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引⾔ 

本论⽂的主题是中国的葡萄酒市场。经过多年相当稳定的经济发展，随着经济的持

续快速增长，中国的葡萄酒市场从20世纪80年代开始发展。多年来，中国⼀直被视为

⼀个葡萄酒消费国，典型的买家是中产阶级和商⼈，他们主要消费的是瓶⼦精美价格

昂贵的外国葡萄酒。很多时候，购买⾼级葡萄酒只是为了在正式的会议上作为公关的

道具，把精美的瓶装酒作为珍贵的礼物送出，然⽽购买者并不了解葡萄酒⽂化。由于

这些原因，葡萄酒界的许多学者和专业⼈⼠最主要兴趣是从国外⾓度分析这个市场，

以便更好地理解如何允许外国葡萄酒品牌进⼊这个新的市场并开发新的商机。 

当然，笔者认为也需要从中国的⾓度来分析市场。中国变化快, ⽽且近⼏年来这个市

场的发展变化如此之⼤，以⾄于称之为“中国葡萄酒⾰命”似乎没有错。中国已不仅仅

是葡萄酒消费国，同时也是世界第六葡萄酒⽣产国。这些变化在许多⽅⾯已经引起了

⼈们的思考，⽐如对消费者⾏为变化的重新认识。从市场的⾓度来看是这样，在法律

框架内也是如此。因此，这篇论⽂将描述这些重要的变化，并提供有关中国葡萄酒业

⾛向何处的相关信息，特别关注过去20年来的发展变化。在这场⾰命的发展中，不能

忽视进⼜、外国品牌和⼤多数外国技术援助所具有的重要性。特别要注意的是，在过

去的⼏年⾥，这个市场所⾯临的问题以及中国如何应对。 

此研究的⽬的是提供⼀个详尽的讨论，来阐述中国葡萄酒市场怎么发展，并表明它

正在⾛向何⽅，以及中国葡萄酒市场未来将必须⾯对的挑战，以及如果它要成为⼀个

真正的葡萄酒超级⼤国必须采取的对策。 

第⼀章将描述中国葡萄酒产业的发展，并分析葡萄酒的特点。葡萄酒在中国已经有

了千年的历史，但在中国消费者中却⼀直存在着相互⽭盾的看法。在过去，葡萄酒是

上层阶级或贵族的利基饮料。在中国⽂化中, ⽩酒等典型的酒精饮料⽐葡萄酒重要。由

于这个原因，可以说，中国酒业刚刚起步于1892，以成渝酒⼚为基础。 

�I



多年来，为了提⾼质量，中国在外国专家和伙伴关系的帮助下发展了产业，法国在

这⽅⾯发挥了重要作⽤。因此，中国仿效法国的葡萄酒⽅法，试图⽣产出能为当地消

费者所喜爱的红酒。多年来，中国葡萄酒的最重要榜样是”Cabernet Sauvignon”，⽽其

它⼀般红葡萄酒，主要销往当地市场。随着时代和市场的要求，这⼀做法开始受到批

评，并且根据市场需求，对创新的要求也越来越⾼。 

为了更好地理解中国葡萄酒，作者将详细描述这些变化，包括中国葡萄酒的技术特

征、所使⽤的葡萄品种和主要的中国新⽼葡萄种植区。如今，葡萄⼏乎在中国每个省

份都有栽培，但有些省份在葡萄酒市场上有着更为重要的作⽤。由于地中海的⽓候和

附近⼤城市的存在，⼭东省、⼭西省和河北省是最早⽣产葡萄酒的地区。⽆论如何，

随着时间的推移，这些地区已经不如宁夏、新疆和云南等地区受⼈重视。在这些地区，

当地和外国投资正在准备开辟⼀个新的中国葡萄酒天地，⽣产商必须在不同的⽓候和

⼟壤条件下来种植葡萄。投资和努⼒是伟⼤的，⽽它们的结果今天可以看到。这些葡

萄酒今天在世界葡萄酒竞赛中竞争，得到世界各国的认可。特别是宁夏愿意成为“中国

的波尔多”，很⼤程度上因为它的贺兰⼭等已知地区⽣产⾼端葡萄酒。 

最后，对中国葡萄酒消费者概况和习惯的变化进⾏了详细的研究。这项研究将展⽰

中国消费者形象的多样性，以及由此产⽣的后果。已经确定了六个主要消费者类别。

第⼀类是“Adventurous Connoisseurs”，由⼤部分消费者组成，它们经常喝酒，对葡萄酒

的兴趣越来越浓。“Prestige-seeking Traditionalists”是⼀个更保守和⾼消费的群体。他们

更喜欢进⼜葡萄酒，对葡萄酒牌感兴趣，⽽不是葡萄酒的质量。“Developing Drinkers”

是指年轻⼈，他们认为葡萄酒是他们社会⽣活的⼀部分，他们更乐于接受新品种，⽽

且在私⼈场合也欣赏葡萄酒。“Social Newbies”是由⼈们在他们第⼀次接触葡萄酒，并

有⼀个更开放的观点。“Health Sippers”是⼀个由⼥性对葡萄酒的健康有益的组合，并

对产品有相关的知识。“Frugal Occasionals”是由那些在特殊场合喝葡萄酒的⼈来庆祝的，

他们对有限的知识⾮常敏感。将讨论青少年和妇⼥的⾓⾊以及消费者对葡萄酒⽂化和

形成课程的兴趣。 
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第⼆章介绍世界葡萄酒市场现状，以期更好地突出中国近20年来经济数据的特点。

全球化对世界葡萄酒业产⽣了巨⼤的影响。对新市场的搜寻和⽇益激烈的竞争迫使这

些国家采取了新的策略。在这种背景下，中国被认为是所谓的“新世界葡萄酒国家”之

⼀。这些国家相应地是新葡萄酒⽣产国。与法国、意⼤利或西班⽛等“旧世界葡萄酒国

家”相⽐，它们有着不同的价值。在中国，酿酒业短暂的历史和传统为更⾯向市场的⽅

法留下了更多的空间，⽽对传统和“Terroir”概念的兴趣则更少。多年来，中国⼀直致⼒

于为市场注⼊⼤量的葡萄酒。这些数据使得许多⼈认为中国是⼀个劣质葡萄酒国家，

中国不得不对这些指控做出回答。情况再⼀次改变了。 

中国葡萄酒的市场在过去的⼏年⾥有了很⼤的增长。2016，葡萄酿酒产量达1140万

升，成为世界上第六⼤葡萄酒⽣产国。消费也在增长，到2017年，相当于1790万升，考

虑到2002年⾄现代的15年⼈均消费0.25升，中国葡萄酒市场之所以成为本地和外国⽣产

商感兴趣的⽬的，是显⽽易见的。 

⽆论如何，从2012开始，这种增长已经开始下降。进⼜⼀直在增长，出⼜从未有过

可观的数量。本章将介绍中国主要的葡萄酒⽣产公司，张裕葡萄酒股份有限公司，长

城葡萄酒有限公司和王朝酒业集团有限公司。这三家公司控制了中国市场40%的份额，

本章将详细介绍它们在中国市场和国外的表现。⾯对国外品牌的竞争和世界市场的趋

势，这些公司实际上不得不改变他们的商业模式，⼤⼤地改变市场。他们也开始在国

外销售他们的葡萄酒，成为外国品牌的经销商，在欧洲购买葡萄酒⼚，或者合资经营

以保持这些巨⼤的市场份额，⽽不会带来巨⼤的损失。 

另⼀⽅⾯，在新疆和宁夏，规模较⼩、结构不太完善的葡萄酒酿造⼚正在兴起。这

些酿酒⼚有着更创新的⽅法，⽣产出具有原始特征的顶级葡萄酒。 

最后，对中国葡萄酒市场的分销渠道及其发展进⾏了研究。On-trade贸易渠道在数

量和价值上出现严重下降，部分原因是消费者需求和价格敏感度的变化，以及习近平

在2014年发起的反腐败运动，限制了国内对⾼端外国葡萄酒的购买。这⼀政策尤其打
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击了顶级法国瓶，但让中国标签处于⼀种舒适的境地，由于价格低廉，更容易在当地

市场获得，中国标签得以扩张。 

另⼀⽅⾯，由于消费者⽇益增长的价格敏感度和葡萄酒热情，Off-trade贸易渠道不

断壮⼤，使葡萄酒从⼩众产品向⼤众产品转变。最后，在过去5年中，电⼦商务的重要

性越来越⼤，这是由于京东和阿⾥巴巴所拥有的电⼦商务平台控制的，但也有更具体

的葡萄酒电⼦商务平台。电⼦商务的发展既显⽰出机遇，也显⽰出威胁，⽽这些机遇

和威胁都体现在葡萄酒⾏业⽇益严重的假冒问题上。 

最后⼀章将重点讨论葡萄酒法律框架及其变化。80年代以来，对这⼀课题做了很⼤

的改进。80年代初，即使颁布了⼀些法律，⽣产标准和质量控制⽅⾯仍然存在很⼤的

空⽩。这些空⽩导致了⼀些损害中国葡萄酒声誉的现象，如“假酒”和“半果酒”。第⼀个

是⼈造葡萄酒，质量低劣对消费者健康也有危险，第⼆个是加⽔和果汁酿造的葡萄酒。

为了应对这些威胁，中国制定了新的规定。加⼊世贸组织，最终对葡萄酒⾏业产⽣了

巨⼤的影响，促使政府制定新的、更严格的葡萄酒规定。第⼀个重要的步骤是“⾷品安

全法”，它规定了各种⾷品和饮料的制作。随着时间的推移，市场要求更详细的规定，

并在2006年发布了国家标准“GBT 15037-2006-葡萄酒”。这个国家标准是葡萄酒的基本法

律框架，它的附件以及过去⼏年加⼊它的标准，提供了关于定义、质量标准、标签、

卫⽣要求、运输⽅法和认证的完整的背景。这些法律对⾏业产⽣了巨⼤的影响，也有

助于打击劣质中国葡萄酒，逐步消除⼈们对国产葡萄酒的成见。 

另⼀⽅⾯，为了增强本地和外国消费者对中国葡萄酒的认知并给予中国葡萄酒更多

的保护，中国已经表现出对质量保证的兴趣。不幸的是，地理标志似乎仍然是⼀个复

杂的场景，充满了法律重叠和空⽩，并由三个不同的法律机构（AQSIQ、SAEC和农业

部）管理。在新的“2014葡萄酒庄园商标”中，我们看到了新的希望，这⼀点将在这⾥介

绍和讨论。 
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最后，作为改变路线的最后证据，中国正在采取有利于保障葡萄酒质量的措施，⽽

不仅仅抓产量，这在本论⽂的最后部分可以看到。作为⼀个相对新的葡萄酒国家，中

国仍然没有⼀个如法国，意⼤利，或西班⽛那样的国家葡萄酒分类系统。这⼀状况正

在发⽣改变。在过去的⼏年⾥，在宁夏开始了⼀个项⽬。在那⾥，优质葡萄酒的⽣产

和分类都按照新的和严格的制度。“宁夏葡萄酒分类体系”旨在保护宁夏⽣产的葡萄酒，

为该地区的葡萄酒增值。这可能是竞争更激烈的国家分类体系的第⼀步。该分类体系

也将标志着中国知识产权价值认识的进⼀步深⼊，为中国产业发展开辟⼀条新的道路。
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Introduction  

The topic of this final dissertation is the Chinese wine market. After many years of a pretty 

stable situation, Following the continuous and rapid economic growth, form the 80s China has 

started developing also this market. For many years anyway, China has been seen just as a 

consumer country, where the typical buyer was a middle-high class businessman who mainly 

drunk foreign and expensive bottles. He did it just to enhance his or her face drinking in a 

formal meeting or giving these bottles as precious gifts without knowing much about wine 

culture. For these reasons, many scholars and professionals of the wine world have 

predominantly described this market from a foreign point of view to better understand how to 

allow foreign wine brands to enter this new market and exploit its new opportunities. 

Anyway, the author believes an analysis of the market form a Chinese perspective shall be 

needed as well. China changes fast, and the changes in the development of this market in the 

last years have been so deep that it does not seem incorrect to claim it as a “Chinese Wine 

Revolution”. China is no more just a consumer country but the sixth world wine producer. 

These changes have been noticed in many areas form the producing one to the consumer 

behavior changes. The same has been noticed from the market point of view and the legal 

framework. This work will thus describe these important changes and give relevant 

information on where the Chinese wine industry is heading to, with a particular attention on 

the last 20 years, without forgetting anyway the relevance that imports, foreign brands and 

most of all foreign technical help have had in the development of this revolution. particular 

attention will be put also on the problems this market has faced during these last years and 

how China has answered.  

The intent of this study is then to provide an exhaustive discussion on how this market has 

evolved and show where it is heading to and what will be the challenges Chinese wine market 

will have to face if it wants to become a real wine superpower.  

The first chapter will describe the development of the Chinese wine industry and will consider 

wine as a product.  wine has actually a millennial history in China, but it has always had a 

conflicting consideration among chins consumers. wine was relevantly a niche beverage for 
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upper class or nobles. Typical alcoholic beverages such as baijiu have always had a more 

important role in Chinese diet and consumes. For this reasons, we can talk about wine 

industry just from 1892, with the foundation of Changyu Yantai Pioneer Winery.  

For many years, trying to elevate the quality, China has developed its industry thanks to the 

help of foreign expertise and partnerships, with France having a significant role in this. China 

has thus followed the French wine model trying to produce red wines that could be 

appreciable for the local consumers. Chinese wine has been for many years mainly embodied 

by red cabernet sauvignon or other general red wines, and it was available mainly in the local 

market. With time and the request of the market, this approach has found some critics and the 

request for innovation has grown, according to the market demand. 

To better understand Chinese wine, the author will then describe these changes detailing 

Chinese wine technical features, the grape varietals used and the main old and new Chinese 

grape growing areas.  Today wine in China is cultivated almost in every province, but some to 

them have a more relevant role in the market. Shandong, Shanxi, and Hebei provinces, were 

the first areas where wine was produced thanks to a more Mediterranean climate and the 

presence of big cities near them. With the course of time anyway, these areas have lost 

importance in favour of the more relevant areas of Ningxia, Xinjiang, and Yunnan where local 

and foreign investments are defining a new Chinese wine frontier where producers have to 

adapt the weather and the soil to grape cultivation. The investments and efforts are great and 

are they are actually showing the results in these last years. These wines today are competing 

in world wine competitions and get worldwide recognition. In particular, Ningxia is willing to 

become the “Chinese Bordeaux”, and produce high-end wine in its already well know region 

such as Helan mountain. 

Finally, a detailed study on the changes of the Chinese wine consumer profile and habits will 

be provided. This study will show how variegated the Chinese Consumer profile has become 

and what are the consequences that came from this. Six main consumers categories have been 

identified. the first group is called “Adventurous Connoisseurs” is composed by the biggest 

part of the consumers and are frequent wine drinkers with a growing interest in wine. 

“Prestige-seeking Traditionalists” is a more conservative and high-spending group. They 

prefer imported wines and more interested in the brand than the quality of the wines.  

“Developing Drinkers” are young people who consider wine as part of their social life and are 
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more open to new varieties and appreciate wine also in a private context. “Social Newbies” is 

composed of people at their first approach with wine and have a more open point of view. 

