


NZW MARKETING HUI

What today is about?

Å Reengaging with you, our members

Å Reminder of the Focus Areas for NZW Marketing 

Å Looking back on the year and the wins for the New Zealand Wine brand

Å Understanding why defining the Brand Essence of New Zealand Wine matters

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



NZW Marketing ɀwhat we do
3 key focus areas

Å To assist drive preference for New Zealand wine 

Å To ensure New Zealand wine is spoken about in our key markets- FREQUENTLY 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 

Å To provide platforms for NZ wine conversations to happen 

Å Support our members by sharing relevant intel and insights from our key markets

NZ Wine Brand Build Create Connections Intel and Insights



2022 
Highlights



2022 in summary

NZ Brand Build
Å Identified opportunities to strengthen and enhance  the reputation of New Zealand Wine  - virtually
Å Climate Change story telling  e.gTasting Climate Change, Green Wine Future 
Å Made with Care campaign  wine content
Å New Zealand Wine Week ɀexecuted in 2 parts - Bringing NZ to You/ Pour Yourself a Glass of NZ 

and the White Wine Emoji petition
Å The Blind Tasting 

Create Connections
Å Helped members  connect with global trade partners through our online New Zealand Wine 

catalogue operated by Bottlebooks
Å Created a Trade Hub on nzwine.com 

Intel and Insights
Å Provided targeted webinars based on member feedback
Å Established an annual brand health tracking measure via Wine Intelligence 



Bringing NZ to You - USA

NZW China Roadshow

UK London ATTBringing NZ to You -Canada

The Blind Tasting
Sommelier Australia 

Education Scholarship - Dux





Leverage Highlights 
NZTE & TNZ



The Blind Tasting 2022
Å Our approach to identify wines that tell  

the most compelling story for New 
Zealand wine;  focused on quality, site 
and style

Å Introduction of an Associate Panellist 
Programme

ÅMuch stronger trade presence

ÅThe (Not) Blind Tasting

ÅFormal summary of the state of our wine

ÅWonderful regional and varietal diversity

REGIONAL 
SPLIT



Wine Tourism

Tools for your Business Playbook
Filled with advice, guidelines, and the benefits of 
engaging with tourism stakeholders

Qualmark -.Å× :ÅÁÌÁÎÄ ÔÏÕÒÉÓÍȭÓ 
official mark of quality
Qualmarkprovides evidence that your business has been 
independently validated as a quality tourism business, 
and provides instant recognition for customers that your 
business will deliver a quality experience

Tourism data and insights
Learn more about visitor numbers and behaviour



Looking 
ahead







Key activity ɀ2023  (calendar year) 

FEBRUARY

New Zealand 
Wine Week 

MARCH

ProWein

MAY

Pour Yourself 
a Glass of 

New Zealand

JUNE

New Zealand 
to North 
America

NOVEMBER

The Blind Tasting
NZ Wine Industry 
Celebration (time 

TBC)



Looking to 2024

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

Å Increase targeted media visitation to New Zealand 

ÅSupport an event in New Zealand that is a drawcard for international 

trade and media 

ÅRebuild the NZW marketing team as activity increases 

ÅConduct head-turning New Zealand Wine experiential initiatives in key 

export markets



New Zealand Wine 
Brand Essence project 



Ranking the importance of our workstreams

1 2 3

NZ Wine Brand Build Create Connections Intel and Insights



NZW Marketing Brand Strategy

NZW Marketing Committee meets for a strategy workshop facilitated by 
NZTE - agrees the most impactful way the Marketing function of NZW 
can add value to its members and the sector was to strengthen the 
brand position for New Zealand wine and define its brand essence, and 
to engage and motivate evolving high-value wine drinkers. 

Who benefits? You do. The new NewZealand Wine brand essence forms the foundation 
for your own brand stories. 

