inegrowers

=
©
c
O
O
)
N
2
)

%" NEW ZEALAND WINE

PURE DISCOVERY







!
Ma

Szl 9
FRANCE :
M

I

4 esediep/Aing,

ulouse

:

47°

ar =Ll

Constantine®

NEW ZEALAND WINE

DISC V E R




9 regions
32,000 hectares
200 miillion litres produced
140 million litres exported
€605 million export value
€3.50 per litre fob




Full-bodied Other 1.2% Chardonnay
reds 4.2% 8%

Aromatic
whites 8%
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NZ wine exports 2000-2010
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Exports of wine of the 12 leading countries

Forecast 2009

Source: 20 + 18,6
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USA 20.5%

I * I Canada 4.5%

Rest of EU 5%

China 1%



Sauvignon blanc
SE

English-speaking markets
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http://www.cloudybay.co.nz/product/2010-Sauvignon-Blanc?pageID=8e5e39bb-1cc4-81ae-7551-cfa8c10540e7&sortBy=DisplayOrder&

Success factor #1: good fortune

* Excellent growing environment
— Sauvignon blanc a natural fit

e Right place, right time
— New wave of interest in wine
— New crop of journalists became fans
— Anti-freeze, Chernobyl, apartheid etc




Success factor #2: freedom

 Grow anything, anywhere
— Allowed experimentation & expansion

 No subsidies, no guarantees
— Success the only option

* Free market rules
— Quality incentivised with price




Success factor #3: unity

 Consensus around quality
— Both economic and philosophical

« Competing against the world, not
each other
— Shared knowledge
— Cooperative marketing
* Unified indusiry organisation
— Recognises and drives shared interests




2008

oversupply
s

global financial crisis




Challenge #1: brand control

Bulk wine as a % of total exports
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Challenge #2: market evolution

UK Household Consumption China Household Consumption
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Challenge #3: currency
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Challenge #4: health concerns
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Challenge #5: sustainability

SUSTAINABLE

< NEW ZEALAND

INEGROWING




Perspectives on the future

the wheel has turned
(again)...




Perspectives on the future

* New markets

— Distributione Marketinge Resource
allocation?

 New consumers
— How do we reach them?
— Educate or adapfte

 New points of regulation
— Governments in developing markets
— Large retailers

.:."5 NNNNNNNNNNNNNNN

(¢l
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Perspectives on the future

 New (old) battles to fight
— |s wine a food or a drug?e

* New technologies
— Where do we draw the line?¢




there’s no going back...
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