CHAPTER Two


THE WINE INDUSTRY


Introduction


The wine industry is acclaimed as one of Australia’s most successful industries. The industry has attained worldwide recognition, evidenced by its growing export markets. Australia produces only about 3.5 per cent of total world production of wine but exports more than 27 per cent of that production, which is 10 per cent more than the key wine producing countries, Italy and France.� Australian wine exports in 1996/97 were a record 154.2 million litres, while domestic sales totalled 332.8 million litres.�


This industry has based its success on a mixture of collaboration and co-operation between its producers and a willingness to build a strong channel of communication with the government sector. The industry-wide benefits derived from this policy mix take the form of increased industry exports, higher employment levels and greater industry-level competitiveness. The achievements of the industry in these areas are arguably greater than those individual firms could have achieved alone or by relying solely on market forces. At the level of the individual firm, the benefits take the form of higher turnover and increased profit levels.


An examination of the experience of the wine industry suggests five particular areas where collaboration within industries could produce extra economic benefits. This could be achieved both at the corporate level and the national level, by:


establishing a long-term plan for development and setting strategic targets for industry growth and export development. Planning at this level creates awareness and provides motives for expansion among the individual firms;


anticipating industry requirements for skilled personnel and ensuring that skill shortages do not hamper industry growth;


promoting the development of generic product and process technology; thereby enabling industries to reach a higher level of technological development than any single firm could achieve and ensuring that all firms have access to, and are stimulated by, the latest product and process innovations;


expanding industry promotion, marketing and brand recognition through pooling of efforts in these areas; and


enhancing product quality through the establishment and monitoring of industry-wide standards.


Some acknowledge that the nature of the industry itself is a factor which has contributed to its success. The industry’s development is described as having followed a classic ‘value-added model’, that is, it involves taking an agricultural commodity and changing it into a product that has both a pedigree and an identifiable and measurable quality. In ‘value-added’ terms, the industry adds approximately $1 billion to the purchased commodity, representing about seven times its farmgate value.


Structure of the Industry


The Australian wine industry has traditionally been characterised by the small family-owned winery. These small wineries, often with a very small crush of around 20 tonnes, sell a wide variety of bottled wines at the cellar door.�


Since the 1970’s the structure of Australian wine-making has changed considerably. The non-premium sector of the industry, the largest sector in volume of production terms, has become highly concentrated, to take advantage of ‘economies of scale’.� The Winemakers’ Federation of Australia estimates that there are now approximately 1,000 wineries, with ten of these dominating the industry and accounting for about 84 per cent of the national crush.� The dominance of that small group is demonstrated by ‘label power’, with 6 per cent of the labels on the Australian market accounting for more than 75 per cent of sales and seven companies accounting for a similar share of total wine production.


As large as the major companies may be in market terms, however, the Committee was told that the contribution of the smaller wineries is greatly disproportionate to their comparative size. It is recognised within the industry that the smaller wineries have contributed to a significant extent to the overall success of the industry. They have contributed especially to the image of the industry; in wine marketing this is a very important factor. Some small firms have also attained strong niche markets in exports, as well as domestic sales. The winemakers also acknowledge the contribution of the smaller independent grape growers to the industry’s success.�


In 1995, the Committee of Inquiry into the Winegrape and Wine Industry reported that the industry comprised around 3,000 growers and about 800 wineries. The Committee noted that:


While the majority of wineries are small, seven large companies employing sophisticated mass production techniques account for about 75 per cent of production. Since the early 1980s, production has increased by nearly 50 per cent. Technological advances combined with a capacity to innovate have facilitated an expansion in exports to some $370 million in 1993-94. Indeed, the industry's future is now closely linked to its success in international markets.�


The grape grower is the second segment of the industry. The growers must consistently provide high quality grapes in order for the winemakers to produce export quality wines. Approximately 75 per cent of grape production is by independent wine grape growers and about 25 per cent by winemakers who also grow grapes.�


Recent estimates of the total number of independent growers have varied considerably. There are about 3,500 independent growers who report a turnover of more than $20,000 per annum. In addition, there are thought to be several hundred smaller growers in the $5,000 to $20,000 turnover group, but there is no reliable current estimate of the total.�


