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quality/price ratio. “They want to drink
quality at an affordable price. NZ delivers
more than California and even Oregon at
this price point—and NZ can also play at
the top end of the market and beyond—
it’s not an either/or proposition,” she said.

Pinot Noir 2010 keynote speaker Kevin
Roberts applauded NZ and said it has a
lot to celebrate in terms of making Pinot
Noir, however he warned: “the industry’s
reputation is no less fragile than the Pinot
Noir grape itself.” Roberts is the CEO of
Saatchi & Saatchi, known worldwide as
‘The Lovemarks Company’. He is scared
by the definition of wine that he sees on
the Wine Australia website as “a fast
moving consumer good”. He says if that’s
really what wine is, then how does NZ
Pinot Noir, or any NZ wine, attract
premiums in a hyper-competitive world.

Roberts explained firstly that great
brands need to be transformed into
‘lovemarks’ which are built on love and
respect. “Brands build loyalty for a
reason—lovemarks inspire loyalty beyond
reason,” he said. Secondly, he believes
that since the industry is comprised of
small vineyards without the ability to
generate huge advertising campaigns, NZ
needs to develop a global trade brand like
it has for tourism. He has a vision of a
campaign that focuses on NZ innovation,
encompasses the pure and green
messages—and he sees wine as a big part
of this effort, along with the creative arts
like film, music and fashion. This global
trade brand initiative would need to be
government funded with additional
support from the industry and individual
players. Roberts says this ‘Made in New
Zealand’ campaign is crucial and thinks
that without this sort of big push, NZ will
struggle to get its voice heard in an
increasingly competitive market in the US
and UK.

“New Zealand needs to secure its
market perception as a premium
producer, and being at the real edge of

the world we can do this like no other,”
Roberts said. He reminds one of the
comment Miles makes in Sideways that
Pinot “can only grow in these really
specific, tucked-away corners of the
world”. Roberts believes NZ’s position on
the globe is its greatest story. “We're not
some little out of the way place, man,
we're the edge of the world, the greatest
place in any system from which to
innovate and change the ways of the
centre,” he said.

His idea for a largely viral campaign
would be focused in the UK, East and
West Coast of the USA and China, and
would leverage the one million New
Zealanders who live outside the country.
Roberts believes “the government should
be all over it like a rash”—so hopefully
someone can mention it to Prime Minister
John Key ASAP!

The third piece of advice from Roberts
was to think from the shelf back and
imagine you are a bottle of wine on a
shelf—remembering of course that 60% of
women buy wine and drink 77% of it. “It’s
the consumer in the aisle who matters.
You have to put yourself in her heart,”
Roberts said. His final piece of advice was
a reminder that we are in the participation
economy where the challenge is to ignite
screens with emotions, ideas and stories
that people are desperate to share. He
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suggests tweeting, and to consider
creating mass participation platforms and
Pinot events that immortalise the
moment. Hopefully a small tick can go
next to this last suggestion with this most
recent Pinot show!

One of the best credentialed people in
the NZ wine industry is Steve Smith MW.
A former chairman of the Pinot Noir
event, Smith is a viticulturist by training
but these days runs Craggy Range and
campaigns strongly for NZ wine all
around the world. In terms of there being
strong US demand for Pinot Noir, he
agrees with Sbrocco, however, he says it’s
not necessarily demand for New Zealand
Pinot Noir. “Americans love New Zealand
—but they don’t know anything about it,”
Smith said. He says the issue is that the
distributors and other US gatekeepers say
there’s no demand for NZ Pinot Noir and
won't list it because they're followers of
fashion and not leaders.

Smith says, “Kevin is right”, in that it
will take a huge effort to tell the NZ story
to American consumers and then
translate that to sales for Pinot Noir. He
sees more potential in the UK because all
the British press already love Pinot Noir



THE PERFECT
FASHION
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aybe New Zealanders should abandon
M their approach of finding Pinot Noir

markets on a country by country basis
and think more about gender targeting. Could
Pinot Noir perhaps be the perfect fashion
accessory for women? Leslie Shrocco’s first
book, Wine for Women, provides some practical
advice on how to target women and she’s the
first one to urge that women should be an
important factor in Pinot sales in the US. “We
purchase the majority of wine here,” Sbrocco
says. “I find more and more women who are
discovering Pinot and falling under its spell—as
weaall are in the wine business!”

