests that it is highly likely there will be a need for government 
investment to pay for the construction of the RWFC as the operation of the Centre is unlikely to be 
sufficiently commercially viable to be developed on a commercial basis alone. 

However, a RWFC that generates sufficient revenue to maintain a sustainable operating position is a 
plausible outcome under most scenarios. Market participants may take the view that the likely 
revenue is high enough that they would be willing to share some proportion of these capital costs 
with government (being upfront capital costs or lifecycle costs with ongoing maintenance and 
upkeep of the facility for its useful life). Based on the analysis and underlying assumptions it is 
unlikely the RWFC is going to require ongoing government investment in order to cover operational 
costs in its current proposed form (although this conclusion needs to be tested in the market). This 
is dependent on the extent of commercial versus non-commercial activities that the RWFC provides. 

Risk assessment  

The main risk associated with all options is the ability to generate the level of revenue estimated in 
the analysis. There is significant uncertainty associated with the key assumptions (marketplace 
visitors, marketplace / café spend, number of functions, spend per function and function visitors) 
given the available information and data. Changes in these assumptions will have a significant 
impact on the Centre’s revenue generation and viability. 

Next steps 

Additional work is required to further define the options considered and refine the analysis 
undertaken. The work undertaken in the development of the business case has identified the 
following next steps: 

1. Work with stakeholders to identify the most appropriate specific location for the 
construction/refurbishment of a building  

2. Further assess the suitability of existing buildings for refurbishment, considering the 
refurbishment requirements articulated and the options proposed by stakeholders  

3. Determine site specific costings and implications for construction/refurbishment 

4. Consider any community service obligations for the Centre and funding implications. 
Finalise governance arrangements to ensure effective monitoring for a “region-wide 
investment” 

5. Consider use of technology and other items to make the Centre ‘unique’ which may not be 
included in the capital/fit out costs 

6. Document expected outcomes and associated KPI’s to assist with benefits realisation  

7. Work with stakeholders to consider opportunities to amend Centre’s functions and 
attributes to enhance the commercial opportunities the Centre presents. Government 
should determine the broader “non-centre” activities that are part of addressing the 
problem 

8. Outline whether or not the desire of the Riverland is to become a food tourism destination. 
This is important for the brand of the Riverland and what it wants to be known for 

9. Undertake market sounding to test key assumptions and the suitability of different 
operating models. As articulated in the risk assessment, the suitability of operating models 
is contingent on a willingness of a business to operate under these parameters  

10. The development of a RWFC in itself is unlikely to address in their entirety the problems 
identified. As such, further work should be undertaken to identify complementary measures 
that would help address these issues and/or enhance the ability of the RWFC to address 
these 

11. A detailed Full Business Case should be developed which robustly identifies a specific 
preferred option and delivery approach. Key areas of scope to be considered in the Full 
Business Case include detailed procurement and risk analysis, environmental and planning 
consents, and more detailed commercial and operational analysis. All of these areas of 
scope are likely to be enabled by the identification of a specific site and building option to 
pursue. 
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1. Introduction 
South Australia’s regions make a significant contribution to the State’s economy. As part of the 
Government of South Australia’s commitment to facilitating economic growth through ‘Recharging 
our Regions’, it committed to the development of a business case and detailed plans to help further 
conversations around the potential for a state-of-the-art Riverland Wine and Food Centre (RWFC or 
the Centre). 

This section provides the context for the business case, outlining the characteristics of the 
Riverland region and providing the background to the project.  

 The Riverland region 

The Riverland region is located along the River Murray in north eastern South Australia, stretching 
from Blanchetown to the border of New South Wales and Victoria and around 2-3 hours’ drive from 
Adelaide (see Figure 2). For the purposes of this report, the Riverland is defined as the area covered 
by the following Local Government Areas: Berri Barmera Council, District Council of Loxton 
Waikerie, Mid Murray Council and Renmark Paringa Council.  

 

 

Figure 2: Map of the Riverland  

Source: Riverland Wine 
 

The area has been home to the First Peoples of the River Murray and Mallee for thousands of years, 
while Europeans arrived in the 19th century and started to use the river for irrigation and transport. 

In 2017, the population of the Riverland was around 41,000 people and it maintained over 4,000 
businesses.1 The region employed over 17,000 people in 2017/18, with “Agriculture, Forestry and 
Fishing” the main employing industry as seen in Figure 3.2 

                                                        
1 Statistics calculated using ABS data.  
2 National Institute of Economic and Industry Research (NIEIR) Compiled and presented in economy.id by .id 
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Figure 3: Riverland employment by industry, FY 2017/18 

Source: National Institute of Economic and Industry Research (NIEIR) Compiled and presented in economy.id by .id 
 

The Riverland has developed a history of wine and food production, which continues to be a central 
pillar supporting the economic and social wellbeing of the region. As well as being the largest wine 
producing region in Australia (with 447,410 tonnes crush volume in 20183) the Riverland also 
produces a variety of horticultural crops, particularly citrus, stone fruit, almonds and vegetables. 

It supports this horticultural success with its water supply from the River Murray, while also 
providing a stunning natural beauty which gives the region a key tourism asset. While the regional 
economy is still predominately focused on primary horticultural production, tourism plays a 
significant role in supporting economic activity and jobs in the area.  

Although the Riverland region has a high level of participation in wine and food production, it is not 
broadly considered to be a region which produces premium food or wine in the manner that South 
Australians and visitors from interstate or overseas generally perceive other districts such as the 
Barossa Valley, McLaren Vale and the Coonawarra. These perceptions have assisted efforts to 
value-add to produce and drive tourism in those regions and limited such efforts in the Riverland. 

A landmark wine and food centre located in the Riverland provides an opportunity to change this 
perception. A centre could act as a vehicle to drive tourism in the region and raise greater 
awareness of local premium wine and food production. 

The establishment of a centre is also expected to bring other economic benefits and flow-on effects 
to producers who will have greater access to the market as well as potentially increased demand for 
their products. 

 Project background 

A commitment to exploring the feasibility of a RWFC (through the development of a business case) 
was originally announced during the March 2018 election campaign4. Since then the South 
Australian Government has continued assessing the potential of a RWFC in recognition of the 
importance of wine, food and tourism to the Riverland region.  

                                                        
3 SA Winegrape Crush Survey, Vinehealth Australia. 
4 Vision for State-of-the-Art Riverland Wine and Food Centre 

(https://www.timwhetstone.com.au/vision_for_state_of_the_art_riverland_wine_and_food_centre) 

 

https://www.timwhetstone.com.au/vision_for_state_of_the_art_riverland_wine_and_food_centre
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Discussion paper 

A discussion paper5, released in January 2019 by PIRSA, sought views from industry and the 
community to ensure that the development of the RWFC is tailored to the needs of the region and is 
set up for success. The purpose of the paper was to: 

• Formalise the base case and rationale for development 

• Confirm the functions and principles of the Centre 

• Identify criteria for where the Centre may be located as well as the preferred specifications  

• Identify opportunities to maximise the Centre’s success 

• Explore the role of industry, community and government in both development and ongoing 

operation of the Centre. 

The discussion paper was the first document to request feedback from stakeholders across the 
community, industry and government to determine the value of a wine and food centre. The 
discussion paper allowed stakeholders to have their say on what objectives the Centre should 
address, what functions the Centre should serve, the operating model, location criteria and 
principles of the RWFC.  

PIRSA received 25 responses to the discussion paper from a range of stakeholders including 
industry bodies, local councils, members of the community and local business owners.  

Business case development 

EY was engaged to lead the development of this business case to undertake a rigorous analysis of 
the range of options which fulfil this need, both at a strategic and project specific level. The aims of 
this project are to: 

• Understand the current and future status of the wine, beverage, food and tourism sectors in 

the Riverland in order to establish the base case for the RWFC 

• Develop a detailed business case for the establishment of a RWFC and 

• Subject to the feasibility outcome of the establishment of a new facility, 

o either develop detailed concept plans for the new facility, or  

o explore other possible options for establishment of the RWFC.  

EY was supported by HASSELL Studio, architect and Rider Levett Bucknall (RLB) who have been 
engaged as subcontractors to assist in the development of the business case. HASSELL Studio, 
architect have assisted with the development of the schedule of accommodation and architectural 
designs and concepts while RLB have costed the designs.  

The intent of the business case is to guide further conversations about the nature of a RWFC 
(including its scope, scale, features) and its feasibility. Prior to this project, the proposed RWFC was 
only a concept and thus it was important to work with stakeholders to further define project 
parameters.  

The approach taken is defined in the following section, however it is important to note that 
additional work will need to be undertaken to further define a number of elements and this is set out 
in Section 6.2. Further, the business case is based on a variety of assumptions to provide a strategic 
analysis of the proposed RWFC. A number of these assumptions require further refinement going 
forward.  

 Approach 

This section outlines the approach to the development of the business case. Importantly the 
business case has drawn on work undertaken by PIRSA, particularly the development of the 
discussion paper, as well as stakeholder consultations.  

                                                        
5 Discussion Paper – Establishing a Riverland Wine and Food Centre 

(https://pir.sa.gov.au/__data/assets/pdf_file/0009/337572/RWFC_Draft_Discussion_Paper_A4_75001_V2_uploaded_4_JA
N_2019.pdf) 
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The development of the business case began with the review of discussion paper submissions to 
understand relevant themes and desired outcomes. These submissions allowed a targeted approach 
to stakeholder consultations for the development of the business case and assisted in the 
preparation of discussion points for the Roundtable process including refinement of project 
objectives, functions, principles and consideration of location criteria. 

The stages of the business case development are outlined in Figure 4. 

 
Figure 4: Stages of the business case development 
Source: EY 

1.3.1 Stakeholder consultation 

As part of Step 1, outlined in Figure 4, the business case development continued the process of 
working closely with key community stakeholders to develop a robust proposal for investing in a 
centre which solves the problems identified and makes the most of opportunities for the tourism 
sector in the region. The consultation undertaken is outlined below. A full list of stakeholders 
consulted can be found in Appendix A.  

The consultation was used to define the objectives that the RWFC is aiming to achieve, understand 
the case for change and assess the problem(s) which the business case is seeking to address. The 
consultation outputs also fed into various elements of the options shortlisting and analysis. The key 
themes that came out of the stakeholder consultations are found throughout the business case with 
Appendix D summarising these. It is noted that, despite a variety of consultation methods being 
used, given the targeted nature of the consultations for the business case development, the findings 
of the consultations are representative of only those stakeholders consulted and may not 
necessarily be reflective of those held across the entire Riverland community. 

Targeted consultations 

EY conducted targeted consultations with 12 invited stakeholders to: 

• Provide an overview of EY’s role relating to stakeholder consultations and development of 

the business case for the RWFC 

• Understand the key issues ahead of the formal Roundtable process 

• Understand early views on the PIRSA discussion paper and/or individual submissions 

provided by stakeholders. 

A number of these consultations were undertaken during two visits to the Riverland. Further to the 
regional visits, EY undertook consultations with other key stakeholders identified by EY and PIRSA 
that were unable to attend Roundtables. 

Stakeholder Roundtables 

Informed by the discussion paper, two Roundtable consultations were held at the Loxton Research 
Centre on 28 March and 3 April 2019. The Roundtables included key stakeholders from across the 
Riverland representing the community, local businesses, industry groups and local governments. 
Roundtable 1 was attended by 13 stakeholders with the purpose of: 
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• Establishing project context and status 

• Defining the problem to be addressed 

• Outlining the objectives, functions and principles of the Centre 

• Confirming the next steps. 

This Roundtable allowed the community to refine the problems the Centre would address and 
articulate which objectives were most important for the Centre. 

Stakeholders from Roundtable 1 were invited to Roundtable 2 with eight stakeholders attending. 
The purpose of Roundtable 2 was to: 

• Share submissions made by stakeholders in response to the discussion paper 

• Discuss case studies the Centre may be able to follow 

• Define and rank the location criteria the Centre needs to follow 

• Explore operating model considerations. 

Functional design workshop 

In addition to the EY led Roundtables, HASSELL Studio, architect conducted a functional workshop 
with a select group of stakeholders to outline the schedule of accommodation and the facilities and 
services the Centre could provide. The purpose of the workshop was to gain a deeper understanding 
of stakeholders’ views of the facilities and services the Centre should provide to inform the 
development of a schedule of accommodation. The workshop was held on 17 April 2019 at the 
Loxton Research Centre with six attendees. 

1.3.2 Options shortlisting and identification 

The concept of the RWFC is broad and several project elements needed to be further defined to 
identify specific options for analysis. As such, step 2 of the project entailed analysing the various 
approaches that could be taken to each different parameter and drawing conclusions as to the 
options that should be shortlisted for detailed analysis.  

The analysis of the parameters drew on the outputs of the stakeholder consultation undertaken for 
the business case as well as the discussion paper submissions. The outputs of the functional design 
workshop were used in this phase to identify the functional requirements of the Centre and develop 
a detailed schedule of accommodation, defining the functions, size and desired experience of the 
RWFC. The shortlisting process identified four options for analysis. These were further defined, 
including the production of a concept design by HASSELL Studio, architect for Option 1: 6-star 
option. 

1.3.3 Options analysis of costs and benefits 

The options were identified as part of step 2 and were then assessed to identify key findings to be 
used to guide further discussions about the nature and feasibility of a RWFC. The options analysis 
entailed an analysis of the costs and benefits of each option, including the direct costs and revenues 
associated with the operation of the Centre and the construction costs. The construction costs were 
developed by RLB based on the concept design and schedule of accommodation provided by 
HASSELL Studio, architect. 

In addition, this stage entailed an assessment against the defined project objectives using multi-
criteria analysis. Importantly, the assessment against project objectives entailed the consideration 
of the economic impact of the establishment of a centre on the region. This includes the flow on 
impact of spending in the region and the impact of construction spending.  

To estimate flow on impacts, an input-output model of the Australian economy and regional 
economies (known as REMPLAN) has been used. This model traces the revenue and expenditure 
flows that link industries and workers within and outside economic regions seen in Box 1. 
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Box 1: Economic impact analysis using REMPLAN 

Input-output models trace the revenue and expenditure flows that link industries and workers 
within and outside economic regions. For instance, an increase in output in one industry (the 
direct impact) would give rise to demand for inputs from other industries (industrial effect) as 
well as labour (consumption effect). In turn, these support industries would demand further 
inputs and labour and so on. This is the so-called multiplier or indirect effect.  

REMPLAN’s core data set is based on Australian Bureau of Statistics (ABS) national accounts 
figures of the Australian economy, coupled with the latest Census data. REMPLAN’s key 
advantage over other input-output models or “off-the shelf multipliers” is that it can be region 
specific.  

For small regions, multipliers tend to be smaller than national multipliers since their inter–
industry linkages are normally relatively shallow. Inter–industry linkages tend to be shallow in 
small regions since they usually don’t have the capacity to produce the wide range of goods used 
for inputs and consumption, instead importing a large proportion of these goods from other 
regions.  

REMPLAN addresses these issues by factoring in these leakage effects in regional economies, 
based on assessing the current structure of the regional economy (using workforce data).  

The REMPLAN model accounts for ‘leakage’ of direct expenditure from the economy in its 
multipliers. An important limitation of input-output analyses such as this is that they do not 
consider capacity constraints in the economy (e.g. full employment). Such constraints limit the 
extent to which economic impacts can increase in a linear fashion with changes in demand. The 
alternative Computable General Equilibrium (CGE) approach addresses some of these issues, 
although the nature and scale of this project did not warrant the use a detailed CGE analysis at 
this time. 

Source: REMPLAN / EY Analysis 
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2. Strategic assessment of the service provision  
A key element of the business case has been to develop objectives for the RWFC. The development 
of objectives allows the problem to be defined and the solution to be prioritised. The objectives 
provide the basis for determining the success of the project and are a key element for the 
generation of options to address the identified need or opportunity. Development of objectives has 
been undertaken drawing on the discussion paper and associated submissions; and stakeholder 
consultations. It is important that these objectives are aligned with broader government policy and 
desired outcomes. This section therefore outlines the project objectives as well as its strategic 
alignment with other priorities of the Riverland and South Australia. 

 Food and wine tourism considerations 

Existing literature about brand management and tourism-destination branding indicate that the core 
values of a tourism destination brand should be established so the distinctive elements of a 
destination can be clearly identified to build a successful brand.6 Additional literature on brand 
management and identity explains “clear and consistent identity is the basis of building a strong 
brand” whereby identity is defined as “the attempts of a firm or organisation to identify itself and 
convey its uniqueness and symbolic meanings to all consumers, stakeholders and the general 
public.”7 With this in mind, it is important to consider whether or not the Riverland region intends to 
become a food tourism destination or focus on other features to differentiate itself.  
 
Food tourism is defined as “visitation to primary and secondary food producers, food festivals, 
restaurants and specific locations for which food tasting and/or experiencing the attributes of 
specialist food production region are the primary motivating factor for travel.” 8 Wine tourism is 
considered a related, yet distinct subsection of food tourism, and is defined as “visitation to 
vineyards, wineries, wine festivals and wine shows, for which grape wine tasting and/or 
experiencing the attributes of a grape wine region are the prime motivating factors for visitors”.9  

The RWFC would provide a food tourism focus for the Riverland. However, this needs to be tested 
further to outline if this is the desire of the Riverland. 

 Project objectives 

Due to the conceptual nature of the RWFC, a key element of the project has been to define the 
objectives that the establishment of the RWFC may achieve. As part of the development of the 
business case, stakeholders were asked about their views on the objectives the Centre should seek 
to fulfil. This stakeholder input was used to refine the objectives over the course of the 
consultations and determine the objectives for the Centre. The following project objectives have 
been identified:  

• Create a destination experience for visitors 

• Enhance the reputation and brand of regional wine, food and tourism 

• Create cultural change within the community and a coordinated region-wide approach 

• Grow tourism visitation numbers 

• Enhance economic activity in the Riverland. 

 

                                                        
6 Morgan,N., Pritchard, A., and Piggott, R. 2002. New Zealand, 100 per cent pure: The creation of a powerful niche 

destination brand. Brand Management, 9(4/5), pp. 335-354. 
7 Lin, Y., Pearson, T.E., and Cai, L.A. 2009. Food as a form of destination identity: A tourism destination brand perspective. 

Tourism and Hospitality Research, 11(1), pp.30-48. 
8 Hall, C.M., and Mitchell, R. 2001. Wine and food tourism. In N. Douglas and R. Derrett (eds.) Special Interest Tourism: 

Context and Cases. Brisbane, Australia: John Wiley and Sons, pp. 307-329. 
9 Hall, C.M., and Mitchell, R. 2001. Wine and food tourism. In N. Douglas and R. Derrett (eds.) Special Interest Tourism: 

Context and Cases. Brisbane, Australia: John Wiley and Sons, pp. 307-329. 
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These objectives have been derived from input from the discussion paper and stakeholder 
consultations, as outlined below. 

Discussion paper 

The discussion paper outlined proposed project objectives of the RWFC and asked stakeholders to 
comment on these. The objectives articulated in the discussion paper were to: 

• Grow the wine industry 
o Grow the reputation and brand recognition of Riverland wine, and to a broader 

audience 

o Position the Riverland as the Australian centre for alternative grape varieties 

• Support primary industries and food 
o Showcase the region’s premium produce 

o Enhance the Riverland’s food reputation and grow the region’s profile for culinary 

experiences  

o Increase the use of local products in local establishments 

o Increase the overall number of food offerings throughout the Riverland 

• Boost and support tourism 
o Grow annual tourism numbers in the region 

o Create a destination experience for tourists to the Riverland. 

