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What am I going to cover?
• Update on the UK market
• What are the secrets of  NZ’s success with Sauvignon?
• Longer terms risks to UK market success
• How to premiumise Sauvignon?
• The place for ‘Sustainability’
• How data will become ever more important
• What is the opportunity with D2C?
• Some ideas for the future
• Conclusions
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Average $/L Export price 2012-18

Source – NZW Export reports 2013, 2015, 2018



Exports to the UK 2008 - 2018

Source – NZW Export reports 2009, 2013, 2015, 2018



Brands vs O/L – ALL wine in UK

Source – Nielsen report for NZ Winegrowers



Brands vs Tertiary vs O/L

Source – Tertiary brand growth based on estimated data



Why do people like NZ Sauvignon?

Refreshment

Flavour
intensity

Distinctiveness Purity



Seeds of  failure

• Loss of  distinctiveness
• Stretching quality
• Inconsistency
….over a long period of  
time.
It takes a long time to 
destroy brand equity, and you 
may not notice at first
But when it is truly gone, it 
is impossible to get back for 
a generation



The example of  Muscadet



“The hope is that as the balance between 
supply and demand steadies, New 
Zealand will decide that the short-term 
gain of  bulk wine sales isn’t worth the 
long-term damage to our faith in its 
wine.”

“What bothered me even more was the 
New Zealand connection. This country 
isn’t known for discounting heavily. 
Instead it forged a reputation based on 
quality, persuading us to spend a bit more 
to buy a mouthful of  its clean, green 
land, as the slogan goes.”

“It would be a shame if  the magic 
disappeared.”

“If  you can’t rely on the name of  New 
Zealand to guarantee the quality of  your 
wine, you end up having to play 
detective”



How to keep on the 
righteous path?

• Police quality rigorously
• Don’t be tempted by viticultural short 
cuts
• Remove poor wine from the market
• Legislate (?) to prevent bad actors 
undercutting
• Limit supply of  bulk to trusted 
partners
• Don’t let supply exceed demand 
• Grow new premium markets rather 
than servicing old low-price markets



How can NZ ‘premiumise’ Sauvignon?
More concentration?
More complexity?
Oaked?
Reserve?
More finely balanced?
Foregrounding specific flavours through 
viticultural and winemaking manipulation?
Packaging?
Branding?
Bottle format? 
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What data can YOU control?



What data can you upload?



Who uses this data?



Direct-to-consumer selling



Direct-to-consumer selling







Ideas / info











Cannabis 
infused 
wine?

https://rebelcoast.com/



Alternative packaging formats



Lower alcohol



Summary
• Look after your soils – preserve ‘Marlborough’ flavour
• Protect quality by ensuring minimum standards
• Be sustainable in the long term – socially and financially as well 

as environmentally
• Develop premium brands that are desirable and worth a 

premium
• Maximise your tourism potential
• Get your data in order
• Explore D2C selling
• Don’t be blinkered about what the future holds



Thank you!
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