


Hello. My name is Rachel Lincoln and with over 12 years experience designing for print and digital 

mediums, I have diverse skills to provide effective designs, ideas and tools that deliver results.

Design is more than just good looks. It is a critical tool to create meaningful conversations and 

build emotional connections in a busy and complex world.

I believe in collaboration. Taking the time to listen to your needs and understand goals forms the 

foundation of a solid brief to design valuable, relevant solutions. It’s important to look at the bigger 

picture and understand the role of the project as part of your broader business objectives. 

Design has to be effective. Taking a look at the current state of play is essential. Analysing your 

existing data, competitors and assets paints a clear picture of where you’re at and identifies 

opportunities you may be missing. I help you find, keep and grow the right customers through 

effective marketing, design and print strategies.

I have many technical and creative skills that can be broadly applied to print design, digital projects 

and marketing strategies.

Design delivers results. Designing for clients across different industries – food, wine, healthcare, 

conferences, events, advertising and marketing to name a few – over the last 12 years has been the 

most valuable training ground. I also have a Bachelor of Digital Media and Graduate Certificate in 

Design from the College of Fine Arts (UNSW).

My attention to detail, honesty and integrity has helped develop successful long term partnerships. 

I’m committed to making the delivery system smooth and easy, leaving you with more time focus 

on what you do best.

A B O U T

RACHEL LINCOLN 
 

0407 018 367 

rachel@studiolinc.com.au 

studiolinc.com.au



D I G I TA L  P R OJ EC TS



  

Bridge The Gap

W E B S I T EW E B S I T E

S U M M A RY
Design and build of a responsive website 
that reflect the newly defined visual 
identity. The contemporary aesthetic 
allows users to engage with the key 
messages, content and calls to action. 
Information is presented in the context 
of how it benefits/is relevant to visitors.

I N VO LV E M E N T
Lead designer and developer



  
The Physio Depot

W E B S I T EW E B S I T E

S U M M A RY
Design of resposive for new business 
to communicate values and services, 
optimise for SEO and drive online 
bookings.

I N VO LV E M E N T
Lead design and developer



  

Nerada Tea

W E B S I T EW E B S I T E

S U M M A RY
Delivery of new company website 
for Nerada Tea. Key objectives were 
to communicate brand story and 
provenance of key products, implement 
blog and online store to manage sales of 
online-exclusive products.

I N VO LV E M E N T
Project management and creative 
direction



  

Nerada Tea

E M A I L SE M A I L S

S U M M A RY
Design of responsive email template for 
use across a range of email automations 
and monthly newsletters. Also provided 
regular creative input for messaging, 
themes and copy for each monthly 
newsletter. 

I N VO LV E M E N T
Creative direction, lead designer, 
copy writing and project manager for 
development



  

Nerada Tea

CO N T E N T CO N T E N T 
C R E AT I O NC R E AT I O N

S U M M A RY
Concept development and creative 
direction to create visual content for use 
across website, emails and social media 
channels.

I N VO LV E M E N T
Briefing, creative direction, propping and 
styling



  

Nerada Tea

R EC I P E  E B O O KR EC I P E  E B O O K

S U M M A RY
Design of a recipe ebook as an incentive to encourage 
email recruitment via the website. The recipes were all 
photographed to create a unique piece for the brand. The 
results for the campaign were also excellent, with hundreds 
of new subcribers added to their email list.

I N VO LV E M E N T
Briefing, creative direction, lead designer and recipe editing

INGREDIENTS

2 Nerada Chai Tea Bags
1/4 cup (60ml) milk
200g dark chocolate,  
    chopped
150g butter, diced
2�₃ cup (150g) caster  
    sugar
5 eggs, separated
150g almond meal 
½ tsp ground  
    cardamom
Cocoa (optional),  
    for dusting

ME THOD 

1. Preheat the oven to 170˚C (150˚C fan-forced). Grease and 
line a 20cm springform cake tin with baking paper.

2. Place the Chai tea bags and milk in a small saucepan. 
Slowly bring to the boil, then turn off the heat and allow 
to steep for 10 minutes, then strain, discarding tea bags.

3. Place the chocolate, butter and sugar in a heatproof bowl 
over a saucepan of simmering water. Stir through the 
strained chai milk until melted and smooth.

4. Whisk the egg yolks until pale and fluffy. Clean the 
beaters and then whisk the egg whites in a separate clean 
bowl until soft peaks form.

5. Fold the egg yolks into the chocolate mixture, then fold in 
the almond meal and cardamom until combined.

6. Gently fold the egg whites into the chocolate-almond 
mixture, then pour into prepared cake tin.

7. Bake for 40–50 minutes. Stand for 10 minutes (or more) in 
the tin, then remove from tin and cool completely on  
a wire tray. Serve dusted with cocoa, if desired.

Flourless Chai  
Chocolate Cake

S E R V E S  6–8

Rich, dense and decadent, this cake is for chocolate lovers  
everywhere (it's gluten-free, too). To complement the warm, 
spicy flavours, serve it with a mug of Nerada Chai of course! 

n e r a d a t e a . c o m . a u

Nerada

INGREDIENTS

2 cups (500ml) thickened  
    cream
1 cup (250ml) whole milk
3/4 cup (165g) caster sugar
6 tbsp Nerada Loose-Leaf  
    Earl Grey Tea
½ tsp salt
6 large egg yolks

ME THOD 

1. Place cream and milk in a heatproof bowl over a saucepan of gently 
simmering water (the bottom of the bowl should not touch the 
water). Whisk in ½ cup of the sugar, the tea and ½ tsp salt, whisking 
until sugar and salt dissolve. Warm the mixture until steam rises from 
the top, then remove from heat and strain mixture into a bowl. 

2. Meanwhile, prepare an ice bath in a large bowl, then place another 
bowl over it. Set aside. 

3. Whisk the egg yolks with the remaining 1/4 cup sugar in a bowl until 
combined and sugar dissolves. Whisking continously, add a splash of 
the hot milk mixture to the yolks. Gradually whisk in half the milk 
mixture, then add yolk mixture to the remaining milk mixture. 

4. Place custard mixture in bowl over a saucepan of simmering water 
(again, the bottom of the bowl should not touch the water). Reduce 
heat to low and cook custard, stirring continuously with a wooden 
spoon until steam begins to rise from the surface and the custard 
thickens enough to coat the back of the spoon. To test if it is thick 
enough, run a finger through the custard on the back of the spoon.  
If a trail remains, the custard is ready to be cooled. 

5. Strain custard into the bowl sitting over the prepared ice bath and stir 
for 3–5 minutes, or until cooled. Transfer custard to a container, cover  
and refrigerate for at least 4 hours or overnight. 

6. Pour the chilled custard into an ice cream maker and freeze according 
to the manufacturer’s instructions. Churn ice cream until the texture 
resembles ‘soft serve’. Transfer ice cream to a storage container and 
freeze until ready to serve. 

Earl Grey Ice Cream 
S E R V E S  4–6

A delicious dessert for any tea lover, this luscious ice cream is infused 
with the delicately perfumed notes of Nerada Earl Grey Tea.

n e r a d a t e a . c o m . a u

Nerada

INGREDIENTS

1 tbsp Nerada Loose-Leaf  
    Black Tea with Lemon  
    Myrtle
2 tsp roasted and ground  
    wattleseeds
225g butter
115g caster sugar 
340g plain flour
2 tbsp icing sugar,  
    to dust shortbread

ME THOD 

1. Place tea and wattleseeds in a food processor and pulse for a few 
seconds to release the aromas and break down the coarseness.  
You could also do this with a mortar and pestle.

2. In an electric mixer, cream the butter and sugar until pale and fluffy.

3. Add the wattleseeds and tea to the butter mixture and mix until 
combined. On a slow setting, add the flour to the butter and mix  
until fully combined.

4. Wrap the dough in plastic wrap and refrigerate for 2-3 hours until firm.

5. Preheat oven to 150°C (130°C fan-forced) and line two baking trays 
with baking paper. Place a piece of plastic wrap on your bench top 
and lightly dust with flour. Place the dough on the plastic wrap and 
top with another layer of plastic. Roll out the dough to approximately 
5mm thick between the two layers of wrap.

6. Remove the top plastic wrap and cut cookies into your preferred 
shapes. As these are very delicate shortbread cookies, use the bottom 
layer of plastic wrap to help transfer biscuits to the baking tray.

7. Bake for 20–25 minutes or until light golden.

8. Remove shortbread from the oven and allow to cool on the trays. 
Sprinkle with icing sugar and enjoy!

Lemon Myrtle &  
Wattleseed Shortbread

S E R V E S  8–10

This is shortbread with an Australian twist. The wattleseed provides a subtle  
nutty flavour, while Nerada’s Lemon Myrtle Black Tea adds a zesty finish.

n e r a d a t e a . c o m . a u

Nerada

Nestled among Queensland’s highest mountain range, 740 metres above sea level, 
you’ll find the picturesque Atherton Tablelands. It’s an hour and a half from Cairns,  
and an often undiscovered part of Australia. For Nerada Tea, it’s our backyard.

This region has the perfect climate to grow world-class tea. Rich volcanic soils, a 
unique micro-climate and tropical rainfall allow our tea to grow in perfect harmony 
with the surrounding environment and World Heritage-listed national parks.

Our single-origin 360-hectare tea estate is something special. We use no pesticides  
in the cultivation of our tea. This can be tough, but our commitment to sustainable  
farming practices has gained us Rainforest Alliance certification. It also allows the  
rare Lumholtz’s Tree Kangaroos residing on our tea estate to thrive.

You can taste the quality and freshness in every sip of our tea, with the 
journey from crop to cup taking as little as four weeks. Though small by 
global standards, we still produce approximately 1.5 million kilos of 
Australian-grown black tea each year. That’s almost 750 million cups  
of tea, all harvested and packaged with love by our Queensland team.

Because we know that tea is best enjoyed with friends – and preferably 
with a sweet treat! – we thought we’d share some of our favourite 
homegrown teatime recipes for you to try. 

So put on the kettle and enjoy cooking with Australia’s freshest tea.

Australia’s  
Freshest Tea

n e r a d a t e a . c o m . a u

Nerada Tea Estate

INGREDIENTS

5 cups (1.25 litres) water
5 Nerada Organic Green  
    Tea Bags
1/4 cup (60ml) lime juice, plus  
    3 limes, sliced, to garnish
1/4 cup (60ml) lemon juice,  
    plus 2 lemons, sliced,  
    to garnish 
1/4 cup (90g) honey, or to 
taste (up to ½ cup; 180g)

To serve
Ice cubes
Small mint sprigs

ME THOD 

1. Bring 2 cups (500ml) water to the boil in a 
medium saucepan. Once boiling, remove from 
heat, add the tea bags and set aside to steep  
for 3–5 minutes.

2. Using a large spoon, gently press the tea bags 
against the side of the pan to extract the tea  
as much flavour as possible. Carefully remove  
and discard the tea bags.

3. Add honey and stir until dissolved. 

4. Combine lime and lemon juices and 3 cups 
(750ml) cold water in a large jug. 

5. Pour tea mixture into the jug and stir until well 
combined. Add more honey to taste, if desired. 
Chill in the fridge.

6. Serve chilled green tea over ice, garnished with 
lime and lemon slices, and mint leaves.

Iced Green Tea with  
Lemon & Lime 

S E R V E S  4–6

Zesty, yet sweet, this easy iced tea is the perfect thirst quencher 
and a brilliant non-alcoholic drink. Make a jug or two to share 

with friends at your next barbecue. 

n e r a d a t e a . c o m . a u

Nerada

INGREDIENTS

750g sultanas
500g currants
250g raisins
100g glacé cherries
50g mixed peel
200g blanched almonds  
    chopped
Grated zest of 1 orange
Grated zest and juice of  
    1 lemon
125ml (½ cup) freshly  
    brewed strong Nerada  
    Black Tea
500g butter
500g sugar
8 eggs
2 tbsp marmalade
500g plain flour
125g self-raising flour
Extra whole nuts and glacé  
    fruit (optional) to decorate
Marzipan and fondant icing  
    (optional), to decorate

ME THOD 

1. Place the fruit, peel, almonds and orange and 
lemon zest in a non-reactive bowl. Pour over the 
lemon juice and Nerada Black Tea, stir to combine, 
then cover and refrigerate overnight.

2. Preheat oven to 150°C (130°C fan-forced) and 
grease and line a large cake tin with baking paper. 

3. Beat the butter and sugar until smooth. Add eggs 
one at a time, beating well between each addition. 
Fold in the fruit mixture and marmalade, then sift 
in the flours, a little at a time, mixing well after 
between each addition.

4. Pour batter into the prepared tin, smooth top, and 
decorate with extra whole nuts and fruit, if using, 
then bake for 4 hours or until a skewer inserted  
into the centre comes out clean. Cool in the tin  
for 10 minutes, then turn out onto a wire rack to 
cool completely.

5. This cake is delicious served as it is, but you can 
decorate with a layer of marzipan, then fondant 
icing, if desired.

Christmas Cake
S E R V E S  8–10 

This rich, fruit-filled traditional cake is sure to be the star attraction 
at any festive gathering, and it‘s incredibly easy to make.

n e r a d a t e a . c o m . a u

Nerada

Australian Teatime Recipes

Nerada



  
Scarborough Wine Co

H U N T E R  VA L L E Y H U N T E R  VA L L E Y 
G U I D EG U I D E

S U M M A RY
Design of Hunter Valley Guide to use as a 
recruitment tool on website and Google 
Ads campaign. A mobile first experience 
was paramount to cater for visitors 
accessing information on the go.

I N VO LV E M E N T
Lead designer

Home Grown  
Hunter Valley Guide

Restaurants   .   Romantic Experiences   .   Local Produce   .   Breakfasts  
Take Away   .   Accommodation    .   Great Cellar Doors

FREE 
CLASSIC FLIGHT TASTING 

EXPERIENCE FOR TWO

Find your coupon inside

Home Grown Hunter Valley Guide
SCARB OROUGH WINE CO.

Scarborough Wine Co.  
Gillards Rd 
 
The Scarborough family would like to invite you 
to experience one of the most unique tasting 
experiences in the Hunter Valley. Revel in the 
home grown environment that extends from the 
warm welcome at our inviting cellar door, to the 
taste of our wines that are distinctly regional.

For a taste of home grown hospitality, make sure 
you visit our Gillards Road cellar door.

           179 Gillards Rd, Pokolbin

cellar@scarboroughwine.com.au                    1300 888 545 

For groups of 8 or more bookings are essential. If you do not book, please do not 
be surprised if we are unable to accommodate you.

Scarborough on Hermitage 
 
Scarborough on Hermitage is another home 
for Scarborough Wine Co. This bright, modern 
space is one of the Hunter Valley’s most exciting 
venues and offers a unique and exceptional 
tasting experience.

If you want a definitive Hunter Valley experience 
and to feel like you are part of the extended 
family, make sure that you stop by.

           972 Hermitage Rd, Pokolbin

Visit our Cellar Doors

Home Grown Hunter Valley Guide
SCARB OROUGH WINE CO.

At both our Cellar Doors we currently have a selection of our Offshoot, Classic and ‘The Obsessive’ 
Ranges available for tasting. When you arrive at either of our cellar doors, we invite you to choose 
a tasting experience that suits you from the selection below. Our SIP Experience and all Group 
Tastings (9+ people) must be booked in advance.

Our Tasting Experiences

SIP Experience
(Available all days excluding Saturday  

if not booked prior)

Selection of wines from our Offshoot,  
Classic and ‘The Obsessive’ Ranges served  

with local cheeses and smallgoods
$40pp ($20 for Platinum, Vintage Club or Wine Club members),  

non-refundable

Group Tasting
Selection of eight wines for groups  

of 9 people or more
$5pp, non-refundable

Chardonnay Lovers
Selection of current and museum  

release Chardonnay
$5pp, refundable with purchase

Red Wine Lovers
Selection of current and museum release  

Pinot Noir Red Blend and Shiraz
$5pp, refundable with purchase

Flight of Four
Four wines of your choice

Complimentary

Offshoot Tasting
Four wines from our Offshoot Range

Complimentary

Get Obsessive
Selection of wines from our Offshoot,  

Classic and ‘The Obsessive’ Ranges
$10pp, refundable with dozen purchase

Classic Flight
Wines from our Classic and Offshoot Ranges

$5pp, refundable with purchase

x6 20mins

x13 45-60mins

x10 30mins

x8 30mins

x13 90mins

x6 20mins

x4 15mins x4 15mins

Home Grown Hunter Valley Guide
SCARB OROUGH WINE CO.

Restaurants 
There are so many great places to eat out in the Hunter Valley so you really will be 
spoilt for choice when trying to decide where to go. Here are a few suggestions to get 
you started on your search for the ultimate dining experience in the Hunter Valley.

Home Grown Hunter Valley Guide
SCARB OROUGH WINE CO.

Amanda’s on the Edge: The daily curry is 
always a winner, as are the picturesuque views 
from the restaurant. 
1039 McDonalds Road, Pokolbin NSW 2320
www.amandas.com.au

The Cellar: If you have a large group chef Andy 
Wright offers a whole suckling pig on the menu 
with 48hrs notice – worth being organised for. 
2090 Broke Road, Pokolbin NSW 2325 
www.the-cellar-restaurant.com.au

Esca Bimbadgen: It’s a thrill to walk through 
the winery to get to the restaurant. 
790 McDonalds Road, Pokolbin NSW 2320
www.bimbadgen.com.au

The Mill Restaurant: Gorgeous views over 
Hermitage Rd accompany the comfortable 
surroundings of this restaurant.
Corner Hermitage Road and Mistletoe Lane, 
Pokolbin NSW 2320. 
www.estatetuscany.com.au

Casual Dining

Tinklers: Pokolbin Mountains Rd, Pokolbin 
NSW 2320
www.tinklers.com.au/produce

Lovedale Smokehouse: 64 Majors Lane, 
Lovedale NSW 2320
www.majorslane.com

Binnorie Dairy: Corner of Lodge Rd. and 
Lovedale Rd, Lovedale, 2320, NSW
www.binnorie.com.au

Local Produce

Home Grown Hunter Valley Guide
SCARB OROUGH WINE CO.

Where to taste in the 
Hunter Valley 

There are so many wineries in the Hunter Valley offering an outstanding range of 
wines and experiences. We have listed a small selection of the many cellar doors to 
visit. Some are new, others with a long heritage in the Hunter Valley, some with only a 
few wines to taste others with many. One thing is for sure, you have the opportunity to 
try some fantastic Hunter Valley wines. 



  

Best’s Wines

E M A I L SE M A I L S

S U M M A RY
Design of responsive HTML template 
for use across all email communication, 
including automations and monthly 
newsletter. Also provided regular 
creative input for messaging, themes 
and copy for each monthly newsletter. 

I N VO LV E M E N T
Creative direction, lead designer 
and project manager for template 
development
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BALI 

The	
  mere	
  men2on	
  of	
  Bali	
  evokes	
  
thoughts	
  of	
  a	
  paradise.	
  It's	
  more	
  than	
  
a	
  place;	
  it's	
  a	
  mood,	
  an	
  aspira2on,	
  a	
  

tropical	
  state	
  of	
  mind.	
  

•  The	
  resort	
  is	
  situated	
  in	
  a	
  luxury	
  enclave	
  located	
  on	
  Bali’s	
  
southern	
  Peninsula,	
  Nusa	
  Dua	
  

•  Each	
  of	
  the	
  433	
  guest	
  rooms	
  and	
  suites	
  are	
  designed	
  in	
  a	
  
contemporary	
  style	
  with	
  touches	
  of	
  nature	
  and	
  tradi2onal	
  
Balinese	
  accents	
  to	
  reflect	
  local	
  surroundings	
  and	
  maintain	
  
a	
  tropical	
  edge.	
  	
