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o To I» o Do

Reengaging with you, our members

Reminder of the Focus Areas for NZW Marketing

Looking back on the year and the wins for the New Zealand Wine brand
Understanding why defining the Brand Essence of New Zealand Wine matters

Bringing the Brand Essence to life and how you can get involved




A To assist drive preference for New Zealand wine
A To ensure New Zealand wine is spoken about in our key mark®EQUENTLY and has SALIENCE
o By the trade so they list NZ wine / By media so they speak about NZ wine / By consumers so they demand NZ wine
A To provide platforms for NZ wine conversations to happen
A Support our members by sharing relevant intel and insights from our key markets







NZ Brand Build
A Identified opportunities to strengthen and enhance the reputation of New Zealand \Afrigually
A Climate Change story telling.gTasting Climate Change, Green Wine Future
A Made with Care campaign wine content
A New Zealand Wine Weekexecuted in 2 parts Bringing NZ to You/ Pour Yourself a Glass of NZ
and the White Wine Emoji petition
A The Blind Tasting

Create Connections

A Helped members connect with global trade partners through our online New Zealand Wine
catalogue operated by Bottlebooks

A Created a Trade Hub on nzwine.com

Intel and Insights
A Provided targeted webinars based on member feedback
A Established an annual brand health tracking measure via Wine Intelligence
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5 Great Local Pinot Noir Wines, From Spicy
Smooth

NEWS BEVERAGE FEATURES SPOTLIGHT ARTISAN EDUCATERING
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—— SHOW HOW MUCH YOU #LOVENZPINOT THIS MONTH ——
Pour yourself a glass of New 4 -
: o So far, 40 countries have

AovernpinatEN A i o E backed New Zealand's bid for a
white wine emoji

23 May, 2022
Morgane Solignac . 18:00, May 27 2022
Celebrate New Zealand white wine this May by pouring yourse!} g C v 090060
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New Zealand Winegrowers are calling on white wine lovers
across the world to celebrate New Zealand white wine this
-« May.
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'Watch live: Former speaker and Labour MP Trevor Mallard delivers final spi

voyager. WEBSITE OF THE YEAR
APP OF THE YEAR

DiscoverNew.NZ with Majestic Wine

P GO NZ: Experience New of N land's reputation scing autstanding
5 Of The Best Food & Wine : ' T  Phaiae < Zealand's oldest vineyards ang
Experiences New Zealand Has To > ¥ ; : P R R < 4 WIneries
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Offer

MADE WITH CARE

NEW ZEALAND

What makes New Zealand wine
so unique?
With such dramatic and fertile landscapes, it's no surprise New Zealand punches well

above its weight in the wine world. But there’s a lot more to its success than that. ® Amazon
® Rakuten
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A Our approach to identify wines that tell
the most compelling story for New
Zealand wine; focused on quality, site
and style

A Introduction of an Associate Panellist
Programme

A Much stronger trade presence

A The (Not) Blind Tasting

A Formal summary of the state of our wine
A Wonderful regional and varietal diversity
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Filled with advice, guidelines, and the benefits of O000®O Wine Tourism
engaging with tourism stakeholders Tools for your Business Playbook

Qualmarkprovides evidence that your business has beer::
independently validated as a quality tourism business, ¢
and provides instant recognition for customers that your 7
business will deliver a quality experience |

Learn more about visitor numbers and behaviour







» Click to go to web
MARKETING ACTIVITY PLAN ASIA ’ Por—
. I s pald participation
JuLy AUGUST | SEPTEMBER | OCTOBER | NOVEMBER | DECEMBER FEBRUARY | MARCH | JUNE

China Soclal medla campalgn & ad-hoc education opportunities




MARKETING ACTIVITY PLAN ASIA > :
2022/2023 » @ Lctiity s open to
. & . paid participation
JuLY AUGUST SEPTEMBER | OCTOBER | NOVEMBER | DECEMBER FEBRUARY MARCH JUNE

China Social media campaign & ad-hoc education epportunities

C:Iilnnn
Ih-tllh:lw
Masterclasses




NEW ZEALAND

WEER

) FEBRUARY 2022

X D
. {‘

New Zealand ProWein Pour Yourself New Zealand The Blind Tasting
Wine Week a Glass of to North NZ Wine Industry
New Zealand America Celebration (time

TBC)




A Continue to create and join initiatives to share the refreshed New Zealand
Wine brand message

A Increase targeted media visitation to New Zealand

A Support an event in New Zealand that is a drawcard for international
trade and media

A Rebuild the NZW marketing team as activity increases

A Conduct heaeturning New Zealand Wine experiential initiatives in key

export markets
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NZW Marketing Committee meets forstrategy workshop facilitated by
NZTE- agrees the most impactful way the Marketing function of NZW
can add value to its members and the sector wasttengthen the

brand position for New Zealand wine andefine its brand essenceand
to engage and motivateevolving high-value wine drinkers.

You do. The newNewZealand Wine brand essence forms the foundation
for your own brand stories.

