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First vines planted by missionary 
Samuel Marsden, Kerikeri, Northland.

1819

James Busby first recorded wine producer,  
Waitangi, Bay of Islands. 1836

1895
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1982

1981
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1988

1995

2002
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2009

Positive assessment of  
New Zealand’s winemaking potential  

in report by Romeo Bragato.

New Zealand Grape Growers 
Council established.

Wine Institute of  
New Zealand established.

Wine Makers Act 1981  
Provisions established for licensing 

winemaking and wine export certification.

First NZ wine tasting, London. 
Largest presentation ever of 

NZ wines internationally.

Government subsidised vine pull of 1,515ha. 
Replanted with Chardonnay, Sauvignon 

Blanc, Cabernet Sauvignon and Merlot or 
Pinot Noir. Exports exceed 1 million litres. 

NZ feature nation at London Wine Trade Fair. 
First ever generic presentation of NZ wine in U.S. 
Second International Symposium on Cool Climate 
Viticulture & Oenology held in Auckland.

New Zealand Wine — Pure Discovery. 
Sustainability policy adopted. 

1 billion glasses of NZ wine sold. 

Exports increase 24% to NZ$992 million.

NZ Winegrowers commences operations  
in March, following an agreement between  

the NZ Grape Growers Council and the  
Wine Institute of NZ to form a single,  

unified industry organisation.Launch of Integrated Winegrape 
Production Scheme — now SWNZ.
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in the very near future  
new Zealand wine will 
achieve an important 
landmark — annual  
exports of more than  
$1 billion. That will be one 
year ahead of schedule,  
a stunning achievement for 
an industry that exported 
only a little more than  
$100 million of wine a 
decade ago.

That success has been driven by 
the decisions, the commitment 
and the investments of our grape 
growers and wineries. Together 
they have built new Zealand wine 
into a globally successful brand.

events in the past year, however, 
show that the industry is now 
in a new phase in its evolution. 
following the larger than expected 
2008 vintage, bulk wine exports 
lifted sharply provoking concern 
in the industry. for vintage 2009, 
growers and wineries worked 
hard to manage the grape intake 
down to levels in line with market 
demand, while recent weeks 

have seen the cancellation of 
some grape supply contracts and 
vineyards being pulled out.  
Tough times for our growers  
and wineries, made even more 
difficult by the impact of the  
global recession.

changes and challenges have been 
faced by our industry before.  
on each occasion we have 
emerged stronger by lifting our 
commitment to high quality,  
market led brands. 

The call to action today is no 
different. a single-minded focus 
on maintaining the premium 
positioning of the new Zealand 
wine brand must drive every 
decision taken by our growers 
and wineries. consumers must 
be offered an outstanding wine 
experience and the supply  
demand equation must be 
managed effectively. 

That is the key to the next billion 
dollars of profitable exports.

The year in review

the yeAr in sAles

in the past 12 months exports 
leapt 27% in volume to reach 113 
million litres. export value rose 
24% to $992 million. The dramatic 
increases reflect the fact that,  
for the first time in recent history, 
the industry had sufficient 
inventory to supply our 
international markets.

with supplies of sauvignon blanc 
available following the 2008 
vintage, exports of this varietal 
increased 37% in the past year. 
This significant growth, despite 
the prevailing global economic 
recession, is testimony to our 
strong global reputation with  
this style and the consequent 
strong demand.

exports of other wine styles 
increased just 3% in volume in the 
past year. however this obscures 
the continuing success of pinot 
noir, with exports up 8% in volume, 
and the surge in demand for pinot 
gris, up 62% on last year. on the 
downside chardonnay exports 
fell 13% for the June year end and 
riesling was down 22%. 

new Zealand wine continued 
to out-perform in key markets. 
shipments to the uk were up 22%. 
in that market new Zealand wine is 
now the second largest category 
in the £8 - £9 price bracket, with a 
market share of more than 20%. 

exports to australia, driven by 
strong demand, lifted 51% in the 
past year. This continues our very 
strong performance in this market, 
which has seen exports volumes 
to australia lift more than tenfold 
since 2002. 

shipments of wine to the usa 
grew 18% this year. performance in 
the 2nd half of the year was much 
improved, helped by the new 
Zealand dollar retreating from the 
very high levels of 2008. 

as with exports, domestic sales 
volumes benefited from increased 
supplies from vintage 2008. 
estimated sales of new Zealand 
wine in our home market were 
60 million litres, up 29% on the 
previous year.

while there are clearly many 
positives in the achievements of 
the industry in the past year, some 
unmistakable warning signs also 
emerged. despite exports and 
domestic sales volumes benefiting 
from increased supplies from 
vintage 2008, those increased 
supplies also delivered increased 
competition and downward 
price pressure. This situation 
was exacerbated by the global 
recession. 

in addition, the fallout from vintage 
2008 saw one other significant 
trend emerge — a surge in bulk 
wine exports.  

historically, bulk wine exports have 
accounted for less than 5% of total 
export volume; in the past year this 
quadrupled to nearly 20%. while 
bulk exports may relieve pressure 
on wineries in the short term, in the 
longer term they may significantly 
impact our market positioning and 
the reputation of new Zealand wine 
and our brands. as such they need 
to be managed very carefully.

These market developments 
mean that more than ever this 
year, industry attention has been 
centred on the profitability of grape 
growing and winemaking. grape 
prices have fallen as a result of 
increased supplies, while wineries 
have had to focus to maintain 
margins. in the uk and new 
Zealand the pressure on winery 
margins has been further increased 
by significant increases in the tax 
on wine in those markets. lower 
profits are the reality for many in 
our industry this year.

VintAge 2009

natural conditions were bountiful 
in 2009, and with 2,000 more 
hectares coming on stream, there 
was potential for production levels 
to spike to as much as 400,000 
tonnes of grapes. The difficulties 
this would have presented to the 
industry were identified early. 
growers and wineries worked 
together to bring the crop back 
into line with market demand. as a 
result of this industry-wide effort 
the vintage came in at 285,000 
tonnes — the same level as last 
year. average yield was 9.2 tonnes 
per hectare — down from 9.7 
tonnes per hectare in 2008. This 
disciplined industry approach to 
yield management, combined with 

a prolonged ripening period to 
produce a vintage that is shaping 
up to be one of the finest for  
some time.

marlborough sauvignon blanc 
accounted for 57% of the vintage 
with 161,000 tonnes harvested. 
This was just 5% higher than 
the previous year, despite the 
producing area of sauvignon blanc 
vineyards lifting substantially. This 
result illustrates the great restraint 
exercised by the industry in the 
region in 2009. overall, in 2009 
marlborough’s total grape  
intake fell 1%.

production of pinot noir, our 
second most widely planted 
variety, fell 16% to 27,000 tonnes 
reflecting lower yields, notably in 
marlborough and central otago.

hawkes bay by contrast lifted 
production 20% as the region 
returned to full bearing after 
the frost-reduced 2008 vintage. 
as a consequence, volumes of 
chardonnay, merlot and cabernet 
sauvignon all increased.  
yield restrictions limited the 
gisborne vintage, while among the 
boutique regions wairarapa and 
nelson enjoyed record harvests. 

overall the 2009 vintage 
represents a good result for the 
industry in terms of quality and 
quantity. it is significant also in that 
it showed how quickly the industry 
could respond to market place 
signals when they were clear and 
unequivocal. This does not mean 
that the industry can afford to relax 
the discipline it imposed upon itself 
this year. on the contrary, 2009 
should be seen as the first year of  
a new reality.

chair’s 
reporT
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the new reAlity

“The …industry is emerging from  
a period when the major challenge 
was to produce enough wine to 
meet the world demand, to one 
where the major challenge  
will be to sell the available wine  
in an increasingly competitive  
world market.”

These words were written about 
another wine industry just a  
decade ago. They could easily 
have been written about our own 
industry today. 

To meet this challenge, both 
demand and supply-side initiatives 
are necessary. marketing is more 
important to us than ever before. 
equally, effective management 
of supply is fundamental. The 
new Zealand wine industry does 
not have a “wine lake”; that is not 
something that happens with one 
or two large harvests.  
however, the signs for the industry 
are clear and unmistakable. 

new Zealand 
winegrowers’ 
acTiviTies

against this background, new 
Zealand winegrowers has carried 
out a host of activities to promote 
the interests of the grape and wine 
industry. core functions lie in the 
areas of information, marketing, 
research and regulatory affairs. 
all this work is directed towards 
achieving our mission of building a 
great new Zealand wine industry.

directing And informing 
industry

This year more than any other,  
new Zealand winegrowers has 
been called upon to provide 
strategic direction and information 
to the industry. in June 2009 
in a series of seminal meetings 
throughout the country, we 
provided a detailed analysis of 
production, sales and recent 
developments in the industry. 
These meetings were attended by 
close to 1,000 industry members. 
we have also provided valuable 
technical information to growers 
and wineries on available options to 
target their production and intake 
to market demand. 

contact has been maintained with 
key ministers and government 
agencies, including the inland 
revenue department and the 
ministry of agriculture and 
forestry. other stakeholders such 
as the banking and accounting 
sectors have been regularly 
updated as well. 

discussion at these levels was 
greatly assisted by the nZier 
report on the economic impact 
of the new Zealand wine industry 
that we commissioned. This report 
allowed us to put some firm 
numbers around the major boost 
that wine provides to the economy. 
according to the report, wine adds 
$1.28 billion to new Zealand’s gdp 
and $3.5 billion to our country’s 
gross output each year. This is not 
to mention the enormous benefit 
to new Zealand from having 150 
million bottles on dining room and 
restaurant tables around the world, 
each proudly bearing the words 
“new Zealand”.

all these activities were in addition 
to ‘business as usual’; arming 
growers and wineries with the right 
data and opportunities to grow 
successfully. These include grape 
price data, the statistical annual, 
various legal guides and codes of 
practice, export and domestic sales 
reports, the bragato conference, 
first steps to exporting, and the 
annual seminar series to mention 
some of the highlights.

protecting And promoting 
our BrAnd

“new Zealand wine” is the brand 
that unites our industry. protecting 
and promoting that brand is 
essential for each individual grower 
and winery and for the industry 
as a whole through the national 
organisation. That is why the 
generic marketing programme, 
supported by individual wineries 
and regions as well as new Zealand 
winegrowers, is so important.

a two-pronged strategy underpins 
the marketing programme. first, 
deepen penetration of existing 
markets, starting with the top three: 
uk, australia and usa. second, 
work our way into new markets in 
asia and europe.