  

•  All	
  rooms	
  and	
  suites	
  feature	
  the	
  Wes2n	
  Heavenly®	
  Bed	
  to	
  
restore	
  your	
  mind	
  and	
  body	
  with	
  a	
  good	
  night’s	
  sleep.	
  

•  5	
  star	
  ra2ng	
  
•  Six	
  dining	
  op2ons	
  provide	
  a	
  delighpul	
  mix	
  of	
  Balinese	
  

hospitality	
  and	
  interna2onal	
  favourites	
  
•  Three	
  swimming	
  pools	
  
	
  
ROOM	
  RATE	
  PER	
  NIGHT:	
  USD	
  $175	
  Deluxe	
  Garden	
  (includes	
  
breakfast	
  for	
  two	
  people)	
  

THE WESTIN NUSA DUA 
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HERBALIFE VACATION 2017 – PROPOSED DESTINATIONS 

BALI	
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ROTORUA	
  

QUEENSTOWN	
  

CRUISE	
  

THE EXPERIENCE 

Beaches	
  
Cultural	
  

Relaxa2on	
  
Spa	
  &	
  Wellness	
  
Resort	
  Living	
  

Sun	
  
Spiritual	
  

	
  

AXIS TEAM 

Our	
  staff	
  come	
  from	
  various	
  backgrounds	
  within	
  
the	
  industry	
  with	
  a	
  broad	
  range	
  of	
  experience	
  

and	
  exper2se.	
  

It	
  is	
  our	
  goal	
  to	
  maintain	
  and	
  fulfil	
  our	
  customer’s	
  
requirements	
  and	
  meet	
  all	
  expecta2ons.	
  It	
  is	
  our	
  
philosophy	
  to	
  nurture	
  an	
  ongoing	
  rela2onships	
  
with	
  our	
  clients	
  ensuring	
  both	
  par2es	
  prosper,	
  

develop	
  and	
  profit.	
  

CUSTOMER SERVICE 

We	
  understand	
  that	
  compliance	
  with	
  your	
  code	
  
of	
  conduct	
  is	
  of	
  paramount	
  importance.	
  We	
  want	
  

to	
  be	
  ambassadors	
  for	
  your	
  brand.	
  

COMPLIANCE 

© Axis Events Group 2016 70 

As	
  high	
  volume	
  users	
  of	
  conference	
  and	
  incen2ve	
  
related	
  goods	
  and	
  services,	
  we	
  command	
  strong	
  

buying	
  power	
  for	
  our	
  clients.	
  

We	
  nego2ate	
  as	
  hard	
  as	
  possible	
  with	
  all	
  
suppliers	
  for	
  the	
  benefit	
  of	
  our	
  clients.	
  We	
  have	
  
developed	
  string	
  rela2onships	
  with	
  suppliers	
  
across	
  the	
  globe	
  to	
  nego2ate	
  every	
  element	
  of	
  

the	
  event.	
  
	
  

NEGOTIATION 

We	
  recognise	
  that	
  ensuring	
  cost	
  effec2ve	
  event	
  is	
  
a	
  key	
  considera2on	
  when	
  planning	
  and	
  delivering	
  

an	
  event.	
  

COST SAVINGS BUYING POWER 

  
Axis Events Group

P I TC H  D O C U M E N TSP I TC H  D O C U M E N TS

S U M M A RY
Redesign of Powerpoint template for all 
company staff to use for client pitches 
and presentations. The template had to 
be robust enough to cater for different 
clients and pitch types, and easy for staff 
to use to ensure the company brand was 
consistently portrayed.

I N VO LV E M E N T
Lead designer



  

Clear Hayes

P I TC H  D O C U M E N TSP I TC H  D O C U M E N TS

S U M M A RY
Design of a minimalist on-screen 
Keynote presentation for new client 
pitch. The document also included 
some animations to deliver messages 
at the appropriate moment during the 
presentation.

I N VO LV E M E N T
Lead designer

B2B doesn’t have to be boring 

We are globally curious 

We’re experts in connecting  
to marketers 

O U R  P H I L O S O P H Y  O N  P R  C O M M U N I C A T I O N S

Hope is not a strategy

Don’t ‘do PR’, build platforms 

Create impact

E X P E R I E N C E  I N  A D V E R T I S I N G   
 T R A D E  P R C O M M U N I C A T I O N S

Breadth of experience beyond PR

New approach for changing industry landscape

Let’s go beyond hope

Richie KenzieAlex Hayes Amy Bryant

SENIOR CONSULTANTPRINCIPAL CONSULTANT

T H E  T E A M  

C O M P A N Y  V A L U E S  

EnjoymentExpertise Excellence

R E C O M M E N D A T I O N S  O N  
M A N A G I N G  C O N S U M E R  P R  

Set realistic expectations

Understand editorial personnel  
who we can leverage

Bring in outside counsel where appropriate



 

Redman Wines

CO N T E N T CO N T E N T 
C R E AT I O NC R E AT I O N

S U M M A RY
Concept development and creative 
direction to create content for use 
across website, emails and social media 
channels.

I N VO LV E M E N T
Briefing, creative direction, propping and 
styling



P R I N T  D E S I G N



 

Best’s Wines

N E W S L E T T E RN E W S L E T T E R

S U M M A RY
Bi-annual publication for cellar door 
visitors and wine club members. The 
broadsheet format references the 
brand’s 150 year history, while the 
design reflects the newly-established 
brand guidelines. 

I N VO LV E M E N T
Creative direction, lead designer

C O N C O N G E L L A  C H R O N I C L E

S E P T E M B E R  2 0 1 9  E D I T I O N

D I S C O V E R  O U R  B E S T - K E P T  S E C R E T S S E P  2 0 1 9E D I T I O N  # 1 1

T 
HE GREAT WESTERN wine region may 
not be as famous as our South Australian 
neighbours, though wine production in our 
region dates back to the early 1850s.

In 1857, Monsieur Durant and another Frenchman 
established a small vegetable garden on the Concongella 
Creek in Great Western. In 1858, this was purchased 
by Jean Pierre Trouette and, with the assistance of his 
wife Anne-Marie Blampied and her brother Emile, they 
began to cultivate vines in 1863 and were instrumental 
in the foundation of viticulture in the Grampians region.

Brothers Joseph and Henry Best established 
vineyards at Great Western and along the Concongella 
Creek using some of Trouette’s cuttings. In 1865 Joseph 
Best established the Great Western Winery and Cellar.

Henry Best was also keen to establish his fortune and 
in 1866 purchased 73 hectares of land on a property 
known as Concongella, planting his first vines two 
years later. Known as ‘Best’s Wines’, it had become a 
fully functioning winery by 1893.

By 1890, there were 120 vignerons in the region 
cultivating 908 hectares, and Great Western became 
known for its fine wines. In 1877, the phylloxera disease 
decimated wineries in Victoria, many never recovering. 
The Great Western vineyards survived unscathed. 

In 1920, Frederick Thomson purchased the business, 
the stock, equipment and the name ‘Best’s Great 
Western’ for £10,000.

Through the 1920s, other wineries (including Best’s at 
Rhymney) focused on fortified-wine production, which 
was much in demand and helped to keep the industry 
alive through troubled wartime years. 

The 1930s and 40s were difficult times, the industry 
struggling to stay afloat as war raged. The 1950s and 60s 
were buoyant years, with table wine now becoming an 
acceptable beverage and Great Western wines making 
their way onto the tables of many Australian consumers.

We are immensely proud that Best’s Wines is still 
going strong, and that we are one of Australia’s oldest 
continually family-owned and operated wineries. 

In fact, Best’s Wines is now the only operating winery/
vineyard in Great Western and has some of the oldest 
grapevines in Australia. 

2020 will mark 100 years since the Thomson family 
took custodianship of Best’s Wines. The fifth generation 
of the Thomson family continue the long history of 
winemaking and viticulture in the region.

OHISTORYNWINEMAKING 
IN GREAT WESTERN 

C O N C O N G E L L A  C H R O N I C L E
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Meet the
BEST’S TEAM 

LUCY JOYCE
Cellar Door & Wine Club Manager

CAROLE NICHOLSON
Administration Manager

THIS FESTIVE RECIPE is from everyone's 
favourite food icon, Maggie Beer. Our 
sparkling shiraz is the true hero of this dish, 
paired with fresh raspberries for a chilled 
dessert that is sure to be a hit with friends 
and family on a hot summer night.

750ml Best's Sparkling Shiraz
300g sugar

8 x 2g gold strength  gelatine leaves
2 punnets of fresh raspberries

Clotted cream, to serve

Bring the sparkling shiraz to a boil in a 
non-reactive saucepan, then light a match 
and touch it to the surface to burn off the 
alcohol. Turn off the heat and stir in the 
sugar until dissolved.

Meanwhile, soften the gelatine leaves in 
a small bowl of cold water for 5 minutes. 
Add the softened gelatin leaves to the wine 
mixture and stir over a low heat until gelatin 
is dissolved the gelatine. Remove from the 
heat and allow to cool completely.

Place the raspberries into your chosen 
bowl or mould (it should hold about 2 litres) 
and slowly pour the cooled wine mixture 
over them so it doesn't froth. The raspberries 
will rise to the surface, gently press down on 
the raspberries with a spoon so they absorb 
enough of the liquid to set throughout the 
jelly. Refrigerate overnight to set.

Serve directly from the bowl or turn out 
the jelly by dipping the base of the mould 
into hot water and then inverting it over a 
waiting plate. Serve with clotted cream.

You could also divide the mixture between 
individual glasses or ramekins before setting 
in the fridge.

Sparkling Shiraz
& Raspberry Jelly

WITH CLOTTED CREAM  

Born and raised in Melbourne, but with weekly trips to a 
country property at Cape Liptrap in South Gippsland, Lucy 

fostered a love of regional Victoria. She studied graphic 
design and photography, working in finance and advertising 

before joining the family business importing art and antiques 
from Japan and China. It was love that brought Lucy to Great 

Western, when she met and fell in love with Hadyn Black, a 
former cellar hand at Best's. Together they have purchased 
a small vineyard in Great Western where they raise their fur 
babies Hunter, an Irish wolfhound and Paddy, a greyhound.

Favourite Best’s Wine? Old Vine Pinot Meunier

Carole moved to Ararat from the Northern Territory in 1994. It 
was here that she and her partner ran two businesses for a 
number of years. Family has always been a focus for Carole, 

with four children and one grandchild to keep her busy. When 
the weather allows, you can find her camping, fishing, boating 
and kayaking in Glendening with the family. She loves cooking 

all types of food and enjoying the fruits of her labour with 
friends, family and a good glass of red wine.  

Favourite Best’s Wine? Great Western Cabernet Sauvignon

   
 BEST’S RECIPES
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THE EMERALD CITY may be famous for it's harbour 
and coastline, but there are also plenty of places 
around the city to savour a glass or bottle of fine 
wine and some of the best food Australia has to offer.   

ROCKPOOL BAR & GRILL
For a special-occasion dinner, there’s not 
much to beat this grand dining room in the 
heart of the city. The extraordinary wine list 
(some 3000 wines and counting) regularly wins 
accolades, and features some of Best's own gems.  
rockpoolbarandgrill.com.au

THE LODGE BAR
Over on the Balmain peninsula on Sydney’s west 
side, The Lodge Bar is one of those snug, welcoming 
locals that every suburb needs. Settle into a 
comfy leather lounge and take your pick from the 
free-ranging wine list that takes its cues from 
varietal stars of Australia and around the globe.  
thelodgebar.com.au

BIBO
Drop into this Double Bay wine bar for a drink, 
lunch (Friday, Saturday and Sunday only) or 
dinner seven days a week. Work your way through 
a Portuguese-inspired menu of bar snacks or more 
substantial fare, and a wide-ranging wine list of 
fine local and imported drops, including Best’s.  
bibowinebar.com.au

IVY
Often referred to as Sydney’s coolest bar precinct, ivy 
houses some of the most happening restaurants and 
bars, including the iconic Pool Club. Sit back with 
some friends and enjoy some of Best’s finest drops 
such as Great Western Riesling, Bin No. 1 Shiraz and 
Sparkling Shiraz. merivale.com/venues/ivy

SMOKE BAR 
Situated on the rooftop of ‘the spaceship’ – as 
Barangaroo House is affectionately known – Smoke 
Bar is the perfect place for sunset drinks overlooking 
the water. barangaroohouse.com.au

Wining & Dining
in Sydney
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THE MUCH ANTICIPATED RELEASE of our 
2016 Best’s Sparkling Shiraz is almost here. 
Launching on 1 November 2019, it’s the perfect 
choice for the festive season. It’s only made in 
small quantities and never lasts long – keep an 
eye out on your inbox so you don't miss out.

2016 SPARKLING SHIRAZ

1 1 1 1

It's hard to believe that Christmas is almost here. To 
enjoy your favourite Best's wines during the festive 

season, ORDER BEFORE 3 DECEMBER so we can ensure 
delivery in time for Christmas.

Need assistance with your selection? Check out our 
special offers online or call our cellar door team on  

(03) 5356 2250. 

CHRISTMAS DELIVERIES!

C O N C O N G E L L A  C H R O N I C L E
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2018 GREAT WESTERN  
PINOT NOIR

“From vines planted in the 
1980s as cuttings from Best’s ancient 
pinot planted in 1866. Deeply 
coloured, its bouquet and palate are 
driven by red cherry, pomegranate 
and rose petals. It is a pinot with 
power and no intention of falling 
over within the next 20+ years.”

2018 GREAT WESTERN RIESLING
“The bouquet is enticing, but 
it’s the palate that sends all the 

senses into overdrive. Intense lime 
juice intersects with shiny bright 
acidity. This takes mouthwatering 
flavours to new levels. Great length 
inevitably follows, promising a very 
long life.” 

2017 LSV SHIRAZ
“Best’s ancient clone and 
clone 1654, plus 2% viognier. 

How can 2% viognier give the wine 
its exotic perfume and ravishingly 
seductive palate? The answer is that 
it’s the shiraz, not the viognier.”

2017 BIN NO. 1 SHIRAZ
“The cool climate of Great 
Western comes through the 

bouquet and palate in an unbroken 
stream of black cherry, licorice, 
spice and earth. The framework 
captures elegance and compelling 
flavour; finely tuned and ripe 
tannins joining a wisp of French 
oak providing length.”

under screw cap

Our top tips for

B 
EST’S WINES once 
again scored highly in 
James Halliday’s 2020 
Wine Companion, with 13 

of our wines scoring over 94 points. 
Best’s also retained its five-red-star 
winery rating, as an “Outstanding 
winery regularly producing wines 
of exemplary quality and typicity.”

2017 THOMSON FAMILY SHIRAZ
“You’d stand up for royalty, and 
that’s this wine. To use a spit 

bucket is lèse-majesté. Just savour 
it, drop by drop, as it magically 
finds its way down your throat. It’s 
got the full rainbow of cool-grown 
shiraz flavours, a conjunction with 
a year made for it by Dionysus and, 
glory be, comes with a screwcap.” 

2017 BIN NO. 0 SHIRAZ
“The deepest colour and 
largest build of Best’s shiraz. 

Here, black and blue fruits have fine, 
but not apologetic, tannins running 
alongside the fruits – which don’t 
give the tannins a passing glance.” 

TOP-RATED HALLIDAY WINES

Did you know? Esteemed international wine critic James Suckling recently rated Best’s 
Wines in his largest ever tasting of Australian wine. Our shiraz featured strongly – 2017 
Bin No. 0 Shiraz (94 points), 2017 Bin No. 1 (93 points) and 2017 LSV Shiraz (94 points). 

Did you know that decanting 
young red wines allows more 
air to get into the wine and 
enhances the flavour?  Visit 
our Youtube channel for the 

latest wine wisdom from 
our team in a new series of 

educational videos.

youtube.com/BestsWines

BEST-KEPT
SECRET

WE MADE THE SWITCH to screw caps as problems with cork increased and 
too much wine was being spoilt, but we are often asked how these wines cellar.

Our experiments reveal that screw caps seem to keep wines fresher for 
longer, even as the aged characteristics begin to assert themselves. We’re just 
beginning to understand the possibilities of cellaring wines in this format.

Cellaring white wines under screw caps slows down the aging process 
and fruit is retained for longer. The secondary characteristics loved by 
those who age their wines start to emerge, but the fruit remains.

We’ve not seen a lot of really old red wines under screw cap, but our  
instincts for the reds follow the whites. We’re about to discover a new 
longevity for red wines under screw cap. 

What are our tips? Check for dings. Like cork oxidisation, this could ruin the 
wine you’re cellaring. And remember, aging a bad wine doesn’t make it better; 
just as with cork, screw caps will magnify any faults.

CELLARING WINES
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JUST AS HUMAN BEINGS have unique ways of 
being identified, grapes have their own kind of 
fingerprint in the form of their leaves. 

READING THE LEAVES — NOT JUST FOR FORTUNE TELLERS
Ampelography is the study of vine leaves.  Things 
began to get serious on the ampelography front 
in the 19th century, when diseases and pests from 
the New World, such as phylloxera and mildew, 
began to threaten Europe’s vines. Knowing the 
grape variety and the disease resistance of the 
rootstock was vital when it came to treatments. 
Knowing how the leaves should look when they 
are healthy also helps you recognise when the 
vines are under stress or something is amiss.

THE FATHER OF AMPELOGRAPHY
It wasn’t until the 1950s that Frenchman 
Pierre Galet produced his seminal work, 
Précis d’Ampélographie Pratique (A Practical 
Ampelography), an astonishing database of 9600 
types of grapevines. His other landmark books 
include Varieties and Vineyards of France.

HOW LEAF IDENTIFICATION WORKS
If you think of a leaf like a hand, then its veins are 
fingerprints and tell their own story. Its lobes are 
fingers, which can be pronounced on some (like 
nebbiolo, cabernet franc and merlot, which have 
five), while others have three and some are little 
more than a stubby ‘fist’ (barbera, grenache). The 
gap between the fingers is known as the lateral 
sinus. The space between the middle finger and 
the two either side is called the lateral sinus 
superior; the lower one between those two fingers 
and the ‘pinky’ and ‘thumb’ is the lateral sinus 
inferior (also known as sinus upper and lower). 
They tell you a lot about what grape the vine 
produces. The leaf shape itself might be circular, 
pentagonal, wedge- or kidney-shaped (known as 
reniform). Then there’s the petiolar sinus – the 
gap between the stem and lower lobes – which, 
like those higher up, can vary from overlapping 
to U- and V-shaped, or nothing at all. Also, the 
leaf’s teeth can be quite pronounced and serrated, 
while others will be more rounded.

Combine these elements and the shapes of the 
individual leaves are distinctive enough to easily 
pick the difference between the main Bordeaux 
red varietals this way.

BEST’S NURSERY BLOCK – THE MYSTERY CONTINUES
We’re not alone in having a vineyard with 
different grape varieties planted together (39 in 
all, with eight still unidentified). Ampelography 
offers a fast and fairly easy way to identify what’s 
on the 1.3ha block, compared to the expense and 
time required by DNA testing. But alas, neither 
method has been able to determine what all the 
vines growing in our Nursery Block are…

we read it on the grapevine

SOCIALISE WITH US
  facebook.com/bestswines          @bestswines       @bestswines      bestswines

CONTACT US
111 Best’s Road, Great Western, Victoria 3374, Australia 

P: (03) 5356 2250   F: (03) 5356 2430   E: info@bestswines.com   W: www.bestswines.com  

VISIT OUR CELLAR DOOR
In the area over summer? We’d love to see you at our cellar door.  We are open Monday to 

Saturday from 10-5pm and Sundays from 11-4. Closed Christmas Day.
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CELLAR TREASURE
l   ENJOY limited Release Back-Vintage Wines  k

UNCORKING AN OLD WINE can be a magical experience. Full 
of memories and an eager anticipation of what’s to come. Deep 
in the underground cellars of Best’s we’ve carefully nurtured a 
range of back-vintage wines. 