So does that mean Pinot producers should be
perfecting their packaging designs to make
labels even more attractive? Sbrocco says no,
the focus should be to get Pinot/Noir mentioned
in national women'’s publications instead of just
wine-focused ones. “You should focus events
and materials on the beauty of Pinot matched
with food,” she says. “It amazes me that more
brands don’t do this. Isn’t Pinot just about the
world’s most flexible food wine? Yes!”

Indeed Sbrocco was the only speaker at one
of the serious panel evaluations at Pinot Noir
2010 who suggested food matches for the
wines she was evaluating. While she may get
the occasional disparaging glance from serious-
minded male panellists when she launches into
an animated description of what food she’d like
to pair with the latest Pinot Noir that has just
taken her fancy, she finds rating Pinot Noir with
numbers to be an onerous task. “In all my years
of drinking wine I've found more than any other
wine that Pinot is about the entire experience,”
she says.

But what of the East? In Asia it was
fashionable to be a Bordeaux bigot but now
with increasingly more female buyers, are there
opportunities for more Pinot princesses? Pinot
Noir could well be a girl’s best friend. After all,
she’s predominantly described 'in feminine
terms—with the odd specimen requiring a
muscular or cigar box descriptor. Pinots are
seen as elegant, refined, sensuous, enticing and
enchanting. And given Pinot Noir's pesition on
the status ladder, it may well be described as a
thinking woman'’s pleasure. There was just one

and are very favourable towards NZ, and
says the on-premise opportunity is very
promising. In fact Matthew Jukes,
one of the UK’s best-known wine
critics and another headliner at
Pinot Noir 2010, has just made
the pronouncement that NZ is
making more good value Pinot
Noir than any other country.
Back to Smith’s ideas about
where NZ should focus to
build export sales. His
recommendations are:
¢ Be the best
producer of (varietally-
labelled) Pinot Noir—
“Pinot is always
going to be
fashionable—and

the US versions
are too high in
alcohol.”
e Own the
category of
aromatic white
varieties which
includes Sauvignon
Blanc, Riesling etc.

“We can own that

space forever—New

Zealand is already

fashionable for aromatics.”

e Position NZ as the New
World’s home for rich and
elegant red wines—“Elegance is
always fashionable. It’s a much
smaller part of the story but still
a part of it—and I'm talking
more than Syrah here.”

Smith also agrees that we
need to tell the story about place
and thinks the sustainability
story should be taken up a
notch for NZ with messages of

‘purest air’ and ‘freshest soil’
as those messages will
resonate in the US and give
them some information to
back up an already favourable
impression. In fact he’s
already doing some work in
that area with a group of
premium NZ wine producers

who are trying to make
inroads into the US market.
Since we already know
Pinot Noir is “still current
news and still in fashion”
with our closest neighbour

occasion when the beguiling imagery and the
romance of Pinot Noir was shattered by a
comment James Halliday made at the previous
Pinot conference when he referred to her as “a
difficult little bitch”. Where’s the romance,
James? Well, | guess he is an Australian!
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to the west, (according to Nick Stock who
also attended the Pinot show), what other
markets should NZ look to for Pinot Noir
exports? “Greater China! There has been
a focus on traditional markets for New
Zealand exports but it’s not too late to
start thinking about Asia,” says Simon
Tam, columnist, wine judge, commentator
and consultant. Tam noted that it had
taken four Pinot Noir events before
someone from the Greater China region
was invited to participate. He’s amazed by
this and thinks NZ needs to, “think
seriously about coming to Greater China”,
because Pinot Noir is increasingly popular
and there are wonderful opportunities,
and the few brands he sees spending time
in the market are yielding results.
“Participation is the key,” he said.

Tam talks about the growth in the region
—in both size and sophistication. With an
increasingly mature market, the focus on
wine acquisition for boasting rights is
yielding to the more savvy wine buyers
who are denouncing those wines who just
have a Robert Parker score to wines they
actually enjoy. And the wines enjoyed are
those food-friendly, supple and elegant
wines that Tam thinks NZ does so well.

The advice Tam gives to NZ Pinot Noir
winemakers is to be proud and realise
one’s value. He feels some winemakers
have been downtrodden by the battering
in the domestic market and cost-cutting
practices of the UK. “Don’t allow the
stingy domestic market to put you in a
box—a box that dictates your price.

Leave that headspace behind and come to
Greater China and be proud of your
wines—Asia is not a money pinching
place,” he said.

