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 Based on the Wine 

Intelligence market 

classification system: 

China is an emerging 

wine market 

 

 Per capita consumption 

of wine in China is 

growing quickly from a 

low base 

Wine Intelligence market classification 

2 
Source: Wine Intelligence 

TRADITIONAL 

ESTABLISHED 

MATURE 

ESTABLISHED 

HIGH GROWTH 

ESTABLISHED 
EMERGING 

NEW 

EMERGING 

Wine producing   

countries with high 

residual per capita 

consumption, but 

stable or declining 

Markets with strong 

historical growth  

which is tailing off 

Markets where wine  

is becoming a  

mainstream product  

and is experiencing 

above-trend growth 

Markets where 

wine is 

experiencing rapid 

growth from a  

relatively low base 

Markets where 

wine is still a 

relatively new an 

unknown 

beverage 

Argentina 

Croatia 

France 

Georgia 

Germany 

Italy 

Portugal 

Spain 

Australia 

Denmark 

Belgium 

Ireland 

Japan 

Netherlands 

Switzerland 

UK 

Canada 

Finland 

New Zealand 

Norway 

Sweden 

USA 

Angola 

China 

Brazil 

Hong Kong 

Mexico 

Poland 

Russia 

Singapore 

South Africa 

South Korea 

India 

Malaysia 

Nigeria 

Taiwan 

Thailand 

UAE 



 

 

 

 
 
 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

The Chinese wine market is growing at an 

unprecedented pace 

3 
Source: © IWSR 2011 

*CAGR by volume ‘06-’10 of total still light wine of China, South Korea, Japan, UK and USA 

**CAGR by volume ‘06-’10 of imported still light wine of China, South Korea, Japan, UK and USA 

1%             0.1%          64% 2% 4%             

Imported wine in 

Volume compound 

Annual Growth Rate 

(2006-2010) 

 

 In the past five years, 

consumption of imported 

wine has grown rapidly, 

albeit from a small base, 

in China 

 

 The compound growth 

rate of imported wine is 

more than 60% 



 

 

 

 
 
 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

China’s wine drinking population is still relatively 

small, weighted towards Tier 1 cities 

4 

1.34 billion people in China1 

65%2 

8.2 million imported wine drinkers  who 

drink at least twice a year in Beijing, 

Shanghai & Guangzhou 

10.7 million imported wine 

drinkers  who drink at least twice a 

year in other  urban areas 

335 million aged 18-491 living in cities 

40 million urban population aged 18-49 in 

Beijing, Shanghai & Guangzhou1 

295 million urban population aged 

18-49 in other urban areas1 

18 million upper-middle class3 aged 18-49 

in Beijing, Shanghai & Guangzhou 

30 million upper-middle class3 

aged 18-49 in other urban areas 

45%2  10%2  

70%2 

12 million wine drinkers in Beijing, 

Shanghai & Guangzhou 

21 million wine drinkers  in other 

urban areas 

68%2 52%2 

19 million urban upper-middle class imported wine drinkers in China 
Sources:  

1. National Bureau of Statistics of China, 2011 China census 

2. Wine Intelligence CATI calibration survey  2011, n=1,551 imported wine drinkers n Beijing, Shanghai ,Guangzhou, Chengdu, Shenyang, Wuhan  

3. Personal monthly income > 4,000 RMB 

TIER 1 CITIES OTHER CITIES 

 

 The target wine drinking 

population is defined as 

follows: 

 Urban dweller 

 Aged between 18-49 

 Earn 4000 

RMB/month or more 

 Drinks imported wine 

at least twice a year 

 

 Wine Intelligence runs 

regular surveys with wine 

drinkers in 6 cities: three 

Tier 1 cities (Beijing, 

Shanghai, Guangzhou) 

and three Tier 2 cities 

(Wuhan, Chengdu, 

Shenyang) 

 

 Tier 1 cities are still the 

most important internal 

markets in terms of total 

volume and wine 

consumption trends 

 

 However, Tier 2 cities are 

of increasing interest, in 

particular for volume 

growth potential 

 

 



 

 

 

 
 
 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

What motivates Chinese drinkers to consume wine?   