Of the submissions received, seven outlined the importance of showcasing the Riverland food and 
produce on offer. Submissions also stated that the Centre should tell the story of the Riverland and 
local producers with one submission stating the Centre should, ‘refer visitors to local business 
throughout the region.’ 

Stakeholder consultation  

The discussion paper objectives were refined with key stakeholders at Roundtable 1, incorporating 
suggestions that may not have been mentioned previously. Once the list of objectives were 
considered by participants to be complete, they were asked to rank them in order of importance. 

The objectives outlined by the attendees were ranked in order of most important to least important. 
Each of the attendees had three votes that they could place in accordance with any of the 
objectives.  

As seen in Table 8, ‘creating a destination experience for visitors’ was the most important. This was 
coupled with discussions around drawing tourists and increasing visitor numbers across the 
Riverland. It was agreed that increasing the number of wine, food and tourism offerings in the 
region was not as important compared to the Centre being able to showcase what is already on 
offer.  
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Table 8: Refined objectives from Roundtable 1 

Refined Objectives Votes 

Creating a destination experience for visitors 11 

Enhance reputation and brand of regional wine, food and tourism 8 

Creating cultural change within the community and a coordinated region-wide approach 8 

Growing tourism visitation numbers (exact targeted metrics TBC) 4 

Focus on education and telling the unique story of the Riverland 3 

Access and use of local products in local establishments 3 

Linkages to the River and maintaining its health 1 

Increase the number of wine, food and tourism offerings in the region 0 

Showcase regional produce 0 

Customer centric approach and focus on service 0 

Position the region as a centre for alternative grape varieties 0 

Source: Stakeholder input 

 

 Alignment to strategic and policy context 

The RWFC has the potential to generate significant social, cultural and commercial value, while 
aligning closely with a number of strategic and policy documents across the region and more 
broadly the state.  

Table 9: Policy alignment 

 Policy Alignment 

 

The South Australian Regional Visitor 
Strategy positions regional South 
Australia front and centre for visitors. The 
strategy aims to align all available 
resources more effectively. Its 
recommendations are based on visitor 
research, consumer insights and the 
collective experience of regional tourism 
organisations. 

The Strategy outlines a number of 
priorities for the Riverland including: 

• Promote the Riverland’s 
strengths around wildlife 
experiences, nature and unique 
accommodation 

• Focus on growing existing 
events (e.g. Riverland Wine 
and Food Festival) to drive 
greater spend in the region 

• Extend the range of 
experiences which are river 
related, family friendly and 
activity-based 

• Build on the region’s growing 
food and wine reputation as an 
important linked area of 
investment. 

These priorities align closely to the 
objectives of the Centre and will 
assist the Riverland in meeting them. 
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 Policy Alignment 

 The South Australian international wine 
tourism strategy builds on the existing 
industry strategies for the wine and 
tourism sectors. It focuses on the role of 
international wine tourism in benefiting 
both the South Australian wine industry 
and the South Australian tourism industry. 

The objective of the strategy is to 
increase the number of international 
visitors to wine regions and 
expenditure by these visitors. This is 
done by delivering outstanding 
tourism experiences. This project is 
well positioned to fulfil this 
requirement by creating a 
destination for international visitors.  

 

The 2020 Strategic Plan Regional 
Development Australia 
Murraylands & Riverland is designed to 
create a collaborative approach with 
everyone in the region. This includes 
businesses, government and community 
groups working to achieve the vision of 
creating ‘a vibrant resilient region that 
capitalises on change and embraces 
economic development and prosperity, 
and provides an inspirational living, 
investment and working environment.’ 

One of the 2020 Strategic Plan’s 
strategic directives is to ‘build a 
single identity that unites the 
Region.’ If this project is completed 
successfully it will unite the region 
and provide a focal point to 
showcase the region’s wine, food 
and tourism offerings. 

 

Destination Riverland prepared the 
Riverland Tourism Plan 2020 to guide 
their approach to tourism. The plan is 
designed to support the Riverland tourism 
industry to continue to grow and to 
increase tourism expenditure. 
 
The plan focuses on 5 key priority areas: 

• Driving demand 

• Creating a collaborative culture 

• Supporting Riverland businesses 

• Increasing awareness of the value of 
tourism and 

• Using events to drive visitation. 

The strategy outlines a number of 
measures that Destination Riverland 
strive to achieve. A number of these 
measures could be met with the 
RWFC objectives and principles. 
These related measures include: 

• Tourism businesses and 
tourism related industry bodies 
using the Riverland brand 

• Develop an Adelaide visitor 
dispersal strategy to the 
Riverland 

• Collaborate with Regional 
tourism managers and event 
managers in other regions. 

 

Vineyard to the world, Riverland Wine 
2014 – 19 is the strategic document for 
Riverland Wine. This document provides a 
vertically integrated plan with five core 
themes: 

• Leadership and engagement 

• Research, extension and adoption 

• Competitiveness 

• Market growth 

• Profitability and sustainability. 

The development of a RWFC aligns 
closely with the key themes within 
this strategy. Specific objectives 
within the strategy which would be 
supported by the Centre, include: 

• Raising the profile of Riverland 
wine, food and tourism 

• Providing leadership for the 
regions winegrowers, makers 
and marketers 

• Reaching out to new and 
emerging mainstream and 
alternative variety markets 

• Encouraging partnerships that 
raise the profile of Riverland 
wine. 

Source: EY Analysis / SATC / RDA Murraylands and Riverland / Destination Riverland / Riverland Wine 
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3. The case for change 

This chapter articulates the case for change, exploring the need for investment and the opportunity 
and potential benefits. 

 The need for investment  

The need for investment in a key cultural asset for the Riverland region was discussed at length 
during the stakeholder consultation sessions. The outputs from these workshops have been 
consolidated into three key problems that the proposed RWFC aims to address, these are: 

• Problem 1 – The lack of recognition and reputation as a food and wine region is limiting 

both overall economic activity and diversity 

• Problem 2 – The lack of a focal point in the region is limiting the ability to define and 

promote the diversity and quality of Riverland wine and food 

• Problem 3 – Current approaches are uncoordinated and do not effectively promote social 

cohesion and communication across the Riverland. 

It is noted that there are a variety of ways that these problems could be addressed and a RWFC is 
just one of many potential solutions. Further, the development of a RWFC is unlikely to address all 
these problems in their entirety, but rather will form part of the solution. This is discussed further in 
the conclusions chapter. 

3.1.1 Problem 1 – Lack of recognition and reputation 

South Australia enjoys a global reputation for world-class wine and food.10 This reputation is built on 
the success of regions such as the Barossa Valley, McLaren Vale, Coonawarra and Clare Valley. 
These regions benefit from being able to market higher value-added products and from using their 
(deserved) reputation for excellence to attract tourism. As discussed in the previous chapter a key 
element in addressing this is developing the core values of a food tourism brand that the Riverland 
wants to espouse.   

The Riverland lacks recognition as a food and wine region 

Despite its crucial role as Australia’s largest wine grape producing region, the Riverland is largely 
unrecognised by consumers and, partially because of this, has not been able to develop a reputation 
in line with that of other wine regions in South Australia. A survey conducted by ‘Wine Opinions’ in 
the United States on behalf of Wine Australia found that of approximately 1,300 Australian wine 
drinkers surveyed, 56% had tried wine from the Barossa Valley in the last year while 47% had tried 
wine from McLaren Vale. Other regions, such as the Adelaide Hills and Clare Valley, were recognised 
by consumers to some extent while the Riverland was not provided as an option, showing a lack of 
recognition as a wine region in South Australia. A significant reason for this is the fact that many 
businesses in the Riverland focus on wine grape production, rather than wine production, with wine 
making often undertaken in other locations. 

                                                        
10 The South Australian Wine Story 

(https://www.pir.sa.gov.au/__data/assets/pdf_file/0006/274065/South_Australian_Wine_Story.pdf)  

“Much of this poor recognition likely comes from ignorance as many people do not know that 

the Riverland offers the experiences and quality of food and wine.” 

  - Roundtable participant - 

 

https://www.pir.sa.gov.au/__data/assets/pdf_file/0006/274065/South_Australian_Wine_Story.pdf
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Table 10: Australian appellation recognition 

Region Tried wine from this appellation in the last 12 months 

Barossa Valley 56% 

McLaren Vale 47% 

Coonawarra 34% 

Adelaide Hills 32% 

Yarra Valley 31% 

Margaret River 25% 

Hunter Valley 25% 

Clare Valley 24% 

Tasmania 14% 

Langhorne Creek 11% 

Limestone Coast 10% 

Mornington 4% 

Source: EY / Wine Opinions 

This lack of recognition is counter to the actual importance of the Riverland region to wine and food 
production. Despite accounting for over a quarter of Australia’s wine grape production11 (see Table 
11), visiting a winery is only the tenth most popular activity for domestic visitors to the region.12  

Table 11: Riverland most popular activity for visitors 

Rank Activity Percentage of visitor participation 

1 Eat out/restaurant/café 52% 

2 Visit friends & relatives 37% 

3 Sightseeing 33% 

4 Pubs, clubs, discos etc 29% 

5 Bushwalking 19% 

6 Go shopping for pleasure 19% 

7 Water activities / sports 18% 

8 Fishing 17% 

9 Visit national parks 16% 

10 Visit wineries 13% 

11 Visit history/heritage buildings 13% 

12 Picnics or BBQs 12% 

13 Go to markets 12% 

14 Exercise, gym or swimming 11% 

15 Visit museums or art galleries 9% 

Source: EY / SATC – Riverland regional profile 

To the limited extent that people currently consider the Riverland as a wine producing region, there 
is still a lack of understanding of the quality of the local produce. Within the quantity of wine grape 
                                                        
11 South Australian Tourist Commission – South Australia Food & Drink Fact Sheet 
12 South Australian Tourist Commission – Riverland Regional Profile 
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production in the Riverland is an associated diversity of quality and purpose. Riverland producers 
supply substantial amounts of wine grapes to wineries in other regions with significantly greater 
recognition and reputation for quality. The Riverland has a total crush of 447,410 tonnes,13 of 
which 355,078 tonnes (or almost 80%) are purchased by wineries in other regions and used in the 
production of their wine. 

Despite the high-volume production associated with the Riverland, the region is also well known for 
its alternative grape varieties that are not often produced elsewhere. The Riverland has a hot and 
continental climate making it ideal to grow a number of alternative varieties, including 
Montepulciano, Fiano and Nero d’Avola14. These alternative varieties can assist in making the 
Riverland a recognised wine region and ‘putting it on the map’ as a wine region in South Australia, 
nationally and internationally. 

The Riverland has a broader agricultural industry beyond the wine industry which is also important – 
for example the Riverland produces 100% of oranges grown in South Australia and 95% of SA’s 
almonds.15 In addition to citrus, high quality fresh stone fruits, almonds and vegetables are also 
produced in the Riverland.  

Greater recognition of the wine and food offering in the Riverland could allow these industries to 
grow while also stimulating activity for local businesses in other sectors including tourism, 
accommodation and retail. 

Lack of recognition limits the Riverland’s ability to develop a reputation for quality 

Without recognition, the Riverland is unable to develop a reputation as a destination for high quality 
wine and food experiences. Reputation is a key factor driving consumer decisions regarding product 
purchases and visitation of tourism attractions and areas. In the Riverland there is a lack of pride 
amongst some locals, with some workshop participants stating, ‘people in the Riverland don’t 
project the positives of the Riverland making it difficult to build a case for people to come to the 
Riverland’. There was a consensus on this point when it came to the wine and tourism industry, 
however people agreed that the Riverland fruit produce is well regarded nationwide.  

Wine regions in South Australia with high levels of recognition and a reputation for quality, such as 
the Barossa Valley and Clare Valley see dividends in the form of tourism visits and spending. The 
Barossa Valley has only half the visitor nights of the Riverland however visitor expenditure is higher 
than that of the Riverland. The Riverland has a visitor expenditure of $173 million compared to the 
Barossa Valley visitor expenditure of $190 million. This could be explained by the significant 
difference in domestic day trips to the Barossa Valley compared with the domestic day trips to the 
Riverland. The Riverland has 443,000 domestic daytrips a year compared with the Barossa Valley 
with 828,000 domestic daytrips.  

The Riverland could potentially increase their visitor expenditure by enhancing their tourism 
offerings. Offering more spending opportunities, such as the purchase of wine at cellar doors, the 
purchase of food products, enhanced food tourism options or other tourist activities would provide 
greater opportunities for visitors to spend more money during their time in the Riverland. This 
offers the potential to capitalise on the most popular activity for visitors being eating out (as 
articulated in Table 11).  

These regions also leverage this reputation to achieve higher value-add in their products. Table 12 
indicates that while the Riverland generates high volumes of product, the value of this product is 
significantly lower than that of other regions.  

                                                        
13 2018 SA Winegrape Crush Survey 
14 Vinodiversity – Alternative varieties in the Riverland Wine Region 
15 PIRSA Regions in Focus – Murray and Mallee 



23 

Copyright © 2019 Ernst & Young Australia. All Rights Reserved.  
Liability limited by a scheme approved under Professional Standards Legislation 

Table 12: Value of total production by region 

Region Total crush (tonnes) Estimated value of all 
grapes 

Estimated price per 
tonne of all grapes 

Barossa Valley 56,970 $113,477,768 $1,991.89 

Eden Valley 11,593 $21,911,939 $1,890.10 

McLaren Vale 35,650 $60,281,249 $1,690.92 

Coonawarra 29,692 $45,265,339 $1,524.50 

Adelaide Hills 27,318 $37,623,032 $1,377.22 

Wrattonbully 13,160 $15,649,615 $1,189.18 

Clare Valley 23,161 $27,011,097 $1,166.23 

Padthaway 21,277 $20,237,399 $951.14 

Limestone Coast zone - other incl. Robe, 
Mt Benson and Mt Gambier 

16,478 $15,453,768 $937.84 

Currency Creek 5,177 $4,722,357 $912.18 

Langhorne Creek 44,695 $40,208,154 $899.61 

Adelaide Plains 2,911 $2,607,117 $895.61 

Fleurieu zone - other incl. Southern 
Fleurieu and Kangaroo Island 

4,200 $3,726,347 $887.23 

SA - other incl. The Peninsulas and 
Southern Flinders Ranges 

7,668 $5,188,203 $676.60 

Riverland 447,410 $176,456,264 $394.39 

Source: 2018 Wine Grape Crush Survey 

The Riverland is already producing high quality wine and food but needs a means of raising 
consumer (and community) awareness of this and developing a reputation which more accurately 
reflects this capability. Developing a clear pathway for consumers to easily gain an understanding of 
the Riverland’s wine and food offering will act to enhance consumers’ recognition of the region and 
engender a reputation for excellence. 

3.1.2 Problem 2 - Lack of a focal point in the region 

Wine and food tourism in the Riverland currently suffers from the lack of an identifiable focal point 
which can promote the quality and diversity of wine and food in the area and provide an overarching 
experience of the best the Riverland region offers. 

At present, the wine and food tourism offerings in the Riverland are dispersed across a huge 
expanse, with the Riverland extending from Blanchetown to the border of New South Wales and 
Victoria. Despite its vast area and dominance in terms of wine grape production, the Riverland has 
relatively few wineries and cellar doors compared with other wine regions in South Australia.16 This 
is especially stark when compared with the significant number of grape growers that the Riverland 
has. For example, fellow South Australian wine region the Barossa Valley has 738 grape growers 
compared with the Riverland’s 980 but it is home to 219 wineries and 88 cellar doors compared 
with just 55 wineries and 12 cellar doors in the Riverland.17 

In addition, the wine, food and other beverage options that are available in the Riverland do not 
allow for an effortless tourism experience. Many of the Roundtable participants suggested that 
these tourist destinations need to be opened more frequently and consistently to attract tourists to 
the region.  

                                                        
16 PIRSA Discussion Paper – Establishing a Riverland Wine and Food Centre 
17 PIRSA Discussion Paper – Establishing a Riverland Wine and Food Centre 
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“There is no focal point that defines, promotes, and demonstrates the diversity of food and wine 

in the Riverland.” 

  - Roundtable participant - 

 

This lack of focal point means potential wine and food tourists may have difficulty identifying a key 
attraction which draws them to the region. Those who do travel to the Riverland are less likely to 
gain an appreciation of the diversity and quality of wine and food in the region as they are likely to 
experience only a small sample of what the Riverland has to offer. 

 

 

 

 

The presence of a key destination or regional focal point has benefited other wine regions in South 
Australia. In McLaren Vale, the d’Arenberg Cube offers a varied experience in one unique location 
and has attracted visitation numbers surpassing expectations.  

A RWFC could act as a focal point in the region, providing prospective visitors with an additional 
reason to choose the Riverland as their destination and giving current visitors an overarching 
experience of the wine and food in the region. These are likely to enhance the recognition and 
reputation of the region more broadly. Although the RWFC will not solve this problem on its own it 
will assist in creating a focal point for the Riverland. 

3.1.3 Problem 3 – Current approaches are uncoordinated  

At present, the Riverland is not making the most of opportunities to coordinate across the region. 
Wine and food businesses do not have ready access to a unifying brand identity or means of 
promoting the Riverland to consumers on a consistent basis. This means that both businesses and 
their potential customers may face difficulties in identifying what it means for a product to be ‘from 
the Riverland’.  

This lack of coordination can also result in difficulty accessing Riverland products even within the 
region. Workshop participants noted that “there is restricted access to local produce in the region, 
as local bottle shops and restaurants often fail to stock Riverland wine and food. This is associated 
with a lack of education about what is on offer in the region”. 

Despite Roundtable participants stating that local establishments have restricted access to local 
produce, there is evidence to suggest that some establishments are offering local wines, with a 
number of the local pubs and restaurants having local wine available. A web-based search 
demonstrated that, several Riverland establishments offer local wines: 

• Renmark hotel (taken from wine list) – offers 7 local wines out of a total 55 wines (12.7%) 

(being Angove and Banrock Station) 

• Renmark Club (taken from wine list) – offers 12 local wines out of 40 wines (30%) (being 

Banrock, Angove, Galway Pipe, Growers Gate, Bassham Wines, Toms Drop, 919) 

• Waikerie Hotel (Oscar’s Bistro) (taken from wine list) – 5 local wines out of 54 wines (9%) 

(being Caudo, Angove and Banrock) 

• Berri Hotel (taken from wine list) – offers 8 local wines out of a total of 53 wines (15%) 

(Growers Gate, Angove)  

• Loxton Hotel (no wine list available) – offers local beverages with excerpt from the website 

stating “Our wine menu is extremely comprehensive. Try our local wines, ciders and brews 

from across the Riverland region…”. 

Coordination across sectors is also fragmented, with no institution or destination linking wine, food, 
nature, art and culture together. These aspects of the region should not be seen in isolation but 
rather should work together to provide a comprehensive ‘offer’ to potential visitors who then have 
access to a complete picture of the Riverland. 

Branding could play a key role in knitting together the wide range of Riverland businesses within and 
across sectors. The importance of branding is well established, playing multiple roles to help: 

• Consumers identify products that might benefit them 
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“The Riverland does not share one brand or work together with one united front. People don’t 

put ‘Riverland’ on the bottle and there is no sense of pride in doing so.” 

