


CASE STUDY: 
LODI’S WINE PREMIUMISATION
JRo & Co.



LODI: KEY FACTS

2Population: 67,000  (Riverland = 35,000)



LODI (SAN JOAQUIN COUNTY): 
ECONOMIC CONTRIBUTIONS FOR CALIFORNIA
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In USD

= AU$3.75 billion
(10% of the AU$40 billion 
Australian wine sector) 



LODI IS NOT IMMUNE TO WHAT THE RIVERLAND IS FACING: 
MORE PREMIUM WINE IS SOUGHT & WINE CONSUMPTION IS DECREASING.
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• A huge volume of wine is still sold to “wine companies”, dependent on a smaller set of buyers (= less opportunities for 
diversification in terms of buyers)

• Lodi also planted a lot in the last 10-15 years with the varieties every other region is struggling with.

• Smaller growers utilising farm management companies, which created more production (oversupply issues)

Lodi Winery 2021 2022 % Change

22,260 19,517 -12%

18,393 11,403 -38%

5,031 3,270 -35%

1,335 815 -39%

464 562 +21%



LODI WINE INDUSTRY SNAPSHOT
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100,000
acres 

(40.5kha)

750K
Tonnes

US$661
(AU$1025)

85+
Wineries

720+ 
entities

Local 
Processing 

~50% 

~10% 
Lodi 

Appellation
30:70

White : Red

Per tonne average

R = 10 wineries

R = 936 growers

R = 506K

R = 20.6Kha

R = Riverland
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$1057
(US$677)

$ per tonne average

$933
(US$598)

$391

$369

LODI RIVERLAND



VOLUME – SLIGHT INCREASE/UPWARD TREND
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VALUE – UPWARD TRENDS
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LODI WINEGRAPE COMMISSION: 
DRIVER OF CHANGE
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• A quasi-government body established in 1991

• Small % (0.4%) of the total value of wine grapes sold to fund the Commission every year

• Earlier goal of the Commission: Create a wine CULTURE and COMMUNITY, not just farming.

• Key strategy of the Commission: increase the number of wineries to stabilise the price of grapes

• There is a direct correlation between the number of wineries and the price of grapes: 

• the more wineries, the higher and more stable price growers can attract for their grapes 



KEY TO 
PREMIUMISATION

• Wineries help increase consumer awareness of 
the brand

• Half a dozen in 1991 —> 85+ wineries 

WINERIES



WHAT HELPED WINERIES?

• Helped build regional/brand recognition – having 
people visit the place is the best way

• Helped create a sense of identity for Lodi winegrowers
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= Wine Tourism



WINE TOURISM:
PROMOTION OF 
LODI

• “Visit Lodi” co-funded by the Commission and the City of Lodi (1998)
• Hotel taxes helped fund Visit Lodi later on.
• Visit Lodi – holistic marketing: wine industry wasn’t the only focus.

• The Lodi Wine Visitor Centre was opened by the Commission (2000)

• Regional Wine Tasting Bar within the Centre (the Commission still 
underwrites it)

• The Bar includes wine that uses Lodi grapes but is not necessarily made 
in Lodi

• Diverse varieties grown in Lodi (niche, small varieties) are also featured in 
the Centre
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HOW DID THE COMMISSION DRIVE THE 
CHANGE AMONG WINEGROWERS?

• Wine classes
• “How to start a winery” series
• Wine tasting

• Understanding how to make “wine” not “grapes”
• Key to premiumisation: growers must be in tune with the “wine” world — do 

they know what good/bad wine takes like? A different mindset is required to 
transition to premiumisation

• Subsidised marketing
• Growers don’t have promotional budgets when they start a winery – the 

Commission promoted their wineries for them. 
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LODI’S SUSTAINABILITY JOURNEY

• First initiative started by the Commission, 
initially as an Integrated Pest Management 
Program (e.g.  cover  cropping,  benef ic ia l  insects  etc)

• It was a grassroots movement featuring 
farmer/grower participation, as opposed to 
top-down approach.
• Initiative ranged from educational events 

introducing sustainability practices to growers 
participating in a research/study 

• “Lodi Winegrowers Workbook” (published in 
2000): a self-assessment tool of viticultural 
practices (you can score yourself from 1 to 4)

• Small workshops held with growers (300 
growers engaged over 2 years with 6-8 growers 
in one workshop)
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LODI RULES
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• Certification program commenced in 2005

• Now over 1,200 vineyards are certified.

• Wineries started to pay “bonuses” to those 
growers with the Lodi Rules certification 

• Growers outside Lodi can also get certified 
(there was demand because of the 
bonuses) – certification fees are set higher 
for those growers from outside the region.



• Premiumisation (value-adding)
requires talent .

• 70% of Lodi kids stay in the region 
after high school —> growing its 
own talent is key

• Focus: partnerships with high 
schools and local colleges for 
better career pathways
o Curr icu lum in  v i t icu l tura l  technology 

& wine hospita l i ty  in  non-tradit ional  
h igh schools  +  internsh ips

o A new h i re (professor)  at  jun ior  
co l lege to offer  wine tast ing and 
wine business courses (a lso for wine 
growers)

16

SUSTAINABILITY IS 
ALSO ABOUT PEOPLE:

TALENT ATTRACTION

https://www.cbsnews.com/sacramento/news/lodi-wine-school-draft/
https://www.cbsnews.com/sacramento/news/lodi-wine-school-draft/


COMMISSION GOVERNANCE: 
KEY TO SUCCESS

• Commission facilitates grower engagement and 
participation – ENGAGED COMMUNITY is the key 
ingredient to success.

• Growers participate in decision-making
o Growers are invited to join “Working Groups” (or 

sub-Committees) that advise to a number of 
Committees that report to the Board. 
§ Winery Committee
§ Grower Committee
§ Research & Extension Committee
§ Sustainability Committee
§ Finance Committee
§ Communications Committee… etc

• Board members (18 in total for the Commission) must 
participate in Committees —> connections with 
growers
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HOW HELPFUL ARE WORKING GROUPS?

• Able to focus on a single issue per Committee.
• E.g. Rootstock Working Group (under Research and 

Extension Committee), enabling growers to be more 
aligned with academia, who are working on next-
generation rootstocks. Nurseries are also part of the 
Working Group.

• Working groups create a sense of ownership among growers in 
terms of decisions made by the Commission. Whatever is 
decided is their idea!
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KEY 
TAKEAWAYS

• The Commission was the key driver for premiumisation

• Place-based identity creation among growers – creating more wineries 
assisted by wine tourism helped build recognition and awareness of 
Lodi = ‘the Lodi Appellation’

• Grower engagement and participation are key in embedding the 
Commission within the industry and then having an influence on Lodi’s 
transformation. 

• Capacity building facilitated by Commission in combination with good 
governance – critical for long-term success
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25TH ANNIVERSARY OF THE LODI WINEGRAPE COMMISSION (2016)
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https://www.youtube.com/watch?v=TUh6mkioMmQ


FUNDING PARTNERS

EO@RIVERLANDWINE.COM.AU
WWW.RIVERLANDWINE.COM.AU

NOVEMBER2023