Throughout this report there are 
press quotes that speak to both the 
quality of new Zealand wine and 
the success of the marketing that 
supports the brand. restaurant 
promotions; promotions in 
independent retailers, supermarket 
chains and monopolies; targeting 
key influencers such as sommeliers; 
consumer events; these are just 
a sample of the many activities 
undertaken in 2009 in conjunction 
with 291 exporting wineries.

prActicAl science

results that can be used in the 
vineyard or winery; that is the aim 
of new Zealand winegrowers’ 
research programme.

Two major projects: the  
sauvignon blanc flavour and 
aroma project; and the designer 
vines project focussing on 
pinot noir — have made a major 
contribution to understanding and 
applying the components of wine 
quality in new Zealand. vineyard 
longevity is another core focus  
for the research programme.  
This has been given a major boost 
with a $500,000 government  
grant to progress elimination 
of grape vine leaf roll virus that 
threatens the long-term viability  
of many vineyards. 

There are a wide range of other 
projects supported by the nZw 
research programme, and great 
efforts are made to make the 
results available to industry 
through channels such as the 
bragato conference, the science 
supplement in the new Zealand 
winegrower magazine, reports 
on the www.nzwine.com website, 
regional conferences and seminars.

negotiAting regulAtory 
oBstAcles

new Zealand winegrowers 
works to promote a regulatory 
environment for growers and 
wineries free from undue 
interference and unnecessary cost. 
industry interests and perspectives 
are represented at all levels 
from local councils to national 
government, to international 
organisations such as the  
world wine Trade group, the  
oiv and the wTo. 

a parliamentary election, the global 
financial crisis and the eu wine 
reform have provided the major 
themes for this year’s regulatory 
activities. we have sought to build 
a sound understanding of the 
industry and its regulatory issues 
with the new government.  
given the current economic 
situation, the continuation of 
funding for export certification 
and the alignment of the alac 
levy with the excise system can be 
counted as strong positives.

internationally, we have progressed 
collective efforts to develop 
a consistent methodology for 
measuring greenhouse gas 
emissions in the wine industry, 
made strong and effective 
representations on the new eu 
wine rules and secured a key role 
for new Zealand in the oiv.

an enormous amount of time 
and energy has been spent on 
addressing rma matters.  
The use of frost fans is an issue 
that has come up for consideration 
in many regions. we have sought 
to promote an approach that is 
consistent, fair and that recognises 
the critical role these machine play 
in our vineyards.

of course, there remain a number 
of outstanding regulatory issues. 
excise is an ongoing drain on 
profitability, while the impacts of 
a highly variable exchange rate 
make financial planning difficult 
for export businesses. The fate of 
the rma and rules around water 
management and use will affect 
everyone in the industry, as will new 
rules for wine export certification.

sustAining momentum

genuine commitment to 
sustainability has been a guiding 
principle for the new Zealand wine 
industry for many years. from 
its beginnings as the integrated 
winegrape production system in 
1994, sustainable winegrowing 
new Zealand (swnZ) has evolved 
to become a world-leading 
programme with 85% of total 
production capacity now within the 
scheme — well on the way to the 
goal of 100% by 2012. 

swnZ has had a big year with a 
very large number of new members 
coming on board. The introduction 
of new scorecards and the  
roll-out of a new web interface 
have improved both the content 
and workability of the programme. 
These developments have been 
complemented by the development 
of new tools to benchmark 
water and energy use and waste 
management, and a major project 
to move the industry towards nil 
residue production.

organic winegrowing has also 
moved forward with the creation of 
organic winegrowing new Zealand 
and a very successful conference 
with more than 200 winery and 
grower attendees. 

the tough get going…

for many in the industry the going 
was tough this past year, and it may 
well yet get tougher. 

managing a supply-demand 
imbalance in the long-term 
interests of the industry will 
inevitably involve short term pain. 
and even the most determined 
optimist would concede that the 
global economy is still some way 
from full recovery.

but new Zealand wine remains a 
strong proposition. our reputation 
is positive and we have carved 
a niche in the global market. 
sales continue to build. Quality 
from 2009 will be very high 
across a range of styles. we have 
an industry that is united and 
understands the challenges and 
opportunities it faces.

capitalising on those strengths 
requires hard work, sacrifice 
and, above all, investment in our 
national, regional and individual 
brands. in good times and bad, 
brands are the reasons we give 
consumers to choose our products. 
To continue to succeed  
new Zealand brands must always 
over-deliver in terms of reputation, 
quality and value. That is how  
we have grown to exports to  
nearly $1 billion – it is also the key  
to the future.

sTuarT smiTh  chAir

sTeven green deputy chAir

2000 2001 2002 2003 2004 2005 2006 2007 2008 2009

2000 2001 2002 2003 2004 2005 2006 2007 2008 2009

N
Z

$
 (

M
ill

io
ns

)
To

nn
es

 (
T

ho
us

an
d

s)

0

200

400

600

800

1000

0

50

100

150

200

250

300

Sauvignon Bl  62.3

Pinot Noir  9.6

Chardonnay  12

Merlot  4.1

Pinot Gris  4

Other  7.9

Australia  323.3

UK  267.9

USA  223.6

Other  127.7

Canada  49.5

vinTage 2009 (by Tonnes) vinTage 2009  
(by varieTy)

Variety (%)



8 regulaTion 9regulaTion

regulaTory affairs 
and Trade

A strong industry Voice

new Zealand winegrowers provides 
a single strong voice for industry 
across a range of regulatory 
issues. our mandate is to promote 
a regulatory environment that 
facilitates new Zealand wine 
businesses. with a new government 
and a range of new and ongoing 
regulatory initiatives, it has been a 
busy year. 

 a comprehensive briefing was 
prepared for the incoming 
government, and key ministers 
have been briefed on issues 
affecting the wine industry.

 The wine act came into full 
operation on 1 december 
2008, with 100% of registering 
wineries adopting the wine 
standards management plan 
template developed by  
new Zealand winegrowers.

 submissions were prepared 
on a wide range of legislation 
including rma reform, sale of 
liquor act reform and allergen 
labelling.

 successful outcomes were 
achieved on proposed district 
and regional plans in auckland, 
wairarapa, hawkes bay and 
marlborough to protect the 
industry’s ability to operate 
responsibly.

 continued government funding 
was secured for the wine 
export certification service.

 Through collaboration 
with government and 
the horticulture industry, 
improvements to the rse 
scheme were introduced as 
well as the new supplementary 
seasonal employment policy.

 The alac levy rate was 
reduced to bring it into line with 
excise.

 The geographical indications 
summit progressed key 
framework issues for industry 
heading into a new legislative 
regime.

proTecTing Trade 
inTeresTs

Trade policy is a largely unseen 
but vitally important part of our 
work programme. small changes 
in foreign market rules can rapidly 
make new Zealand wine exports 
uncompetitive. we work closely 
with government to progress a 
global free trade environment, and 
within international organisations 
and alliances to build intelligence 
and influence that will benefit  
new Zealand wine exporters.  
among this year’s activities:

 nZw manager policy & 
membership, John barker, 
was elected president of 
the international vine and 
wine organisation’s law and 
economy commission. 

 submissions were made through 
the world Trade organisation 
on the eu’s proposed new 
winemaking and labelling rules.

 The world wine Trade group 
met in brussels to progress 
discussions on improvements to 
labelling and certification rules.

 new Zealand participated in 
international efforts to bring a 
science-based approach to the 
issue of allergens in wine. 

 international and local 
consultation was held on the 
world health organisation’s 
strategy to deal with the harmful 
use of alcoholic beverages.

 The free Trade agreement 
with china came into effect 
and new Zealand winegrowers 
was authorised to issue the 
certificates of origin needed to 
gain tariff reductions.

 discussions to create an 
internationally recognised 
methodology for measuring 
greenhouse gas emissions 
were progressed in both 
the international wine and 
vine organisation and the 
international wine and  
spirits federation.

submissions 2008-09 

nZw made either direct formal 
submissions or supported regional 
submissions in relation to the 
following matters:

 public health bill (July 2008)

 national environmental 
standard on ecological flows 
and water levels  
(august 2008)

 proposed hauraki gulf islands 
section of the auckland city 
district plan (september 2008)

 world health organisation’s 
roundtable for economic 
operators (october 2008) 

 hastings district council plan 
change 49 — subdivision in the 
rural Zone (ongoing)

 auckland regional plan: air, 
land & water (ongoing)

 wairarapa combined plans 
(ongoing)

 review of Tertiary education 
and Training provision for 
land-based industries 
(november 2008)

 national alcohol action plan 
(november 2008)

 Trans-pacific strategic 
economic partnership 
(december 2008)

 oiv proposed draft 
resolutions  
(december 2008 & may 2009)

 Technical advisory group 
on reform of the resource 
management act 1991  
(January 2009)

 nZ — korea fTa  
(february 2009)

 proposed freshwater national 
policy statement  
(february 2009)

 hurunui district council plan 
change 18 — frost control 
fans (march 2009)

 world health organisation’s 
discussion paper “Towards 
a global strategy to reduce 
harmful use of alcohol”  
(march 2009)

 immigration skill shortage list 
review (march 2009)

 liquor promotions code 
(march 2009)

 nZfsa review of export 
laboratory analysis services 
(ongoing)

 marlborough district council 
report on use of wind 
machines for frost protection 
(march 2009)

 nZfsa review of eu overseas 
market access requirements 
(ongoing)

 resource management 
(simplifying and streamlining) 
amendment bill (april 2009)

 nZfsa fees and charges 
for approvals and related 
functions discussion paper 
(april 2009)

 sale and supply of liquor and 
liquor enforcement bill  
(may 2009)

 nZ - india fTa (may 2009)

 waste management discussion 
paper (may 2009) 

 greater wellington regional 
policy statement (June 2009) 

 biosecurity new Zealand’s 
Joint decision making and cost 
sharing discussion paper  
(June 2009)

inTernaTional 
meeTings 2008-09

5-7 mArch 2009  
international wine and spirits 
federation (fivs) spring 
congress, paris

9-10 mArch 2009  
world wine Trade group inter-
sessional meeting, brussels

11-20 mArch 2009  
international wine and vine 
organisation (oiv) expert 
group meetings, paris

26 June 2009  
fivs board meeting, Zagreb

29 June-3 July 2009  
32nd world vine and wine 
congress and 7th oiv general 
assembly, Zagreb

regulaTion 
reporT
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markeTing 
brand  
new Zealand 
wine

new Zealand wine  
— pure discovery 

new Zealand is a land like no other. 
new Zealand wine is an experience 
like no other. our special 
combination of soil, climate and 
water, our innovative pioneering 
spirit and our commitment to 
quality all come together to 
deliver pure, intense and diverse 
experiences. in every glass of  
new Zealand wine is a world of 
pure discovery.