  - Roundtable participant - 

 

• Consumers to identify products with quality and consistency 

• To form a connection with consumers and create loyalty 

• To protect sellers from unique product features so as not to be copied by competitors.18 

The Riverland has so far failed to achieve the level of regional coordination or external recognition 
to develop a strong brand. Despite the Riverland Trust Mark being established in 2016 there has 
been little traction in using this platform to unite the Riverland Region or create a brand that is 
recognised worldwide.  

Industry bodies have the potential to play a coordinating role and bring businesses together across 
the region. Existing industry bodies play this role within their sectors, and include: 

• Riverland Wine 

• Food Riverland 

• Destination Riverland. 

These bodies do not currently have a clear focal point through which to coordinate efforts and to 
use as a means of establishing an overarching Riverland brand. 

A key regional asset such as a RWFC will provide a potential source of coordinated marketing and an 
opportunity for greater coordination across the region. It is noted that the RWFC will not mitigate 
the problem entirely, rather it will likely be part of a broader solution to coordinate effort and 
activity across the Riverland. 

 

 
 
 
 
 

 The opportunity and potential benefits 

The development of a RWFC may provide an opportunity to enhance the Riverland’s economy and 
support community development. Specifically, the Centre may: 

► Increase value adding to agricultural production 

► Increase tourism and associated spending 

► Enhance economic diversification 

► Improve social cohesion in the region. 

Each of these benefit areas is discussed in further detail below.  

3.2.1 Increase value adding to agricultural production 

A wine and food centre provides the opportunity to showcase the Riverland region’s produce 
including premium wine, food, craft beer, spirits and cider to visitors. By doing so it allows the 
promotion of the Riverland region as a high-quality producer of wine, food and other beverages. 

The Riverland produces a significant amount of produce in addition to wine grapes. For example, in 
2017/18 the Riverland accounted for 100% of South Australia’s Citrus fruits, 95% of the State’s 
almonds and 100% of the State’s avocados and melons.  

Figure 5 outlines the value of horticulture production in the Riverland, with a total of $553 million of 
production in 2017/18. 

                                                        
18 Brand Australia – does Australian agriculture need a national brand? (2014) 
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Figure 5: Horticulture production in the Riverland, 2017/18 (m) 
Source: PIRSA 
 
Currently a high proportion of the region’s agricultural production leaves the region in commodity 
form. Comparing the proportion of food and beverage manufacturing to total food and beverage 
output in the Riverland shows that value added production (defined as manufacturing industries) 
comprises only a small proportion of output. In 2017/18, total output associated with agricultural 
production was $795.0 million (as seen in Figure 6), while food and beverage and tobacco product 
manufacturing19 (a subset of manufacturing) totalled $326.5 million.20 This represented 23% of the 
region’s output for the former, compared to 9% for the later. 

 
Figure 6: Riverland output and value add 
Source: National Institute of Economic and Industry Research (NIEIR) Compiled and presented in economy.id by .id 

  

                                                        
19 Note: Tobacco is not grown in the Riverland but the reference here refers to the specific ABS category as defined by the 

ABS. 
20 National Institute of Economic and Industry Research (NIEIR). Compiled and presented in economy.id by .id 
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The Riverland economy is highly reliant on the export of its agricultural products to other areas of 
Australia and internationally. Currently, 83% of the region’s agricultural production is exported 
outside the region with the remaining 17% purchased locally.21 Boosting local activity and 
consumption of the region’s produce could provide primary producers with a more diverse market 
to sell to while also supporting the promotion of local wine and food to attract increased visitation to 
the area. This may deliver benefits to the agricultural sector as well as enhancing spending 
throughout the local economy in tourism, hospitality and retail.  

The Centre will provide the opportunity to enhance the level of value adding to agricultural 
production from the region. This is likely to occur through the ability to market produce both 
directly through tasting and/or sales at the Centre, as well as through the promotion of the region. 
Combined these may encourage consumption of the region’s produce more broadly, and potentially 
increase demand for products identified as being from the Riverland.  

There is a spectrum of value adding offerings, including selling commodities directly to consumers 
(with minimal transformation) through to selling food and wine as part of meals (which contain 
produce that has been extensively transformed). Typically, the greater the amount of 
transformation, the greater the inputs required and the higher the margin. Therefore, enhancing 
the amount of value-added produce is likely to enhance economic activity in the region, in terms of 
both economic output and employment.  

Using a greater proportion of Riverland produce to create final products within the region (as 
opposed to exporting the primary commodity) could expand the amount of value adding activity 
while also increasing the number of products available to consumers which are easily identifiable as 
being from the Riverland. 

It is further noted however, that produce does not necessarily need to be transformed to generate 
greater returns. To the extent that the Centre provides direct access to consumers, it is likely that 
products could be sold for higher prices for producers if they are sold directly to consumers rather 
than to intermediaries. This would depend on seasonality of produce and what is available 
throughout the year.  

On a longer-term basis, the enhancement of the ‘Riverland’ brand through the Centre may also 
enable producers to realise premiums if consumer recognition is improved or it enables 
differentiation of products. Additionally, it is likely to encourage the use of local products within the 
region and by the wider industry.  

3.2.2 Increase tourism and associated spending 

Tourism currently forms an important part of the Riverland’s economy. SATC ‘Mighty Murray Way’ 
outlines a number of key tourism offerings throughout the Riverland region including22: 

• Murray River Walk – This includes a food (3-course dinner) and local wine pairing each night 

• Monash Adventure Park – Monash 

• Bella Lavender Estate – Glossop 

• Angove Family Winemakers – Renmark 

• 919 Wines – Glossop 

• Caudo Vineyard Cellar Door – Cadell 

• Overland Corner Hotel – Overland Corner 

• Twenty Third Street Distillery – Renmark 

• Wilkadene Woolshed Brewery – Paringa. 

Figure 7 provides key statistics on the tourism industry in the region. While the Riverland does not 
generate the same level of value per visit as better-known regions, the overall amount of activity is 

                                                        
21 National Institute of Economic and Industry Research (NIEIR), compiled and presented in economy.id by .id 
22 SATC - Mighty Murray Way 
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significant for the local economy. For example, overall value-added by tourism in the Riverland is 
similar to that in the Barossa ($122 million and $124 million respectively). 

 

 
Figure 7: Tourism in the Riverland 

Source: South Australian Tourism Commission – Regional Tourism Profile 
*Direct and indirect tourism = total tourism Gross Value Added 
 

To access these tourism offerings the Riverland offers a variety of different accommodation 
options. The list of accommodation availability from Destination Riverland can be found in Table 13. 

Table 13: Accommodation options 

Type of Accommodation Number of options 

Self-contained  19 

Hotels/motels  

4 

(Berri 3-star, Renmark mix of 3.5 to 4.5 star, Waikerie is 4-star (self-
rated) and Loxton is 3-star) 

Caravan parks 11 

Luxury 3 

AirBnB  

38 

(Note that some of these are likely to include self-contained options listed 
above) 

Source: Destination Riverland 

It is noted that it has been raised by SATC and in the Roundtable discussion that there is a lack of 
4-star accommodation available in the Riverland. This is a focus for SATC who have identified a 
need for a funding program that will assist with renovations and refurbishments of 3-star 
accommodation to 4-star. 

The operation of a wine and food centre provides the opportunity to further enhance tourism in the 
Riverland. By creating a focal point, it is anticipated that prospective tourists will have enhanced 
motivation to travel to the Riverland. There is evidence to suggest that across Australia where 
similar centres have been established, this has incentivised tourists to visit regions. Experience from 
other regions also highlights the importance of robustly identifying the need for investment and the 
proposed role that the resulting asset is intended to play.  
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A number of case studies have been selected to analyse different operating and ownership models. 
This was done to facilitate discussion with stakeholders in the Roundtable about what sort of model 
the RWFC should aspire to be. D’Arenberg Cube is a privately-owned centre that received some 
government funding. This is a high end 6-star attraction that sees a very high visitor rate. The 
National Wine Centre was selected to show a government led project that did not produce the 
desired outcomes or objectives. This should be used as learning for the RWFC. Finally, a case study 
on the Robert Mondavi Winery has been developed. This is a private winery located on the Napa 
Valley. Although it is located in a prominent wine region the winery has a key focus on food tourism 
offerings and culinary experiences. 

Case Study – d’Arenberg Cube, McLaren Vale, SA 

The d’Arenberg Cube is a five-storey wine centre, restaurant, museum and gallery which provides 
a range of wine, food, art and sensory experiences for visitors.  

This architecturally spectacular building, which cost $15 million is itself part of the attraction, 
having a ‘placemaking effect’ which increases visitation.  

The d’Arenberg Cube is privately owned, however received $2 million from the South Australian 
Government for the creation of 58 jobs from the project. 

 

 

 

 

 

 

 

 

 

 

 

 

When it first opened in 2018, the d’Arenberg Cube attracted 1,000 visitors per day, and the 
Minister for Primary Industries and Regional Development, Tim Whetstone, has noted that 
“visitation has surpassed expectations, which speaks for itself – it’s seen as the place to be for a 
unique wine experience.” 

Visitor experiences available include: 

► A range of wine tasting options 

► Hands-on wine blending 

► Fine dining restaurant 

► Alternative Realities Museum 

► Art exhibitions 

► Scenic flights 

► Packages which combine a number of these experiences. 

 
 

https://www.google.com.au/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=2ahUKEwi2o7KFldbhAhXbb30KHSZbDN8QjRx6BAgBEAU&url=http://southaustralia.traveller.com.au/article/inside-extraordinary-darenberg-cube/&psig=AOvVaw05wy7ECgZ4dbWdXVWiJOVC&ust=1555557384851216
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Case Study – National Wine Centre, Adelaide, SA 

The National Wine Centre in 
Adelaide offers several tourism 
experiences to educate locals, 
interstate, and international 
visitors about the Australian 
wine industry. It is also offered 
as an event venue for 
weddings, functions and 
conferences.  

The Centre is currently 
operated by the University of 
Adelaide, which also uses the 
facility to offer some of the 
university’s oenology courses. 

While the Centre is currently operating successfully and financially viable, there are lessons to be 
learned from the Centre’s difficult inception.23 The National Wine Centre opened in 2001 and was 
initially owned and operated by the South Australian Government before being leased to and 
operated by the university in 2003. During this initial period, reports suggested that the National 
Wine Centre was costing South Australian taxpayers $50,000 per week despite major cost 
cutting measures. 

This experience highlights the importance of developing a robust case for change, including a 
clearly defined and communicated purpose for the proposed investment. 

Case Study – Robert Mondavi Winery 

The Robert Mondavi Winery in California, USA was established in 1966 in the heart of the Napa 
Valley. 

The privately owned and operated winery promoted labelling wines by variety, which is now the 
standard. 

The Robert Mondavi Winery 
runs a number of concerts to 
fund local arts and music 
programs and is involved in a 
number of environmental 
projects to promote 
sustainability among wineries 

In addition to wine tastings and 
winery tours, the Robert 
Mondavi Centre Offers a 
number of food experiences to 
promote local produce. 

Advantages of increased tourism in addition to direct spending at the Centre, include enhanced 
spending throughout the region and the purchasing of value added products (as discussed above). 
This has flow on impacts on employment to service tourists’ needs particularly in hospitality. It 
provides an incentive for infrastructure investment to support the industry, provides economic 
incentives for environmental preservation to ensure the location is attractive and can have social 
benefits arising from enhanced interaction between locals and interregional, state, national and 
international citizens.  

                                                        
23 https://www.bentleys.com.au/success-stories/assessing-future-national-wine-centre/ (accessed 17/04/2019) 

https://www.bentleys.com.au/success-stories/assessing-future-national-wine-centre/
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3.2.3 Enhance economic diversification 

The establishment of a wine and food centre may enhance economic diversification where it results 
in broadening of underlying economic activity. Currently the main industries in the Riverland region 
by output are ‘agriculture, forestry and fishing’, ‘manufacturing’ and ‘construction’, together 
representing 49% of output24. This is seen in Figure 8. 

 
Figure 8: Proportional Riverland output by industry, 2017/18 

Source: National Institute of Economic and Industry Research (NIEIR) Compiled and presented in economy.id by .id  

As discussed above, the potential to add to the agricultural and tourism sectors, particularly in 
relation to value-adding or manufacturing, provides the opportunity to diversify the Riverland 
economy. While agriculture already accounts for a large proportion of the Riverland economy’s 
output (33% when considering ABS categories ‘agriculture, forestry and fishing’, ‘food product 
manufacturing’ and ‘beverage and tobacco25 product manufacturing’ together26) there is a 
significant opportunity to enhance the relative importance of other sectors which will be impacted 
by tourism including ‘accommodation and food services’ (which makes up 3% of the region’s output) 
and ‘retail trade’ (which accounts for 4% of the region’s output).  

Thus, economic activity in other sectors like ‘accommodation and food services’ and ‘retail trade’ 
sectors will itself have benefits through diversification. Greater diversification will not only enhance 
the long term productive capacity of the economy but will also enhance its resilience to combat a 
constantly changing workforce and external impacts. 

The industries that relate to tourism also employ high numbers of people compared to the output 
they produce, with ‘retail trade’ the third highest employer and ‘accommodation and food services’ 
being the sixth largest employer in the Riverland. This shows that these industries are relatively 
labour intense and if they are to grow they will provide significant opportunities to enhance 
employment. 

                                                        
24 National Institute of Economic and Industry Research (NIEIR) Compiled and presented in economy.id by .id 
25 Note: Tobacco is not grown in the Riverland but the reference here refers to the specific ABS category as defined by the 

ABS. 
26 Note: Food product manufacturing and beverage and tobacco product manufacturing are industry subsectors of 

manufacturing.  
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Figure 9: Proportional Riverland value add, output and employment by industry 

Source: National Institute of Economic and Industry Research (NIEIR) Compiled and presented in economy.id by .id 

 
The figure above also illustrates that ‘agriculture, forestry and fishing’ contributes a greater portion 
of value-add when compared to industry output. This means that the industry is generating value 
directly rather than using inputs. Therefore, growing this industry will provide relatively more value 
through outputs to the region than growing other sectors. 

3.2.4 Improve social cohesion in the region  

In a broad sense, social cohesion refers to commitment to a group or to members with common 
interests. A socially cohesive society is one which works towards the wellbeing of all its members, 
fights exclusion and marginalisation, creates a sense of belonging, promotes trust and offers its 
members the opportunity of upward mobility.27 For the purposes of this business case, social 
cohesion refers to the commitment of Riverland citizens to work together for the betterment of the 
region.  

During stakeholder consultations it was suggested that there is an opportunity for the four Councils 
that comprise the Riverland region to work together in a more coordinated way to promote the 
Riverland as both a producer of high quality wine, food and other beverages as well as a desirable 
tourist destination. During consultations it was stated that the region has a rich cultural heritage 
and a multi-cultural population which should be leveraged further.  

The development of the wine and food centre provides the opportunity to enhance social cohesion 
in the Riverland by facilitating coordination and collaboration across the region, including across 
townships and industries. By providing a mechanism that brings together various stakeholders all 
with a combined goal of promoting the region, the Centre provides the opportunity for various 
Riverland citizens and businesses to interact and communicate. Increased communication and 
interaction by their nature facilitate the development of collaborative partnerships, foster 
innovation and provide a vehicle to pursue joint opportunities.  

Additional benefits include providing communities with a sense of common purpose, enabling the 
combination of skills, experience and knowledge as well as facilitating smaller producers to work 

                                                        
27 OECD (2011). Perspectives on Global Development 2012: Social Cohesion in a Shifting World: Executive Summary. 

Available at: www.oecd.org/site/devpgd2012/49067839.pdf 
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together to achieve larger scale offerings that may enable the pursuit of alternative customers, 
markets and offerings. 

Stakeholder consultations also generated significant discussion around the idea of dispersing 
visitors and the associated benefits for the whole Riverland region. Wherever the Centre is located, 
it is essential that it encourages dispersal of tourism activity between towns to benefit the whole 
region.  

As part of dispersing visitors throughout the Riverland it was suggested in the Roundtables that the 
Centre needs to encourage visitors to visit other local businesses. If the Centre fails to encourage 
dispersal, the benefits of the broader region will be reduced. One participant at the Roundtable 
suggested, “the Centre can encourage dispersal by not trying to do too much.” If the Centre offers 
too many services visitors will not feel the need to visit other offerings throughout the Riverland. 

3.2.5 Construction expenditure 

There are four options for the establishment of the RWFC; either the construction of a new building 
(with two different options regarding the quality of materials used and one option considering a 
smaller footprint with reduced functionality) or the refurbishment of an existing building. These 
options all entail construction expenditure which would provide employment and spending in the 
region. The extent of the work required would be determined by the building and site requirements. 
The differing amounts of expenditure and their impact are considered within the options analysis.  
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4. Project scoping - identification of options  

A key element of the business case is to define what the RWFC could look like, including the 
development of detailed plans for the building, as well as the functions that the building could 
deliver. Prior to the business case, the Centre was still at concept stage, meaning it had broad 
parameters but was not clearly defined. The business case process has included extensive 
consultation which, combined with PIRSA’s broader activities, information gathering and 
consultation, including the release of the discussion paper for comment, has been used to inform 
the identification of options. 

There are several considerations for the Centre which needed to be defined within the business case 
including its functions, location, construction requirements and operating model. This chapter 
discusses these elements, identifying the differing approaches that could be taken to each and 
culminates in the shortlisting of options for analysis. 

 Scoping the options 

The following subsections discuss the various project elements, including outlining the different 
possibilities or approaches to each element and providing a conclusion that informs the options for 
analysis in the next section. Given the strategic nature of this business case, some parameters will 
be defined as the project progresses, after the finalisation of the business case. It is therefore noted 
that as a result, the assumptions used in this business case may change and impact on the results 
presented. 

4.1.1 Functional requirements 

Stakeholders provided information about what the RWFC should incorporate both in terms of its 
functions and the experience it should provide visitors. This input was provided through submission 
to the discussion paper, one on one consultations, at the Roundtables and at the functional brief 
workshop, with the latter being specifically focused on the functional requirements.  

Stakeholders suggested that: 

► The RWFC must feel 'inclusive' - all Riverland residents need to feel an attachment regardless 
of where it is located. It was stated that if this can be achieved everyone would find a reason to 
go 

► The Centre can’t solve all problems and by attempting to offer everything it could take away 
from other businesses and potential private investment. The RWFC needs to have a clearly 
defined role and focus on delivering clear imperatives. If the RWFC competes with the current 
businesses this will take away from the Riverland’s current offering 

► There needs to be a dispersal model so visitors go to local businesses across the region, not 
just where the Centre is located. This will assist in fostering private investment to stimulate 
complementary experiences. 

As part of the discussion in Roundtable 1, stakeholders were asked to outline the functions of the 
RWFC that they believed to be important. Most of the stakeholders in attendance agreed that the 
Centre should have a café, restaurant and kitchen facilities, so this was added to the functions set 
out in the discussion paper as ‘hospitality experiences.’ The refined functions were then ranked by 
the attendees in order of most important to least important. As set out in Table 14 ‘Hospitality 
experiences’ was ranked as the most important function to the stakeholders interviewed, although 
stakeholders suggested that if the Centre offered accommodation as part of this it would take too 
much away from local businesses. 

‘Showcasing regional wine, food, beverage and tourism options’ was also seen as an important 
function of the Centre. This would address the problem of poor recognition and an incorrect 
perception that the Riverland does not produce good wine and quality food. 