From time to time, we release these wines to our valued members. They 
make the perfect gift for someone special, or a talking point at a dinner 
party if you’re looking for something with a little more age.

Why are these wines so rare? Most wines are consumed within hours of 
purchase, so bottles that have been carefully cellared are rare gems. 

Reap the rewards of our patience (and restraint), visit our website to 
find regular additions of back-vintage rarities. These wines are limited in 
nature, strike while the iron is hot to stake your claim. If you’re looking 
for a specific vintage, be sure to call our cellar door team and they’ll be 
happy to assist.

Congratulations to our Assistant Winemaker Brigitte Rodda and her fiancé Ryan Jon,  
who were recently engaged! Ryan literally ran from Perth to Great Western to execute a 

romantic proposal in the Concongella Vineyard at Best's.

WE'RE PROUD TO HAVE been listed at #19 in The 
Real Review's Top Wineries of Australia and also been 
awarded a Certificate of Excellence. 

A place on the Top Wineries of Australia list is no 
small feat, as The Real Review now tastes more wines 
in Australia and New Zealand than 
any other publication, with over 
10,000 wines reviewed each year. 

The Real Review Certificate of 
Excellence is awarded to a select 
group of wineries that consistently 
produce excellent wine. 

� BEST � � BEST

You can take a self-
guided tour of our historic 

underground cellars on your 
next trip to Best’s. The old 

red gum slab tasting room is 
housed in the original stables. 

View Henry Best’s original 
diary, book in a guided tasting 
and discover why we’re rated 

the #1 attraction in Great 
Western on Trip Advisor. 

We even offer special 
helicopter tours with 

Grampians Helicopters – the 
perfect way to explore our 

beautiful region! 

BEST-KEPT
SECRET



 

Best’s Wines

M A R K E T I N G M A R K E T I N G 
CO L L AT E R A LCO L L AT E R A L

S U M M A RY
Brand guidelines were formalised 
and applied to promotional material, 
including business cards, brochure for 
local tourism centres, brochure and 
form to assist with growth of wine club 
and various communications for the 
business.

I N VO LV E M E N T
Creative direction, lead designerThere’s someThing very special  

about the wines from Great Western. The 
pedigree of our historic vineyards allows 
us to make elegant, finely structured 
wines with great intensity and balance. 
Best’s avoids the heavy-handed use of 
oak or winery interventions; instead, the 
winemaking team allows the fruit from 
Great Western to tell its own story. Like 
many classic long-lived wines, their best 
attributes are revealed over time.

Best’s flagship wines, the Thomson Family 
Shiraz and Bin No. 0 Shiraz, have been 
designated ‘Outstanding’ and ‘Excellent’ 
respectively by Langton’s Auction House.  

Best’s Wines is proud to be acknowledged 
as a James Halliday 5-Star Rated Winery.

HISTORIC CELLAR DOOR

AWARD-WINNING WINES

BuilT in 1866, our Concongella Cellar Door is the 
heart of Best’s operation. This truly memorable place 
is also known as ‘The Stables’.

The tasting room, featuring a vintage work bench, is 
housed in the original stables. Henry Best’s journal, 
with entries dating back to 1866, is on display, along 
with interesting artifacts and historic family photos.

Visitors can take a tour of the underground cellars, 
which were hand-dug in the 1860s, and the original 
Nursery Block plantings, both of which are a 
significant slice of Australian wine history. We also 
offer private tastings with prior notice.

Purchase a cheese platter and enjoy the spectacular 
location while enjoying a glass of Best’s wine.

B esT’s Wines greaT WesTern is one 
of Australia’s ‘best kept’ winery secrets. 
Founded in 1866, we are a family-owned 

and operated winery with some of the oldest and rarest 
vines in the world. Shiraz, Cabernet and Riesling are 
our specialties, but we also produce small-parcel 
wines that are exclusive to our cellar door.

Henry Best’s original Nursery Block, containing more 
than 40 different varieties and featuring his old Shiraz 
and Pinot Meunier plantings, are among Australia’s 
most valuable vineyard resources. 

Come and visit us to discover our wines for yourself. 
Tour our historic underground cellars, bring a picnic 
and enjoy a glass of wine while relaxing in our gardens. 
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C O N T A C T  U S

111 Best’s Road, Great Western, Victoria 3374

P: (03) 5356 2250        E: info@bestswines.com  

www.bestswines.com

S O C I A L I S E  W I T H  U S

  /bestswines      @bestswines     @bestswines 
  

R AT E D  # 1  O N  T R I P  A D V I S O R

VISIT BEST’S WINES

OPENING HOURS

Best’s Great Western is a 2.5 hour drive from Melbourne. 
To find our cellar door, take the Western Freeway exit 
from the city and continue on the A8 Western Freeway 
through the towns of Ballarat and Ararat, continuing 
through the town of Great Western towards Stawell. 

Look out for the Best’s Wines signs and turn right into 
Best’s Road.

Best’s Cellar Door is open Monday to Saturday from 
10am to 5pm and Sunday from 11am to 4pm.

Best’s cellar door team welcomes private and group 
tastings when arranged with prior notice.

“ BEST’S WINERY AND  
VINEYARDS ARE ONE  

OF AUSTRALIA’S  
BEST KEPT 
SECRETS ”

 ––  James Halliday Wine Companion  ––

DISCOVER OUR 
BEST KEPT SECRETS

Graeme hogan
Nat i o Na l Sa l e S Ma Nag e r

 0477 333 459

graeme.hogan@bestswines.com

  bestswines      @bestswines      bestswines 

Best’s Wines Great Western

111 Best’s Road, Great Western, Victoria, Australia 3374

T: +61 3 5356 2250

www.bestswines.com
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  youtube.com/Bestswines  

C O N T A C T  U S

111 Best’s Road Great Western, Victoria, Australia 3374

P: (03) 5356 2250     F: (03) 5356 2430     E: info@bestswines.com  

www.bestswines.com

D I S C O V E R  O U R
BEST KEPT SECRETS...

Your invitation to join

THE
CONCONGELLA

WINE CLUB

ALL WINE CLUB MEMBERS RECEIVE:

• Exclusive tastings and dinner invitations throughout the year

• Wines made exclusively for Wine Club members and fi ne restaurants

• Best’s Concierge Service when visiting The Grampians, Victoria

• Discount on wine purchases online and at cellar door

• Private tastings in Best’s underground cellars in Great Western with 
personal service of back-vintage wines with cheese platter

• No wine club joining fees

MAGNUM CLUB

IMPERIAL CLUB

JOIN OUR WINE CLUB

PLEASE SIGN ME UP TO:

  DISCOVERY TRIO     MAGNUM     IMPERIAL

BILLING INFORMATION

Name      Phone                                                  

Address                                          

                                                                                                  
      Postcode

Birthday     /     /          Is this a gift membership?  Yes  No 

Gift Recipient Name

Email Address

M/Card    Visa    Amex 

Cardholder Name

Card No. 

CVC      Expiry      /       Signature

SHIPPING INFORMATION

  Same as billing address

Address                                         

        Postcode

Special Instructions                                                                                    

 I hereby authorise Best’s Wines Pty Ltd, ABN 41 004 166 189, to enrol me as a member in the Best’s 
Wines Concongella Wine Club and debit my credit card as nominated above, with the cost of my wine 
deliveries prior to being dispatched. I understand that I will automatically receive my wine shipment in 
the allocated frequency and I am liable to pay for only those wines that have been dispatched prior to my 
membership cancellation. I am 18 years of age or older. 

Best’s Wines Pty Ltd adheres to the code of practice of the Australian Direct Marketing Association. 
By supplying your contact details you are giving permission for Best’s Wines Pty Ltd to contact you 
periodically via telephone, mail and email with special offers for an indefinite period. 

Privacy Notice: Your information is collected by Best’s Wines Pty Ltd for the purpose of processing your 
application and administering the Concongella Wine Club. We will use your information to inform you 
about Best’s Wines Pty Ltd events, offers and promotions that we consider may be of interest to you. You 
can opt-out at any time. See our Privacy Policy at www.bestswines.com/privacy for more details.

Join Best’s Discovery Wine cluB to explore our wines and the distinctive 
styles from the Great Western wine region. This membership is perfect for those 
who have limited space to store wine but are keen to try regular releases from 
our Great Western range, as well as a few special drops from our Concongella 
Collection (small parcels of premium grapes crafted into wine).

M E M B E R S  R E C E I V E :
• A quarterly three-pack including a selection of Great Western favourites as 

well as a few wines from our Concongella Collection. The wines are enhanced 
by winemaker tasting notes and food-matching tips on Best’s website. 

• Quarterly deliveries are sent in March, June, September and December. 
• 10% discount on all purchases made from Best’s. 

$90 EACH QUARTER FOUR SHIPMENTS PER YEAR

Join Best’s MagnuM Wine cluB to stock your cellar with age-worthy wines 
and fill your cabinet with drink-now drops that are perfect for the season ahead. 
This membership is for the wine lover who can’t go without Best’s finest wines, 
such as our Langton’s classified Bin No. O Shiraz, our limited Concongella wines 
and of course our Great Western varietals. In years they are produced, you will 
also have access to our Thomson Family Shiraz and Old Vine Pinot Meunier. 

M E M B E R S  R E C E I V E :
• One dozen wines delivered twice a year including the super-premium Bin 

No. 0 Shiraz, the exclusive Concongella Collection and the regional styles in 
the Great Western range. The wines are enhanced by winemaker tasting notes 
and food-matching tips on Best’s website. 

• Bi-annual deliveries are sent in May and November.
• 15% discount on all purchases made from Best’s with free delivery Australia 

wide, as well as invitations to Best’s exclusive Wine Club dinners and events.  

$285-$320 TWICE A YEAR TWO SHIPMENTS PER YEAR

Join Best’s iMperial Wine cluB to experience the very best of Best’s. This 
membership is for wine enthusiasts who yearn to experience the ultimate in fine 
wine collectorship. Membership is limited to 150 members only.

M E M B E R S  R E C E I V E :
• One dozen wines delivered four times a year including the super-premium 

Bin No. 0 Shiraz and first access to Thomson Family Shiraz and Old Vine 
Pinot Meunier in years they’re produced and rare back-vintage and pre-
release wines, including the exclusive Concongella Collection. Your pack 
includes tasting notes from the winemaker and food-matching suggestions.

• Quarterly deliveries are sent in February, May, August and November.
• 20% discount on all purchases made from Best’s with free delivery Australia 

wide, as well as invitations to Best’s exclusive Wine Club dinners and events.

$470-$500 EACH QUARTER FOUR SHIPMENTS PER YEAR

Discovery trio

Our concongella Wine cluB is our Best Kept 
Secret. Why? Just like our historic vines, our 
members are treasured, respected and given 

rare access to the wines we treasure the most. Best’s 
winemakers produce the Concongella Wines with 
wine club members in mind. Belonging also extends 
membership to become part of the Best’s family. 

We’re giving away a twin-pack of our wine worth  
up to $85 each month for our favourite fan photo.

To enter, share your photo enjoying Best’s Wines  
at home, in a restaurant or at our historic Great 

Western cellar door.  

Get creative and simply post your photos to  
social media, tag @bestswines on Facebook or  

Instagram and use #bestswines.

  bestswines       @bestswines

THE BEST 
PHOTOS WIN

Terms and conditions apply. Visit bestswines.com/terms-and-conditions



 

Nerada Tea

M A R K E T I N G M A R K E T I N G 
CO L L AT E R A LCO L L AT E R A L

S U M M A RY
Design of suite of collateral for 
use across direct-to-consumer 
communication. Deliverables include 
recipe post cards, post card to articulate 
product origin and brand values, tourism 
brochure for local visitor centres 
and product brochure with story of 
provenance and tea range.

I N VO LV E M E N T
Lead designer

Nerada

For more recipes, visit www.neradatea.com.au. Share your #neradatea experience with us.

   @nerada_tea     neradatea

Lemon & Ginger Iced Tea
INGREDIENTS 

1 litre coconut water

3 kaffir lime leaves

4 Nerada Lemon &  
    Ginger tea bags

ice, for serving

½ cup fresh or canned  
    lychees, for serving

lime slices, for serving

ME THOD 

1. Bring the coconut water and kaffir lime leaves  
to a gentle simmer in a small saucepan.

2. Remove from the heat and add the Nerada  
Lemon & Ginger tea bags and allow to steep  
for two minutes.

3. Remove the tea bags and place in the fridge  
until chilled.

4. Fill some glasses with ice, pour the chilled  
infusion and garnish with lychees and fresh  
lime slices. Serve at once.

For more recipes, visit www.neradatea.com.au. Share your #neradatea experience with us.
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Apple & Peppermint Iced Tea
INGREDIENTS 

3 Nerada Peppermint  
     tea bags

500ml boiling water

1.25 litres chilled clear 
    apple juice

2 tablespoons lime juice

ice, for serving

2 Lebanese cucumbers, 
for serving

watermelon slices,  
for serving

ME THOD 

1. Place the Nerada Peppermint tea bags in a large 
heatproof jug and pour over the boiling water.  
Steep for six minutes then remove the tea bags. 
Place the jug in the fridge until chilled.

2. Combine the apple juice with the chilled  
peppermint infusion. Add lime juice.

3. Place some ice into serving glasses. Peel some 
cucumber ribbons using a potato peeler and  
add to the serving glasses with a small wedge  
of watermelon. Pour over the chilled peppermint 
infusion and serve at once.

Nerada

For more information, visit www.neradatea.com.au. Share your #neradatea experience with us.
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Where does your tea come from?
Nerada’s black tea is 100% Australian grown, cultivated on Australia’s largest 
single-origin tea estate on the Atherton Tablelands in North Queensland. 

Entirely pesticide free, our tea estate lies among World Heritage rainforests, 
at altitude. Small by global standards, we harvest over 6 million kilos of 
fresh tea each year – that’s almost 750 million cups of tea! 

We’re proud that our environmental practices have earned us  
Rainforest Alliance Certification, the first and only Australian agricultural 
entity to be awarded this accreditation.

We’ve crafted a fine brew, so pop the kettle on to enjoy Australia’s freshest tea!

Nerada

Printed on 100% recycled paper



Meet Our Neighbours
Our tea estate is also home to one of Australia’s 
rarest animals, Lumholtz’s tree-kangaroos. There’s 
a family of them living in the trees outside our 
Tea Rooms. If you’re lucky, you might spot one of 
these creatures, just remember to look up.

Tea & Scones
Sit back and enjoy your favourite cup 
of Nerada Tea in our Tea Rooms, or 
take the opportunity to try something 
new. Our Devonshire Tea, with freshly 
made scones, and delicious High Tea 
are not to be missed. We also offer 
a range of snacks and light meals. 
Gluten-free options are available.

Our Special-Teas

From Leaf to Cup
When you visit our Tea Rooms, you’ll see for 
yourself what goes into the process of making 
our black tea. Relax with your freshly brewed 
cuppa and take in the views over our spectacular 
tea fields. This alone offers a fascinating insight 
into how our tea is grown here in Malanda, and 
why we’re Australia’s freshest tea.

Nerada

Taste our delicious brews for yourself. Explore 
our range of speciality teas and gifts.

Nerada

Organics 
Range

CHAI

Savoured for its complex and 
rich flavours, chai has been a 
popular choice throughout 
Asia for centuries. With hints 
of cinnamon, cardamom and 
cloves, our blend uses the 
finest organic spices for the 
perfect sweet and spicy fix.

ROSEHIP,  
LEMONGR ASS & 
GINGER 

Rosehip is the fruit of the 
rose flower and its use as a 
medicinal food dates back to 
antiquity. Blended with ginger 
and lemongrass, this rosehip 
infusion has a smooth taste.

LEMON & GINGER

This zesty combination of  
two of nature’s most versatile  
ingredients is tasty and may 
be beneficial to your health. 
Both lemon and ginger 
reputedly aid with digestion 
and boost energy levels as well 
as providing antioxidants and 
immune-boosting effects. 

GREEN TEA &  
LEMON MYRTLE

Lemon myrtle is without a 
doubt the most popular of 
Australia’s native herbs. With a 
fresh, creamy lemon and lime 
fragrance and taste, it brings a 
complementary and refreshing 
twist to traditional green tea.

GREEN TEA 

Light and fragrant, with an  
inviting nutty, buttery flavour, 
green tea is a healthy drink 
choice. Research continues to 
reveal the many reputed health 
benefits that green tea has – 
boosting immunity, enhancing 
mood and aiding weight loss.

C AMOMILE 

Prepared using dried flowers, 
camomile is renowned for its 
subtle flavour and calming 
effect. Camomile has been 
reported to promote relaxation 
and soothe the nervous system, 
which may help with sleep, 
immunity and digestion.

HIBISCUS &  
LEMONGR ASS 

Hibiscus has been used in  
traditional medicine for  
hundreds of years as it reputed-
ly helps control blood pressure 
and cholesterol. Lemongrass 
adds a refeshing, citrus flavour. 
Enjoy this infusion hot or cold.

ROOIBOS &  
VANILL A

Pronounced ‘royboss’ and 
originating in South Africa, this 
tea has been consumed for 
centuries. Our blend is naturally 
sweet, with smoky, woody 
notes and a hint of vanilla. Free 
from caffeine, this infusion is 
ideal at any time of day.   

PEPPERMINT  

Peppermint has been used 
medicinally for centuries. With 
a sharp, refreshing flavour,  
peppermint may assist 
to improve digestion and 
reduce bloating. Its soothing 
properties have been shown 
to promote relaxation to assist 
with stress and sleep.

PEPPERMINT  
& GINGER 

Peppermint and ginger are  
regarded as two of nature’s  
greatest healing herbs, both 
used for hundreds of years. 
With a cool and invigorating 
flavour, this duo may help with 
bloating and detoxifying. 

Peppermint 
& Ginger

40 Tea Cup Bags 60g

Organic Herbal Infusion

Nerada

50 x tea bags 

40 x tea bags 

40 x tea bags 

50 x tea bags 

40 x tea bags 

40 x tea bags 

Our tea range is available in your 
local supermarket. Visit our website 
for more information and recipes, 
including some delicious iced teas 

to enjoy in warmer weather. 

w w w.neradatea.com.au

50 x tea bags 

40 x tea bags 

40 x tea bags 

50 x tea bags 

TAGGED TEA BAGS  

As a tea drinking nation, Australia has fallen in 
love with the humble  
tea bag. A cuppa brewed 
with a tea bag is a daily  
ritual. Our Australian 
grown pesticide-free black 
tea is available in packs of 
50 or 100 tea bags.

AUSTR ALIAN GROWN & PACKED 

Nerada’s black tea is 100% Australian grown.  
Cultivated in the lush Atherton Tablelands in 
Far North Queensland, our 
Rainforest Alliance certified 
plantation is 100% pesticide 
free and yields 6 million  
kilograms of tea each year. 

CUP OR POT BAGS 

There is no need to decide between pot or cup, 
with tag-less tea bags 
you can enjoy the best 
of both worlds. Our 
Australian grown  
pesticide-free black tea 
is available in packs of 
100 or 200 tea bags.

LEAF TEA

For those who cherish the ritual of brewing a pot 
of tea, our loose leaf is the perfect choice. Our 
Australian grown, loose 
leaf black tea is 100% 
plastic free, packaged 
in a cardboard box with 
a convenient pop-out 
pour spout on the side.