So it seems that everyone is talking
Pinot Noir. It’s not a fad—it’s definitely a
serious fashion statement. So if Pinot Noir
is in fashion, does that mean the big
Aussie red is sitting in the closet next to
the platform shoes and tie-dyed shirts?
Undoubtedly the future looks bright for
NZ, or perhaps I'm seeing it through
cherry-hued, ruby-red and rose-coloured
glasses? While we're all rejoicing in a bath
of Pinot Noir, remember that fashions
don’t last forever. See you at the Albarifio
Conference in 2015.

MISHA WILKINSON owns Misha’s
Vineyard Wines in New Zealand. Phone
+65 9828 5735 or email
misha@mishasvineyard.com



UP.FROM
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intage 2010 could be the best
in years, according to the

12 members of Australia’s
First Families of Wine, which
released a joint vintage report
to media in early March.

While the prevailing weather conditions
in Margaret River can hardly be paralleled
with those in the Hunter, it seems there is
some agreement that crops are balanced
and that extremes of heat like those seen
in South Australia and Victoria in 2008
and 2009 have been avoided—so far.

First Families’ take on vintage:

Hunter Region: The Hunter Valley was
fortunate to have an early season avoiding
the challenging weather in February. Yields
are down 25-30%. “Vintage 2010, with its
dry start to the season and excellent
growing conditions, is reminiscent of the
2003 and 2005 vintages in the Hunter which
produced some very exciting and notable
wines,” says Scott McWilliam.

Adelaide Hills: The Adelaide Hills
experienced trying weather conditions this
vintage but the outlook is still positive.
“This was one of the wettest seasons for

many years. Powdery mildew is more
prevalent due to the very humid conditions

experienced in the Hills this summer, a
good test for the organic/biodynamic
strategy!” says Stephen Henschke.
Barossa and Eden Valley: Vintage
started exceptionally well, with high quality
Riesling, Shiraz and Cabernet expected.
Yields of Chardonnay and Grenache are
down. “Unique to this season has been the
evenness of ripening on premium reds
which is typically indicative of a high quality
year,” says Robert Hill Smith, Yalumba.
Clare Valley: A good winter, spring and
early summer rainfall has resulted in great
expectations for the Clare Valley 2010
vintage. Keep an eye out for some great
whites including Gewurz and Semillon.
“A cool vintage is predicted so we are
excited that quality should be in the good
to great spectrum for the Clare Valley ...
another ripper!” says Mitchell Taylor.
McLaren Vale: Some outstanding reds
expected this year. While most crops have
been looking good, Grenache is well below
average due to a heat wave during
flowering. “Fingers crossed but 2010
vintage is looking terrific. All the crops
appear balanced. The reds that are hugely
exciting, the skins are very thick and very
dark with quite a lot of tannin,” says
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Chester Osborn, d’Arenberg.

King Valley: Mediterranean varieties are
looking outstanding thanks to good rainfall
in the spring followed warm weather. “2010
vintage is promising Goldilocks crops—not
too heavy so that the quality suffers and the
tanks overflow, but not so light that they
ripen too quickly and we run short—all
reports are that the crops are just right,”
says Ross Brown, Brown Brothers

Nagambie Lakes: Fruit quality is
looking great and harvest is on track to
begin in early March. “After significant
fruit losses in 2007 and 2009 we are
looking forward to a trouble-free 2010
vintage,” says Alister Purbrick, Tahbilk.

Rutherglen: At this stage 2010 looks to
be an excellent vintage in Rutherglen
across all varieties. “The fortifieds are
showing great potential this year to be
something really special. This is really
exciting as it looks like it could be a year
to put away some base material for higher
classifications Grand and Rare ... which,
pardon the pun, would be both grand and
rare!” says Colin Campbell, Campbells.

Yarra Valley: 2010 is looking promising
with a much better vintage expected than
the horrendous heat and bushfires
experienced in 2009. Expect to see some
of the Yarra Valley’s best Chardonnay
from 2010. “After two dry years at last we
have had some decent spring rain
followed by regular rainfall during the
growing season,” says Leanne DeBortoli.

Margaret River: Perfect growing
conditions point to an excellent 2010
vintage. Yields are average with the
exception of Sauvignon Blanc and
Chardonnay down 5-10%. “Reds are
looking great. After a string of strong
vintages looks like we have been blessed
again!” says Jeff Burch, Howard Park.
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