Receiving no votes was the function of being a ‘one-stop shop for industry - technical and 
compliance, kiosk/referral point, training.’ After discussions amongst the stakeholders it was 
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decided that this would duplicate the services provided by organisations such as the RDA, 
Destination Riverland and services already provided by Councils. 

Table 14: RWFC functions refined through stakeholder consultation 

Refined Function Votes 

Hospitality experiences – restaurant, café, culinary school, function and event spaces, accommodation 11 

Showcase for regional wine, food, beverage and tourism options 10 

Showcasing the Riverland’s unique history 5 

Outlet for wineries, food and other producers who currently operate with or without a cellar door 4 

Exhibition spaces – small performances, arts etc. 3 

Tasting experience and promoting local tourism and cellar doors 2 

Identification and development of new value-adding opportunities, incubator for new ideas 1 

One-stop shop for industry - technical and compliance, kiosk/referral point, training 0 

Source: EY analysis / stakeholder input 

The functional brief workshop gathered stakeholder’s views on the types of spaces the RWFC 
required, the functions of these, the number of occupants, space requirements and type of 
experience deemed important. This is summarised in the schedule of accommodation shown in 
Table 15. It is noted that this reflects the views of those stakeholders who were invited to have their 
input into the business case and as a result this does not necessarily reflect the views of the entire 
Riverland community. 

Table 15: Schedule of accommodation 

Space Function 
No. of 
occupants 

Sqm Experience Comments 

Multi-Purpose 
space 

Dining 

Function 

Exhibition 

Weddings 

150 - 180 300 

Views 

Connected to 
surrounding context 

Column free 

Flexible/multi-purpose 

Accessible 

Inviting/friendly/non-
threatening 

'Local' architectural 
style 

Authentic 

Space suitable for a range of 
functions and available for 
hire 

Large enough to host a 
wedding 

Separated from main 
building for acoustic reasons 

Ability to be closed down or 
opened up depending on 
weather conditions 

Marketplace 

Stalls to showcase 
/sell produce 

Tables/benches to 
taste  

Café – coffee tea 

30 

 

12 off 

100 

Seasonal (fruit/wine) 

Historical story Inc. 
indigenous 

Point of Sale 

Hosted 

Samples for sale 

Curated 

Adaptable 

Seasonal 

IT to be used for bulk 
order/delivery to door 

12 'stalls' (TBC) 

Hanging systems to support 
art exhibitions 

Flexible adaptable space 
which supports – ‘plug and 
play’ 

Potential 'branded' outlet for 
wine sales/tasting. Can be 
replicated in other centres? 

External As above 150 300 As above  
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Space Function 
No. of 
occupants 

Sqm Experience Comments 

Car spaces 

Option for a pier 

50 spaces 
(Inc. 2 
buses) 

2500 

Kitchen / Food 
prep 

 

Meal Preparation 

Dry/Cold Storage 

Delivery (discreet) 

Waste management 

30 meals 

30 

20 

20 

20 

Open/Visible 

Theatrical 

Exhibition/ 
Showcase/Educational 

Not a full commercial 
kitchen. 

Adequate for preparation of 
'tasting plates' for 
Marketplace 

Outsourced catering for 
larger events 

Space required for 
outsourced food prep 

Front of House 
(FOH) / Public 
amenities 

 

Male/Female/ 
Accessible 

75M / 75FM   

As necessary to meet BCA 
minimum requirements.  

Will accommodate maximum 
capacity of 100 x Male and 
100 Female. 

Storage 

Furniture storage 

A/V equipment 

Sales stocks 

 

20 

6 

20 

  

Staff Facilities 

Office 

Locker/Change 
rooms 

Utilities/Printer/ 
photocopier 

Tea/Staff room 

 

12 

30 

 

12 

20 

  

General 

Transparent (glazed) to engage with landscape / views 

Consider using local materials such as River Red gum 

Consider using local soils (rammed earth) / textured walls 

Architectural style to be "unexpected" 

Consider staged development (Pavilions?) Consider Budget option / future growth 

Source: Hassell Studio, architect 
*It has been determined that a full commercial kitchen would not be required as this would allow catering services to be 
provided to the RWFC from a local Riverland business rather than take away from an existing Riverland service  

Implication for options 

Options 1, 2 and 3 are being considered based on the space, function and size requirements as 
articulated in the schedule of accommodation, whereas Option 4 offers a smaller footprint and 
reduced functionality compared with the other options. While the schedule of accommodation 
articulates the requirements of the Centre as defined by stakeholders, these requirements can be 
met using different materials and with differing levels of finish and quality. As a result different 
possibilities for the delivery of the functional requirements have been considered in the business 
case. Firstly, an option which incorporates the highest possible quality of materials. The second 
option will have the same functional requirements but will be a more cost-effective solution, using 
less expensive materials. Option 3 will meet the objectives of the schedule of accommodation under 
a refurbishment of an existing building. Option 4 will not meet all the objectives of the schedule of 
accommodation due to a smaller footprint and reduced functionality. Figure 10 below outlines the 
RWFC in a concept design, in a location agnostic.
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Figure 10: RWFC concept design - Option 1: 6-star option 

Source: HASSELL Studio, architect
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4.1.2 Single building or franchise model 

Stakeholders raised the possibility of the Centre being located either on a single site or across 
several sites.  

It was suggested that a single site enables the investment to be concentrated, resulting in the 
creation of a key attraction and desired destination. Stakeholders reported that having one location 
would make it easier to develop a centre that is widely recognised and is an iconic attraction. A 
single site would be more prominent and provide a focal point for tourists with sufficient scale to 
attract interest. One submission to the discussion paper stated, ‘the building is important as it needs 
to be an architectural attraction’. In addition, it would bring the different areas within the Riverland 
together into one location. It was also noted that visitor information centres already existed 
throughout the Riverland and a similar offering would not address the problems identified. 

On the other hand, some stakeholders suggested that a Centre that was spread across multiple sites 
would facilitate people moving around the Riverland and enable the benefits to be distributed across 
the region. It was reported that this could take the form of a franchised model with multiple sites 
each offering a similar experience across the Riverland. Alternatively, this could take the form of a 
network of offices that incorporate differing facilities such as one location with a cooking school and 
another with event space. If a network of centres was set up, towns could each have a similar 
offering as well as a specific focus on their own differentiated offerings e.g. citrus from Waikerie. 

Implication for options 

Multiple sites provide the opportunity to more readily encourage the spread of visitors across the 
Riverland region and tailor offerings to the differing offerings of individual areas. However, it has 
been concluded that having multiple sites would not facilitate the achievement of the key objectives 
articulated by stakeholders to the same extent of a single site. Further, multiple sites may generate 
competition between areas and/or towns. This would take away from the objective of enhancing 
coordination across the Riverland. As a result, a single site has been determined to be the most 
appropriate approach at this stage and the options therefore consider a single site approach for the 
Centre.  

4.1.3 Location of the RWFC 

During consultations, stakeholders were asked about the most important criteria in choosing a 
location for the Centre. Stakeholders articulated that regardless of the actual location, these 
criteria should be considered when deciding where the best site would be. Stakeholders commonly 
remarked that it was important that the location facilitated the dispersal of stakeholders across the 
region and that it should be in a prominent location within the Riverland. In addition to this seven of 
the 25 discussion paper submissions noted the Centre should be ‘centrally located’ within the 
region, which would further encourage dispersal throughout the Riverland. 

Table 16 outlines stakeholder’s rankings of the importance of the different location criteria. A 
ranking exercise was undertaken in Roundtable 1 and used to determine most important criteria 
when selecting a site for the RWFC. 
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Table 16: Location criteria  

Criteria Votes 

Dispersal of visitors to greater region 15 

Tourism numbers / throughput 13 

Iconic location 11 

Access to the river / river views 5 

Easy to find/access/park 4 

Future growth potential 0 

Land use / ownership / availability 0 

Accessibility from Sturt Highway 0 

Source: Stakeholder input 

Stakeholder’s ranking of the location criteria shows that ‘Dispersal of visitors to the greater region’ 
was the most important criteria when selecting a location. They believed that if visitors only visit the 
Centre the region will not benefit as much as it could. These stakeholders also suggested the Centre 
should be located in an area where a large number of tourists currently visit (‘tourism 
numbers/throughput’). ‘Iconic location’ was also important, being loosely defined as a location that 
captured the Riverland’s offering, most notably on the River Murray. 

In addition to the location criteria, several locations, and in some instances specific sites, were 
proposed by stakeholders both in the Roundtables and in the discussion paper. The release of the 
discussion paper generated positive feedback, with the local newspaper ‘The Murray Pioneer’ 
running an online poll on whether the Riverland should be home to a wine and food centre. The 
Figure below shows the results of a Murray Pioneer Facebook poll, of those responses that 
suggested a specific location. The poll set out on the Murray Pioneer’s page asked the public if they 
think the Riverland needs a wine and food centre, and if yes where should this centre be located? 
Over 1000 people voted and more than 80% of respondents supported the proposal. The graph 
below outlines the responses of those people who suggested a specific location. As seen below, 
Renmark was proposed by the greatest number of responders as the most appropriate location for 
the Centre.  

 

Figure 11: Murray Pioneer Facebook poll location suggestion 

0

2

4

6

8

10

12

14

16

18

20

Renmark Berri Barmera Riverland Loxton Glossop None

N
um

be
r o

f R
es

po
ns

es
 (p

er
 L

oc
at

io
n)



40 

Copyright © 2019 Ernst & Young Australia. All Rights Reserved.  
Liability limited by a scheme approved under Professional Standards Legislation 

Source: Murray Pioneer, Facebook / EY analysis 

The discussion paper did not ask specifically for a location, however respondents articulated several 
suggestions as to the desired location with submissions supporting the Centre being located in 
Waikerie, Renmark, Barmera or Berri. 

Implication for options 

While a variety of locations including specific sites were identified by stakeholders, it is beyond the 
scope of the business case to identify a specific site. Further work would be required to align site 
characteristics with the specific requirements for the Centre, including an assessment of each site 
against the location criteria.  

It is noted that this is unlikely to have a significant impact on the costs and benefits identified as the 
general location is unlikely to impact these, particularly if the criteria identified above are 
considered in the final decision-making process. As such the options considered are location 
agnostic. 

4.1.4  Construction requirements 

The establishment of the Centre will require a prominent building. There are two possibilities for the 
establishment of such a building. Firstly, a new building could be constructed. This approach would 
entail the construction of a building from scratch that meets the some or all of the functional 
requirements as articulated above.  

Alternatively, an existing building could be refurbished for use as the RWFC. A wide variety of sites 
have been proposed by stakeholders, with some of these containing existing buildings which could 
be refurbished to meet the functional requirements. In contrast to the submissions supporting the 
use of an existing facility, several submissions expressed adamantly that it needs to be a new 
building. With one submission outlining, ‘… it is an ideal opportunity to go big with something new.’ 

Table 17 outlines the proposed sites from the Murray Pioneer Facebook poll. In addition, discussion 
paper submissions also suggested: 

► Ruston's Roses – which includes café, kitchen, function space and is the home of a national rose 
collection 

► Visitor Information Centre at Berri 

► Pike River Villas and Function Centre – who have recently added a regional cellar door as part 
of their offering 

► Banrock Station 

► Renmark Visitor Information Centre. 
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Table 17: Murray Pioneer Facebook poll site suggestion 

Location Number of recommendations 

Barmera 

Barmera – Field Day Site 2 

Barmera – No specific site 1 

Total 3 

Berri 

Berri - Berri Riverfront in Building Housing Café 1 

Berri - Big Orange 4 

Berri - No specific site 7 

Total 12 

Glossop 

Glossop – Berri Winery 1 

Total 1 

Loxton 

Loxton – The Village 2 

Total 2 

Renmark 

Renmark - Ruston’s Rose Garden 1 

Renmark - Ruston’s Rose Garden or Cheap as Chips or Hambours Corner or Clarks Arcade 1 

Renmark - Hambours corner  2 

Renmark - Jane Eliza Site (Tower Tavern) 1 

Renmark - Jane Eliza Site (Tower Tavern) or McCormack Centre 1 

Renmark - McCormack Centre 2 

Renmark - Other side of Tourist Office 1 

Renmark - Tourist Office 1 

Renmark - No specific site 8 

Total 18 

Riverland 

Riverland - centre of Riverland Region 1 

Riverland - Riverfront 1 

Total 2 

Source: Murray Pioneer, Facebook / EY analysis 

Implication for options 

The shortlisted options will consider the refurbishment of a building and the construction of a new 
building to house the RWFC that meets all the functional requirements. In addition, the options will 
consider construction of a new building with a smaller footprint and reduced functionality. To be 
suitable for refurbishment any building would need to be able to be refurbished in such a way that it 
meets the functional and building requirements. While numerous proposed sites have been 
suggested by stakeholders, insufficient detail has been provided on these to enable a 
comprehensive assessment of their appropriateness. As a result, a specific site has not been 
identified to be considered under the refurbishment option, rather it has been costed based on 
assumed features and characteristics.  
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4.1.5 Operating model 

The RWFC could operate under a variety of different operating models. In this business case 
operating models are defined as the commercial arrangement(s) used to operate the Centre. It is 
noted that this is distinct from the ownership and funding arrangements (which are discussed in 
further detail in section 6.1.3). 

Figure 12 outlines the spectrum of operating models that may be appropriate for the Centre. These 
range from the building owner operating the facility in its entirety, the building owner operating 
some components and leasing some areas to other operators or the owner leasing the entire 
building. There would be various advantages and disadvantages to each model such as greater 
levels of risk for the owner if the Centre was run entirely by them. Alternatively, the owner is likely 
to receive a reduced share of profits the greater the extent they lease the building, as profits would 
need to be shared with tenants. 

 

  
Figure 12: Operating model options 

Source: EY Analysis 

Implication for options 

Different operating models will result in the Centre being run in different ways and the profits 
associated with the Centre’s operation to be distributed in different ways across parties. However, it 
is unlikely that the operating model chosen will have a significant impact on the costs and revenues 
associated with its operation. 

As such, the shortlisted options have been based on the owner of the building operating the Centre 
for simplicity. As articulated above, this is separate to considerations in relation to funding, 
ownership and governance which are discussed in section 6.1.3.  

 Defining the options 

The following sections describe the options that have been shortlisted for detailed analysis. Based 
on the shortlisting process four options have been identified. The base case is also described for 
comparative purposes, articulating the situation if action is not taken. 

4.2.1 Base case 

The base case refers to the situation where the current status continues. Here, the base case refers 
to a RWFC not being established. Under this scenario, the Riverland region continues to operate as 
it currently does.  
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As such no action is taken to address the case for change, the problems articulated would continue 
and the benefits resulting from the establishment of a wine and food centre would not be realised. 
This scenario is characterised by the following: 

► No single focal point for the promotion of wine and food in the Riverland 

► No RWFC construction spending  

► Significant agricultural activity in the Riverland across a variety of products and commodities. 
Agricultural production would remain focused on commodity production, with limited value add 
within the Riverland  

► Significant tourism expenditure in the region. This would be focused on a variety of different 
activities and not specifically generated by the desire to visit a wine and food centre or because 
of the consideration of the Riverland as a destination experience (resulting from a RWFC) 

► Limited coordination of businesses and communities to promote the Riverland. 

4.2.2 Option 1: 6-star option 

Option 1 is the aspirational option for the RWFC. This will include the construction of a new building 
with a 6-star fit out with high quality finishes and furnishings. A breakdown of the proposed finished 
for the 6-star option (and comparison to the 4-star Option 2) can be found in Table 18. 

Figure 13 provides a concept design of the inside of the RWFC for Option 1: 6-star option. 
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Figure 13: Riverland Wine and Food Centre concept design - Option 1: 6-star option 

Source: HASSELL Studio, architect
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4.2.3 Option 2: 4-star option 

Option 2 is a new build option, however instead of the quality of finishes found in Option 1, Option 2 
would be finished to a 4-star level. This option will result in cost savings compared to Option 1 while 
still achieving most of the same benefits. 

A summary of the finishes proposed for the Option 2 (4-star) and comparison to Option 1(6-star) is 
outlined in Table 18. 

Table 18: RLB option finishes matrix 

RLB Assumptions 6-star 4-star 

Stiffen slab on ground foundation ✓ ✓ 

Steel framed structure ✓ ✓ 

Generally light weight cladding but 
utilising materials of a high quality 
of finish 

✓ ✓ 

Glazing High performance double glazing Performance glazing but single 
glazed 

 External walls Timber and or stone cladding Metal or CFC cladding with limited 
feature elements 

Open plan market area with a  High level of internal finishes  Medium level of internal finishes 

Semi-commercial preparation 
kitchen 

Stainless steel or stone benchtops, 
high quality appliances, etc  

Combination of stainless steel and 
laminated benchtops, good quality 

appliances, etc 

Free spanning column free floor to 
Function area with  

High quality finishes Medium quality finishes 

Bar Up-market with specialist joinery, 
etc  

Basic with some specialist joinery 
and finishes, etc 

Internal walls Feature cladding  Limited feature cladding, generally 
painted plasterboard 

Flooring High quality stone or timber 
throughout 

Good quality tiled or timber 
throughout 

Lighting Feature lighting throughout  Limited feature lighting to selected 
areas 

Fixtures and fittings to Amenities  High quality Mid quality 

Elevated timber deck  With high quality balustrades With fabricated galvanised or 
similar balustrades 

Loose furniture  Higher quality Mid quality 

Source: RLB 

4.2.4 Option 3: Refurbishment option 

Option 3 is a refurbishment of an existing site. The refurbishment would include the same quality of 
finishes (6-star) as Option 1. 

The specific details of the refurbishment would depend on the proposed building that would be 
refurbed. Once the site is chosen the costings and finishes can be refined in much more detail.  

Table 19 outlines the assumed level of finishes associated for this option. 
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Table 19: Option 3 inclusions 

RLB Assumptions 

Full strip out of existing internal fitout with limited existing to remain  

Structural upgrade internally including providing areas of column free space with new structure to support existing 
roof, etc  

Some alterations and additions to building fabric  

Higher level of internal finishes with limited existing to remain  

New semi-commercial preparation kitchen with stainless steel or similar, high quality appliances, etc  

Up-market bar with specialist joinery, etc  

Feature cladding to internal walls  

High quality stone or timber flooring throughout  

Feature lighting throughout  

High quality level of fixtures and fittings to Amenities  

High quality loose furniture  

New external deck and verandah  

Extensive upgrade to external areas to accommodate Outdoor Market and Multipurpose areas  

Upgraded car parking  

Upgrade to existing site services infrastructure  

Source: RLB 

The costing is based on a number of assumptions in relation to the existing building that may 
require further consideration when preparing an overall project feasibility study. This cost estimate 
excludes the following: 

► Asbestos removal  

► Piled building foundations 

► Major earthworks and retaining structures  

► Upgrade existing mechanical and electrical services infrastructure for refurbishment options  

► Maintenance and operating costs  

► Utensils nad cutlery 

► Government agencies fees and charges  

► Escalation beyond 2019  

► Goods and services taxation. 

Option 4: 6-star reduced footprint option 

Option 4 has a smaller footprint and reduced functionality when compared to Options 1-3. It would 
meet some of the functional requirements of the schedule of accommodation with the potential to 
expand the building to include additional functional requirements as outlined in the schedule of 
accommodation. To this end, it has been designed in stages (see Appendix C). However, it is noted 
that for the purposes of the business case only stage 1 has been considered under this Option.  

