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Summary 

This paper aims to understand the nature and implications of regional change in the 

Swartland wine region focussing on the period 2010-2016, which marked the 

establishment of the Swartland Revolution and the Swartland Independent 

Producers organisation. It is a qualitative-based research project, which examines 

the change in perception of quality in the Swartland. It concludes with offering 

transportable lessons for other wine regions. 
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Introduction  

 

The Swartland Revolution was a stone thrown in quite a still pond and those ripples 

have travelled. – John Platter, 2015 

 

South Africa has a wine-producing history that can be traced to 1659 when Jan van 

Riebeck mentions the “fragrant and tasty liquid made with Moscadel” (Atkin, 2016). 

In 1811 the sweet wines of Constantia were mentioned in Jane Austen’s Sense and 

Sensibility, and Napoleon is reputed to have drunk Constantia whilst in exile on St 

Helena. In reality, however, its modern history as a wine producer dates back to 

1997. Prior to that, for almost all of the twentieth century, the nature and 

circumstances of the South African wine industry were shaped by the Cooperative 

Winegrowers’ Association of South Africa Limited (KWV). After 1997, the 

combination of replanted material and a more informed generation of winemakers 

have helped South Africa compete on equal footing with the rest of the world. The 

Swartland is a microcosm of that change. 

The 2015 edition of the Oxford Companion to Wine describes the Swartland as a 

“fashionable wine-producing district” (Robinson, 2015). By contrast, the 1994 first 

edition did not contain a Swartland entry. The current perception amongst segments 

of local and international wine writers of the Swartland as a premium wine region in 

South Africa has occurred in a short space of time. Geographically, the region 

represents 13% of the planted area in South Africa with a total of 13,249 hectares 

(HA) under vine out of the 95,774 HA total plantings. Figure 1 illustrates the major 

wine producing regions, Figure 2 is a detailed map of the Swartland in South Africa 

and Figures 3 and 4 show plantings of red and white varieties by region.  
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   (Vineyards.com, 2017). 

Figure 1: South African wine regions.   
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Figure 2: Map of the Swartland Wine Region. 

 

Map courtesy of Tim James, with the assistance of Jaco Engelbrecht. 
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Figure 3: Red grape varieties planted in South Africa by region, 2016 (HA). 

 

(Sawis, 2017).  

Figure 4: White grape varieties planted in South Africa by region, 2016 (HA). 

 

 (Sawis, 2017). 
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This research paper examines whether regional change has occurred in the 

Swartland and, if so, how that change has occurred.1 It also seeks to understand 

what (if any) transportable lessons can be applied to other wine regions of the world. 

The aim of this research project is not a historical summary but rather a qualitative 

examination of the reasons behind regional change. The evidence that will follow will 

demonstrate how the region has become more significant in terms of both image and 

identity, but also establishes the limits of that change. 

 

 

 

 

 

 

 

 

 

 

 

 

 

                                                           
1
 The research focuses on 2010-2016 as this marks the establishment of the Swartland Revolution. The modern 

roots of the Swartland go back twenty years and this wider period is also covered as the history is relevant to 
understanding the formation of the Swartland Revolution.   
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2. Literature review 
 

2.1. Territorial emergence 

 

In examining the region of Central Otago, Charters, Mitchell and Menival formulate 

the idea of a “territorial brand”, a group of proprietorial brands linked to a specific 

place (Charters, Mitchell and Menival, 2011). The idea of regionality in wine has 

traditionally played a significant role in Old World wine-producing countries, largely 

due to its link with the appellation contrôlée system in France. In the New World the 

focus has tended to be more on multi-regionality or on grape varieties as a means of 

identifying with a consumer. This idea of a brand being linked to a place is one that is 

connected to marketing more generally; the idea that of using “qualities, images, and 

stereotypes of the place and the people living in that place to brand a product that is 

produced in that place” (Kavaratzis, 2005 pp.330). This territorial emergence is a 

theme that underpins the narrative in the Swartland. Little academic research has 

been undertaken on the Swartland, apart from a Cape Wine Master dissertation in 

2014 which examines to what extent wines from the Swartland should be taken more 

seriously (Malan, 2014).   

In 2013 Tim Atkin MW commented that the Swartland is “one of the most dynamic 

wine producing areas in the southern hemisphere.” This was echoed by Neal Martin 

two years later: 

“It was the beginning of what is now known as the Swartland Revolution. That 

second word is no marketing spin, no hyperbole. It was exactly that. It altered 

opinion not only towards this hitherto unknown enclave of the Cape, but 



8 
 

began dismantling perceptions towards the South African wine industry.” 

(Martin, 2015). 

Little literature exists on the development of the Swartland wine region. In the 1992 

edition of “South African Wine” (Hughes, 1992) the Swartland entry covers five 

pages. Five producers are mentioned, four of them being co-operatives. The first 

mention in the international press of the Swartland as a premium wine-producing 

region was an article by Tim James in the World of Fine Wine in 2006 titled 

“Adventures in Cape Terroir.” Jancis Robinson MW also wrote a piece in 2007. In 

2013 Tim James published “Wines of the New South Africa: Tradition and 

Revolution”, which devotes ten pages to the Swartland region. Tim Atkin MW (2011; 

2013) has written several articles on the recent rise of the quality of wines emerging 

from the Swartland. Little published material exists on the history and development 

of the region and how the region has become better known both locally and 

internationally.  

John Platter’s Wine Guide, produced annually in South Africa since 1980, has been 

the main source documenting the wine in the Swartland region. Of late, the guide 

features an increased presence of Swartland producers. In addition to specific 

Swartland producers, the 2016 edition includes 41 producers not based in the 

Swartland but either producing a wine from the Swartland or acknowledging the use 

of Swartland fruit for a wine they produce. Figure 5 illustrates these changes from 

2010 to 2016.2 

 

 

                                                           
2
 This does not take into account several non- Swartland producers who allegedly source fruit from the 

Swartland but do not disclose the region where they buy fruit in from.  
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Figure 5: External Wineries which use Swartland fruit or produce a Swartland 

wine. 

  

 (James, 2016). 
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Some coverage of the region has occurred in the Wine Spectator and the Wine 

Advocate since 2007. Little academic research has been carried out on what has 

taken place behind the scenes in the region. This relates to how participants in the 

region have marketed the region and their wines, as well as the nature of the overall 

transition that has occurred. The implications of a change of fortunes of a hitherto 

obscure region and what this could mean for other wine regions is something that 

particularly interested the author. The journey taken by a wine region to raise its 

reputation – both tangibly and perceptually – has relevance for the global wine 

industry where there are several underperforming wine regions. It is hoped that they 

may be able to benefit from a Swartland case study.  

 

2.2. Research questions 
 

After informal discussions in 2015 with several wine producers in the region, a series 

of questions emerged about the development of the region. After reviewing existing 

literature, it was felt that a qualitative research approach would be the best way of 

examining regional change in the Swartland. The key question was whether regional 

change occurred in the Swartland, and if so, how it occurred. The research questions 

were designed to ascertain not only what happened but why it happened.   

The aim of this research paper is to investigate the way in which the Swartland 

region has evolved since 2010, answering the following research questions: 

1) Since 2010 the Swartland wine region has changed its image from being 

known for its bulk wines to one of producing high quality premium wines. How 

has this happened? 
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2) To what extent did the “Swartland Revolution” a two-day producer-led event 

held annually between 2010 and 2015 help this change? 

3) Did the formation of the Swartland Independent Producers (SIP) organisation 

help? 

4) How has the change affected the reputation for quality and marketability of 

wine produced in the Swartland? 

5) Can what happened in the Swartland give indicators of processes which can 

be adopted in other regions to effect regional change? 

  



12 
 

 

3. Methodology 
 

Given the initial discussions with producers, it was felt that a qualitative research 

paper based on interviewing many of the key actors would be the best way of 

addressing the research questions. 

3.1.  Interviews 
 

The interviewees were made up of a cross-section of participants. Producers 

consisted of co-operatives3, early pioneers, members of the SIP, as well as non-

Swartland producers and viticulturists. For a commercial perspective, local and 

international wine buyers across independent and multiple off-licence categories 

were interviewed. Finally, international and local wine writers were also interviewed. 

Certain interviewees were willing to be cited by name, and quotations from them are 

directly attributed in the findings. For all other interviewees, anonymity was used. 

Table 1 shows how the interviewees were categorised. Full details of all the 

interviewees can be found in Appendix B. 

 

 

 

 

 

                                                           
3
 Swartland Winery were contacted but not available for interview at the time of the RP. In addition to Riebeek 

Cellars, Andries Blake (CEO at Swartland Winery for 19 years before setting up his own brand) was also 
interviewed. 
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 Table 1: Categorisation of interviewees. 

 

Three types of questionnaire were used: (1) for proprietors of wineries involved in 

establishing and running the Swartland Revolution; (2) for wineries not directly 

involved in the Swartland Revolution but which may (or may not) have attended; and 

(3) for external actors and local growers. Group 1 was targeted at senior managers, 

but more than 95% of the interviewees were owners. The interviews were structured 

to ensure continuity of information but also to be flexible enough to allow other 

information and ideas to emerge in order to help with broad data collection. This was 

particularly important in the case of interviewees who were not producers, where 

additional data from their external perspective would be useful.  