“Health Sippers” is a group composed generally by the woman that appreciate wine for its 

health benefits and have a relevant knowledge of the product. “Frugal Occasionals" is made 

by people who drink wines just on special occasions to celebrate and are very price-sensitive 

with a limited knowledge  

The role of youngsters and woman will be discussed as well as the growing interest of the 

consumer in wine culture and formation courses.  

In the second chapter, a description of the world wine market state will be presented to better 

highlight the peculiarity of the Chinese one end economic data relative to the last 20 years 

will be then presented and discussed. Globalisation had great consequences on the world wine 

industry. The search for new markets and the increasing competition had forced the countries 

to adopt new strategies. In this context,  China is considered one of the so-called “New world 

Wine country”,  These countries are relevantly new wine producer countries. They have 

different values if compared to “old world wine countries” such as France, Italy, or Spain. In 

China, the short history and tradition of winemaking leave more space for a more market-

oriented approach and less interest in the tradition and “terroir” concept. For many years thus 

China has just aimed to fill the market with huge volumes of wine. These data have led many 

people to consider China as a low-quality wine country and China had to reply to these 

accuses. But once again the situation is changing.  

Chinese wine market has anyway grown considerably in the last years. In 2016 its production 

of wine grape was of 11,4 million of hectolitres and doing so it becomes the 6th world 

producer of wine. Consumption has grown as well, and in 2017 it was equal to 17.9 million of 

hectolitres, and considering the 0.25 litres consumption per person per year in 2002 to the 1.5 

of modern years it is clear why the Chinese wine market has become an interesting target for 

both local and foreign producers. 

 Anyway, from 2012 this growth has started declining its speed. Imports keep on growing and 

export has never had considerable volumes. The chapter will then present the main wine 

producing companies of the country, Changyu Pioneer Wine Limiter, Great Wall winery 

Limited And Dynasty. These three companies control over the 40% of the Chinese market 
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share, and the chapter will detail their performances in the Chinese market and abroad. Facing 

the competition of foreign brands and the trend of the world market, these companies, in fact, 

had to change their method and modified greatly the market. They started selling their wines 

also abroad, became distributors for foreign brands and purchase wineries in Europe or 

making joint ventures to keep these huge market share without offering huge losses.   

On the other hand, smaller and less structured wineries are emerging in the country especially 

in Xinjiang and Ningxia Provinces. These wineries have a more innovative approach and top 

quality wines with original features are produced. 

Finally, a study on the Chinese wine market distribution channels and its development will be 

presented. On-trade channels have seen a severe decrease in terms of volumes and value, 

partly due to the changes in the costumers demand and their price sensibility as well as the 

anti-corruption campaign promoted in 2014 by Xi Jinping that has limited the purchase of 

high-end foreign wines.  This policy has attacked especially top french bottles but has left 

Chinese labels in a comfortable scenario that let them expand thanks to their lower price and 

the more easy accessibility in the local market.  

On the other hand, thanks to the growing price sensibility and wine passion of the consumers, 

off-trade channel keep on growing, transforming wine from a niche to a mass product. Finally, 

in the last 5 years, an always vaster market share of the off-trade channel is controlled by e-

commerce platforms haded by Jingdong and Alibaba but also more specified wine e-

commerce platforms. The development of the distribution channel is showing both 

opportunities and threats that are embodied by the increasing problem of counterfeiting in the 

wine industry.  

The last chapter will concentrate on the wine legal framework and its changes. Since the 80s 

great improvements have been done on this topic. At the beginning of the 80s, even with the 

promulgation of some first laws, there was a great void in terms of production standards and 

quality controls. These voids had lead to some phenomena that have undermined the 

reputation of Chinese wine such as the “forged wine” and the “half juice wine”. the first was 

an artificial wine that besides the poor quality could also be dangerous for the health of the 

consumers, the second was wine created with the addition of water and fruit juice. To fight 

back these threats, China has formulated new provisions. The entrance in the WTO, had 
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finally a great impact in the industry, pushing the government to establish new and stricter 

provisions on wine. The first important step has been the “Food Safety law” which regulated 

every kind of food and beverage. With the time, anyway, a more detailed provision was 

requested and in 2006 the National General Standard “GBT 15037-2006-wines” have been 

released. This national standard is the basilar legal framework for wine and with its 

attachments and the standards that have joined it in the last years it provides a complete 

context on definitions, quality standards, labeling, hygiene requirements, transport methods, 

and certifications. These laws have a great impact on the industry and have helped to fight the 

stereotype of low-quality Chinese wines.  

On the other hand, in order to enhance the perception local and foreign consumers have of 

Chinese wines and grant more protection to Chinese china has demonstrated its interest in 

quality guarantees. Unfortunately, the Geographic indications still seems a complex scenario, 

full of law overlapping and voids and regulated by three different legal bodies (the AQSIQ, 

the SAEC and the Ministry of Agriculture). Good hopes are seen any way in the new “Wine 

Estate Trademark” of 2014 that will be presented here and discussed. 

Finally, as last evidence to the route change China is adopting in favour of quality instead of 

merely volumes is seen in the last part of the thesis. Being a relatively new Wine country, 

China still has not a National Wine classification system as France, Italy, or Spain. In the last 

years anyway, it has started a project in Ningxia, where top quality wines are produced and 

classified according to a new and strict system. The “Ningxia Wine Classification System“ 

has the aim to protect the wines produced in Ningxia and add value to the wine of this region. 

This could be the first step for a more compete System of national classification. The 

classification system will also sign a further step in the recognition of the value of Intellectual 

propriety right in China and trace a new path for the Chinese industry.   
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1. Chinese Wine  

1.1 History of Wine-growing and Winemaking in 
China  

1.1.1 From the First Dynasties to the End of 19th Century 


Despite many pieces of research and archeological discoveries, it is still hard to define with 

precision when and where the Chinese started to discover wine. Many Scholars issue that the 

wine crib was in the region of Xiyu (西域 Xīyù )  close to the actual Xinjiang. Many studies 1

show that varieties of proto-wine were found here in many tombs dated back to 3000 - 2500 

BC. Some researches suggest that these cultivations arrived in the region from the population 

of Western Asia.   

We are sure anyway that the first Vitis Vinifera was diffused in the area around the 4th 

Century BC. In Niya (3rd – 1st Century BC ), located 150 Km north to the modern Minfeng 

County, Hotan Prefecture, Xinjiang  have been found many rests of wine and grapes.  2

In addition, from decorations patterns of grape clusters found in ancient tombs of the 

province, we could infer that there was a considerable scale of viticulture at that period. 

Despite the presence in the border regions, we still have to wait many years before finding 

the first cultivation in the center of China. 

 Baike, 新疆葡萄 http://baike.baidu.com/view/1904092.htm, [accessed July 2108].1

 Marc Aurel STEIN, (2008), On Ancient Central Asian Tracks: Brief Narrative of Three Expeditions 2

in Innermost Asia and Northwestern China, New York Press, New York.
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 The earliest record of Chinese wine in historical documents is during the Han Dynasty 

(206 BC –220 AD), in the Shiji 史記 “The Record of the Grand Historian” of Sima Qian  3

where is told the story of the official Zhang Qian .  4

The Tang Dynasty (618-907) was the glorious period in the history of Chinese 

winemaking. Many poets of the period, gave descriptions of winemaking and wine consuming 

scenes .  After the Tang conquest of Gaochang – an oasis state on the Silk Road located near 5

Turfan modern Xinjiang – in 641, the Chinese obtained the seeds of an elongated grape called 

"mare teat" (maru ⾺乳) and learned from Gaochang new methods of winemaking. The 

Emperor Taizong (599 - 649) also imported new varieties of grape from Western countries . 6

The new technologies and varieties allowed China to spread the culture of wine also to 

common people. Winemaking perception changed and become not only a privilege for the 

imperial court but also an event among the normal people. 

 The Records of the Grand Historian, also known by its Chinese name Shiji, is a monumental history 3

of ancient China and the world finished around 94 BC by the Han dynasty official Sima Qian after 
having been started by his father, Sima Tan, Grand Astrologer to the imperial court. The work covers 
the world as it was then known to the Chinese and a 2500-year period from the age of the legendary 
Yellow Emperor to the reign of Emperor Wu of Han in the author's own time. The Records of the 
Grand Historians are one of the most important historic collection in Chinese society. 
In the 130s and 120s BC, Zhang Qian opened diplomatic relations with several Central Asia 
kingdoms, some of which produced grape wine. By the end of the second century BC, the Han envoy 
had brought grape seeds from the wine-loving kingdom of Dayuan (Fenghana in modern Uzbekistan) 
back to China and had them planted on imperial lands near the capital Chang'an (near modern-day 
Xi’an in Shaanxi). Therefore, the general idea of the beginning of Chinese official winegrowing and 
winemaking is the period of Emperor Wu of Han (140-88 BC). During the following Dynasties wine 
was always a luxury for high officials and noble lords. 

William NIENHAUSER., (2011), "Sima Qian and the Shiji". In Feldherr, Andrew; Hardy, Grant. 
The Oxford History of Historical Writing: Volume 1: Beginnings to AD 600. Oxford University Press. 
pp. 463–484. ISBN 0-19-103678-1.

 Zhang Qian (Chinese: 張騫; d. 113 BC) was a Chinese official and diplomat who served as an 4

imperial envoy to the world outside of China in the 2nd century BC, during the time of the Han 
dynasty. He was the first official diplomat to bring back reliable information about Central Asia to the 
Chinese imperial court, then under Emperor Wu of Han, and played an important pioneering role in 
the Chinese colonization and conquest of the region now known as Xinjiang. 

Today Zhang Qian's travels are associated with the major route of transcontinental trade, the Silk 
Road. In essence, his missions opened up to China the many kingdoms and products of a part of the 
world then unknown to the Chinese. The accounts of its missions are detailed in the Records of the 
Grand Historians. The Central Asian sections of the Silk Road routes were expanded around 114 BC 
largely through the missions and explorations of Zhang Qian.

Peter KUPFER, (2010), Zhongguo de putaojiu wenhua 中国的葡萄酒⽂化, Wine in Chinese Culture, 5

Lit Verlag, Berlin, pp.14-15.

 Ibid.6
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But it was under the reign of the Kublai Khan and the Yuan Dynasty (1271 - 1368) that we 

can find the most relevant development and prosperity of the wine industry and the wine 

culture in China.  

Production was regulated by official documents of the period where were reported 

instructions of winemaking for the local government and for the people, displaying a 

relatively high level of technology. Anyway, once again wine returned to be consumed only 

by the upper class. 

In the Ming Dynasty, there were even records of the grape varieties that were planted in 

China at that time . However, during this last dynasty (1368 -1644) the perception of 7

viticulture and the consumption of wine changed in e relevant way. With the rise of baijiu in 

China’s mainland, the increasingly weakened control of the Western Region, and the impact 

from Islam which advocates temperance, the practice of wine-growing and the transit of wine 

in the mainland gradually slow down. The result was a low level of viticulture and 

winemaking. Till the end of Qing dynasty winemaking remained a marginal activity. There 

was no innovation and the technology level remained relatively low . Wine consumption fell 8

and was replaced by consumption of a range of more typical Chinese alcoholic beverages 

made from sorghum, millet and rice .  9

	 1.1.2 The Beginning of Wine Industrialisation 


The turning point in the development of the Chinese wine industry was the start of wine 

industrialisation in the late Qing Dynasty and the early Republic of China. In the late 19th 

Century, the European missionaries brought the vine seedling and winemaking technology to 

China. Their use was limited to church use but it contributed to making more popular the 

beverage that in the last century was almost forgotten. At the same time, French wine, as well 

 Guangqi XU, (2012), Whole Book on Agricultural Activities, Beijing, pag 57.7

 Mei WANG, (2010), putaojiu yu zhongguo gudai wenxue 葡萄酒与中国古代⽂ 学 Wine and 8

Ancient Chinese Culture, in KUPFER Peter, 2010, Lit Verlag, Berlin, pp. 177-191. 

Ba idu Wenku , 中国葡萄酒发展历史 , 05 /02 /2012 h t tp : / /wenku .ba idu .com/v iew/9

ec633731ee06eff9aef807ae.html [accessed July 2108].
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as wine from other western countries, began to be imported into China to satisfy the taste of 

the westerners living in the country. 

The most relevant date, which sets officially the beginning of Chinese wine 

industrialisation is 1892 . In this year, Zhang Bishi, an overseas Chinese man in Southeast 10

Asia, established the Changyu wine company in Yantai, Shandong Province . Zhang Bishi 11

bought more than 100 hectares and imported more than 120 varieties. With the help of 

western oenologists and machinery he succeeded in funding the first Chinese wine company. 

This event marked the beginning of large-scale production of wine in modern China. 

Following his model, many other entrepreneurs opened new companies. But with the 

political instability of the “Warlords” period, the consequential invasions and the bureaucratic 

corruption, the new-born wine industry was in serious danger. During the first half of the 

century, there were only 5 wineries and most of all were run by foreigners . 12

• Changyu Pioneer Winery and Co. (Changyu 张裕) is the first winery in China, 

founded by Zhang Bishi in 1892 in Yantai, Shandong province. With its history and the 

wine produced both in term of quality and quantity, the company has set the first place 

among the Chinese wineries. In the recent years, Changyu has started differentiating its 

products inland. It has also developing and acquiring a number of international brands all 

over the world. Doing so, Changyu is becoming a relevant international wine brand 

operator.  

• Qingdao Winery, (Qingdao jiuchang 青岛酒⼚), was established in 1914 by a German 

grocery shop present in the city. in 1930 it was sold to the German company Melchor & Co. 

known in China as Meikou 美⼜, At the beginning the company was only interested in 

 Jinhua DU, Xueqiang GUAN, Xuguang QIAO, (2011), 杜⾦华, 管雪强, 乔旭光, from 2001 10

EMERSON E.R., The History of Wine in Africa and Asia, Grizzell Press, Kindle format. 

 Wenlong TANG, Shili RUAN, Linghong KONG, (2012), 唐⽂龙, 阮仕⽴, 孔令红, Zhongguo 11

putaojiu wenhua 中国葡萄酒⽂化 (Chinese Wine Culture), Zhongguo qinggongye chubanshe, 
Beijing. 

Changyu website, http://www.changyu.com.cn:8189/about/index.html, [accessed July 2108]12
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importing wines, but when the Second World War started imports become more and more 

difficult . The company started to produce wine for the Chinese market, implementing its 13

production to 1,000 hectolitres per year in the 40s. After the end of the conflicts, the winery 

passed under the control of the National Party. 

• Qingxulu Jiu,  (Qingxulu Jiu 情绪路酒) was founded by Zhang Zhipin in 1921 in 

Shanxi province. the aim of the winery was to reduce the volume of imported wine and 

increase the consumption of the Chinese one. The company imported French machinery and 

with a production of almost 3000 hectolitres it was one of the most important wineries in 

the first half of the 20th Century. It got destroyed during the Resistance War. 

• Jilin Tonghua Wine Company (Jilin tonghua putaojiu gufenyouxiangongsi 吉林通化葡

萄酒股份有限公司) was founded and run by the Japanese in 1938 in the Manchu state. 

With a production between 700-1000 hectolitres per year, it was one of the most important 

wineries during the 40s. After the Japanese occupation, the company was run by the 

National Party and later by the Communist one.  