In the first instance Option 4 will include a kitchen and dining room with a portion of the dining room 
allocated to provide marketplace functions. The external features will be as per the schedule of 
accommodation. This option will not include a designated marketplace or function space. It is noted 
that this Option will include the same quality of finishes (6-star) as Option 1 and 3. 

Figure 14 below outlines the design for Option 4: 6-star reduced footprint option. 
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Figure 14: RWFC concept design - Option 4: 6-star reduced footprint option 

Source: HASSELL Studio, architect
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5. Options analysis 

This chapter provides a comparative analysis of the options defined in the previous chapter. The 
analysis is comprised of a financial analysis of the possible revenues and costs of the RWFC followed 
by a socioeconomic analysis of the broader benefits to the Riverland resulting from the proposed 
investment. 

 Financial analysis 

A financial analysis has been undertaken to give an indicative analysis of the financial implications 
of developing a RWFC, in terms of the likely costs of the different options and the potential ongoing 
revenue of a RWFC across high and low revenue scenarios. 

Revenues have been estimated with a low and a high revenue scenario reported to give an overview 
of the potential commercial viability of a RWFC. Option 4 has a lower low revenue scenario to 
account for the smaller footprint and reduced functionality. This approach gives a relatively wide 
range of possible values to reflect the high degree of uncertainty around how much revenue a RWFC 
may be able to generate. The uncertainty is driven from the paucity of information and data 
available in relation to several key assumptions, particularly the anticipated number of visitors to 
the Centre. 

The financial analysis considers the following costs and revenues: 

► Capital construction costs 

► Operating costs28 

► Operating revenues. 

5.1.1 Capital cost assumptions 

RLB (qualified Quantity Surveyors) prepared detailed cost plans for the capital works required in 
each option. Appropriate allowances have been made for a range of parameters including site 
works, design contingency, construction contingency and escalation. Key capital cost assumptions 
include: 

► Contingency allowance – 10% of construction cost 

► Professional fees – 12% of construction cost 

► For new build options – Site services infrastructure will require a 50-metre run from the 
property 

► Construction is completed in a single year (2019-20). 

For Option 3 (the refurbishment option), the costing is based on a number of assumptions in relation 
to the existing building which would be refurbished. The estimates exclude the following, that may 
require further consideration when preparing an overall project feasibility study:  
 
► Asbestos removal  

► Piled building foundations 

► Major earthworks and retaining structures  

► Upgrade existing mechanical and electrical services infrastructure for refurbishment options  

► Maintenance and operating costs  

► Utensils and cutlery 

► Government agencies fees and charges  

                                                        
28 Despite being capital in nature, maintenance costs have been included in operating costs as they are provisioned on an 

annual basis. This means the modelling separates up-front costs in year 1 from ongoing annual costs. 
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► Escalation beyond 2019  

► Goods and services taxation. 

Due to the uncertain nature of the location of the RWFC a pontoon and berth structure has been 
costed but not included in the capital costs assumed for any option. The estimated cost for the 
pontoon and berth structure is $600,000 (excluding GST). 

5.1.2 Operating cost assumptions 

Operational costs related directly to the building structure have been estimated using information 
from RLB and industry benchmarking by the Tertiary Education Facilities Management Association 
(TEFMA). Key operating cost assumptions include: 

► Annual allocations for maintenance costs are equal to 1.5% of capital costs for new build 
structures (Options 1, 2 and 4) 

► Annual allocations for maintenance costs are equal to 1.75% of capital costs for major 
refurbishment (Option 3)  

► Other operational costs (including utilities, security and cleaning) are equal to 2% of the capital 
cost of the building. 

It is noted that these costs will be similar regardless of who owns and/or operates the RWFC. 

Other costs of running the Centre and generating the operating revenue (such as staff and cost of 
stock) vary according to the level of sales (rather than the capital cost of the option). These costs 
have therefore been calculated as a percentage of the gross revenue under the high and low 
revenue scenarios discussed below. Key assumptions for these costs are: 

► Cost of goods is 50% of total revenue in each year 

► Cost of labour is 15% of total revenue in each year.29 

5.1.3 Operating revenue assumptions 

Operating revenue assumptions have been developed to identify a low revenue scenario and a high 
revenue scenario. This has been undertaken given the uncertainty associated with the assumptions, 
with changes in key assumptions significantly impacting the generation of revenue. Specifically, 
taking into account the high levels of uncertainty around the number of visitors the RWFC may 
attract and the resulting amount of revenue which could be generated. Option 4 includes a lower 
low revenue scenario to account for the smaller footprint and reduced functionality which may 
result in a decrease in visitation.  

Given this level of uncertainty and the range of values provided by the low and high scenarios, 
revenues have not been separately estimated for Options 1, 2 and 3. Rather, the range of potential 
revenues is intended to be compared with the overall cost figures, which differ between the options. 

A desktop market analysis considering similar facilities was undertaken to identify the parameters 
which drive potential revenue. These parameters are: 

► The number of visitors to the marketplace area of the RWFC 

► The average spending per visitor in the marketplace area of the RWFC 

► The number of functions held in to the function area of the RWFC 

► The average spending per function in the function area of the RWFC 

Table 20 summarises this analysis and shows the key assumptions which determine the low and high 
revenue scenarios. 

It is noted that revenue from functions is not considered under Option 4 as a function centre is not 
part of its footprint. 

                                                        
29 Source: Reserve Bank of Australia (https://www.rba.gov.au/publications/bulletin/2012/jun/pdf/bu-0612-2.pdf) 

https://www.rba.gov.au/publications/bulletin/2012/jun/pdf/bu-0612-2.pdf
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Table 20: Options 1, 2 and 3 operating revenue assumptions 

Parameter Assumptions used Sources and rationale 

Marketplace visitors 
27,000 (low) – 50,000 (high) 
per annum 

Wine Australia cellar door and direct to consumer survey 
report30:  

• Average number of 26,796 visitors to wineries producing 

20,000 to 49,999 cases per year 

• Average number of 48,655 visitors to wineries producing 

50,000+ cases per year. 

Barossa Australia31: 

• 160,000 visitors to the Jacobs Creek visitor centre. 

Australian Trade and Investment Commission32: 

• 50,000 annual visitors to d’Arenberg Cube. 

The low and high figures for this assumption range from the 
visitor figures for wineries producing 20,000 to 49,999 cases of 
wine and those producing more than 50,000 cases. This range is 
considered reasonable given that the RWFC is intended to 
showcase the produce of a region which produces well over this 
amount of wine and also produces a range of food products. The 
Jacobs Creek visitor centre indicates that far higher visitor 
numbers are achieved. 

Growth in visitor numbers of 1.75% per annum is included in the 
modelling to reflect general economic and population growth. 
Previous EY analysis has identified this as a relatively modest 
level of growth. 

Marketplace / Café 
spend 

$40.80 per person 

Based on the Wine Australia cellar door and direct to consumer 
survey report, spending on direct to consumer sales in wineries 
which produce more than 50,000 cases per year. 

The $40.80 is based on the average income from direct to 
consumer sales divided by the average visitors. 

Visitor numbers are used to provide the low and high scenarios 
and therefore a single spending figure was chosen. The Riverland 
produces significantly more than 50,000 cases of wine per year 
and the RWFC is intended to be more than a cellar door, 
providing additional food products. This figure is therefore 
considered to be relatively conservative. 

Number of functions 

Weddings (only): 25 (low) – 
50 (high) per annum 
Business functions (only): 75 
(low) – 150 (high) per annum 
Note: In practice a 
combination of weddings and 
business functions are likely.  

Market research by EY on the availability of wedding venues in 
the Riverland indicated there is a range of demand for functions 
venues. In some cases, venues are booked for most weekends 
well in advance while others have ample availability (especially in 
winter). 

This range of values aims to capture these characteristics and is 
considered conservative as no allowance has been made for mid-
week functions (such as business conferences etc.). 

Spend per function 
$14,936 per wedding or 
$4,979 per business function 

Easy Weddings Australian Wedding Industry Report33: 

• Average spending on a wedding venue in SA is $14,936. 

The number of weddings has been used to estimate the low and 
high revenue scenarios. 

Although the revenue estimate has been based on weddings in 
SA, the Centre could also hold business functions. Data was not 
available for spend per business function, however it was 
assumed that the spend per wedding equates to approximately 3 
business functions (i.e. an assumed average spending on a 
business function of approximately $4,979). 

Source: EY Analysis 
Note all costs are excluding GST. 

  

                                                        
30 https://www.wineaustralia.com/market-insights/cellar-door-and-direct-to-consumer-survey-report  
31 https://www.barossa.com/barossa-trust-mark/barossa-trust-mark-holders-all/jacobs-creek-visitor-centre  
32 http://www.tourisminvestment.com.au/en/research-insights/news/dArenberg-cube.html  
33 https://www.easyweddings.com.au/business/wp-content/uploads/sites/11/2018/04/Easy-Weddings-2018-Survey.pdf  

https://www.wineaustralia.com/market-insights/cellar-door-and-direct-to-consumer-survey-report
https://www.barossa.com/barossa-trust-mark/barossa-trust-mark-holders-all/jacobs-creek-visitor-centre
http://www.tourisminvestment.com.au/en/research-insights/news/dArenberg-cube.html
https://www.easyweddings.com.au/business/wp-content/uploads/sites/11/2018/04/Easy-Weddings-2018-Survey.pdf
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Table 21: Option 4 operating revenue assumptions 

Parameter Assumptions used Sources and rationale 

Marketplace visitors 
11,000 (low) – 50,000 (high) 
per annum 

Wine Australia cellar door and direct to consumer survey 
report34:  

• Average number of 11,300 visitors to wineries producing 

5,000 to 19,999 cases per year 

• Average number of 48,655 visitors to wineries producing 

50,000+ cases per year. 

Barossa Australia35: 

• 160,000 visitors to the Jacobs Creek visitor centre. 

Australian Trade and Investment Commission36: 

• 50,000 annual visitors to d’Arenberg Cube. 

The low and high figures for this assumption range from the 
visitor figures for wineries producing 5,000 to 19,999 cases of 
wine and those producing more than 50,000 cases. The low 
revenue option has been reduced compared to Options 1, 2 and 3 
due to the uncertainty of the visitation numbers given the 
building will occupy a reduced footprint and have reduced 
functionality.  

Growth in visitor numbers of 1.75% per annum is included in the 
modelling to reflect general economic and population growth. 
Previous EY analysis has identified this as a relatively modest 
level of growth. 

Marketplace / Café 
spend 

$40.80 per person 

Based on the Wine Australia cellar door and direct to consumer 
survey report, spending on direct to consumer sales in wineries 
which produce more than 50,000 cases per year. 

The $40.80 comes from the average income from direct to 
consumer sales divided by the average visitors. 
Visitor numbers are used to provide the low and high scenarios 
and therefore a single spending figure was chosen. The Riverland 
produces significantly more than 50,000 cases of wine per year 
and the RWFC is intended to be more than a cellar door, 
providing additional food products. This figure is therefore 
considered to be relatively conservative. 

Number of functions N/A 
There will be no function centre in the initial construction of 
Option 4 so this has been omitted from the analysis. 

Spend per function N/A 
There will be no function centre in the initial construction of 
Option 4 so this has been omitted from the analysis. 

Source: EY Analysis 
Note all costs are excluding GST. 
 

5.1.4 Capital cost 

The capital costs associated with each option are summarised in the tables below. Detailed capital 
cost plans for each option can be found in Appendix B. These costs are estimates completed by RLB, 
assume a one-year construction period and are GST exclusive. As a result, no present value analysis 
is required for capital costs. Location has not been considered in these costs, as a result any site-
specific costs are not considered. Further, there may be additional costs in relation to project 
management and the like which are not included in the estimates, given the nature of these costs 
are likely to change depending on a number of factors such as location, site factors and approach to 
project management e.g. contractor or undertaken by building owner. 

                                                        
34 https://www.wineaustralia.com/market-insights/cellar-door-and-direct-to-consumer-survey-report  
35 https://www.barossa.com/barossa-trust-mark/barossa-trust-mark-holders-all/jacobs-creek-visitor-centre  
36 http://www.tourisminvestment.com.au/en/research-insights/news/dArenberg-cube.html  

https://www.wineaustralia.com/market-insights/cellar-door-and-direct-to-consumer-survey-report
https://www.barossa.com/barossa-trust-mark/barossa-trust-mark-holders-all/jacobs-creek-visitor-centre
http://www.tourisminvestment.com.au/en/research-insights/news/dArenberg-cube.html


52 

Copyright © 2019 Ernst & Young Australia. All Rights Reserved.  
Liability limited by a scheme approved under Professional Standards Legislation 

Table 22: Option 1 – 6-star option capital cost 

Option 1 – 6-star option  2019-20 (excl. GST) 

 Market Place Total (excl. GST)   $ 5,479,360  

 Multi-Purpose Space Total (excl. GST)   $ 6,643,920  

 External Works Total (excl. GST)   $ 2,625,000  

 Site Services Infrastructure Total (excl. GST)   $ 565,000  

 Contingency Allowance (10%)   $ 1,600,000  

 Professional Fees (12%)   $ 2,100,000  

 Total Capital costs (excl. GST)  $ 19,013,280  

Source: RLB 

Table 23: Option 2 – 4-star option capital cost 

Option 2 – 4-star option  2019-20 (excl. GST) 

 Market Place Total (excl. GST)   $ 4,684,780  

 Multi-Purpose Space Total (excl. GST)   $ 5,350,680  

 External Works Total (excl. GST)   $ 2,270,000  

 Site Services Infrastructure Total (excl. GST)   $ 565,000  

 Contingency Allowance (10%)   $ 1,300,000  

 Professional Fees (12%)   $ 1,800,000  

 Total Capital costs (excl, GST)  $ 15,970,460  

Source: RLB 

Table 24: Option 3: refurbishment (6-star quality) option capital cost 

Option 3 - refurbishment option  2019-20 (excl. GST) 

 Market Place Total (excl. GST)   $ 4,320,720  

 Multi-Purpose Space Total (excl. GST)   $ 5,257,840  

 External Works Total (excl. GST)   $ 1,770,000  

 Site Services Infrastructure Total (excl. GST)   $ 410,000  

 Contingency Allowance (10%)   $ 1,200,000  

 Professional Fees (12%)   $ 1,600,000  

 Total Capital costs (excl. GST)  $ 14,558,560  

Source: RLB 

Table 25: Option 4: 6-star reduced footprint 

Option 4 – 6-star reduced footprint option  2019-20 (excl. GST) 

 Food Prep and Kitchen (excl. GST)   $ 2,824,260 

 External Works Total (excl. GST)   $ 950,000  

 Site Services Infrastructure Total (excl. GST)   $ 565,000  

 Contingency Allowance (10%)   $ 500,000  

 Professional Fees (12%)   $ 600,000  

 Total Capital costs (excl. GST)  $ 5,439,260 

Source: RLB 
*Marketplace has been removed from the costings for Option 4, however the food prep and kitchen area will include capacity 
for some marketplace functionality 

All options include key capital cost assumptions as follows: 

► Contingency allowance – 10% of construction cost 

► Professional fees – 12% of construction cost 
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► For new build options – Site services infrastructure will require a 50-metre run from the 
property 

► Construction is completed in a single year (2019-20). 

As noted above, for Option 3 (the refurbishment option), the costing is based on a number of 
assumptions in relation to the existing building. These estimates exclude the following, that may 
require further consideration when preparing an overall project feasibility study: 
 
► Asbestos removal  

► Piled building foundations 

► Major earthworks and retaining structures  

► Upgrade existing mechanical and electrical services infrastructure for refurbishment options  

► Maintenance and operating costs  

► Utensils and cutlery 

► Government agencies fees and charges  

Due to the uncertain nature of the location of the RWFC a pontoon and berth structure has been 
costed but not included in the capitals costs assumed for any option. The estimated cost for the 
pontoon and berth structure is $600,000 excluding GST. 

5.1.5 Operating cost 

Operating costs have been estimated for a 20-year modelling timeframe and net present values 
calculated over 20 years using a 5% real discount rate.37 Prices are constant in 2019-20 terms38 
and exclude GST. While the present value calculations account for the full 20-year modelling period, 
results are presented over the next four-year budget cycle for simplicity. 

Table 26 to Table 29 show the operating costs associated with the high and low revenue scenarios 
for each option. The high and low revenue scenarios impact costs through the elements of cost 
related to the generation of these revenues (i.e. cost of stock and labour). 

The analysis indicates that the operating cost of the RWFC is likely to range between $6.6 million 
(low scenario for Option 4) and $33.4 million (high scenario for Option 1) over the 20-year period to 
2039-40 on a present value basis. 

Table 26: Option 1 - 6-star option operating costs 

Source: EY Analysis 

  

                                                        
37 In line with the ‘medium risk’ rate recommended in SA Business Case guidelines. 
38 i.e. the analysis keeps all figures in real terms and has not attempted to estimate different inflation rates for individual 

components of cost. 

Option 1 – 6-star option  PV   2019-20   2020-21   2021-22   2022-23  

 Maintenance Costs  $ 3,554,212 - $ 285,199 $ 285,199 $ 285,199 

 Operating Costs  $ 4,738,950 - $ 380,266 $ 380,266 $ 380,266 

 Other Costs (Low Revenue)  $ 13,307,982 - $ 958,685 $ 971,215 $ 983,964 

 Other Costs (High Revenue)  $ 25,092,516 - $ 1,811,300 $ 1,834,503 $ 1,858,112 

Total Operating Costs (Low 
Revenue)  

$ 21,601,145 - $ 1,624,150 $ 1,636,680 $ 1,649,429 

Total Operating Costs (High 
Revenue)  

$ 33,385,678 - $ 2,476,765 $ 2,499,968 $ 2,523,577 
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Table 27: Option 2 - 4-star option operating costs 

Source: EY Analysis 

Table 28: Option 3 – refurbishment option operating costs 

Option 3 - refurbishment 
option 

 PV   2019-20   2020-21   2021-22   2022-23  

Maintenance Costs  $ 3,175,057 - $ 254,775 $ 254,775 $ 254,775 

Operating Costs  $ 3,628,637 - $ 291,171 $ 291,171 $ 291,171 

Other Costs (Low Revenue)  $ 13,307,982 - $ 958,685 $ 971,215 $ 983,964 

Other Costs (High Revenue)  $ 25,092,516 - $ 1,811,300 $ 1,834,503 $ 1,858,112 

Total Operating Costs  (Low 
Revenue)  

$ 20,111,676 - $ 1,504,631 $ 1,517,161 $ 1,529,910 

Total Operating Costs  (High 
Revenue)  

$ 31,896,210 - $ 2,357,246 $ 2,380,449 $ 2,404,058 

Source: EY Analysis 

Table 29: Option 4 – 6-star reduced footprint option operating costs 

Option 4 – 6-star reduced 
footprint option 

 PV   2019-20   2020-21   2021-22   2022-23  

Maintenance Costs  $ 1,016,778  $ 81,589 $ 81,589 $ 81,589 

Operating Costs  $ 1,355,704  $ 108,785 $ 108,785 $ 108,785 

Other Costs (Low Revenue)  $ 4,189,484  $ 291,694 $ 296,798 $ 301,992 

Other Costs (High Revenue)  $ 19,043,110  $ 1,325,880 $ 1,349,083 $ 1,372,692 

Total Operating Costs (Low 
Revenue)  

$ 6,561,966  $ 482,068 $ 487,172 $ 492,366 

Total Operating Costs (High 
Revenue)  

$ 21,415,592  $ 1,516,255 $ 1,539,457 $ 1,563,066 

Source: EY Analysis 

5.1.6 Operating revenue 

Operating revenues from the high and low modelled revenue scenarios are shown in Table 30,  
Table 31, Table 32 and Table 33. Revenues have been estimated for a 20-year modelling timeframe 
and net present values calculated over 20 years using a 5% real discount rate.39 As noted, the 
revenue levels are uncertain given the assumptions on visitors and visitor spend. Prices are 
constant in 2019-20 terms and exclude GST. As noted above, growth in visitor numbers of 1.75% 
per annum is included in the modelling to reflect general economic and population growth. The 
increase in revenue shown relates to this modest growth in visitor numbers assumed for each year. 
While the net present value calculations account for the full 20-year modelling period, results are 
presented over the next four-year budget cycle for simplicity. 