 

 The perceived health 

benefit is the most 

important motivation for 

drinking wine for Chinese 

consumers. When asked 

“why do you drink grape-

based wine?”, 94% of 

respondents quoted 

“grape-based wine is good 

for my health”, 93% chose 

“It helps to create a relaxed 

and friendly atmosphere” 

and 81% believes that 

drinking wine makes 

people modern and 

sophisticated 

 

 While health and fashion 

have been important in 

driving consumption in the 

past decade, long-term 

growth will need to rely on 

wine becoming an integral 

part of social interactions 

Source: Wine Intelligence, Vinitrac® China, Nov. 2011, n>1,000, Chinese urban upper middle class imported wine drinkers 

Fashionable Healthy Social 

94% 

Good for my 

health 

81% 

Fashionable & 

modern drink 

93% 

Helps to create a 

warm atmosphere 
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Brands help Chinese consumers to choose wine 

6 
Source: Wine Intelligence, Vinitrac® China, May 2012, n=1,002, Chinese urban upper middle class imported wine drinkers 

21%

18%

15%

12%

9%

Brand that I know

Where the wine comes from in the 
menu

Grape variatels

Food matching

Recommendation from who dine 
with me

% of elements that were ranked as the the most important choice cues when buying wine in the off -trade.
Base=All Chinese imported wine drinkers (n=1002)

Source: Wine Intelligence, Vinitrac® China, May 2011, n=1,002 Chinese urban upper middle class aged 18 - 49 imported wine drinkers

On-trade

15%

15%

13%

12%

10%

Quality indicators (medals/awards, 
Reserve, Chateau)

A brand I am aware of

Grape variety

The country of origin

The region of origin

% of elements that were ranked as the the most important choice cues when buying wine in the off -trade.
Base=All Chinese imported wine drinkers (n=1002)

Source: Wine Intelligence, Vinitrac® China, May 2011, n=1,002 Chinese urban upper middle class aged 18 - 49 imported wine drinkers

Off-trade

15%

15%

13%

12%

10%

Quality indicators (medals/awards, 
Reserve, Chateau)

A brand I am aware of

Grape variety

The country of origin

The region of origin

% of elements that were ranked as the the most important choice cues when buying wine in the off -trade.
Base=All Chinese imported wine drinkers (n=1002)

Source: Wine Intelligence, Vinitrac® China, May 2011, n=1,002 Chinese urban upper middle class aged 18 - 49 imported wine drinkers

Off-trade

21%

18%

15%

12%

9%

Brand that I know

Where the wine comes from in the 
menu

Grape variatels

Food matching

Recommendation from who dine 
with me

% of elements that were ranked as the the most important choice cues when buying wine in the off -trade.
Base=All Chinese imported wine drinkers (n=1002)

Source: Wine Intelligence, Vinitrac® China, May 2011, n=1,002 Chinese urban upper middle class aged 18 - 49 imported wine drinkers

On-trade

Top 5 important choice cues 
% who selected the following element the most important choice cues when buying wine 

Base: All Chinese imported wine drinkers (n=1,002) 

Like it or not, I think China is very much a ‘brand market’ —  be 

it wines, or Rolex, or Nike, or Audi — so the Chinese customers 

very much follow brands. They like to find a brand and feel 

comfortable and confident with it. 

 

National importer-distributor-retailer, North China and  Beijing  

 

 When it comes to wine in 

China, brands are one of 

the most important cues 

influencing the wine buying 

decision 

 

 Consumers look for brands 

both in the off-trade and 

on-trade 

 



 

 

 

 
 
 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

How would you choose your perfect Japanese sake? 