The interview guide was structured according to the category of interviewees, yet 

aimed to be flexible enough to help the data-collection process. Information in this 

paper has been drawn primarily from the answers given. In total, after transcription, 

68,000 words were drawn from 28 interviews, from over 30 hours of interviews.  

The interviews covered a number of topics. These include: a historical perspective, a 

producer’s involvement in the region, the origins of the Swartland Revolution, 

Code  Descriptor 
SIP or 
not 

Swartland or 
not 

Mode of interview 

P1- 
P17 

Size of winery and 
role in business 

Yes/No Yes/No 
Face to 
face/telephone/email 

E1-E5 External observer No No 
Face to 
face/telephone/email 

O1-O6 
Wine buyers and 
consultants 

No No 
Face to 
face/telephone/email 

Key: 
P = wine producers 
E = external observers 
O = wine buyers and consultants 
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successes and challenges in the region, the emergence of the SIP, questions 

regarding what stage of development the area is in and future challenges. Finally, a 

question was asked as to the three most significant individuals in the Swartland. The 

reason for this was to subtly ascertain who the leaders were in the region, but it was 

asked in a way that significance could be defined however the interviewee chose. 

This ensured a holistic response to the question. The aim of the interview was to be 

as open and discursive as possible. The intention was to not limit the nature of the 

research, and to learn from individuals from their experience of the events. Once 

saturation point had occurred the data was analysed. The interview guides can be 

found in the appendices.  

The overall approach was intended to ensure that representative stakeholders in the 

region were interviewed. These include, but are not limited to, the co-operatives, 

those with relationships with the grape farmers, the main proponents of the 

Swartland Revolution, as well as some of the newer producers or those perceived as 

the “next generation.” Historically important wineries were also interviewed, as were 

those that own land and wineries, and make wine in a “label” capacity without 

owning actual assets in the region. Industry observers were interviewed as well as 

wine writers with an international perspective. Two viticulturists were also 

interviewed.  

 

3.2.  Analysis and limitations 

 

After transcription, which was carried out by the author, all the data was analysed 

and reviewed to develop themes.  An interpretive approach was employed as the 

best way of uncovering the development of the region. This was combined with a 

constant comparative analysis approach by discovering emerging patterns from the 
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data collected. The findings were then grouped thematically with each theme 

examined in further detail.  

Whilst the main focus of the research paper is qualitative, there was also quantitative 

analysis focussing on grape prices as well as sales in bottle versus bulk. Retail 

pricing across global markets was examined to support the proposition that the 

Swartland has become more internationally significant. The quantitative data relied 

upon the author’s own research where possible,4 as well as using official South 

African Wine Industry Information and Systems (SAWIS) data. The quantitative 

findings are dealt with in section 4.1. 

In any research project there are limitations. Qualitative research is interpretive and 

inductive by nature and there is a risk of the interviewee becoming wary and 

suspicious of what the researcher wants and then attempting to tell them what they 

want to hear. The approach taken was deliberately intended to be semi-structured 

and allowed for questions to emerge and change as the interview process went on.   

                                                           
4
 In the case of individual winery export data (both volume and value) the information was unfortunately not 

disclosed. Further detail can be found in Appendix D.  
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4. Findings 

 

A number of themes emerged from the data, which, when pieced together, contribute 

to explaining the change that occurred in the Swartland region. These are: a 

quantitative analysis of pricing and increased marketability of the region, the recent 

evolution of the Swartland, a communitarian approach, the development of the SIP, 

and evolving stories from the region. The final section deals with future conflict and 

concerns and finishes with the importance of regionality as a brand concept.  

4.1. Quantitative analysis 

 

This section deals with evidence for the growing reputation of Swartland wines. It will 

demonstrate that there has been a change of significance of Swartland wines in both 

domestic and international markets. Section 4.1.1. deals with Grape prices, bulk and 

bottled wine and section 4.1.2. demonstrates the increased marketability of the 

region.  

4.1.1. Grape prices, bulk and bottled wine 

 

Tables 2 and 3 below compare the average prices per tonne in rand (ZAR) of chenin 

blanc and shiraz from selected geographical areas in South Africa from 2010–2016.  

The tables show that grape prices have remained universally low at a bulk level, and 

this does not look like changing. The graphs (Figures 8 and 9) following show an 

average price per tonne in ZAR compared with a decrease in sterling (GBP) across 

the Swartland and Paarl from 2010 to 2016 (categorised as one region by SAWIS). 

This shows a marginal increase in chenin blanc pricing but a decrease in that of 

shiraz. Whilst there are cases of private buyers paying R4500 to R7500 per tonne for 

chenin blanc and R5500 to R8000 per tonne for shiraz from the Swartland 

(Engelbrecht, Kruger, pers. comm., August 2016 and January 2017), the volumes 
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are so small that they do not make an impact on the total average. The poor state of 

the South African economy, as evidenced by gross domestic product, stagnation, 

high unemployment, a weak currency and economic contraction, has given many 

opportunities for the bulk market which, in 2016, accounted for 61% of the total wine 

market (Atkin, 2017).  

 

Table 2: Chenin blanc grape prices in South Africa 2010–2016. 

 

 

Table 3: Shiraz grape prices in South Africa 2010 -2016. 

Years: 2010 2011 2012 2013 2014 2015 2016 
1) Paarl / 
Swartland* 

2754 3030 3060 3187 3212 3072 3312 

Year on Year  
Price Variance 
(%) 

------- 10.02%  0.99%  4.15%  0.78%  -4.36%  7.81%  

2) Contantia / 
Stellenbosch /  
Grabouw / 
Durbanville 

3301 3609 3813 3730 4000 4311 4907 

Year on Year  
Price Variance 
(%) 

------- 9.33%  5.65%  -2.18%  7.24%  7.78%  13.83%  

Price Variance 
(1 versus 2) 

+547 +579 +753 +543 +788 +1239 +1595 

Price Variance 
% (1 versus 2) 

16.5%  16.04%  19.75%  14.56%  19.70%  28.7%  32.50%  

* From 2010 to 2013 SAWIS stats are shown as area Paarl/Malmesbury. From 2014 this is reclassified as Paarl/Swartland. 

Years: 2010 2011 2012 2013 2014 2015 2016 
1) Paarl / 
Swartland* 

4292 4180 4206 4300 4205 4305 4179 

Year on Year  
Price Variance 
(%) 

------- -2.61%  0.62%  2.23%  -2.21%  2.28%  -2.93%  

2) Contantia / 
Stellenbosch /  
Grabouw / 
Durbanville 

4234 4427 4366 4529 4550 4747 4759 

Year on Year  
Price Variance 
(%) 

------- 4.56%  -1.38%  3.73%  0.46%  4.33%  0.25%  

Price Variance 
(1 versus 2) 

-58 +247 +160 +229 +345 +442 +580 
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(Sawis, 2017). 

(Sawis, 2017). 

 

Figure 8: Grape prices per tonne (ZAR) 2010-1016 

 

 

 

 

Figure 9: Grape prices per tonne (GBP) 2010-2016. 

  

Price Variance 
% (1 versus 2) 

1.37%  5.58%  3.66%  5.06%  7.58%  9.31%  12.19%  

* From 2010 to 2013 SAWIS stats are shown as area Paarl/Malmesbury. From 2014 this is reclassified as Paarl/Swartland. 
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Structural issues with grape prices remain complex. Until recently, one of the largest 

wine producers in South Africa would give farmers contracts for the next year in 

December (two months before harvest). Anecdotal evidence suggests that, for 

certain premium vineyards, access to grapes is becoming more difficult, which 

explains why producers such as Mullineux and Badenhorst have purchased 

vineyards as well as starting to plant their own vines. Figure 10 shows plantings 

compared to uprootings in Swartland in 2016. The uprootings seem to confirm 

anecdotal evidence suggesting that it is not profitable for certain growers to continue 

to farm grapes unless more money is paid for the fruit, particularly when other crops 

are more profitable.  

Figure 10:  Red and white grape varieties plantings vs uprootings in the 

Swartland 2016 (HA). 

 

(Sawis, 2017). 

As the graph indicates, more vineyards were uprooted in 2016 than planted. This 

reflects the economic reality of the unprofitability of growing grapes. Whilst the 

69 
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79 
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marketing advantage of “old vineyards” is important for the Swartland narrative, only 

2,621 HA out of a total 95,774 HA for South Africa as a whole wine-producing region 

are over 35 years old (Engelbrecht, pers. comm., January 2017). There is a hope 

that, as more premium wines are made from the region and there is more profit in 

the supply chain, more money can be paid for grapes, which will reduce more 

uprootings.       

Bulk versus bottled 

For the purposes of this RP, packaged (bottled) wines are defined as premium wines 

compared to wine sold in bulk. Figure 11 below compares the export of packaged 

wines against bulk wines in Swartland. 

Figure 11: Litres of exported wines, bulk and packaged, from Swartland, 2010–

2016.  

 

(Sawis, 2017). 