• Beijing Winery, Originally named “Dragon Seal Winery”, was founded in 1910 by 

French clergyman in the proximity of Beijing. The production was only for church use. In 

1933 the winery was sold to the Shanghai Oenological School, and named “Beijing 

Shanghai Winery” in 1953, stopping definitely the French Church operating production. In 

the last years this winery has enjoyed great success. Thanks to its origins and the relation 

with the embassies, It was China number one wine exporter at the beginning of the 21st 

century and has still a strong partnership with restaurant Group in China . 14

1.1.3 Form 1949 to Recent Years


Shen Xiu HUI, 2016, Il Vino In Cina- Caratteristiche della produzione interna e prospettive per gli 13

importatori stranieri, Brescia pp10-12.

 Beijing tourism, Visit Beijing, Beijing’s Dragon Seal Winery 18/03/2013 http://14

english.visitbeijing.com.cn/a1/a-XAI7W0CDE8019045794B57, [accessed July 2108].
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Scholars believe Chinese modern winemaking history can be divided in three parts: the 

initial restoration phase (1949-1979), the vast-scale production phase (1980-2000) and the 

opening to international markets phase (2000-now) . 15

The restoration phase  

At the foundation of the PRC, Chinese wineries were in a difficult situation. Partly 
destroyed or damaged and with a country that had suffered many years of conflicts, it 
appeared clear the need for a new beginning for the winemaking sector. With the aim to 
redevelop the companies, the Ministry of Economy classified winemaking as “light industry”.  

With the First Five-Year Plan (di yi ge wu nian jihua 第⼀个五年计划, 1953-1957) the 

expansion was generalised and a great impulse was given to the reconstruction and expansion 

of the Chinese wine industry. Engineers, during these five years, worked out 156 key projects 

and designed expansion plans for existing wineries. The focus was on the previous big 

companies Such as Changyu, Qingdao, and Beijing.  16

The Second Five-Year Plan (di er ge wu nian jihua 第⼆个五年计划, 1958/1962), changed 

the scope. More importance was given to the development of the historical area of the Yellow 

River (Huang He ⿈河), in which new varieties of wine grapes were introduced from Bulgaria 

and other former Soviet Union countries. Many new cellars were established during this 

period. With this new plans and innovation, Chinese winemaking industry started 

incrementing production. In 1978 it reached 640.000 hectolitres, compared to the 2.000 of 

1949, with a production increment of 22 hectolitres per year.  17

The vast-scale production phase  

During the 1950s-1960s, due to political factors, the imported varieties were mainly from 

Eastern European Vitis vinifera. With the aim to move to vast-scale production phase China 

 Shen Xiu HUI, (2016), pp.14-16.15

 Ibid.16

 Wenlong TANG, Shili RUAN, Linghong KONG, (2012).17
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decided to open itself to Western companies. For this reasons, from the 70s China started the 

introduction of wine grapes from USA, Italy, and France. 

In 1987 was held the National Alcoholic Conference, during which it was stated it was 

necessary to "replace cereal-based spirits with fruit fermented" , thus creating new 18

developments for the wine market. The Increment in production was hight (from 1981 

1.000.000 hl to 1985 3.000.000 hl) , but in such a short time anyway, it did not allow the 19

producer to increment the quality of their wine, which was seen as very poor. Trying to solve 

this problem, the government decided to promulgate the National Standard of the People’s 

Republic of China – Wines QB921-84 (Putaojiu guojia biaozhun 葡萄酒国家标准)  giving 20

the first directive on production and quality standards.  

The Chinese wine industry attracted some international investments as well as the interest 

of foreign brands to export their wine in China and take the biggest part of the market share. 

 The main reason in this new the approach of the government between wine and other more typical 18

alcoholic beverages can be tracked down to the increasing problem appeared in those years of food 
self-self sufficiency. In a period of lack of food and demographic increase, the fermentation of crops 
and cereal for the production of alcohol was seen as dangerous. Grape, both for its propriety and for a 
lighter alcoholic graduation was preferable for health and food provisions.

 Oiv website: International Organisation of Vine and Wine database http://www.oiv.int , [accessed 19

August 2018].

GB/T15037-2006 GB Standard Wines, (葡萄酒), http://www.gbstandards.org/GB_standards/20

GB-15037-2006.html, [accessed May 2018]. 
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Some other wine companies invested in this market with domestic capital funding new 

wineries. The individual wine companies found in this period were normally large in scale . 21

The most relevant changes happened with the creation of the Chinese-French joint-venture 

Tianjin Dynasty Winery Ltd. in 1980  and the birth and development of the Great Wall 22

Winery in 1983. Together with Changyu, they determined the establishment of the so-called 

"Triumvirate of the Chinese Wine Industry". At the time, these three companies occupied 

more than half the national market.  23

From 2000 till today 

At the early stage of this period, investment in the winemaking area was growing 

vigorously along with the development of the wine consuming market. The investment in the 

 The 80s were a dynamic period for the development of the consumers of wine and its production. 21

The most important player in this period was undoubtedly France. Due to its marketing campaigns and 
the success in giving Chinese the idea of its wine as the best wine available all over the world, France 
has enjoyed a long period of market advantage in the purchase of wine of Chinese consumers.  
The most relevant example are Bordeaux wines. Being the most renown wine it had a great success in 
China too, where it was seen as a perfect product for its quality and reputation. 
Many French cellars trade companies and distributors have thus entered the market and scored huge 
results.  

One of the most important ones is Topsy Trading Company, founded by Thomas Yip in 1982, with the 
aim of exporting Bordeaux wines in China with the hope to supply all the top hotels with wine in the 
country. The first Bordeaux purchased by the Company were Pomerol and Petrus. Topsy Trading 
moved later to Chateau Lafite Rothschild making the bottles to become the most expensive, sought-
after brand in the Chinese and Asian markets. Drinking a bottle of 1982 Lafite Rothschild meant 
enjoying the best wine made and giving the bottle as a gift, meant offering the best wine in the world 
to the burgeoning Chinese market in those days. Lafite quickly became known as the official gift 
within the Communist Party. Carraudes de Lafite was also in play. 
Chateau Lynch Bages sold its bottles to Cathay Pacific Airlines for their First Class customers. 
Another important player in the developing of Sino-French wine market was Montrose Wine and Food 
Company which opened offices in Beijing in 1988 for the purposes of importing wine. They were well 
ahead of the curve. With little demand for Bordeaux in China, it was easy for the Montrose Wine and 
Food Company to secure allocations of the all the best wines. (The Wine cellar insider, China and 
B o r d e a u x Wi n e , T h e C o m p l e t e S t o r y, C u r r e n t S i t u a t i o n To d a y, 2 0 1 7 : h t t p s : / /
www.thewinecellarinsider.com/wine-topics/china-bordeaux-wine-complete-story-current-situation-
today/)

 Tianjin Dynasty Winery Ltd is one of the actual most important players in the Chinese domestic 22

wine market. The company is also the first wholly foreign-owned enterprise with overseas capital 
investment in China. 

Demei LI, 7/04/2014, The History of chins winemaking part 2, “Decanter China”, 23

https://www.decanterchina.com/en/columns/demeis-view-wine-communication-from-a-chinese-
winemaker/the-history-of-chinese-winegrowing-and-winemaking-part-2, [accessed April 2018].
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Chinese wine industry turned to the development model of wineries with their own vineyards. 

Many new wineries come up and were established successively. 

Because of China’s accession to WTO, Chinese wine production started to produce 

according  to international standards. Better quality and the fall of international barriers lead 

to the increase of investment of foreign companies in the sector. Another consequence was the 

reduction of the taxation on imported foreign wines by almost 50%, favouring their rapid 

diffusion on the Chinese market.  

1.2 Consumer Analysis 

1.2.1 Alcohol in Chinese Society


All over its millennial history, Chinese use to drink wines and spirits. In China can be 

found a variety of alcoholic beverages, among which the ⽩酒 báijiǔ "sorghum distillate", the 

黄酒 huángjiǔ "rice wine", the 啤酒 píjiǔ "beer" and finally the 葡萄酒 pútaojiǔ “wine".  All 

of them have a significant weight within the Chinese "drinking" culture, but it is undoubtedly 

the ⽩酒 báijiǔ to play the dominant role, today as in the past. When wine experts or simple 

consumers make a toast in China, they often resort to the expression ⼲杯 gānbēi equivalent 

to the English expression “cheers”. Consumers, after pronouncing the word, have always been 

required to drink the cup with a single sip. Doing so, the hosts proved to follow the costume 

and show respect to the other members of the event. 

Despite its cultural and etiquette function, alcohol plays also an important role in various 

economic activities. Alcohol, especially bottles of rare quality and high price, has always been 

the typical and precious gifts for honourable guests during the work meeting or at the signing 

of a new contract or agreement. 
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For this reason wine is usually seen as a tool to enhance the so-called guanxi 关系  , an 24

element at the base of everyday Chinese life. 

All these events are part of the complex mix of rites and traditions such as celebrations, 

wedding, festival and holidays. 

1.2.2 Changing in the Chinese Wine Consumer Habits 


Although it has a 2,500-year history, if we consider the consumption rate and the 

development  of the sales of bottles, wine in China is still not considered a common drink. 

The per capita consumption of wine in China today is in fact 0.5 litres per year, a very low 

value when compared with the average world per capita consumption of 7 litres.  25

In addition, we can observe that the consumption of beer is eighty times greater than that 

of wine, whereas that of spirituous beverages is fifteen times higher . 26

However, the annual growth rate of wine consumption is still positive, thanks to modern 

the well-being of the Chinese. According to the CADA the China Alcoholic Drinks 

Association zhongguo niangjiu gongye xiehui 中国 酿酒 ⼯业 协 会, wine production 

doubled from 2006 to 2011, from a production of 4.95 million hectolitres to 11.57 million 

hectolitres in just five years. Moreover, while global wine consumption remains constant, in 

China from 2006 to 2012, according to estimates by the OIV, they increased by 33%, so that 

 Guanxi translatable with the concept of “connection”, can be seen as an important social and 24

business resource in Chinese value system. Somehow comparable to the business network but with a 
deeper importance and not limited to the economic sector, guanxi can be understood as a set of rules, 
moral principles and social norms that permeate every sector regulated by human transactions. These 
relationships among individuals are based on reciprocal trust and usually have a long-term approach 
but nonetheless short-term benefits. In this context, gift-giving plays a significant role in the building 
of guanxi. 
The importance of the guanxi has huge repercussions on economic and marketing sector in China. For 
more details consult: Fabio MUSSO, (2005), Competere e radicarsi in Cina, Rapporti sociali e 
rapporti economici: le differenze dal mondo occidentale, Franco Angeli, Milano, pp. 51-62.

  I Numeri del Vino, (2016), http://www.inumeridelvino.it/2017/12/i-consumi-di-vino-totali-e-pro-25

capite-2016-aggiornamento-oiv.html , [accessed March 2018].

 Shen Xiu HUI, (2016), pp. 29.26
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today China occupies the fifth position in the world for wine consumption . One of the most 27

relevant reasons China could have such an increment in a period of global stagnation can be 

found in the profile of Chinese wine consumer (hereinafter CWC). 

At the beginning of the new century the profile of the CWC was the one of a middle-upper 

class consumer, typically male, with an elevated instruction level, aged over 35 and who lived 

in the tier-one City of the Country (such as Shanghai, Beijing, Shenzhen, and Guangzhou) . 28

This consumer was used to buy wine regardless of its characteristics, perceiving wine 

consumption as a social and cultural sophisticated tool to gain social prestige and raise social 

standings . Its behaviour was not price-sensitive and many times the high price and the brand 29

of a bottle was a way to flaunt its well-being to others. 

Anyway, this rigid generalisation seems to be incorrect and reductive today. Chinese 

context is changing fast and new figures are rising form a middle class that is getting bigger 

every year. Today there are more than 48 million consumers that are used to drink wine 

regularly , their habits are different and to understand the Chinese wine market, it’s 30

fundamental to understand these differences.  

An important element that influences the behaviour of CWC is the impact of the new 

generations . New and young CWC, influenced by their experience overseas, with 31

westernised habits and more and more interested in wine are decreasing the knowledge gap 

that has characterised the old consumers. They seek more wine information to make sound 

purchase decision and use new system to reach these information such as internet and social 

network, they do not have special favouritism in the choice of the channel of distribution and 

seem more open to new ways to purchase bottles such as E-commerce and Mobile Commerce.  

 Shen Xiu HUI, (2016), pag.27.27

 Ibid. pag. 34.28

 H. LEE, J. HUANG, S. ROZELLE, & D. Summer. (2009), “Wine markets in China: Assessing the 29

potential with supermarket survey data”, Journal of Wine Economics, Vol. 4, No. 1, pp. 94-113. 
https://doi.org/10.1017/S1931436100000705 , [accessed may2018].

 Global expansion Simplified “How to enter the Wine Market In China”, (2016), https://ins-30

globalconsulting.com/enter-wine-market-china-2/ , [accessed April 2018].

M.H.T. YAP, N. CHEN, (2017), Understanding Young Chinese Wine Consumers Through Diffusion 31

Theory, “Tourism and Hospitality Management”, Vol. 23, No. 1, pp. 51-68.
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The aim of this young consumers is to buy a bottle of good quality, and doing so they have 

started a battle to the numerous counterfeit bottles available in the Chinese market.  

Today, this new consumers can also be found in the tier-two cities. They are aged 18-35 

and more price-sensible. Their consume of bottles is changing too. Purchasing a bottle today 

in China is not only aimed for meetings or as gifts but also for daily use in a friendly and 

informal environment . 32

In their perception wine is healthier than traditional Chinese spirits, due to the minor 

alcohol level in the beverage and according to Chinese traditional medicine. The effect of red 

wine on the cardio-circulating system has moved also many older consumers to prefer wine. 

Chinese new consumers are also exploring wines coming from not ‘mainstream’ countries.  

Australia Chile and South Africa are challenging the previous monopoly of French brands.  

The price, which before was less relevant in the purchase choose is getting more important. 

While the price for a bottle as gifts can still be over than 250 RMB, most of the new 

consumers accept now a price range of CNY 75-CNY 100 for the daily use, and few samples 

were willing to purchase wine higher than CNY 175.   33

Beside the development of a daily use market is important to notice other factors 

influencing the drinking habits in China. Red wine remains the most preferred by Chinese 

(with a market share of 87%) as compared to white and rosé wines (11% and 2%)  because 34

the red colour is auspiciously symbolic as happiness luck and success in the Chinese culture .  35

Besides, as trendy lifestyles evolve in contemporary Chinese society, female Chinese in 

particular, prefer white wines, as they would consider the tannins of red wines unpleasant, 

 An important factor that has caused this change of habit in term of perception of an expensive bottle 32

is also the latest Chinese government policy aimed to crush down corruption and lavish gifting in the 
public sector and flamboyant packaging and expense in all social occasions. 

 W. MU, H. ZHU, D. TIAN and J. FENG, (2017), Profiling Wine Consumers by Price Segment: a 33

Case Study in Beijing, College of Information and Electrical Engineering, China Agriculture 
University, 209# No.17 Qinghuadonglu, Haidian District, Beijing, 100083, P.R. China.

 Shen Xiu HUI, (2016), pag. 33.34

 P. JENSTER, and Y. CHENG, (2008), Dragon wine: Developments in the Chinese wine industry, 35

International Journal of Wine Business Research, Vol. 20, No. 3, pp. 244-259. https://doi.org/
10.1108/17511060810901055 , [accessed April 2018].
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preferring instead the fresher, fruity and aromatic white wine. Sparkling wine sales have 

increased in recent years too as more and more Chinese drink this beverage to celebrate 

special occasions like weddings and other ceremonies in a more informal and westernised 

way. 