Expanding Domestic Demand


The success of the wine industry in recent decades has been attributed to a combination of factors. One of the primary influences appears to have been a substantial increase in wine consumption within Australia. In 1966, Australian table wine consumption amounted to just over two bottles per head of population per annum. By comparison, 1996 figures indicate that Australians now consume 24 bottles per head per annum.�


Table 1


Year�
Total Consumption


(million litres)�
Consumption Per Head


(litres)�
�
1964-65�
  70 �
  5.6�
�
1984-85�
340�
21.6�
�
1990-91�
305�
17.7�
�
1993-94�
328�
  18.5��
�
1996-97�
346�
  18.1��
�



In addition to the increased level of demand, the industry has also had to respond to a changing pattern of demand. In general terms, this has seen a world-wide shift towards bottled wine and a decline in the consumption of cask wine and fortified wine.


In Australia, the demand for semi-premium and premium wines has grown steadily. This has been reflected in changes to planting patterns. Premium grapes have increased as a proportion of the total crush, from 39 per cent in 1985 to an expected 56 per cent in 1996. This has been accompanied by a movement away from irrigated areas to ‘dry-land’ or ‘cool’ regions. In 1985 the proportion of winegrapes grown in irrigated areas was 74 per cent, ten years later this had fallen to 64 per cent.�


The ability to forecast changes in the relative demand for different grape varieties is a key factor in the success of both growers and winemakers. A major difficulty in this process is the long lead time from planting of vines to bearing of fruit. It takes four to five years before a vine becomes commercially productive and consequently it is not easy to ‘change direction’ if demand changes to different varieties. The importance of this problem for export sales was emphasised by the National Farmers’ Federation:


A major challenge for the industry is to achieve not only the volume of winegrape production required to support the export sales target, but to ensure that the composition of production is correct too. The key to export success is to match varietal supply to varietal demand. While modern wine technology allows more flexibility, the growth targets cannot be achieved if the product demand forecasts are wide of the mark, or if supply fails to respond to demand.�


A further problem is the cost. It costs about $30,000 per hectare to develop a vineyard and the success of that investment hangs on the future demand level for the particular type of grape planted.�


Industry Collaboration


The Australian Wine and Brandy Corporation (AWBC)


The AWBC is the Commonwealth statutory marketing authority responsible for the Australian wine industry. It seeks to promote the consumption of Australian wines, including the promotion of export sales.


The Corporation’s functions are:


to promote and control the export of grape products (wine, brandy, grape spirit and wine derived products);


to encourage and promote the consumption and sale of grape products both in Australia and overseas;


to improve the production of grape products in Australia;


to conduct, arrange for, and assist in, research relating to the marketing of grape products; and


to undertake any other functions in connection with grape products conferred on the Corporation by its Act or the regulations.


The main source of funding for the AWBC is through a compulsory levy on the volume of grapes used in the production of wine. In the 1996-97 financial statements, the Corporation recorded income of $1,627,353 from the levy. Funds are also received through a user-pays system for export licensing services.


The wine industry recognised that it needed a single body through which issues affecting the development of the industry could be filtered. It is that ability to recognise its own needs and the consequent cohesiveness of the industry, which characterises the wine industry. The origins of the AWBC epitomise the growing recognition of the need for cohesiveness:


The original concept of working together came about back in the early 1980s, when a group of us were over there trying to drum up exports of a little more than 10 million litres of wine. We decided that we needed some form of central promotional activity So we employed a lady named Hazel Murphy who, although an English woman, also has been given an Australian award the Order of Australia as a result of the work that she has done, and she still works for us over there. We decided at that time that we should employ her. But, because we were a disparate group of companies all doing our own thing in the marketplace, it was impossible for that to be undertaken by us, unless we formed a company. So we asked that the Australian Wine and Brandy Corporation be formed to undertake that employment.�





Winemakers’ Federation of Australia


This group was established in 1990 using funding from voluntary levies paid by members. It is concerned with political issues which affect the industry and represents the interests of Australia’s winemakers. The Federation’s aim is to develop policies and programs which will increase the net financial returns of its members.


Australian Wine Export Council


The Council is a committee of the AWBC. It was established in 1992 and is funded by contributions from the Corporation, a Government grant and industry contributions. Its charter is export marketing development for wine and generic wine export promotion. The Council has offices in London and San Francisco.