As shown in Figure 11, the export of both bulk and packaged wines has increased 

from 2010 to 2016, while the growth of bulk wine production is more rapid than that 
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of packaged wines. When we consider the export of packaged wines from Swartland 

in the context of total volume of still wine exported from South Africa during the same 

2010 to 2016 time frame, we see that packaged wines from Swartland occupy a 

growing percentage of total South African wine export (Figure 12). The black trend 

line shows the positive linear growth of exported Swartland packaged wines and 

predicts continuing growth.  

Figure 12: Swartland packaged wine as a percentage of total South African still 

wine exports, 2010–2016. 

 

Overall, while there has been some growth in packaged wine in the Swartland, the 

bulk wine industry still represents a significant share of the market. This is not 

surprising given the devaluation of the rand, which makes bulk wine attractive on 

international markets.  

Figures 13, 14 and 15 show the percentage of bulk versus packaged wine from 

Swartland, Paarl and Stellenbosch from 2010 to 2016. The overall data shows that 

Swartland has been increasing packaged wine since 2012. Stellenbosch remains 
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predominantly packaged over bulk wine although it has declined in the last three 

years.  

 

Figure 13: Bulk vs packaged wine total sales Swartland 2010-2016.  

 

(Sawis, 2017). 

Figure 14: Bulk vs packaged wine total sales Paarl 2010-2016. 

 

(Sawis, 2017). 



23 
 

Figure 15: Bulk vs packaged wine total sales Stellenbosch 2010-2016.  

 

(Sawis, 2017). 

4.1.2. The increased marketability of the Swartland 

 

Newer participants have meant that, under the Swartland umbrella, different brands 

are engaging with a wider demographic of global importers and consumers.  Table 4 

shows articles mentioning the word Swartland in Drinks Business International, 

World of Fine Wine, Wine Enthusiast Magazine and www.winemag.co.za over an 

eight year time frame. Andrea Mullineux was named Winemaker of the Year by Wine 

Enthusiast in 2016, and Eben Sadie was the recipient of the 2017 Institute of 

Masters of Wine/Drinks Business International Winemakers’ Winemaker award. 

These accolades are a further testimony of the increased reputation of the region. 
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Table 4: Articles mentioning Swartland region over an eight-year period.5 

Year 
Drinks 

Business 
International 

World of 
Fine Wine 

Wine 
Enthusiast 
Magazine 

www.winemag.co.za 

2009 0 1 1 4 

2010 0 2 0 4 

2011 2 0 0 10 

2012 2 0 2 8 

2013 3 1 0 12 

2014 3 0 0 22 

2015 2 0 0 39 

2016 2 3 3 48 
(Drinks Business, Wine Enthusiast, World of Fine Wine, 2009-2017, Winemag.co.za, 2010-2016). 

Increased media coverage has brought with it greater global distribution for 

Swartland producers. The chart in Figure 16 shows the current extent of this global 

distribution for ten of the most important international brands.  

Figure 16: Number of export markets for Swartland producers (2016).6

 

                                                           
5
 www.winemag.co.za is the online edition of what used to be South Africa Wine Magazine. It is now available 

only in digital form rebranded as www.winemag.co.za. All the detail was collated with the help of Editor of 
both publications, Christian Eedes.  
6
 Chocolate Block, a brand from Boekenhoutskloof, is from 2015, demarcated Wine of Origin (WO) Swartland.  
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Chris Mullineux remarked that in 2007 there were only two US importers who carried 

South African wine, none of them from the Swartland.  By 2017 there are over seven 

US importers who carry Swartland wines.7  

In a recent wine-searcher.com article on the most expensive wines from South Africa 

(Kavanagh, 2017) out of the nine entries, three were Swartland wines.8 This shows 

that the Swartland has become known for producing premium wine on a local and 

international basis.  Figure 17 shows a price range from £3.50 to £114 across five 

markets.  

Figure 17. Retail price range (GBP) of Swartland wines across five countries 

(2016). 

 

 

                                                           
7
 Cape Classics, Broadbent Selections, Pascal Schildt Selections, Kysela Peret et FIls, Vision Wine Brands and 

Vine Street Imports currently import Swartland wines into the USA. 
8
 Sadie Family Old Vine Series, Mrs Kirsten priced at $135, Mullineux and Leeu Schist syrah priced at $103, and 

Sadie Family Columella red blend priced at $97. 
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4.2.  Recent evolution 
 

Two wineries, Lammershoek and Allesverloren, have been historically important in 

the Swartland and can trace their origins back to the 18th century. The modern 

development of the Swartland dates back to the establishment by Charles Back of 

Spice Route in 1997. Although it was described by one commentator as an adjunct 

to his Fairview brand (Atkin 2013), when interviewed Charles Back spoke 

passionately about the potential he had always felt the Swartland had as a region, 

and as a place that could have a separate identity from Fairview. Spice Route’s 

establishment also happened at a propitious time. Export markets opened up after 

the country’s first democratic elections in 1994, igniting an enthusiasm for South 

African wines. As one interviewee (P10) remarked: “all the shit in the world was sold 

because we were flavour of the month.”  

The arrival of Eben Sadie as winemaker for Spice Route was to be another crucial 

development. Sadie was to make three vintages at Spice Route before leaving to set 

up on his own. In a move that was to foreshadow the future, Charles Back presented 

at the Hospice du Rhône9 in California in 1999 as part of a seminar entitled “Brave 

New Worlds,” showcasing wines from Fairview. One interviewee (P5) remarked that 

“Spice Route may have been ten years too early,” but in retrospect, it needed to 

happen as a marker for the imminent development of the region in 1999. The next 

time there was to be a South African presentation at the Hospice du Rhône, in 2010, 

four out of the six wineries would be from the Swartland.  

                                                           
9
 The Hospice du Rhône is an annual event in California that has taken place since 1998 with the “purposes of 

improving the business conditions of grape growers and wine producers of Rhône variety wines and grapes 
throughout the world.” Hospice du Rhône 2017, Hospice du Rhône [online] available at 
<http://www.hospicesdurhone.org> 
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After the Hospice du Rhône in 2010, the decision was made to establish a South 

African, Swartland-specific wine seminar that would feature international wine 

producers in a very similar manner to the Californian event. The festival was called 

the Swartland Revolution. It was to become, as Michael Fridjhon remarked, 

“Woodstock for the bourgeois wine drinker,” but its success follows much more 

modest beginnings. One of the producers involved in establishing the Swartland 

Revolution remarked that, in 2008, a tasting was held in Riebeek for local Swartland 

producers to persuade the local restaurants to list their wines. The view from the 

local restaurants was that other regions were more important. As one informant (P3) 

remarked, “when people come to Riebeek or Malmesbury they want to drink 

Stellenbosch wines, they don’t want to pay for Swartland wines.” The initial challenge 

was to persuade consumers that wines from the Swartland existed and were worth 

considering as an alternative to those of other regions in South Africa. This blank 

slate was good and bad. Bad in that there was much to be done to achieve 

recognition even locally, but good in that, by the beginning of the new millennium, 

the economic circumstances following the demise of apartheid meant that there was 

able to be a global reception for new South African wines. As one interviewee (P3) 

pointed out: “The Swartland hadn’t built up a reputation… it was a blank slate of what 

we could achieve there.” 

The combination of young winemakers who had produced wine all over the world, 

and had started to move into the area, aligned with a territory with very little 

reputation meant that, as one commentator (E2) put it, “in the minds of a consumer a 

new appellation was created.” One producer (P9) commented that, despite having 

completed his Bachelor of Science degree at Stellenbosch in viticulture in 2005, he 

“knew almost nothing about Swartland” at Stellenbosch, thereby confirming how 
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lowly the Swartland was perceived. The lack of any significant large international 

players in the region at the time meant that there was a spirit of independence, 

freedom and possibility amongst pioneers such as Sadie, Mullineux and Badenhorst. 

Prior to 2007, there was lukewarm interest from Constellation, who were more 

focussed on their own brands than on the Swartland. Whilst Gallo had an 

involvement with the Swartland Co-op, this was only in the capacity of a procurer, 

blender and bottler rather than developing a generic Swartland brand, and this 

project was short-lived (Sneyd, pers. comm., November 2016). There was, therefore, 

a complete freedom of expression. As one observer (E1) commented: “it’s the most 

extraordinary combination of things that don’t happen easily, and so much of it is 

luck that it happened at the right time in the right place with the right people.”  

4.3. A communitarian approach  

 

A dominant theme of the research is that everyone worked together for the good of 

the region. Several interviewees (P3, P6, P9) remarked how they chose to make 

wine in the Swartland because of the place and because of the people. The region 

was perceived as more open, less formal, with less generational baggage and often 

fewer complications. As one producer (P4) explained: 

“A region like Stellenbosch has a much bigger challenge, because if your 

father had a feud with a neighbour, it’s very difficult to get round the table 

even if you are not part of the fight…. Some of these arguments are over 200 

years old, they actually forget why they are not talking to each other.”  

The modern Swartland, since 1997, does not have the generational challenges that 

older regions like Stellenbosch and Paarl have, making it much easier to have a 

collective, communitarian approach.  
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The establishment of SIP was intended to create a collective of producers, but also 

to provide peer-to-peer review and quality control for the region. There are clearly 

marketing aspirations behind a grouping of producers, which is not a new concept. 