For Options 1, 2 and 3 the analysis estimates that the revenue will range between $20.4 million and 
$38.6 million over the 20-year period to 2039-40 on a present value basis. For Option 4 the 
revenue range will be between $6.5 million and $29.3 million.  

                                                        
39 In line with the ‘medium risk’ rate recommended in SA business case guidelines. 

Option 2 – 4-star option  PV   2019-20   2020-21   2021-22   2022-23  

Maintenance Costs  $ 2,985,408 - $ 239,557 $ 239,557 $ 239,557 

Operating Costs  $ 3,980,545 - $ 319,409 $ 319,409 $ 319,409 

Other Costs (Low Revenue)  $ 13,307,982 - $ 958,685 $ 971,215 $ 983,964 

Other Costs (High Revenue)  $ 25,092,516 - $ 1,811,300 $ 1,834,503 $ 1,858,112 

Total Operating Costs (Low 
Revenue)  

$ 20,273,935 - $ 1,517,652 $ 1,530,181 $ 1,542,930 

Total Operating (High 
Revenue)  

$ 32,058,469 - $ 2,370,267 $ 2,393,469 $ 2,417,078 
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Table 30: Options 1, 2 and 3 Low scenario operating revenue 

Low Scenario PV  2019-20 2020-21 2021-22 2022-23 

Revenue  

Marketplace / Café 
spend 

$ 15,820,430 - $ 1,101,501 $ 1,120,777 $ 1,140,391 

Wedding and Event 
visitation spend 

$ 4,653,389 - $ 373,400 $ 373,400 $ 373,400 

Total Revenue  $ 20,473,819 - $ 1,474,901 $ 1,494,177 $ 1,513,791 

Source: EY Analysis 
 

Table 31: Options 1, 2 and 3 High scenario operating revenue 

High Scenario PV 2019-20 2020-21 2021-22 2022-23 

Revenue  

Marketplace / Café 
spend 

$ 29,297,092 - $ 2,039,816 $ 2,075,513 $ 2,111,834 

Wedding and Event 
visitation spend 

$ 9,306,779 - $ 746,800 $ 746,800 $ 746,800 

Total Revenue  $ 38,603,871 - $ 2,786,616 $ 2,822,313 $ 2,858,634 

Source: EY Analysis 
 

Table 32: Option 4 Low scenario operating revenue 

Low Scenario PV  2019-20 2020-21 2021-22 2022-23 

Revenue  

Marketplace / Café 
spend 

 $ 6,445,360  -  $ 448,760   $ 456,613   $ 464,604  

Total Revenue   $ 6,445,360  - $ 448,760   $ 456,613   $ 464,604  

Source: EY Analysis 
*Option 4 will omit the wedding and event visitation spend 

Table 33: Option 4 High scenario operating revenue 

High Scenario PV 2019-20 2020-21 2021-22 2022-23 

Revenue  

Marketplace / Café 
spend 

 $29,297,092  -  $2,039,816   $2,075,513   $2,111,834  

Total Revenue  $29,297,092  -  $2,039,816   $2,075,513   $2,111,834  

Source: EY Analysis 
*Option 4 will omit the wedding and event visitation spend 

5.1.7 Financial Analysis Summary 

Table 34 to Table 37 summarise the results of the financial modelling undertaken for the proposed 
RWFC. These tables provide an indicative picture of the revenues and costs associated with running 
the RWFC under each option as well as the up-front capital cost of constructing the RWFC. Key 
conclusions from the financial analysis are: 

► For all options in the low revenue scenario, a RWFC is unlikely to be able to cover operating 
costs with operating revenues from year 1 

► For all options in the high revenue scenario, a RWFC is likely to cover operating costs with 
operating revenues but would have insufficient profit to cover capital costs over the 20-year 
modelling period 

► For Option 1 (the most expensive option) to break-even on annual operations in year one, 
visitation (marketplace and function) needs to be around 28% above that of the low revenue 
scenario (all other options break-even with lower visitation than this).  
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Table 34: Option 1 – 6-star option financial analysis summary 

Option 1 – 6-star 
option 

PV   2019-20   2020-21   2021-22   2022-23  

 Capital Cost    $ 19,013,280 - - - 

 Low Revenue Scenario  

 Operating revenue  $ 20,473,819 - $ 1,474,901 $ 1,494,177 $ 1,513,791 

 Operating cost  $ 21,601,145 - $ 1,624,150 $ 1,636,680 $ 1,649,429 

 Operating result  -$ 1,127,326 - -$ 149,250 -$ 142,503 -$ 135,638 

 High Revenue Scenario  

 Operating revenue  $ 38,603,871 - $ 2,786,616 $ 2,822,313 $ 2,858,634 

 Operating cost  $ 33,385,678 - $ 2,476,765 $ 2,499,968 $ 2,523,577 

 Operating result  $ 5,218,192 - $ 309,851 $ 322,345 $ 335,057 

Source: EY Analysis 

Table 35: Option 2 – 4-star option financial analysis summary 

Option 2 – 4-star 
option 

 PV   2019-20   2020-21   2021-22   2022-23  

 Capital Cost   $ 15,970,460 - - - 

 Low Revenue Scenario  

 Operating revenue  $ 20,473,819 - $ 1,474,901 $ 1,494,177 $ 1,513,791 

 Operating cost  $ 20,273,935 - $ 1,517,652 $ 1,530,181 $ 1,542,930 

 Operating result  $ 199,884 - -$ 42,751 -$ 36,004 -$ 29,139 

 High Revenue Scenario  

 Operating revenue  $ 38,603,871 - $ 2,786,616 $ 2,822,313 $ 2,858,634 

 Operating cost  $ 32,058,469 - $ 2,370,267 $ 2,393,469 $ 2,417,078 

 Operating result  $ 6,545,402 - $ 416,350 $ 428,843 $ 441,556 

Source: EY Analysis 

Table 36: Option 3 – refurbishment option financial analysis summary 

Option 3 – 
refurbishment 
option 

 PV   2019-20   2020-21   2021-22   2022-23  

 Capital Cost   $ 14,558,560 - - - 

 Low Revenue Scenario 

 Operating revenue  $ 20,473,819 - $ 1,474,901 $ 1,494,177 $ 1,513,791 

 Operating cost  $ 20,111,676 - $ 1,504,631 $ 1,517,161 $ 1,529,910 

 Operating result  $ 362,143 - -$ 29,731 -$ 22,984 -$ 16,119 

 High Revenue Scenario  

 Operating revenue  $ 38,603,871 - $ 2,786,616 $ 2,822,313 $ 2,858,634 

 Operating cost  $ 31,896,210 - $ 2,357,246 $ 2,380,449 $ 2,404,058 

 Operating result  $ 6,707,661 - $ 429,370 $ 441,863 $ 454,576 

Source: EY Analysis 



57 

Copyright © 2019 Ernst & Young Australia. All Rights Reserved.  
Liability limited by a scheme approved under Professional Standards Legislation 

Table 37: Option 4 – 6-star reduced footprint option financial analysis summary 

Option 4 – 6-star 
reduced footprint 
option 

 PV   2019-20   2020-21   2021-22   2022-23  

 Capital Cost   $ 5,439,260    

 Low Revenue Scenario 

 Operating 
revenue  

 $ 6,445,360    $ 448,760   $ 456,613   $ 464,604  

 Operating cost  $ 6,561,966    $ 482,068   $ 487,172   $ 492,366  

 Operating result  -$ 116,606  -$ 33,308 -$ 30,560 -$ 27,763 

 High Revenue Scenario  

 Operating 
revenue  

 $ 29,297,092    $ 2,039,816   $ 2,075,513   $ 2,111,834  

 Operating cost   $ 21,415,592    $ 1,516,255   $ 1,539,457   $ 1,563,066  

 Operating result   $ 7,881,500    $ 523,562   $ 536,055  $ 548,768  

Source: EY Analysis 

 Economic contribution analysis 

The economic contribution analysis uses the REMPLAN dataset and methodology outlined in section 
1.3. This methodology has been applied to estimate the economic contribution of capital spending 
in the construction phase as well as the economic contribution of the RWFC through the annual 
spending by visitors on an ongoing basis. 

5.2.1 Construction phase impacts 

The estimated economic impacts of construction spending are shown in Table 38. Direct effects are 
generated by the spending on the construction project itself, while indirect effects represent the 
flow on impact from increased demand in other sectors which is induced by the construction 
spending. 

These effects can be broadly interpreted as representing additional economic activity which would 
not have occurred in the absence of the RWFC (albeit this assumes spare capacity in the Riverland 
economy to undertake this activity and the construction of the RWFC does not simply ‘crowd out’ 
other investment).  

Option 1, with the highest capital spending, makes the most significant contribution to the Riverland 
economy during the construction phase, supporting 117 jobs in total and generating $14 million of 
value-add to the region from $40 million of total output. 
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Table 38: REMPLAN construction impacts (on the region) 

Option  Output (m)  Employment  Value-Added (m)  

 Option 1 – 6-star option  

 Direct Effect  $ 19.0 46 $ 5.7 

 Indirect Effect  $ 20.7 71 $ 8.7 

 Total  $ 39.7 117 $ 14.5 

Option 2 – 4-star option  

 Direct Effect  $ 16.0 39 $ 4.8 

 Indirect Effect  $ 17.4 59 $ 7.3 

 Total  $ 33.4 98 $ 12.1 

Option 3 - refurbishment option 

 Direct Effect  $ 14.6 35 $ 4.4 

 Indirect Effect  $ 15.9 53 $ 6.7 

 Total  $ 30.4 88 $ 11.1 

Option 4 - 6-star reduced footprint option  

 Direct Effect  $ 5.4  13 $ 1.6 

 Indirect Effect  $ 5.9  19 $ 2.5 

 Total  $ 11.4  32 $ 4.1 

Source: REMPLAN, EY Analysis 

5.2.2 Operations phase impacts 

The estimated annual economic contribution from spending in the RWFC is shown in Table 39 and 
Table 40. Direct effects are generated by the spending in the Centre itself, while indirect effects 
represent the flow on impact from increased demand in other sectors which is induced by the 
construction spending. For Options 1, 2 and 3 under the low revenue scenario, the RWFC is 
estimated to support 15 ongoing jobs, increase output by $2.6 million each year and increase value-
added by $1.1 million each year. Under the high revenue scenario, the RWFC is expected to support 
28 ongoing jobs, increase output by $4.8 million each year and increase value-added by $2.1 million 
each year. 

For Option 4 under the low revenue scenario the RWFC is estimated to support 5 ongoing jobs, 
increase output by $0.8 million and increase value-added by $0.3 million each year. For the high 
scenario, the RWFC is expected to support 20 jobs a year, increase output by $3.6 million and 
increase value added by $1.6 million per year. 
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Table 39: Options 1, 2 and 3 REMPLAN operational impacts (on the region) 

Scenario - Annual Values  Output (m)   Employment   Value-Added (m)  

 Low revenue scenario  

 Direct Effect  $ 1.5 11 $ 0.6 

 Indirect Effect  $ 1.1 4 $ 0.5 

 Total  $ 2.6 15 $ 1.1 

 High revenue scenario 

 Direct Effect  $ 2.8  20 $ 1.2 

 Indirect Effect  $ 2.1  8 $ 1.0 

 Total  $ 4.9  28 $ 2.1 

Source: REMPLAN, EY Analysis 

Table 40: Option 4 REMPLAN operational impacts (on the region) 

Scenario - Annual Values  Output (m)   Employment   Value-Added (m)  

 Low revenue scenario  

 Direct Effect  $ 0.4  3 $ 0.2 

 Indirect Effect  $ 0.3  2 $ 0.2 

 Total  $ 0.8  5 $ 0.3 

 High revenue scenario 

 Direct Effect  $ 2.0  14 $ 0.8 

 Indirect Effect  $ 1.5  6 $ 0.7 

 Total  $ 3.6  20 $ 1.6 

Source: REMPLAN, EY Analysis 

These effects are less likely to be additional than those in the construction phase. In fact, it is likely 
that a number of visitors to the RWFC would have chosen to visit the region irrespective of the 
RWFC. These are visitors that would visit the region in the absence of the Centre and therefore the 
impact of their spending in the region cannot be solely attributed to the construction of the Centre. 
This means that a proportion of the economic activity shown in the analysis would have occurred in 
the absence of the RWFC. 

However, a proportion of this economic activity is likely to be the result of either increased spending 
by existing visitors to the Riverland or additional visitors to the Riverland for whom the RWFC was 
their main reason for visiting the region.  

Analysis of other tourism assets has also been undertaken, however only survey data was available 
and only provided a measure of how many visitors listed the relevant tourism asset the sole reason 
for their visit to the region.40 The absence of a RWFC currently means this approach is not feasible 
at this time. A post hoc analysis looking at the economic contribution of the RWFC once it has been 
operating for a period of time could take such an approach. In an attempt to find proxy estimates, a 
brief contemporaneous analysis of visitor trends for MONA, Tasmania, the d’Arenberg Cube and 
McLaren Vale was undertaken but did not uncover clear trends in the data available. 

As such, while it is not possible to say how much of this economic activity is genuinely additional, 
these results indicate that the RWFC is likely to make a significant contribution to supporting jobs, 
value-added and output in the region.41 

  

                                                        
40 https://www.greatoceanroadtourism.org.au/wp-content/uploads/2016/09/Economic-value-to-Victoria-of-visitation-to-

the-Shipwreck-Coast-Final.pdf 
41 Further analysis once a RWFC exists may be able to identify the additionality – e.g. by surveying visitors on whether the 

RWFC is the reason for their visit to the Riverland. 

https://www.greatoceanroadtourism.org.au/wp-content/uploads/2016/09/Economic-value-to-Victoria-of-visitation-to-the-Shipwreck-Coast-Final.pdf
https://www.greatoceanroadtourism.org.au/wp-content/uploads/2016/09/Economic-value-to-Victoria-of-visitation-to-the-Shipwreck-Coast-Final.pdf


60 

Copyright © 2019 Ernst & Young Australia. All Rights Reserved.  
Liability limited by a scheme approved under Professional Standards Legislation 

 Socio-economic analysis 

A qualitative analysis has been undertaken to assess the social and economic benefits of the 
options. These benefits are linked to the objectives, the problems and opportunities identified in 
setting out the case for change in Chapter 3. Table 41 shows the criteria used for this 
socioeconomic analysis, and the weightings given to the criteria. The weightings have been derived 
as part of the business case development based on the relative importance of each criteria 
articulated during stakeholder consultations. These criteria are used to analyse the benefits of each 
option, relative to the base case of no investment and no RWFC. 

Table 41: Socio-economic criteria 

Criteria  Rationale Weighting 

Social criteria (50%)   

Enhances reputation and recognition 

Improving the reputation and recognition of the Riverland as a 
wine and food producer and destination will allow producers to 
focus on higher value-added products and provide an additional 
incentive for people to visit the Riverland. 

30% 

Improves social cohesion across the 
region  

A RWFC which represents the best of wine and food from 
across the region will encourage cooperation between local 
communities and businesses, who will have incentives to work 
together to receive common benefits. 

10% 

Provides a focal point in the Riverland 
Providing a focal point in the region can help to develop a 
distinctive identity for the Riverland. 

10% 

Economic criteria (50%)   

Increases tourism spending 
A RWFC may provide a key attraction for additional visitation to 
the area, as well as providing a location to encourage additional 
spending by existing visitors.  

20% 

Increases value added  
A RWFC could allow producers to sell higher value products 
both directly to consumers and to other businesses as 
recognition of quality grows. 

15% 

Increases economic diversity 
A RWFC may broaden the economic offering of the Riverland 
region, creating jobs and supporting industries which further 
diversifies the current mix.  

15% 

Source: EY Analysis 

5.3.1 Enhances reputation and recognition 

The analysis of stakeholder views and literature concludes that all options are likely to enhance the 
reputation and recognition of the Riverland compared with the base case, in which there is no 
RWFC. The existence of a RWFC will allow local producers to promote their products and highlight 
the range and quality of products which come from the region. It is noted that it is unlikely that the 
development of the RWFC will completely address the reputation and recognition problem as 
identified. However, it is likely to form part of a broader suite of solutions (as discussed further in 
the conclusion chapter). 

Options 1 and 3, which provide a 6-star quality building are likely to be more effective in delivering 
this benefit than Option 2, which provides a 4-star building and Option 4, which provides a reduced 
footprint and reduced functionality. The higher quality of finish and materials provided by a 6-star 
building could embody the high-quality reputation that the RWFC aims to provide for the wine and 
food offerings it will provide. This representation of quality is also likely to have a more lasting 
impression on visitors as well as provide a stronger drawcard to promote to prospective visitors. 
These effects would increase the recognition of the Riverland as a source of quality wine and food 
under Options 1, 3 and 4 compared with Option 2, which is likely to give a less memorable 
environment for visitors and enticing attraction for prospective visitors. 
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Options 1 and 3 are equally effective in delivering this benefit as they provide a higher quality 
experience for visitors and a more powerful drawcard for prospective visitors. Option 2 and 
Option 4 achieve this benefit to a significant extent compared to the current state but to a 
lesser extent than Options 1 and 3. 

5.3.2 Improves social cohesion across the region 

All options are likely to improve social cohesion throughout the region compared with the base case. 
In all options, there is a RWFC which provides a location for the collective promotion of produce 
from across the Riverland. Likewise, in all options, parties (including businesses and local 
governments) from across the region will need to work collaboratively to enjoy the benefits of the 
RWFC. 

All options provide both the means and incentive for increased cooperation and communication 
between parties across the Riverland compared with the base case. 

5.3.3 Provides a focal point in the Riverland 

All options provide a single focal point in the Riverland, which is absent in the base case. This 
benefit is realised by all options providing a RWFC on a single site. The extent to which the building 
is widely recognised as a focal point may be partially determined by the quality of finish and 
materials used and functionality. Options 1 and 3 are likely to result in a more distinctive building 
and attract a greater focus from visitors to the region than Option 2. Option 4 will provide a focal 
point for the Riverland however it will be to a lesser extent than Options 1, 2 and 3 given the 
reduced footprint. 

Options 1 and 3 are equally effective in delivering this benefit as they equally provide a higher 
quality of finish and materials than Option 2, and this is likely to be perceived as having greater 
distinctiveness. Option 2 and 4 provide a single focal point in the region and therefore deliver 
this benefit to some extent. Option 4 has a reduced footprint and reduced functionality so will 
not provide a focal point to the same level as Options 1, 2 and 3. 

5.3.4 Increases tourism spending  

All options have the potential to increase tourism spending in the Riverland, by providing a RWFC 
which showcases produce from the region in a single, easily identifiable and attractive location. 
Additional spending in the region may occur from existing visitors increasing their spending based 
on an improved perception of quality and availability of local produce, or from additional visitors 
being attracted to the Riverland by the existence of the RWFC. 