China’s rapidly rising middle class is thus believed to offer a great opportunity for 

expanding wine consumption.  

An important data according to the consumer is the ratio between local and imported 

wines. After the entrance in the WTO, the taxation of alcoholic beverages in China has been 

reduced to 14% , allowing more and more Chinese consumers to buy imported wine. But the 36

price of the imported wine remains still too high to compete with the low price of local 

bottles.  

Further conflict arises thus between brand loyalty and price sensibility. Consumers are 

more willing to buy inexpensive wine rather than running the risk of buying an unknown 

relatively more expensive wine that could be of poor quality. In this regard, the overall market 

is getting highly price-sensitive, usually leaving a niche market for pricier imported wines. 

Today in fact, imported wine covers only a small part of the Chinese market .  37

The last driver in the behaviour of the new consumers is the brand awareness of the 

consumers. Consumers rely heavily on word of mouth and popular opinion in determining 

their purchasing decisions in place of their own knowledge. Once a label is associated with 

quality, they will opt for it given the opportunity. This behaviour is one of the reasons why 

domestics and French wine sales, which have survived the vetting process, remain strong and 

recognisable. Once established, brand loyalty is likely to persist. When purchasing imported 

wine, Chinese consumers need to feel like they are getting value from their purchase. 

Anyway, giving exception to famous French labels, foreign brands usually aren’t well known 

in China for advertising policies or labelling or translation problems of their brand. On the 

Since the entrance of China in the WTO in 2001, tariffs on wine have been lowered from 43% to 36

14%. For more information on taxation: Deisy Suo,(2014), China Wine regulation, “Chem Linked”, 
https://food.chemlinked.com/foodpedia/china-wine-regulations#part6, , [accessed April 2018].

 According to Zhongguo Wine, the 90% of the wine consumed in China is produced locally. In, 48 37

Million Chinese Chinese Wine Lovers, 24/02/2017, “Zhongguo Wine”, http://www.zhongguo-
wine.com/2017/02/24/48-million-wine-lovers-in-china/ , [accessed May 2018].
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other hand, big Chinese brands have a clear position in the local market.  Paired with the 38

inclination of Chinese consumer to purchase local wines, local labels can gain a relevant 

advantage in the market.  

  

1.2.3 Modern Chinese Wine Consumer 


Many studies have been done in the last years with the aim to analyse and sum up the 

changes in the consumer habits and profiles . The most relevant one is the report published in 39

2017 by Chinese Wine Intelligence . 40

Wine Intelligence has identified six distinct types of Chinese drinkers of imported and 

local wines by performing a cluster analysis of their wine consumption frequency, typical 

spend on a bottle of wine, and their involvement in the category. Each group represents one 

typical set of behaviour and relationship with wine, each with their own needs and merits . 41

 M.H.T YAP, N. CHEN, (2017).38

 Yu YING, Huihui SUN, Steve GOODMAN, Shangwu CHEN, Huiqin MA, (2009),"Chinese 39

choices: a survey of wine consumers in Beijing", International Journal of Wine Business Research, 
Vol. 21 Iss 2 pp. 155 - 168 Permanent link to this document: http://dx.doi.org/
10.1108/17511060910967999, [accessed May 2018]. 

 Bo HONG, Breda LIU, Tingzhen MCCARTHY, Shu Guo CHEN, Xuguang SONG , (2014),"The 
Chinese wine market: a market segmentation study", Asia Pacific Journal of Marketing and Logistics, 
Vol. 26 Iss 3 pp. 450 - 471 Permanent link to this document: http://dx.doi.org/10.1108/
APJML-07-2013-0089, [accessed May 2018].  

YAP, M.H.T., CHEN, N. (2017). 

W. MU., H. ZHU, D. TIAN and J. FENG (2017).

 Wine intelligence, China portraits 2017,  /11/2017 http://www.wineintelligence.com/china-40

portraits-2017/, [accessed May 2018]. 

 The study has been performed on more than 2,000 Chinese wine consumer who lived in both tier-41

one and tier-two cities and with a heterogenous background. The study is updated every two years by 
China Wine Intelligence Group.
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The clusters are the following: 

- Adventurous Connoisseurs: The cluster includes high-spending, frequent wine 

drinkers which are confident in their wine knowledge and have a broad repertoire of source 

countries, regions, varieties and brands.  

- Prestige-seeking Traditionalists: This group is made up of conservative and high 

spending consumers who particularly favour imported wine such as French brands and 

prefers wines because of the symbolisation of prestige and social status. This cluster is 

usually composed of older member close to the figures of the Chinese wine consumer of 

the previous decades. Older and more skeptical consumer focused on the brand and not the 

qualities of the wines they purchase.  

- Developing Drinkers: A new group which is increasing in the year is the one of 

developing drinkers.  It consists of graduates working in high earning professions in their 

late 20s and early 30s, who have picked up the wine habit mainly through business dinners, 

but are now branching out on their own and drinking wine as part of their social life outside 

of work. They are more open to try new varieties and appreciate wine also in private life. 

- Social Newbies: This is probably the newest categories. Members are usually young and 

new consumers approaching wine category from a different point of view. They are fast 

learning and see wine as an interesting and social drink. Composed by younger and aware 

consumer, this cluster is a dynamic one and is price sensitive.  

-  Health Sippers: in This case consumer have a relevant knowledge of the product. They 

are price-conscious with a narrow repertoire. They tend to drink wine occasionally for its 

perceived health benefits and not only for fashion. In this group, a relevant role is played 

by Chinese female consumers.  

- Frugal Occasionals: The group includes members who have a low-engagement with 

wine. they are infrequent drinkers who drink wine mainly to celebrate special occasions 
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and are very price-sensitive. The knowledge of wine here is still limited to the most 

common varieties and consumers are cautious to try new ones.  

 

Figure 1: Graphic showing the percentage of the results of Wine Intelligence China 

Profiles report 2017. 

From the result of the 2015 Profiles  it is interesting to note how some clusters have 42

decreased and others have improved. Notably, since 2015 the proportion of Adventurous 

Connoisseurs (+2%), Developing Drinkers (+3%), and Social Newbies (+3%) has increased. 

Chinese Wine Intelligence, (2015), Portraits, Wine Intelligence, China 2015  http://42

www.wineintelligence.com/and-so-a-revolution-begins/, [accessed May 2018]. 
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According to the study, the profile of the new CWC is changing again. The data provided 

show that the relation between male and female is getting narrower with a ratio between them 

almost equivalent to 50%. The Female role is also relevant for new clusters as “Health 

Sippers”. In fact, especially for woman, wine is perceived to have beneficial effects on the 

body. Drinking wine would contribute to a good night’s sleep, helps digest heavy meals, and 

also provides benefits for the skin giving it a natural glow and to favour the cardiovascular 

system. All these health and beauty benefits, paired with fashion, sophistication, and elegance 

are the most relevant Chinese women drivers in the purchase of a bottle of wine. 

Another interesting aspect is the age of the consumers. The largest share was the one of 

people aged 18-29 (49%), showing once again that the role of young consumers is getting 

always more relevant in the market. The personal monthly income before tax was pretty 

heterogeneous, but the most relevant data was the one above 10,000 RMB per month (49%). 

According to these data and the studies of many other scholars, today it seems proper to 

believe that the Chinese market has begun a fundamental transformation. It is moving from an 

era where prestige wine was only bought as a face-enhancing gift towards a new one where 

consumers care more about how it tastes and how much it costs because they are most likely 

paying for it themselves as well. 

1.3 Chinese Wine Geography 

It seems proper to affirm that nowadays China is becoming an important player in the wine 

market. China has the world’s second area planted with wines with more than 847,000 

hectares . This data anyway, does not mean that China is the second largest producer of wine 43

in the world. A majority of the grapes are used for other purposes, edible grapes, grape juice, 

raisin. Only 13% of the grapes produced in China are used for wine . But China anyway is 44

 OIV database, (2017), http://www.oiv.int/en/, [accessed May 2018]. 43

 Shen Xiu, HUI, (2016), pag. 15.44
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one of the biggest producers of wine and in 2016 it was the world’s 6th largest wine producer 

with 11.4 Millions of hectolitres.  45

To gain a more accurate comprehension of the production and the wine market in China it 

seems necessary to give a detailed presentation of the main areas were grapes are cultivated . 46

Vine cultivation is mainly located in 12 regions of China and the main wine-growing areas are 

located in various geographic areas that extend from the 45th to the 25th North parallel .  47

With such a different environment and being a relatively young market, China is still trying 

to adopt the world terroir  when describing its vineyard. Land, traditions and skills are still 48

developing and many studies have been done trying to divide and analyse the different areas 

of wine production in this huge country.    

Today when scholars talk about Chinese ‘wine regions’ are customarily talking about 

actually administrative divisions. The divisions are to be improved, but so far they can help us 

to explore the vineyards in China. Generally speaking the most important wine regions in 

China in terms of production and quality are: Shandong Province, Hebei Province, Shanxi 

 OIV database, (2016), http://www.oiv.int/en/, [accessed May 2018]. 45

 The first to give an answer to the distinction in the Chinese wine areas was LI Lingyuan, who went 46

on to define six Chinese wine regions based on local climate, planting and production methods: The 
arid North-West area, the Loess Plateau, the Bohai Gulf area, the old Yellow River valley, the severely 
cold North East, and the Yangtze River valley and areas to the south of the river. 

Later LI Jiming (in 1992 and 1995) and XIU Deren (in 1997) both suggested multi-factor models. In 
1999, ZHU Lin for the first time attempted to systematically define Vitis vinifera planting areas. 
Finally, LI Hua in 2006 proposed a new set of indicators based on former studies on temperature and 
water conditions. Based on the specific conditions in China, the length of the frost-free season should 
be the primary indicator to define wine regions, the dryness index of growing season (April to 
September) should be the secondary indicator, and the necessity to burry vines in winter should be the 
tertiary indicator.” 
Demei Li, (2016), Defining the Chinese wine regions , “Decanter China”,https://
www.decanterchina.com/en/columns/demeis-view-wine-communication-from-a-chinese-winemaker/
defining-the-chinese-wine-regions, [accessed May 2018].

 Shen Xiu HUI, (2016), pag. 15.47

 Terroir literally stands for “territory” in French, but in the wine sector, it represents a broader 48

concept. In fact, it does not only represent the natural and physics characteristics of the soil, the 
climate and the geology of the land, but it comprehends also the knowledge and expertise that are 
necessarily linked with the history and culture of the population living in that territory and all 
contribute to the intrinsic and unique qualities of a specific wine. (CUSMANO et al., 2010)  

L. CUSMANO, A. MORRISON. and R. RABELLOTTI. (2010), Catching up Trajectories in the Wine 
Sector: A Comparative Study of Chile, Italy, and South Africa, World Development, Vol. 38 No. 11, 
pp. 1588-1602. 
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Province, Xinjiang Autonomous Region, Ningxia Hui Autonomous Region and Yunnan 

Province. 

1.3.1 Shandong Province


Shandong, due to its long history of wine industry development as well as advanced 

winemaking technology, is one of China's major wine-producing provinces. Located on the 

east coast of the country, is home to the majority of China's most prominent wine producers. 

The most viticulturally important part of the province is the 274km Shandong Peninsula that 

juts into the Yellow Sea toward Korea. Just north of the peninsula is where the famed Yellow 

River flows into the sea after traversing much of northern China. Shandong is the largest 

producing region in China and contains over 140 wineries that today produce 40% of Chinese 

wine. 

The city of Yantai, on the northern coast of the peninsula, has become China's wine 

capital. Changyu Pioneer Wine started its work here more than 100 years ago.In the past few 

decades, the city has been attracting international attention.Apart from Yantai, there are a few 

wineries in Qingdao, and others in the important area of Penglai (a county-level city and an 

administrative subdivision of the prefecture-level city Yantai). 

The Shandong weather avoids the harsh continental extremes of the center of China and 

instead has a maritime climate. Because of its warm temperate continental monsoon climate, 

it’s the only region in Northern China that is warm enough to not have to bury its vines in the 

winter. On the other hand, the rainy weather in Summer causes an increase in the risk of grape 

disease, which is the main problem preventing the local wine development from going further. 

The province has 20,000 hectares of land under vine, with a wine production of 445 million 

litres . 49

Due to its position between Beijing and Shanghai,  Shandong is becoming an excellent 

capital for wine tourism. Viticulture here is growing rapidly, and some massive-scale 

development is in the works to stimulate Shandong's wine tourism industry, with the hopes of 

 China Wines Information Website, Shandong, (2018), http://en.winesinfo.com/html/49

2005/6/200-4069.html, [accessed May 2018].
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creating a Chinese version of Napa Valley. The Yantai International Wine Exposition is an 

important annual event on the Chinese wine calendar and attracts interest and exhibitors from 

around the world. 

Cabernet Gernischt, Riesling and Chardonnay are the most important grape varieties grown 

in the province. 

1.3.2 Hebei Province


With more than 11,500 hectares of land under vines and producing around 113,500,000 

litres of wine per year, Hebei Province is the second Chinese region in terms of wine 

production and sales profit. 

Producers are mainly located in the northern counties which are divided in two sub-

regions: the hilly terroir of Huailai - home of the famous China Great Wall Wine Company, 

and the coastal area close to the city of Changli which has been renamed in the last years 

"China’s Bordeaux region” . 50

Two other areas influence the region: the ones close to Shacheng and Changli, both near 

Beijing. Due to a more continental climate, wines here need to be buried during winter but the 

position close to the Bohai Gulf helps cultivations during summer with a mitigate climate. 

Moreover, Shacheng, as a region close to Beijing, can enjoy advantages in term of promotions 

and marketing. 

Big Chinese wineries such as Changyu and Great Wall dominates the market in the capital 

city of Shijiazhuang, together taking half of the share market.  

The Hebei wine industry mainly focuses on making Cabernet Sauvignon, but there are 

some smaller plantings of Chardonnay, Merlot and Marselan . Paired with the wine produced 51

 China Wines Information Website, Hebei, (2018), http://en.winesinfo.com/html/50

2005/6/200-4067.html, [accessed May 2018].

 Wine Searcher, Hebei, (2015), https://www.wine-searcher.com/regions-hebei, [accessed May 2018].51
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in Shandong Province, Hebei wineries account for more than a half of the wines in the 

Chinese wine industry by yield as well as the output value. 

1.3.3 Shanxi Province


Shanxi borders east Hebei and is made up mainly of a plateau that is partially bounded by 

mountain ranges. It has a typical continental climate with four distinct seasons, low humidity, 

high-intensity sunlight, and a large diurnal temperature difference. Most vineyards are located 

either on terraced hills or in the foothills of the mountain range in the southeastern part of the 

province. Its wine production in 2015 was 47,00 hectolitres. 

The vineyards in Shanxi are being concentrated in the Taiyuan Basin and the edge of 

Loess Plateau. The scale of winemaking in Shanxi is relatively tiny, but thanks to the success 

of the Grace Vineyard, this region definitely occupies an important position in the Chinese 

wine industry. Grace Vineyard is located in Taigu county, 40 kilometres south of the 

provincial capital Taiyuan, leading the market, and producing wines from Bordeaux blends to 

lesser-known varieties, such as Aglianico and Marselan.  