However, certain members of the SIP (P11 and P12) indicated the importance of a 

normative blueprint of a Swartland identity, so that, in much the same way that 

Bordeaux and Burgundy have an identity for the consumer, wines of the Swartland 

should be instantly recognisable. It was felt by the founding members of the SIP that 

this could be created by prescriptive rules about choices of grape varieties and 

winemaking practices such as no inoculated yeast. The communitarian philosophy 

comes through with a recent rule that a member of the SIP must also belong to the 

Swartland wine route, which demonstrates the idea that, as one informant (P4) 

remarked, “the view should be that when the big guy shows his wine, I am going to 

show mine as well, as I am there for the region.” 

One informant (P11) commented that many members of the SIP are friends and 

would be up until 3 A.M. discussing wine whether they were members of the SIP or 

not. A sense of camaraderie and shared aims seems to have helped provide 

regional cohesion. Putting the Swartland first was the stated aim of the producers 

who established the Swartland Revolution. What also emerged from the research 

was that although the Swartland Revolution consisted of Sadie, Mullineux, 

Badenhorst and Porseleinberg, there were seminars allowing other winemakers in 

the region to show their wines throughout the event, highlighting the kindred 

mentality. As another respondent (P14) explained, having recently moved from 

neighbouring Tulbagh, “here you share, you ask advice, and it’s amazing the 

brotherhood that exists here. You can call anyone here and you will get help.” 
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Whilst a collective theme came through from the research, there is an apparent 

paradox in the role of individuals with very strong personalities which has enabled 

this communitarian approach to flourish. As one commentator (E5) stated: 

“Where we would be if Eben Sadie had opted to settle in Breedekloof, if Adi 

Badenhorst had fallen in love with the Klein Karoo and the Mullineux had 

decided to make wine in Elgin is a valid question to ask.” 

This comment is in alignment with the research. One question posed to all 

participants was to name the three most significant figures in the Swartland. Eben 

Sadie featured in over 95% of the responses. This suggests that the role of the 

individual as someone that the second generation can rally behind, believe in, and 

follow, is predicated on the strength and convictions of the early pioneers. 

Paradoxically, it was the strong personalities of the initial pioneers that enabled a 

communitarian approach to flourish. The communitarian approach ensured that the 

grouping in the region should be larger than the four Revolutionaries. This resulted in 

the establishment of the SIP, which was formed in 2010.  

4.4. The Swartland Independent Producers 
 

The Swartland Independent Producers (SIP) was set up as a regional body to be, in 

the words of the current head, Craig Hawkins, “first about appellation but secondly to 

convey a message of who we are, and to bring people to the region” (Hawkins, pers. 

comm., January 2017). Whilst a selection of rules suggests a prescriptive approach, 

it was also commented that the aim of the SIP is to be a sounding board to enable all 

producers to learn from each other and to continue to put the region first in a way 

that they feel is establishing the DNA of the region, and communicate this message 

to consumers. Tim James (2013) has described it as “a voluntary body to guide 
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winemakers to express better the Swartland terroir.” In order to be accepted as a 

member of the SIP, there are rules and regulations that need to be adhered to, and 

which are defined as “core elements of a regional wine.” There is a strong belief in 

making wine that is not manipulated, hence a stipulation regulating type and 

percentage of oak employed as well as forbidding any additions to the wine. 

Likewise, any technological processes which will affect the composition of the wine 

are also not allowed. There is a strong geographical criterion ensuring that the wine 

must be grown, produced and bottled in the Swartland and the expectation is that 

80% is bottled under a producer’s own labels. If the conditions are adhered to, the 

producer qualifies for membership as well as being authorised to carry the SIP logo. 

There are regular meetings for all members as well as marketing events, and the 

rules can evolve over time, especially regarding the authorised grape varieties – 

which can be reviewed every few years.  

Figure 6: The Swartland Independent Producers logo. 

(Swartland Independent Producers, 2017). 

Over the seven years since it was first formed, the SIP has evolved, with dialogue 

rather than rules being felt to be the most important factor. As Craig Hawkins 

commented: “The SIP is not about policing, but rather about 22 producers who are 
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learning from each other. Dialogue is the most important aspect so we can all learn 

and improve and take the region forward” (Hawkins, pers. comm., January 2017). 

Contentious issues facing SIP are dealt with in more detail in Section 4.5. 

4.5 Evolving stories 
 

The initial language and story used by the pioneers was one of a frontier and 

pioneering mentality. When Eben Sadie made his first red wine, “Columella”, in 

2000, its identity was based on vineyards in the Swartland, to create a premium 

shiraz-based wine. Over the following few years, the story changed, particularly with 

the launch of Sadie’s “Old Vine Series” in 2010 (vintage 2009), highlighting a range 

of wines invoking selected, named vineyards all over the Swartland (and elsewhere). 

The marketing started to focus on old vineyards (particularly white) as an indicator of 

both authenticity and quality. It was the establishment of Sadie’s white wine, 

“Palladius”, in 2002 as a chenin-blanc based blend allied with an old vines story that 

then became the blueprint for many producers to copy. Whilst the narrative 

emphasises “old” (in this instance defined as over 35 years old) Table 2 below 

illustrates that the Swartland actually has fewer old vines (both in total and 

percentage terms) than both Paarl and Stellenbosch; nevertheless, the narrative 

around old bush-vines is an important part of the Swartland identity (Engelbrecht, 

pers. comm. 2017). 

Table 2: Chenin blanc vineyards over 35 years old in South Africa. 

Grape variety Region 
Total 
hectares  

Vineyards 
over 35 years 
old  

Percentage of 
vineyards 
over 35 years 
old 

Chenin blanc Paarl 2,803 394 14% 

Chenin blanc Stellenbosch 1,347 396 29% 

Chenin blanc Swartland 2,586 335 13% 
 (Sawis, 2017).  



33 
 

A further strand that then developed was site-specific wines made by other 

producers, such as the Mullineux. This is based on a belief in marketing wines with 

an authentic sense of defined place, and a style allied to premium quality. With the 

purchase of newer estates like Goldmine (by Boekenhoutskloof) and the Anthonij 

Rupert property (both in Riebeeksrivier) it looks likely that single-vineyard 

identification will become more frequent. This is now being seen with David and 

Nadia Sadie’s “Hoe Steen” and “Skaliekop” chenin blancs. 

Another recent development is the foray into marketing cinsaut as a “serious” grape 

variety by producers such as Sadie, Mount Abora and Silwervis. This is part of a 

theme that operates on two levels. Firstly, it serves as a historical reminder of the 

great South African reds of the mid-20th century, many of them probably blends of 

cinsaut and cabernet sauvignon (Fridjhon, 2014). Secondly, the grape is being 

vinified in a way that is suggestive of pinot noir, so attempting to create a new 

category and changing perceptions. It also allows for a point of difference, as 

previously many producers were focused on the main international varieties.  

 One commentator (E1) remarked: 

“The achievements are perceived as perhaps bigger than they are so that the 

effect has been enormous even if there wasn’t the substance for it… it’s a 

shorthand for the wine revolution in South Africa since 2000, they have led it, 

they have in a sense, dictated the terms of it, in a sense they have created 

it… it has become a self-fulfilling prophecy.” 

The success has paved the way for regional evolution over time, as more producers 

have entered the region, creating several themes that run alongside each other. 
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Figure 7 shows the development of Swartland producers since 1704, clearly 

illustrating the number of newer entrants since the start of the Swartland Revolution.  

Figure 7: Growth of producer numbers in Swartland 1704-2016. 
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4.6.  Conflict 
 

The research also identified several areas of conflict that, if left unresolved, have the 

potential to hinder the region’s continuing success. These will be examined in turn. 

The first is the SIP itself. To the founders of the Swartland Revolution, the SIP was 

the logical next step. With more producers entering the region, it was felt time to 

discontinue the Swartland Revolution and increase the participation of newer 

entrants. Having more members (22 currently as opposed to four founding members 

of the Swartland Revolution), and the fact that newer members joined at a very 

different time in the region’s development, may mean the next generation has 

different aims and expectations from the pioneers. It will be much harder with 22 

than it was with four. As one producer (P4) commented: 

“I don’t think some of the newer guys understand how hard it was, what had to 

happen to get in a position where people are prepared to schedule a meeting 

with you and taste your wines.” 

With more producers, as the Swartland has become better known, unity, leadership 

and the strategic direction of the region will be impacted. At least three members of 

the SIP felt that a certain producer, who only turned up at occasional strategic 

events, was only interested in benefitting from combined marketing efforts. There 

was unease at one of the founding pioneers of the region not signing up to the SIP. 

This was mentioned by four SIP members (P7, P11, P12, P14). More than three 

interviewees pointed out that leadership of the SIP is an area of concern. This is 

partly because of the size of the SIP but also because several of the pioneers feel 

there was some naivety from newer entrants; as one of the pioneers (P16) 
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remarked, “some of them don’t understand the footwork that has been done for us to 

get here.” One producer (P2) elaborated: 

“The most interesting era is going to be the next seven years; even those 

initial pioneers that are on a good climb; are they are going to stay together or 

drift apart?” 

