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perspective. Last, but not least, is that 

Journey’s End is very male-dominated 

and the marketing has also been very 

masculine. I believe we should be 

known for all of our wines; they are 

good quality, drink beautifully and offer 

good value for money. Every wine suits 

a different occasion and food. I want 

people to buy the whole range. But 

what I would like to really be known 

for is our trebuchet; it’s a unique selling 

point,” says Christine.

Journey’s End has its own ‘medieval 

machine’ – a trebuchet, a 42-foot tall, 

2-ton siege engine that the Gabb 

family brought out from England. Men 

love the trebuchet, especially Rollo 

Gabb who loves throwing things –  
barrels, pianos and even cars. 

“We do have an export wine called 

Trebuchet, but I think we should have a 

Trebuchet wine for the local market; it’s 

such a talking point for a brand. 

People want to talk about something 

and you can only talk about wine for 

so long, but the Trebuchet would drive 

people to the website to see how it 

works and to watch the story of it’s 

incredible journey from England to 

South Africa,” Christine continues. 

“Last year, Journey’s End held a 

successful car boot sale where wine 

from various wineries was sold from the 

boot of cars. The trebuchet (pictured 

left) that was on display,  demonstrated 

and attracted great interest.” 

Sustainable farming practices
“Another important marketing angle 

is that although Journey’s End is a big 

wine farm, We are BWI certi� ed and 

practise sustainable farming practices.” 

There are solar panels on the roof of 

the cellar, the vines have natural pest 

protection with the use of owl houses 

and we use cover cropping as well to 

increase the natural nitrogen in the soil 

to avoid having to fertilise. 

“We use a minimal amount of 

fungicides and sprays, so there’s 

very little unnatural intervention. 

Our Destination wine speci� cally 

is a totally natural wine except 

for the addition of sulphur and 

we have not added any yeast. 

We try to keep everything as natural as 

possible while still producing world-

class wines.”

“Our wines have been entered into 

the Nedbank Green Wines Awards, 

which requires an estate to be BWI 

certi� ed. we also entered Old Mutual, 

Michelangelo, Veritas and Platters this 

year. We received four Bronze medals 

at Old Mutual and the other three 

we are waiting to receive the results. 

We received 91 and 92 points from 

Tim Atkins this year for our two 

premium Chardonnays.

“Other aspects of marketing that 

should not be overlooked include 

marketing through social media, 

attending wine shows, doing private 

tastings, and hosting special functions 

in the tasting room and dinners at the 

main house. These are all important 

for an overall marketing package.

“Yes, it’s expensive to enter 

competitions and even more expensive 

to take a stand at a show, but while 

we’re still trying to build our database,  

it is important that we do these. 

It will help us to get people to sign 

up to our database and to our mailing 

list, so we can build our sales through 

our online wine shop for our private 

customers in South Africa.”

Christine Andrews and Mike Dawson check out a cheeky chardonnay