Fresh
Black 
Tea

Your Cup 
of Tea

50 or 100 x tea bags 

100 or 200 x tea bags 

250g loose leaf tea

CONTACT NERADA TEA

PO Box 1420 
Sunnybank Hills, QLD 4109

(07) 3272 0444

info@neradatea.com.au

www.neradatea.com.au

  @nerada_tea         neradatea 

How To Find Us 
 

NER ADA TEA ROOMS

933 Glen Allyn Road, Malanda

(07) 4096 8328

tearooms@neradatea.com.au

OPEN 7 DAYS A WEEK, 10AM TO 4.30PM*

Bookings requested for groups of 10 or more. 

Closed Christmas Eve, Christmas Day, Boxing Day, 
New Year’s Day and Good Friday.

Tarzali

Malanda

Lake 
Eacham

Nerada
Tea Rooms

Glen Allyn Rd

Yungaburra
Atherton

Australia’s  
Biggest Tea  
Plantation

* From  January to March opening times may vary.  
Please refer to our website for specific details.

Australia’s 
Freshest Tea 

Nerada’s black tea is 100% Australian grown. 
Cultivated in the lush Atherton Tablelands in 
Far North Queensland, our Rainforest Alliance 
certified plantation is 100% pesticide free. 

Our 360-hectare plantation is Australia’s largest 
tea estate. 

Each year, more than six million kilograms of fresh 
tea leaves are harvested and processed into 1.5 
million kilograms of black tea. That’s nearly 50 
million cups of tea!

Nerada

  @nerada_tea         neradatea 

www.neradatea.com.au

ONLY 1.5 

HOURS FROM 

CAIRNS



  

Nerada Tea

PAC K AG I N GPAC K AG I N G

S U M M A RY
Design of packaging for new product 
range of loose-leaf tea tins. 

I N VO LV E M E N T
Lead designer

v4 DESIGN, 125g TINS

Royal 
Devonshire

with Smooth Vanilla

Nerada

LOOSE-LEAF BLACK TEA

Estate Grown in Queensland, Australia 

125g

Grown on the lush Atherton Tablelands in Far 
North Queensland, Nerada Royal Devonshire 
is a pesticide-free black tea subtly fl avoured 
with smooth vanilla, perfect for any tea break.

To prepare: place one teaspoon per person 
into a teapot, plus one for the pot. Pour in 
freshly boiled water and allow to infuse for 2-5 
minutes or until brewed to your liking. Drink 
with or without milk.

Ingredients: Australian Grown 
Black Tea, Vanilla Flavour (5%)

Packed by Nerada Tea, Unit 1/47 
Overlord Place, Acacia Ridge, 
Brisbane, Australia.

NUTRITION INFORMATION
Servings per package: 125  Serving Size: 1 teaspoon
infused in 200ml of freshly boiled water

Ave. quantity 
per 200ml

Ave. quantity 
per 100ml

ENERGY 10kj 5kj
PROTEIN <1g <1g
FAT    - Total
           - Saturated

<1g
<1g

<1g
<1g

CARBOHYDRATE
           - Sugars

<1g
<1g

<1g
<1g

SODIUM <10mg <10mg
FLAVENOIDS 
ANTIOXIDANTS

100-200mg 50-100mg

w w w . n e r a d a t e a . c o m . a u

v4 DESIGN, 250g TINS

Plantation 
Blend

Nerada

LO O S E - L E A F  B L AC K  T E A

Estate Grown In Queensland, Australia 

250g

Grown on the lush Atherton Tablelands in  
Queensland, this tea is sourced exclusively 
from our pesticide-free plantation. It is picked, 
processed and packed onsite to bring you the 
freshest, home-grown Australian black tea.

To prepare: place one teaspoon per person 
into a teapot, plus one for the pot. Pour in freshly 
boiled water and allow to infuse for 2-5 minutes 
or until brewed to your liking. Drink with or 
without milk.

w w w . n e r a d a t e a . c o m . a u

NUTRITION INFORMATION
Servings per package: 125  Serving Size: 1 teaspoon 
infused in 200ml of freshly boiled water

Ave. 
quantity per 

200ml

Ave. 
quantity per 

100ml
ENERGY 10kj 5kj
PROTEIN <1g <1g
FAT    - Total
           - Saturated

<1g
<1g

<1g
<1g

CARBOHYDRATE
           - Sugars

<1g
<1g

<1g
<1g

SODIUM <10mg <10mg
FLAVENOIDS ANTIOXIDANTS 100-200mg 50-100mg

Ingredients: Australian Grown Black Tea

Packed by Nerada Tea, 921 Glen Allyn 
Road, Malanda Queensland, Australia.

v4 DESIGN, 125g TINS

Chai

Nerada

ORGANIC LOOSE-LEAF 
HERBAL INFUSION

125g

Chai has been a popular choice throughout 
Asia for centuries. With hints of cardamom and 
cloves, our blend uses the fi nest organic spices 
for the perfect sweet and spicy fi x.

To prepare: place one teaspoon per person 
into a teapot, plus one for the pot. Pour in 
freshly boiled water and allow to infuse for 2-5 
minutes or until brewed to your liking. Drink 
with or without milk.

w w w . n e r a d a t e a . c o m . a u

Ingredients: Organic Tea (75%), 
Organic Spices (Ginger, Cinnamon, 
Cardamom, Cloves)

Packed by Nerada Tea, Unit 1/47 
Overlord Place, Acacia Ridge, 
Brisbane, Australia.

NUTRITION INFORMATION
Servings per package: 125  Serving Size: 1 teaspoon
infused in 200ml of freshly boiled water

Ave. quantity 
per 200ml

Ave. quantity 
per 100ml

ENERGY 10kj 5kj
PROTEIN <1g <1g
FAT    - Total
           - Saturated

<1g
<1g

<1g
<1g

CARBOHYDRATE
           - Sugars

<1g
<1g

<1g
<1g

SODIUM <10mg <10mg
FLAVENOIDS 
ANTIOXIDANTS

100-200mg 50-100mg

v4 DESIGN, 250g TINS

Black Tea
with Australian Lemon Myrtle

Nerada

LO O S E - L E A F  B L AC K  T E A

Estate Grown In Queensland, Australia 

250g

w w w . n e r a d a t e a . c o m . a u

Grown on the lush Atherton Tablelands in Far 
North Queensland, this pesticide-free black 
tea is infused with lemon myrtle. The result is a 
fresh, aromatic and uniquely Australian blend.

To prepare: place one teaspoon per person 
into a teapot, plus one for the pot. Pour in freshly 
boiled water and allow to infuse for 2-5 minutes 
or until brewed to your liking. Drink with or 
without milk.

Ingredients: Australian Grown Black Tea 
(70%), Lemon Myrtle (30%)

Packed by Nerada Tea, Unit 1/47 
Overlord Place, Acacia Ridge, Brisbane, 
Australia.

w w w . n e r a d a t e a . c o m . a u

NUTRITION INFORMATION
Servings per package: 125  Serving Size: 1 teaspoon 
infused in 200ml of freshly boiled water

Ave. 
quantity per 

200ml

Ave. 
quantity per 

100ml
ENERGY 10kj 5kj
PROTEIN <1g <1g
FAT    - Total
           - Saturated

<1g
<1g

<1g
<1g

CARBOHYDRATE
           - Sugars

<1g
<1g

<1g
<1g

SODIUM <10mg <10mg
FLAVENOIDS ANTIOXIDANTS 100-200mg 50-100mg

v4 DESIGN, 125g TINS

Royal 
Devonshire

with Smooth Vanilla

Nerada

LOOSE-LEAF BLACK TEA

Estate Grown in Queensland, Australia 

125g

Grown on the lush Atherton Tablelands in Far 
North Queensland, Nerada Royal Devonshire 
is a pesticide-free black tea subtly fl avoured 
with smooth vanilla, perfect for any tea break.

To prepare: place one teaspoon per person 
into a teapot, plus one for the pot. Pour in 
freshly boiled water and allow to infuse for 2-5 
minutes or until brewed to your liking. Drink 
with or without milk.

Ingredients: Australian Grown 
Black Tea, Vanilla Flavour (5%)

Packed by Nerada Tea, Unit 1/47 
Overlord Place, Acacia Ridge, 
Brisbane, Australia.

NUTRITION INFORMATION
Servings per package: 125  Serving Size: 1 teaspoon
infused in 200ml of freshly boiled water

Ave. quantity 
per 200ml

Ave. quantity 
per 100ml

ENERGY 10kj 5kj
PROTEIN <1g <1g
FAT    - Total
           - Saturated

<1g
<1g

<1g
<1g

CARBOHYDRATE
           - Sugars

<1g
<1g

<1g
<1g

SODIUM <10mg <10mg
FLAVENOIDS 
ANTIOXIDANTS

100-200mg 50-100mg

w w w . n e r a d a t e a . c o m . a u

v4 DESIGN, 250g TINS

Plantation 
Blend

Nerada

LO O S E - L E A F  B L AC K  T E A

Estate Grown In Queensland, Australia 

250g

Grown on the lush Atherton Tablelands in  
Queensland, this tea is sourced exclusively 
from our pesticide-free plantation. It is picked, 
processed and packed onsite to bring you the 
freshest, home-grown Australian black tea.

To prepare: place one teaspoon per person 
into a teapot, plus one for the pot. Pour in freshly 
boiled water and allow to infuse for 2-5 minutes 
or until brewed to your liking. Drink with or 
without milk.

w w w . n e r a d a t e a . c o m . a u

NUTRITION INFORMATION
Servings per package: 125  Serving Size: 1 teaspoon 
infused in 200ml of freshly boiled water

Ave. 
quantity per 

200ml

Ave. 
quantity per 

100ml
ENERGY 10kj 5kj
PROTEIN <1g <1g
FAT    - Total
           - Saturated

<1g
<1g

<1g
<1g

CARBOHYDRATE
           - Sugars

<1g
<1g

<1g
<1g

SODIUM <10mg <10mg
FLAVENOIDS ANTIOXIDANTS 100-200mg 50-100mg

Ingredients: Australian Grown Black Tea

Packed by Nerada Tea, 921 Glen Allyn 
Road, Malanda Queensland, Australia.

v4 DESIGN, 125g TINS

Chai

Nerada

ORGANIC LOOSE-LEAF 
HERBAL INFUSION

125g

Chai has been a popular choice throughout 
Asia for centuries. With hints of cardamom and 
cloves, our blend uses the fi nest organic spices 
for the perfect sweet and spicy fi x.

To prepare: place one teaspoon per person 
into a teapot, plus one for the pot. Pour in 
freshly boiled water and allow to infuse for 2-5 
minutes or until brewed to your liking. Drink 
with or without milk.

w w w . n e r a d a t e a . c o m . a u

Ingredients: Organic Tea (75%), 
Organic Spices (Ginger, Cinnamon, 
Cardamom, Cloves)

Packed by Nerada Tea, Unit 1/47 
Overlord Place, Acacia Ridge, 
Brisbane, Australia.

NUTRITION INFORMATION
Servings per package: 125  Serving Size: 1 teaspoon
infused in 200ml of freshly boiled water

Ave. quantity 
per 200ml

Ave. quantity 
per 100ml

ENERGY 10kj 5kj
PROTEIN <1g <1g
FAT    - Total
           - Saturated

<1g
<1g

<1g
<1g

CARBOHYDRATE
           - Sugars

<1g
<1g

<1g
<1g

SODIUM <10mg <10mg
FLAVENOIDS 
ANTIOXIDANTS

100-200mg 50-100mg

v4 DESIGN, 250g TINS

Black Tea
with Australian Lemon Myrtle

Nerada

LO O S E - L E A F  B L AC K  T E A

Estate Grown In Queensland, Australia 

250g

w w w . n e r a d a t e a . c o m . a u

Grown on the lush Atherton Tablelands in Far 
North Queensland, this pesticide-free black 
tea is infused with lemon myrtle. The result is a 
fresh, aromatic and uniquely Australian blend.

To prepare: place one teaspoon per person 
into a teapot, plus one for the pot. Pour in freshly 
boiled water and allow to infuse for 2-5 minutes 
or until brewed to your liking. Drink with or 
without milk.

Ingredients: Australian Grown Black Tea 
(70%), Lemon Myrtle (30%)

Packed by Nerada Tea, Unit 1/47 
Overlord Place, Acacia Ridge, Brisbane, 
Australia.

w w w . n e r a d a t e a . c o m . a u

NUTRITION INFORMATION
Servings per package: 125  Serving Size: 1 teaspoon 
infused in 200ml of freshly boiled water

Ave. 
quantity per 

200ml

Ave. 
quantity per 

100ml
ENERGY 10kj 5kj
PROTEIN <1g <1g
FAT    - Total
           - Saturated

<1g
<1g

<1g
<1g

CARBOHYDRATE
           - Sugars

<1g
<1g

<1g
<1g

SODIUM <10mg <10mg
FLAVENOIDS ANTIOXIDANTS 100-200mg 50-100mg



 

Advertising Week New York

T R E N DS  R E P O RTT R E N DS  R E P O RT

S U M M A RY
This 80-page report collates insights 
from hundreds of speakers over several 
days of conferencing, distilling it into a 
useful resource to share with delegates, 
clients and prospects.

I N VO LV E M E N T
Creative direction, lead designer
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“No one rocks 
the boat because 
the boat is full of 
money.” 
LEAH CASTERLIN, CO-FOUNDER, 
MEDIA FORTITUDE PARTNERS 

“Inside every 
cannabis and 
hemp plant is a 
world of untapped 
potential.”
DRAKE SUTTON-SHEARER, CEO, 
FUTURE STATE BRANDS

“The open internet 
was based for a 
cookie-based 
world... now 
it’s ‘let’s make it 
people based.’” 
TRAVIS CLANGER, VICE 
PRESIDENT OF STRATEGIC 
PARTNERSHIPS, LIVERAMP “When I have 

a day off I feel 
miserable, but if I 
can keep my mind 
engaged I feel 
better.” 
JESSE EISENBERG, ACTOR

“It’s not time to 
think verbal, it’s 
time to think 
vocal… It’s 
okay to make 
your vernacular 
spectacular.”
RICHARD SUNDERLAND, 
FOUNDER, HEAVENLY

 “Audiences want 
to see themselves 
in the content. 
They want to 
feel a part of the 
content.” 
JACK DAVIS, CEO AND  
CO-FOUNDER, CRYPT TV

“We know that 
2021 and 2022 
will be a game-
changer in the 
media ownership 
landscape.”
JUAN CARLOS RODIRGUEZ, 
PRESIDENT, SPORTS UNIVISON

“Speak your truth 
at all costs.” 
GWYNETH PALTROW, ACTOR AND 
FOUNDER OF GOOP

“Treating people 
with dignity 
cannot be 
understated. It is 
everything.”
IMAN, FOUNDER AND CEO OF 
IMAN COSMETICS, SKINCARE, 
AND FRAGRANCES

“The number 
one killer in 
skateboarding 
is doubt. If 
you approach 
something with 
any sense of 
doubt the worst 
case scenario 
will come true. 
That’s something 
I carry through to 
advertising.”
TONY HAWK, FOUNDER D/CAL 
AND SKATEBOARD LEGEND

THE QUOTES
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Our first Advertising Week trends report is 
based on the diverse thought leadership, 
research, and opinions shared at our New York 
event this year. We have captured these trends 
here because we are a learning organization. 
We learn from the wide variety of people, 
businesses, opinions, and strategies in our 
network.

We want to help you learn everyday, too. We 
want to help you to create organizations that 
adapt and endure in an incredibly fast-paced 
marketing and advertising industry. 

Let our first trends report be your guide through 
the thinking, ideas, and tactics used by some of 
the world’s top companies. We are immensely 
proud of creating a learning space for the 
advertising and marketing industry and hosting 
the conversations that really help change things.

Our report does not offer what is ‘wrong’ or 
‘right’. We do not tell you how to do business. 
Instead we give you the information, opinions, 
ideas, and space to think and create your own 
version of what works.

We live in a time of tension. As more marketing 
services become automated, people value 
true personalization and human approaches 
more than ever. As digital and 5G offer more 
communication channels than ever, we worry 
that messages are being lost.

We embrace that tension. We embrace 
conversation, creativity, and the future. We offer 
an open platform for ideas, theories, and people 
who can help you change your business. This 
report sums up that mission. Welcome to our 
mix of thinkers and learning moments. Great 
minds think unalike, and long may that continue.

RUTH MORTIMER
MANAGING DIRECTOR OF GLOBAL EDUCATION 

AND DEVELOPMENT AT ADVERTISING WEEK

WELCOME

‘GREAT MINDS THINK 
UNALIKE’ HAS ALWAYS 

BEEN ADVERTISING 
WEEK’S GUIDING 

PHILOSOPHY, AND TODAY 
THIS SPIRIT IS MORE 
RELEVANT THAN EVER. 
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“OUT OF ANY 
INDUSTRY THAT 
NEEDS TO GET 
THIS [FEMALE 
LEADERSHIP] 
RIGHT AND BE THE 
MODEL, IT BETTER 
BE THIS INDUSTRY 
BECAUSE WE 
CONTROL THE 
MESSAGES THAT 
PEOPLE SEE.”
CA RO LY N  E V E R S O N , V P  G LO BA L  M A R K E T I N G 
S O L U T I O N S , FAC E BO O K

S E C T I O N  1
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The dominant conversation topics at Advertising Week in 2019 didn’t 
center around technology, creativity or data but were about diversity 
and inclusion — across the spectrum. It should go without saying by 
now that these are business critical issues for anyone wanting to create 
communications to speak to a wide variety of people. 

INCLUSION MOVES BEYOND 
THE PLATITUDES

There were numerous topics around gender, race, sexuality, age, and more — 

something that even five years ago would have been unheard of. These conversations 

are garnering more and more attention, showing there is a serious appetite in the 

industry to understand how to tackle these issues. 

The basic fact remains, we are a pretty homogeneous looking mob in an area where 

it matters most — leadership — and it was a shock to hear a She Runs It report that 

suggests the number of female leaders has actually gone backwards in the last year. 

Clearly, there is fundamental work to be done. Which is why it is time the conversations 

moved beyond hand-wringing and analysis, and progressed to more practical and granular, 

looking at real-world initiatives which have worked for the most progressive companies. 

Mental health is also something we are taking more seriously. There are very few industries 

which can put such onerous expectations on people and continually give so little back. 

Open and honest conversations are key for furthering the understanding and removing 

stigmas. The sooner we realize everyone has mental health, the better it will be for us all. 

There is an appetite for change in the industry, and with more companies leaning into 

social impact as it is demanded from their customers, there will be more and more 

initiatives which make a real difference in these vital areas.

I N T R O D U C T I O N
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THE LONG TAKE: LET’S LOSE THE STIGMA — 
ACKNOWLEDGING OUR MENTAL HEALTH CHALLENGE   
 

Health is something we all have. But while most workplaces can’t do much to impact their 

employees’ physical wellbeing, they all have a huge impact on their mental health. 

In the US, one in five adults is struggling with mental health problems right now, and nearly half will 

experience mental health problems in their lifetime. Those numbers will almost certainly be higher 

amongst people in this industry.

There’s never been more demanded of people from their time — while technology promises to 

take a lot of the technical grunt work away from humans, we’ve not reached that inflection point  

yet and are currently relying on individuals to churn out more than ever before. That work has also 

never been so open to scrutiny and direct feedback from consumers. 

No wonder there are a lot of people feeling anxious. 

That’s evidenced by a recent industry-wide study in Australia, which shows more than half of 

respondents (56%) showed signs of mild to severe depression — 20% above the national average, 

and 29% more showed signs of anxiety compared to the national average. In short, the industry is 

highly strung, stressed out, and in need of change. 

Fortunately, times are changing, and more people are acknowledging the need to share stories to 

help break down stigmas. Actor Jesse Eisenberg opened up about his lifelong battle with anxiety 

(he doesn’t even go to the cinema, so anxious is he to avoid people). 

Mike Caguin, chief creative 

officer of Colle McVoy, opened 

up about his daughter’s struggles 

with her own mental health and 

the impact that had on him and 

his wife as they struggled to 

support and understand what 

she was going through. It led 

to him encouraging his whole 

company to open up to him 

about their experiences, leading 

to some remarkable stories 

being shared. 