With more producers in the region, a creative approach perceived by some can also 

be seen as conflicting by others. In the beginning, the four pioneers had a very 

similar approach to producing and marketing their wine; now with more entrants, 

over two generations, it is not as unified. Perhaps the most incisive comment was 

from an earlier producer in the region (P4), who emphasised the importance of unity 

of the SIP: 

“If you can go to two meetings today, one with your soil scientist, or your SIP 

hustings, it’s much easier to go to the soil scientist’s one…because you feel 

[the SIP] isn’t going to impact you next week…but the stuff that happens at 

the SIP is everlasting.” 

These remarks are illustrative of how united the SIP must remain to ensure the 

continued success of the region. While some members of the SIP feel that they do 

not want it to be seen as a generic body, in the long term they may need a generic 

body that emphasises marketing more than winemaking. As the current head of the 

SIP remarked: “if you break it down, most things are marketing, but we want people 

to feel our region and the personalities behind the wines” (Hawkins, pers. comm., 

January 2017). 

There is also an emerging tension regarding the business model of newcomers to 

the region. The lack of ownership of both vineyards and property has facilitated a 
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more creative, artisanal approach which has generated significant media attention, 

but whether this will mean there is the risk of brands moving out of the region as they 

do not have a vested interest in the Swartland remains to be seen. Making two 

barrels of wine in a shared cellar and exporting it with a favourable exchange rate is 

a very different proposition from setting down roots and contributing to a region in the 

long term. One interviewee (E3) expressed doubt about the reliability of the supply 

chain management due to the number of negociant-like, small-scale producers, 

many of whom do not own vineyards. John Platter echoes this when he refers 

anonymously to another critic of the Swartland, who describes these types of 

producers as “scavengers without commitment nor [sic] capital” and “men at arms 

without farms” (Platter, 2016, pp.112). This is a phenomenon that is not unique to the 

Swartland. In the Napa Valley, for example, there are several negociant brands that 

have managed to survive and prosper without owning vineyards or cellars. This is 

due to their distribution strategy, which is often via a mailing list, and whether this 

success can be replicated in South Africa remains to be seen. One commentator 

(E5) queried whether there are too many artisanal brands (defined as fewer than 

5000 bottles per year), because their premise is based on “old vines” or “natural.” 

Another commentator (E4) expressed the fear that the international press will soon 

move on to another region, and it is important that the Swartland makes the most of 

its visibility. If this cannot be translated into global sales and global brands it risks the 

danger of being no more than a fad.   

From an economic perspective, with the ability of several newer entrants in the 

region to make “virtual” wines out of a shared cellar, and given the significant high 

capital expenditure required in vineyard and cellar, it seems likely that the virtual 

model will continue. Winemaker Duncan Savage, who sources fruit from the 
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Swartland, explained that legally the subdivision of land is not permitted in South 

Africa without the consent of the Minister of Agriculture, due to the Subdivision of 

Agricultural Land Act (Savage, pers. comm., February 2017). This is likely to have 

continued implications for fruit-sourcing for smaller producers. The minimum size for 

a wine estate in the Swartland is 40 HA. It is, therefore, not possible to just buy small 

vineyards on their own. The minimum size of the farm that is allowed to be 

purchased is also linked to water rights. As a result, this represents a significant 

barrier to entry for many smaller producers wanting to own their own vineyards, 

making the negociant, virtual model the more likely. Even so, whilst it is very difficult 

to get historical land values in the Swartland, anecdotal evidence suggests that 

property values in certain parts of the region have increased (Sadie, Mullineux, Kent, 

Badenhorst, pers. comm., August 2016). The area of Riebeeksrivier, where 

Mullineux own Roundstone farm, Boekenhoutskloof own the Goldmine farm and 

Johann Rupert owns a large property, has been jokingly referred to as the “Route 

des Grands Crus”, as it represents significant value not only in terms of wine quality, 

but also the large amount of capital invested by owners (or part owners) Johann 

Rupert (from Anthonij Rupert), Analjit Singh (Mullineux and Leeu) and Marc Kent 

(25% shareholder of Boekenhoutskloof).  

4.7.  Future concerns 
 

There are concerns about the nature of brands, scale and the artisanal nature of the 

region. South African exports have benefitted from a weak rand and this is 

something that needs to be considered as part of the success of several new 

entrants. Michael Fridjhon has pointed to the lack of any large global brands, 

indicating that the region has not really “arrived” (Fridjhon, pers. comm., August 

2016). He went on to say:  
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“A 40 year prediction has to mean that the appellation has value rather than 

just being flavour of the month. With the Swartland I’m not so sure.” (Fridjhon, 

pers. comm., August 2016). 

It is not only external observers that have mentioned the pitfalls of not having large 

brands in the region. Marc Kent of Boekenhoutskloof, owner of the largest Swartland 

brand,10 commented that “if you are in a Parisian or London wine bar, drinking a 

cinsaut is not creating a category” (Kent, pers. comm., August 2016). Whilst he has 

been appreciative of the creative nature of those who started the Swartland 

Revolution, the challenge will be about how to maximise the commercial opportunity 

of the publicity that has occurred. Another eminent producer (P2) suggested in his 

interview that, “what Swartland needs is real global brands.” Whilst there is concern 

from the newer, smaller-scale entrants that this may undermine the authenticity of 

the region, for others the region will not have arrived on a global scale until there is a 

Swartland brand visible around the world. When one wine buyer (O2) was asked 

about his perceptions of the Swartland, he commented that “In the wine trade the 

perception is that the region provides high-quality interesting wines, but, at a price 

point below £10, consumers do not understand regionality in South Africa.” This is 

indicative of the Swartland not yet having a large-volume, recognisable global brand. 

If the opportunity is there to find a cheaper alternative source for the consumer to 

reach a certain price on the shelf then this is what occurs. This economic view would 

seem to support critics of the Swartland who say that, while several small niche 

brands commanding a premium is a step in the right direction, the region will not 

have truly “made it” until there is a global brand produced from the region.  

                                                           
10

 Chocolate Block production is thought to be around 500,000 bottles per annum. 
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4.8.  Regionality as a brand concept 
 

The primacy of a region is a starting point that can be successfully adopted 

elsewhere, provided that all proponents have the same philosophy. Charles Back 

commented that “Lone wolves find it very difficult in areas; you might find one person 

beating a drum in the distance, but a collective is always better for the exploitation of 

the region” (Back, pers. comm., August 2016). In South Africa, we are already 

starting to see more and more collective, regional, territorial brands developing, such 

as the Hemel en Aarde Pinot Noir Celebration, which started in 2013. Richard 

Kershaw MW commented that, “what is interesting is that the Swartland has helped 

deliver a sense of regional identity, and this is essential for South Africa to develop a 

better understanding of its better quality wines” (Catchpole, 2011, pp.40). Thus, the 

Swartland regional emphasis has directly influenced the recognition of other regions 

in South Africa. 

The approach does not have to be one that emphasises solely geographical 

rationality. As a producer commented (P8): 

“What you need is a group of likeminded individuals who can express their 

terroir in a meaningful way… In the Hemel en Aarde they must talk whales, 

crashing branches and ecology… If Neil Ellis and I were to talk about the 

mature attributes of Groenekloof in Darling I am sure we could make it a much 

better known region than it is now.” 

The narrative must be clear: whether terroir, region or any other construct. To many 

of the newer generation of Swartland producers (P6, P7 and P11), the newest 

“movement” that has been influenced by the Swartland Revolution is the Zoo 

Biscuits. This is a collective of producers who source fruit from all over South Africa, 
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but have banded together for marketing, promotional tours and resource-pooling. 

Some of the producers in the Zoo Biscuits either run senior positions at large 

established wineries (or have done) while developing their own brands. The narrative 

is about creativity, more like an indie-band than a group of wine producers. It is 

focussed on a millennial demographic and rock-star, small-production story. This is 

an example where there is a clear message that can be identified easily by the 

consumer and provides an additional backstory in addition to the quality of wine with 

which the consumer can identify.  

This was very much the case of what occurred in the Swartland. Several producers 

remarked how many of them would socialise together and actively plan joint 

marketing events, always with the belief that, as one producer (P15) pointed out, “a 

rising tide floats all boats”, and, with a vinous equivalent of Donne, “no man is an 

appellation”; inferring that no one individual can underpin an entire appellation.  This 

was the case even as early as 2004 when Eben Sadie and Tom Lubbe (of the 

pioneering Observatory label, later taken over by other owners) were prepared to 

talk about each other’s wines to consumers and press when their wines were first 

selected by the importer Richards Walford.  

For other regions, the transportable lessons can be encapsulated as follows. Strong 

leadership with a powerful vision is important. Involvement and a sense of ownership 

for newer entrants, whilst working with the pioneers, are also integral to sustained 

development. These can help bridge generational change when conflict arises. 

Creativity and innovation can run alongside the main marketing message, provided 

that the main message is clearly understood by both participants and consumers.  