Vision 

 To be internationally 
recognised as the leading 
producer and marketer of 
highly distinctive premium 
quality wines

mission 

 To promote new Zealand wine 
generically, by providing a 
platform for individual brand 
promotion 

 To provide a strong, unified 
and differentiated positioning 
for new Zealand wine 

oBJectiVes 

 To raise awareness of and  
build brand preference for  
new Zealand wine in 
international and domestic 
markets

 To create a platform for  
new Zealand wine export  
sales of nZ$1.5 billion at 
profitable prices 

 To create a platform for  
new Zealand wine domestic 
sales of nZ$0.5 billion at 
profitable prices 

global markeTing 
sTraTegy

deepen penetration of existing 
markets

 focus on those markets we can 
make the most impact in

 — Top 3: uk, usa and australia

 —  next tier: canada, ireland,  
Japan 

 carry out market specific 
promotions, recognising  
new Zealand wine is at different 
points in our key markets

 carry out channel specific 
promotions, supporting 
restaurants, independent 
retailers and multiple retailers to 
meet the requirements of small, 
medium and large wineries 

 leverage key blue chip 
events (e.g. london, sydney, 
melbourne, Tokyo) and work 
with partners (e.g. air nZ, 
nZTe, Tourism nZ, food 
companies) to make them a  
full nZ experience 

 continually strive to bring an 
innovative approach to our 
marketing programme

open new markets

 develop new markets: in asia, 
mainland europe and outer 
regions in existing markets 

external and internal communication

 continued roll-out of the  
new Zealand wine — pure 
discovery brand across all 
touch points

 build and refine trade/media 
database and gather and utilise 
consumer data 

 hand-sell the new Zealand 
wine generic marketing 
programme to wineries and 
agents/distributors

 Take leadership with regions:  
to enable them to best leverage 
the new Zealand wine generic 
marketing programme

markeTing 
reporT

“It’s about being market led…  
aNd driViNg the New ZealaNd quality braNd propoSitioN”

“nothing is too much trouble for nZ winegrowers. 
The true worth of the work that they do can surely 

be measured by the runaway success of  
new Zealand wines in the uk.”

JoNathaN ray  wine editor, dAily telegrAph

markeTing 
reporT
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nZ wine promoTions

restAurAnt promotions

uK 
New ZealaNd wiNeS to diNe 
For, loNdoN

working with media partner square 
meal, nZw launched a successful 
restaurant promotion in 2009 
involving over 20 top london 
restaurants who committed to staff 
education and broadened listings.

usA 
New ZealaNd wiNeS to diNe 
For, ChiCago

during may nZw ran a restaurant 
promotion in chicago with 21 
key restaurants. The promotion 
was effective in encouraging trial 
and driving nZ wine sales. new 
placements and staff training 
were achieved as a result of this 
promotion. 

JApAn 
New ZealaNd iN a glaSS 
promotioN, NatioNwide

This month-long promotion saw 45 
top restaurants in Japan offering at 
least 3 new Zealand wines by the 
glass. Japanese consumers tried 
new nZ wines and restaurants had 
the opportunity to expand their 
wine list and increase sales.

retAil promotions

uK & irelAnd 
iNdepeNdeNt wiNe merChaNt 
iNitiatiVe, NatioNwide

This long-standing initiative is a 
darling of the independent trade 
with strong commercial benefits 
seen by participating retailers and 
wineries. it also attracts good media 
coverage and continued consumer 
support for new Zealand wine.

usA 
ViNo100 promotioN, 
NatioNwide

The vino100 retail promotion 
ran across 47 stores in 18 states 
during april/may 2009. The 
promotion included nZ wine point 
of sale, staff training, in-store 
tastings and dinners. increased 
consumer awareness and trial of 
nZ wine resulted, as well as better 
knowledge of nZ wine by vino100 
staff and new and repeat listings.

cAnAdA 
Saq iN-Store promotioN & 
Cellier Feature, quebeC

a new Zealand wine promotion 
took place in 84 saQ sélection 
stores to build awareness and brand 
recognition in the Quebec market. 
This promotion coincided with a 
nZ feature in cellier magazine. The 
promotion included advertising, end 
aisle displays and in-store tastings.

other promotions

uK & irelAnd 
CoNSumer FairS, NatioNwide

nZw’s involvement in Taste of 
dublin, The wine show, The daily 
Telegraph consumer tasting and 
Threshers’ wine fairs extended the 
reach and reinforced the nZ wine 
brand positioning with consumers.

AustrAliA 
Sommelier SeSSioNS, 
NatioNwide

The ‘a-list’ trade are notoriously 
hard to engage, so we looked 
to nick stock; respected wine 
writer, for advice. Together we 
built an attractive platform for 
top sommeliers which included 
blind tastings and international 
benchmarking. cellarhand director, 
patrick walsh remarked ‘it’s 
amazing to see all this group  
here together.’

JApAn 
JapaNeSe CuiSiNe aNd  
New ZealaNd wiNe broChure

This handy-sized, bilingual brochure 
written by lisa perrotti-brown mw, 
profiles ten typical Japanese dishes 
and a range of nZ varietals that 
perfectly match them. including 
stunning photography and short, 
wine matching suggestions, the 
brochure will enhance the dining 
experience of Japanese food and 
nZ wine lovers not just in Japan, but 
all over the world.

inTernaTional media 
and wine buyer visiTs

2008/9 saw a comprehensive 
programme of visits for 
international guests organised by 
new Zealand winegrowers, with 
24 visitors conducting 384 visits to 
wineries or regional bodies.  
The aim of the visit programme is 
to create long-term supporters who 
will continue to generate positive 
media coverage/place listings of 
new Zealand wine in the years 
subsequent to their memorable 
experience in the country. 

inBound Visits: 
canada  1 
korea  1 
sweden  1 
hong kong  2 
ausTralia  3 
usa  7 
uk  9

seminars

during the past year 25 generic 
seminars were conducted in 23 
cities across 11 countries to highly 
targeted audiences (primarily 
trade and media), with the aim of 
heightening education levels and 
generating interest on specific 
themes. The wines shown in the 
seminars were selected through 
two blind tastings (september  
and february) into which all  
new Zealand wineries were invited  
to submit wines.

 coming of age of nZ reds 

 sensational syrah and other  
hot reds from nZ

 rise of reds (inc. pinot noir) 

 awesome aromatics

 gewürztraminer — Taming the  
wild one

 regional Tour of new Zealand  
pinot noir

 regional character of  
new Zealand riesling and  
pinot noir 

 new Zealand sauvignon blanc  
— expression of pure Terroir

 new Zealand sauvignon blanc  
— where to from here?

 new Zealand's next wave/  
sauvignon blanc and beyond

 new Zealand wine — 100%  
sustainable by 2012 

 2007 — new Zealand’s best  
reds vintage yet?

highlighTs

in 2008/2009 the vast 
majority of exporting wineries 
participated in the new Zealand 
wine generic marketing 
programme and contributed to 
a global campaign in excess of  
nZ$5 million.

a record 291 wineries took part 
in events or generic marketing 
organized by nZ winegrowers. 

new Zealand winegrowers’ 
generic marketing programme 
consists of:

 international media and 
wine buyer visits

 seminars

 nZ wine promotions

 nZ wine events

“we only occasionally carry nZ wines so the 
fact that we had several available for an entire 

month (for nZ wines to dine for, chicago), with 
our wait staff engaged in the promotion, did  

result in a tangible increase in nZ wine sales.” 

BArrington Bistro, chicAgo

europe seminar AustrAliA seminar AsiA seminar 

 
consumer fairs

 
new Zealand 
in a glass 
promotion

JApAn  
saQ in-store 
promotion & 
cellier feature 
 

cAnAdA uK & irelAnd
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DÜsselDorf   
        Dublin

      eDinburgh

lonDon          

Manchester     

      carDiff

Key eVents countries AttendAnce

25 seminars 11 1000 Trade/media (estimate)
13 new releases 5 987 Trade/media
6 showcases 3 516 Trade/media
20 wine fairs 9 5,664 Trade/media/4508 consumers
14 key events 3 97,919 Trade/media/consumers
9 other events 2 4,510 Trade/media/consumers

nZ wine evenTs

new Zealand winegrowers runs 
a number of different types of 
events around the world.  
in newer cities the focus is on 
targeting the key wine trade and 
media to attend. 
in established cities this is 
augmented by consumer evenings. 
different formats are used to 
ensure maximum participation.

AustrAliA wine fair JApAn showcase uK wine fair

singapore     

tokyo     

osaka     

seoul     

shanghai   

hong kong     

     perth

    aDelaiDe

brisbane     

syDney       

       Melbourne

cAnAdA wine fair europe wine fair usA new release

aucklanD     

christchurch   

Wellington     

Montreal     

toronto     

chicago     

neW york         

boston       

Washington Dc         

   eDMonton

     calgary

     VancouVer

       san francisco

     los angeles

     san Diego

     las Vegas
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as significant land users 
across many regions  
the industry has had a  
long commitment to 
sustainable production  
in its widest sense. 

This focus has served the industry 
well as our markets have become 
more sophisticated in their 
requirements for proof of our 
environmental credentials. 

in 2007 new Zealand winegrowers 
(nZw) set an industry-wide 
goal to have 100% of industry 
members operating under 
approved independently audited 
sustainability schemes by 2012. 
given participation levels in such 
schemes at the time, this goal 
was aspirational but indicated 
the importance of building on our 
already well established reputation 
for sustainable production. 

since the announcement of this 
policy there has been a significant 
increase in activity around this 
area including the implementation 

of sustainability awards in our 
wine competitions and a reported 
increase in interest in organic 
production. most notably there 
has been a very large increase in 
industry participation in sustainable 
winegrowing new Zealand (swnZ). 
vineyard numbers have increased 
by 162% and wineries by 96%. 
currently 85% of the producing 
vineyard area is processed by 
member wineries, and the swnZ 
programme is well on-track 
to helping achieve the 100% 
sustainable production target over 
the next three years.