Grape and Wine Research and Development Corporation


This Corporation is a statutory body, established in 1991. It is funded by a statutory levy and by matching government funds. Its function is the assessment of research projects and the disbursement of statutory Research and Development funds. The Corporation reports on its activities to both the Government and industry.


Industry Planning and Developmental Targets


The Wine Industry established a long-term plan called Strategy 2025. In this document� the industry set out its goals in both the local and export markets. The plan recognised that the development of the local market is vital to the industry’s success. It therefore included a number of strategies for the local market, addressing positioning, market research, distribution, product development, promotion and regional branding.


The aim is to lift Australian per capita consumption from just over 18 litres per head to around 22 litres. At this level, the market would be worth $2 billion per year by 2025. To achieve this growth the industry recognised the need to reinforce community acceptance of the product by highlighting its natural, food accompaniment and health attributes.


The plan also included strategies to increase the market for wine tourism and to enable the wine industry to capture more of the tourist dollar. This will involve increased collaboration between wineries and tourism operators, enhancing the tourist services at wineries and joint promotions with State Government tourism authorities.


In the export market, the plan anticipates a decline in the volume of wine sales, but a substantial increase in the value of sales. Estimates indicate that the value of the world market will rise to $69 billion by 2025, with the average value per litre increasing from $2.55 to $2.98 as quality rises.


This is a substantial increase on the present estimate for international trade in wine of $13 billion, which is about 20 per cent of total production. Australia at present holds a 2.4 per cent share of this trade by volume and 3.5 per cent by value. The strategy projects that most of the growth will come from four major markets: the UK (projected sales in 2025: 120 million litres), the USA (88 million), Germany (80 million) and Japan (50 million). Total export sales in 2025 are expected to reach 600 million litres, worth $2.5 billion annually.


In Strategy 2025, the industry made specific recommendations concerning the appropriate role for government. It proposed that government be supportive and facilitative rather than interventionist. Those recommendations included the following:


The government should ensure certainty in taxation and retain the current level and structure of taxes for wine and brandy and the current vineyard depreciation provisions.


The industry would like to see the Government review the method for valuing trading stock, particularly the maturation of wine stocks geared to premium wine production, and vary other taxation provisions which inhibit growth or prejudice quality.


Continuing support for research and development.


Increasing the contribution of government to training and data collection.


Promoting the industry's commitment to self regulation.


Establishment of the Australian Wine Export Council (AWEC), to promote and facilitate wine exports.


Adopting appropriate water access and pricing policies.�


The Winemakers’ Federation, in its submission to this inquiry, commented:


In achieving the target - $4.5 billion in annual sales - the Australian wine industry will need the facilitative support of the Australian community through its elected Governments.


Wine has become a model for value adding and it has achieved success through the genuine competitive advantage of Australia and its people.�


Complementing Strategy 2025, the industry released its five year plan to the year 2000, in September 1996. That document outlines specific strategies which the industry can adopt to “take the first early steps of the 30 year plan”. Mr Sutton, (chief executive of the Winemakers’ Federation of Australia) commented:


The vision is ambitious, but it is both achievable and worth achieving. It has been undertaken following extensive consultation with all sectors of the Australian wine industry and has been exhaustively debated at all levels of industry - small, medium and large producers from all regions and all states - to the extent that it has very strong industry support.�


The industry has expressed confidence that it will be able to meet the projected targets if it does not suffer any major setbacks or undue interference. Mr Pendrigh, Chairman of BRL Hardys, estimated the current value of the industry to be about $2 billion, comprising $700 million in exports and $1.3 billion in domestic sales. He said:


I believe that left alone to get on with the job, and without interference from outside and without a major catastrophe occurring for Australian wine, and we have got most of those areas covered because we have very strong R&D still going for us and we have strict controls being exercised on the quality of the product that goes overseas so we do not get an Austrian fiasco or an Italian fiasco as occurred some years ago, we will see that $4.5 billion being amended well before that date to a considerably higher figure.�


The value of dialogue, however, between industry and government is critical and the need for it to continue is openly acknowledged and encouraged by the industry. Strategy 2025 referred to the trend towards people seeking to have more direct influence on government.� In striving to achieve the goals set out in that document, the industry has already identified this need and proposed the formulation of a Wine and Industry Policy Council, with both government representatives at Ministerial level and industry representatives at the General Manager level.