There is no doubt that the initial pioneers in the Swartland were aware of making the 

most of the interest generated in the Swartland. There is also a reflection on the 
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sense of achievement, as with a pioneer (P11) who remarked that “the next place I 

make wine it has to have an established regional reputation: I am not prepared to 

devote any more time building up a region from scratch again. Once is enough.” 
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5. Conclusion: Swartland – an unfinished revolution 
 

The key theme of this research project was whether regional change has occurred in 

the Swartland, and if so, why? There has been critical acclaim and third party 

endorsement (Atkin, 2013, Martin, 2015). Stephen Tanzer (2015) described the 

Swartland as “one of the single most fascinating categories of wine I have 

discovered in the past 20 years”. These endorsements are clear markers for quality 

in the region.  

Answering the research questions: 

This research paper initially posed five questions. This concluding section 

summarises how the paper has answered them.  

The first question sought to understand how the region has changed its image from 

being known for bulk wines to one producing high-quality premium wines. The 

answer is partly due to contingent issues, but also because certain actions by key 

participants were taken over a period of time. The research has shown that a group 

of like-minded producers have been able to change the trajectory of a region by 

working together, emphasising regional identity allied with a quality focus. 

Nevertheless, this is despite the fact that – as with all of South Africa – bulk wine 

sales have proportionally increased in the last few years as a result of the weak 

rand.   

Question two dealt with the Swartland Revolution as a way of stimulating the change 

in the region. The data suggests that, whilst it was not a fundamental driver, it can be 

viewed as symptomatic of people’s engagement with the region, attracting 

participation from within South Africa as well as globally. It needs to be seen as the 

watershed for generating international interest in the region and attracting new 
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entrants, but also as a way of encouraging existing, traditional producers to consider 

and adapt their own approaches. It was also a vehicle for allowing key opinion and 

image formers a platform to promote a clear vision of the Swartland.  

Question three considered the formation and impact of the SIP. As noted above, this 

should also be seen as a way of engaging with all participants in the region, bridging 

generational change and a way of ensuring continuing success of the region in the 

long term. It also expanded participation beyond the Swartland Revolution. The 

paper has extensively dealt with this, including the successes of the SIP, in trying to 

both build an “appellation” in the New World as well as be a successful cohesive 

marketing body for the next generation in the Swartland. In addition, potential areas 

of conflict around leadership and generational change concerns have also been 

considered.   

Question four asked about the quality reputation and marketability of the region and 

how they have changed. The research demonstrates how certain producers 

managed to change the perception of the region over a short period by enhancing 

the reputation for quality and concentrating on regional identity. The quantitative 

analysis demonstrated increased marketability, as well as increased retail prices and 

global distribution, all indicating regional change.   

Question five asked whether the findings of the research provide indicators and 

processes that could affect regional change in other wine regions. The research has 

shown that there are several factors that underperforming regions can take from this 

study to improve their reputation and profile. Firstly, a cohesive regional identity 

which prioritised region over individual brand. Secondly, there needs to be a culture 

of leadership amongst producers who are able to inspire second-generation entrants 
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to the region. Thirdly, a clear narrative, which is easily understood amongst all 

participants is essential in communicating a message that can be understood locally 

and internationally.   

The four producers who came up with the idea of the Swartland Revolution have 

enjoyed a disproportionate influence, disproportionate because most of their wines 

are made in such small quantities and the benefits have not extended to all other 

participants in the region to the same extent. There is more need for investment and 

more volumes of inexpensive wine should to be sold to ensure broader global retail 

reach.  At the same time, higher value per-bottle sales need to be achieved both in 

the fine wine category and more niche categories like so-called “natural” wines that 

may be able to command premium. There is room for multiple categories in the 

Swartland. There will be challenges, for not every stakeholder in the region is 

currently benefitting; the figure for uprooted vineyards suggests that for some 

farmers, grapes are not profitable enough. Recent industry figures indicate that only 

a third of South African grape-growers are farming at financially sustainable levels 

(Du Preez, 2016).  The structure of the industry remains firmly rooted in the hands of 

co-operatives, which are responsible for producing the most wine; but this is 

changing, as evidenced by, for example, producers like the Carinus family – 

significant land-owners but not hitherto wine producers – who have recently made 

the decision to produce their own wines.  

There are issues that may slow down the pace of the evolution of the Swartland as it 

matures. These include the power of the co-operatives, ownership issues and a lack 

of genuine wine interest amongst the largest domestic drinks companies in South 

Africa which are all counted as obstacles.   As the region continues to mature, a 

multi-faceted approach will be needed in the region: increased investment in 
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infrastructure, more wine tourism, more direct-to-consumer business, more 

profitability and economic growth. The value indicators in the UK are changing 

slowly. Whilst South African exports to Great Britain were down 9% in volume, they 

were up 2% in value in 2015. This is important: value growth and profitability is just 

as important as volume and market share to encourage more investment in the 

Swartland and continue the momentum. It is the author’s view that in the Swartland 

there is sufficient regional cohesion and innovation, winemaking talent, a uniting 

story and the leadership to allow the region to flourish and to ensure that the 

Swartland Revolution was not in vain. 

Throughout the author’s research, as he was driving under the endless Swartland 

skies, whilst listening to Paul Simon’s seminal (1986) album, Graceland, itself so 

significant in the recent turbulent history of South Africa, the words resonated: “these 

are the days of miracle and wonder.” And so it is with the Swartland. So much has 

been achieved; arguing whether it is an individual brand rather than the Swartland 

region is to miss the point. What has been achieved already, although without major 

global wine ladder brands such as Penfolds or Concha Y Toro, should be applauded. 

Central Otago and Margaret River are recognisable regions without large global 

brands.  As one producer (P11) finished his interview, he commented, “We never 

thought we would get to where we are - not in less than ten years. There is no 

reason why we cannot grow even more in the next ten years.”  

  



47 
 

6. Bibliography 

 

Atkin, T., 2011, South Africa’s Mediterranean future, [online] available at 

<http://www.timatkin.com/articles?92> 

Atkin, T., 2013, The Swartland Revolution, [online] available at 

<http://www.timatkin.com/articles?1038> 

Atkin, T., 2016, Heritage: Boon or Burden? [online] available at 

<https://www.nederburgauction.co.za/35217/heritage-boon-or-burden-tim-atkin/> 

Atkin, T., 2017 South Africa: Say Hello, Wave Goodbye, [online] available at 

<https://www.thedrinksbusiness.com/2017/11/south-africa-say-hello-wave-

goodbye/> 

Back, C., Proprietor of Fairview and Spice Route Winery, Personal Interview, August 

2016 

Bezeduidenhout, F., 2014 South African Producer/Cooperatives, [online] available at 

<https://www.icwm.co.za/dissertations/downloadable-dissertations/5-2014-

bezuidenhout-francois-south-african-producer-a-co-operative-wineries/file> 

Catchpole, A., Evolution and Revolution, Drinks Business (140) pp.60 

Charters, S., Mitchell, R., Menival, D., 2011, CD Rom, The territorial brand in wine, 

Sixth International Conference of the Academy of Wine Business Research. 

Bordeaux, 9-11 June: Bordeaux Ecole de Management. 

Charters, S., and Mitchell, R., 2011 Critical success factors for an emerging territorial 

brand: The case of Central Otago wines. Australian and New Zealand Marketing 

Academy Conference, Perth, Australia, 28-30 November: ANZMAC 

Drinks Business International, Union Press, London, 2009 -2017 

Du Preez, J, 2016, Why SA wine exports must move from bulk to brands, [online] 

available at <http://www.farmersweekly.co.za/agri-business/agribusinesses/sa-wine-

exports-must-move-bulk-brands/> 

Engelbrecht, J., Visual Viticulture, Personal Interview, January 2017 

Fridjhon, M., 2014, Old South African reds: 1940-1983, [online] available at 

<http://www.worldoffinewine.com/news/old-south-african-reds-19401983-4204495> 

Fridjhon, M., Consultant and Importer, Personal Interview, August 2016 

Fridjhon, M., 2016, South Africa turns a corner, [online] available at 

<https://www.meininger.de/en/wine-business-international/south-africa-turns-corner> 

Hawkins, C., Proprietor at Testalonga Winery, Personal Interview, January 2017 

Hemming, R., 2016, Chilean wine gets cool, [online] available at 

<https://www.richardhemmingmw.com/blog/chilean-wine-gets-cool>    

http://www.timatkin.com/articles?92
http://www.timatkin.com/articles?1038
https://www.nederburgauction.co.za/35217/heritage-boon-or-burden-tim-atkin/
https://www.thedrinksbusiness.com/2017/11/south-africa-say-hello-wave-goodbye/
https://www.thedrinksbusiness.com/2017/11/south-africa-say-hello-wave-goodbye/
https://www.icwm.co.za/dissertations/downloadable-dissertations/5-2014-bezuidenhout-francois-south-african-producer-a-co-operative-wineries/file
https://www.icwm.co.za/dissertations/downloadable-dissertations/5-2014-bezuidenhout-francois-south-african-producer-a-co-operative-wineries/file
http://www.farmersweekly.co.za/agri-business/agribusinesses/sa-wine-exports-must-move-bulk-brands/
http://www.farmersweekly.co.za/agri-business/agribusinesses/sa-wine-exports-must-move-bulk-brands/
http://www.worldoffinewine.com/news/old-south-african-reds-19401983-4204495
https://www.meininger.de/en/wine-business-international/south-africa-turns-corner


48 
 

Hospice du Rhône 2017, Hospice du Rhône, Twenty Two Varieties. One Vision, 

[online] available at <https://www.hospicedurhone.org/>  

Hughes, D., 1992, South African Wine, Cape Town, Struik 

Indigo Wine, 2016. From the dirt up: After the Revolution, how can Swartland sustain 

the momentum?  [online] available at <http://www.indigowine.com/dirt-revolution-

can-swartland-sustain-momentum/> 

James, T., 2013, Wines of the New South Africa, Tradition and Revolution, London, 

University of California Press 

James, T., 2016, Eben Sadie: In the Complete Reality of Things, World of Fine Wine, 

(53) pp.144-152 

James, T., 2016 Wine writer, Personal Interview, August 2016 

Kavaratzis, M., (2005) Place branding: A review of trends and conceptual models. 

