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Richard Halstead, Jenny Li, Rui Su, Maria Troein 

 

London International Wine Fair, 17th-19th of May 2011 
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A growing economy 

10.3% 
2.7% 

GDP growth in 2010, source: CIA World Factbook 

1.8% 
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An established alcohol culture 
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Booming wine consumption 
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What is the opportunity? 
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The actual market is temporarily “small” 

1.34 bln 

18.6 
mln 

Total Chinese population 

Aged 18-50 

Urban 

Upper middle class  

Wine drinkers  

Urban 18-50 upper middle class 

imported wine drinkers  



 

 

 

 
 
 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

© Wine Intelligence 2011 

 

 

 

 
 
 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

7 

 

 
 

 

Who drinks wine  

in China? 
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The businessman 
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The young professional 
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The health drinker 
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The gifter / displayer 
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View from the dining room of Jenny’s home in Harbin, China 
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The mainstream drinker 
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How should brand 

owners approach the 

market? 
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Tax structure for imported wine in China  

14 

+ 

Insurance, shipment, storage: 5% 

Ex-cellar price:  €2 

 

+ 

 

Import tax:14% 

+ 

 

 

Value added tax*: 17% 

+ 

 

 

Consumption tax*: 10% 

Price after custom clearance: €3.07 

€0.1 

€0.29 

€0.41 

€0.27 
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Distribution system is fragmented and 

with regional differences 
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Major importers 

Local importers 

Custom brokers 

 Wholesalers 

Supermarkets 

Specialty store 

Convenience stores 

Online retailers  

Hotel and restaurants 

Bar / café/ pub / 

karaoke 

Corporate gifting  

Fine wine / rare wine 

collectors or drinkers 

On-trade 

Off-trade 

Direct sales 

http://www.sxc.hu/browse.phtml?f=download&id=517773
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Distribution system is fragmented and 

with regional differences 
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Major importers 

Local importers 

Custom brokers 

 Wholesalers 

On-trade 

Off-trade 

Direct sales 

http://www.sxc.hu/browse.phtml?f=download&id=517773
http://www.sxc.hu/browse.phtml?f=download&id=517773
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Distribution system is fragmented and 

with regional differences 
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Major importers 

Local importers 

Custom brokers 

 Wholesalers 

Supermarkets 

Specialty store 

Convenience stores 

Online retailers  

Hotel and restaurants 

Bar / café/ pub / 
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Corporate gifting  
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http://www.sxc.hu/browse.phtml?f=download&id=517773
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Distribution system is fragmented and 

with regional differences 
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Local importers 

Custom brokers 

 Wholesalers 

Supermarkets 

Specialty store 

Convenience stores 

Online retailers  

Hotel and restaurants 

Bar / café/ pub / 

karaoke 

Corporate gifting  

Fine wine / rare wine 

collectors or drinkers 

On-trade 

Off-trade 

Direct sales 

Major importers 

http://www.sxc.hu/browse.phtml?f=download&id=517773
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Level of involvement and AMP budget 

determine what route to market to take 

19 Level of involvement  

AMP budget  

High 

Low 

High 
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Tailor a holistic marketing strategy in 

accordance with Chinese culture and 

customs 
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Opportunities on internet and social 

media  
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Challenges and 

opportunities ahead 
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 Growing economy 

 Lifestyle and status 

 Alcohol culture 

 Adventurous lead users 

 New generation 

23 

The future holds both opportunities and 

challenges 

Opportunities Challenges 

 Lack of knowledge 

 Low availability beyond Tier 1 

 Domestic wine competition 

 Counterfeits 

 Distribution system 
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Q&A 
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Question Time 
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谢谢 

Thank you 
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Please contact info@wineintelligence.com for further details 

about the methodology behind this presentation or related 

reports available for purchase  