The ability of the industry to self regulate and to coordinate strategies to enable it to achieve its potential is widely recognised. Mr Tolley, General Manager of the AWBC, emphasised the point that the industry is able to identify its problems and find effective solutions without the need for government to intervene. He said:


..., the industry has recognised the need for it to have effective regulation that works in harmony with the industry’s interest, and it is the role of the corporation to implement that regulation and that regulatory approach. In doing that, we try to engender a culture of compliance in the industry, and I think that is working very successfully without a big policeman sort of approach.�


Long term investment


A significant amount of capital investment will be needed by 2025 as the industry’s plan proceeds, to cover the increased demand for storage capacity, expanded processing facilities, transport and training. The industry will require around $5 billion in investment funding if it is to achieve its 2025 targets. It is expected that this funding will come from corporate retained earnings ($1.4b), private grower investment ($0.8b), the equity market and borrowings (together $2.8b).


The nature of the wine industry itself is a determining factor in the level of investment, because it depends on long term planning. In formulating government policy which can affect the industry, the long term nature of the investment required must be taken into account. The industry must have confidence that future policies will not jeopardise that commitment of funds.


The Asian Market


The importance of the Asian market has not been overlooked by the wine industry. In Strategy 2025, the Asian market was forecast to become increasingly significant over the next thirty years. The wine industry is well placed to take advantage of these emerging market opportunities.


There will be a continued increase in population in the Asian and Pacific Rim countries. The Asian tigers of Japan, Singapore, Hong Kong and Taiwan will become the focus for trade and growth. Meanwhile, Western populations will decline and become older.� It is not anticipated at present that the financial crisis in Asia will seriously damage long-term market growth. It is expected, however, that growth in those markets in the next few years will be slower than the trend over the last decade. The duration of the slower period of growth will depend substantially on Japan’s ability to throw off its economic sluggishness and once again provide the engine of growth for the region.


The statistics on the volume of wine exports to Japan indicate that so far the Asian market is relatively small and undeveloped. According to available information, exports of wine to Japan totalled 2.5 million litres in 1995-96, an increase of 12 per cent from 1994-95. The value of that export volume is $10.8 million, an increase of 36.3 per cent on the previous year.� In comparison, Australia exported 61.2 million litres to the UK, its largest export market, in 1995-96. This translates to a 7.5 per cent share of the UK market.�


Research and Development


Government and industry expenditure on research and development (R&D) is small compared to industry turnover but it contributes strongly to its competitiveness and potential for development. Commonwealth funding is directed primarily through three organisations. These are the CSIRO (for grape research in the Horticulture Division), the Grape and Wine Research and Development Corporation (GWRDC) (half funded by government and half by industry levies) and the Cooperative Research Centres for Viticulture (CRCVs) (with Commonwealth funding). The value of this support is over $5 million per year. In addition, wine research has been concentrated in the Australian Wine Research Institute, which is privately funded and controlled by the wine industry.�


Government involvement has been through the establishment of a patent system which provides researchers with a temporary monopoly on the results of research or, where that is not appropriate, by direct funding of research. One factor leading to government intervention is the possibility of spillover benefits from research into the use of natural resources. Other factors are the large numbers of small producers involved, who would be unable to fund their own research, and the homogeneous nature of the results, which means that an advance by one can quickly benefit all producers.


Other government assistance has been provided by the introduction of legislation for compulsory levies in cases where the benefits of the research could quickly spread through the industry. Where the benefits were likely to be available beyond the wine industry itself, the assistance has usually been provided by government matching the funds committed by industry, on a $2 for $1 or $1 for $1 basis.


The industry has also benefited from a subsidy for eligible R&D expenditure through the tax system. A 150 per cent concession was formerly available where annual eligible R&D expenditure exceeded $20,000. This concession was reduced to 125 per cent in the 1996-97 Federal Budget.


R&D has produced obvious and enormous benefits for the wine industry and is one of the cornerstones for the success of the industry to date and for guaranteeing its success into the future. It has made Australia into a leader in the wine industry at the international level.


Marketing


The AWBC is a Commonwealth statutory marketing authority for the Australian wine industry. Briefly, the AWBC controls exports via a licensing system, monitors wine labeling (the Label Integrity Program) and promotes grape products.� By having industry representatives within its structure, the AWBC has been able to maintain close communication with the industry, thus enabling it to quickly identify and deal with matters affecting the industry.