The winery takes up about 50% market share in the local province in terms of wine sales, with 

the rest being Changyu and Great Wall. . 52

 

    While high-quality winemaking is already evident, there remains an experimental element 

as winemakers are trying to find consistency in quality. The local silty sand soil provides 

vines with good drainage and conductivity but with strong winds blowing down from Shanxi 

Plateau, it is also subject to erosion. Grapes planted in Shanxi include Chenin Blanc, Merlot, 

Cabernet Franc, and Cabernet Sauvignon. 

 Chinese Wine information Website, (2014), Shanxi, http://en.winesinfo.com/html/52

2005/6/200-4074.html, [accessed May 2018].
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1.3.4 Xinjiang Uyghur Autonomous Region


Xinjiang is China's largest administrative area, located in the north-west corner of the 

country. It has been traditionally associated with agriculture based on wheat and fruit, but a 

significant modern wine industry is springing up here. 

With more than 100,000 hectares of land under vine, of which only 16,700 used for 

winemaking, Xinjiang is certainly the region with the largest wine grape production in China. 

The cultivated area of wine grapes in this region has grown very fast. The most relevant 

winemaking areas in the region are the Tianshan Mountain, the Yanqi Basin, the Hami 

area and the Yili River Valley.  The modern wine industry of the region started off 

comparatively slowly because of its remote location results in high transportation costs .  53

Producing wine here has always challenges. The region has very pronounced seasons, 

especially winter and summer. In the winter temperatures can drop to below 30 degrees and 

vines are often buried to survive the severe weather. Moreover, being part of the Taklamakan 

Desert, Xinjiang soil is relevantly dry and rocky.  

Due to its remote position, it has no advantages in terms of means of production and 

product transport is difficult. 

The vineyards here are also recent. The environment has been challenging also with many 

natural disasters such as floods and typhoons. 

The province has thus invested many efforts in enhancing the local environment. With the 

help of local and foreign experts, it has finally succeeded in making more easy wine 

cultivation here. It is clear then that all these challenges and projects had raised constantly the 

costs year by year.  54

Anyway, with the course of time and the energy spent to improve the region, The grape 

production of Xinjiang province has reached 135,000 tons, with 50 producers in the region 

  A. YUNG, 14/06/2018, 6 Chinese Wine Regions you Need to Know About, “Flying Winemaker”, 53

http://explore.flyingwinemaker.com.hk/wine-education/asian-wines/6-chinese-wine-regions-you-need-
to-know-about, [accessed August 2018].

 Natalie WANG, 01/03/2017, China Wines Regions: Xinjiang, “The Drinks Business”, https://54

www.thedrinksbusiness.com/2017/03/chinas-wine-regions-xinjiang/, [accessed July 2018].
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capable of producing more than 200,000 litres of wine per year. The wine industry generates 5 

million yuan of revenue for those produces in 2017, making the province one of the top 

winemaking regions in China . 55

Xinjiang seems to be one of the Chinese regions with the brightest future in terms of 

developing and market.  

The main grape varieties planted here are Cabernet Sauvignon, Cabernet Franc, and 

Chardonnay and Merlot. The region has also tried to develop new varieties and explore new 

techniques. On the northern side of the mountain areas, where the climate is cooler and 

slightly more precipitous, several growers are in fact enjoying considerable success with the 

production of ice wine, mostly made from the hybrid Vidal grape variety .  56

1.3.5 Ningxia Hui Autonomous Region


Thanks to its high-quality wine, Ningxia is the most famous Chinese wine-producing 

region in terms of quality. 

Winemaking is mostly located on the eastern foothills of the Helan Mountains  even 57

thoughtthe dimension of the region and its production of wine is still limited if covered with 

other regions such as Shandong or Hebei.  

The wide, heavily irrigated valley located between the Yellow River and the base of Helan 

Mountain has in fact proved to be one of China's most promising vineyard areas. In the last 

years there has been a “gold rush” to build wineries there. This terroir has not escaped 

international attention, and companies such as Pernod Ricard and Moet Hennessy have 

 China Wines Information Website, Xinjiang, http://en.winesinfo.com/html/2005/6/200-4065.html, 55

[accessed July 2018].

 Wine Searcher, Xinjiang, (2013), https://www.wine-searcher.com/regions-xinjiang, [accessed July 56

2018].

 “Helan Mountain, in 2003 became China's first official appellation, recognised by the “Chinese 57

General Administration of Quality Supervision, Inspection and Quarantine.” Ningxia Wine, (2013), 
“Wine searcher” https://www.wine-searcher.com/regions-ningxia, [accessed May 2018].
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interests in the region, along with some of China's largest producers. The region has close to 

100 wineries at the moment, and roughly another 100 under construction .  58

The region current vine acreage 40,666 hectares. The local government is hoping to push 

the region’s vineyard acreage to 46,667 hectares by 2020, which will bring its annual wine 

production to 200 million bottles.  

The climate is continental, with summer temperature rising to 39 degrees Centigrade and 

winter temperature plummeting to 30 degrees below zero. For this reason, as it happens in 

many other Chinese wine regions, vines have to be laboriously buried every autumn to protect 

them from freezing . 59

Although it has an arid and semi-arid climate, it is still easy to carry out manual irrigation 

thanks to the Yellow River that flows through the area. All these factors have contributed in 

creating one to the best Chinese terroir. 

Being a relevant part of the economy of this autonomous region, local government have 

invested a lot to improve the wine industry. This has been shown clearly when the first and 

only provincial-level of development bureau for wine in China was founded here. The 

government also keeps on giving great support to the technical training and formation, 

seedling introduction and infrastructure construction such as road and water and power 

utilities construction .  60

Thanks to all these efforts, with the time Ningxia wines have gained an excellent reputation 

not only in the domestic market but also in the foreign one. The wines produced in this region 

have in fact won many awards in both domestic and international wine competitions, and have 

 Natalie WANG, 10/04/2017, China’s Wine regions: Ningxia, “The drinks Business”, https://58

www.thedrinksbusiness.com/2017/04/chinas-wine-regions-ningxia/, [accessed May 2018].

 Sylvia WU, 23/08/2014, Ningxia wine region: We’ve got your back, says the government, “Decanter 59

China”, https://www.decanterchina.com/en/knowledge/people/region-authorities/ningxia-wine-region-
we-ve-got-your-back-says-the-government, [accessed May 2018].

 Ibid.60
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attracted many investments, challenging the misconception and the prejudice that sees 

Chinese wines only as a poor-quality ones . 61

In such a dynamic and innovative region, it has been done also a great work to produce a 

larger variety of grape. The main varieties planted in the region are still dominated by 

Bordeaux varieties including Cabernet Sauvignon, Merlot, Cabernet Franc. Anyway, also 

other varieties can be found here such as Chardonnay, Riesling, and Syrah thanks to a more 

continental climate . Some young producers are also starting to make sparkling wines. 62

 1.3.6 Yunnan Province


Yunnan is a remote province in the South of China, confining with Tibet. Its soil is rocky 

and lies on different mountains chains. Due to this, vineyards here are made on terraces, have 

small dimensions and are run by small farms. This features and the distance from the cities 

have caused serious logistic problems that challenge the producer of the area. 

Anyway, with a great number of investments, viticulture has become an important part of 

the agricultural economy here . 63

Despite the mountain climate, the warm climate is in fact moderated by the Indian and 

Pacific Oceans, and the growing season here is correspondingly long and favourable. The 

Yangtze River also help cultivations with a widespread channel system that grants farmers an 

effective irrigation method.  

The temperatures usually associated with low latitudes are moderated by the high altitudes 

here, and vineyards at elevations as high as 1800m above sea level are saved from the ill-

effects of the heat by significantly cooler nights. The diurnal temperature variation during the 

Demei LI, Chinese Wine Regions, “Decanter China”, https://www.decanterchina.com/en/regions/61

china/, [accessed May 2018].

 China Wines Information Website, (2018), Ningxia, http://en.winesinfo.com/html/62

2005/6/200-4068.html, [accessed May 2018].

 Whine researcher, (2014), Yunnan Wine, https://www.wine-searcher.com/regions-yunnan, [accessed 63

May 2018].
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growing season helps to extend the ripening period, allowing grapes to develop flavour along 

with acidity. Mineral resources are abundant in Yunnan, and as a result, soils throughout the 

province are rich in minerals . The most relevant sub-regions are the one of Deqin and 64

Mile . 65

Lying on a good environmental resources and a favourable terroir, producers have focused 

more carefully on wine quality, despite the quality. As for Ningxia, creating top quality wines 

has also attracted many international producers. With the help of local and foreign capitals 

and years of researches, Yunnan is quickly developing its viticulture economy. One of the 

most important player sis Moet Hennessy, which has opened Shangri-la Winery here which is 

leading the province market with the local Changyu Pioneer Winery. 

The aim of producers in the region is to create a Chinese Bordeaux Region. According to 

this purpose, the most common varieties planned here are Cabernet Franc, Cabernet 

Sauvignon. Rose Honey and crystal varieties can also be found . 66

1.4 Chinese Wine Features  
We have analysed Chinese wine-production areas and Chinese wine consumer new habits. 

Now it seems proper to understand what kind of wines are produced in China and which 

features meet Chinese consumer tastes. 

 Ibid.64

 Chinese Wine Region, (2015), Yunnan Region Wine Growing, https://www.travelcentre.com.au/65

FoodWineBeer/yunnan_region_wine.htm, [accessed May 2018].

 Its reductive to limit the study of the geographic wine cultivating area on these. Those cited are the 66

most important, but China is developing fast and the changes are drastic also in the short time. To have 
a deeper understanding of the topic other areas should be noticed such as Inner Mongolia Autonomous 
region, Tianjin and Beijing municipality and Gansu and Shaanxi Provinces, Gansu province.  
For further information:  Wine regions, (2014), “Decanter China”,https://www.decanterchina.com/en/
regions/china/, [accessed May 2018].
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1.4.1 Grape Varieties


As it has been discussed before, the Chinese wine market is still relevantly young. Its 

production is anyway one of the largest all over the world. With such a short time to develop a 

new industry, it seems proper to understand that China has preferred to use varieties and 

wines that were easily marketable worldwide and recognisable by the new entry consumers of 

the local market.  

Following these motivations, it’s easy to understand why in China the red grape varieties 

correspond to about 80% of total cultivation. The most important cultivations are: Merlot, 

Carbernet Franc, Carbernet Sauvignon, Carignane, Pinot Noir, Sangiovese, Syrah and other 

international varietals.                                                                                                     

The white grape vines, on the other hand, are not very widespread or cultivated in 

particular. The the main varieties are Sauvignon, Riesling and Chardonnay. 

The Chinese strong preference for red wine at the expense of white wine is a trend that has 

been developing in the years, but in recent time the consumption of the latter is gradually 

increasing. Cabernet Sauvignon is the dominant favourite wine among consumers, followed 

by Chardonnay and Merlot. Also, red wines outsell white and rosé combined, clinging to 

nearly three-fourths of the still grape wine market. 

Red wine is preferable because of both economic and cultural features. The wine growing 

areas, in fact, are dedicated for more than 80% to the cultivation of red grapes. Moreover, the 

colour of red wine holds positive connotations in Chinese culture. It symbolises good fortune, 

happiness, and celebrations. Traditional Chinese weddings call for the bride to wear a red 

dress (as opposed to white); and red signs, lanterns, and envelopes adorn virtually all surfaces 

during the Chinese Lunar New Year Festival. 

White and rosè consumers are growing but it is clear that the market is dominated by red 

wines and in most of the cases only of varieties of Cabernet, which takes up 60%-70% of 

Chinese wine growing areas . The main white variety is Chardonnay. Also the use of local 67

 Sylvia WU, (2016), Searching for China’s signature wine grape, “Decanter China”,  https://67

www.decanterchina.com/en/news/searching-for-china-s-signature-wine-grape  , [accessed June 2018].
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varieties seems to be limited. Winemaking industry in China has thus appeared in many cases 

and in the first part of the new Century as very prudent and conservative, tending to produce 

bottles that can be sold fast and in big numbers.  

The lack of a Chinese wine that could show a genuine style of what China is has been 

under scrutiny for years by oenologists world-wide. Due to the market orientation, the critics 

assumed that China has not tried to develop some characteristic bottles. It has remained in a 

comfort zone, where it keeps on produce and use big wine varieties sure of the result that 

these bottles should reach on the market. During the last years, China has thus answered this 

question with the development of new technologies and partnership to explore and improve 

its wine. In the last years, some entrepreneurs have started to use new varieties. The most 

common are Marselan and Cabernet Gernischt. Also local varieties have started been accepted 

and adopted in the production of Chinese wine. Vitis quinquangularis Rehd ( 五⾓叶葡萄 

wujiaozhiputao) and Longyan grape are some of the most relevant examples of local 

varieties . Due to their features and history in the territory, it seems they are having a discrete 68

success in the cultivation in the south of China. In this areas the climate is in fact too humid 

for European varieties which are exposed to several diseases, the local varietals  anyway,  69

have shown that can resist better and give a characteristic taste to the wine. 

 Demei LI,(2015), Chinese wines made from native “furry vines”, ”Decanter China”, https://68

www.decanterchina.com/en/columns/demeis-view-wine-communication-from-a-chinese-winemaker/
chinese-wines-made-from-native-furry-vines, [accessed June 2018].

China has several unique varieties of grapes grown for wine production. These include several 69

hybrid grapes that are crosses between Chinese and European or American grapes first brought to 
China by Western missionaries. Approximately 39 wild grape strains also grow in China, some of 
which have been bred in other countries. Names such as Shuanghong, Beihong, Beimei, Beibinghong 
and Gongzhubai, may not yet be familiar to wine drinkers around the world, but they may rise to 
prominence in the future. The country also grows the Kyoho grape, primarily for food but also 
sometimes used to make wine in China, whilst the Hutai grape is used to make ice wine in Shaanxi 
Province. 

(Latest development in Chinese Wine Production, 03/04/2018, “The United Nations of Fine 
Wines", http://www.concoursmondial.com/en/news/latest-developments-chinese-wine-production/, 
[accessed June 2018]).
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1.4.2 Taste of Chinese Consumer 


Wine industry lives in a dynamic environment, with different kind of bottles that could suit 

the most different consumers. Chinese consumers are therefore experiencing this new product 

and developing their own and typical taste.                                                                                                    

As usual, making generalisations is risky but from the purchase choice of the consumers is 

clear that the Chinese prefer fruity, softer and less irritating wines. A reason for this trend can 

be found in the opposition to the traditional spirits available in China, whose alcoholic level is 

far above the one of a bottle of wine.                          

Moreover, sugar, fruits and in general tastes that can be appreciated easily and without a 

developed knowledge of wine and enology are surely better accepted than more sophisticated 

tastes which would require a deeper knowledge and a more expert consumer.  

Young consumers clearly have an important role in the development of the features a wine 

should have to be sold effectively in China. In this case, the wine must be easy to enjoy, and 

with a clear taste and recognisable also for newcomers . 70

With a developing structure such as this one, consumers had an unclear idea of what wine 

was. This view, with the course of time, have created many problems in both production and 

awareness of the consumer.  

