
1© Wine Intelligence 2015

WINE CONSUMERS AND SOCIAL MEDIA: CASE STUDIES FROM CHINA 
AND AUSTRALIA

PROWEIN, MARCH 2015



2

 Social media is clearly a global resource

 However consumers are using it quite differently from one 
geography to another

 Consumers still have more trust towards opinions from 
people similar to them or whom they respect.

 They are also influenced by the effectiveness of other 
media in their market

 And the local popularity of certain platforms tends to drive 
behaviour

Consumers and social media

Millions online, but cultural norms still apply
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CHINA

Hugely connected, online shopping strong, smartphone central

Source: CNNIC January 2014 Statistical Report on Internet Development in China
Wine Intelligence estimation based on Internet users and population 2012, Worldbank, http://data.worldbank.org/indicator/IT.NET.USER.P2, accessed on 
07/06/2014

Internet population 2012

564 million

254 million

101 million
55 million

111 137

210

298

384

457
513

564
618

2005 2006 2007 2008 2009 2010 2011 2012 2013

Population size of Internet users & internet 
penetration rate in China
In million of people

9%
11%

16%

23%

29%

34%
38%

42%
46%

Number of users Proportion of users



4

 In 2013, Beijing, Shanghai, Guangzhou, Tianjin, Zhejiang and Fujian have the 
highest internet penetration rate nation wide, with more than 60% of the 
population having access to the internet

CHINA

Currently Tier 1 bias to internet access – but already changing

Source: CNNIC January 2014 Statistical Report on Internet Development in China
China’s e-tail revolution: Online shopping as a catalyst for growth, March 2013, McKinsey & Company 
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Weibo top 
usage by 

drinkers of 
imported 

wine
“To follow the 
brands that I 

like”

CHINA

Less searching, more instant messaging

Source: CNNIC January 2014 Statistical Report on Internet Development in China
Wine Intelligence, Vinitrac® China, April 2014, n=1,004 Chinese urban aged 18-54 upper-middle class drinkers of imported wine in Beijing, Shanghai, Guangzhou, Shenzhen, Hangzhou, Shenyang, Chongqing, 
Wuhan, Chengdu

Platforms
/applications

Proportion of 
internet users

Instant messaging 86%

Online news 80%

Blog/personal blog 71%

Online video 69%

Online shopping 49%

Platforms/applications with decreasing 
usage in 2013 compared to 2012

Platforms
/applications

Proportion of 
internet users

Search engine 79%

Online music 73%

Online games 55%

Microblog 46%

Social networking sites 45%

Platforms/applications with increasing 
usage in 2013 compared to 2012 WeChat top usage 

by drinkers of 
imported wine in 

China
“To post the 

picture of the 
wines I have 

drunk or bought”
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Red grape-based wine (红葡萄酒)

CHINA

Interest in wine remains E Coast centric

Google searches for wine terms by region
Aggregate searches in China, 2004 to June 2014

Grape-based wine (葡萄酒) Red alcohol (红酒)

White grape-based wine (白葡萄酒) Champagne (香槟)

Source: Google trends, accessed 7 June 2014. http://www.google.co.uk/trends/explore
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CHINA

Already a large online wine market

Source: 
1. For calculation of this number see Wine Intelligence estimate of market size
2. McKinsey & Company, “Digital Nation on the Rise: Profiting from China’s Internet Revolution”, 2010. Middle class is defined by McKinsey as those with an annual income of at least 55,000 RMB. This cut-off is slightly higher than the Wine Intelligence definition of upper middle class 

(which is based on a minimum annual income of 48,000 RMB), and may therefore overestimate internet penetration among our target. However, those who drink imported wine also tend to have higher levels of education than the average and are therefore more likely to use the 
internet. On balance, we view 88% as a conservative estimate of internet penetration among upper middle class imported wine drinkers. 

3. Wine Intelligence, Vinitrac® China, April 2014, n=1,004 Chinese urban aged 18-54 upper-middle class drinkers of imported wine in Beijing, Shanghai, Guangzhou, Shenzhen, Hangzhou, Shenyang, Chongqing, Wuhan, Chengdu

62%
“Often” Look for 
wine information 

online3

47%
Bought wine from 

internet in the past 
6 months3

33.4 million 
Urban upper middle class adults drink imported wine & use internet+ @

38 million 
Urban aged 18-54 upper middle class imported wine drinkers1

+ @

20.7 million often look up wine 
information online

16 million bought wine online

Use internet288%



8Source: Wine Intelligence, Vinitrac® China, April 2014, n=1,004 Chinese urban aged 18-54 upper-middle class drinkers of imported wine 
in Beijing, Shanghai, Guangzhou, Shenzhen, Hangzhou, Shenyang, Chongqing, Wuhan, Chengdu

CHINA

Within the wine context, social media is for following brands, sharing, 
learning and informing

1. “Follow the brands I like”

2. “Repost interesting topics about wine 
and share them among peoples I know”

3. “Learn about practical information 
about wine”

4. “Hear/read opinions from people 
sharing the same interest as me”

5. “To be updated on discounts and 
promotions”

What do you do when you use social media for wine?