In Strategy 2025, the wine industry listed a number of marketing strategies which will be employed in an effort to continue the growth of the industry through the period of the plan:


broaden the appeal of wine for occasional and prospective consumers;


carry out market research into consumer behaviour and attitudes to wine;


enhance and expand distribution channels for wine;


develop new products and refine existing products, to create new market opportunities and to compensate for changes in consumer tastes;


develop initiatives to increase the loyalty of existing consumers;


utilise wine regions or geographic locations as brand marketing opportunities;


increase cooperative export effort and focus on specific market segments; and


improve access to export markets by small and medium wine companies.�


The main focus of the Australian Wine Export Council’s export strategy at present, is the successful program of generic marketing programs in specific target markets. These presentations concentrate on building Australia’s image as the source of a diverse range of quality wines at competitive prices.�


The Policy Framework


The Australian wine industry has received a high level of assistance relative to some other industries. The Commonwealth Government has facilitated the development of the wine industry in a number of ways, including research and development concessions, funding for research projects and the establishment of both the AWBC and the Cooperative Research Centres for Viticulture.


The AWBC has received the maximum level of grants under the Export Market Development Grant Scheme (EMDG), export consultancy assistance and $1 million to assist with export development, especially for small exporters.


Domestic wine production has been assisted through tariffs on imported wines, and with the production of grapes, there is also a tariff on grape must (crushed grapes), which is considered a close substitute for winegrapes.


The effective rate of assistance for wine making was estimated in 1996-97 at 8 per cent. That year saw the conclusion of a round of substantial reductions in wine tariffs which has progressively reduced assistance levels for wine. The end result of these reductions was to leave some imported (wine) items duty-free, with the remainder subject to a 5 per cent tariff.


Tax Policies


While representatives from other industries complain that they are discriminated against by a taxation system which favours the wine industry, the winemakers in their turn, see certain elements of the taxation system as detrimental to their industry.


Indirect taxation in Australia applies charges to products at various levels. From the winemakers’ point of view the most important charges are the wholesale sales tax, the excise duty applicable to Australian beer and spirits and Customs duties applied to various competing imported products. In addition there are various charges applied at State, territory and local government levels, mainly for revenue raising purposes.


The wine industry is subject to a Wholesale Sales Tax of 26 per cent. The Sales Tax on low alcohol wine is 12 per cent. Sales Tax on beer and spirits is 22 per cent, with an additional Excise duty based on alcohol content, which is indexed to movements in the Consumer Price Index. Set out below for 1995 are figures showing the disparity of taxation levels.


�
Commonwealth taxes when converted to an ad valorem equivalent of Sales Tax and Excise are approximately:�


Wine (cask & bottle)	26%


Beer	70%


Whisky	187%


Brandy	215%





The addition of State/Territory franchise fees to the taxes shown above, results in the following figures for 1995: �


Wine	42%


Beer	92%


Whisky	224%


Brandy	255%





If only the bare rates of duty applicable to the various products are considered, it seems at first glance that the wine industry is in a very advantageous position. Considered more closely, however, the position is not so clear cut:


Equivalent: Sales Tax plus Excise per litre of alcohol 


($ per litre)�
�
Four Litre Cask Wine (a)�
 3.70�
�
Premium Wine ($10 retail price) (b)�
14.60�
�
Ultra-Premium Wine ($15 retail price)�
21.10�
�
Average for all wine (1993-94)�
 7.00�
�
Regular Beer�
20.00�
�
Low Alcohol Beer�
21.20�
�
Domestic Brandy�
40.20�
�
Imported Whisky (700 ml)�
50.10�
�



(a) Assumes alcohol content of 10%; 


(b) Assumes alcohol content of 12.5%.





Source: Winegrape and Wine Industry in Australia, Report by the Committee of Inquiry into the Winegrape and Wine Industry, 


30 June 1995, Table 11.4, page 256.�
�



The problem for the wine industry is that, in its best markets, the premium and ultra-premium wine categories, the duty applicable to wine rises sharply and its advantage over other alcoholic beverages is reduced (in the case of beer, it is eliminated).