In the last decade it was possible in fact to find many bottles that would haven’t reached 

the graduation of 10° but still defined as wine by the producers. Many Chinese producers, 

taking advantage of unclear regulations on the topic, used to mix wine with water, fruit juices 

and other sugary substances . The reasons were partly to reduce the costs, partly to follow the 71

 These topics are not only involved with the taste of the bottle but also the packaging and the name 70

of the brand. Many studies have been done to understand how to sell bottles better to the Chinese 
consumers. In many cases changes in the packaging, a better translation of the name or simply a better 
advertising campaign have granted big results in the purchasing of foreign and local bottles in the 
Chinese market. In many cases, the bottles did not even change the wine inside.  

 Shen Xiu HUI, (2016), pag. 5071
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taste of Chinese consumers. Fortunately, China has provided more detailed tools do define 

what wine should be, giving more specific standards and regulations on the production of it.  

Before QB/T 1980-1994 Half Base Wine expired on 1st July 2004, water-blended fruit 

wines were permitted for sale in China and could be labeled wine. After the standard was 

repealed, China began a widespread reform campaign targeting relevant standards and 

regulations bringing about a well supervised regulatory system backed by sound legislation 

aimed to guarantee a more detailed regulation system on the production and to improve the 

quality of its wine according to the one of the global market . 72

Anyway In such a different situation, with differences in the drinking habits, cultural 

background, tastes,  and a framed legal context, it is not hard to believe that consumers have 

developed their now and peculiar tastes and habits while drinking a bottle of wine. 

Despite the quality of the wine, In China is still possible in fact to find consumers asking to 

mix red wines with cola and white ones with Sprite  in restaurants or at home, changing the 73

taste of wine in a more sweet and soft one according to their palate. 

These habits could seem extravagant in countries with an ancient wine growing history 

such as European ones, but here, as in many other areas where wine is a pretty new 

phenomenon both as product and industry, these habits are just aimed to follow consumers 

taste.  

The Chinese market has thus proved to be more open to innovation. This new frontier is 

more inclined to changes that in other countries or situations would be seen with a more 

conservative point of view. 

 Daisy SUO, 22 April 2014, China Wine Regulations, “Chemlinked”, https://food.chemlinked.com/72

foodpedia/china-wine-regulations#part2, [accessed June 2018].

 Chinese consumer use the expression ⼲红 兑 可乐 gānhóng duì kělè "Red wine with coke" and ⼲ 73

⽩兑 雪碧 gānbái duì xuěbì "Sprite in white wine”.
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1.4.3 Formation and Public Awareness


The dynamic environment where Chinese wine industry is moving on has big 

consequences in the market. One of these is the relevantly small part of the population 

interested in wine. Doing so, many producers, have met serious obstacles.  

Workers in wineries are not trained enough in the production phase and It’s still hard to 

find grape of good quality and making top quality wines as well or in an homogeneous way .  74

Most important, the consumers do not know what they are drinking. All these have lead to 

a conservative approach where the big players in the market prefer to make classic wines sure 

that they would be appreciated by the vastest part o the local consumers. Chinese wineries are 

still not looking for a "Chinese style” for their wine, just following the market trends .  75

Foreign companies, on the other hand, are experiencing an increasing competition to gain a 

bigger part of the market share, while the French brands, due to a better brand awareness and 

quality perception by the Chinese consumer, can enjoy a big market advantage.  

 Michel Bettane, a leading French wine critic, writer for the French consumer wine publication La 74

Revue du Vin de France has studied for a long time Chinese wine. He had introduced some of them 
also in its list published in La Guide de Bettane+Desseauve. Despite the huge progresses made by 
Chinese wineries he had witnessed, the critic admitted the style of some of the wines he has tasted is 
yet unclear, with plenty of space to improve. 

He also pointed out that the reason for this problem can be found in the lack of high-quality grapes, 
caused by the lack of training among growers. 

(Demei LI,17/03/2015, The Style of Chinese Wine, “Decanter China”, https://
www.decanterchina.com/en/columns/demeis-view-wine-communication-from-a-chinese-winemaker/
the-style-of-chinese-wines), [accessed May 2018].

 Nicole Cosentino, an Italian oenologist, is working for a Chinese winery, the Chateau Nine Peaks in 75

Qingdao, Shandong province. Working in the Chinese wine industry, she has experienced the 
opportunities of this new frontier, but had found some difficulties in working with personnel that is not 
always qualified enough. The oenologist has anyway declared that she is looking to produce a wine 
with a Chinese style, that can fully express the potential of the grapes of the territory, through different 
techniques and adapting them to the situation, always trying to 
produce wines of a certain finesse and elegance. 
(A. GABRIELLI, 2/10/2017, ”Così faccio con i cinesi". Intervista a Denise Cosentino, prima enologa 
italiana in Cina, “Gambero rosso” http://www.gamberorosso.it/it/vini/1045988-cosi-faccio-con-i-
cinesi-intervista-a-denise-cosentino-prima-enologa-italiana-in-cina), [accessed April 2018].
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To solve this problem, it appeared inevitable the need for an expansion for a high-level 

education on wine. 

Until 2015, China had 16  universities offering the major “Viticulture and Enology 

Engineering” in the bachelor education, such as the Northwest Agriculture and Forest 

University and the China Agricultural University and above 15 institutes for grape and wine 

research in several regions.  

In the meantime, a growing interest of professional wine knowledge and culture has been 

observed, especially among the middle class in big cities. 

Education organisations, international trust and proficiency providers in wine have thus 

found in China one of the most important markets . 76

Promoting culture and wine production in the academic structures and through courses, 

China succeeded in its main goal of creating new professional figures. More and new 

professionals, sommeliers and experts have contributed so in evolving the Chinese wine 

industry. 

A second result has been the creation of a more aware consumer class. With a deeper 

knowledge in the wine field, the market had the opportunity to evolve in these years, granting 

a better quality for its wine. Not only has China guaranteed a better knowledge in the new 

technology for the production of wine, but it has also fed the interest of all those new 

consumers not ready yet to understand wine as a product.  

Sharing knowledge has consequently developed a wider class of consumers. These 

newcomers have started growing a deeper interest in the wine sector. With a better 

knowledge, China has then started researching new ways to produce wine. The more educated 

consumers have also claimed the desire to taste new varietals and pushed the local wineries to 

From 2016 to 2017 Wine & Spirits Education Trust (WSET) one of the most important and world-76

wide renown wine educational charity has enjoyed an increase of the 39% in the number of students 
taking its exams in the last year. 
With WSET also the Ecole du Vin de Bordeaux (The Bordeaux Wine School), the Conseil Inter 
Professionnel du Vin de Bordeaux (CIVB), the Bourgogne International Wine Board (BIVB) and the 
A+ Australian Wine Course have scored great results in China particularly in Hong Kong.  
(Olivier VEROT, (2017), “Zhongguowine”, http://www.zhongguo-wine.com/2017/10/08/demand-for-
wine-school-is-high-in-shanghai/), [accessed May 2018].
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explore more and new solutions. Even though the numbers are still relevantly small, more and 

more little winemakers are investing now in innovation and improving the quality of their 

bottles , showing the increasing interest of the local producers and consumers to find 77

something different from the bottles they could purchase a few years ago.  

According to this trend and the developing of the market locally and internationally, China 

has started to host many important events, meetings, fairs and expositions related to wine and 

its market. In these events, it was able to show the innovations it has reached in both 

production and regulations. These events have also been a great opportunity to make contests 

with other international players and competitors, meeting other expert and promote its wines 

and enriching this growing sector.  

Doing so, China not only has improved the awareness of its local consumers, but it has also 

put the first seeds to sell its wine abroad, persuading the more conservative western consumer 

of the quality of Chinese wine.  

Due to the results of many of this competitions and contests, China has finally shown that 

its wine is no more the one that has been criticised in the past, but the one of a country who is 

aiming to become a new and innovative worldwide player.  

 With the development of the industry and the choices of young entrepreneurs, today is always more 77

easy to find interviews on the most common wine website, Decanter has reviewed bottles of 
biodynamic wines in Ningxia (J. ANSON, 26/10/2017, Going biodynamic in Ningxia, “Decanter”, 
http://www.decanter.com/wine-news/opinion/news-blogs-anson/ningxia-wine-biodynamic-
winemaking-378680/[accessed May 2018]). 
Even ice wine is getting more and more popular in the Northeast areas of the country.  
(Sylvia WU, (2017 ), Chinese ice wines won three golds in Decanter World Wine Awards 2017, 
“Decanter China, https://www.decanterchina.com/en/news/chinese-ice-wines-won-three-golds-in-
decanter-world-wine-awards-2017, [accessed April 2018]).
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2.The Chinese Wine market 

In the first chapter we have done an analysis of wine as a Chinese product. We have deeply 

analysed the Chinese context where the wine industry has been developing in the last century 

defining its history, the consumer’s behaviour, the area where wine is produced and the 

formation of personnel for the developing of this industry. All these pieces of information can 

give us important clues on how the market is moving and where it is aiming for the future. 

The results detailed wine as a new product that will have more importance every year on the 

world market and that is changing the way it is perceived by Chinese consumers.  

To understand at a deeper level these trends is important to analyse now not only the 

product but also the market in which it is evolving. Firstly a general review of wine global 

market will be given, focusing on the data and the drivers that are making this industry more 

and more dynamic every year on a global level. From this picture, it will be seen more clearly 

how peculiar and different from the general trend is the Chinese scenario, that is actually 

living an intensive growth while many other countries are facing difficulties.  

After detailing the most relevant data, we will focus on the Chinese market analysing the 

data of its development. The trends form the beginning of the century will be presented and 

commented. Later particular attention we be dedicated to defining the features of the Chinese 

wine producing companies, which once again show a completely unique context where few 

and huge state-owned companies control the market and many small others try to find their 

own personality and market share.  

Finally, to get an exhaustive overview of the chins wine market we will study how local 

and foreign bottles reach the final consumers, describing Chinese distribution channel. Doing 

so we will see how its development has caused the rising of new opportunities and threats like 

the e-commerce and the counterfeiting problem. 
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2.1 The Global Wine Industry in a Chinese 
Perspective  

From the beginning of the new millennium, the global wine market has been part of 

continuous changes and modifications. As many scholars have pointed out, the scenario is 

getting more and more demanding and the most important drivers can be lead to these prior 

factors : 78

- Globalisation of the market; 

- The shortfall of wine consumption;  

- Different consuming behaviours in each country;  

- The increasing importance of marketing activities;  

- The increasing bargaining power of the distributor channels;   

2.1.1 The Globalisation of the Market 


One of the most relevant consequences of globalisation is its influence on the world 

markets.  The wine industry was no exception since local production and international trade 

have always coexisted and characterised this sector.  With the fall of trade barriers and the 

increment of international treaties as the FTA  all over the world a push to the promotion of 79

the commerce in this field has been felt as well. As a consequence of this more dynamic 

scenario, new countries emerged worldwide, with the roles of both wine producers and 

 K. ANDERSON. and S. NELGEN, (2011), Wine’s Globalisation: New Opportunities, New 78

Challenges., Wine Economic Research Working Paper, No. 0111. 

”Treaty (such as FTAA or NAFTA) between two or more countries to establish a free trade area 79

where commerce in goods and services can be conducted across their common borders, without tariffs 
or hindrances but (in contrast to a common market) capital or labor may not move freely. Member 
countries usually impose a uniform tariff (called common external tariff) on trade with non-member 
countries.” in Business Dictionary, http://www.businessdictionary.com/definition/free-trade-
agreement.html , [accessed August 2018].
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consumers, challenging the market position of the previous countries which have always had 

an oligopoly of this industry. 

With the progressive internationalisation of the markets countries such as France, Spain 

and Italy had to face the competition with these new players, trying to balance high product 

quality and an organisational efficiency to contrast them. 

On the other hand, also the new players had to find new ways to make their product 

attractive, challenging the prejudice of their relevantly young experience in wine production.  

However, it is relevant to notice how today the so-called Old World countries  still 80

maintain their supremacy and are still ranked on the top of wine producers . Nevertheless, 81

they are suffering the consequences of an environment that is getting more competitive every 

year and where new entrants are constantly establishing their position and gaining market 

share. 

As a consequence of this phenomenon paired with other factors, from 2000 to 2015, all the 

most traditional wine producer countries had signed a decrease in the wine production amount 

  In  literature, the “Old World” is mainly referred to the European countries (France, Italy, Spain  or 80

Germany). while the “New World” comprehends those countries that are located out from the 
European borders and started to produce wine quite recently (United States, China, Australia, Chile, 
Argentina and South Africa). 

Old World countries have a long history in wine production and are focused on the tradition, the 
quality and the value of their terroir. New World countries are on the other hand more open to 
innovation. The distinction is also present in the structure of the wineries. Old world countries have 
principally been dominated by many small family vineyards and cooperative vineries constituted by a 
family business, while the New World producers are characterised by a high degree of concentration 
and vertical integration. In Old world countries, vine-growers have always had a considerable political 
influence and power, leading governments to support the industry through the development of special 
structures for the protection of the industry and the promotion and guarantee of regional brands (such 
as the “Appellations d’Origine Contrôlée”, in France and the Denominations of Origin in Italy). 

In the New world countries, the approach was the opposite. The short history and an unacquainted 
public paired with the smaller number of growers and the tendency to develop the companies in big 
size and with a centralised or governmental approach gave more influence to the market orientation. 
Companies invested more in marketing strategies to attract new consumers. Furthermore, 
consolidation among companies allowed them to avoid the “war of prices” and to maintain higher 
profits.                

James SIMPSON, (2009), "Old World versus New World : the origins of organizational diversity in 
the international wine industry, 1850-1914," IFCS - Working Papers in Economic 
History.WH wp09-01, Universidad Carlos III de Madrid. Instituto Figuerola.

OIV website, (2018), http://www.oiv.int/it/database-e-statistiche/statistiche, [accessed April 2018].81
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(e.g. France -28,4%, Italy - 15,15%, Spain -22%), while at the same time countries like South 

Africa, Chile,  Australia and China, had all an increase of more than 40%.  82

2.1.2 The Shortfall of Wine Consumption 


The increasing gap between global wine production and consumption has been a trait that 

evolved in the last 10 years defining a progressive oversupply phase which had a great 

influence in the strategies of the producers in the Old and New World countries .  83

The situation is getting more balanced in the recent years. In 2017 the world total 

production of wine was 246.7 mhl, 8% less than the one of 2016  signing one of the lowest 84

amounts from the 60s. On the other hand, consumption has increased signed a total of 242 

mhl .  The situation is getting more balanced. Despite the still present discrepancy between 85

production and consumption, it is important to notice a change in the trend. As said before, 

form the beginning of the millennium the variation between the two data was much higher 

than the one of the recent years. In 2000 the oversupply was 54mhl  and the highest level of 86

variation was scored in  2004 with more than 59mhl  of wine that exceeded the year demand. 87

If we analyse the variation in 2017 we can see how reduced it has become with a gap of 

almost 5mhl. This result is prevalently due to the relevant decrease in the production of wine, 

while the consumption one is still slowly but constantly increasing (form 2000- 2017 

+7,1%) . 88

 ibid.82

 Ibid.83

 OIV, (24/10/ 2017), Press annual report, Paris, http://www.oiv.int/public/medias/5681/en-84

communiqu-depresse-octobre-2017.pdf, [accessed June 2018].

 ibid.85

OIV Statistical Report on World Vitiviniculture, (2016), The world market for wine-Retail News, 86

http://www.oiv.int/en/oiv-life/oiv-report-on-the-world-vitivinicultural-situation2016   [accessed 
May 2018]

 ibid.87

 Ibid.88
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 When looking at the level of the global wine consumptions after this data it is clear that in 

the last years the wine industry has reached a mature level . Even though the global 89

consumption has increased, it is fundamental to notice an impressive decrease in the level of 

wine consumption of the countries which used to drink the biggest amount of it. In these 

cases, the decrease has been constant and can be effectively explained by individual data. If 

we look at the pro-capita consumption of these countries we see how drastically consumption 

has fallen from 2000 to 2015 (Spain -34%, Italy -23% and France -23% ), delineating what 90

has been renamed the “European Shortfall” . 91

Anyway, as we have just seen, the market is reaching an equilibrium between production 

and consumption even though the huge decrease in consumption by the most important 

drinking countries. The reasons behind this phenomenon can be traced back to to the 

increasing consumption of new countries. This changing in the consumes from the most 

important wine producers have in fact lead the market to new horizons and caused a shift in 

the geographical and economic asset of the industry. Countries that a few years ago were less 

important on the market have now gained the attention of it, and both new and old players are 

looking to gain a part of this market share. The globalisation had thus focused its attention on 

China, USA and Russia and many other developing countries which are having a new and 

enthusiastic approach to this product.  