Options 1 and 3 will provide a higher quality, more distinctive and attractive environment which may 
provide a stronger incentive for additional spending by existing visitors and also be more effective in 
attracting additional visitors to the area. Option 4 will have a smaller footprint with reduced 
functionality so may act as less of an incentive to visit the region.  

Options 1 and 3 are equally effective in delivering this benefit as they equally provide a higher 
quality of finish and materials than Option 2, and this is likely to be more effective in driving 
higher spending from existing visitor and higher numbers of new visitors. Option 2 and 4 also 
improve the availability of and perception of local produce but with a lesser effect on increasing 
spending. Option 4 may not attract as many visitors due to the reduced footprint and reduced 
functionality. 

5.3.5 Increases value added  

All options provide an opportunity for Riverland producers to move up the value chain. This is 
expected to occur through two main mechanisms. First, producers in the Riverland will have an 
expanded opportunity to market their products directly to consumers, capturing more of the value 
in the final product than they are able to currently. All options are likely to enable this mechanism 
equally as they all result in a RWFC selling produce directly to consumers. 
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The second mechanism for increasing value added is linked with the reputational impact of the 
RWFC. Improved reputation and recognition for Riverland wine and food can increase the value 
placed on these products by consumers. Riverland produce may then be perceived as higher quality 
than it is currently and therefore attract a higher return for producers. As Options 1 and 3 are 
estimated to have a greater impact on reputation and recognition, they are likewise estimated to 
have a greater impact on value added through this mechanism.  

Options 1 and 3 deliver this overall benefit equally as they both provide the opportunity for 
direct sales to consumers and have an equal effect on the perceived quality of Riverland 
products through improved reputation and recognition. Option 2 delivers this benefit to a 
significant extent. Option 4 has the capacity to deliver this benefit but it will have a reduced 
marketplace and no function space so will not be able to provide the same level of outcomes as 
the other options. Option 2 provides for direct to consumer sales equally but has a lesser effect 
on the perceived quality of Riverland products than Options 1 and 3. 

5.3.6 Increases economic diversity 

All options are likely to increase economic diversity in the Riverland. The existence of a RWFC 
provides the opportunity for accommodation and food services and retail trade to become more 
prominent in the Riverland economy. While the RWFC will directly support the existing strengths of 
the agricultural production sector of the Riverland, this diversification could reduce the extent to 
which the Riverland is reliant on a single sector.  

All options provide a RWFC which has the potential to increase the economic diversity of the 
Riverland. This benefit is assumed to occur from the existence of the RWFC and therefore 
Options 1, 2 and 3 are judged to be equally effective in delivering this benefit. Option 4 will 
have reduced footprint and functionality so will not contribute to an increase in economic 
diversity to the same extent as the other options. 

5.3.7 Summary of Socio-economic analysis 

The qualitative discussion above has been formalised into a multi-criteria analysis which used the 
scoring system outlined in Table 42. Scores have been allocated to each criterion and the criteria 
weighting applied to arrive at a ranking for each option. These scores and ranking are displayed in 
Table 43. The results of the analysis indicate that Options 1 and 3 are likely to be equally effective 
in delivering the socio-economic benefits of a RWFC. 

Table 42: Scoring of socio-economic benefits 

Score Description 

0 No impact on achievement of benefits 

1 Minimal impact on achievement of benefits 

2 Limited impact on achievement of benefits 

3 Partial achievement of benefits 

4 Delivers the majority of benefits 

5 Completely delivers benefits 

Source: EY Analysis 
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Table 43: Results of multi-criteria analysis 

Criteria Weight Base Case 
Option 1: 6-
star option 

Option 2: 4-
star option 

Option 3: 
refurbishment 

option 

Option 4: 6-
star reduced 

footprint 
option 

Social (50%)  

Enhances reputation and 
recognition 

30% 0 4 2 4 3 

Improves social cohesion 
across the region 

10% 0 3 3 3 3 

Provides a focal point in 
the Riverland 

10% 0 5 4 5 3 

Economic and financial benefits (50%)  

Increases tourism 
spending 

20% 0 3 2 3 2 

Increases value added 15% 0 4 3 4 2 

Increases economic 
diversity 

15% 0 3 3 3 2 

TOTAL benefits 
(weighted max of 5) 

 0 3.65 2.6 3.65 2.5 

Option Rank  0 = 1 3 = 1 4 

Source: EY Analysis 

 Risk assessment  

A variety of risks are associated with the construction of the RWFC and its operation. Some of these 
are common to all the options considered, while others are option specific. 

The main risk associated with all options is the ability to generate the level of revenue estimated in 
the above analysis. There is significant uncertainty associated with the key assumptions 
(marketplace visitors, marketplace / café spend, number of functions, spend per function and 
function visitors) given the available information and data. Changes in these assumptions will have a 
significant impact on the Centre’s ability to generate revenue and therefore, viability. 

While the operating model for the Centre is still to be defined, once finalised the successful 
operation of the Centre will be contingent on the willingness of businesses to operate under this 
model. There is a risk that a chosen model does not align with certain businesses’ desired modes of 
operation. Key to ameliorating this risk will be market testing to ensure that the chosen operating 
model aligns with market expectations. Further, there is a risk that ongoing funding may be required 
to operate and maintain the Centre on an ongoing basis. If practically the parameters are more 
closely aligned with those used to estimate the low revenue scenario, then a level of external 
funding may be required to enable the Centre to operate on an ongoing basis. 

Businesses within the agriculture sector across Australia are increasingly seeking to take advantage 
of consumers’ increased focus on high quality food and beverages, with an emphasis on 
provenance. There is a risk that as businesses look to take advantage of this demand they may seek 
to develop their own business opportunities that compete with the offering of the RWFC. This may 
be within or outside of the Riverland region. Additional competitive offerings are likely to reduce the 
number of visitors to the Centre and the revenue it generates. 

Under Option 1 and Option 3 there is a risk that the additional cost to build or refurbish a building to 
6-star quality will not generate sufficient additional revenue to compensate for the higher costs of 
development. While these options are more likely to assist in the achievement of some of the 
objectives of a RWFC, this may not translate into a sufficient impact on the number of visitors, 
functions or additional spending to warrant the additional capital outlay required.  

Under Option 3 there is a risk that a suitable building that meets the location criteria and can fulfil 
the desired functions is not available. Key to addressing this risk will be further analysis of the 
suitability of sites discussed in section 6.2. Further to this, there is a risk that if a building exists that 
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meets these requirements, it may not have the characteristics that have been assumed to 
undertake the costings and therefore will require additional work at a higher cost. The exclusions 
that will require further analysis are found in section 4.2.4. 

There is a significant risk with Option 4 that the reduced footprint and reduced functionality will not 
produce the level of visitation estimated. This could be as a result of reduced footprint and 
functionality not acting as a focal point to the extent of the other options. 
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6. Conclusions 

 Findings  

6.1.1 Impact of the RWFC 

The financial analysis indicates that a RWFC which generates a positive income on an annual 
operating basis is a plausible goal (with a risk under the low revenue scenario in Option 1 and 4 that 
this will not be achieved). However, under the modelling assumptions used, a RWFC is unlikely to 
generate enough operating income to cover capital costs over a 20-year period. 

► For Options 1, 2 and 3 in the low revenue scenario (with 27,000 tourists and 25 weddings or 
75 functions or a combination of these per year) a RWFC is unlikely to be able to cover 
operating costs with operating revenues. For example, in year 1, operating revenue is 
estimated at approximately $1.47 million, while operating costs are estimated to be between 
$1.50 to $1.62 million. This is the same for Option 4 (in the low revenue scenario) where in 
year 1 operating revenue is estimated at approximately $448,000, while operating costs are 
estimated to be approximately $482,000.  

► For Options 1, 2 and 3 in the high revenue scenario, with an assumed 50,000 tourist visits and 
50 weddings (or 150 functions or a combination of these) per year, a RWFC is likely to cover 
operating costs with operating revenues but would have insufficient profit to cover capital 
costs over the 20-year modelling period. For example, in year 1, operating revenue is 
estimated to be approximately $2.78 million in the first year with operating costs estimated to 
be between $2.36 to $2.48 million. 

► This is the same for Option 4 (in the high revenue scenario) where in year 1 operating revenue 
is estimated to be approximately $2.04 million with operating costs estimated to be 
approximately $1.52 million dollars. 

From the perspective of the Riverland economy more broadly, both the investment in construction 
and the ongoing income from a RWFC are likely to have a positive effect. Key findings of the 
economic contribution analysis are:  

► Economic benefit (Options 1, 2 and 3) - The construction of the RWFC is anticipated to bring 
between 88 and 117 jobs to the Riverland (for Option 3 and Option 1 respectively), increase 
output by between $30.4 million and $39.7 million and increase value added by between $11.1 
million and $14.5 million. Highlighting the long-run benefits of the RWFC, the operation of the 
RWFC is estimated to support between 15 and 28 jobs on an ongoing basis (for low and high 
revenue scenarios respectively), increase output by between $2.6 million and $4.9 million and 
increase value added by between $1.1 million and $2.1 million. 

► Economic benefit (Option 4) – The construction of the RWFC under Option 4 is anticipated to 
bring approximately 32 jobs to the Riverland, increase output by $11.4 million and increase 
value added by $4.1 million. The ongoing operation of the RWFC is estimated to support 
between five and 20 jobs on an ongoing basis (for low and high revenue scenarios 
respectively), increase output by between $0.8 million and $3.6 million and increase value 
added by between $0.3 million and $1.6 million.  

6.1.2 Options analysis 

The options all result in a new RWFC being preferred compared with the base case of there being no 
RWFC and the identified problems continuing to occur, without the RWFC to address these to any 
extent. High and low scenarios have been developed to estimate potential revenues for the RWFC 
and these scenarios have been applied equally to all options. 
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To enrich the options analysis, a qualitative assessment of the options’ ability to meet the objectives 
of the project was undertaken to capture broader economic and social benefits in addition to 
financial considerations. Key findings of the options analysis are:  

► Subject to the availability of a suitable site for refurbishment, it is likely that this option will 
represent the least cost option, while delivering the same level of benefits when compared to 
the construction of a new building to the same specifications. 

► The analysis suggests that: 

o A 4-star building is significantly more cost effective but is assessed as less likely to deliver 
the desired socio-economic benefits and potentially be less effective for increasing 
visitation (although this effect is unknown).  

o This is also true for Option 4 with a reduced footprint and reduced functionality less likely 
to deliver the desired benefits. 

o A 6-star building is more expensive to construct but is likely to better meet the objectives 
of the project, deliver the desired socio-economic benefits and potentially be more 
effective for increasing visitation (although this effect is unknown). 

6.1.3 Investment and funding 

The financial analysis has implications for both the ongoing financial position of the RWFC and for 
the potential role that government may be required to play to ensure the development of a RWFC 
goes ahead. Overall the analysis suggests: 

► It is highly likely there will be a need for government investment to pay for the construction of 
the RWFC as the operation of the Centre is unlikely to be sufficiently commercially viable to be 
developed on a commercial basis alone. 

► A RWFC that generates sufficient revenue to maintain a sustainable operating position is a 
plausible outcome. Market participants may take the view that the likely revenue is high enough 
that they would be willing to share some proportion of these capital costs with government 
(refers to upfront capital costs or lifecycle costs with ongoing maintenance and upkeep of the 
facility for its useful life). Overall, the RWFC is unlikely to require ongoing government 
investment in order to cover operational costs in its current form (although this conclusion 
needs to be tested in the market). This is dependent on the extent of commercial versus 
non-commercial activities that the RWFC provides. 

 Next steps 

Additional work is required to further define the options considered and refine the analysis 
undertaken. The work undertaken in the development of the business case has identified the 
following next steps: 

1. Work with stakeholders to identify the most appropriate specific location for the 
construction/refurbishment of a building. This should be based on the desired location 
attributes as identified through this project in the form of location criteria 

2. Further assess the suitability of existing buildings for refurbishment, considering the 
refurbishment requirements articulated and the options proposed by stakeholders. This will 
entail assessing the suitability of sites, existing buildings and the consideration of the desired 
location as defined in the previous step  

3. Determine site specific costings and implications for construction/refurbishment 

4. Consider any community service obligations for the Centre and funding implications. Finalise 
governance arrangements to ensure effective monitoring for a “region-wide investment” 

5. Consider use of technology and other items to make the Centre ‘unique” which may not be 
included in the capital/fit out costs 

6. Document expected outcomes and associated KPI’s to assist with benefits realisation 
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7. Work with stakeholders to consider opportunities to amend Centre’s functions and attributes to 
enhance the commercial opportunities the Centre presents. The functional brief considered in 
this business case was developed based on stakeholder’s views of what the Riverland requires. 
It is suggested that further consideration of how this can be altered to enhance the revenue 
opportunities or lower the cost of the facility is worthy of consideration e.g. formal restaurant 
or accommodation. Government should determine the broader “non-centre” activities that are 
part of addressing the problem 

8. Outline whether or not the desire of the Riverland is to become a food tourism destination. This 
is important for the brand of the Riverland and what it wants to be known for 

9. Undertake market sounding to test key assumptions and the suitability of different operating 
models and governance structures. As articulated in the risk assessment, the suitability of 
operating models is contingent on a willingness of business to operate under these parameters. 
This needs to be tested to ensure expectations are aligned. This would entail discussing the 
parameters of the RWFC with likely operators including local councils, Riverland community 
members, business that are likely to display their products at the RWFC and local leaders about 
potential operating models, appropriate governance structures, their willingness to participate 
in such a centre and further testing the assumptions utilised 

10. The development of a RWFC in itself is unlikely to address in their entirety the problems 
identified. As such, further work should be undertaken to identify complementary measures 
that would help address these issues and/or enhance the ability of the RWFC to address these 

11. Steps 1 to 10 provide the required information to develop a detailed Full Business Case which 
robustly identifies a specific preferred option and delivery approach. Key areas of scope to be 
considered in the Full Business Case include detailed procurement and risk analyses, 
environmental and planning consents, and more detailed commercial and operational analysis. 
All of these areas of scope are enabled by the identification of a specific site and building option 
to pursue.  
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Appendix A: Stakeholders consulted  

Table 44: Stakeholders consulted – Regional Visits 

 Regional Visit 1 
 1 March 2019 

 Regional Visit 2 
 14 March 2019 

Chris Byrne, Riverland Wine  Tony Siviour and council staff, Renmark Paringa Council 

Sean Cole and Ashley Chabrel, CCW Andrew Caire and spouse, Pike River Luxury Villas 

Ella Winnall, Riverland Food Andrew Haigh and Myles Somers, Berri Barmera Council 

Keryn Gorman, Illangi Gourmet Foods (Waikerie) David Beaton, District Council of Loxton Waikerie  

Source: Stakeholder consultation 

 

Table 45: Stakeholders consulted – Additional Consultations 

 Stakeholders 

Caroline Phillips, Destination Riverland 

Brian Smedley, SA Wine Industry Association Incorporated 

Rick and Cathy Edmonds, The Frames 

Joanne Podoliak, RDA Murraylands and Riverland 

Source: Stakeholder consultation 

 

Table 46: Stakeholders consulted – Roundtables 

Name Roundtable 1 Roundtable 2 

Richard Fewster √ √ 

Tony Sharley, Murray River Walk  √ √ 

Ella Winnall, District Council of Loxton Waikerie  √ √ 

Tony Siviour, Renmark Paringa Council √ √ 

Sue Heward, Singing Magpie Produce √  

Andrew Haigh, Berri Bamera Council √  

Andrew Caire, Pike River Luxury Villas √ √ 

Emma Gwiazda, RDA Murraylands and Riverland √ √ 

Kate Gillespie, Destination Riverland √  

Jenny Semmler, Destination Riverland √  

Chris Byrne, Riverland Wine √ √ 

Cary Hocking, Waikerie Submission √  

Sonia Fowler, Waikerie Submission √  

Caroline Phillips, Destination Riverland  √ 

Source: Stakeholder consultation 
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Appendix B: Cost Plans 

Table 47: Cost plan for Option 1 

Description Base Area Façade 
allowance 
(10%) 

Circulation 
allowance 
(20%) 

Total Area 
(m2) 

Construction Rate 
($/m2) 

Construction Cost Total 
(excl. GST) 

Market Place 

Market  225 23 50 297 $8,500 $2,524,500 

Food Prep and Kitchen (includes Kitchen Equipment) 160 16 35 211 $10,500 $2,217,600 

Amenities 41 4 9 54 $5,500 $297,660 

Deck 76 0 15 91 $1,500 $136,800 

Verandah/Roof Overhang 169 0 34 203 $1,000 $202,800 

Furniture and Equipment      $100,000 

Market Place Total (excl. GST) 671 43 143 856 $6,398 $5,479,360 

Multi-Purpose Space 

Multi Purpose Space 318 32 70 420 $12,000 $5,037,120 

Bar 45 5 10 59 $8,500 $504,900 

Store 45 5 10 59 $4,000 $237,600 

Staff 45 5 10 59 $6,500 $386,100 

Deck 101 0 20 121 $1,500 $181,800 

Verandah 122 0 24 146 $1,000 $146,400 

Furniture and Equipment      $150,000 

Multi Purpose Space Total (excl. GST) 676 45 144 866 $7,675 $6,643,920 

External Works 

Market Place Outdoor Area    800 $800 $640,000 

Multipurpose Outdoor Area    800 $1,200 $960,000 

Carparking (allowed for 50 Cars + 2 x Buses)    2500 $250 $625,000 

Entry Statement and Wayfinding Signage      $100,000 

Sundry Landscaping (Balance of site area allowance)      $150,000 

Access Driveway    Item  $100,000 

Loading / Screening    Item  $50,000 

External Works Total (excl. GST) 
 

     $2,625,000 

Site Services Infrastructure (50m run from Property) Extra cost per m  
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Description Base Area Façade 
allowance 
(10%) 

Circulation 
allowance 
(20%) 

Total Area 
(m2) 

Construction Rate 
($/m2) 

Construction Cost Total 
(excl. GST) 

Electrical Services (Transformer and MSB)     $450 $150,000 

SAPN Augmentation     - $100,000 

Telstra (Communication Services)      $175 $40,000 

Sewer (assume Septic Tank)     - $50,000 

Grease Arrestor (5,400 Lt)     - $25,000 

SA Water - Water Mains connection     $250 $25,000 

SA Water - Fire Mains connection and Hydrant     $300 $75,000 

Gas Provision (Bullet Infrastructure)     - $50,000 

Builders Work in Connection      $50,000 

Site Services Infrastructure (50m run from Property) - Total      $565,000 
       
Contingency Allowance (10%)      $1,600,000 

Professional Fees (12%)      $2,100,000 
       
6 Star Option Total (excl. GST)    1722 $11,042 $19,013,280 

Source: RLB 
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Table 48: Cost plan for Option 2 

Description Base Area Façade 
allowance 
(10%) 

Circulation 
allowance 
(20%) 

Total Area 
(m2) 

Construction Rate 
($/m2) 

Construction Cost Total 
(excl. GST) 

Market Place 

Market  225 23 50 297 $6,500 $1,930,500 

Food Prep and Kitchen (includes Kitchen Equipment) 160 16 35 211 $10,000 $2,112,000 