WeChat
“To post the 

picture of 
the wines I 
have drunk 
or bought”

Higher 
usage for 

discussion 
& level of 

trust

Weibo
“To follow 
the brands 
that I like”



Overview of the Australian wine market - online users
The top-down view

9

17.2 million adults in Australia1

81% of Australian adults drink wine2,3

13.9 million wine drinkers 

65% of Australian adults drink wine regularly, 
i.e. at least once per month3

11.2 million regular wine drinkers

Sources   1 Australian Bureau of Statistics
2 wine= still light wine (red, white, rosé)
3 Wine Intelligence online calibration study with YouGov, June’14, n=986 Australian adults
4  The World Bank, “Internet users as percentage of population”, 2012. assessed on 29/07/2014. 

79%
are internet users4

8.8 million 
Australian adults 

drink wine regularly & use the internet



AUSTRALIA
Bloggers and bargain hunters
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Retailers rule the online world . . . .and so do bloggers

Browsing for price . . . . And photo opportunities 

32%
of Australian regular wine drinkers now trust 
wine advice, opinions or recommendations 
from 

Independent bloggers vs. 23% in 

2012

… although they are still less likely to be trusted than other sources such as 
friends / family and producer, wine retailer or brand websites 

Top 3 reasons for looking information up 
about wine online:

1. Check the price of a particular wine 
(40%)

2. To find out where to buy a particular 
wine (28%)

3. To discover new wines (24%)

Source: Wine Intelligence, Vinitrac® Australia, June 2012, April 2014, Oct 2014 n>769 Australian regular wine drinkers
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AUSTRALIA
Tablets and mobiles growing in importance

* Statistically significantly higher than June 2012 at a 95% confidence level
* Statistically significantly lower than June 2012 at a 95% confidence level
Source: Wine Intelligence, Vinitrac® Australia, June 2012, April 2014, n>769 Australian regular wine drinkers
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Device for internet information access - wine
% of those who normally use the following devices to get information about wine
Base=All Australian regular wine drinkers (n>769)
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1%
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95%

29%

15%

1%

2%

Device for Internet infomration access
% who normally use the following devices to get internet access

Base=All Australian regular wine drinkers (n>769)

Computer

General internet use
% who normally use the following devices to get internet access

Base=All Australian regular wine drinkers (n>769)

Wine information internet searching
% of those who normally use the following devices to get information about wine
Base=All Australian regular wine drinkers (n>769)

Mobile phone with 
internet access

Tablet with internet 
access

Other

None of these

78%

45%

43%

42%

40%

32%

32%*

77%

45%

41%

42%

37%

30%
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Friend / family member

Wine region or producer association website promoting their wines

Small wine producer website

Wine merchant website

Mainstream wine brand website

Supermarket-attached liquor store website

Independent blogger

2014
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Red: Significantly higher than June 2012 at a 95% confidence level
Source: Wine Intelligence, Vinitrac®Australia, June 2012, 769 Australian regular wine drinkers, April 
2014, 1,031 Australian regular wine drinkers   

Trust towards sources of online wine information
% of those who "trust somewhat" or "trust completely" the advice, opinions or recommendations about wine 
made by the following people or organisations online
Base=All Australian regular wine drinkers (n>769)



AUSTRALIA:
More wine apps in use, led by successful Dan Murphy’s effort
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* Statistically significantly higher than June 2012 at a 95% confidence level
* Statistically significantly lower than June 2012 at a 95% confidence level
Source: Wine Intelligence, Vinitrac® Australia, June 2012, April 2014, n>769 Australian regular wine drinkers
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95%

82%*

2%
17%*

2012 2014

Yes

No

I don't know

Smartphone / tablet wine-related application usage
% of those who use wine related apps on their smartphone or tablets
Base=All Australian regular wine drinkers (n>769)

Red: Significantly higher than June 2012 at a 95% confidence level
Blue: Significantly lower than June 2012 at a 95% confidence level
Source: Wine Intelligence, Vinitrac®Australia, June 2012, 769 Australian regular wine drinkers, April 2014, 1,031 Australian regular wine 
drinkers   
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AUSTRALIA:
Facebook and YouTube = main channels
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Source: Wine Intelligence, Vinitrac® Australia, October 2014, n=1,006 Australian regular wine drinkers
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Base=All Australian regular wine drinkers (n=1,006)



Some parting thoughts

 Social media strategy needs to be global . . . 

 . . . . And local at the same time

 What’s changed over the past 5 years:
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Social media 2010 Social media 2015

Words Pictures

Facts Feelings

Detail Headline

Static Dynamic

Exploration Obsessiveness
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Thank you 

Any questions?
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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: http://twitter.com/#!/wineintell

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


