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In this blog post (the fourth in the Wine Consumer Series brought to you by Sauvignon Blanc SA), the 

success of New Zealand agricultural products, including Sauvignon blanc, will be discussed from a 

consumer perspective. As a new world wine country, a lot can be learned from how New Zealand 

approach agricultural value chains and market development during product innovation. Elements, 



 

    
 

Published on www.sauvignonblanc.com by Sauvignon Blanc South Africa  page 2 of 5 
  
 

critical for strategic marketing decisions and consumer communication, relevant to Sauvignon blanc, 

will be highlighted. 

CONSUMER INTEGRATED INNOVATION AND SUPPLY 

CHAINS  

 
 
With increased global competitiveness in the wine landscape, innovation is key to stay relevant from 

a consumer market perspective1. As a new world wine country, consumer needs are at the heart of 

New Zealand’s agricultural value chains.  

 

Trends and consumer expectations are integrated and considered in every step of the 

value chain of New Zealand agricultural produce2. 

 

AN “OUTSIDE IN” APPROACH 

 

With this “outside in” approach, New Zealand agricultural producers, therefore, not only have a 

production focus but rather adapt and align their products with consumer needs. New Zealand 

agriculturalists have, to an extent, adopted the Steve Jobs (Apple) philosophy successfully: 

 

“You’ve got to start with the customer experience and work backwards to the 

technology. You can’t start with the technology and try to figure out where you’re 

going to sell it.” – Steve Jobs 

 

CONSUMER-PULL STRATEGIES 

 

In marketing terms, this philosophy can be referred to as a consumer-pull approach, opposed to the 

traditional market push approach3. With a consumer-pull approach, chances of being more relevant 

and in demand are greater, ultimately giving bargaining power to place a premium price on a product.  

 

In wine literature, it is argued that a combination of a traditional market push and 

consumer-pull approach is often required and could provide the desired edge over 

competitors1. 



 

    
 

Published on www.sauvignonblanc.com by Sauvignon Blanc South Africa  page 3 of 5 
  
 

CONSUMER-CENTRIC CORE VALUES AND MARKETING 

STRATEGIES 

 

In the case of New Zealand, they use their unique terroir (traditional production focus) to produce 

cool climate Sauvignon blanc, with globally desirable sensory characteristics4. However, as a 

collective, New Zealand agricultural producers selected “quality, sustainability and innovation” as 

core values, aiming to pull consumers and create a demand for New Zealand produce.  

 

“Quality, sustainability and innovation” are also the message that has been 

consistently sent out to the world to the extent that many global consumers 

associate New Zealand products with these attributes. 

  

“Quality, sustainability and innovation” are strategically aligned with global consumer trends, 

especially in higher-end markets. In 2020, New Zealand recorded their 25th year of growth in global 

wine exports5 and clearly delivers wine aligned with consumer needs and expectations. 

 

A CONSUMER RESEARCH AND MARKETING BUDGET  

 

Money does make the world shout for New Zealand products! Anticipating and responding to the 

global health trend, New Zealand agricultural bodies allocated a lot of money to promote New 

Zealand products in international markets through e.g. in-store tastings and celebrity chef 

endorsements6.  

 

NEW ZEALAND LIGHTER WINES 

 

Proven to be fruitful, New Zealand lighter wines (<10% Vol), mostly produced from Sauvignon blanc, 

is the biggest research programme ever undertaken by their wine industry. From 2018-2019, volume 

sales of New Zealand lighter wines increased by 20% in the UK market alone. Once again, New 

Zealand lighter wines’ aim, is aligned with current global trends: 

 

“To deliver a forward-looking premium and sustainable product that supports drinking more 

responsibly and moderately as part of a healthier and more mindful modern lifestyle7.” 
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TAKE HOME MESSAGE 

FOR SOUTH AFRICAN SAUVIGNON BLANC 

 

→ Global wine consumers need one, consistent message about South African wine, which will 

help to frame an international perception about all South African varieties. 

 

→ Identify and align core “Sauvignon blanc values and vision” with macro consumer trends 

such as quality, value, health and sustainability. 

 

→ Wine markets, both locally and globally, are dynamic and consumer-centric innovation is 

often required to stay relevant.  

 

→ When considering Sauvignon blanc innovation, steer away from a one-dimensional “market 

push” strategy where the focus is purely on production. 

 

→ Innovation does not necessarily imply major changes in intrinsic wine properties but can be 

innovative marketing strategies or a combination of product modifications and promotions. 

 

→ A consumer-pull approach to Sauvignon blanc innovation cannot be adopted without a 

sufficient budget for consumer research and marketing. 

 

In the next consumer blog, some insight on consumer learning and communication, with relevance for 

Sauvignon blanc will be discussed. 
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