焼酎 

• よかいち 

• よかいちボトル 

• 知心劍 

• 知心劍ボトル 

• 薩摩寶山 

• 薩摩寶山ボトル 

• 紅一刻 

• 紅一刻ボトル 

 

地酒 

• 玉乃光 酒魂 純米吟釀（京都） 

• 久保田 千壽（新潟） 

• 吳春（大阪） 

 

日本酒 

• 冷酒【松竹梅】 
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ビ一ル 

• 生ビ一ル（小） 

• 生ビ一ル（中） 

• キリン ラが一（中） 

• キリン フリ一 

 

チュ一ハイ 

• しモン 

• ライム 

• 柚子 

 

カクテル 

• かシスン一ダ 

• かシスオレンジ 

• 福の舞ボール 

 

 

 

 

 

 

 

 

Source: mock example on internet 

 

 Imagine that you are in a 

Japanese restaurant and 

trying to order a sake. How 

would you choose the sake 

based on the menu shown  

here? 

 

 For people who know little  

Japanese, when there is 

no frame of reference, it is 

close to impossible to 

choose a Japanese sake 

of one’s liking based on a 

menu listing 

 



 

 

 

 
 
 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

How would you choose your perfect Japanese sake? 

8 
Source: 1. http://www.google.co.uk/imgres?q=sake&um=1&hl=en&sa=N&biw=1280&bih=699&tbm=isch&tbnid=RAIAJ8MwgUQHUM:&imgrefurl=http://www.intowit.com/2008/07/05/like-sake-apply-for-500-loan-here/&docid=XQKGH0Fws-YoiM&imgurl=http://www.intowit.com.php5-2.dfw1-1.websitetestlink.com/wp-content/uploads/2007/03/sake-1.jpg&w=300&h=400&ei=i-

XFT9GsIqSSiAfZl9icAw&zoom=1&iact=hc&vpx=964&vpy=329&dur=240&hovh=259&hovw=194&tx=74&ty=244&sig=102840016530352397032&page=1&tbnh=170&tbnw=118&start=0&ndsp=16&ved=1t:429,r:14,s:0,i:101, assessed on 28 May 2012 

2. http://www.google.co.uk/imgres?q=sake&um=1&hl=en&sa=N&biw=1280&bih=699&tbm=isch&tbnid=0er8gxP9_Z7CCM:&imgrefurl=http://sakura-hotel-ikebukuro.com/blog/2011/07/sake_is_good_for_health.html&docid=3abo-nevbLIvQM&imgurl=http://sakura-hotel-ikebukuro.com/blog/sake1.jpg&w=500&h=500&ei=i-XFT9GsIqSSiAfZl9icAw&zoom=1&iact=hc&vpx=193&vpy=159&dur=414&hovh=225&hovw=225&tx=142&ty=105&sig=102840016530352397032&page=1&tbnh=170&tbnw=170&start=0&ndsp=16&ved=1t:429,r:10,s:0,i:93, assessed on 28 May 2012 

3.http://www.google.co.uk/imgres?q=sake&um=1&hl=en&sa=N&biw=1280&bih=699&tbm=isch&tbnid=luz6gw3Kxf6lWM:&imgrefurl=http://www.niigatasake.com/contents/htmls/KakureiPlumSake2009.html&docid=T4vlhQPygM8oMM&imgurl=http://www.niigatasake.com/contents/archives01/Kakurei_umeshu/PIC_Aoki_Umeshu.jpg&w=2000&h=3000&ei=i-XFT9GsIqSSiAfZl9icAw&zoom=1&iact=hc&vpx=715&vpy=81&dur=340&hovh=275&hovw=183&tx=96&ty=207&sig=102840016530352397032&page=3&tbnh=161&tbnw=107&start=37&ndsp=25&ved=1t:429,r:16,s:37,i:189, 

assessed on 25 May 2012 

4. http://www.google.co.uk/imgres?q=sake&start=314&um=1&hl=en&sa=N&biw=1280&bih=699&tbm=isch&tbnid=WwTDT8WqBi9azM:&imgrefurl=http://buy-wine-infoblogs-316.blogspot.com/2007/04/arriving-to-conclusions-can-

be.html&docid=iT6T5MxjU_iEQM&imgurl=http://www.wineenthusiast.com/images/products/thumbnails/p16949b.jpg&w=300&h=300&ei=_ufFT9eEC4jYigefu7GhAw&zoom=1&iact=hc&vpx=349&vpy=212&dur=252&hovh=225&hovw=225&tx=112&ty=139&sig=102840016530352397032&page=15&tbnh=152&tbnw=154&ndsp=21&ved=1t:429,r:17,s:314,i:95, assessed on 25 May 2012 

