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New Zealand wine industry is no.1 in the world for premium Lifestyle wines
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Project 5: Communication and transfer of knowledge and technology to wine industry

Project 3: Vineyard
manipulations
New vine management to
deliver Lifestyle wines

Project 2: Sensory
perception
Understanding
consumer appeal

Project 4: Winery
manipulations
New winemaking to deliver
Lifestyle wines

Project 1: Market access
Marketing strategy, market
knowledge and market access
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for the sector and New
Zealand
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Regional economic
benefits in areas where
landis less productive
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New Zealand wine
industry reputation is
enhanced
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Increased New Zealand
wine industry capability
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Availability of Lifestyle
wines demonstrates
commitment by the New
Zealand Wine Industry to
social responsibility
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Contribution to
environmental
sustainabilityin the New
Zealand wine industry
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New Zealand wine
industry demonstrates
how a coordinated
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Opportunities

lower alcohol and proportion of

calorie ‘lifestyle’ wines

Lifestyle Wines have yet to
be set in target markets

quality affordable
wines

laboratory) produced
Lifestyle wines

flavour components

healthissues &
costs




