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1. Impact Statement



• Casella Family Brands (CFB) is the owner, producer and marketer of the world renowned     

[yellow tail] wine brand

• CFB has been producing and selling Prosecco variety wine under the [yellow tail] brand since 

2017

• CFB has spent considerable time, resource and energy, advertising and promotional funds in 

promoting these products (Prosecco and Prosecco Rose) in the Australian market – via trade 

promotion, point of sale, social media, paid partnership (My Kitchen Rules television series), 

and events – see examples in this presentation

• A protected GI result would impact our company both commercially and from a brand 

perspective

• It is CFB’s assertion that these products would no longer be viable if they could not be named 

Prosecco – if so they would likely require deletion which would have a detrimental impact on our 

company revenue and brand positioning in retail outlets

This submission and information is prepared by Casella Family Brands and supported by a letter 

from our solicitors Stanton and Stanton

Overview:



Financial Analysis (confidential):

Year Volume (9LE) Revenue Revenue / 9LE

2017 1,809 142,760$                       78.92$                 

2018 17,136 1,266,582$                   73.91$                 

2019 20,277 1,519,382$                   74.93$                 

2020 20,659                     1,617,613$                   78.30$                 

2021 19,018                     1,476,098$                   77.62$                 

2022 14,893 1,177,463$                   79.06$                 

Casella Family Brands – Prosecco volume and revenue information: 

Casella Family Brands – Other associated costs:

Production:
Current stock on hand value $247,458
Dry Goods on hand value $54,211
TOTAL $301,669

Marketing Spend:
Average $100k / yr since 2017 (average)

Implication:
CFB estimates this revenue would likely be lost 
(assuming products are deleted)
OR (at best) severely reduced if GI protection 
becomes a reality and renaming occurs to 
terminology not well understood by our 
consumers

Implication:
Dependent upon timings there would likely be a partial 
write down of dry goods or finished goods, plus 
production and logistics resources and cost to manage 
any changes

Sustained marketing investment (over AUD 0.5m) since 
2017 would have been lost, in financial terms plus 
significant internal resource cost (marketing and sales 
teams work)



2. Evidence of Use -
Australia



[yellow tail] 
PROSECCO



Trade Material - Examples



Point of Sale - Examples



Social Media - Examples



Above the Line - Examples



Sponsorship/Event - Examples
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