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Report overview

The Japan Landscapes 2018 report includes:

• Report with the latest information regarding the 

Japanese wine market, supported by:

• Wine Intelligence Vinitrac® Japan

• Wine Intelligence market experience

• Secondary sources

• Trade interviews

•User-friendly data table with all the measures from 

Vinitrac® Japan showing significances, cross tabbed with:

•All Japanese regular wine drinkers in 2018

•Gender groups

•Age groups

•Key cities for imported wine consumption

•Tracking data 2014-2017-2018

Japan Landscapes 2018

*All prices exclusive of VAT, GST,
or relevant local sale taxes at the current rate

Report price:

GBP 2,500
USD 3,500
AUD 4,500
EUR 3,000

5
report 
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1. CONTINUED DECLINE IN WINE MARKET VOLUME, FACING STRONG COMPETITION FROM OTHER 

BEVERAGES

▪ The Japanese still wine market is declining in terms of the total volume of wine sold in the market, following years 
of growth

▪ Per capita consumption of wine in Japan remains relatively small at 3L per capita per year, with the per capita 
consumption of wine experiencing approximately a 2% decrease from 2016 to 2017

▪ Paired with the reducing wine volumes, the rise in popularity of Ready-to-Drink (RTD) and other pre-mixed 
beverages is seen as a growing threat to the wine industry in Japan, especially when it comes to younger 
consumers

2. OLDER CONSUMERS CONTINUE TO DRIVE THE JAPANESE WINE MARKET

▪ In alignment with Japan’s ageing population, nearly half of all Japanese regular wine drinkers are aged 55 and over

▪ The high proportion of older wine drinkers brings challenges and threats to the wine category, with the view among 
the trade that younger consumers are not engaging with the wine category in the way that predecessors did

3. WINE CONSUMPTION BEHAVIOUR INDICATES MOVEMENT TOWARDS MORE MODERATE DRINKING 

▪ The proportion of regular wine drinkers who claim to not drink wine for off-and on-trade occasions has generally 
increased over the past year

▪ The movement towards moderate drinking is more noticeable amongst young drinkers, with regular wine drinkers 
aged 20-24 significantly more likely to claim they are actively reducing the amount of alcohol they drink

Management summary
Key trends in the Japanese wine market 2018
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Management summary
Key trends in the Japanese wine market 2018

4. CHILEAN WINE CONTINUES TO DOMINATE THE JAPANESE WINE MARKET

▪ Chilean wine surpassed French wine in 2015 as the largest source of wine in Japan by volume, and has grown 
continuously in the past few years

▪ According to the Wine Intelligence Global Wine Brand Power Index 2018, Chilean brands perform strongly in Japan, 
with six of the top 10 most powerful wine brands in Japan coming from Chile – Alpaca, Sunrise, Santa, Cono Sur, 
Pudú, and Casillero del Diablo

▪ The popularity of distinctive ‘critter brands’ in Japan results in Alpaca being by far the most powerful brand in 
Japan

5. PROMINENT INTEREST, YET SOME CONFUSION, AROUND ALTERNATIVE WINE TYPES

▪ With an overall preference for more natural food and drink products amongst Japanese consumers, preservative-
free wine achieves the highest opportunity index among alternative wine types in Japan, followed by organic wine 

▪ Purchase of alternative wine types (e.g. lower-alcohol wine, non-alcoholic wine, etc.) are typically driven by 
younger drinkers, who display a greater awareness of a range of alternative wine types and are significantly more 
open to purchasing them compared with older drinkers
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▪ The data for this survey was collected in Japan in March 2014, 
March 2017, and March 2018

▪ Data was gathered via Wine Intelligence’s Vinitrac® online 
survey:

▪ 1,011 Japanese regular wine drinkers (March 2014)

▪ 1,000 Japanese regular wine drinkers (March 2017)

▪ 1,000 Japanese regular wine drinkers (March 2018)

▪ Respondents were screened to ensure that they drink wine at 
least once a month; drink red, white or rosé wine; and buy wine 
in the off-trade or in the on-trade

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

▪ The data is representative of Japanese regular wine drinkers in 
terms of age and gender

▪ The distribution of the sample is shown in the table

Source: Wine Intelligence, Vinitrac® Japan, Mar‘18, n=1,000, 
Mar’17, n=1,000 and Mar’14 n=1,011 Japanese regular wine 

drinkers

Mar-14 Mar-17 Mar-18

sample size 1,011 1,000 1,000

Male 50% 47% 47%

Female 50% 53% 53%

Total 100% 100% 100%

LDA-24 4% 8% 8%

25-34 14% 14% 14%

35-44 15% 13% 13%

45-54 19% 16% 16%

55 and over 48% 49% 49%

Total 100% 100% 100%

Hokkaido 6% 6% 5%

Tohoku 4% 4% 4%

Kanto 38% 48% 47%

Chubu 15% 10% 11%

Kansai 22% 17% 19%

Chugoku 3% 5% 5%

Shikoku 3% 3% 1%

Kyushu 8% 8% 7%

Total 100% 100% 100%

Japan

Gender

Age

Region
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Research methodology
Qualitative trade research

Trade interview methodology

▪ Trade Interviews were conducted with 6 experienced 
industry professionals in Japan’s wine trade in July 
and August 2018

▪ Interviews followed a pre-determined discussion 
guide, and covered overall market trends, 
opportunities for different wine styles, retail 
channels and pricing

▪ The 6 interviewees were members of the wine trade 
working in different roles within the industry: 

▪ x 1 Wine Educator

▪ x 2 Wine Distributors 

▪ x 1 Wine Buyer 

▪ x 1 Wine Retailer

▪ x 1 Sommelier 
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1) Defining the right samples:
▪ Wine Intelligence, with the support of global research companies (e.g. TNS, YouGov), regularly runs calibration studies in

each market in order to define demographic specifications of the wine consumers and the size of the market (i.e.
penetration of wine consumption)

2) Running the online survey:
▪ Invitations to participate in an online survey programmed by Wine Intelligence are then distributed to residents in each

market
▪ Respondents are directed to a URL address, which provides access to the online survey
▪ Based on given criteria (e.g. age, beverage, frequency of wine consumption) respondents will either proceed or screen out

of the survey
▪ Wine Intelligence monitors completed responses to build samples representative of the target markets’ wine drinking

population based on the most recent calibration study

3) Cleaning the data:
▪ When a representative sample is logged, the survey is closed
▪ Wine Intelligence will then clean out all invalid data points (e.g. those who sped through the survey or gave inconsistent

answers to selected questions) and weight the data in order to ensure representability

How does Vinitrac® work?
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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

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

Ben Luker, Business Executive | T +61 (0) 416 638 272| Email: ben@wineintelligence.com  
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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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