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How Portraits works
What are Portraits?
▪

Portraits are a series of reports designed by Wine Intelligence to provide wine businesses with a reference segmentation
model of wine drinkers which can be applied to individual brands, regions, countries of origin, style categories and retailers

▪

Portraits are detailed in a full PDF report and supporting Excel data table

▪

China Portraits 2019 is the fifth published edition of our China Portraits (the first one was published in 2011). Portraits is also
available for the UK, the US, Australia and Canada

How we make Portraits…
▪

Wine Intelligence uses factor and cluster analysis to group consumers into distinct segments based on their answers to
questions about their wine-drinking behavior and their attitude towards wine. Once consumers have been identified as
belonging to a specific segment, these segments are profiled based on a set of output variables, which, in addition to the
input variables above, include demographic information and more detailed questions on wine-drinking behavior

▪

Portraits are based on an integrated research methodology utilising both quantitative and qualitative techniques
▪

Quantitative: Analysis for China Portraits is based on a sample of 9,000 Chinese semi-annual wine drinkers collected
from March 2018 to March 2019 via Wine Intelligence’s Vinitrac® online survey. Comparisons for some measures
were made against the previous China Portraits 2017

▪

Qualitative: Consumer interviews were conducted across in China in April to May 2019 (see Appendix for details of
the qualitative research methodology)
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How can I use Portraits?
Objectives
The Portraits report series has two main objectives:
1.
Help to identify your target consumers
2.
Provide a detailed understanding of those consumers, including:
▪
Who they are
▪
Why they drink wine
▪
What they drink
▪
Where and how they buy wine
▪
How you can target them
This report identifies the higher value, mid-value and lower value consumer groups in the wine market, and provides detail on the preferences and
behaviors of each segment in order to help you to identify the right target group for your product. This analysis can then be combined with an analysis
of the competitive landscape to build a decision of which consumers to target
The segmentation model can be used to identify and understand target consumers, and to map on to brand, portfolio and channel strategies. Reading
the report, it is important to note that each consumer group has its own needs and merits. Higher value consumers may offer a tempting target
because they tend to buy more expensive wines more frequently; on the other hand they tend to have broad portfolios and the competition for their
attention is intense. Lower value consumers may shop for wine less often and spend less, but can still represent significant opportunities for producers
whose strengths align with lower cost, consumer-friendly products

Putting findings into practice
Once you have decided on your target and built an understanding of who these consumers are, there are a number of ways to apply this understanding
to better target your key customers. In the past, wine companies have used Portraits to inform:
▪
▪
▪
▪
▪

Packaging and label design
Brand positioning
Advertising and marketing communications
Channel strategy
In-store positioning and layout
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Quantitative Methodology: Vinitrac® China 2019
▪

▪
▪

▪

The data for this study was collected in March 2018, July
2018, October 2018, Jan 2019 and March 2019
▪
A total of 9,000 respondents were collected
Data was gathered via Wine Intelligence’s Vinitrac® online
survey
The respondents in both waves meet the following
requirements:
▪

Urban upper-middle class: personal monthly income
before tax at least 6,000 RMB in Beijing, Guangzhou,
Shanghai, Hangzhou and Shenzhen; or 5,000 RMB in
Wuhan, Chengdu, Shenyang, Chongqing, Changsha,
Zhengzhou and Guiyang

▪

18-54 years old

▪

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

▪

Drink imported grape-based wine at least twice a year

▪The data is representative of Chinese urban upper-middle class
imported wine drinkers

▪The distribution of the sample is shown in the table
China
Sample size=
Male
Female
Total
Age
18-29
30-39
40-54
Total
Geography
North (Beijing + Shenyang + Zhengzhou)
South (Guangzhou + Shenzhen)
East (Shanghai + Hangzhou)
Central (Wuhan + Changsha)
West (Chengdu + Chongqing + Guiyang)
Total
Personal
Less than RMB 9,000
monthly income RMB 9,000 - 11,999
before tax
RMB 12,000 or above
Total
Gender

9000
53%
47%
100%
34%
29%
37%
100%
27%
18%
20%
8%
27%
100%
32%
33%
35%
100%

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

Source: Wine Intelligence, Vinitrac® China March ‘18, July ‘18, October ‘18, January ‘19 & March ‘19, Chinese semi-annual imported wine drinkers (n=9,000)
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Qualitative Methodology: in-depth interviews
In-depth interview methodology
▪

24 In-depth phone interviews with Chinese urban upper-middle class imported wine drinkers were conducted in April - May 2019

▪

Each interview lasted at least 30 minutes, covering general wine drinking behaviour and preferences, motivations and attitudes
towards wine, purchase choice cues, etc.

