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Excerpts from the introduction

“Shaping your brand correctly for the Chinese market is one of the biggest product challenges in consumer goods today. 
Over the past decade major multinational brand owners have pitched their products into China, with very mixed results. 
At first glance the high profile success stories don’t seem to follow much of a pattern: luxury cars, fast food, crisps and 
snacks, high priced spirits, coffee shops, supermarkets, among others. Less talked about is the fact that far more brands 
have failed to make inroads in the Chinese market, and have retreated with bruised balance sheets.”

“What draws the apparently disparate examples of success together (and tends to differentiate them from the failures) 
is a concerted effort on the part of the brand owner to understand their market, allied with a clinical, open-minded 
attitude to adapting and positioning their brand correctly for a Chinese audience. This report is about how this formula 
of market understanding and adaptation may be applied to the wine category, and why this approach is crucial to giving 
your wine brand the best chance of success in the Chinese market.”

“So how do you build a “meaningful”, “different” and “salient” wine brand that easily come into Chinese consumers’ 
minds? Just as in western markets, brand success starts with awareness and positive perception. A brand name that 
cannot be read or pronounced will leave you at an immediately disadvantage: It is essential to have a Chinese brand 
name that can help consumers recall or recognise your brand when they are faced with overwhelming variety of choices 
in a wine aisle. However, a Chinese brand name means more than just a name that consumers can understand. It needs 
to resonate when referred to on social media, to reassure and excite, and to be immediately recognisable on shelf.”

Rui Su
Research Manager

Chuan Zhou
Research Analyst
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 A research project including an online research community and a survey was 
conducted in June 2014 in China to understand:

 Consumers’ wine drinking behaviour and relationship with imported grape-based wine

 Decision hierarchy and purchasing process

 Perceptions of different channels for buying imported wine

Research methodology
Wine Intelligence Intellicrowd research community

 Respondents answered a survey and be asked to join a platform (WeChat)
where they interacted for 10 days and were asked to go to the shops where
they normally buy wine, took pictures of the shop and wine aisle, chose the
wine they would buy and explained why they made the choice they did

 Respondents were recruited from one of the China’s largest online social-
networking community Sina Weibo
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Research methodology
Vinitrac® China methodology

 Vinitrac® data for this study were collected in April 2014

 Data were gathered via Wine Intelligence’s Vinitrac® online survey of:

 1,004 Chinese urban upper-middle class drinkers of imported wine

 Respondents were screened to ensure they met the following requirements:

 Urban upper-middle class: personal income of at least 4,500 RMB before tax per month in tier 
2 cities (Wuhan, Shenyang, Chengdu and Chongqing); personal income of at least 6,000 RMB 
before tax per month in tier 1 cities (Beijing, Guangzhou, Shanghai, Hangzhou and Shenzhen)

 18-54 years old

 Residents of Beijing, Guangzhou, Shanghai, Wuhan, Shenyang, Chengdu, Hangzhou, 
Shenzhen and Chongqing

 Drink imported grape-based wine at least twice a year

 Invalid respondents (those who sped through the survey or gave inconsistent answers to selected 
questions) were removed before analysis

 The survey was quota-based and post-weighted to be representative of Chinese urban upper-
middle class imported wine drinkers in terms of age, gender, geography, and income
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Research methodology
Vinitrac® China methodology

SAMPLE SIZES
At least 1,000 respondents per survey

Imported wine drinkers who drink imported grape-based wine at least twice per year

Each Vinitrac® survey starts with questions to screen respondents:

 Adult drinking age within each country
 In Vinitrac® China 2014, target respondents are aged 

between 18-54
 Permanent resident of the country being surveyed
 Drinks imported grape-based wine at least twice a year
 Drinks at least red, white or rosé wine 
 Buys wine in the off-trade and/or in the on-trade channels
 In Vinitrac® China 2014, upper-middle class is based on monthly 

income before tax more than 6,000 RMB in Beijing, Shanghai and 
Guangzhou, Shenzhen and Hangzhou, and more than 4,500 RMB 
in Wuhan, Chengdu, Shenyang and Chongqing

… and rejects all respondents who do not fulfil these Vinitrac®

criteria

Each sample is representative of the wine drinking population in 
that market and is therefore valid; a sample size of at least 1,000 
consumers ensures results are reliable. It’s like a ‘smaller’ version 
of the wine drinking population at large

We comply with both MRS and ESOMAR codes and guidelines for market research practice
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 The secondary data in this report are from sources available to the public, including:

 Government regulation documents

 Corporate/company websites (importers, distributors, retailers, brands, etc.)

 Trade publications and public available market reports

 News

 Data are also quoted from Wine Intelligence’s China reports:

 China Landscapes 2014

 China Internet and Social Media 2014

 China Label Design 2012

Research methodology
Secondary research methodology
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If you have any questions, please contact your local Wine Intelligence office:

AVIGNON
Jean-Philippe Perrouty, Director, Wine Intelligence France|  T +33 (0)486 408 417 | Email: jean-philippe@wineintelligence.com

GUANGZHOU 

Rui Su, Research Manager | T +86(20) 8718 1277| Email: rui@wineintelligence.com

CAPE TOWN

Dimitri Coutras, South Africa Country Manager  | T +27 828288866 | Email: dcoutras@iafrica.com 

DELAWARE

Erica Donoho, USA Country Manager  | T +1 973 699 4158 | Email: erica@wineintelligence.com

FRANKFURT 

Wilhelm Lerner, Associate Director/Germany Country Manager | T +49 (0)175 5806 151 | Email: wilhelm@wineintelligence.com

LONDON 

Tetyana Halutva,  Senior Research Analyst | T +44 020 7378 1277 | Email: tetyana@wineintelligence.com

SYDNEY

Natasha Rastegar, Australia Country Manager | T +61 (0) 428 755 057 | Email: natasha@wineintelligence.com

TRIESTE
Pierpaolo Penco, Italy Country Manager  | T +39 349 424 3371  | Email: pierpaolo@wineintelligence.com
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