He explains: “As a marketing industry, we’re experts at understanding audiences and how to 

compel and motivate them. Yet when it comes to the workforce, there isn’t a whole lot of insight 

and understanding there as to what are their struggles and how can we help them. To me 

communication is critical, get that right and we reduce the stigma and everyone feels comfortable 

being vulnerable and sharing their stories.”

“As a marketing industry, we’re experts 

at understanding audiences and how 

to compel and motivate them. Yet when 

it comes to the workforce, there isn’t a 

whole lot of insight and understanding 

there as to what are their struggles and 

how can we help them.”

MIKE CAGUIN, CHIEF CREATIVE OFFICER, COLLE MCVOY
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The number of females at the top of companies in 

the advertising, media, and tech sectors has gone 

backwards. A She Runs It survey shows female 

leaders made up just 29% of the workforce in surveyed 

companies, down from 30% last year. 

Women make up half of the workforce at entry-level, 

so it’s an issue of them not getting promoted to the 

upper echelons. 

One way to address that is with action plans around 

progression, but it also turns out the industry has a lot 

of work to do when it comes to creating those too, with 

stats showing just 7% of businesses already have one, 

compared to 57% of all businesses in all industries.

“We need to approach it the same way we approach 

business problems — dissecting the data and analytics 

the same way our brand marketers do. That has never 

been done. We’ve been throwing money at things 

without the same level of rigor the industry is known 

for and very proud of,” says Carol Watson (pictured 

right), Senior Director, Global Advisory Services at 

Diversity Best Practices. 

Droga5’s Engagement and Inclusion Director Tiffany 

Edwards is calling on us all to move beyond the 

hand-wringing, handing out some concrete advice for 

companies to just be better at it. 

First in her sights were business leaders who, she 

says, need to get in the trenches on the issue and stop 

just hiring Diversity Directors and then leaving them 

to fix the issues. “Writing a check or attending awards 

shows are not the only actions you can take,” she says.

Diversity is a massive issue — so focus on one area 

to start the process. Edwards said in most cases this 

should be race, as rights won in other areas such 

as LBTQI and women don’t always trickle down to 

people of color. 

And once you have systems in place to attract more 

diverse talent, put time and effort into keeping them. 

That means leaders stepping up and changing 

practices in the workforce, as well as making an effort 

to mentor people from different backgrounds to them.

EQUALITY NEEDS TO BE APPROACHED WITH A 
BUSINESS MINDSET
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Women make 
up approx 

50 
of AMT workforce 
on entry

FINDINGS FROM 
SHE RUNS IT SURVEY

(Source: 2019 DBP Inclusion Index Data Snapshot)

29 
of corporate/ executive positions 

at AMT companies are held by women 

– down from 30% last year

57 
of companies in all industries, according 

to DBP benchmarks set concrete diversity 
goals

Only 7 
of AMT companies 

set concrete diversity goals

Advertising Week New York 2019/Shutterstock 
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He urges workmates to look out for colleagues who seem low, employ listening techniques, and 

give them a safe place to share their thoughts. For companies, he says they need to promote their 

existing benefits and offer up spaces for people to decompress and escape their sense of  being 

overwhelmed, which can be a major sign of anxiety.  

Examples are set from the top down. Former agency boss Lucio Ribeiro gave a candid insight into 

his own struggles: “I was a reactionary person, I thought I was being a superstar for myself, my wife 

and my team, and in fact, I was just being a dickhead.”

He shows a picture of a suburban railway station, then tells the story of a day in September 2018 

when he went there intending to take his own life. Something happened that made him stop, but in 

that moment, he realized he needed to recalibrate his life and let go of all the trappings of success 

he had been clinging onto which were in fact weighing down on him. 

He sold his agency, forgoing a premium for an earnout in order to be able to walk away from the 

business knowing his team would be taken care of, and started a journey to understand how to be 

happy again. 

Ribeiro sets out seven steps he has embraced to help come to terms with himself and his mental 

health, one being around having empathy, both for yourself and for others, because you will have 

struggles and need to understand others do to, and ultimately, “we all tell stories in our minds to 

justify things, we are many different personalities living under one roof”.

We all struggle in some ways, and the nature of this industry means there will always be deadlines and 

high-stress moments. But it’s finding the moments to balance that out with a more mindful approach 

to what we are asking from each other which will put just a little more humanity back into the process.

If you have been affected by any issues raised in this section, you can find help from the 

SAMHSA Disaster Distress Helpline by calling 1-800-985-5990 or text “TalkWithUs” to 66746.

METRICS FROM THE MENTALLY HEALTHY REPORT 2018

56 
showed signs of depression 

This is 20 
above the national average

89           
will work closely 
with someone 
with depression

29 
would share that 
they had been 
diagnosed with 
depression 

26       of 17 - 24 y/o 
felt those with mental 
illness would be treated 

di�erently compared to 

48        

of 45 - 54 y/o

57   
of employees show 
symptoms of stress

57 
of employees show 
symptoms of stress

18  
show signs of 
severe or extremely 
severe stress

[Source - Never Not Creative, UnLtd and Everymind)
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One way to encourage mentorship and help 

women navigate the career ladder is by 

sharing the stories of those who have been 

there and done that. 

Two of the most prominent female leaders at 

the moment are Facebook’s Carolyn Everson 

and Boudica founder Joanna Coles (pictured 

above). The duo shared candid stories and 

experiences from their time on the frontlines 

— Coles in the cut-throat publishing industry 

and Everson in the male-dominated Silicon 

Valley environment. 

Coles noted the fact that the changing consumer 

landscape means modern leadership traits are 

more common to women than men. “You’re 

seeing a new kind of humility in the best modern 

leaders coming out who understand that they are... 

working on behalf of their consumers and their 

staff, it’s not that they’re leading everybody now.”

Everson opened up on her personal battles with 

self-confidence after being fired from her own 

company Pets.com: “I’ve had confidence issues 

for many years. When you look at my resume 

you would think it’s all planned, but it wasn’t.” 

It took her a decade to come to terms with that 

huge knock to her confidence.

Both women agreed on one thing - the 

advertising industry has an obligation to do 

better in future.

LEADERS NEED MORE FEMALE TRAITS THAN 
EVER BEFORE
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“You’re seeing a new kind of humility in the best modern 

leaders coming out who understand that they are...

working on behalf of their consumers and their staff, it’s 

not that they’re leading everybody now.” 

JOANNA COLES, FOUNDER, BOUDICA

Advertising Week New York 2019/Shutterstock 
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WHAT DO PEOPLE ACTUALLY LIKE ABOUT DIGITAL ADVERTISING?

Keith Eadie: There’s ample supply of research and trade articles covering what people dislike 
about digital advertising, including creepy remarketing and personalization, auto-play videos, 
and pop-up ads. But research shows that people don’t hate ads, they hate bad ads. By avoiding 
bad advertising behaviors, advertisers achieve a 
baseline that we can call indifference. To move up the 
positive experience curve for digital ad experiences, 
advertisers need to deliver connected experiences 
across all channels in a way that is meaningful to the 
consumer. That approach has the greatest propensity 
for ads that consumers like, because the ads 
remember the human side of advertising, are based 
on a clear impactful idea, and elicit an emotion.

WHAT ARE THE TOP THREE WAYS THAT MARKETERS CAN BE MORE EFFECTIVE BY BUILDING ON WHAT  
PEOPLE LIKE MOST ABOUT DIGITAL ADVERTISING?

Keith Eadie: In addition to what I described above, there are many things a marketer can do. For 
instance, they can instill a sense in their campaigns that a long-term relationship between the 
recipient and the brand is more important than an immediate transaction. They can align their 
outbound touchpoints with the rest of their website, apps, and product/services for a fluid experience. 

And they can ensure that ads are contextually 
relevant, something that was lost over the last ten 
years. Moreover, advertisers can achieve likeability 
and earn attention by including storytelling that is 
authentic, create campaigns that are original and 
creative, and utilize data to provide personalization 
and value across the purchase decision journey - 
even for those not ready to purchase.

“By avoiding bad advertising 
behaviors, advertisers 
achieve a baseline that we 
can call indifference.”

“And they can ensure that ads 
are contextually relevant, 
something that was lost over 
the last ten years.”

THE STATE OF DIGITAL 
ADVERTISING TODAY

Digital marketing turned 25 in 2019, and to celebrate Adobe commissioned a repor t to understand 
consumer perceptions around the digital ad market. We spoke to Keith Eadie, VP of Adobe 

Adver tising Cloud, to better understand what consumers think of our effor ts
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Advertising campaigns are seen more often by consumers than any TV show or other content. 

That’s kind of the point of them. The world’s biggest advertiser, P&G, acknowledges that with great 

ad spend also comes great responsibility.

Which is where ‘The Look’ comes in. It’s a beautifully shot and heartbreaking journey following 

a black father and son, and the moments of micro-aggression and snap judgment the father 

experiences everyday, no matter what he is doing. 

P&G and Saturday Morning, the agency behind the work, revealed scenes such as the swimming 

pool and a lunch counter were deliberately chosen to mirror iconic moments from the Civil 

Rights movement. 

There’s a reason stories are so popular within the industry, they encode memories and help create 

habits. It’s why advertising is so powerful — we don’t just have the ability to sell products, but also 

perpetuate stereotypes. The more carefully we parse our communications, the more meaningful 

an impact the work will make.

ADVERTISING MATTERS. TAKE RESPONSIBILITY 
FOR YOUR BRAND’S IMAGERY 

4.8 
of the 895 characters on scripted 

TV shows are openly LGBTQ (GLAAD 2016/17)

46.3 
of Unilever ads show women

 in positions of power
 (Source: Marketing Week)
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WHY DID ADOBE COMMISSION THE VOICES OF THE GENERATIONS REPORT?

Keith Eadie: This report is a continuation of our research into digital advertising as we continue to 
celebrate the 25th anniversary of the first-ever banner ad. That first ad appeared in October 1994 
and we wanted to find out the different viewpoints that people have around digital advertising and 
personal data based on whether they have always experienced digital ads, were introduced to 
them as they reached adulthood or were already into their 40s or 50s when digital ads emerged. 
We have found the results to be quite eye-opening – and the intel will help us inform our customers 
on how to better tailor engaging, connected advertising experiences to their target consumers.

 

GEN Z APPEARS TO BE SINGLED OUT AS THE MOST EASY-TO-INFLUENCE GENERATION, AND YET THEY ARE 
ALSO DIGITAL NATIVES. WHY DO YOU THINK THIS IS?   

Keith Eadie: Unlike Baby Boomers, Gen Z have always secured the bulk of their information from 
online sources. Influence is going to happen due to the sheer volume of content enjoyed. And Gen Z 
enjoy a lot of it. Traditional news has historically had to follow laws that emphasize truth. Unfortunately, 
online players haven’t had the same standards in place as long so the blur between real and fake has 
become murky. Add the belief that some non-premium news sites are unfairly attacked due to political 
bias, and there is even more confusion. 

Where Adobe’s customers can benefit from this is by understanding that Gen Z don’t want to be ‘influenced’ 
and will react favorably when they are being spoken to in a transparent and authentic manner. We 
commissioned a report that will be coming out early next year looking at the return advertisers get from 
advertising against premium content vs non-premium, and the survey results have been very interesting. 
Our findings have backed up this belief – and we will share the results when they are ready to be distributed.

 
LOCALIZATION IS POPULAR, WITH ALMOST A THIRD OF RESPONDENTS SAYING THAT THEY WOULD BE OPEN TO 
SHARING MORE DATA WITH TRUSTED BRANDS IN RETURN FOR LOCALIZED OFFERS. DOES THAT SURPRISE YOU?

Keith Eadie: It’s not so much about being surprised as it is about taking that information and acting 
on it. There’s a desire for more local, more community-based opportunities. Retailers should definitely 
sit up and take notice as baking localized offers into ad strategies, especially for younger consumers, 
should now be considered part of any brand-building campaign. This is particularly true if securing first-
party data is a goal (which it should be) in order to continue offering targeted ad experiences.

Read the full Adobe Voices of a Generation report by clicking here.

THE STATE OF DIGITAL ADVERTISING

think Gen Z 
are the most 
easily influenced 
online

34%

63% of Gen Z & 
52% of Millennials 
confess to being 
unaware of news stories 
about personal data misuse

78% don’t trust 
politicians to 
protect data 

69% of Gen Z & 
63% of Millennials agree 
that companies should interact 
with them social networks 

25% of Boomers 
would boycott a brand 
due to incorrect 
ad placement

Majority said a 
company public apology 
would win them back: 
37% Gen Z & millennials, 
36% Gen X, 
44% of Boomers
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Scarborough Wine Co.

M A R K E T I N G M A R K E T I N G 
CO L L AT E R A LCO L L AT E R A L

S U M M A RY
Design of suite of collateral for 
use across direct-to-consumer 
communication. Deliverables include 
seasonal newsletter with order form 
and recipe postcards for display and 
distribution in cellar door.

I N VO LV E M E N T
Lead designer

juice on low speed until mixture is smooth and 
combined. Fold in trout, dill and chives. Season 
with salt and pepper. Cover with plastic wrap. 
Refrigerate until ready to serve.

3. Sprinkle dip with gherkin and onion. Top with 
dill sprigs and lemon zest. Serve with fresh 
bread or crackers.

Serve with  
2017 Blue Label Chardonnay
Our Blue Label Chardonnay is a 
modern expression of Chardonnay 
with lean, steely notes, peach and 
subtle oak. It has a long, lemony finish 
which pairs well with the smoked 
trout dip.

$21/btl $252/case

Heading to the Hunter Valley?
We love having visitors, which is why we have two cellar doors.  
The Gillards Road Tasting Room is the heart of our family business, 
while the Scarborough on Hermitage Tasting Room is light, bright 
and thoroughly modern. Our aim at both of our cellar doors is to 
make you feel like part of our extended family, so drop in and try 
one of our tasting experiences.

Gillards Road

179 Gillards Rd, Pokolbin, NSW 2320

Scarborough on Hermitage

972 Hermitage Rd, Pokolbin NSW 2320

Call: 1300 888 545
Email: cellar@scarboroughwine.com.au
Visit: www.scarboroughwine.com.au

Ingredients
1 (360g) whole smoked rainbow trout 
250g tub spreadable cream cheese 
1⁄₃ cup Greek-style yoghurt 
1 tbsp horseradish cream 
1⁄₄ cup lemon juice 
2 tbsp fresh dill, roughly chopped 
2 tbsp fresh chives, finely chopped 
1 large gherkin, finely diced 
1⁄₂ small red onion, finely diced 
Dill sprigs, lemon zest and fresh bread  
     or crackers, to serve

Method
1. Remove and discard skin and bones from 

trout. Using a fork, flake into small pieces.
2. Using an electric mixer, beat cream 

cheese, yoghurt, horseradish and lemon 

Gravlax

Smoked Trout Dip

Ingredients
500g coarse sea salt 
400g white sugar 
1 cup finely chopped dill 
60ml (1⁄₄ cup) gin or vodka 
1 tbsp juniper berries, coarsely crushed 
1 (about 1kg) salmon fillet, skin on and  
     pin-boned 
Dill pickles, sour cream, rye bread and  
     lemon wedges, to serve

Method
1. Combine salt, sugar, dill, gin and juniper 

berries in a bowl. Place two sheets of 
plastic wrap, long enough to envelope 
salmon in, overlapping by half, on a work 
bench, spread with half of salt mixture, 
place salmon skin-side down on top, cover 
with remaining salt mixture, wrap tightly 

in plastic, then place on a large, deep tray. Top 
with a smaller tray or board and weigh down 
with cans and refrigerate for 12 hours, then 
remove weights, turn over, replace tray and 
weights and refrigerate for another 12 hours.

2. To serve, unwrap gravlax and wipe clean of 
salt mixture. Using a sharp knife, thinly slice 
gravlax and serve with dill pickles, sour cream, 
rye bread and lemon wedges.

Serve with  
2018 Offshoot Pinot Noir Rosé
Strawberries abound on the nose and 
in the mouth of our Rosé. Its creamy, 
more-ish texture and dry, clean  
finish makes it the ideal partner for 
the gravlax.

$18/btl $216/case

Perforation

Fold

Fold

☐ Visa ☐ Mastercard ☐ Amex ☐ Diners

Name on Card:

Card Number: Expiry:
2017 ‘The Obsessive’ Semillon  $30 / $360 Qty: $

2018 Green Label Semillon  $20 / $240

2018 Offshoot Verdelho  $18 / $216

2018 Offshoot Vermentino  $18 / $216

2017 Blue Label Chardonnay  $21 / $252

2016 Yellow Label Chardonnay  $23 / $276

2013 Museum Release Yellow Label Chardonnay  $30 / $360

2015 Yellow Label Chardonnay 1.5l unboxed  $70

2016 ‘The Obsessive’ Chardonnay  $40 / $480

2018 Offshoot Pinot Noir Rosé  $18 / $216

Vintage Blend Pinot Noir  $23 / $276

Offshoot Red Blend  $25 / $300

2014 Black Label Shiraz  $27 / $324

2014 ‘The Obsessive’ Shiraz  $60 / $720

2016 Late Harvest Semillon  $20 / $240

Mixed Museum Dozen:  $328
4 bottles each of 2013 Yellow Label Chardonnay, 2014 Yellow  
Label Chardonnay and 2015 Yellow Label Chardonnay 

Celebrate with Scarborough this festive season

Name:

Member no:

Address: ☐ Business ☐ Residential

Suburb:

State:         Postcode:

DOB:

Email:

Special Delivery Instuctions 
(authority to leave your wine if you are not at home to accept delivery)

Signature:
Freight $15/case NSW, QLD, ACT and VIC $25/case SA, $30/case TAS, $45/case WA and $50/case 
NT for all orders unless you are a Wine Club or Vintage Club member. 

Limited Mixed Museum Dozen

Bonus Bottle

The sun is shining and summer holidays are just around the corner, it’s the perfect time of year to catch-up 
with family and friends. The person who always ensures our family get-togethers are fun and delicious is our 
mum and granny, Merralea Scarborough. She’s an absolute whizz in the kitchen – the Nigella of the Hunter  
Valley some might say– and lucky for all of us she happily shares her recipes (see reverse side). And, of 
course, it’s not a party until a bottle or two of Scarborough wine have been opened. 

It’s at this time of year we release the new vintage of our Yellow Label Chardonnay and also re-release one 
from our cellar. Our latest release is the 2016 Yellow Label Chardonnay made in the style that you love and 
expect, and from the cellar we’ve got a limited amount of our 2013 Yellow Label Chardonnay.

2013 Yellow Label Chardonnay – $30/btl $360/case

Golden yellow in colour, this Chardonnay is showing some complex notes from time in bottle. With subtle 
toasty oak flavours, plus melon and citrus, this is drinking well now but will also cellar for years to come.

2016 Yellow Label Chardonnay – $23/btl $276/case

With a light yellow hue and a luscious texture, this Chardonnay is the Yellow Label you know and love. With 
vanilla oak, peach and citrus notes, this has a long finish, and is perfect summer drinking. 

If you can’t make up your mind which Chardonnay to buy then we  
have the Mixed Museum Dozen, which includes 4 bottles each of our 
2013, 2014 and 2015 Yellow Label Chardonnay. These dozens are strictly 
limited, so don’t miss out! 

Mixed Museum Dozen – $328/case 

With every straight or mixed dozen purchased you  
will receive a bonus bottle of our 2016  Yellow Label  

Chardonnay with our compliments.