As a consequence of the increasing consumptions and export demand of the new markets 

paired with the simultaneous shortfall of production, the global wine industry has thus slowly 

moved from oversupply to balance and, if the trend will keep constant in the years, to 

shortage .  92

 Ibid.89

 Ibid.90

 The most relevant causes of this change in the consumption of wine can be traced back to the recent 91

economic recession and most importantly to the lifestyle changes in the European consumers: When 
before wine was consumed at every meal in countries like France and Italy, now it has progressively 
been substituted with bottled water, beer, juice and soft drinks.

 T. KIERATH, C. WANG, (2013), The Global Wine Industry. Morgan Stanley Research report 92

published on October 22, 2013, available at: http://blogs.reuters.com/counterparties/files/2013/10/
Global-Wine-Shortage.pdf [accessed May 2018].
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it is finally relevant to understand that the shift from a Europe-centred prospective to the 

new markets one is not only concerned to the consumption data but also the production one. 

As said in the previous paragraph, a relevant production increase has been scored by the New 

World countries and, even though their impressive trends will not compensate fort the general 

fall in global production, it is surely an indicative sign on where the attention of the market 

will go in the next years .  93

2.1.3 The Different Consuming Behaviours


The increasing internationalisation of the sector has guaranteed a more enlarged public for 

the wine industry. But, showing different consuming behaviours in the purchase habits and in 

the different tastes, consumers have also represented a new challenge for the producers. The 

differences coming from these behaviours have contributed to make the market more and 

more uncertain and have threaded to weaken the competitive position of the companies. 

Producers in many cases had to adapt their product to new cultures, trends and habits to meet 

the consumer’s needs.  

Many studies  have been done on how the buying process and consumption patterns of 94

wine consumers can differ a lot from different cultural context and patterns. Being in many 

cases the quality of the product not determinable in an objective way, for the different 

  From 2000 to 2015 Australia’s volume of production has increased of 57%, while China and South 93

Africa had respectively an increment of 42% and 44%. Chile remains anyway the most impressive 
case, gaining a huge expansion as its wine production almost doubled 88% increase. 
Data available form the OIV Statistics platform, (2018), http://www.oiv.int/en/databases-and-statistics/
statistics, [accessed August 2018].

 P. BALESTRINI and P. GAMBLE (2006), Country-of-origin effects on Chinese wine consumers, 94

British Food Journal, Vol. 108 No. 5, pp. 396-412. 

 NOMISMA, (2008), Wine Marketing: scenari, mercati internazionali e competitività del vino 
italiano, Agra Editrice, p. 109. 

E. COHEN, F. D’HAUTEVILLE, and L. SIREIX, (2009), A cross-cultural comparison of choice 
criteria for wine in restaurants, International Journal of Wine Business Research, Vol. 21 No. 1, pp. 
50-63.
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perception of the consumers coming from different contexts, the cross-cultural comparison is 

a factor that cannot be ignored when positioning a product in a new and unknown market. 

2.1.4 The Increasing Importance of Marketing Activities


When a bottle of wine is sold, the consumer does not only buy a drink obtained by the 

fermentation of grapes. Values, concept, needs and perceptions merge together to create a 

particular product that paired with the services provided by the producer helps the consumer 

to distinguish it from all the other bottles.  

Companies are facing a larger and new public, not always acquainted with drinking wine 

and characterised by the different behaviours outlined in the previous paragraph. If companies 

want to succeed in the market they will have to think carefully not only to the quality of their 

product but to the quality and uniqueness of their services too.  

The communication mix related to advertising, the product diversification, but also 

labelling and packaging is becoming a mandatory step for all the companies who want to go 

global or satisfy new and emerging markets . Brand awareness, identity and competitive 95

positioning are  becoming more relevant every year in a globalised world. The quality of a 

bottle can be experienced only after the bottle is open so it is necessary to improve the 

marketing of it to make the consumer appreciate the product before tasting it. 

As said at the beginning of the chapter, both Old and New world companies had to face the 

challenge of finding an effective marketing approach. the first to survive to the competitors of 

the new markets, the second to take a position in the market avoiding the general 

 Many case studies can be found on how innovation and marketing are getting every year more 95

relevant in the global wine industry. 
One of the most relevant examples of effective innovation in the wine industry is the Australian 
Yellow Tail winery which has had a huge growth selling in new markets a new bottle, easy to drink 
and available for a new kind of consumer 

 For more info related to the case study: Kim CHAN. and Renée MAULBORGNE, (2015), Blue 
Ocean Strategy: How to create uncontested market space and make the competition irrelevant, 
Rizzoli.
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misconception of bad quality associated to companies with a short history in the production of 

wine.  

Every company from both the Old and New World had its answer. The Old world has 

started the so-called “Export Imperative” , an obliged choice to the survival of the companies 96

and to solve the overproduction problem of the previous years . The new World, headed by 97

the example of Australia and Chile, has on the other hand  promoted its products cutting its 

costs and increasing its relations with the new markets thought FTA and other international 

agreements . 98

2.1.5 The Increasing Bargaining Power of the Distributor 
Channels


Finally, the last driver shows the deep relations between the marketing activities and the 

distributor influence in a wine world global economy. The purchasing moment is decisive and 

it is made on the trust and reliability perceived by the consumer. For this reason, the 

distribution channels have recently got more and more powerful .  99

 G. CAMPBELL and N. GUILBERT (2006), Old World strategies against New World competition in 96

a globalising wine industry., British Food Journal, Vol. 108 No. 4, pp. 233-242. 

 it should be pointed out that in the wine sector internationalisation, and consequently for the Old 97

word “Export Imperative” perspective, is basically considered as “export orientation”: where the 
company rather than organise itself with an international development involving the development of 
structures and companies tends to identify itself as simple exporter. 

C. SANTINI, S. RABINO, (2012), Internationalisation drivers in the wine business: a RBV 
perspective, International Journal of Business and Globalisation, Vol. 8, No. 1, pp. 7-19. 

 Tom WESTBROOK, Adam JOURDAN, 15/02/2018,  For Australian winemakers, Chinese 98

relationships are bearing fruit, “Reuters” https://www.reuters.com/article/us-australia-wine-china/for-
australian-winemakers-chinese-relationships-are-bearing-fruit-idUSKCN1FZ07W, [accessed July 
2018]. 

 Natalie WANG, 04/01/2018, China Further Reduces Tariffs on Australian Wine, “The Drinks 
Business”, https://www.thedrinksbusiness.com/2018/01/china-further-reduces-tariffs-on-australian-
wine/, [accessed August 2018].

 ANDERSON, (2011), pag 203.99
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The increasing bargaining power is thus becoming a problematic element that can not be 

ignored. the risks are high since the relationship with the distributor may compromise the 

competitive position of the wine producers, squeezing producers’ profit margins or selling 

under own-store labels bulk wines or branded wines as well. 

A solution to this problem has been found by many producers with a downstream approach 

in the value chain through brown-fields, acquisitions and mergers. This choice is finalised to 

get the maximum control on the consumer’s choice and maximise the profit. Obviously, such 

a movement is not possible for all the wine companies. The dimensions and the assets must be 

relevant and in many cases do not suit the typical small dimension of the Old word wineries.  

In the case of small dimension companies, it is better to find other solutions, such as 

looking for innovative ways of enhancing the brand awareness or promoting the product in 

order to make it more attractive for the consumer, despite the retail offers and merchandise 

activities. It is also suggested to reach an agreement with the distributor seeing the distributor 

not only as a thread but as an opportunity to reach a larger and vaster public. 

2.2 The Chinese Wine Market Situation Today  

It appears clear that the global market is actually a challenging environment and wine 

market has proved to be the same. The globalisation effect has increased the competition. As 

seen in the previous paragraph, this market is getting every year more dynamic. The challenge 

between New World Countries and Old World ones is probably one of the most relevant 

proofs of it. The market-driven approach on one side and the focus on the terroir, the story and 

quality of a bottle are then the main drivers of these two macro sectors.  

Given such a context, we will focus now on the situation of the Chinese market, trying to 

define what have been the trends of this market and the most important data concerning it in 

the last two decades.  
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2.2.1 Production 


As we have seen in the first chapter, the Chinese wine industry is pretty recent and people 

may think its production should be low as well. Actually, the data show the opposite. In 2017 

the world fresh grape production was 22.53 million tons . China's part of that production 100

volume is 11.2 million tons  becoming the first producer and the first consumer in the world, 101

with both world and local varieties such as Red Globes, Kyoho, Thompson seedless, and 

Muscat.  

But once again, it is important to notice the relevant difference and the link between fresh 

grape production and wine production. Chinese wine production has been constantly growing 

anyway from 2000 till nowadays and from 2016 it has become the 6th wine producer country 

with a total amount of 11,4 Mhl , . 102 103

Table 1: Production of wine in China 2000-2017 in Million of Hectolitres  104

 Fresh Plaza, 3/30/2018, China Grapes and Wines, 2017 global analysis of fresh grapes , http://100

www.freshplaza.com/article/191058/2017-global-analysis-of-fresh-grapes, [accessed May 2018].

 Ibid.101

 Shortened form for Million of hectolitres.102

  The first 5 countries in 2016 were: Italy (50,9 Mhl), France (43,6 Mhl), Spain (39,3), USA 103

(23,9Mhl) and Australia (13Mhl) 
Data avaialble form: Britt KARLSSON,  2/9/2017, China Wine Country…?, “Forbes”,                           
https://www.forbes.com/sites/karlsson/2017/09/03/china-wine-country/#d8b572321a5e, [accessed 
June 2018].

 OIV database,(2018), http://www.oiv.int/en/databases-and-statistics, [accessed June 2018].104
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As we can see from the table, the production growth has been relevantly constant form the 

beginning of the century. From 2000 to 2012 there has been in fact an increase of  28,57% and 

in that year the production reached its highest level of 13,5 Mhl. After that year, partly due to 

the global trend and the weather difficulties found by China and many other countries, the 

production started decreasing. between 2012 and 2013, the decrease was pretty relevant with a 

loss of almost 12,6% of the total production. The loss has set the trend also for the next years, 

till 2017 where it reached 10,8 Mhl almost the same amount of the production of 2000. 

Anyway, it is a relatively big loss if compared to 2012 data with a decrease of almost 20%. 

Although the table indicates a decline from the previous years, the whole industry maintains a 

stability situation in terms of operation and production . 105

These data are showing a trend that can be explained by many reasons. The global ratio 

between production and consumption has been a relevant driver of the market in the last years 

form 2012. The market is still in a phase in which it can supply the global demand disposing 

of the bottles obtained from the overproducing period of the first part of the century .  106

An other and relevant reason for this decrease can be found in the domestic market 

consume problem . In addition to diseases and weather calamities that led to wine 107

production decline, it has been noted in fact a decrease in grape acreage in Ningxia, Xinjiang 

and Hebei and this is due because part of the local growers have apparently started to cut 

down vines and replace them with more profitable crops due to the thin margin and weak 

market demand for domestic wines.  

Moreover, It is no news that producers in China also have to face the competition of the 

foreign markets. Chinese consumers tend then to prefer wine of other countries perceiving it 

as one of better quality despite having a higher price, forcing local growers and producers to 

start some price wars to keep their market share and their margin. According to some scholars, 

 Y. FANG, H. HANG, X. ZHANG, (2017), Development Process, Current status and Future Trends 105

Of Chinese Grape and Wine Industry, The Wine Value Chain in China, Elsevier, p. 275.

 Ibid.106

 Ibid.107
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the change in the production may have an interesting influence in the dynamics of the local 

market  that could lead the local consumer with the course of time to get acquainted with 108

domestic high-price wine if the quality value will be guaranteed.  109

2.2.2 Consumption 


When we analyse the data concerning the consumption of wine in China, what we see is a 

almost linear and constant growth.  

Table 2: Trend of wine consumption in China in Million of Hectolitres 2000-2017  110

In a recent interview, Yang Weibing, secretary general of Xinjiang Changji Wine Association has 108

claimed that the importance of this decreasing trend may have relevant consequences in the local 
market. According to the expert, the decrease would be likely to drive up prices for high-end wines 
produced from Xinjiang, and if the trend would be constant it may affect also the growers attitude, 
giving them a more international world country approach, where quality and value of the grape have a 
more relevant position instead of amount and quality. Anyway, the expert added that in short times 
prices will remain stable as many of the wineries facing these losses, still have stocks saved up in 
warehouses. The full interview can be found at   

Natalie WANG, 7/12/2016, China’s wine production down in 2016, “The Drinks Business”, https://
www.thedrinksbusiness.com/2016/12/chinas-wine-production-down-in-2016/, [accessed May 2018].

 The unusual shortfall in consumption form 2000 to 2001 can be explained with the starting of 109

provisions agains forged wine as it will be discussed in chapter 3.

OIV Database, (2018), http://www.oiv.int/en/databases-and-statistics/database, [accessed May 110

2018].
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China’s per capita wine consumption grew markedly from 0.25 litres in 2002 to 1.31 litres 

in 2012 . As it has been seen in the first part of this work, if compared with other alcoholic 111

beverages, wine is still a relevantly unknown product. but with the course of time an always 

vaster part of the public is getting used to it.   

The table shows an interesting and almost constant increase in the consumption from 2001 

to 2012 with an increase of 63,8%. Once again 2012 is the hedge, showing both the highest 

level in consumption, as it appeared in production, but also the beginning of a decreasing 

trend. As it can be seen from the histogram, 2014 is the period with the most relevant decrease 

in the consumption . After the decrease of 2014, anyway, Chinese wine consumption has 112

grown with even a higher speed if compare with the years prior to 2014 (5% before and 7% 

after), reaching the highest amount in the consumption in 2017 with a total of 17,9 Mhl of 

wine consumed. 

The major market and consume for wine in China remains the big tier-one cities such as 

Beijing, Shanghai, Hangzhou, Guangzhou Shenzhen and the other coastal cities in the south-

eastern part of the country. It is important to note anyway that in these areas markets are 

increasingly getting saturated due the bigger competition and thus are facing a slower growth. 