5. http://www.google.co.uk/imgres?q=sake&um=1&hl=en&sa=N&biw=1280&bih=699&tbm=isch&tbnid=TiIpwPSzxTlXaM:&imgrefurl=http://www.tjf.or.jp/eng/content/japaneseculture/01rice2.htm&docid=2EaTW6pdN5vX2M&imgurl=http://www.tjf.or.jp/eng/content/japaneseculture/ images/sake.jpg&w=709&h=472&ei=i-XFT9GsIqSSiAfZl9icAw&zoom=1&iact=hc&vpx=398&vpy=161&dur=137&hovh=183&hovw=275&tx=172&ty=73&sig=102840016530352397032&page=1&tbnh=147&tbnw=202&start=0&ndsp=16&ved=1t:429,r:1,s:0,i:73, ASSESSED ON 25 May 2012 

 

 If pictures of the sakes 

were shown, would this 

help you make your 

choice?  

 

 The decision as to which 

bottle to buy, based on the 

label design, is also 

difficult, typically relying on 

your taste in label design 

rather than taste of the 

product itself  

118&start=0&ndsp=16&ved=1t:429,r:14,s:0,i:101
file:///R:/10,s:0,i:93
1t:429,r:17,s:314,i:95
:0,i:73


 

 

 

 
 
 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

How would you choose your perfect French wine? 

9 
Source: mock example 

 

 Imagine that you looking at 

a French wine list (as 

shown on the right), trying 

to order a bottle of French 

wine. How would you 

choose your perfect 

French wine?  

 

 For many people, e.g. 

mainstream Chinese wine 

drinkers who speak little 

French, it could be difficult 

to choose which wine to 

buy 

 

 The difference between 

this list and the list of sakes 

is that this list shows prices 

– how does that influence 

the decision? 

 

 The decision to pick a 

French wine could possibly 

become easier if  the price 

is shown, giving some 

indication of expected 

quality 

 

Blanc

 L'âme du terroir pinot Blanc 75cl $5.99

Région: Alsace

 Blason de Bourgogne 2009 $8.99

Région: Chablis 

 Domaine De Moor Réversiblité A.O.C. Bourgogne Aligoté $15.00

Région: Bourgogne 

Rouge

 La Vieille Ferme 2010 Côtes du Ventoux $5.59

Région: Rhône

 Les Canonnieres 2010 $10.99

Région: Languedoc-Roussillon

 Château Crusquet de Lagarcie 2007 $13.00

Région: Bordeaux



 

 

 

 
 
 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

How would you choose your perfect French wine? 

10 
Picture source: wine-searcher.com & Wine Intelligence photo shot 

 

 Imagine that you are 

standing in front of a wine 

shelf with wines and price 

tags shown (as shown on 

the right), how would you 

choose your perfect 

French wine?  How difficult 

do you find it to choose 

which wine to buy? 

 



 

 

 

 
 
 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

How would you choose your perfect olive oil? 

11 

Menu de Aceites de Oliva  

País de origen “España” 

Precio botella 37 

cl (€) 

Arbequina  
Elegante y vibrante, aceite de tonos verdosos dorados 

que equilibra a la perfección los matices frutales del 

zumo de la aceituna y es  ideal para aliñar tu 

ensalada o prueba a tomarlo solo sobre una rebanada 

de pan 

18 € 

Picual  
Directamente zumo de aceituna, ideal para aliñar 

ensaladas o sobre pasta  

16 € 

Cornicabra  
Color oro brillante, delicado y un punto picante con 

una acidez baja de 0,2 º. 