2008/2009 key 
iniTiaTives 

new scorecArds

a key development in 2009 has 
been the introduction of new swnZ 
scorecards, the primary tool for 
measurement and benchmarking 
for the industry. The revised 
scorecards (using the muddyboots 
software system), were released to 
the industry in april, for reporting 
for the 2008/2009 vintage. The 
new system establishes linkages 
with the existing operating systems 
of the user, simplifying usage 
and enhancing the programme’s 
usefulness as a management and 
reporting tool. The scorecard’s 
indicators have been extended to 
include triple bottom line reporting 
(environmental, social and economic 
indicators), and now incorporate the 
measurement of:

 water quality and efficiency of  
 water use 
 waste minimisation 
 optimal chemical management 
 energy efficiency

BenchmArKing And energy 
And wAter sAVings tool (Best)

The “besT” tool has been 
developed to assist in creating 
efficiency gains in energy use by 
wineries. adapted from a californian 
system, this tool was successfully 
trialled across (25) wineries, gaining 
universal acceptance for its ease 
of use, and its ability to identify 
options for potential improvements.

grApe futures proJect

The grape futures project is a joint 
industry research initiative (now 
in the second year of a three-year 
term) that aims to develop, test and 
implement a protocol for nil residue 
wine grape production. The first year 
introduced the pilot programme to 
growers in hawkes bay. in 2008/09 
the programme was extended to 
include 3 sites in gisborne, enabling 
the new protocols to be evaluated 
in a higher disease pressure risk 
region. in the final year the tested 
protocols will be rolled out to the 
wider industry.

 

horticulturAl informAtion 
portAl proJect

The horticultural information 
portal (hip) is a collaborative 
project between kiwifruit, wine 
and avocado industries. it aims 
to enable sectors to focus their 
limited resources on developing and 
extending the latest best-practice 
production information. This web-
based platform will provide a 
searchable database, allowing the 
sharing of information and resources 
across the nZ fruit production 
industry. in 2008/09 a project team 
developed the platform, and the 
initial information modules have been 
agreed and completed. The project 
is expected to be fully operational 
in June 2010 and will provide an 
important base for dissemination of 
information to the industry. 

NZ wine industry 
reviews international 
sustainable viticulture 
schemes.

NZ wine industry 
decides to implement 
a system to 
ensure overriding 
sustainability in  
the industry.

project working group 
formed, and pilot 
program established 
with 5 vineyards.

integrated wine grape 
production (iwgp) 
programme goes “live” 
across NZ with 120 
vineyard members.

First external audits 
undertaken for 
member accreditation.

winery programme 
developed and piloted 
with 10 wineries.

NZ wine industry 
makes commitment to 
100% Sustainability by 
the year 2012.

winery programme 
goes “live” across all 
NZ with 30 winery 
members.

NZ wine industry 
undertakes external 
review of SwNZ and 
industry practices to 
ensure international 
credibility.

membership numbers 
increased by 40%.

Vineyard membership 
covers 85% of 
producing area.
audit management 
tools developed and 
introduced.

winery membership 
increased by 50%.
New scorecards and 
audit management 
tools developed and 
introduced.
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“what’s emerging is a new breed of sauvignon; 
the ‘classic’ new Zealand sauvignon blanc can no 
longer be thought of as just one style, but many.”

patriCk ComiSkey www.winereViewonline.com, usA feBruAry 2009
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wAter mAnAgement tools  
for VineyArds

efficient irrigation is essential in 
producing high-quality grapes 
at economic yields, and the 
industry needs to be able to 
report appropriately on water 
usage to local communities, 
regulatory authorities, markets 
and consumers. in 2008/9 water 
sustainability indicators for 
irrigation have been prepared and 
will be included where relevant 
within the scorecard, manual,  
and management tools.

summary

a major focus this year has been 
on boosting the effectiveness, 
efficiency and practical use of swnZ 
measurement and benchmarking 
tools. resources have been 
deployed to efficiently manage 
rapid growth in participation, 
and to maximise the opportunity 
for industry to shape future 
development based on learning from 
the data being provided through 
the programme. as the industry 
considers its future position with 
respect to sustainability it is  
clear that a broad approach 
will continue to required to meet 
evolving market demands. 

Key

 oTago

 waipara/canTerbury

 nelson

 marlborough

 wellingTon/wairarapa

 hawkes bay

 gisborne

 auckland

swnZ vineyard membership 2004-2009
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“i am more optimistic about the quality of wine 
coming out of the north and south islands than 
i have been for a very long time… winemaking is 
better than it ever has been, at a range of price 

levels and in a wide range of styles.”

JaNCiS robiNSoN  finAnciAl times, uK, July 2009

SuStaiNability iS our  

passport to trade
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new Zealand wines are 
uncompromising in their 
delivery to consumers 
of the pure new Zealand 
experience. 

They express the distinctive 
characteristics of the new Zealand 
offering, and continue to deliver 
superb quality at exceptional value. 
growing and making top quality 
wines, however, is a process  
of ongoing compromises.  
growers and winemakers constantly 
have to make management 
decisions to nurture their product 
through to the final outcome  
— that glass of fantastic wine in  
the consumer’s hand. 

growers must adapt to and manage 
the results of the interaction of 
grapevines with their environment. 
be it decisions on yield and canopy 
management; management of 

disease; timing of vineyard activities 
that influence quality; right 
through to the all important timing 
of harvest — the topic of much 
debate with winemakers. add to 
these the complexity of decisions 
post harvest for the wine maker — 
pressing levels; yeast and ferment 
temperature selections; oak or not; 
blending and finishing. all of these 
activities interact with each other 
and influence the final grape and 
wine quality. 

on top of all of this, grape growers 
and wine makers must manage 
production logistics and cost  
to ensure that the quality glass  
of great value wine is delivered  
to the consumer profitably. 

The role of new Zealand 
winegrowers’ research programme 
is to provide practical information 
to industry to assist their decision 
making processes. The programme 
provides information on how various 

vine/environment interactions and 
management interventions influence 
final grape and wine quality.  
To provide this applied knowledge 
it is important to gain an 
understanding of fundamental 
elements of viticultural and 
wine science. The programme 
encourages deployment of the 
best tools and techniques available 
by the science community to gain 
this fundamental understanding. it 
also seeks to develop projects to 
bridge the gap between scientific 
discovery and application by 
industry. recognising one of 
the biggest compromises facing 
individuals is allocation of their 
time, the research programme has 
made a significant commitment to 
making the key research findings 
readily available in quick and easy to 
assimilate formats. 

enduring Vines for  
enduring wines

The growth in vineyard area has 
been significant over the last decade. 
most of the producing vineyards 
are relatively young vines and these 
represent a significant long-term 
investment. There are several fungal 
and viral diseases that can seriously 
affect this long-term investment 
either in the early establishment 
phase or through long-term vine 
decline with direct impacts on  
grape quality.

much of the research into the fungal 
wood rotting diseases of grapevines 
is in the early research phase and is 
not ready for application. a significant 
amount of this work is targeted at 
improving the quality of nursery stock 
for new planting and replacements. 
some of the outcomes will address 
pruning strategies to minimise 
infections in older vineyards. 

a virus elimination programme 
has been initiated to develop and 
implement region-wide strategies 
for elimination of the virus threat 
to vineyards. This programme is 
designed to implement the findings 
from several years of research into 
virus management. This highly 
applied approach relies on significant 
participation and collaboration 
between industry participants.

tArgeting grApe quAlity

building on the old adage ‘great 
wine is made in the vineyard’ much 
of new Zealand winegrowers’ 
research investment is focused 

on aspects of quality grape 
production. while it would be 
ideal to investigate all varieties 
grown, to maximise value from the 
investment, sauvignon blanc and 
pinot noir are used as the primary 
model varieties. 

over the last year the industry has 
renewed its focus on managing 
vineyard yields to specific targets, 
and focusing on quality production. 
much of the recent research 
investment by new Zealand 
winegrowers and our research 
partners has provided significant 
benefit in achieving these aims in 
vintage 2009 and beyond.

comprehensive studies on 
yield prediction and the various 
components of yield, and their 
relationship to quality have been 
conducted primarily through 
researchers at the marlborough 
wine research centre. These 
studies, which form part of the 
wider sauvignon blanc programme, 
have provided vital information to 
industry when developing yield 
management strategies to target 
improved quality. 

having a good yield prediction 
model has provided the industry 
with an important early warning 
device. being able to quantify 
potential yields early provides 
guidance for pruning and crop 
management strategies, and also 
assists in guiding required capital 
investment. studies on training 
systems, cane selection, and 
impacts of crop load have provided 
practical guidance to industry on 

methods for yield management and 
their likely impact on quality. an 
important project on mechanical 
thinning of grapes is providing a 
promising new tool for industry to 
cost effectively manage yield.
new Zealand is at the forefront 
of a growing international focus 
of research on sauvignon blanc. 
despite significant advances  
in our knowledge we can still only 
explain and manage a relatively 
small amount of the complexity 
and unique characteristics in  
our wines. future focus will 
continue to be on unravelling this 
complexity, with an emphasis on 
vineyard-derived drivers of quality, 
and on improving our ability to 
predict the final outcome of our 
interventions on the characteristic 
qualities of our wines.

worKing together And 
inVesting wisely

industry investment into research 
is critical to the long-term 
development and well-being of  
the industry. as the industry has 
grown, the money available  
through levies to invest collectively 
in research on the industry’s  
behalf has grown. This funding  
base has allowed the industry  
to invest directly on specific 
projects of direct application,  
and undertake activities which 
could not be afforded by individuals 
or companies. 

“as syrah is a versatile grape capable of yielding 
superb wines in cooler microclimates within 
warm areas as well as in protected spots within 
cooler regions, it appears to have a bright future 
in new Zealand.”