Win a two-night stay at Scarborough’s Cottage
If you purchase a straight or mixed dozen of Scarborough Wines for this festive season not only will we send you your usual bonus bottle 
of 2016 Yellow Label Chardonnay, but you will also go into the running for your chance to win a two-night stay at our gorgeous Cottage 

in the Hunter Valley. The Cottage is our own little oasis in the middle of the vineyards. 

You’ll also enjoy dinner at a restaurant of your choice to the value of $400, a private tasting and a tour of the winery – all that just for  
making sure that your fridge is well-stocked this festive season! You will be automatically entered into the draw with every dozen purchased. 

For more details, go to www.scarboroughwine.com.au.

As always, we want to thank you – our loyal Scarborough customers – for your continued support. 
Without you we wouldn’t be here, so a big, heartfelt thank you for supporting what we do as a family.

Ian, Merralea, Jerome, Sally and staff

Perforation
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Kingfish Sashimi

Scarborough ‘The Obsessive’ Semillon
2.4kg free-range chicken

3 bulbs garlic, skin on and 
portioned into cloves

1 lemon, quartered

4 sprigs rosemary

2 tbsp olive oil

1 tbsp smoked paprika

2 red onions, peeled  
and halved

500g kipfler potatoes,  
cooked and peeled

3 bunches mixed heirloom 
baby carrots

2 tbsp flour

1/2L good-quality  
chicken stock

Serves 4

Pair with:  
Scarborough Yellow Label 
Chardonnay

Scarborough Wine Co. 
179 Gillards Rd Pokolbin
P: 02 4998 7563   F: 02 4998 7786.
ABN 80 001 889 087.  LL 2400 2898 

Scarborough on Hermitage 
972 Hermitage Rd Pokolbin
P: 02 4998 6538  
cellar@scarboroughwine.com.au

Roast Chicken with Roast Potatoes  
& Baby Carrots  
Sometimes there is nothing better than a Roast Chicken at the end of 
the day. As a family, one of our favourite dishes to sit down together and 
enjoy is a Roast chicken with delicious vegetables. Our Yellow Label 
Chardonnay is the perfect match tot his easy roast and we certainly 
enjoy it after a long day in the cellar door.

Preheat oven to 220C. Stuff chicken with 8 cloves of garlic, lemon 
pieces and rosemary sprigs. Rub chicken all over with olive oil,  
paprika and season.

Place onions in a roasting tray then place chicken on top. Cook in 220C 
oven for 20 minutes, then reduce heat to 180C and place potatoes, 
remaining garlic and carrots around chicken in pan. Cook for 1 hour. 
Check chicken is cooked by placing a skewer in thickest part of leg 
– juices should run clear. Remove roast veg, caramelised red 
onion and chicken from pan and keep warm.

Place roasting tray on cooktop over low heat and add flour, 
then cook for 1 minute. Add chicken stock and garlic and 
lemon from chicken cavity. Mash with a spoon to squeeze 
out all juice and pulp from lemon and garlic. Let it bubble 
away until it forms a nice gravy consistency then strain 
into a gravy jug.

Portion roast chook and serve with roast vegies and 
caramelised red onion.

Scallops with Hazelnut & Coriander Butter
Rick Stein is one of our foodie heroes – the way he cooks with seafood 
is inspired. This recipe is a go-to dish for when Sally Scarborough 
is entertaining. Over the years she has replaced the scallops with 
Balmain bugs and prawns. It’s a very Australian dish, and that’s 
why we love it. 

Clean scallops and remove roe. Toast hazelnuts under a grill for 
about 5 minutes, or until golden brown. Remove hazelnut skins 
by rubbing in a tea towel.

Add shallot, coriander and mint to a food processor along with 
hazelnuts, butter, lemon and lime juice, a pinch of salt and a 
grind of black pepper. Mix ingredients until roughly blended.

Cook scallops in a frying pan for 1 minute each side to colour. 
Place scallops back into shells, place 1 tablespoon of 
butter mixture on top and cook under a moderate grill 
until cooked through.

8 scallops in shell

Handful of hazelnuts

½ bunch of coriander, leaves 
only, roughly chopped

½ bunch of mint, leaves only, 
roughly chopped

½ shallot, roughly chopped

80g unsalted butter

Sea salt and black pepper

1 tbsp lemon juice

1 tbsp lime juice

Serves 2 as a starter

Pair with: Scarborough  
Green Label Semillon

Scarborough Wine Co. 
179 Gillards Rd, Pokolbin
1300 888 545

Scarborough on Hermitage 
972 Hermitage Rd, Pokolbin 
cellar@scarboroughwine.com.au

www.scarboroughwine.com.au

Scarborough Offshoot Chardonnay

Fish, Prawns & Clams 
with N’duja and Caper  

& Anchovy Butter 

2.4kg free-range chicken

3 bulbs garlic, skin on and 
portioned into cloves

1 lemon, quartered

4 sprigs rosemary

2 tbsp olive oil

1 tbsp smoked paprika

2 red onions, peeled  
and halved

500g kipfler potatoes,  
cooked and peeled

3 bunches mixed heirloom 
baby carrots

2 tbsp flour

1/2L good-quality  
chicken stock

Serves 4

Pair with:  
Scarborough Yellow Label 
Chardonnay

Scarborough Wine Co. 
179 Gillards Rd Pokolbin
P: 02 4998 7563   F: 02 4998 7786.
ABN 80 001 889 087.  LL 2400 2898 

Scarborough on Hermitage 
972 Hermitage Rd Pokolbin
P: 02 4998 6538  
cellar@scarboroughwine.com.au

Roast Chicken with Roast Potatoes  
& Baby Carrots  
Sometimes there is nothing better than a Roast Chicken at the end of 
the day. As a family, one of our favourite dishes to sit down together and 
enjoy is a Roast chicken with delicious vegetables. Our Yellow Label 
Chardonnay is the perfect match tot his easy roast and we certainly 
enjoy it after a long day in the cellar door.

Preheat oven to 220C. Stuff chicken with 8 cloves of garlic, lemon 
pieces and rosemary sprigs. Rub chicken all over with olive oil,  
paprika and season.

Place onions in a roasting tray then place chicken on top. Cook in 220C 
oven for 20 minutes, then reduce heat to 180C and place potatoes, 
remaining garlic and carrots around chicken in pan. Cook for 1 hour. 
Check chicken is cooked by placing a skewer in thickest part of leg 
– juices should run clear. Remove roast veg, caramelised red 
onion and chicken from pan and keep warm.

Place roasting tray on cooktop over low heat and add flour, 
then cook for 1 minute. Add chicken stock and garlic and 
lemon from chicken cavity. Mash with a spoon to squeeze 
out all juice and pulp from lemon and garlic. Let it bubble 
away until it forms a nice gravy consistency then strain 
into a gravy jug.

Portion roast chook and serve with roast vegies and 
caramelised red onion.

Kingfish Sashimi
Who doesn’t love a celebration that includes a spread of gloriously 
fresh raw fish? At Scarborough, our festive celebration always  
kicks off with sashimi, crudo or gravlax, teamed with a glass of 
Champagne or delicious Hunter Valley Semillon. 

Thickly slice kingfish and arrange on a serving platter. Drizzle 
with lemon juice and oil, then scatter with pink peppercorns, 
shallot and sea salt flakes, and serve immediately.

300g sashimi-grade kingfish, 
well chilled

1 lemon, juice only

2 tbsp extra virgin olive oil

½ tsp pink peppercorns, 
crushed

1 golden shallot, finely 
chopped

Handful of sea salt flakes

Serves 2

Pair with: Scarborough  
‘The Obsessive’ Semillon

Scarborough Wine Co. 
179 Gillards Rd, Pokolbin
1300 888 545

Scarborough on Hermitage 
972 Hermitage Rd, Pokolbin 
cellar@scarboroughwine.com.au

www.scarboroughwine.com.au

Scarborough Green Label Semillon

Scallops with Hazelnut 
& Coriander Butter

Fish, Prawns & Clams with N’duja and  
Caper & Anchovy Butter
This flavoursome seafood dish is simple to make and just so  
delicious. It’s the perfect dish to impress dinner guests, or to whip 
up through the week as a little treat. There will be leftover Caper 
& Anchovy Butter, just slice and freeze and use on future fish or 
chicken dishes.

To make the Caper & Anchovy Butter, mix all the ingredients 
together then place onto a sheet of glad wrap, roll into a log and 
chill in the fridge.

Place the fish, prawns, clams, n’duja and butter into a metal or 
earthenware tray about 30cm x 20cm and 10cm tall. Add a  
splash of Chardonnay, cover with foil and cook in a 180°C oven 
for 20 minutes. 

Check the fish is cooked and garnish with the Jamón 
Serrano and herbs. 

Enjoy with steamed new potatoes and a mixed  
leaf salad. 

2.4kg free-range chicken

3 bulbs garlic, skin on and 
portioned into cloves

1 lemon, quartered

4 sprigs rosemary

2 tbsp olive oil

1 tbsp smoked paprika

2 red onions, peeled  
and halved

500g kipfler potatoes,  
cooked and peeled

3 bunches mixed heirloom 
baby carrots

2 tbsp flour

1/2L good-quality  
chicken stock

Serves 4

Pair with:  
Scarborough Yellow Label 
Chardonnay

Scarborough Wine Co. 
179 Gillards Rd Pokolbin
P: 02 4998 7563   F: 02 4998 7786.
ABN 80 001 889 087.  LL 2400 2898 

Scarborough on Hermitage 
972 Hermitage Rd Pokolbin
P: 02 4998 6538  
cellar@scarboroughwine.com.au

Roast Chicken with Roast Potatoes  
& Baby Carrots  
Sometimes there is nothing better than a Roast Chicken at the end of 
the day. As a family, one of our favourite dishes to sit down together and 
enjoy is a Roast chicken with delicious vegetables. Our Yellow Label 
Chardonnay is the perfect match tot his easy roast and we certainly 
enjoy it after a long day in the cellar door.

Preheat oven to 220C. Stuff chicken with 8 cloves of garlic, lemon 
pieces and rosemary sprigs. Rub chicken all over with olive oil,  
paprika and season.

Place onions in a roasting tray then place chicken on top. Cook in 220C 
oven for 20 minutes, then reduce heat to 180C and place potatoes, 
remaining garlic and carrots around chicken in pan. Cook for 1 hour. 
Check chicken is cooked by placing a skewer in thickest part of leg 
– juices should run clear. Remove roast veg, caramelised red 
onion and chicken from pan and keep warm.

Place roasting tray on cooktop over low heat and add flour, 
then cook for 1 minute. Add chicken stock and garlic and 
lemon from chicken cavity. Mash with a spoon to squeeze 
out all juice and pulp from lemon and garlic. Let it bubble 
away until it forms a nice gravy consistency then strain 
into a gravy jug.

Portion roast chook and serve with roast vegies and 
caramelised red onion.

300g firm white fish – Mahi 
Mahi or Snapper is ideal
4 large green prawns, peeled 
and de-veined 
300g Stormy Bay Clams
60g n’duja 
50g Caper & Anchovy butter, 
sliced 
50ml Offshoot Chardonnay
30g thinly sliced Jamón 
Serrano
30g picked soft herbs, such as 
chervil, dill and parsley 
Caper & Anchovy Butter
300g soft butter
70g rinsed baby capers, 
lightly chopped
20g finely chopped garlic
50g finely chopped shallots 
50g chopped anchovies, 
Ortiz are excellent
20g chopped flat leaf parsley 
Serves 4
Pair with: Scarborough  
Offshoot Chardonnay

Scarborough Wine Co. 
179 Gillards Rd, Pokolbin
1300 888 545

Scarborough on Hermitage 
972 Hermitage Rd, Pokolbin 
cellar@scarboroughwine.com.au

www.scarboroughwine.com.au
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M A R K E T I N G M A R K E T I N G 
CO L L AT E R A LCO L L AT E R A L

S U M M A RY
This design was distributed to potential 
clients with the goal of having them 
assess the role of events within 
their business. The scale and use of 
inforgraphics created an element of 
theatre and playfulness.

I N VO LV E M E N T
Creative direction, lead designer



 

Brown Hill Wines

M A R K E T I N G M A R K E T I N G 
CO L L AT E R A LCO L L AT E R A L

S U M M A RY
A range of direct-to-consumer collateral  
to showcase their wine range and 
provide some insightful information for 
loyal customers.

I N VO LV E M E N T
Lead designer

These golden-yellow cheeses 

have a distinctive creamy 

texture and full-bodied flavour. 

Choose a powerful red wine 

with fruit to match the weight 

of the cheese and tannin to cut 

through the fat .

These cheeses have earthy, 

‘flinty’ flavour overtones and a 

chalky texture. Acidic, citrusy 

and mineral-driven wines are 

ideal matches, as their flavour 

profile complements those 

elements in the cheese.

Best served at room 

temperature, this decadent 

soft-ripened cheese improves 

in flavour and intensity as it 

matures. A fruit-driven style of 

red suits the velvety textures 

and rich flavours of brie.

Smoked Cheddar Goat’s Cheese Brie

Brown Hill match  

Trafalgar  

Cabernet Merlot

Brown Hill match  

Charlotte 

Sauvignon Blanc

Brown Hill match  

Fimiston Shiraz

Brine-washed cheeses tend 

to become extremely pungent 

as they ripen, while their oozy 

interior becomes sweeter, 

nuttier and creamier. They’re 

most happy alongside  

full-flavoured chardonnays. 

Vintage cheddar is a hard,  

close-textured cheese that may 

be slightly crumbly, depending 

on how long it’s been aged. A 

full-bodied red wine will draw 

out cheddar’s sharp, yet sweet, 

nutty flavour and texture.

Salty, pungent blue-vein 

cheeses work beautifully with 

an unctuous dessert-style 

wine. The sweetness and ‘body’ 

of the wine will complement 

the strong flavour and creamy 

texture of the blue cheese. 

Washed Rind Vintage Cheddar Blue Cheese

Brown Hill match  

Golden Horseshoe 

Chardonnay

Brown Hill match  

Ivanhoe Reserve 

Cabernet Sauvignon

Brown Hill match  

Paringa  

Liqueur Muscat

A 925 Rosa Brook Rd, Rosa Brook, Margaret River, WA     P 1800 185 044     W brownhillestate.com.au

 /brownhillestate      @brownhillestate

B R O W N  H I L L ’ S  W I N E  &  C H E E S E  T I P S

Golden Horseshoe Chardonnay
The grapes for this exquisite chardonnay were handpicked at a variety of 

ripeness levels over several days before being chilled to 50C overnight. After 

whole bunch pressing, the juice was racked to French oak barrels of which one 

third were new. The wine was fermented in barrel and allowed to mature for 

nine months. Aromas of white peach and melon lead to a balanced palate with 

layers of flavour. The oak is well integrated with slightly toasty flavours on the 

palate. A fine example of Margaret River chardonnay. 

Colour: pale gold

Nose: lime, melon, nuts, red apple, vanilla and peach 

Palate: peach, quince, lime, nashi pear, brioche and hints of light cedar

Cellar: 10 years 

Pair with: fresh Sydney rock oysters with a squeeze of lemon

A  925 Rosa Brook Rd, Rosa Brook, Margaret River, WA     P 1800 185 044     W brownhillestate.com.au

 /brownhillestate      @brownhillestate

Golden Mile Shiraz
Handpicked and handsorted from the best parcels of shiraz grapes 

on our single-site vineyard, the Golden Mile Signature Shiraz is the 

latest addition to a superb portfolio of red wines. It’s made from the 

most premium fruit and aged in 100% brand new oak for 18 months. 

2020 will mark Brown Hill’s 25th anniversary and this Signature Shiraz 

encompasses everything we’ve learned over a quarter of a century of 

grape growing.

Colour: deep ruby with bright cherry highlights

Nose: complex plum and black pepper

Palate: plum, blueberries and toasty oak with great complexity and balance

Cellar: 10 to 15 years 

Pair with: hay smoked pork tenderloin with apple and radicchio slaw

A  925 Rosa Brook Rd, Rosa Brook, Margaret River, WA     P 1800 185 044     W brownhillestate.com.au

 /brownhillestate      @brownhillestate
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NEW 
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NEW 
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2018 Charlotte  
Sauvignon Blanc

Single price: $24 per bottle
Dozen price: $19 per bottle
SAVE: $60 per dozen
Drink: now to 2022

Brown Hill’s Prospector’s Range
The Prospector’s Range is your taste of Brown Hill’s distinctive Margaret River style in accessible and everyday wines.

2017 Lakeview Sauvignon  
Blanc Semillon
This fresh white blend is pale green 

apple in colour with typical Margaret 

River Sauvignon Blanc Semillon 

aromas of gooseberry, lime and 

passionfruit and a racy, vibrant palate 

with lemon creaminess thanks to 

the Semillon component. Serve with 

oysters or a post-prandial cheese plate.

Single price: $24 per bottle
Dozen price: $19 per bottle
SAVE: $60 per dozen
Drink: now to 2021

2017 Jubilee  
Semillon
This wine boasts an attractive 

pale golden hue, with brioche, 

honeysuckle and sherbet aromas. 

The palate features Semillon lemon 

curd flavours with almond and yellow 

peach hints. Semillon ages beautifully 

– stash away a few bottles to watch it 

develop, or enjoy it now in its youth.

Single price: $28 per bottle 
Dozen price: $23 per bottle 
SAVE: $60 per dozen 
Drink: now to 2021

2017 Morning Star  
Dry Light Red 
This is Brown Hill’s dry rosé, crafted 

from Shiraz and Cabernet. It 

displays vibrant crimson hues and 

berry aromas, with an array of berry 

flavours on the palate. Be prepared 

for a spicy raspberry kick, ending  

on a smooth, dry note.

Single price: $24 per bottle 
Dozen price: $19 per bottle 
SAVE: $60 per dozen 
Drink: now to 2021

This vibrant and fresh Sauvignon 

Blanc is fragrant with tropical fruit 

aromas on the nose, gooseberry and 

passionfruit on the palate and a flinty 

fine mineral backbone leading to a 

crisp, citrusy finish. 

2014 Chaffers  
Shiraz
This aromatic Shiraz allures with 

berries and chocolate on the nose, 

followed by a palate rich with dark 

plum, blackcurrant and peppery 

notes, smooth, silky tannins and a 

well-integrated oak profile.

Single price: $25 per bottle 
Dozen price: $20 per bottle 
SAVE: $60 per dozen 
Drink: now to 2024 

NEW 
RELEASE

NEW 
RELEASE

NEW 
RELEASE

2017 Hannans Cabernet 
Sauvignon
This is one of our most popular wines.  

Its dark berry aromas are followed by 

an elegant palate of plums, dark red 

fruits, supported by fine, soft tannins. 

The 2016 vintage sold out in record 

time, so grab the 2017 while you 

can or join the wine club to ensure 

delivery on release.

Single price: $25 per bottle 
Dozen price: $20 per bottle 
SAVE: $60 per dozen
Drink: now to 2027

2017 Desert Rose Light 
Red (slightly sweet)
This refreshingly light wine is the 

sweeter expression in Brown Hill’s 

rosé range. Its magenta colour jumps 

from the glass, with ripe sweet berries 

on the palate, heading into a soft acid 

finish. Team it with fruit and custard.

Single price: $24 per bottle 
Dozen price: $19 per bottle 
SAVE: $60 per dozen
Drink: now to 2021 

2017 Trafalgar  
Cabernet Merlot 
This red blend sees two of the most 

prominent red varieties go head to 

head in a very complementary dual. 

Full-bodied Cabernet meets soft 

and supple Merlot, resulting in a rich 

wine with balanced oak and tannins. 

It's accessible now but will age 

further into the decade.