12 € 

Arbequina Hojiblanca  
. Tonos amargos y picantes sutiles, en crudo y 

ensaladas alcanza la perfección 

14 € 

** Todos los aceite incluidos son virgen extra  

 

 Let us jump out of the wine 

category. Imagine that we 

are going to choose a 

bottle of olive oil. With the 

description and price given 

on the list (as shown on the 

right), how would you 

make your purchase 

decision?  

 

 Since typically mainstream 

Chinese consumers do not 

speak Spanish and are 

relatively less involved in 

the olive oil category, it is 

still very difficult for them to 

choose a perfect olive oil, 

even with the price and 

description given 

 



 

 

 

 
 
 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

How would you choose your perfect olive oil? 

12 

 

 Let us make the question 

easier: Now, the bottles 

and price tags are shown, 

how would you choose 

your perfect olive oil? How 

difficult is it for you to make 

the decision? What would 

help you to choose?  

 

 Because of the difficulties 

for the consumer in making 

purchase decisions, it is 

important for retailers and 

distributors to understand 

consumer behaviours and 

focus on branding 

strategies 

 



 

 

 

 
 
 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

3 things  

Steps to get 

branding right 

for wine in China 



 

 

 

 
 
 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Step 1 – Optimising naming in Chinese 

14 

灰皮诺 

Pinot Noir 

灰品诺 

黑皮诺 皮诺瓦 

黑品诺 

Côtes du Rhône 

隆河谷地 罗纳河谷 

普洛赛克意大利起泡葡萄酒 

Prosecco 

Lambrusco 

来布鲁斯科意大利起泡葡萄酒 

Chateau Haut-Brion 

红颜容 奥比昂 

侯伯王 

 

 A wide variety of translations 

are currently in use in the 

Chinese market. For instance, 

there are at least five different 

Chinese translations of Pinot 
Noir 

 Western brand names can be 

translated into Chinese in a 

variety of ways: literal, 

phonetic, or a combination of 

both. Each translation has a 

wide range of possibilities, 

which can cause confusion 

among consumers  

 When translating Western 

brand names, it is important to 

note how well the connotation 

conveyed by the original 

brand name matches the 

connotation conveyed by the 

translation 

 Translation also causes 

problems for some sparkling 

wine types like Prosecco  and 

Lambrusco, which are easily 

pronounced in English / Italian 

but very difficult to pronounce 

in Chinese 

 Another important aspect that 

is usually overlooked is the 

legality of the Chinese brand 

name.  It is crucial to legally 

register the Chinese brand 

name through the Chinese 

trademark authority 

 

Chinese translations:  
Chinese translations:  

Chinese translations:  Chinese translation:  

Chinese translation:  



 

 

 

 
 
 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Step 2 – Identifying the impact of label design on 

Chinese wine consumers 

15 

Shenyang

Beijing

Shanghai

Guangzhou

Wuhan

Chengdu

 

 40 Chinese drinkers of 

imported wine were 

interviewed in March and 

April of 2012 in Beijing and 

Shanghai  and they were 

asked to classify and 

categorise 38 wine labels, 

based on style of label 

design 

 

 Consumers typically 

identified 8 distinct label 

categories. Using these 

results, we teamed up with 

wine label design agency 

Amphora, who designed 8 

labels that best represent 

each of these label style 

categories 

 

 In order to avoid the impact 

of name, grape variety and 

vintage all bespoke label 

designs used consistent 

wine and brand information 

 

 

 

 

Examples of wine labels used in research 
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 For mainstream 

consumers, the key 

differentiator between 

labels  is whether a label 

feels “traditional” or 

“modern” 

 

 Traditional labels are 

associated with a 

guarantee of quality and 

seen as appropriate for 

more formal occasions, as 

well as for gifting to family 

members or business 

associates 

 

 The “modern” design 

categories are strongly 

associated with New World 

wines 

 

 Elegant contemporary is 

well-received by Chinese 

consumers, with a high 

likelihood to be purchased  

 