SteVe taNZer  internAtionAl wine cellAr, usA septemBer 2008

research 
reporT
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research 
proJecTs 
funded  
This year:

currenT research 
proJecTs

Mealybug ManageMent & ecology in VineyarDs 
2008-2009 
Plant and Food Research (J Walker)

iDentification of Micro-organisMs associateD With 
sour rot of grapes in the gisborne District 
Plant and Food Research (Bob Fullerton)

soil Drench application of iMiDaclopriD to control 
Mealybugs  
Plant and Food Research (P Lo)

post-harVest application of iMiDaclopriD for 
control of Mealybug craWlers 
Plant and Food Research (P Lo)

Visit by Dr Jocelyn Millar, professor of entoMology 
Plant and Food Research (V Bell)

iMpleMentation of Virus eliMination strategy 

increasing the Detection rates of glraV-3 Virus 
Linnaeus Laboratory (J McKay)

unDerstanDing an innate resistance to Virus 
infection in plants  
University of Auckland (E Chan)

cylinDrocarpon blackfoot Disease — a stuDy into its 
iDentification, epiDeMiology anD control 
Lincoln University (M Jaspers)

botryosphaeria trunk Diseases — iDentification, 
epiDeMiology & control 
Lincoln University (M Jaspers)

using Meteorological Data to preDict regional 
VineyarD yielD 
Plant and Food Research (M Trought)

grape futures — iMpleMenting ultra loW resiDue 
Wine grape proDuction 
Plant and Food Research (P Elmer) Supported by MAF 
Sustainable Farming Fund

VineyarD inforMation systeMs for botrytis risk 
ManageMent 
Plant and Food Research (R Beresford)

carbohyDrate ManageMent of grapeVines 
Plant and Food Research (M Trought)

effect of tiMing of leaf reMoVal on pinot noir 
Lincoln University (R Harrison)

iMpact of soil Variability on pinot noir 
Plant and Food Research (C Vasconcelos)

iMpact of Vine Vigour on flaVour  
Plant and Food Research (C Vasconcelos)

the use of Mechanical thinning in the ManageMent of 
sauVignon blanc Vines 
Plant and Food Research (M Trought)

What Makes this Wine a sauVignon blanc? 
Plant and Food Research (S Jaeger)

the effect of post harVest Defoliation on  
carbon anD nitrogen balance of high yielDing  
sauVignon blanc Vines 
Plant and Food Research (C Vasconcelos)

assessing attributes of sauVignon blanc using 
fourier transforM infrareD (ftir) spectroscopy 
Plant and Food Research (Peter Schaare)

influence of sugar concentration on thiol sensory 
properties of sauVignon blanc 
Plant and Food Research (M Trought)

protein stabilisation of neW ZealanD  
sauVignon blanc 
Lincoln University (R Harrison), supported by The 
Foundation for Research, Science and Technology and 
Pernod Ricard

sensory eValuation of research Wines & DeVelopMent 
in house panel 
Lincoln University (W Parr)

sensory eValuation of Wine: psychological aspects 
Lincoln University (W Parr)

iMproVeD press fractions froM sauVignon blanc 
Auckland Uniservices Ltd (P Kilmartin)

aDDing nitrogen in the VineyarD or Winery 
Plant and Food Research (K Stronge)

breeDing Wine yeasts 
Auckland Uniservices Ltd (R Gardner)

DeVelopMent of analytical capacity for analysis of 
aroMa anD flaVour coMpounDs in pinot noir 
Auckland Uniservices Ltd (P Kilmartin)

contract synthesis of labelleD thiols 
Auckland Uniservices Ltd (L Nicolau)

sustainable Winery Waste ManageMent 
MWH New Zealand Limited (P Jacobson) a SWNZ project

neW ZealanD WinegroWer MagaZine  
research articles 
 Various

surveys

VineyarD surVey 2008 
Blackbox Spatial

Vintage surVey 2009 
New Zealand Winegrowers

export proJections surVey 2008-2013 
New Zealand Winegrowers

publicaTions

Monthly neWsletter to MeMbers** 
New Zealand Winegrowers

neW ZealanD WinegroWer  
Published quarterly by WineZeal Enterprises Ltd under 
authority of New Zealand Winegrowers

statistics annual 2008* 
New Zealand Winegrowers

Monthly neW ZealanD Wine export report** 
New Zealand Winegrowers

roMeo bragato conference proceeDings 
(available for purchase)

export Wine grape spray scheDule 2008/2009** 
Rex Sunde, Fantail Island Ltd

international labelling guiDe (12th eDition) 
New Zealand Winegrowers 

international WineMaking practices guiDe  
(seconD eDition feb 2009)** 
New Zealand Winegrowers

seasonal VineyarD Workers — a practical guiDe to 
your legal obligations ** 
New Zealand Winegrowers

WinD Machine coDe of practice 2008 ** 
New Zealand Winegrowers

planning for the Wine inDustry 
Available on www.qualityplanning.org.nz

Wine stanDarDs ManageMent plan coDe of practice 
New Zealand Winegrowers

euroMonitor country Market reports  
for 30 countries 
New Zealand Winegrowers (Available only to Country 
Generic Fee Payers)

neW ZealanD Wine generic Marketing prograMMe 
2008/2009** 
New Zealand Winegrowers

neW ZealanD Wine proMotional Material  
New Zealand Winegrowers (Available for purchase)

neW ZealanD WinegroWers post eVent reports** 
New Zealand Winegrowers 

neW ZealanD WinegroWer’s boarD Meeting reports** 
New Zealand Winegrowers 

Monthly DoMestic Market report 
New Zealand Winegrowers

ac nielsen scantrak Data reports**

†Brackets indicate primary contact * Denotes those available on www.nzwine.com   ** Denotes those available on www.nzwine.com/members 

new Zealand winegrowers 
works directly with industry and 
research providers to develop large 
collaborative research programmes 
that qualify for funding from 
outside sources, primarily 
government research funds. These 
large programmes create a critical 
mass of research activity to make a 
real difference, and often form the 
platform for transfer of knowledge 
to the industry through direct 
involvement. currently for every 
levy dollar invested in research 
projects there is approximately 
another $6 of research investment 
into our industry by all stakeholders. 

building beyond this present 
investment is critical if the industry 
is to grow their knowledge base for 
the future. The industry currently 
has a major engagement with three 
large programmes funded by the 
foundation for research science 
and Technology. These form the 
central hub of the wider research 
programme and are fundamental to 
building critical mass. 

however, the current support for 
the industry from this source does 
not reflect the contribution of the 
industry to the country’s gdp and 
we will seek to grow this support in 
the future. 

maf sustainable farming fund 
continues to provide vital support 
to the industry. This funding 
allows for development of applied 
projects, and assists extension and 
uptake of research findings.  
new Zealand winegrowers is 
pleased to see an increased 
emphasis in government science 
funding to deliver benefits to 
industry, such as the recently 
established primary growth 
partnership. we will continue to 
explore partnership opportunities 
to enhance our applied research. 

pAssing Knowledge on

with the increasing amount of 
information flowing from the 
programme comes the issue of 
getting this information into the 
right hands.  

many of the research projects 
supported by the programme are 
reported through conferences, 
particularly the romeo bragato 
conference, various seminars and 
workshops in the regions. The 
inclusion of a regular research 
supplement in the new Zealand 
winegrower Journal has provided 
updates on current findings 
from the programme, and this is 
supported by wider reporting in 
the print media. in a new approach 
new Zealand winegrowers is 
working closely with our research 
providers on the development of 
a factsheet format which can be 
delivered through the internet, 
providing quick access to key 
summaries of the research. 

The bragato Trust was 
established in 2007 thanks to 
a generous bequest from Jan 
colville granddaughter of romeo 
and laura bragato to further 
research into new Zealand’s 
grape and wine industry and 
to provide scholarships to 
exceptional graduates. Three 
scholarships have been awarded 
so far by the bragato Trust. 

undergrAduAte AwArd

matthew Fox, giSborNe  
studying combined bachelor  
of viticulture & wine sciences 
at eiT.

postgrAduAte scholArship

gerard logaN, hawkeS bay 
studying for a ph d, in chemistry, 
at auckland university. Thesis 
— “rotundone: The impact of 
viticulture on fruit and wine 
sensory components in syrah."

reseArch fellowship

VaughN bell, hawkeS bay 
scientist at institute of plant & 
food research, havelock north. 
research project — to determine 
the efficacy of herbicides on 
leafroll virus infected vines 
to eliminate the disease from 
remnant vine roots. 
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air  
new Zealand  
wine awards 
2008

The air new Zealand wine awards 
is the premier wine competition 
in new Zealand, recognising 
excellence in winemaking. every 
year kiwi wine lovers eagerly await 
the results of the air new Zealand 
wine awards to help them with 
their selection of quality  
new Zealand wine.

Judging & results

in 2008, a record 1751 wines were 
rigorously judged by a team of local 
and international wine experts to 
identify medal and trophy winners. 

The 2008 international judges 
included James lawther mw, an 
independent wine writer based in 
bordeaux; Joshua greene, editor 
and publisher of wine & spirits 
magazine; kym milne mw, wine 
consultant and nick stock, wine 
critic and author.

18 trophies were awarded including 
the air new Zealand champion 
wine of the show Trophy. 

a total of 3 pure elite gold, 28 elite 
gold, 4 pure gold, 156 gold, 19 pure 
silver, 220 silver, 32 pure bronze 
and 367 bronze medals were 
awarded in 2008. 

AdVertising & pr cAmpAign

a comprehensive marketing and 
public relations campaign was 
undertaken to promote the 2008 
air new Zealand wine awards. 

The advertising campaign included 
press advertising in national 
and regional newspapers, radio 
advertising on newstalk nZ  
and lifestyle magazines including  
kia ora, cuisine, cuisine wine 
country, nZ house & garden and  
nZ life & leisure.

Trophy and gold medal guides were 
also produced with 50,000 copies 
being distributed.

significant media coverage resulted 
from the pr campaign, including 
key television coverage, radio 
coverage and numerous articles in 
newspapers, magazines and online. 

wine 
awards

“geez, the kiwis do the marketing thing well, 
don’t they? Just a couple of days after the  
air new Zealand wine awards night in 
wellington, a few of them hopped on a plane... 
and flew across the ditch to show off almost  
all the gold medal and trophy winners from the 
competition. what a great opportunity to taste 
a line up of the islands’ best wines.” 

max alleN the weeKend AustrAliAn, dec 2008

Trophies awarded

Air New Zealand Champion Wine of the Show Trophy 
church roaD reserVe syrah 2007

Bell Gully Champion Sustainable Wine Trophy 
crossroaDs Winery elMs VineyarD haWkes bay 
reserVe syrah 2007

O-I New Zealand Champion Chardonnay Trophy 
ViDal reserVe haWkes bay charDonnay 2007

Guala Closures New Zealand Champion  
Sauvignon Blanc Trophy 
golDWater sauVignon blanc 2008

JF Hillebrand New Zealand Ltd Champion  
Pinot Noir Trophy 
rockburn pinot noir 2007

Nissan New Zealand Ltd Champion Sparkling  
Wine Trophy 
Daniel le brun blanc De blanc 2000

BDO Spicers Champion Other White Styles  
& Rosé Trophy 
Villa Maria estate single VineyarD oMahu 
graVels Viognier 2007

Business World Travel Champion Cabernet 
Sauvignon or Merlot/Cabernet Blend Trophy 
selaks the faVourite Merlot cabernet 2007

Fairfax Media Champion Open Red Wine Trophy 
rockburn pinot noir 2007

Fruitfed Supplies Champion Syrah Trophy 
church roaD reserVe syrah 2007

HortResearch Champion Riesling Trophy 
forrest the Doctors' riesling 2008

The Huka Retreats Champion Pinot Gris Trophy 
shingle peak reserVe pinot gris 2008

Label and Litho Champion Gewürztraminer Trophy 
hunter's geWÜrZtraMiner 2008

New Holland Agriculture Champion Merlot Trophy 
not aWarDeD

New World Champion Open White Wine Trophy 
golDWater sauVignon blanc 2008

Newstalk ZB Champion Other Red Styles Trophy 
trinity hill giMblett graVels haWkes bay 
teMpranillo 2007

Wineworks Champion Medium Sweet or  
Sweet Wine Trophy 
forrest the Doctors' noble chenin blanc 2008

Corbans Viticulture Champion Exhibition White or 
Sparkling Wine Trophy 
Villa Maria estate reserVe haWkes bay 
charDonnay 2006

Kapiti Champion Exhibition Red Wine Trophy 
nautilus four barriques pinot noir 2007

auckland media also had the 
chance to be the first to taste the 
2008 air new Zealand wine award 
gold and pure gold medal wines on 
the day they were announced, at a 
private vip tasting. 

new Zealand winegrowers and  
air new Zealand also took 
the opportunity to host seven  
new Zealand and three international 
media at the gala dinner. 