So we can reconnect with the world and tell a unique brand story for 

New Zealand wine that stands out. With global activity returning to 

ÎÏÒÍÁÌȟ ÉÔȭÓ more competitive than ever to have our voice heard and a 

clear brand message is essential. 

Why now?

2022

JAN



The New Zealand Wine 
brand essence project
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.

Å What does New Zealand wine stand for? 
Å What makes it unique and special (rare and scarce)? 
Å How should New Zealand wine make you feel? 
Å 7ÈÁÔ ÁÒÅ .Å× :ÅÁÌÁÎÄ 7ÉÎÅȭÓ ËÅÙ ÅÌÅÍÅÎÔÓ ÏÆ 

expression?



7ÈÙ ÉÔȭÓ ÉÍÐÏÒÔÁÎÔ ÆÏÒ .:7 ÔÏ ÕÎÄÅÒÓÔÁÎÄ ÔÈÅ "ÒÁÎÄ 
Essence of New Zealand Wine 

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 



7ÈÙ ÉÔȭÓ ÉÍÐÏÒÔÁÎÔ ÆÏÒ .:7 ÔÏ ÕÎÄÅÒÓÔÁÎÄ ÔÈÅ "ÒÁÎÄ 
Essence of New Zealand Wine 

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:
Åchampion and express the best of New Zealand.
Åcapture the intensity, wonder, and excitement of New Zealand environments.
Åenhance experiences to build engagement, storytelling and referrals.



NZ Story Global Perceptions webinar - 1 Nov 2022 



Different pathways for different players
Key point from January Strategy Day

Å The industry structure polarisesconversations.  
Large and small companies have very different 
economics, drivers, resources, and priorities.

Å /ÎÅ ÓÉÚÅ ÄÏÅÓÎȭÔ ÆÉÔ ÁÌÌȟ ÁÎÄ ÔÈÅÒÅ ÁÒÅ Ô×Ï 
pathways ɀa SB super-highway and a boutique 
scenic path

Å We need to protect and strengthen the 
New Zealand Wine brand. 

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



The job to be done by NZW to assist ongoing 
premiumisation of New Zealand Wine 

ÅTo define the Essence of the New Zealand Wine Brand

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

ÅA focused approach is critical 
ÅGeographically - What market(s)?   USA, Canada, UK, China , Australia
ÅTarget Audience 
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The Journey

March 2023: The Many Minds agency was appointed to assist NZW define the brand 

essence of the New Zealand Wine brand

1. DISCOVER

Brand 
Exploration 
Workshop

2. DEFINE

Brand 
Strategy 

Development

3. TEST

Qualitative 
Research

(US and UK) 

4. REDEFINE

Define final 
Brand 

Territory 
based on 
Research

5. DESIGN

Creative 
design 

development



Brand Essence Definition Workshop ɀSummary 

KEEP
Brand
Fresh, pure

Aspirational, elevated, 
quality, good value

Different, new, not 
bound by tradition

Trusted, safe, authentic

Progressive, pioneering

Sustainable

ACQUIRE
Brand
Inspirational, boldness, 
energy, leadership, confidence

Artisan, sense of care, 
attention and consistency

Unique culture, multi-cultural

Product positioning
Super luxury, command price 
points we deserve

New Zealand wine with food

LOSE
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
Ȭ7ÉÎÅ ÍÉÌÅÓȭ



Define - Brand Territories
Territory 1 | Building on our unique respect for our land

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

CONSUMER 

INSIGHT

People seek out 

brands that share 

their values

and make them

feel good

CATEGORY 

BREAKER

New Zealand 

winegrowers are the 

kaitiaki / guardians of 

our precious land.

BRAND 

POSITIONING

Wine made 

with respect

Wine made with respect
You can taste the respect, care 

and love New Zealand 
winegrowers put in at 

every stage



Define - Brand Territories
Territory 2 | Leveraging our pure reputation

Ȭ0ÕÒÉÔÙȭ ÂÏÔÔÌÅÄ
New Zealand wine comes from 

a collection of qualities that 
ÍÁËÅÓ ÉÔ ÕÎÉÑÕÅȢ )ÔȭÓ Á ÐÕÒÉÔÙ 

you can taste.