 Eclectic labels are 

polarising and tend to 

attract younger wine 

drinkers who are looking 

for wines as gifts for  

friends or to consume with 

friends Source: Wine Intelligence, 40 consumer in-depth interviews conducted in Beijing and Shanghai, April 2012 

ECLECTIC 

Bright colors used; Stylized 

images of a variety of 

subjects such as animals, 

scenes, comics and 

modern art 

PRESTIGIOUS 

Traditional look with pale 

background; 

black font with touches of gold 
STATELY 

Neutral color palette of 

cream; delicate line 

drawings / sketches; 

traditional vineyard / 

châteaux images 

MODERN CLASSIC 

Predominately white 

label with black script; 

typically simple and 

small drawing; few 

images used 

MODERN 

CONTEMPORARY 

Muted primary colors 

(black, red, white); non-

photorealistic rendering 

MODERN VIBRANT 

Bright and bold colors 

dominating the label, with 

touches of gold; abstract 

logo (stars/sun etc.) 

DOMESTIC 

Chinese and English 

characteristics are used at 

the same time; traditional-

looking vineyards / 

châteaux images 

ELEGANT 

CONTEMPORARY 

Emphasis on the image 

used: landscape, individual 

profile; minimal use of text 

Step 2 – Identifying the impact of label design on 

Chinese wine consumers 



 

 

 

 
 
 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

DOMAINE DE  

BEAUFORT 
宝福山庄赤霞珠干红葡萄酒 

 
优雅地结合了浓郁的李子，干果与巧克力香
气。入口柔滑。适合搭配川菜与红烧菜系。 

 
原产国：法国 
产地： 波尔多 
配料： 葡萄汁，二氧化硫（微量） 
葡萄酒品种： 100% 赤霞珠 
葡萄采摘年份：2010 
灌装日期：2011年x月 
类型：干红葡萄酒 
级别：波尔多AOC 
酒精度：12.5% VOL 
储藏方式：避光恒温保存 
生产商：xxxxx ltd. 
进口商/经销商：xxxxx 
电话：xxxxx 
网址：xxxxx 
地址：xxxxx 

 

净含量： 750ML 

The Chinese brand name 

Mandatory, basic 

product information  

   Wine description 

 
•Original back label description 

“This fine wine displays a deep cherry and 
nutty aroma, with smoky and chocolate 
flavour. Medium bodied, smooth tannin 
and well structured. Served best with a 
cheese and red meat dish.”  

 

•New Chinese oriented back label 

translation 

This fine wine displays deep plum,, nutty 
and chocolate flavours. Easy to drink. 
Best served with spicy Sichuan cuisine 
and braised meat dishes.”  

 

 Back labels for imported 

wines sold in China 

typically include three key 

elements:  

 The Chinese brand 

name 

 Wine description 

 Mandatory, basic 

production information 

 

 Local food and flavour 

repertoires need to be 

considered carefully when 

translating back label 

information, as some 

flavours and foods are not 

as common to Chinese 

consumers as they are to 

consumers in other 

markets, e.g. gooseberry, 

asparagus, cherry, cheese 

etc.  

 

 A good translation should 

provide relevant flavours, 

aromas, and food pairing 

suggestions. 

Step 3 - Tailoring back label descriptions to local 

needs and flavour repertoire 



 

 

 

 
 
 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

For more information about Wine Intelligence please contact us: 

 

Wine Intelligence  

109 Maltings Place 

169 Tower Bridge Road 

London 

SE1 3LJ 

UK 

 

Telephone:  +44 (0)20 7378 1277 

Email: info@wineintelligence.com 

Web: www.wineintelligence.com 

 

Twitter: @wineintell 

Facebook: http://www.facebook.com/wineintelligence 

Lulie Halstead, Chief Executive 

lulie@wineintelligence.com 

Jenny Li, Research Manager 

jenny@wineintelligence.com 

 

Maria Troein, Project Manager 

maria@wineintelligence.com 

 

Rui Su, Senior Research Analyst 

rui@wineintelligence.com 

 