Air new zeAlAnd wine 
AwArds dinner

The 2008 gala awards dinner was 
held in wellington to announce and 
celebrate the trophy-winning wines 
and acknowledge the talents of  
our winemakers.

over 760 guests experienced 
the trophy wines first-hand, 
accompanied by a six-course dinner 
designed by air new Zealand’s 
executive chefs. The entertainment 
reflected the ‘creative capital’ of 
new Zealand and included The 
improvisors, the world of wearable 
art, award winning actress 
geraldine brophy, wellington 
international ukulele orchestra,  
and The beat girls.

This black tie dinner was one to 
remember with the quality cuisine 
delivered by ruth pretty catering 
perfectly complimenting the fine 
trophy wine.

dinner & tAsting — AustrAliA 

To further strengthen the credibility 
of the air new Zealand wine 
awards medals in australia, the 
2008 gold medal wines were 
launched to a select audience of 
top media and trade in melbourne. 
guests enjoyed a private 
degustation dinner and tasting, 
which was hosted by previous and 
current air new Zealand wine 
awards judges.

for more information on the  
air new Zealand wine awards  
visit www.airnzwineawards.co.nz
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New ZealaNd wiNe remaiNS a StroNg  

propoSitioN. our reputatioN iS poSitiVe aNd 

we’ve carved a niche in  
the global market

“…it’s not fanciful to imagine that within a generation 
we’ll be talking about kiwi pinot in the same breath as 
we now speak of burgundy’s fabled red wine villages…
kiwis know, but for a few exceptions they hold the key  
to a reinvention of red burgundy in the new world.”

aNthoNy roSe the independent, uK, noVemBer 2008

bragaTo 
wine awards 
2008
This unique competition 
commenced in 1995 and is 
designed to recognise viticultural 
excellence in new Zealand.  
The bragato wine awards 
acknowledge the influence of grape 
growers and their vineyards in 
creating the unique qualities of  
new Zealand wines. 

with entries limited to wines 
produced from grapes grown by 
a specific individual, many of the 
record 883 entries in 2008 were 
produced from a single vineyard. 

The competition is indebted  
to competition director  
mark compton and his two  
judging panels and team of 
stewards together with the 
sponsor, o-i new Zealand.

The trophies awarded at the 
bragato awards honour individuals 
who have made a particular 
viticultural contribution to those 
varieties and styles.

Trophies awarded

Champion Wine Of Show And Bragato Trophy Winner
olssens Jackson barry pinot noir 2007
olssen’s garDen VineyarD – central otago
John olssen

Champion Amateur Wine Plaque 
silVerton roaD Merlot cabernet Malbec 2007 
silVerton roaD VineyarD – haWkes bay
bruce lepparD

Mike Wolter Memorial Trophy And Champion Pinot Noir
olssens Jackson barry pinot noir 2007
olssen’s garDen VineyarD – central otago
John olssen

Champion Cabernet Sauvignon
Mills reef elspeth cabernet sauVignon 2006
Mere roaD VineyarD – haWkes bay
paDDy anD tiM preston

Tom Mcdonald Memorial Trophy And  
Champion Classical Red Wine
saint clair rapaura reserVe Merlot 2006
rapaura VineyarD – Marlborough
neal anD JuDy ibbotson

Alan Limmer Trophy And Champion Syrah
neWton forrest syrah 2006
cornerstone VineyarD – haWkes bay
bob neWton

Champion Other Red Wine
beach house Montepulciano 2007
the track VineyarD – haWkes bay
chris harrison

Richard Smart Trophy And Reserve Champion Wine
palliser estate charDonnay 2007
palliser VineyarD – Martinborough
allan Johnson

Friedrich Wohnsiedler Trophy And Champion Riesling
seifrieD riesling 2007
seifrieD estate - nelson
herMann seifrieD

Champion Gewürztraminer
saint clair pioneer block 12 lone guM 
geWÜrZtraMiner 2007
lone guM VineyarD - Marlborough
chris anD JuDy siMMonDs

Brother Cyprian Trophy And Champion Pinot Gris
WaiMea bolitho sV pinot gris 2007
th & rM bolitho VineyarD – nelson
treVor bolitho

New Zealand Wine Cellars Trophy And  
Champion Sauvignon Blanc
saint clair pioneer block 6 ‘oh’ block  
sauVignon blanc 2008
bucklanD groVe VineyarD - Marlborough
Martin anD gail goyne

Bill Irwin Trophy And Champion Chardonnay
palliser estate charDonnay 2007
palliser VineyarD – Martinborough
allan Johnson

Champion Dessert Wine Plaque
askerne noble seMillon 2006
askerne VineyarD – haWkes bay
kathryn anD John loughlin
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wineries and grape growers (2000-2009)

WINERIES  
By CATEGORy*

2000 2001 2002 2003 2004 2005 2006 2007* 2008† 2009

Category I 331 353 369 388 425 466 482 483 523 577

Category 2 23 24 26 30 34 44 42 51 56 60

Category 3 4 3 3 3 4 6 6 9 6 6

TOTAL 358 380 398 421 463 516 530 543 585 643

*  up to 2007: category i – annual sales not exceeding 200,000 litres. category 2 – annual sales between 200,000 and 2,000,000 litres.  
category 3 – annual sales exceeding 2,000,000 litres.

†   from 2008: category i – annual sales not exceeding 200,000 litres. category 2 – annual sales between 200,000 and 4,000,000 litres.  
category 3 – annual sales exceeding 4,000,000 litres.

WINERIES  
By REGION 2000 2001 2002 2003 2004 2005 2006 2007 2008 2009

Northland 7 7 8 7 8 10 10 11 14 14

Auckland 79 81 82 89 88 90 91 92 103 109

Waikato/Bay of Plenty 12 12 13 13 13 17 18 17 19 20

Gisborne 13 15 17 16 17 19 22 19 22 24

Hawkes Bay 44 50 53 56 58 62 66 67 71 79

Wellington 37 41 45 44 49 54 56 57 58 61

Nelson 25 28 27 26 24 29 29 28 32 34

Marlborough 62 63 68 74 84 101 106 104 109 130

Canterbury 39 37 38 42 46 50 48 52 54 62

Otago 39 45 46 52 75 82 82 89 95 103

Other Areas 1 1 1 2 1 2 2 7 8 7

TOTAL 358 380 398 421 463 516 530 543 585 643

GRAPE GROWERS  
By REGION AUCK WAIK GISB HB WAIR NELS MARL WAIP CANT OTAGO TOTAL

2003 13 9 89 136 29 37 254 6 19 42 634

2004 17 5 97 126 17 28 275 6 12 11 594

2005 18 7 108 168 33 40 415 7 12 17 825

2006 20 9 92 157 39 46 428 11 21 50 875

2007 25 4 100 186 25 58 530 12 4 63 1007

2008 38 13 89 172 44 57 524 20 41 75 1073

2009 44 11 87 171 48 62 568 22 38 77 1128

summary: new Zealand wine (2000-2009)

2000 2001 2002 2003 2004 2005 2006 2007 2008 2009

Number of Wineries 358 380 398 421 463 516 530 543 585 643

Producing Area  
(hectares)

10,197 11,648 13,787 15,800 18,112 21,002 22,616 25,355 29,310 31,057*

Average yield  
(tonnes per hectare)

7.8 6.1 8.6 4.8 9.1 6.9 8.2 8.1 9.7 9.2

Average Grape Price  
($ per tonne)

1,153 1,441 1,634 1,929 1,876 1,792 2,022 1,981 2,161

Tonnes Crushed 80,100 71,000 118,700 76,400 165,500 142,000 185,000 205,000 285,000 285,000

Total Production  
(millions of litres)

60.2 53.3 89 55 119.2 102 133.2 147.6 205.2 205.2

Domestic Sales of NZ Wine  
(millions of litres NZ Wine)

41.3 36.2 32.6 35.3 35.5 45 50 51 46.5 59.7

Consumption per Capita NZ wine  
in NZ (litres)

10.8 9.3 8.2 8.8 8.8 11.2 12.1 12.2 11.1 13.9

Total sales of all wine in NZ 
(millions of litres)

66.2 66.6 68.3 74.5 79.7 81.7 86 91.8 87.4 92.3

Consumption per Capita  
all wines in NZ (litres)

17.3 17.3 17.4 18.6 19.6 19.8 20.6 21.7 20.8 21.4

Export Volume  
(millions of litres)

19.2 19.2 23 27.1 31.1 51.4 57.8 76 88.6 112.6

Export Value  
(millions of NZ$ FOB)

168.6 198.1 246.4 281.9 302.6 434.9 512.4 698.3 797.8 991.7

Sustainable Winegrowing  
New Zealand Membership – Vineyards

403 431 432 457 683 1244

Sustainable Winegrowing  
New Zealand Membership – Wineries

30 51 53 59 77 135

* Estimate 

sTaTisTics
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new Zealand vinTages (2000-2009)

By GRAPE VARIETy (TONNES) 2000 2001 2002 2003 2004 2005 2006 2007 2008 2009

Sauvignon Blanc 15,472 20,826 36,742 28,266 67,773 63,297  96,686 102,426 169,613 177,647

Chardonnay 23,593 17,067 33,883 15,534 35,597 29,741  26,944 38,792 33,346 34,393