▪

Profile of respondents interviewed as below:
Segment
Engaged Explorers

6

Mainstream Casuals

6

Status Seekers

6

Social Newbies

6
Total

24
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Wine Intelligence Ltd Terms and Conditions of Licence for Syndicated Research
Products – key sections
Definitions and Interpretation
The “Agreement” means the Agreement between Wine Intelligence Ltd and the Customer to provide a
Licence for the use of the Syndicated Research Report(s) for Fees on these terms and conditions of
business and as set out in a Proposal and the Acceptance of Proposal
“WI” is Wine Intelligence Ltd, trading as Wine Intelligence.
“Customer” means the person or entity purchasing the Licence for the use of the Syndicated Research
Report(s)
“Proprietary Information” means all information contained in the Syndicated Research Report(s) and
associated briefings or presentations by WI, plus all logos, Processes, third party data and formats
contained therein
“Licence” means the Customer’s right to use, store, retrieve and disseminate the Syndicated Research
Report(s), as defined by the Agreement
“Acceptance of Proposal” means the document provided by the Customer to WI confirming the terms of
engagement of WI to provide the Customer with the Licence for the use of the Syndicated Research
Report(s)
“Fees” means the fees payable by the Customer to WI, as set out in the Contract, plus VAT at the current
rate, subject to exemptions as set out in UK and EU law

“Processes” means any research processes, techniques and methodologies used in the creation of the
Syndicated Research Report(s)
“Proposal” means the specification of the Syndicated Research Report(s) by WI to the Customer
“Syndicated Research Report” means a written document containing Wine Intelligence copyright
materials such as data, information, insight, commentary, either written, oral, video, or audio and, where
appropriate, copyright materials of a Third Party that have been reproduced by permission
“Representative Organisation” means any body, association, trading group, generic organisation or any
other coalition of interested parties, howsoever constituted, that acts on behalf of a broader group of
stakeholders

2.. Copyright
2.1 The Copyright in the Syndicated Research Report(s) shall at all times vest with WI. The copyright in all
artwork, data and copy for each element of the report created and assembled by WI shall at all times
remain the property of WI.

2.2 All copyright and any other intellectual property rights in any material produced supplied or made
available by a third party to WI for inclusion in the Syndicated Research Report shall remain the property
of the third party. The Customer warrants its title to WI, except as may be expressly disclosed in writing,
and agrees to indemnify WI against any claims by third parties in respect of any infringement of their
copyright or other intellectual property rights.
2.3 WI asserts to the Customer its moral right to be identified as the author of the Syndicated Research
Report in accordance with the UK Copyright Designs and Patents Act 1988 Section 77 and 78, and shall be
entitled to hold itself out as the author of the Syndicated Research Report (and in particular the research
undertaken in the process of completing the Syndicated Research Report) as part of WI’s own general
marketing activities. WI shall be entitled to publish the name of the Customer in association with the
Syndicated Research Report(s) as part of this general marketing activities.
2.4 The copyright in the Processes used to execute the Syndicated Research Report shall remain the
property of WI throughout.
3. Licence
3.1 WI grants to the Customer under the Agreement a non-exclusive Licence in perpetuity to store and
retrieve an electronic version of the Syndicated Research Report(s)
3.2 The Customer is entitled to disseminate the Syndicated Research Report(s) within its immediate
organisation, including organisations affiliated by majority shareholdings, legally liable partnerships, or
other majority ownership structure

3.3 If the Customer is a Representative Organisation, the entitlement outlined in Clause 7.2 DOES NOT
extend to parties who hold membership or similar interest in the Representative Organisation, except by
specific written permission from WI and the payment of further Fees associated with a Multi-User
Licence
3.4 The Customer is entitled to extract elements of the Syndicated Research Report and re-use them for
internal and external presentations, subject to the doctrine of Fair Use
3.5 At all times the Customer must identify any information extracted from the Syndicated Research
Report in 7.5 above as being from WI

“Subscription Products” means Syndicated Research Reports delivered to the Customer periodically as
part of an ongoing Agreement

4. Warranties

1. Engagement

No advice or information whether oral or written provided by WI to the Customer through the
Syndicated Research Report(s) shall create any warranty not expressly stated in this Agreement.

The Customer engages WI to provide the Syndicated Research Report(s), and WI agrees to do so upon the
terms of the Agreement for payment of the Fees.
The Fees for the Syndicated Research Reports shall be priced in Pounds Sterling. WI will publish indicative
prices in Euros, US Dollars, Australian Dollars, Canadian Dollars from time to time, and the Customer will
have the opportunity to pay for Syndicated Research Reports using these currencies. Should the Customer
opt for this form of payment the exact amount payable will be based on the prevailing exchange rate at
the time of the execution of the Agreement.

The Client warrants and undertakes to abide by the UK Copyright Designs and Patents Act 1988 Section
77 & 78, and undertakes to obey the copyright restrictions on any materials received as part of this
Agreement.

Please contact Wine Intelligence for full terms and conditions
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REPORT PRICE: • AUD 4,700 • GBP 2,500 • USD 3,300 • EUR 2,900 • 5 Report Credits
Format: 91-page PowerPoint (PDF) and Excel data table
Purchase online: https://www.wineintelligence.com/view-reports/
Contact us directly: reports-shop@wineintelligence.com

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
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
Emily Carroll, Project Executive| T +44 020 7378 1277 | Email: emily@wineintelligence.com
SAO PAULO
Rodrigo Lanari, Brazil Country Manager | T +55 (0) 11 3065-8411| Email: rodrigo@wineintelligence.com
SYDNEY
Ben Luker, Business Executive | T +61 (0) 416 638 272| Email: ben@wineintelligence.com
TRIESTE
Pierpaolo Penco, Italy Country Manager | T +39 349 424 3371 | Email: pierpaolo@wineintelligence.com
VALLADOLID
Juan Park, Director, South America and Iberia| T +34 637 214 829| Email: juan@wineintelligence.com
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