BRAND 

BELIEF

We believe in the

power of our uniquely 

pure environment to 

make the most beautiful 

wine in the world

PRODUCT

Our unique 

geography creates 

flavoursǘƘŀǘ ŎŀƴΩǘ ōŜ 

replicated elsewhere.

CONSUMER 

INSIGHT

Willing to pay more 

for brands and 

products that are 

more clean, pure 

and natural.

CATEGORY 

BREAKER

Nowhere else has our 

ultimate combination 

of clean air, ideal light 

and young soil

BRAND 

POSITIONING

ΨtǳǊƛǘȅΩ 

bottled



TERRITORY 

TWO

Ȭ0ÕÒÉÔÙȭ 

bottled

TERRITORY 

ONE

Wine made 

with respect

You can taste the respect, 
care and love New 

Zealand winemakers put 
in at every stage

New Zealand wine comes 
a collection of qualities that 
ÍÁËÅÓ ÉÔ ÕÎÉÑÕÅȢ )ÔȭÓ Á ÐÕÒÉÔÙ 

you can taste.

Territory direction

Ȭ0ÕÒÉÔÙȭ ×ÁÓ ÍÏÓÔ ÐÏ×ÅÒÆÕÌ ÁÓ Á ÄÉÆÆÅÒÅÎÔÉÁÔÏÒȢ 
Consumers were looking for what made New 

Zealand different, regardless of where they were 
from. Purity was more unique.



Summary of US and UK research

"ÕÉÌÄÉÎÇ Á Ȭ#ÏÕÎÔÒÙ ÏÆ /ÒÉÇÉÎȭ ÓÔÏÒÙ ÆÏÒ 
New Zealand is worthwhile.

New Zealand is viewed as a new and emerging 
ÍÁÒËÅÔ ÉÎ ÂÏÔÈ ÔÈÅ 5+ ÁÎÄ 53!Ȣ /ÕÒ ȬÎÅ×ÎÅÓÓȭ 
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.



The 3 Pillars 
New Zealand Wine
Brand Essence

Purity
Only New Zealand has the 
purity of it all; unblemished 

sunlight, young soil, beautiful 
water and an absolute

focus on the craft. 

A unique combination that 
cannot be replicated anywhere 

else in the world.

Innovation
Our sense of adventure and 
innovation keeps us focused 
on doing things better, year 

upon year.

Coupling the best of wine 
ÔÒÁÄÉÔÉÏÎ ×ÉÔÈ ÏÕÒ ȬÉÎ-ÂÕÉÌÔȭ 

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.



NZ Wine 
Brand Build

¢ƘŜ Ψ.ǊŀƴŘ 9ǎǎŜƴŎŜΩ ƻŦ ŀ ǿŜƭƭ-known beverage brand









"ÕÔ ÆÉÒÓÔ ÌÅÔȭÓ ÒÅÍÉÎÄ
ourselves about New Zealand.
Our global preconceptions, 
misconceptions and
no conceptions.



.Å× :ÅÁÌÁÎÄ ÉÓ ÏÆÔÅÎ ÓÅÅÎ ÁÓȣ

Unsophisticated

Rural

Basic
Unpopulated

Backwards

Beautiful but remote



Ȱ.Å× :ÅÁÌÁÎÄ 
ÉÓ ÓÍÁÌÌȱ

From the tip of 
Denmark to the 
South of France...



.Å× :ÅÁÌÁÎÄ 2%!,,9 ÉÓȣ



So as a country we need to 
assume our global audience 
ÅÉÔÈÅÒ ÄÏÅÓÎȭÔ ËÎÏ× ÍÕÃÈȟ ÏÒ 
what they do know could be 
better informed.



Bold 
Confident 
Premium 
Worldly 
Informed 
Sophisticated

We need to be...