Riesling 4,070 4,377 5,038 3,376 5,647 4,792  6,745 6,017 8,547 6,316

Pinot Gris 572 747 1,214 836 1,888 1,655  3,675 6,053 12,417 11,410

Semillon 2,189 1,887 3,053 2,192 3,511 2,388  2,664 2,929 2,561 1,667

Müller Thurgau 6,353 4,231 4,806 1,685 3,888 2,144  1,573 1,437 847 506

Gewürztraminer 594 460 990 529 1,325 1,164  1,532 2,052 2,101 2,123

Muscat Varieties 3,487 1,694 2,623 1,242 1,828 2,098  1,532 2,017 1,697 1,505

Reichensteiner 1,185 723 1,184 644 1,140 675  762 512 681 0

Other White Vinifera 939 801 1,253 330 668 360  344 415 247 249

Chenin Blanc 1,992 1,041 1,322 391 1,325 629  337 212 151 93

Viognier 155  176 543 573 784

Pinot Noir 6,319 8,015 10,402 9,402 20,145 14,578  22,062 20,699 32,878 27,547

Merlot 4,090 2,573 6,502 4,957 9,330 9,194  11,206 11,714 10,166 11,723

Cabernet Sauvignon 3,792 2,782 4,375 3,201 4,045 3,018  2,659 2,462 2,270 2,304

Malbec 363 273 731 458 1,106 763  1,325 1,086 1,036 972

Syrah 257 244 397 330 691 758  1,057 1,514 1,452 1,500

Cabernet Franc 702 332 827 602 858 782  673 819 688 735

Pinotage 868 487 863 588 917 708  631 890 719 694

Other Red Vinifera 400 375 430 221 400 459  262 227 291 262

All Hybrids 20 51 51 38 17 47  40 8 69 17

SURVEy TOTAL 78,069 68,986 116,686 74,821 162,100 139,406 182,885 202,823 282,352 282,447

INDUSTRy TOTAL* 80,100 71,000 118,700 76,400 165,500 142,000 185,000 205,000 285,000  285,000 

By REGION (TONNES) 2000 2001 2002 2003 2004 2005 2006 2007 2008 2009

Northland 105 84 186 182 144 183 208 203 204 148

Auckland 1,363 614 1,526 715 1,497 948 1,345 1,241 1,604 1,615

Waikato/Bay of Plenty 637 411 932 497 457 210 261 212 192 202

Gisborne 21,820 12,936 26,587 14,350 25,346 22,493 18,049 26,034 23,911 23,093

Hawkes Bay 23,886 10,887 25,661 10,832 30,429 28,098 33,287 41,963 34,284 40,985

Wellington 1,124 1,457 2,022 1,311 2,820 1,649 3,008 1,949 4,105 4,421

Marlborough 26,212 36,962 54,496 40,537 92,581 81,034 113,436 120,888 194,639 192,128

Nelson 1,125 2,313 1,785 3,149 4,563 2,454 5,623 5,190 7,002 7,740

Canterbury 788 1,779 1,972 1,422 2,825 895 3,051 1,699 6,881 5,476

Otago 1,009 1,543 1,519 1,825 1,439 1,441 4,612 3,434 9,495 6,218

Other 6 421

SURVEy TOTAL 78,069 68,986 116,686 74,821 162,100 139,406 182,885 202,823 282,352 282,447

INDUSTRy TOTAL* 80,100 71,000 118,700 76,400 165,500 142,000 185,000 205,000 285,000 285,000

* The data shown are the results from the NZW’s Annual Vintage Surveys, whereas ‘Industry Total’ represents the tonnes crushed by the total wine industry. The difference between 
‘Total’ and ‘Industry Total’ is data from wine companies who did not respond to the Vintage Survey.  
source: New Zealand Winegrowers' Annual Vintage Surveys.

new Zealand producing vineyard area (2002-2011)

By GRAPE VARIETy (HECTARES) 2002 2003 2004 2005 2006 2007 2008 2009* 2010*     2011*

Sauvignon Blanc 3,685 4,516 5,897 7,277 8,860 10,491 13,988 14,735 14,844  15,383 

Pinot Noir 2,029 2,624 3,239 3,757 4,063 4,441 4,650 4,702 4,753  4,824 

Chardonnay 3,427 3,515 3,617 3,804 3,779 3,918 3,881 3,915 3,929  3,938 

Merlot 1,077 1,249 1,487 1,492 1,420 1,447 1,383 1,367 1,371  1,386 

Riesling 529 653 666 811 853 868 917 928 934  940 

Pinot Gris 232 316 381 489 762 1,146 1,383 1,460 1,495  1,511 

Cabernet Sauvignon 745 741 687 614 531 524 516 517 517  519 

Gewürztraminer 178 197 210 257 284 293 316 316 316  316 

Syrah 117 134 183 211 214 257 278 290 294  294 

Semillon 233 257 306 240 229 230 199 183 181  181 

Cabernet Franc 170 180 213 180 164 168 166 165 166  166 

Malbec 116 152 168 163 155 160 156 157 157  160 

Muscat Varieties 135 134 136 139 140 139 135 125 125  125 

Müller Thurgau 307 256 155 137 116 106 79 78 78  78 

Pinotage 87 82 82 85 90 88 74 74 74  74 

Chenin Blanc 113 108 72 58 59 50 50 47 48  48 

Reichensteiner 47 59 61 59 61 66 72 72 72  72 

Other & Unknown 560 627 552 1,229 836 963 1,087 1,926 2,789  4,724 

TOTAL** 13,787 15,800 18,112 21,002 22,616 25,355 29,310 31,057 32,143 34,739

By REGION (HECTARES) 2002 2003 2004 2005 2006 2007 2008 2009* 2010* 2011*

Auckland 448 461 591 514 504 533 534 550 556  573 

Waikato/Bay of Plenty 137 142 151 148 150 145 147 147 147  147 

Gisborne 1,774 1,885 1,810 1,890 1,913 2,133 2,142 2,153 2,197  2,203 

Hawkes Bay 3,463 3,702 3,873 4,249 4,346 4,665 4,899 4,928 4,945  4,963 

Wairarapa/Wellington 475 595 737 779 777 827 855 871 882  885 

Marlborough 5,731 6,831 8,539 9,944 11,488 13,187 15,915 16,682 16,787  17,347 

Nelson 398 485 548 646 695 782 794 842 861  880 

Canterbury/Waipara 482 601 641 853 925 1,034 1,732 1,754 1,760  1,764 

Otago 534 703 844 978 1,253 1,415 1,552 1,540 1,561  1,598 

Other & Unknown 345 395 378 1,001 565 634 770 1,590 2,447  4,379 

TOTAL** 13,787 15,800 18,112 21,002 22,616 25,355 29,310 31,057 32,143 34,739

* Forward estimate 
** Total corrected to account for assumed vineyard underestimation 
source: New Zealand Winegrowers' Vineyard Survey
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new Zealand wine exporTs by markeT (year end June 2009)

WHITE 750ML WHITE OTHER White total RED 750ML RED OTHER reD total SPARKLING FORTIFIED total

Australia L 
$ 
$/L

25.695 
240.000 

$9.34 

6.036 
30.476 

$5.05 

31.731 
270.477 

$8.52 

2.144 
28.299 
$13.20 

1.941 
8.730 
$4.50 

4.084 
37.029 

$9.07 

1.527 
15.791 

$10.34 

0.001 
0.015 

$20.16 

37.343 
323.312 

$8.66 

United 
Kingdom

L 
$ 
$/L

24.351 
201.629 

$8.28 

7.335 
22.411 
$3.06 

31.687 
224.040 

$7.07 

3.653 
37.970 
$10.39 

0.077 
0.433 
$5.64 

3.730 
38.404 
$10.30 

0.795 
5.468 
$6.88 

 
0.001 

$63.30 

36.212 
267.913 

$7.40 

U.S.A. L 
$ 
$/L

18.201 
185.790 

$10.21 

2.131 
10.890 

$5.11 

20.331 
196.680 

$9.67 

1.825 
26.599 
$14.57 

 
0.001 

$66.67 

1.825 
26.600 
$14.57 

0.025 
0.385 

$15.66 

 
0.002 

$90.55 

22.181 
223.666 

$10.08 

Canada L 
$ 
$/L

3.015 
38.010 
$12.61 

1.409 
3.715 

$2.64 

4.424 
41.724 
$9.43 

0.523 
7.313 

$13.98 

0.096 
0.302 
$3.13 

0.620 
7.615 

$12.29 

0.006 
0.058 
$9.48 

0.006 
0.100 

$18.04 

5.055 
49.498 
$9.79 

Netherlands L 
$ 
$/L

1.913 
16.450 
$8.60 

0.160 
0.771 

$4.82 

2.073 
17.221 
$8.31 

0.222 
3.193 

$14.36 

0.025 
0.128 
$5.07 

0.248 
3.321 

$13.42 

0.033 
0.289 
$8.83 

2.354 
20.831 
$8.85 

Ireland L 
$ 
$/L

1.286 
13.640 
$10.61 

0.010 
0.126 

$12.70 

1.296 
13.767 
$10.62 

0.202 
2.735 

$13.53 

0.202 
2.735 

$13.53 

1.498 
16.501 
$11.01 

Singapore L 
$ 
$/L

0.805 
10.322 
$12.83 

0.004 
0.055 

$13.65 

0.809 
10.377 
$12.83 

0.180 
2.798 

$15.57 

0.001 
0.013 

$13.83 

0.181 
2.812 

$29.39 

0.011 
0.171 

$16.16 

 
0.011 

$72.83 

1.000 
13.370 
$13.37 

Hong Kong L 
$ 
$/L

0.464 
5.942 
$12.81 

0.024 
0.270 
$11.39 

0.488 
6.213 

$12.74 

0.119 
2.401 

$20.23 

0.006 
0.087 
$15.61 

0.124 
2.488 

$20.02 

0.012 
0.168 

$13.86 

 
0.002 

$33.09 

0.624 
8.870 

$14.22 

Japan L 
$ 
$/L

0.315 
4.340 
$13.79 

 
0.005 
$17.13 

0.315 
4.345 

$13.80 

0.185 
3.405 

$18.38 

0.003 
0.062 

$20.21 

0.188 
3.467 

$18.41 

0.001 
0.024 

$19.50 

 
0.001 

$123.83 

0.504 
7.837 

$15.54 

Denmark L 
$ 
$/L

0.575 
4.478 
$7.79 

0.391 
1.153 

$2.95 

0.966 
5.631 
$5.83 

0.053 
0.872 

$16.58 

0.053 
0.872 

$16.58 

 
0.007 

$15.00 

1.019 
6.510 
$6.39 

China L 
$ 
$/L

0.248 
2.636 

$10.62 

0.078 
0.312 
$4.01 

0.326 
2.948 
$9.04 

0.210 
3.087 
$14.71 

0.007 
0.069 
$9.70 

0.217 
3.156 

$14.54 

0.001 
0.026 

$22.36 

0.544 
6.130 

$11.26 

Germany L 
$ 
$/L

0.345 
3.419 
$9.92 

0.074 
0.277 
$3.73 

0.419 
3.696 
$8.82 

0.110 
1.969 

$17.97 

0.001 
0.015 

$15.00 

0.111 
1.984 

$32.97 

0.530 
5.680 

$10.73 

Others L 
$ 
$/L

2.450 
29.281 
$11.95 

0.620 
2.449 
$3.95 

3.069 
31.730 
$10.34 

0.586 
8.143 

$13.89 

0.010 
0.118 

$12.26 

0.596 
8.261 

$13.86 

0.116 
1.561 

$13.51 

0.001 
0.051 

$61.08 

3.782 
41.602 
$11.00 

TOTAL L
$

$/L

79.662
755.938

$9.49 

18.272
72.911
$3.99 

97.934
828.848

$8.46 

10.012
128.784
$12.86 

2.166
9.957
$4.60 

12.178
138.742

$11.39 

2.527
23.948
$9.48 

0.007
0.183

$24.83 

112.647
991.721

$8.80 

note: All figures are in millions 
source: Statistics New Zealand

“The event was a trade tasting… called ‘new Zealand wine fair: 
singapore 2008’. it was very well organised, showcasing a decent 
selection of producers large and small, good and great.  
…new Zealand winegrowers supplied a lot of up-to-date 
information and winery details. a good day’s tasting.”