According to representatives from the industry, wine should not be treated as a luxury good and be subjected to a higher Sales Tax rate than most other goods. They claim that the Sales Tax should be levied at no more than the general rate of 22 per cent. Some smaller producers argue that wine should be exempt from Sales Tax.�


Against arguments that higher taxes would reduce consumption of alcohol and consequently alcohol abuse, the industry argues that wine is only a ‘marginal contributor’ to the costs associated with alcohol abuse and that any further tax increases would have a significant adverse impact on the growth of the industry.�


Conclusion


The Wine Industry Model


The wine industry model is seen as the precursor to the Supermarket to Asia model. The wine industry is characterised by the cohesive approach of its participants. This approach draws the various sections of the industry together, enabling the industry to coordinate its approaches to government, its markets and the Australian community. The wine industry has set up representative bodies to formalise the close relationship between industry and government. The structure of these bodies and the scope they provide for clear communication within the industry itself and in its dealings with government, provides a ready model for other industries wanting to improve their information channels. It also illustrates the desirability of industry bodies being representative of their entire constituency and not being subject to factional ‘capture’.


Whereas some of these bodies have a charter to exclusively promote a particular section of the industry, such as the Winemakers’ Federation of Australia and the Winegrape Growers’ Council of Australia, others, such as the Committee system of the AWBC, focus on issues or areas which are relevant to the industry as a whole. The Wine Export Council, for example, is charged with the distinct task of undertaking generic export promotion. The opportunity for industry representatives to participate directly in this process facilitates the development of acceptable and appropriate policy.


These structures bind the wine industry together and allow it to successfully articulate its purpose and position to government. The close communication also maximises the industry’s ability to deal directly with, and influence, government in step with current trends. The wine industry model envisages industry representatives meeting and working with government to effect change. Given the excellent representation to government of the wine industry, it seemed to the Committee that a very general conclusion could be drawn: the greater an industry’s ability to co-operate and effectively organise itself on an industry wide basis, the greater will be its ability to present its views directly and effectively to government. Similarly, the greater will be its ability to establish and sustain effective self-regulatory structures. If self regulation is the ideal, then one of the essential goals for industry should be to improve channels of communication with government and to establish structures which institutionalise that relationship.


The proposed Wine Industry Policy Council demonstrates the extent to which the wine industry has pursued this course. Formalisation of the relationship between the wine industry and the government would guarantee access to government policy makers and active participation in policy formulation. The organisational structure of the wine industry provides a model for other industries.


Long term investment planning is a prerequisite to sustaining a healthy wine industry. The industry has identified this requirement and targets the government in respect of policies which might adversely affect the level of that investment. The cohesion of the industry is vital in order for the industry to accurately monitor government policy and to protect and further stimulate investment. The Committee heard evidence concerning the nature of the signals which were necessary to reach investors, foreign and domestic alike. Equally clear is the need for government to receive the appropriate signals from industry.


The Committee accepts that the industry’s approach has been successful. The growth in exports has been very rapid during the last decade, rising from 10 million litres in 1985 to 130 million litres in 1996. The 2025 forecast is evidence that the industry expects this trend to continue. Further, the industry has matured to the point where quality is a determining factor in success and, with certain Australian wines recognised as being among the best in the world, the Australian wine industry has demonstrated its capacity to compete successfully on quality. The industry’s commitment to research and development is indicative of its drive to continue to improve that quality.


The success of the wine industry has not been without government support. In fact, government policies of assistance in the form of tariff regimes and grants to winemakers have played a significant role in the recent momentum of the industry. The tax system is always an influential factor and the levels and forms of taxation have been the subject of much consultation between industry and government. The opposition of the industry to the proposed increase in the level of taxation in 1993 is a prominent example of the influence which industry can have on government.


The establishment of regulatory bodies is one way in which government supports and protects industry interests. In the case of the wine industry, the establishment of the AWBC illustrates this form of support. Similarly, support is also channelled through other government agencies such as AUSTRADE and CSIRO and by the development of training programs to service the industry in its growth phase.


It is clear that other Australian industries can draw lessons from the wine industry model to enhance their prospects of success. In doing so, communication between government and industry generally may be improved. It might be further facilitated by the establishment of appropriate bodies to institutionalise that relationship. Effective monitoring by such bodies would enable individual industries to identify investment and market opportunities and communicate their needs clearly to government. Government would then be in a position to formulate policy with all the necessary information available and to properly assess the likely effects on the level of exports and investment. Consultation between industry and government can assist in the creation of an economic environment offering encouragement to investment and promoting efficient and relevant industry policy.
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