Single price: $25 per bottle 
Dozen price: $20 per bottle 
SAVE: $60 per dozen
Drink: now to 2027

Star Wine

2014 IVANHOE 
RESERVE CABERNET 
SAUVIGNON 

IVANHOE MATCH:  
EYE FILLET WITH CAULIFLOWER 
PUREE & PORCINI BUTTER

4 x 220g beef eye fillet, trimmed  
Olive oil

CAULIFLOWER PURÉE

50g butter

½ brown onion, finely chopped 

1 garlic clove, finely sliced 

½ cauliflower, chopped into  
   thin slices

100ml cream

100g goat’s cheese

PORCINI BUTTER 

20g dried porcini mushrooms,    
    sliced

150ml red wine

250g butter, diced and softened 

Roasted red onions with balsamic 
dressing, wilted spinach or 
sautéed mushrooms, to serve

1. For purée, melt butter in a saucepan then add onion and garlic, cooking 

over gentle heat until soft and opaque. Add cauliflower and cream, cover and 

cook until tender. Purée mixture in a blender until smooth, then add goat’s 

cheese and blend until combined. Season, then set aside to keep warm.

2. For Porcini Butter, add porcini mushrooms and wine to a small pan. 

Simmer, uncovered, until porcini are soft and plump. Purée with a stick 

blender until silky smooth. Place porcini mix into a mixing bowl, with 

softened butter, mix vigorously with a wooden spoon until butter becomes 

light and fluffy. Season to taste and set aside at room temperature. (Extra 

porcini butter will last in the fridge for a few weeks or can be frozen.)

3. To cook eye fillet, season beef and bring to room temperature. Heat oil in 

a frying pan over medium heat. Cook beef in pan, turning often until golden 

brown. Cooking time for medium-rare is 4-5 minutes. Rest for 4 minutes.

4. To serve, spoon purée on one half of plate, then place beef next to purée 

and serve with vegetables and a tablespoon of Porcini Butter, placed on top 

of beef, and a glass of Ivanhoe Reserve Cabernet Sauvignon.

Recently Brown Hill has partnered with chef Nigel Harvey to create 

recipes that pair with our wines. Nigel has worked in Margaret River 

for many years. These days, Nigel shares his passion for food as a 

consultant, hosting cooking masterclasses, teaching wine and food 

pairing, including this delicious eye fillet recipe. 

This Margaret River red is a fine example of 

our region’s Cabernet Sauvignon. The 2014 

vintage of the Reserve Ivanhoe is elegant 

and sophisticated, yet intense and powerful. 

It’s an exercise in balance and harmony. 

Blackcurrant and cassis combine with 

savoury, cedary notes derived from extended 

barrel maturation in French oak, culminating 

in a rich wine with depth and complexity. 

Silky tannins carry the flavour and structure 

through to a fine, long and dry finish.

THE BOATSHED RESTAURANT DINNER  

Last November Brown Hill Estate hosted one of our very popular wine 

dinners at Perth’s The Boatshed Restaurant. On 2 November, guests enjoyed 

Fremantle octopus carpaccio with citrus, dill and parsley oil matched to the 

2016 Golden Horseshoe Chardonnay and the 2017 Charlotte Sauvignon 

Blanc. Braised lamb shoulder wellington followed, matched to the 2014 

Ivanhoe Cabernet Sauvignon and the 2016 Oroya Malbec. The meal finished 

with pepper-crusted beef short rib, butternut pumpkin purée, heirloom 

carrots, cacao and coffee jus paired to the stunning 2014 Bill Bailey Shiraz 

Cabernet. The night was enjoyed by all, with speeches by Nathan and Haydn, 

and lots of new friendships made and old ones renewed.  

PERSEVERANCE ART EXHIBITION 

Acclaimed photographer Sabine Albers spent most of 2017 following the 

team at Brown Hill Estate, capturing our life and the winemaking process. The 

result of her work culminated in the art exhibition ‘Perseverance’ in November 

last year, which celebrated the raw beauty of winemaking through an outdoor 

exhibition of images set in light pods overlooking the vines and an indoor 

collection of black and white images hanging inside the cellar door and 

winery barrel room. The exhibition was accompanied by several winemaker 

and artist talks, in which Nathan Bailey and Sabine Albers discussed the 

similarities between the practices of photography and winemaking, with both 

being informed by a ‘handcrafted’ sensibility. 

Let’s look back at two great Brown Hill events, when we saw the winemaking process come to life 
in a photographic project and wine play the central role in a food matching dinner. 

BROWN HILL EVENTS

Photography, left image: Rae Fallon, centre and right image: Sabine Albers

It’s a given that sparkling wine is best served in a 

flute-shaped glass. But what about red and white 

wine? Aficionados believe that in order to enhance 

a wine’s characteristics, it should be enjoyed 

in a glass specifically designed for that variety. 

What’s for certain is that a glass’s size and shape 

can alter the way a wine is presented – simply 

pour the same wine into two differently shaped 

glasses to experience the distinction. At Brown 

Hill, we believe that if you’ve invested in a bottle 

of handcrafted wine, it’s worth enhancing the 

experience by enjoying it in a well-designed glass. 

WHITE WINE GLASSES

White wines with big flavours, such 

as Chardonnay, are best served in 

a glass with a large, short bowl, 

providing a larger surface area 

for the wine’s exposure to air. This 

A WORD OF 
WINE ADVICE

encourages alcohol evaporation and, therefore, 

the wine’s aromas are released and texture 

enhanced. Lighter white wines, such as young 

Semillon and Sauvignon Blanc, are best enjoyed 

in a glass with a smaller, narrower bowl to 

preserve and amplify the chill of the wine, its 

delicate perfume and its flavour concentration. 

RED WINE GLASSES

Typically, red wines are best served 

in glasses with bowls that are 

larger than white wine glasses. 

Why? The properties in red wine 

demand more air exposure to reach 

their full potential. The Bordeaux style of glass is 

broad and tall with a straight profile – this glass is 

best for full-bodied reds like Cabernet Sauvignon 

and Shiraz. The width of the bowl promotes the 

movement of air, the height of the glass limits the 

Did you know most of the world’s popular wine varieties can be enjoyed in their own explicitly designed 
wine glass? Here, we explore how to select the best glass for your precious wine.

release of alcohol fumes and the shape directs the 

wine to reach the back of the mouth where flavours 

are best appreciated in wines of this weight. The 

Burgundy style of glass is broader in the bowl 

(let’s call it pear shaped) and often boasts a more 

extreme contour at the top, tapering inwards 

for better accumulation of aromas and flavours 

in aromatic, delicate wines such as Pinot Noir, 

Gamay and Tempranillo. The style of glass directs 

the wine to the tip of the tongue where flavours 

are best appreciated in wines of this weight.

OUR TIP? INVEST IN BOTH GLASSES

A straight-sided Bordeaux glass will enhance big 

reds and dry whites. A fishbowl-shaped Burgundy 

glass will enhance delicate reds and big-flavoured 

whites. And always hold the glass by its stem, not 

the bowl, to prevent the wine’s temperature being 

affected by the warmth of your hands. 

Margaret River produces some of the best Cabernet Sauvignon in the world. Every year critics and judges 

recognise the pedigree of Margaret River’s Cabernet. Its acclaim is no accident. Cabernet Sauvignon thrives 

in Bordeaux and, with Margaret River’s gravelly soils, mild winters and warm summers, all moderated by the 

maritime influence of our climate, our region perfectly mirrors the French spiritual home of this great variety.

From Yallingup in the north to Karridale in the south, Cabernet can be crafted into a plethora of styles. Some 

show lively raspberry and cherry characteristics; others are deep and brooding with blackcurrant and plum 

notes. All Cabernets are exemplified by fine tannins that provide incredible length and structure.

The interesting aspect about working with Cabernet Sauvignon is the length of time it takes to grow and 

make into wine. After winter, it's always exciting to see its promising green, new growth, and in summer, it’s 

the last variety to be picked. The slow, steady maturation gives intense flavours and a robust texture in these 

tiny grapes. Once picked, it may be two years before the wine sees the inside of a bottle and, even then, 

further time is needed to mature the wine. 

We don’t take short cuts at Brown Hill. Both Nathan and I come 

to know the Cabernet well into its journey to you, the wine lover. 

Whether pruning, hand picking and sorting grapes or simply 

filling barrels, we do things the slow and manual way. This coming 

together of the old world and the new is one of the truly wonderful 

things about winemaking and never is this so evident than when a 

fine wine is allowed to tell its story from a glass.

Want to sample a fine Margaret River Cabernet?  
Try Brown Hill’s Hannans or Reserve Ivanhoe Cabernet Sauvignon. 

How long has Denis worked at Brown Hill? 

Denis has been coming to the winery from the 

very beginning, when Jim and Gwen Bailey 

purchased the land in 1987 and planted 

grapes in 1995. At that stage he was helping 

out occasionally with odd jobs, but he’s now a 

more permanent fixture. 

Is Denis a Margaret River local? 

Denis was born in Cowaramup, just north of 

Margaret River, and has lived there his whole 

life. Denis is always smiling and laughing. 

He’s very strong and does every job without 

complaint, mainly in the vineyard.  

What’s Denis’ 
favourite pastime? 

Ten pin bowling in 

Bunbury.

Does Denis have a 
favourite Margaret 
River food? 

Fish and chips at 

Squid Lips in  

Margaret River.

The Brown Hill Village

BROWN HILL’S  
INNER CIRCLE 
Denis Penfold, Winery Worker

HAYDN’S HERALD 
Brown Hill's Haydn Millard explains the idiosyncrasies of  
fine Margaret River Cabernet Sauvignon.  

2016 Golden Horseshoe 
Reserve Chardonnay

Single price: $38 per bottle 
Dozen price: $33 per bottle
SAVE: $60 per dozen
Drink: now to 2026

Brown Hill’s Reserve Range
The Reserve Range represents Brown Hill’s wines of elegance – they are made with an 
intention to age but also with the finesse and sophistication to be enjoyed now.

2015 Fimiston  
Reserve Shiraz
Enjoy the delicate aroma of ripe mulberry  

fruit, reinforced by black pepper and 

hints of dark chocolate. Then take in 

the sophisticated palate of plum and 

blackberry flavours supported by soft 

tannins. A beautifully balanced wine. 

Ray Jordan, 95 points 
The West Australian Wine Guide 2017

Single price: $38 per bottle 
Dozen price: $33 per bottle 
SAVE: $60 per dozen
Drink: now to 2025

2014 Ivanhoe Reserve 
Cabernet Sauvignon

Single price: $38 per bottle 
Dozen price: $33 per bottle 
SAVE: $60 per dozen 
Drink: now to 2024

2013 Croesus  
Reserve Merlot

Single price: $38 per bottle 
Dozen price: $33 per bottle 
SAVE: $60 per dozen
Drink: now to 2023

Fragrant notes of violet, cedar and 

cassis are followed by a powerful 

palate of earthy flavours with spice, 

plum and black olives leading to a long 

finish. This wine is a great expression 

of Brown Hill’s small producer focus.

Ray Jordan, 95 points,  
The West Australian Wine Guide 2017

This fresh Chardonnay displays notes 

of vanilla and brioche alongside zesty 

lime and white peach, balanced 

with natural acidity. A wine lover’s 

Chardonnay, with flavour nuances 

and depth of flavour to impress. 

James Halliday, 93 points,  
Australian Wine Companion 2017

This elegant Merlot is a fine example 

of Margaret River varietal expression 

with elegance and velvety appeal. The 

flavour spectrum spans plum, spice, 

blackberry and fruitcake, leading to a 

supple finish with silky tannins.  

James Halliday, 95 points,  
Australian Wine Companion 2017

NEW
RELEASE

LAST 
CASES

NEW
RELEASE

2014 Great Boulder 
Cabernet Shiraz  
Merlot Malbec 

Single price: $45 per bottle 
Dozen price: $40 per bottle 
SAVE: $60 per dozen
Drink: now to 2024

This wine displays rich black cherry and 

chocolate aromas with a beautiful oak 

lift, followed by a palate loaded with ripe 

berry flavours and a long, juicy finish. 

This Cabernet Merlot will reward with 

cellaring for up to 10 years. 3 bottle limit.

James Halliday, 95 points 
Australian Wine Companion 2018

Single price: $55 per bottle
Dozen price: $50 per bottle
SAVE: $60 per dozen
Drink: now to 2024

2014 Bill Bailey  
Shiraz Cabernet

Single price: $65 per bottle
Dozen price: $60 per bottle
SAVE: $60 per dozen
Drink: now to 2024

Brown Hill’s Signature Range
Brown Hill’s Signature wines cannot be purchased outside the winery – they are our 
flagship reds that represent the ultimate in winemaking excellence.

2014 Perseverance  
Cabernet Merlot

Have you considered joining 

one of Brown Hill’s wine clubs? 

Members receive guaranteed 

access to our limited wines, such 

as the Bill Bailey, which sells out 

in months, not to mention the 

Perseverance Cabernet Merlot. A 

new vintage (2014) of this special 

wine has just been released. 

Join the Signature Wine Club to 

ensure delivery of this wine and 

more, including our exclusive 

wine dinners and events. 

Signature Wine Club members 

receive quarterly shipments of:

• Bill Bailey Shiraz Cabernet

• Perseverance Cabernet Merlot

• Great Boulder Cabernet 

Shiraz Merlot Malbec

Cost is $150 per quarter with 

free delivery Australia wide – 

see loose order form to lock in 

membership and order wine.

JOIN OUR 
SIGNATURE  
WINE CLUB

Crafted in the Amarone style of wine 

made in Italy’s Veneto region, this 

blend is made with late-picked grapes 

in order to craft a powerful, ripe, raisiny, 

full-bodied wine with rich, intense 

concentrated flavours of cassis, jam 

and spice. It’s a luscious silky red that’s 

at once complex and soft. 

This blend's flavour profile spans 

succulent black cherry, mulberry, 

dark chocolate, black pepper and 

spice overtones, leading to a long, 

satisfying finish.

Ray Jordan, 95 points,  
The West Australian Wine Guide 2016 

NEW 
RELEASE

Welcome Drinks
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The weather gods were kind to Brown Hill Estate for vintage 2018 – with temperate weather and good 
ripening conditions, the 2018 fruit is looking fantastic for both white and red wines. 

The year 2017 was one of our busiest years yet, with a huge array of dinners, tastings, tours and a fantastic collaboration with photographer 

Sabine Albers kicking off a busy 12 months. The first half of 2018 has been no different. Our Winemaker’s Walk tours began again in May, and 

will continue until the end of August. In these tours, visitors join myself or Haydn for a walk through the estate’s vineyard, then head into the 

winery and barrel hall for an insider’s tour of the tools of the trade. We conduct tastings from the barrels of our premium wines and the tour 

concludes in Brown Hill’s cellar door, where the Signature Range Wines are tasted.

This year, Brown Hill is also helping you explore food and wine matching. Experienced chef Nigel Harvey will host a masterclass in our barrel 

hall, where he will pair three courses of food with Brown Hill’s wines, explaining how to cook the dishes and which attributes of each wine work 

well with the dishes. It will be food and wine matching 101, and guests will walk away with full tummies, new insights and recipes for each of 

the dishes to re-create at home. Stay tuned for masterclass dates with Brown Hill Estate in the coming months. 

Don’t miss out on Brown Hill’s small-batch new releases this year. The best way to ensure delivery is to join one of our wine clubs – see details 

on the order form included in this newsletter or head to our website: www.brownhillestate.com.au/Wine-Club.

All the best, 

Nathan Bailey

Left: Brown Hill's Reserve wines become increasingly popular as winter kicks in; right, winter time and colder  
temperatures in Margaret River means pruning time at Brown Hill to ensure a good crop next vintage.



 

Brickworks Building Products

I N C E N T I V E I N C E N T I V E 
B R A N D I N G  & B R A N D I N G  & 
CO L L AT E R A LCO L L AT E R A L

S U M M A RY
Design of enticing brand to promote 
incentive destination. Bright colours 
and  custom icons captured spirit of 
Singapore. 

Collateral included promotional booklet, 
wall calendar, competition flyers, 
personalised letters with accompanying 
product information and name badges.

I N VO LV E M E N T
Lead designer

4
Shangri-La’s Rasa Sentosa Resort & Spa is a five star property ideally situated 

on the beach front of Sentosa Island, Singapore. Far from the hustle and 

bustle of the city, yet still close to major attractions such as Orchard Road, 

Chinatown, Little India and Clarke Quay, the resort is conveniently linked to 

mainland Singapore by a causeway. 

Shangri-La’s Rasa Sentosa Resort & Spa is next to numerous island attractions 

including Southeast Asia’s first Universal Studios, Underwater World, Dolphin 

Lagoon and Siloso Beach, and the business district is a mere 15 minutes 

away by car.

The beautifully appointed guest rooms all feature stylish interiors, a balcony, 

complimentary internet access, flat-screen LCD television with satellite TV 

channels, tea & coffee making facilities and a fully-stocked mini-bar.

Relax and refresh in the outdoor swimming pool and pamper yourself at 

the Rasa Spa. Seven restaurants and bars offer a diverse range of culinary 

temptations.

There are a host of activities for kids at Shangri-La Rasa Sentosa Resort & 

Spa. Spanning 100 square metres over two stories, the children’s club Cool 

Zone consists of three activity centres and features a giant tree-house slide 

that winds down into a pool of colourful balls. There is also a dedicated 

Kids Pool and daily recreational activities organised by the resort to provide 

endless family fun.

The
Shangri-La
Rasa
Sentosa 
Resort & 
Spa

5

6

The 
A to Z 
Guide

Artscience 
Museum
This unique lotus shaped 
museum is Singapore’s 
premier destination for major 
international touring exhibitions 
from the most renowned 
collections in the world.

Beaches
Idyllic beach fronts, floating 
bridges and lush tropical inlets 
with exciting recreational 
activities such as beach 
volleyball, wave-riding, cycling, 
roller blading and kayaking await 
beach lovers.

Cable Car
The state-of-the-art eight-
seater cabins will give you a 
360-degree bird’s eye view of 
the Singapore Skyline – easily 
the most scenic and fun way 
to travel between the city and 
Sentosa Island.

Dining
Wherever you go in Singapore, 
you’ll most certainly be able 
to find a restaurant, as the 
locals simply love eating. From 
street markets to Michelin stars, 
Singapore’s dining scene will 
leave you spoilt for choice.

Ethnic Diversity
Explore the various cultural 
precincts and religious 
landmarks around the island 
and get acquainted with 
Singapore’s multicultural society. 
Discover the impressive history, 
cultural diversity and lifestyles of 
Singaporeans.

7

Singapore Flyer
Catch a glimpse of Singapore’s 
past, present and future on 
board the Singapore Flyer, the 
world’s largest Giant Observation 
Wheel.

Gardens by 
the Bay
Spanning 101 hectares, this 
award-winning attraction houses 
over 250 thousand rare plants. 
From the waterfront promenade, 
enjoy an amazing view of the 
Marina Bay skyline.

Imbiah Lookout
Located in the heart of Sentosa 
Island, Imbiah Lookout boasts 
11 exciting attractions ranging 
from enriching “edu-tainment” 
tours and relaxing nature walks 
to fun and adrenalin pumping 
activities.

Joo Chiat
Named after wealthy Chinese 
landowner Chew Joo Chiat, this 
area is dotted by colourful shop 
houses and homes that are 
adorned by sculpted facades of 
animal reliefs and hand-crafted 
ceramic tiles. Enjoy the wealth of 
good food and cultural heritage.

Kampong 
Glam
Kampong Glam was once the 
seat of the old Malay royalty 
in Singapore. The alleyways of 
this precinct are filled with the 
smells and sights of spices, rattan 
furniture shops and perfumes.

Skyline Luge
The Sentosa Luge is South-East 
Asia’s first. Part go-kart, part-
toboggan and all excitement, 
this gravity-defying ride is not to 
be missed.

Hawker Centres
A trip to a hawker centre is an 
absolute must when visiting 
Singapore. In these open-air 
food courts, you can easily find 
dishes influenced by a variety of 
cuisines, from fish noodles and 
roti prata to nasi goreng and 
pad thai.