So we can reconneetith the world andell aunique brand storyfor
New Zealand wine that stands out. With global activity returning to

I T Ol Amdne céinpetiye than everto have our voice heard and a
clear brand message is essential.




The purpose of the New Zealand wine brand essence
project has been to go beyond our brand key pillars of
sustainable, diverse and premium, and develop a
narrative around what makes New Zealand wine
unique and special

A What does New Zealand wine stand for?
A What makes it unique and special (rare and scarce)’
A How should New Zealand wine make you feel?
ATEAO AOA . Ax : AAT AT A T7E;

expression? i




Our #1 audience Is you, our members.
This brand essence work should be of value to you to be
the foundation for your own brand stories




Our #2 audience is our influencers (those who can help us promote the New Zealand
Wine brand)

Will assist highlight alignment between potential collaboration partners.

New Zealand wine to be seen to:
A champion and express the best of New Zealand.
A capture the intensity, wonder, and excitement of New Zealand environments.

A enhance experiences to build engagement, storytelling and referrals.




OUR SUMMARY TAKE-OUTS AND ACTIONS

Find and dial up what's inherently
New Zealand in your brand story to
maximise impact with your

Message ‘back to normal'. We will build
confidence by showing we have moved on.
That travel, life, and business is back to how

We perform well when the focus is tight, and
our response allows us to flex our soft
power. COVID-19 taught us the power of
focusing on one thing

it was pre-pandemic global audience.

Don’t expect your market to be the same as There is a greater need to show our

when you left it. Calibrate your message to eagerness in meetings to overcome the

We need to combat expensive by talking

value to counter cost and availability
challenges the global consumer is currently match the new challenges they face. mental and physical hurdles COVID-19 has
created.

experiencing.




The industry structurgolarisesconversations. g
Large and small companies have very differen
economics, drivers, resources, and priorities. &

pathwaysz a SB supehighway and a boutique
scenic path

We need to protect and strengthen the

New Zealand Wine brand.

There needs to be a clear expression of the
New Zealand Wine Brand Essence.




A To define the Essence of the New Zealand Wine Brand

A ldentify opportunities for collaboration and strategic partnerships.
Already working with NZTE => expand this to TNZ. Other wine nations?
Companies e.g. Air NZ

A A focused approach is critical
A Geographically What market(s)? USA, Canada, UK, China , Australia
A Target Audience







Figure 7: What would you bring to share at a party?

m Wine = Beer mm Spirits m Flavored malt beverage mm Hard seltzer mm RTD/cider
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Source: The Harris Poll.
Survey conducted online by The Harris Poll on behalf of the Wine Executive Exchange, November 9-11, 2021, among 1,949 US adults ages 21+.
“RTD” means ready to drink.
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The Many Minds agency was appointed to assist NZW define the brand
essence of the New Zealand Wine brand

Brand Brand Qualitative Define final Creative
Exploration Strategy Research Brand design
Workshop | Development | (US and UK) Territory development

based on

Research




Brand
Fresh, pure

Aspirational, elevated,
guality, good value

Different, new, not
bound by tradition

Trusted, safe, authentic
Progressive, pioneering
Sustainable

Brand
Quiet, humble, lack of confidence,
reticence to tell the story

Product positioning
Casual, not complex

Product range
All tastes the same,
fresh & fruity, only Sauvignon

Sustainability

O7ET A 1 EI AOG

Brand
Inspirational, boldness,
energy, leadership, confidence

Artisan, sense of care,
attention and consistency

Unique culture, multicultural

Product positioning
Super luxury, command price
points we deserve

New Zealand wine with food




Wine made with respect
You can taste the respect, care
and love New Zealand
winegrowers put in at
every stage

BRAND
BELIEF

We have the
deepest respect
for our people and
our land

PRODUCT
You can taste the
respect, care and

love we put in at
every stage

BRAND
POSITIONING
Wine made

with respect

CATEGORY
BREAKER

New Zealand
winegrowers are the
kaitiaki / guardians of

our precious land.

CONSUMER
INSIGHT

People seek out
brands that share
their values
and make them
feel good




PRODUCT
Our unique
geography creates

flavoursi K I G O
replicated elsewhere.

BRAND CONSUMER
A BELIEF INSIGHT

6 O 6 O E O U 6 A I O o We believe in the BRAND Willing to pay more
New Zealand wine comes from power of our unique/ySSSMESHRSMMNREIN  for brands and

pure environment to Wt dzNA @ products that are

a CO||eCti0n Of qualities that make the most beautifu bottled more clean, pure

- P > PR R ; o~ o~ wine in the world
| AEAO EO Ol ENOAS N
yOou can taste. CATEGORY
BREAKER
Nowhere else has our
ultimate combination
of clean air, ideal light
and young soll




O0 OOEQOUS xAO 1100 bi xA
Consumers were looking for what made New
Zealand different, regardless of where they were
from. Purity was more unique.