liSa perrotti-browN  mw on eroBertpArKer.com

new Zealand wine exporTs by markeT (2000-2009)

2000 2001 2002 2003 2004 2005 2006 2007 2008 2009

Australia L 
$

2.402 
23.857

2.373 
26.059

3.569 
38.132

4.661 
51.621

5.654 
56.285

9.762 
88.033

13.180 
122.441

18.632 
179.933

24.633 
246.696

37.343 
323.312

UK L 
$

10.464 
84.673

9.918 
92.728

11.858 
117.981

12.258 
113.729

13.864 
119.786

21.124 
162.120

21.907 
166.937

27.573 
227.418

29.646 
240.730

36.212 
267.913

USA L 
$

2.510 
26.530

3.132 
40.815

3.776 
48.225

5.578 
67.390

7.266 
80.026

12.975 
113.237

14.411 
138.411

18.712 
175.515

19.492 
159.787

22.181 
223.666

Canada L 
$

0.648 
5.641

0.612 
6.312

0.713 
7.687

0.988 
10.351

0.700 
6.934

1.477 
13.907

2.061 
21.888

3.182 
33.870

5.219 
47.060

5.055 
49.498

Netherlands L 
$

0.683 
5.281

0.903 
7.656

0.801 
7.119

0.525 
5.058

0.487 
4.404

1.716 
12.688

1.217 
10.017

1.559 
13.318

1.363 
12.808

2.354 
20.831

Ireland L 
$

0.300 
2.173

0.278 
2.151

0.318 
2.893

0.423 
4.141

0.461 
4.307

0.573 
5.200

0.844 
8.158

0.853 
8.920

1.496 
15.012

1.498 
16.501

Singapore L 
$

0.093 
1.216

0.091 
1.385

0.098 
1.509

0.120 
1.723

0.137 
2.009

0.292 
3.556

0.439 
4.401

0.474 
5.996

0.756 
9.507

1.000 
13.370

Hong Kong L 
$

0.117 
1.117

0.138 
1.547

0.144 
1.905

0.163 
1.962

0.225 
2.209

0.301 
2.992

0.358 
3.428

0.444 
4.528

0.610 
6.171

0.624 
8.870

Japan L 
$

0.365 
3.980

0.391 
5.038

0.268 
4.486

0.326 
4.423

0.426 
5.967

0.491 
5.903

0.406 
5.855

0.484 
6.665

0.545 
7.299

0.504 
7.837

Denmark L 
$

0.295 
2.377

0.266 
2.497

0.316 
3.253

0.460 
4.524

0.443 
4.019

0.527 
4.608

0.508 
4.656

0.654 
6.029

0.654 
5.836

1.019 
6.510

China L 
$

0.004 
0.043

0.003 
0.043

0.007 
0.107

0.016 
0.209

0.032 
0.298

0.050 
0.540

0.124 
1.227

0.204 
2.124

0.238 
2.436

0.544 
6.130

Germany L 
$

0.226 
2.423

0.377 
3.324

0.155 
1.965

0.220 
2.900

0.175 
2.446

0.307 
3.289

0.301 
2.914

0.382 
3.699

0.462 
5.342

0.530 
5.680

Others L 
$

1.064 
9.324

1.029 
11.046

1.264 
14.404

1.191 
13.805

1.673 
17.927

2.305 
23.391

2.543 
35.742

2.871 
30.287

3.521 
39.113

3.782 
41.602

TOTAL L 
$

18.875 
166.257

19.245 
198.104

22.971 
246.413

27.114 
281.838

31.101 
302.599

51.373 
434.856

57.791 
512.362

76.024 
698.303

88.636 
797.797

112.647 
991.721

note: All figures are in millions 
source: Statistics New Zealand
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wine imporTs inTo new Zealand (2000-2009)

By COUNTRy OF ORIGIN 2000 2001 2002 2003 2004 2005 2006 2007 2008 2009

Australia 20.655 21.331 25.091 32.363 27.636 24.340 27.250 36.497 22.412 20.019

Spain 2.475 1.377 0.195 0.362 0.708 0.404 0.393 0.494 0.486 0.493

Italy 1.886 2.445 3.270 1.105 1.380 1.632 1.614 1.850 2.312 1.523

Chile 1.085 2.423 4.565 2.594 2.319 0.668 1.038 0.953 2.593 0.858

France 1.012 0.726 1.101 1.241 1.220 0.903 1.132 1.157 1.990 1.872

Argentina 0.167 0.692 0.080 0.181 0.713 0.890 0.765 0.371 0.362 0.380

South Africa 0.190 0.408 7.159 6.172 9.648 6.151 3.385 0.768 10.414 7.594

Others 0.729 0.523 0.429 0.352 1.401 0.884 0.317 0.288 0.381 0.605

TOTAL 28.556 33.411 41.890 44.373 45.025 35.872 35.894 42.378 40.949 33.344

By PRODUCT TyPE 2000 2001 2002 2003 2004 2005 2006 2007 2008 2009

White 10.881 13.692 18.686 18.803 23.160 16.328 17.108 21.251 17.014 11.312

Red 15.282 17.437 20.728 21.936 17.739 15.710 15.972 18.241 20.763 18.633

Sparkling 1.564 1.585 1.729 2.895 3.575 3.365 2.287 2.309 2.444 2.762

Champagne 0.386 0.197 0.236 0.290 0.385 0.376 0.415 0.438 0.609 0.559

Fortified 0.443 0.498 0.511 0.447 0.166 0.093 0.112 0.138 0.119 0.077

TOTAL 28.556 33.411 41.890 44.373 45.025 35.872 35.894 42.378 40.949 33.344

note: All figures are in millions of litres

wine imporTs inTo new Zealand (year end June 2009)

COUNTRy OF ORIGIN WHITE RED SPARKLING CHAMPAGNE FORTIFIED TOTAL

Australia L 
$

5.543 
21.528

12.510 
64.230

1.918 
9.869

0.048 
1.113

20.019 
96.740

South Africa L 
$

4.028 
7.004

3.483 
6.435

0.083 
0.419

 
0.003

7.594 
13.860

Chile L 
$

0.302 
0.938

0.555 
1.634

0.001 
0.038

0.858 
2.610

Italy L 
$

0.522 
2.646

0.477 
3.432

0.523 
4.730

0.002 
0.085

4.523 
10.894

France L 
$

0.482 
3.927

0.721 
11.034

0.109 
0.946

0.559 
26.677

0.001 
0.059

1.872 
42.643

Spain L 
$

0.100 
0.425

0.347 
2.021

0.035 
0.256

0.012 
0.639

0.493 
0.340

Argentina L 
$

0.234 
0.277

0.146 
0.657

0.001 0.380 
0.935

Others L 
$

0.102 
1.148

0.395 
0.919

0.093 
0.623

0.015 
1.075

0.605 
3.766

TOTAL L 
$

11.312 
37.892

18.633 
90.361

2.762 
16.883

0.559 
26.677

0.077 
2.974

33.344 
174.787

note: All figures are in millions 
source: Statistics New Zealand 

new Zealand wine exporTs by varieTy (2005-2009)

2005 2006 2007 2008 2009
Cabernet or Merlot Blend 0.890 0.972 0.942 1.072 1.067

Cabernet Sauvignon 0.024 0.006 0.017 0.015 0.014

Chardonnay 4.578 4.011 4.230 5.541 4.789

Chardonnay Blend 0.011 0.014 0.010 0.159 0.208

Chenin Blanc 0.011 0.011 0.018 0.008 0.009

Fortified 0.031 0.040 0.038 0.026 0.030

Generic Red 0.118 0.771 0.252 0.082 0.035

Generic White 1.213 0.911 0.831 0.700 1.117

Gewürztraminer 0.111 0.126 0.162 0.131 0.146

Merlot 0.714 0.904 1.501 1.876 1.931

Müller Thurgau 0.003 0.006  

Other Red Varietals 0.092 0.097 0.107 0.089 0.049

Other White Varietals 0.142 0.438 0.179 0.039 0.081

Pinot Gris 0.254 0.255 0.608 1.256 2.036

Pinot Noir 2.673 4.151 5.882 5.703 6.183

Riesling 0.821 0.765 0.928 1.003 0.776

Rosé 0.307 0.597 1.144 0.963 0.704

Sauvignon Blanc 36.310 42.804 56.555 66.849 91.527

Sauvignon Blend 0.243 0.130 0.055 0.024 0.128

Semillon 0.059 0.055 0.009 0.013 0.003

Sparkling 2.556 2.290 2.283 2.064 1.976

Sweet Wines 0.057 0.056 0.078 0.043 0.034

Syrah/Shiraz 0.018 0.084 0.137 0.155

TOTAL 51.219 59.427 75.913 87.793 113.000

note: All figures are in millions of litres 
source: Wine Export Certification Service. Data will differ slightly in total volume to those obtained through Statistics New Zealand
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“Site selection and good vineyard husbandry are essential, 
and favourable vintage conditions are a big factor in this  
part of the world. But get it right and New Zealand Bordeaux 
and Rhône blends can be an eye-catching number.”

James Lawther  Decanter, UK March 2009

Quality from  
2009 will be very high  

across a range of styLes
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