Pint-sized Singapore is a mosaic of contrasting cultures. This thriving, 

cosmopolitan city is brimming with diversity; a fascinating mix of culture, 

language, arts and architecture. Singapore is a dynamic city that inspires, 

constantly innovating to offer fresh experiences.

All customers who qualify for the 2014 Brickworks Dynasty Incentive will be 

flown from their nearest capital city to Singapore to enjoy 5 nights and 6 

days discovering all the “Lion City” has to offer. 

Staying at the luxurious Shangri-La Rasa Sentosa Resort & Spa, discover the 

delights of Sentosa Island. Home to lush rainforests, golden sandy beaches, 

a deep-water yachting marina and luxurious accommodations, Sentosa 

Island is a playground for both global jet setters and locals alike. 

In the city, old colonial buildings provide a peek into the past, while brilliantly 

fashioned skyscrapers point to a city-state that is constantly on fast-forward.

Take this opportunity to explore and discover this exciting city. The Singapore 

experience is constantly evolving, you can decide how and what you want 

your Singapore holiday to be. 

Brickworks is excited to welcome you and your family to Singapore on 
the 2014 Dynasty Incentive. This is a child friendly program and kids 
are spoilt for choice with a range of action-packed attractions such as 
Singapore Zoo, Universal Studios and Marine Life Park to name a few.

Discover 
Singapore

2 3

DATE MORNING AFTERNOON EVENING OVERNIGHT

Thursday, 14 August 2014 Departures Arrivals & Check-In At Leisure Shangri-La Rasa Sentosa Resort & Spa

Friday, 15 August 2014 Day at Leisure / Optional Tours Welcome Reception Shangri-La Rasa Sentosa Resort & Spa

Saturday, 16 August 2014 Day at Leisure / Optional Tours At Leisure Shangri-La Rasa Sentosa Resort & Spa

Sunday, 17 August 2014 Day at Leisure / Optional Tours At Leisure Shangri-La Rasa Sentosa Resort & Spa

Monday, 18 August 2014 Day at Leisure / Optional Tours Farewell Dinner Shangri-La Rasa Sentosa Resort & Spa

Tuesday, 19 August 2014 At Leisure Departures In Flight
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2014 
Brickworks 

Dynasty 
Incentive

As our valued customer, we invite you to participate in 

the 2014 Brickworks Dynasty Incentive. 

You and your family are invited to join Brickworks as we 

Discover Singapore, an exciting melting pot of cultures, 

lifestyles and attractions.

2 Discover Singapore

4 The Shangri-La Rasa Sentosa Resort

6 The A to Z Guide

10 The Dynasty Incentive

12 Terms & Conditions
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Discover 
Singapore
2014 DYNASTY INCENTIVE



WED 1 New Years Day

THU 2

FRI 3

SAT 4

SUN 5

MON 6

TUE 7

WED 8

THU 9

FRI 10

SAT 11

SUN 12

MON 13

TUE 14

WED 15

THU 16

FRI 17

SAT 18

SUN 19

MON 20

TUE 21

WED 22

THU 23

FRI 24

SAT 25

SUN 26 Australia Day

MON 27 Public Holiday

TUE 28

WED 29

THU 30

FRI 31 Chinese New Year 

TUE 1

WED 2

THU 3

FRI 4

SAT 5

SUN 6

MON 7

TUE 8

WED 9

THU 10

FRI 11

SAT 12

SUN 13

MON 14

TUE 15

WED 16

THU 17

FRI 18

SAT 19

SUN 20

MON 21

TUE 22

WED 23

THU 24

FRI 25

SAT 26

SUN 27

MON 28

TUE 29

WED 30
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Win a Discover  
Singapore Ticket
Visit the website and enter your details before 31/12/13 for your 
chance to win one ticket to the 2014 Brickworks Dynasty Incentive 
in Singapore! The winner will be announced in 2014.

www.brickworksevents.com.au/discoversingapore

Discover Singapore

Chilli Crab
Arguably one of Singapore’s greatest culinary 
inventions, this famous dish is a must have during 
any visit to Singapore. It is easily found in many 

hawker centres and restaurants throughout the city.

What makes this dish so special is its sensuous, sweet 

yet savoury sauce, created with a base of chilli and 

tomato sauces which will electrify your palate and 

satisfy your taste buds.

The red-tangy sauce is made deliciously fragrant 

with light flavourings of garlic and rice vinegar, 

while thickening flour and egg ribbons (produced 

by adding beaten eggs towards the end of the 

cooking process) give the chilli crab dish the fluffy 

texture it ’s known for.

Don’t forget to order some mantou (toasted buns) 

to scoop up the thick gravy, which will leave you 

hankering for more.

2014 BRICKWORKS DYNASTY INCENTIVE

Discover Singapore

Orchid
Singapore is a Garden City, rich in greenery and 

biodiversity. It is fitting that the nation is represented 
by a unique National Flower of its own, the orchid.

The most highly coveted of ornamental plants, the 

delicate, exotic and graceful orchid represents love, 

luxury, beauty and strength.

As the flower most associated with hybrids, the 
orchid is also a symbol of Singapore’s multicultural 

heritage. It is representative of the harmony among  

the ethnic communities, as well as with the many 

foreign visitors.

In Singapore, the flower is used in souvenirs, 

jewellery and has become a source of inspiration 

for art, songs, fashion and architecture.

2014 BRICKWORKS DYNASTY INCENTIVE

Singapore Sling
It ’s fairly well documented and agreed on that the 

Singapore Sling was created by Ngiam Tong Boon at 

the Long Bar of the Raffles Hotel in Singapore, some 

time between 1900 and 1915. 

The original Singapore Sling is a gin-based drink that 

has a nice balance between the sweet pineapple 

juice, the spice of Dom Benedictine and a dash of 

Angostura bitters to finish.

30ml Gin

15ml Cherry liquor

120ml Pineapple juice

15ml Lime juice

7.5ml Cointreau

7.5ml Dom Benedictine

10ml Grenadine

Dash of Angostura Bitters

Mix ingredients well in a cocktail shaker and pour in 

a tall glass full of ice cubes. Garnish with a slice of 

pineapple and a cherry.

2014 BRICKWORKS DYNASTY INCENTIVE

Discover Singapore



 

Singlefile Wines

W I N E  C LU B  M E M B E R W I N E  C LU B  M E M B E R 
N E W S L E T T E RN E W S L E T T E R

S U M M A RY
An elegant newsletter for the valued 
wine club members of Singlefile Wines. 
With stunning photography, product 
information, recipes and wine tips, this 
publication is a great resource for it’s 
recipients. 

I N VO LV E M E N T
Creative direction, lead designer

`

NEW SPARKLING RELEASES
Whether it’s Christmas, end-of-year fun or a seasonal 
party, celebrations are made more glorious with the 
consumption of sparkling wine. The good news is that 
Singlefi le has just released a brand-new fi zz – say 
hello to the Limited Release Collection 2011 Pinot 
Chardonnay sparkling from Denmark (above right). 
After six years on lees, this gorgeous wine displays 
lovely layers of complexity with an approachable soft, 
creamy-lemon texture and enticing toasted brioche 
and strawberry nuances. A wine of elegance and 
balance, it’s underlined by refi ned acidity, which lingers 
on an impressively persistent fi nish. 

The other special bubbles in our range is the Limited 
Release Collection 2011 Blanc de Blancs (above left). It 
drinks beautifully on its own, but also teams nicely with 
apéritif-style dishes and an array of fuller-bodied 
cuisines. Use our food and sparkling wine guide (right) 
to enjoy all the tiny bubbles on your social calendar.

Top SPARKLING WINE & Food Tips

Salmon, in all its guises, loves 
sparkling wine. Try gravlax with crème 
fraîche or poached salmon with a 
velvety potato salad.  Scrambled 
eggs with crème fraîche and salmon 
for breakfast? Go for it!

In the case of a blanc de blancs, 
made entirely from Chardonnay 
grapes, like Singlefi le’s 2011 Blanc de 
Blancs, the wine will display all the 
Chardonnay flavours – citrus, nougat, 
toasted brioche overlaid across a 
creamy texture. It’s crying out to be 
paired with a luscious triple cream 
brie. And we can’t go past the oyster, a 
blanc de blancs’ spirit animal. Creamy, 
complex, mineral, fresh, refi ned acidity. 
All found in both the 
oyster and the wine.

What about fi sh 
pie? It loves sparkling 
wine. Smoked cod, 
prawns, eggs, cream, 
nutmeg, rich pastry? 
Perfect for  sparkling. 

Don’t be afraid to pair sparkling 
with humble fi sh and chips. The crispy 
batter is on song with the perkiness of 
the bubbles; the creaminess of white-
fleshed fi sh and fluffy insides of chips 
match the creaminess of a sparkles.

The classic “brut” is a blend of 
Chardonnay and Pinot Noir, like 
Singlefi le’s 2011 Pinot Chardonnay. The 
alchemy of the apple, pear and citrus 
Chardonnay flavours merging with 
the red berry and cherry from the Pinot 
Noir results in food-friendly perfection. 
Try it with charcuterie meats, seafood 
salads, truffle risotto, sashimi, fried 
chicken (yes, really!), scallops, beef 
carpaccio and yum cha.

`

Top Shel f
Allow us to introduce you to classic wines across our diff erent ranges and a few drops you may have not yet had 

the pleasure to discover. If  you’re not a member, joining Singlefi le’s wine club is the best way to ensure delivery of  
exclusive wines and limited releases. Head to our website to learn more: www.singlefi lewines.com/Wine-Club

* *

PRICE: $25
Collector: $20; Appreciator: $21.25/$21.90; 
Discovery: $22.50

PRICE: $30
Collector: $24; Appreciator: $25.50/$26.25; 
Discovery: $27

FOOD FRIEND: mango and 
poached chicken salad

FOOD FRIEND: fennel, mushroom 
and chicken risotto

2017 GREAT SOUTHERN 
SEMILLON SAUVIGNON 
BLANC  

FLAVOUR CUES: dry, flinty and textural 
with soft tropical fruit, both on the palate 
and the nose, and subtle minerality. 

DID YOU KNOW: the blend is exactly 
50% Semillon/50% Sauvignon Blanc.

2017 GREAT SOUTHERN 
CHARDONNAY

FLAVOUR CUES: modern, fruit-driven, citrus, 
stone fruit, smoky oak, dangerously drinkable. 

DID YOU KNOW: this now-popular style 
of cool-climate Chardonnay was made 
famous in France’s Burgundy region.

A sk any parent to name their favourite child, and chances are they’ll claim equal adoration for each and every one of their offspring. In 
the case of Singlefi le, we certainly love all our wines for their distinctive idiosyncrasies and nuances, but if we were to name a wine that utterly 
embodied the essence of Singlefi le, it would have to be our aptly named Family Reserve Chardonnay. 

This wine captures a sense of time and place – it’s stamped with Denmark’s unique terroir, expressing the maritime climate in its single 
vineyard sensibility. It has power and fi nesse, beauty in its youth yet the propensity to age softly and profoundly over the next 10 years. 

How does it taste? Of pure fruit. Its grapefruit and 
white peach aromas lead to a concentration of citrus 
and stone fruit on the palate with a toasty almond 
complexity and creamy texture thanks to the partial 
malolactic fermentation. This complex style develops an 
attractive nutty secondary characteristic over time and 
has suffi cient natural acidity due to the cool climate site 
to remain fi t and healthy for years to come. It pairs well 
with semi-soft cheeses, strongly flavoured washed rind 
cheeses and makes a perfect match for roast chicken.

Singlefi le DenmarkFamilyReserveChardonnay* *

COST
$50 per bottle
$540 per case, includes free shipping (save $60)
Log in to our website for wine club pricing.
Head to the printed order form included in this newsletter or visit 
our online store to purchase a bottle or two of  this wonderful white.

1. For brine, place all ingredients and 2L of water in a large saucepan, bring 
to the boil, then remove from heat and cool completely. Add chicken 
and refrigerate overnight.

2. Preheat oven to 180C. Drain chicken (throw away brine) and pat dry with 
paper towel. Heat oil in a frying pan over medium-high heat and cook 
chicken in batches until golden brown and crisp all over (6-8 minutes). 
Transfer to an oven tray lined with baking paper and roast with par-
boiled potatoes until cooked through (12-15 minutes).

3. Meanwhile, for lemon thyme dressing, whisk all ingredients together in a 
bowl and season to taste. Drizzle dressing over hot chicken, scatter with 
flat leaf parsley and serve with lemon wedges and a glass of Singlefi le’s 
Denmark Family Reserve Chardonnay.

One of  the best culinary matches for our Family Reserve 
Chardonnay is chicken. Singlefi le’s co-owner Viv is an avid 
cook – this Gourmet Traveller recipe is a fi rm favourite in the 
Snowden household. Viv has shaped it to fi t her own cooking 
style and preference for thyme. (Remember to start this recipe 
the day before and remove the wine one hour before serving.)

6 boned chicken marylands, 
   skin on (bones removed)
1 tbsp olive oil
sebago potatoes, par-boiled
Flat leaf parsley, lemon slices

BRINE
½ head of garlic
50g sea salt 
25g honey
Finely grated rind of ½ lemon
1 fresh bay leaf
½ tsp black peppercorns 

CHICKEN WITH LEMON THYME

FARE for wine

LEMON THYME DRESSING
100ml olive oil
Juice of 1 lemon
1 shallot, fi nely chopped
2 garlic cloves, fi nely chopped
2 tsp salted capers, rinsed, 
   fi nely chopped
1 tsp flat-leaf parsley, fi nely 
   chopped
1 tsp thyme, fi nely chopped

THE SINGLEFILE STORY
If you’ve visited Singlefile’s Denmark cellar door, you 
may have wandered through the gardens, watched 
the resident geese walk in ‘single file’ or chatted 
with co-owners Viv and Phil while tasting our wines. 

This Great Southern winery is tucked away 
in the heart of Denmark’s Scotsdale Valley in 
Western Australia. Since its beginning, Singlefile 
has built up its estate with a warm, inviting cellar 
door and cultivated a range of esteemed wines 
that are made as naturally as possible, allowing 
the nuances of the terroir to shine in the final wine.

Singlefile was originally established by retired 
mining consultants Phil and Viv Snowden, and the 
small family business is now guided by the next 
generation, daughter Pam and son-in-law Patrick 
Corbett. What drives the entire Singlefile family is 
the desire to craft wines at the top of their game, 

and, most importantly, wines that 
are simply delicious to drink and 
enjoy with friends and loved ones.

Singlefile’s Chardonnays are 
crafted with Denmark fruit from 
our estate, but a complete sweep 
of the Great Southern region, 
from Frankland River to Mount 
Barker and Porongurup, yields 
grapes that fit region with variety 
in perfect harmony, resulting in a 
diverse collection of wines.

V isitors to Singlefile’s cellar door can take their tasting experience to the 
next level by enjoying beautifully crafted chocolates from Cuvée by Deniz 
Karaca. Established in Melbourne in 2014, this business came to life when 
chocolatier and pastry chef Deniz Karaca pursued his dream of producing 
handcrafted chocolate bars to be paired with wine. Deniz developed a 
chocolate of outstanding purity using a blend of the very best cocoa beans 
sourced from regions around the world. This attention to detail allows the 
chocolates to pair perfectly with fine wines, including Singlefile’s collections. 

 WINE & CHOCOLATE

FAMILY FUN
Need an outlet for your children’s energy reserves? 
Let them loose in the Denmark Maze. The route 
goes right through the bush with the chance of 
spotting wildlife while they’re at it. Another special  
place locals always recommend is the Circular 
Pool, one hour west of Denmark. It swells up 
after the winter rains and in summer the tranquil 
waters create a lovely pool to cool off in. And 
who doesn’t love picking berries straight from the 
paddock? Denmark Berry Farm makes the perfect 
family activity. Spend the day picking berries then 
enjoy ice-creams at the farm when you’re done. 
Take home delicious local jams and sauces, too.  
www.facebook.com/TheDenmarkBerryFarm.

FOR NATURE LOVERS
The Gap and Natural Bridge at the Torndirrup 
National Park (10km south of Albany) boasts a walk 
bridge with stunning views from Bald Head to West 
Cape Howe. The viewing platform is the perfect 
vantage point to observe the surging seas off the 
coast of Albany. Ready to get adventurous? Jump 
on a horse organised by Brumbies Run and take a 
scenic ride through bushland along the Denmark 
Nornalup Rail Trail. It’s an easy-to-moderately-
challenging ride along the beautiful Wilson Inlet 
that’s sure to be a memorable experience. The 
guided tour is tailored to suit the needs of the 
individuals attending, focusing on leadership skills, 
training and riding safety. www.brumbiesrun.com. 

 

FOR FOODIES
Mrs Jones Café is the place to eat in Denmark. 
Fancy pancakes with bacon and maple syrup for 
breakfast? Fish tacos for lunch? This licensed café 
offers fresh fare with an extensive wine list. Unearth 
local produce and meet the farmers every Saturday 
on Collie Street at the Albany Farmers Market. 
The Taste Great Southern Festival offers over 50 
events, over three weekends in March with chefs 
and providores. www.tastegreatsouthern.com.au. 
Liberté at the London Hotel in Albany serves food 
designed for sharing and cocktails inspired by 
European classics on Stirling Terrace in Albany.  
www.libertealbany.com.au.

TOP TIPS for TRAVELLING in the GREAT SOUTHERN

Our coastal landscape provides a breathtakingly beautiful oasis that’s distinctly Australian in its rugged topography. Plus, there are 
amazing food and wine experiences to be enjoyed at every turn. Here, we take you on a tour of  the top places to include on your list.

The Singlefile team is thrilled to bring you this newsletter, created to reveal 
more about Singlefile Wines, our Great Southern region and the enjoyment 
of wine. Have you visited our estate in Western Australia’s Denmark? Our 
winery and cellar door are situated on the golden tip of Western Australia, as 
shown on the map below. It’s a glorious part of the world, and we love telling 
the story of how our family business came to life. You can read more about 
Singlefile’s history overleaf.

To those who have purchased our wine or who belong to The Singlefile Wine 
Club, we hope you’re thoroughly enjoying the wines that land on your doorstep 
from our cellar in Denmark – and if you ever have a query, please contact us by 
email (theteam@singlefilewines.com) or by phone (1300 885 807). 

We hope this issue of The Pursuit enlightens you with information about our 
desire to craft exceptional wine from our Great Southern region, and tips 
and tricks to make your wine experience as fulfilling as it can be.   

Warm regards

Greetings fromSinglefile Many Australian wineries and wine lovers follow the lead 
of wine writer and critic, ex-winemaker and judge James 
Halliday. His finely tuned acumen in assessing the quality of 
wines extends to his ability to assess the overall performance 
and appeal of wineries in the work that they do. And for this 
reason, Singlefile is delighted to receive James Halliday’s 
notations in his 2018 Wine Companion.

Singlefile ranked as a Top 10 Best Value Winery in Australia:

“If there were to be a runner up in the… ‘Best Value Winery in 
Australia’… Singlefile Wines would have been the recipient.”  

“The consistency of the quality of the Singlefile wines is 
outstanding, as is their value for money.”

Singlefile received scores of 95 points or more for 14 of our 
wines, including the 2014 The Vivienne Denmark 
Chardonnay with 98 points and the 2014 The Philip Adrian 
Frankland River Cabernet Sauvignon with 97 points.

In THE PRESS

James Halliday 2018 Wine Companion

5 RED STARS

97 
POINTS

98 
POINTS

The 
PURSUIT
   Vo l .  1  2 0 1 7     



G E T  I N  TO U C H

If you’re interested in working together, let’s have a chat:

RACHEL LINCOLN 
 

0407 018 367 

rachel@studiolinc.com.au 

studiolinc.com.au