TERRITORY
TWO

N

O0DOEOUG

bottled
You can taste the respect, New Zealand wine comes
care and love New a collection of qualities that
Zealand winemakers put | AEAO EO Ol ENQA8 ) 060 A

in at every stage you can taste.




"OEI AET ¢ A O#1 01 60U 1T £ |
New Zealand is worthwhile. [

New Zealand is viewed as a new and emerging _
| AOEAO EI AiI OE OEA 5+ Al
comes with a license to talk up what makes us
different.

When talking to consumers about _
New Zealand, it starts with the mental image of
our place as green, expansive, coastal, and natural.

We grow our grapes in beautiful and impressive
places that are pure and close to nature, making
the wine better.

Make the most of this vivid, coastal, mountainous
image that both the US and UK have when they
think of New Zealand.




Purity

Only New Zealand has the .
purity of it all; unblemished Innovatlon
sunlight, young soil, beautiful
water and an absolute
focus on the craft.

Our sense of adventure and
innovation keeps us focused
on doing things better, year
A unique combination that upon year.
cannot be r_eplicated anywhere Coupling the best of wine
else in the world. OOAAEOET 1A GEIOE
ingenuity to constantly
innovate.

Care

You can taste the care, respect
and love our winemakers, the
kaitiaki of our precious land,

put in at every stage.

Cultivating it sustainably then
carefully crafting their grapes
into world class wines.
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Emotional branding requires conceptual precision

GUINNESS BRAND ESSENCE s s
ng elve
What the (Calories) o How | would
product S ! describe the

does forme  Alcoholic Smooth product

Texture Filling

Taste Rrand Promise Delicious
Lubricates “Guinness brings out Natural
your inner strength”
*Power
*Communion
Manly
*Goodness
At Peace
Inthe know
How the How the
brand makes Connected brand makes
My own man
me look me feel



\—\eadS & Heal‘ts

Never standing still or bound by tradition.
Always pushing forward with a sense of purpose.
Deep respect for our land and our people.
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New Zealand Wine o, ©
Altogether Unique. LA
Our sense of adventure You can taste the care,
and innovation keeps us ;U B ra nd o respect and love our
focused on doing things = ('LU winemakers, the kaitiaki
better, year upon year. = Esse nce o of our precious land,
Coupling the best of - put in at every stage.
wine tradition with Cultivating it sustainably
our ‘in-built’ ingenuity then carefully crafting
to constantly innovate. / their grapes into world
h s lass varietals.
novatio® ¢
Only New Zealand has the
purity of it all; unblemished sunlight,
fresh soil, beautiful water and an
absolute focus on the craft.
% /YOLI/ OO* &
S0, Y, A unique combination that cannot <V \§\°\>\ o
ox O % e replicated anywhere else in N X X
Yo on, %, €4 be replicated anywhere else i \‘A“A g o
0 4 %% ;’4 o, Bl the world. o O . o
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o, 555 o, I/€ & &
Do, Vo Cox S5, / \ O S
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e, %y, e / \ W & @
% 6%4 HOW WE TALK S0
/ 9
@ / Bold, confident, informed \\ =
/ and worldly. \
Not kiwi, matey, casual
or flippant.

Wa'king & Talking




Heads & Hear¢g

Never standing still or bound by tradition.
Always pushing forward with a sense of purpose.
Deep respect for our land and our people.
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New Zealand Wine %0
Altogether Unique. O
Our sense of adventure You can taste the care,
and innovation keeps us ;U B ra nd () respect and love our
focused on doing things = E winemakers, the kaitiaki
better, year upon year. oy Essence o of our precious land,
Coupling the best of . put In at every stage.
wine tradition with Cultivating it sustainably
our ‘in-built’ ingenuity then carefully crafting
to constantly innovate. their grapes into world

/ /nnn\’nt'\o(\ \ class varietals.



Our sense of adventure
and innovation keeps us
focused on doing things

better, year upon year.

You can taste the care,
B ra nd respect and love our

()
= winemakers, the kaitiaki
Essence §

of our precious land,
put in at every stage.

Aing

Coupling the best of
wine tradition with

our ‘in-built’ ingenuity
to constantly innovate.

Cultivating it sustainably
then carefully crafting
their grapes into world

/nnoVat'\o'(\ class varietals.

Only New Zealand has the
purity of it all; unblemished sunlight,
fresh soil, beautiful water and an

y /90 absolute focus on the craft. O\l~ &
. o .o
O%/_ LI’ A unique combination that cannot \zo W \
Yor. W, : : < ™ o0
3, "7’0,, 6‘@ be replicated anywhere else in \Y\ @}n o’& &
0 , S0, % & the world. N S M
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% %, S AN N
Ve, Sy, & Yo Wee? W&
% “a HOW WE TALK i
)
e Bold, confident, informed A
and worldly.
Not kiwi, matey, casual
or flippant.

Walking & Talking




Our global preconceptions,
misconceptions and
Nno conceptions.




Backwards

- -,

Beautiful but remote
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We need to be...

Bold
Confident
Premium
Worldly
Informed
Sophisticated