Amenities 41 4 9 54 $5,000 $270,600 

Deck 76 0 15 91 $1,200 $109,440 

Verandah/Roof Overhang 169 0 34 203 $800 $162,240 

Furniture and Equipment      $100,000 

Market Place Total (excl. GST) 671 43 143 856 $5,470 $4,684,780 

Multi-Purpose Space 

Multi Purpose Space 318 32 70 420 $9,500 $3,987,720 

Bar 45 5 10 59 $7,500 $445,500 

Store 45 5 10 59 $3,000 $178,200 

Staff 45 5 10 59 $5,500 $326,700 

Deck 101 0 20 121 $1,200 $145,440 

Verandah 122 0 24 146 $800 $117,120 

Furniture and Equipment      $150,000 

Multi Purpose Space Total (excl. GST) 676 45 144 866 $6,181 $5,350,680 

External Works 

Market Place Outdoor Area    800 $650 $520,000 

Multipurpose Outdoor Area    800 $1,000 $800,000 

Carparking (allowed for 50 Cars + 2 x Buses)    2500 $250 $625,000 

Entry Statement and Wayfinding Signage      $75,000 

Sundry Landscaping (Balance of site area allowance)      $100,000 

Access Driveway    Item  $100,000 

Loading / Screening    Item  $50,000 

External Works Total (excl. GST) 

 

 

 

      

$2,270,000 
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Description Base Area Façade 
allowance 
(10%) 

Circulation 
allowance 
(20%) 

Total Area 
(m2) 

Construction Rate 
($/m2) 

Construction Cost Total 
(excl. GST) 

Site Services Infrastructure (50m run from Property) Extra cost per m  

Electrical Services (Transformer and MSB)     $450 $150,000 

SAPN Augmentation     - $100,000 

Telstra (Communication Services)      $175 $40,000 

Sewer (assume Septic Tank)     - $50,000 

Grease Arrestor (5,400 Lt)     - $25,000 

SA Water - Water Mains connection     $250 $25,000 

SA Water - Fire Mains connection and Hydrant     $300 $75,000 

Gas Provision (Bullet Infrastructure)     - $50,000 

Builders Work in Connection      $50,000 

Site Services Infrastructure (50m run from Property) - Total      $565,000 

       

Contingency Allowance (10%)      $1,300,000 

Professional Fees (12%)      $1,800,000 

       

4 Star Option Total (excl. GST)    1722 $9,275 $15,970,460 

Source: RLB  
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Table 49: Cost plan for Option 3 

Description Base Area Circulation 
allowance 
(10%) 

Total Area 
(m2) 

 
Construction Rate 
($/m2) 

Construction Cost Total 
(excl. GST) 

Market Place 

Market  225 68 293  $6,800 $1,989,000 

Food Prep and Kitchen (includes Kitchen Equipment) 160 48 208  $8,400 $1,747,200 

Amenities 41 12 53  $4,400 $234,520 

Deck   Item   $250,000 

Verandah/Roof Overhang   Item   $100,000 

Furniture and Equipment       

Market Place Total (excl. GST) 426 128 554  $7,801 $4,320,720 

Multi-Purpose Space 

Multi Purpose Space 318 95 413  $9,600 $3,968,640 

Bar 45 14 59  $6,800 $397,800 

Store 45 14 59  $3,200 $187,200 

Staff 45 14 59  $5,200 $304,200 

Deck   Item   $250,000 

Verandah   Item   $150,000 

Furniture and Equipment       

Multi Purpose Space Total (excl. GST) 453 136 589  $8,928 $5,257,840 

External Works 

Market Place Outdoor Area   800  $650 $520,000 

Multipurpose Outdoor Area   800  $1,000 $800,000 

Carparking (allowed for 50 Cars + 2 x Buses)   2250  $100 $225,000 

Entry Statement and Wayfinding Signage   Item   $100,000 

Sundry Landscaping (Balance of site area allowance)   Item   $50,000 

Access Driveway   Item   $25,000 

Loading / Screening   Item   $50,000 

External Works Total (excl. GST) 

 

 

 

      

$1,770,000 
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Description Base Area Circulation 
allowance 
(10%) 

Total Area 
(m2) 

 
Construction Rate 
($/m2) 

Construction Cost Total 
(excl. GST) 

Site Services Infrastructure (50m run from Property) Extra cost per m  

Electrical Services (Transformer and MSB)      $100,000 

SAPN Augmentation      $50,000 

Telstra (Communication Services)       $40,000 

Sewer (assume Septic Tank)      $25,000 

Grease Arrestor (5,400 Lt)      $30,000 

SA Water - Water Mains connection      $15,000 

SA Water - Fire Mains connection and Hydrant      $50,000 

Gas Provision (Bullet Infrastructure)      $50,000 

Builders Work in Connection      $50,000 

Site Services Infrastructure (50m run from Property) - Total      $410,000 

       

Contingency Allowance (10%)      $1,200,000 

Professional Fees (12%)      $1,600,000 

       

Refurbishment to 6 Star Option Total (excl. GST)      $14,558,560 

Source: RLB 
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Table 50: Cost plan for Option 4 

Description Base Area Façade 
allowance (10%) 

Circulation 
allowance 
(20%) 

Total Area 
(m2) 

 

Construction Rate 
($/m2) 

Construction Cost 
Total (excl. GST) 

Stage 1 - Food Prep and Kitchen   

Food Prep and Kitchen (includes Kitchen Equipment) 160 16 35 211  $10,500.00 $2,217,600 

Amenities 41 4 9 54  $5,500.00 $297,660 

Deck 76 0 15 91  $1,500.00 $136,800 

Verandah/Roof Overhang 80 1 16 97  $1,000.00 $97,200 

Furniture and Equipment       $75,000 

Total - Food Prep and Kitchen (excl. GST) 357 21 76 454  $6,225 $2,824,260 

External Works  

Market Place Outdoor Area      $450 $150,000 

Multipurpose Outdoor Area      - $100,000 

Carparking (allowed for 50 Cars + 2 x Buses)      $175 $40,000 

Entry Statement and Wayfinding Signage      - $50,000 

Sundry Landscaping (Balance of site area allowance)      - $25,000 

Access Driveway      $250 $25,000 

Loading / Screening      $300 $75,000 

External Works Total (excl. GST)       $950,000 

Site Services Infrastructure (50m run from Property)  Extra cost per m  

Electrical Services (Transformer and MSB)      $450 $150,000 

SAPN Augmentation      - $100,000 

Telstra (Communication Services)       $175 $40,000 

Sewer (assume Septic Tank)      - $50,000 

Grease Arrestor (5,400 Lt)      - $25,000 

SA Water - Water Mains connection      $250 $25,000 

SA Water - Fire Mains connection and Hydrant      $300 $75,000 

Gas Provision (Bullet Infrastructure)      - $50,000 

Builders Work in Connection       $50,000 

Site Services Infrastructure (50m run from Property) - 
Total       

$565,000 

 

        

Contingency Allowance (10%)       $500,000 
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Description Base Area Façade 
allowance (10%) 

Circulation 
allowance 
(20%) 

Total Area 
(m2) 

 

Construction Rate 
($/m2) 

Construction Cost 
Total (excl. GST) 

Professional Fees (12%)       $600,000 

        

Refurbishment for 6-Star – reduced footprint Option Total 
(excl. GST)       

$5,439,260 

Source: RLB 
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Appendix C: HASSELL Studio renders 

 

 
Figure 15: RWFC concept design - Option 1: 6-star option 

Source: HASSELL Studio, architect 
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Figure 16: RWFC concept design - Option 1: 6-star option 

Source: HASSELL Studio, architect 
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Figure 17: RWFC concept design - Option 1: 6-star option 

Source: HASSELL Studio, architect 
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Figure 18: RWFC concept design - Option 1: 6-star option 

Source: HASSELL Studio, architect 

 



81 

Copyright © 2019 Ernst & Young Australia. All Rights Reserved.  
Liability limited by a scheme approved under Professional Standards Legislation 

 
 

 

Figure 19: RWFC concept design - Option 4: 6-star reduced footprint option, project stages 

Source: HASSELL Studio, architect 
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Figure 20: RWFC concept design - Option 4: 6-star reduced footprint option, Stage 1 
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Source: HASSELL Studio, architect

Figure 21: RWFC concept design - Option 4: 6-star reduced footprint option, Stage 2 

Source: HASSELL Studio, architect 
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Figure 22: RWFC concept design - Option 4: 6-star reduced footprint option, Stage 3 

Source: HASSELL Studio, architect 



85 

Copyright © 2019 Ernst & Young Australia. All Rights Reserved.  
Liability limited by a scheme approved under Professional Standards Legislation 

Appendix D: Themes arising from RWFC stakeholder 
consultation process 

From facilitating the Roundtables and conducting the additional consultations, there were several 
key themes to emerge from the discussions. These have been captured below and represent a broad 
view of what the various stakeholders had to say.  

Definition of the problem 

Stakeholders raised a number of problems that the RWFC aims to address, these have been 
consolidated into four key headings as set out below. It was noted amongst Discussion Paper 
submissions and throughout the consultation process that the problem to be addressed by the 
RWFC was not clearly defined.    

Recognition   

► Poor recognition of the Riverland as a wine and food region. Many of the attendees addressed 
this as the biggest problem the Riverland faces. It was suggested that much of this poor 
recognition likely comes from ignorance as many people do not know that the Riverland offers 
the experiences and quality of food and wine that they do, for example one stakeholder said, 
'We had no idea the Riverland had such great food and wine'. 

► There is a lack of perceived value in authenticity, businesses in general have under-invested in 
educating and training of staff, promotional activities, marketing and showcasing regional wine 
and food offerings.  

► Developing a unique story of the region, its businesses and offerings in wine and food is needed 
to educate consumers and lift regional recognition.  

► The region has shown significant improvement in its “wine brand” over the past 5 years and 
food offerings over the past 2 years. However limited consumer awareness of the Riverland 
brand and what it stands for indicates more effort required in this area. 

Reputation 

► Riverland has a mixed reputation in relation to the quality of wine and food produced. It was 
suggested that perceptions of reputational issues may be higher at a regional / State level.  

► However, negative perceptions of reputation needs to be considered on a case by case basis for 
commodities and offerings. Riverland citrus was cited as an example of a high quality, premium 
produce coupled with strong recognition.    

► An absence of a clear value proposition for consumers to visit the region’s individual wineries 
(relative to other wine producing regions). 

Focal point 

► There is an absence of a focal point that defines, promotes, and demonstrates the diversity of 
the regions wine and food offerings. A focal point or area to showcase, demonstrate diversity 
and quality of food and wine on offer across the region was seen by the majority of 
stakeholders as a missing link. 

► Stakeholders raised the importance of taking time to develop a compelling consumer 
experience reflecting market needs. 

Coordination across the Riverland 

► Lack of a collective Riverland brand – The Riverland does not share one brand or stand together 
with one united front. Larger organisations did not label 'Riverland' on the bottle / produce. 
Examples such as Riverland Mark Trust initiative were viewed as a step in right direction, 
however required greater investment and resourcing to build critical mass. 
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► Higher levels of coordination within the region are required to optimise the consumer 
experience and broaden the dispersal of visitors (and economic impacts) across the Riverland.  

Implications to the region of not addressing the problem 

Lost opportunity for increased visitation/income 

► If the problem is not addressed there will be a lost opportunity to increase visitation, business 
profits, household income and local employment opportunities.  

► There will also be a missed opportunity to bring the Riverland region together and create a 
focal point to showcase all that the Riverland has on offer. 

Harder to attract residents 

► In the absence of investment and business growth, it may be harder to attract residents to the 
region   

Unable to showcase the region to existing visitors 

► The Centre can create a way of not only bringing visitors to the region but, dispersing them 
through to the other offerings and destination experiences located within the Riverland. A 
Centre which incentivises towns to work together can provide one way to facilitate major 
community cultural change and promote higher levels of cooperation. 

► Many international delegations visit the region, but currently it is unknown exactly how many 
and the types of destination experiences sought. A Wine and Food Centre provides an option 
for visitors to gain a unique Riverland experience. 

 

  

Relevance to RWFC business case process 

► Problem definition is anticipated to be broad, with the RWFC unlikely to address 
consequences of the problem in isolation 

► Consider a mechanism to address elements of the problem that are not addressed by the 
RWFC and reference in the Problem Definition and Case for Change sections of the 
business case    

► Ensure a well-developed problem definition section within the RWFC business case, clearly 
articulating the role of the RWFC and other strategic interventions required to address 
the problem 

 

Relevance to RWFC business case process 

► As per section 3.1, problem definition is anticipated to be broad, with the RWFC unlikely 
to address consequences of the problem in isolation   

► As per section 3.1, ensure a well-developed problem definition section within the RWFC 
business case, clearly articulating the role of the RWFC and other strategic interventions 
required to address the problem 

► Implications of not addressing the problem will serve as guidance for development of the 
base case 
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Are there other objectives that should be considered? 

Create a destination in the Riverland 

► The Centre should aim to create experiences for any visitors that come to the Riverland. It 
should be a destination experience in its own right that creates a change in the perception of 
the Riverland and improves the recognition of Riverland wine and food. 

Showcase the whole Riverland 

► The Centre should bring everything the Riverland has on offer together. This should include the 
Riverland’s history, story, wine and food. A RWFC would be a useful tool to promote the 
Riverland brand and strengthen region-wide coordination efforts. 

► A focus on the Riverland’s point of difference is key. Where else can you sip local wine on a 
houseboat or looking out over the River? The majority of stakeholders suggested that the 
Centre must be on the River, describing it as the clear differentiator.   

► There must be adequate incentive and mechanisms to disperse visitors through the Riverland, 
thereby capturing a higher level of tourism spend.   

► Education for businesses and offerings to demonstrate the value of authenticity is needed to 
improve the quality of the regional experience for visitors.  

 

What are the comparative advantages of the Riverland? 

History of the Riverland 

► The Riverland has a unique set of stories that they could be sharing with visitors to the region. 

► The region has a rich cultural heritage and a multi-cultural population. 

► The hard conditions have created a strong work ethic among Riverland locals. 

Riverland geography 

► Imagery of region is beautiful with wetlands as well as the River and a variety of wildlife. 

► The Riverland’s pest free status is a point of difference and something that adds value and 
credibility to the Riverland produce. 

► Although often seen as a negative, the distance from the Riverland to Adelaide ensures people 
stay longer. 

 

Relevance to RWFC business case process 

► Although project objectives have been refined and prioritised over the stakeholder 
consultation process, they have remained largely consistent with those envisaged under 
the Discussion Paper 

► Project objectives will be key to development of the strategic concept and options 
identification, as well as providing an important starting point for concept design 

 

Relevance to RWFC business case process 

► Provides overall regional context for the RWFC business case and provide some guidance 
on the type of regional information required for the business case 
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What are the challenges faced by the Riverland? 

► The negative perception of the Riverland not being a competitive wine region is a problem. This 
creates many flow on challenges for visitation and entrepreneurs to set up in the region. 

► There is restricted access to local produce in the region, as bottle shops and restaurants often 
fail to stock Riverland wine and food. This is associated with lack of education about what is on 
offer in the region.  

► There is a lack of awareness, including amongst locals, of what the region must offer and 
understanding of the quality of produce in the Riverland. 

► Lack of engagement with young people regarding agriculture and career futures. Younger 
people are not engaging with agriculture as a future career as much as they were. There is also 
a disconnect if you are not in agriculture as there is a lack of celebration of key milestones such 
as harvests and vintages. 

► Marketing both internally and externally is a challenge, particularly for small brands as they 
generally have a smaller marketing capacity.  

► Distance to Adelaide can be a challenge as there are several wine and food offerings closer 
than the Riverland. 

► There is a real challenge around linking food, wine, nature, art and culture together. These 
should not be in isolation and can be brought together to give a complete picture of the 
Riverland. 

What does the concept / strategic response look like? 

► Providing a showcase for the Riverland’s growing premium wine and food options, as well as 
craft beer, spirits, cider and other local produce. 

► Providing an outlet for wineries who currently operate without a cellar door. 

► Driving the identification and development of new value-adding opportunities (across wine and 
food). 

► Enabling visitors to experience a taste of the Riverland, as well as promoting local tourism and 
cellar door opportunities. 

► Showcasing the Riverland’s unique wine and food history. 

 

Relevance to RWFC business case process 

► As per section 3.5, Provides overall regional context for the RWFC business case and 
provide some guidance on the type of regional information required for the business case 

►  

Relevance to RWFC business case process 

► Functions, principles and conceptual detail have informed functional form and 
requirements associated with RWFC 

► Further consultations relating to development of the functional brief and concept design 
have used information gathered to date 

► Commercial and financial sustainability factors are likely to materially impact on functions 
offered by the RWFC 
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Are there other conceptual options we need to consider? 

► Dispersal around the Riverland is a must for the Centre.  

► Franchise model – multiple centres each offering a similar experience across the Riverland.  

► Network model (potentially as a subset of franchise model) - a network of Centres could be 
used to create competition between towns. A chained network could also incorporate separate 
facilities such as one location with a cooking school another with event space etc. If a network 
of Centres was set up, towns could each have the similar offering as well as a specific focus on 
their own 'thing' e.g. citrus from Waikerie. 

What are relevant location criteria considerations for the RWFC? 

► Must allow for dispersal of visitors around the region. 

► Must be located in an area that can effectively leverage existing visitation. 

► Situated in an ‘iconic’ location. 

► River access was talked about often with stakeholders agreeing a river location or river views 
was highly desirable.  

 

What operating model examples are relevant for the RWFC? 

► Partnership between government and industry would give the region a sense of involvement 
but also more structured governance from the government, whether this be local, state or 
federal. 

► One body to take ownership of the Centre. This would allow for more streamlined process and 
decision making. This would be a local and clearly identifiable owner. 

► Stakeholders suggested that the operators need to have freedom to pursue innovation / agile 
commercial refinement from an operational perspective. A burdensome governance structure 
that adversely impacts timely decision making should be avoided.        

Relevance to RWFC business case process 

► Functions, principles and feedback from locational criteria will inform geographical 
positioning of physical options 

► Development of an “aspirational brief” to guide development of concept design will also 
provide additional information towards location assessment 

► Location analysis will need to be considered in upfront planning to guide how the business 
case addresses evaluation of options 

► Submission responses to the Discussion Paper include a number of location based 
concepts, a process to manage stakeholder expectations and communication plan should 
be considered alongside the development of the business case  

Relevance to RWFC business case process 

► Alternative conceptual options identified will need to be addressed early within the 
options identification stage 

► Depending upon the nature of alternative conceptual options, consideration will be 
required when developing the options evaluation framework  
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► A network model would see several smaller Centres set up throughout the region instead of one 
Centre in one location. It could be based at each of the five-existing regional Visitor Information 
Centres (VICs). An advantage of this model is that it may allow 'Wine centre staff' to work 
across all five VICs and provide a mechanism to lift customer service levels across local / new 
employees and assist with knowledge transfer across the region. 

► Commission based remuneration was discussed as one-way customer-facing employees could 
be appropriately incentivised and aligned to expected commercial outcomes for the RWFC. 

An example was provided in outsourcing arrangements relating to Banrock Station and material 
variances in the levels of customer services and knowledge of business and region offerings. 

Relevance to RWFC business case process 

► Preliminary information relating to potential operating models serves as a useful starting 
point, however more work is required at later stages of the business case (as options are 
further developed) 

► Case studies and further desktop research will be required to inform development of 
relevant operating models (and associated advantages / disadvantages and risks) for the 
RWFC 

► Functions and commercial arrangements for the RWFC will be important considerations 
when looking at various operating models that are fit for purpose 
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