The Marketing Review, 5 (4) 

Kavanagh, D., 2017,  South Africa’s Most Expensive Wines [online] available at 

<https://www.wine-searcher.com/m/2017/08/south-africa-s-most-expensive-wines> 

Kent, M., CEO Boekenhoutskloof, Personal Interview August 2016 

Kruger, R, Viticultural Consultant, Personal Interview August 2016 and January 2017 

Lorenzini, E., 2011, Territorial Brands for Tourism Development, Annals of Tourism 

Research, 38 (2)  

Malan, M., 2014, Is the Swartland the New South African Wine Hub? [online] 

available at  <https://www.icwm.co.za/dissertations/downloadable-dissertations/20-

2014-malan-marius-is-the-swartland-the-new-south-african-wine-hub/file> 

Mullineux, C., Proprietor Mullineux and Leeu Wines, Personal Interview, August 

2016 and May 2017 

Mullineux, A., Proprietor, Mullineux and Leeu Wines, Personal Interview, August 

2016 and May 2017  

Martin, N., 2011, Pour Without Prejudice: South Africa, [online] available at 

<https://www.robertparker.com/articles/RKFGkHFQtYcBjZb2f>  

Martin, N., 2015, South Africa: Mullineux Wines, Astronaut and Accountant, [online] 

available at <https://www.robertparker.com/articles/56a5c57b0cbcf8058d232d7e> 

Platter, J., 2015, My Kind of Wine, South Africa, Pawpaw Press 

Ratcliffe, M., 2015, Optimism in South Africa: an interview with Mike Ratcliffe, 

[online] available at <https://www.meininger.de/en/wine-business-

international/news/optimism-south-africa-interview-mike-ratcliffe> 

Robinson, J., 2007, Swartland land of promise [online] available at 

<http://www.jancisrobinson.com/articles/swartland-land-of-promise>  

https://www.icwm.co.za/dissertations/downloadable-dissertations/20-2014-malan-marius-is-the-swartland-the-new-south-african-wine-hub/file
https://www.icwm.co.za/dissertations/downloadable-dissertations/20-2014-malan-marius-is-the-swartland-the-new-south-african-wine-hub/file
https://www.robertparker.com/articles/56a5c57b0cbcf8058d232d7e
https://www.meininger.de/en/wine-business-international/news/optimism-south-africa-interview-mike-ratcliffe
https://www.meininger.de/en/wine-business-international/news/optimism-south-africa-interview-mike-ratcliffe


49 
 

Robinson, J., 2015, South Africa’s wild north west, [online] available at 

<http://www.jancisrobinson.com/articles/south-africas-wild-north-west> 

Robinson, J., 2015, Oxford Companion to Wine, [online] available at 

<https://www.jancisrobinson.com/ocw> 

Robinson, J., 2015, The new Chile, [online] available at 

<http://www.jancisrobinson.com/articles/the-new-chile> 

Sadie, E., Proprietor at Sadie Family Wines, Personal Interview, August 2016  

Sarantakos, S, 2004, Social Research, New York, Palgrave  

Savage, D., Winemaker at Duncan Savage Wines, Personal Interview, February 

2017 

Sawis.co.za, 2017 SAWIS Home page, [online] available at 

<http://www.sawis.co.za/> 

Simon, P., 1986, Graceland, New York, Warner Brothers 

Sneyd, N., Gallo Director of International Winemaking, Personal Interview, March 

2016  

Swartland Independent Producers, 2017, Swartland Independent Producers, [online] 

available at <https://swartlandindependent.co.za/> 

Tanzer, S., 2015,  South Africa’s Ongoing Wine Revolution, [online] available at 

<http://www.vinous.com/articles/south-africa-s-ongoing-wine-revolution-jun-2015> 

Thornton, J., 2013 American Wine Economics, London, University of California 

Press 

Vineyards.com, 2017, Vineyards Wineries Winemakers worldwide, [online] available 

at <https://vineyards.com/> 

Wine Enthusiast Magazine, Wine Enthusiast Companies, New York, 2009-2017 

Winemag.co.za, 2017, SA Wine Ratings, News, Opinion and Analysis, [online] 

available at <http://www.winemag.co.za> 

World of Fine Wine, Progressive Media, London, 2009-2017 

Yeamans-Irwin, R., 2016, The influence of Country/Region/Reputation on 

Willingness to Pay for Wine, [online] available at 

<http://www.academicwino.com/2016/05/country-region-reputation.html/> 

 

 

  

http://www.jancisrobinson.com/articles/south-africas-wild-north-west
http://www.jancisrobinson.com/articles/the-new-chile
https://swartlandindependent.co.za/
https://vineyards.com/
http://www.academicwino.com/2016/05/country-region-reputation.html/


50 
 

7. Appendices  
 

Appendix A: Approved Research Paper Proposal 

IMW Research Paper Proposal Submission Form 

Student ID 15485 Date of submission 16 Dec 2016  

RPP Version No 1 
Name of Advisor: Steve 

Charters 

Note: RPPs must be submitted via your Advisor to the IMW 

Proposed Title 

The Swartland in transition; obscurity to recognition 2010-2015 

Research Questions:  Define the subject of your Research Paper and specify the specific research 

questions you plan to pursue. (No more than 200 words) 

 

The aim of my research paper is to investigate the way in which the Swartland region has evolved in 

South Africa in the last decade  

1. Since 2010, the Swartland wine region of South Africa has changed its image from being a region 
known for its bulk wines to one of producing high quality premium wines. How has this happened? 

 

2. To what extent did the formation of the Swartland Revolution, a two day producer-led event held 
annually between 2010 -2015 help this change? 

 

3. Did the formation of the ‘Swartland Independent Producers’ organization help? 
 

4. How has this change affected the reputation for quality and marketability of wine produced in the 
Swartland? 

 

5. Can what happened in the Swartland give indicators or processes which can be adopted in other 
regions to affect regional change? 

 

Background and Context: Explain what is currently known about the topic and address why this topic 

requires/offers opportunities for further research. (No more than 200 words) 



51 
 

 

 Just a decade ago, the Swartland wine region in South Africa was mainly known for wheat and as 

a source of high-cropping vineyards that went into the local co-operative. Today it is one of the 

best-known wine regions in South Africa as evidenced by growing local and international acclaim.  

 

 The Swartland Revolution was a two day event held annually from 2010 -2015. It was an idea of 

four producers showcasing Swartland wines alongside international wines in a carnival 

environment celebrating multiple aspects of the region.   

 

 The Swartland Independent is a group of producers with a loosely formed identity and manifesto 

based on production methods that contribute to determining regional identity. The Swartland 

Independent directly resulted from the Swartland Revolution thereby creating a new, more 

premium focused category of wine producers.   

 

 The Swartland Revolution was seminal in the region’s history and this research paper will examine 

whether it was the watershed event that accelerated the change of fortunes. 

 

 The recent development of the Swartland as a premium wine producing region has garnered 

strong feelings in the wine community. In addressing the impact of the Swartland Revolution, and 

the perceived premiumisation of the region, my research paper will attempt to explore these issues 

in greater detail.  

Sources: Identify the nature of your source materials (official documents, books, articles, other studies, 

etc.) and give principle sources if appropriate. (No more than 150 words) 

Very little published material on the region because of, until recently, its relative unimportance as a source 

of premium wines. I have conducted several scoping discussions with producers (Eben Sadie, Chris 

Mullineux) and wine writers (Tim James and Tim Atkin MW) to investigate my assumptions about the rise 

of the region 

 Marius Malan, Cape Wine Masters dissertation (2014) “Is the Swartland the New South African 

Wine Hub?” 

 Tim James, Wines of The New South Africa (University of California, 2013) 

 South Africa Wine, Dave Hughes, Phyllis Hands, John Kench (Struik, 1992) 

 John Platter Wine Guide 2009-2015  

 

 www.sawis.co.za 

 www.grape.co.za 

 www.jancisrobinson.com 

 www.wine-pages.com 

 www.swartlandindependent.co.za 

 www.theswartlandrevolution.com 

Research Methodology: Please detail how you will identify and gather the material or information 

necessary to answer the research question(s) and discuss what techniques you will use to analyse this 

information. (No more than 500 words) 

http://www.sawis.co.za/
http://www.grape.co.za/
http://www.jancisrobinson.com/
http://www.wine-pages.com/
http://www.swartlandindependent.co.za/
http://www.theswartlandrevolution.com/
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Exploratory research on the Swartland.  

 After initial desk based research examining publications about the history of the Swartland it was 

felt that a qualitative based research paper rather than a quantitative research based on a 

hypothesis would be the most effective way of structuring this RP. However, there will be a 

contextual section in the RP where numeric data will be sought and analysed which will deal with 

changes that have occurred in the Swartland region. It is estimated that this information will include 

(e.g.) information on grape prices and growth in sales in the region since 2010. 

 

 This research paper will be reliant on significant interviews with producers, wine writers, wine 

merchants characterized as follows: The number of proposed interviewees is given in 

parentheses; these need to be taken as an indicative guide only, as these will be conducted until 

saturation point occurs, at which point interviewing that particular group will finish.  

 

 It is the aim of this structure is to ensure that all the research questions (1-5) are answered and 

whilst there is likely to be some overlap, I have cross referenced below the methodology with my 

research questions.  

 

 Key proponents of the Swartland revolution: e.g. Sadie, Mullineux, Marc Kent, Badenhorst (4 or 5 

to be interviewed, with Callie Louw from Porseleinberg a later addition to the Revolution) This will 

deal with research questions 1, 2 and 4.   

 

 Supplementary Producers: e.g. remaining Swartland independent producers and those not part of 

the Swartland independent group yet whom are actively involved in the region (likely 7 

interviewees). This will address research questions 1, 2, 3 and 4. 

 

 Outsiders: e.g. Producers based outside of the Swartland (e.g. in Stellenbosch) but that now 

produce wine from the Swartland as part of their range (likely 2 or 3 as not fully known at this 

stage) 

 

 Potential critics of the Swartland within and outside the region: (not fully known at this stage): e.g. 

Anthony Hamilton Russell, and Gary Jordan (both external) and the Swartland Cooperative 

(internal) (likely 3 or 4 interviewees). This will deal with research questions 1, 2 and 4. 

 

 Knock on-effects of the Swartland Revolution; the pinot noir festival and zoo biscuits producers; 

two interviews with producers in both of these groups and establishing whether there is any link 

with what happened in the Swartland. This will deal with research question 5 

 

 Wine writers with detailed knowledge of the Swartland Wine Revolution: e.g. Michael Fridjhon, 

Christian Eedes, Neil Pendock, Cathy Van Zyl MW, Neal Martin (likely 5 interviewees) This will 

deal principally with research questions 2 and 5 

 

 Interviews with a selection of domestic (10) and international wine merchants (10) that sell wines 

from the Swartland region. This will address the issue of research questions 2 and 4. 

 

 Transcription of interviews followed by analysis of the data involving cross comparison to establish 

where there is agreement and disagreement and determine what themes emerge. It is recognised 

that due to the qualitative nature of this RP there will be an issue of the subjective nature of 

interviewees perspectives. All information will be treated with caution and the issue of vested 
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interests will be considered and analysed carefully when the research is carried out and the data is 

analysed 

Potential to Contribute to the Body of Knowledge on Wine:  

Explain how this Research Paper will add to the current body of knowledge on this subject. (No more than 

150 words) 

Despite becoming well known in the last five years for the production of premium red and white wines, 

there is very little literature that has examined how the Swartland has been able to achieve the 

transformation from co-op supplier to perceived premium producing wine region. The concept of how a 

region can be re-created via image manipulation, with organizational and structural change which can 

influence its fortune is especially relevant within a global wine industry with many wine many regions 

struggling to achieve recognition. The idea that what has happened in the recent history of the Swartland 

– particularly the transformative nature of it - may contain any transportable ideas which can be of use to 

other wine regions is extremely pertinent for wine producers especially with current production figures of 

wine production exceeding current consumption of wine production.   

Proposed Time Schedule/Programme:  

This section should layout the time schedule for the research, analysis and write-up of the Research 

Paper and should indicate approximate dates with key deliverables. Dates of submission to both Advisors 

and the IMW must be those specified by the IMW. 

 Submit RPP to MW advisor June 

 Approved title by Mid-August 

 Research based literature review and internet sources by end August 

 Research trip to South Africa mid August 

 Write up of findings by October 

 Analysis of findings August - October 

 Draft to RP advisor 11th November 

 Final submission to IMW 16th December 
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Appendix B: Table of interviewees 
 

Table of Informants 

Code Descriptor SIP or not Swartland  Mode of interview 

P1 Proprietor of medium sized family business yes yes face to face 

P2 Joint proprietor of medium sized family business yes yes face to face 

P3 Joint proprietor of a medium sized family business yes yes face to face 

P4 Proprietor of a small to medium sized business no yes face to face 

P5  Proprietor of a large sized business no yes face to face 

P6 Winemaker medium to large family business no yes face to face 

P7 Winemaker small sized business yes yes face to face 

P8 Proprietor of large sized family business no yes face to face 

P9 Proprietor of small family business yes yes face to face 

P10  Retired proprietor of medium sized family business no yes face to face 

P11 Joint proprietor of small family business yes yes face to face 

P12 Joint proprietor of small family business yes yes face to face 

P13 Proprietor medium family sized business yes yes face to face 

P14 Winemaker medium family sized business yes yes face to face 

P15 Proprietor medium sized family business no yes face to face 

P16 CEO large sized business no yes face to face  

P17 Medium sized producer PLC no no face to face 

E1 External observer no no face to face 

E2 External observer no yes face to face 

E3 External observer no no telephone and email 

E4 External observe no no face to face 

E5 External observer no no face to face and email 

O1 Wine buyer no no email 

O2 Wine buyer no no email 

O3 Wine buyer no no email 

O4 Global consultant no no email 

O5 Marketing consultant no no face to face 

O6 Winemaker outside Swartland no no phone and email 
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Appendix C: Interview questions  

 

 

 

 

 

 

Questions for commentators: 

1) Can you tell me about the first time you wrote about the Swartland? 

2) Can you tell me about the publicity of the on the region? 

3) Tell me about the image and reputation of the region? 

4) How do you feel about the suggestion that the Swartland is one of the top wine regions in 

South Africa? 

5) Do you think what happened in the Swartland can be repeated elsewhere? 

6) Tell me about the biggest challenges in the region? 

7) Can you tell me who the 3 most significant people are in the Swartland over the last ten 

years? 

8) Can you tell me about the biggest successes in the region? 

9) Can you tell me about the problems in the future? 

 

Questions for producers – specifically those that were involved in the organisation of the Swartland 

Revolution (Sadie, Mullineux, Badenhorst, Callie Louw and Marc Kent) 

1) Tell me about coming to the Swartland? 

2) What was it like when you got here? 

3) Tell me about the origins of the Swartland Revolution. 

4) Can you describe its successes? 

5) And its failures? 

6) If you were to do it all again, is there anything you would do differently? 

7) Tell me about the Swartland Independent Producers. 

8) How would you feel if I said there might be a manifesto? 

9) Tell me about the future of the Swartland? 

10) Tell me about other regional movements in South Africa. 
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Questions for Wine Buyers 

1) When did you first start listing Swartland as part of your offerings to your customers? 

2) Has the range grown since then? (i.e. number of wines offered from the Swartland) 

3) Have you seen any increase in sales from the region in value over time? 

4) Where does the Swartland fit on a regional basis with other regions in SA in terms of 

comparative sales (volume and value) 

5) How do you feel the Swartland differentiates itself from other SA regions? 

6) Do you think the consumer understands the Swartland as a region? 
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Appendix D: Export data by individual wineries 
 

The following producers all of whom produce more than 6,000 bottles per year of a 

Swartland wine were contacted and asked for export data on both volume and value 

over the period from 2010 – 2016.  

Despite the candidate offering to sign a non-disclosure agreement as well as offering 

assurances that any information disclosed was able to be redacted from any final 

published version of the RP as 'commercial in confidence', due to the information 

being commercially sensitive and proprietorial it was not made available for the 

candidate.  

 Mullineux and Leeu  

 Sadie Family 

 David and Nadia Sadie 

 Leeuwinkuil 

 Allesverloren 

Questions for other wine producers in the Swartland 

1) Tell me about coming to the Swartland and making wine. 

2) Tell me about when you first got here. 

3) What did you think about the Swartland Revolution? 

4) Tell me about the Swartland Independent Producers. 

5) Tell me about the biggest challenges facing the region? 

6) Tell me about the greatest things about the region? 

7) Where do you see the future of the Swartland? 

8) How would you describe wines of the Swartland to someone who had never tasted them 

before? 

9) Do you think what happened in the Swartland cam be replicated anywhere else? 

10) Can you tell me who the 3 most significant people are in the Swartland over the last ten 

years? 
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 Riebeek Cellars 

 Swartland Winery 

 Boekenhoutskloof 

 Pulpit Rock  

 

 

 

 

 

 

 

 

 