Thanks to a more curious approach and a population that is still discovering wine as a 

product, second and third-tier cities are now anticipated to become in a short time the new 

major markets for domestic consumption . 113

2.2.3 Import


 China Net of Commerce Intelligence, (2018), www.askci.com,  [accessed June 2018].111

 A reason of this unusual decrease could be seen in the Chinese government policy launched in those 112

years by Chairman Xi JinPing that with the aim of crushing down corruption and lavish gifting in the 
public sector may have affected the perception and behaviour of many consumers.

 Y. FANG, H. HANG, X. ZHANG, (2017), p. 277.113
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The Chinese thirst for wine has been seen for many countries as a new gold rush. The 

demand has been growing with an incredible speed in the recent years and has pushed many 

countries of the New and Old world in a challenge to gain the biggest market share they could 

reach.  

The trend from the beginning of the century has been of constant growth. If we focus on 

the last 10 years we can see that the imports are more than double from 2010 to 2017 with an 

increment of the 120%. The increment has been almost constant and is aligned with the 

growth of the previous 10 years.   114

Table 3: Trend of Chinese wine import 2010-2017 in Million of Hectolitres  115

 Ibid.114

 OIV database, (2018),  http://www.oiv.int/it/database-e-statistiche/statistiche , [accessed May 115

2018]. 
OIV STATE OF THE VITIVINICULTURE WORLD MARKET, (April 2016), http://www.oiv.int/
public/medias/4587/oiv-noteconjmars2016-en.pdf ,[accessed May 2018]. 
OIV STATE OF THE VITIVINICULTURE WORLD MARKET, (April 2018) http://www.oiv.int/
public/medias/5958/oiv-state-of-the-vitiviniculture-world-market-april-2018.pdf [accessed May 2018].
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In 2017 China imported more than 745 million litres of wine  signing the new top 116

amount. Imported bottled wines rose also by 14.6% in volume and 16.4% in value in 2017 

compared to 2016  117

The value of the amount of imported wine in this 2017 is equal to 2.8 billion US dollars, 

with a 16.9% increase in volume and 18% increase in value if compared to 2016.  The 118

increase can be seen as a reflection of the positive effects of the many Free Trade Agreements 

China has signed in the last years, which have cut wine tariffs and allowed more Chinese 

consumers to taste foreign wines  that in 2015 could be imported at the average price of 4.9 119

USD .  120

When we look at the importing countries, France maintains a leading position, with 

41,13% market share and 190 million litres of wine sold in 2017  keeping the status of the 121

largest source of wine imports to China in terms of volume and value. Australia is second with 

a 26,71% of the share and 105 million litres . Taking advantage from the free trade 122

agreements signed also by Australia, Chile has then the 10,45% and sold more than 73 million 

 Sylvia WU, 5/2/18, 2017 China wine imports: Australia and Georgia taking a leap, “Decanter 116

China", https://www.decanterchina.com/en/news/2017-china-wine-imports-australia-and-georgia-
taking-a-leap ,[accessed June 2018].

 Ibid.117

 Chinese costumes, (2016), 2016 Chinese bottles import figure, 2016年中国瓶装葡萄酒进⼜数118

据， decanterchina.com [accessed may 2018].

Many countries have enjoyed great growth in the market share of wine in China thanks to FTA and 119

international agreements. The country that has gained the most relevant success is Australia that after 
the FTA signed with China in 2015 has increased its imports of bottled wines by 33.3% in volume and 
25.8% compared to 2016. Its Import tariffs on Australian wines entering China fell from 14% to 2.8% 
on 1 January 2018. The tariff is set to be reduced to zero in 2019, under the terms of a bilateral trade. 

China also saw imports of wines from Georgia rise by 45% in both volume and value in 2017, 
albeit from a low base. The two countries signed a free trade agreement in May 2017, which including 
waiving the 14% import tariff on Georgian wines.China also has a free trade deal with Chile, and the 
latter saw wine shipments to China rose by 25%, according to Chinese customs data.Natalie WANG, 
17/04/2018, China lowers Vat tax for imported wine, "The drinks business", https://
www.thedrinksbusiness.com/2018/04/china-lowers-vat-tax-for-imported-wine/, [accessed May 2018].

 Ibid.120

  Eddie WONG, 8/02/2018, 2017 China Imported Wine Data & Analysis II – Bottled Wine, “Chinese 121

Wine Business”,https://www.chinawinebusiness.com/single-post/2018/02/08/2017-China-Imported-
Wine-Data-Analysis-II-–-Bottled-Wine, [accessed April 2018].

 ibid.122
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litres . In the following  positions, we see Spain and Italy with respectively 5.87% and 123

5,45% of the market share and an export amount equal to 69 and 29 million of litres . This 124

top 5 players fetched 90% of the market for imported wines in China . 125

2.2.4 Export


With the course of time, the Chinese wine industry has faced a constant growth. The 

volume and the market have enjoyed great development. Anyway, it seems that the export 

sector is still facing a challenging situation. Export will be probably the next step for the 

developing of Chinese wine industry. Today China is, in fact, a country where wine is more 

imported than exported and Chinese wineries are focused mainly on supplying the local 

market, where it can cover the 70% of the market share, leaving the remaining part to the 

foreign firms . Exports are still striving but it would be a relevant step for the future of the 126

market. When we analyse the data concerning Chinese wine export what appears is a complex 

situation.  

Table 4: the trend of Chinese wine export from 2000 to 2014 in millions of litres . 127

 Ibid.123

 ibid.124

 Ibid. 125

 OIV Database, (2018), http://www.oiv.int/it/database-e-statistiche/statistiche, [accessed August 126

2018].

 Ibid.127

�50

0

7,5

15

22,5

30

2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014

26,8

21,621,521,3

14,6
10,4

12,7
15,7

8
4,93,93,23,545,2

http://www.oiv.int/it/database-e-statistiche/statistiche


The histogram declined the trend of export in the Chinese wine industry from 2000 to 

2014. The trend is once again growing, where the first values appeared in 2000 of 5,2 million 

litres of wine exported and the last one of 26,8 show an increment of more than 4 times 

(445,7%).  

Anyway, as it may be seen from the graphic, the situation in exports appears more complex 

if compared to the other trends already seen. Two major curves can be seen from the graphic 

and the most important data appears during 2007, where the volumes of export reached the 

highest value of 15,7 million of litres but also set the beginning of the declining phase that has 

characterised the second curve. This loss in export can be reconnected to the global economic 

crisis that occurred from 2008. Wine, which was a common product in the Western countries, 

has seen in those years a major decrease in the purchase in all the markets of the world and 

Chinese firms made no exception in facing difficulties in the verse sales.  128

After the crisis period in the last years, exports are increasing again. After an almost 

stationary phase form 2011 to 2013, the Chinese wine industry has started again growing 

considerably. This can be seen if we consider the 24,3% increment from 2013 to 2014 or even 

better the 157,7% increment in 2009 values and 2014 ones.  

If analysed and compared with the other data, exports seem to remain a relatively small 

part of the Chinese wine market. The reason behind this difference may be seen in the 

perception other countries have of Chinese wine. 

The wine industry in China can’t lay on the same long history many other countries of the 

Old world do, and this may be a relevant obstacle for the purchase of a Chinese wine bottle in 

Countries of Europe or with a more conservative approach. In places where the “made in 

China” is still associated with the stereotype of poor quality, Chinese wineries will find a 

more challenging market.  

For these reasons, China has started a battle on the prejudice of bad quality and at the same 

time it has enhanced its marketing and advertising campaigns not only to inform and get used 

 Ibid.128
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to drink the consumers of the domestic market but more importantly to achieve a new part of 

public in a market not use to think China as a quality wine producer. 

This is the main reason for the many fairs, meetings, world competitions and conferences 

that are emerging in China every year, especially in the most international cluster of the city 

of Shanghai and Hong Kong. All these events are aimed to drive the foreigners’ purchase 

behaviour to a market that in their point of view was unknown or even worse seen as a 

stereotyped one.  129

According to this marketing approach, China has started converging its energy in countries 

where the prejudice will be lower than the more conservative European continental countries. 

Today the most important buyers of Chinese wine are in fact Anglo-Saxon countries  such 130

as USA, UK, and Australia. Also other countries as Hong Kong and Germany have shown 

interest in Chinese wines . These countries are in fact characterised by a different approach 131

compared to France, Italy and Spain. The conservative behaviour typical of continental 

Europe is here less present. Innovation, and news both in marketing and taste are seen here as 

a valour. 

In parallel to these countries other realities are getting more important in the Chinese 

market. Countries of the Indochinese peninsula, such as Vietnam, Cambodia, Thailand and 

Singapore are increasing their purchase of Chinese wine,  even though the volumes are still 132

low if compared with the one in the countries mentioned before .  133

 Jancis ROBINSON, 05/04/2014, Chinese wine - Catching up fast, https://www.jancisrobinson.com/129

articles/chinese-wine-catching-up-fast, [accessed July 2018].

C. HOWSON, 17/04/2018, How China’s winemakers succeeded (without stealing), “The 130

Conversation”, https://theconversation.com/how-chinas-winemakers-succeeded-without-
stealing-94604, [accessed August 2018].

Zhongguo Wine, (2015), http://www.zhongguo-wine.com , [accessed May 2018].131

 One of the reasons of the growth of the Asiatic market in the purchase of Chinese wine can be seen 132

in the relevant demographic amount of Chinese in these countries. Singapore, Vietnam have big 
communities of Chinese immigrants and businessmen. Tourism is playing as well an important role, 
enhancing the link and relation between these countries and China.

 Ibid.133
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It is clear that after analysing the previous data, the Chinese wine market can be rightly put 

in the category of the New World Countries. It is facing a constant and continuous growth in 

term of consumption, production and development. Value and volume of this market are 

changing and even though there have been progresses, this market will request time and 

resources face its challenges and satisfy the local consumers and reach the overseas markets.  

2.3 Wine-Producing Companies in China 
China’s interest in wine and its market has been spreading all over the country in the last 

decades. But when we focus on the true players of this sector we see that actually just a few 

companies have the control of the largest part of the country market share.  

By the end of 2015, the number of wine-producing companies of national scale with an 

annual sales revenue of over 20 million yuan was 217 . But if we consider also the small-134

scale wineries, bottle filling companies and all the enterprises under construction the total 

number is estimated to be around 800 . 135

Wine producing companies mainly operate in the eastern part of the country which 

contributes 62.2% of the total wine sales within the country. Northeast China and the central 

part have instead, provide the 15.1% and the 12.5%, while the South and the Northwest part 

of the country still have a marginal role.   136

One of the most interesting features is anyway that the so-called “triumvirate” composed 

by three state-owned companies: Changyu, Great Wall and Dynasty Winery. The three 

enterprises still keep a relevant oligopoly in the sales volume, making up 40% of the Chinese 

wine market in 2015 . These 3 companies have well-developed nationals sales networks 137

 Y. FANG, H. YANG, X. ZHANG, (2017), p. 277. 134

According with the Grape Wine-Global Market Status & Trend Report 2013-2023 the most relevant 
wine-making companies in China are: Changyu, Greatwall, Dynasty, Mogao, Niya, Granddragon, 
Tonghua, Dragonseal, Castel and Shangri-La.

 Ibid. pag 277.135

 Ibid. Pag 277.136

 BOUZDINE-CHAMEEVA, (2017), pag 149.137
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which cover both on-trade and off-trade channels, but in the last years they are facing the 

challenges form foreign wine brands in terms of price/quality ratio that have forced them to 

renew themselves to answer the changes of domestic consumers.  If we want to understand 

the Chinese wine market it is thus fundamental to have a deep understanding of these huge 

players.  

2.3.1 Yantai Changyu Pioneer Wine Limited Co.


Changyu Pioneer Wine Limited ( zhangyu putaojiu  niangjiu gufen youxian gongsi 张裕葡

萄酒股份有限公司) was established in 1892 by Zhang Bishi. It has been the first industrial 

winery in China and has set the first place in the market in terms of history and quality 

becoming the leading company of the sector. After 125 years of development, Changyu has 

become the largest wine production and operation enterprise in China. The company was 

nationalised in the 30s and the ownership passed to the PRC in 1949 when the situation 

remained stagnated till 1954 when the 5 Years Plan invested in the company which received a 

capital injection. From 1949, Changyu has also enjoyed another great advantage. from that 

year on, it has always been appointed as the main state banquet supplier. After years of 
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relatively good performance, Changyu became the first wine company to list its shares in -

Shenzhen in 1997.  

The company possesses wineries in different parts of China from the Yentai peninsula in 

Shandong province, till Ningxia and Xinjiang autonomous provinces. It is the first company 

in the Chinese market with a share of almost 21,2% . And in 2017 the total sales amounts 138

for nearly 4.9 billion RMB . 139

The factors that lead the company to the success are its history and the mass market 

orientation and marketing system . As with its domestically rivals the core of Changyu 140

revenues derives from of relatively cheap red wines which are generally sold less at than 5$ 

per bottles .  141

Changyu, as the other big local players, is aiming anyway to have a differentiated portfolio 

of product that may satisfy all kinds of consumers. To reach this goal, it had to increase the 

quality of its wine. The changes in terms of quality appeared firstly in the 80s when the 

company started an internationalisation policy which attracted both foreign capitals and 

knowledge with several partnerships with European enologists. Later 33%  of the Company 142

has been acquired by ILLVA Saronno in 2007, an Italian Alcohol brand, who has invested in 

the company in terms of capitals and training. The same happened with many others French 

enologists that has enhanced the quality of the Chinese wines in the last years such as Gohadi 

Fagnani, Albert Milan and Norbert Buchonnet.  

 Ibid, pag 153138

M. Bacca, 26/08/2018, Yantai Chanyu Pioneer Wine-I risultati 2017, “I numeri del Vino”,http://139

www.inumeridelvino.it/2018/08/yantai-changyu-pioneer-wine-risultati-2017.html , [accessed June 
208].

 Changyu can profit from a capillary network which reaches almost every part of the country and 140

that is expanding fast also overseas. It has established 8 channel companies in China, including City 
Hotel Channel, City Convenience Store Channel, Suburb County Channel, KA Channel, B/C Channel, 
Pioneer Exclusive Store Channel, VIP Group Buying Channel and Wine Pioneer E-commerce Channel 
“Jiuxiang Feng” to promote the improved management of channels. Besides, it owns 35 province-level 
companies,312 city-level companies, 3,700 salesmen, 6,200 promotions specialists, 5,300 franchises 
and 29 warehouse logistics centres, which form China’s largest wine marketing system.

 S. MONTLAKE, 25/07/2012, Grape Leap: Chinas’s Biggest Winemaker , “Forbes”, https://141

www.forbes.com/sites/simonmontlake/2012/07/25/grape-leap-chinas-biggest-winemaker/
#278a807f7d8f , [accessed June 2018].

 Illva Saronno website, http://www.illvasaronno.com, [accessed June 2018].142

�55

http://www.inumeridelvino.it/2018/08/yantai-changyu-pioneer-wine-risultati-2017.html
http://www.inumeridelvino.it/2018/08/yantai-changyu-pioneer-wine-risultati-2017.html
http://www.illvasaronno.com
https://www.forbes.com/sites/simonmontlake/2012/07/25/grape-leap-chinas-biggest-winemaker/#278a807f7d8f
https://www.forbes.com/sites/simonmontlake/2012/07/25/grape-leap-chinas-biggest-winemaker/#278a807f7d8f
https://www.forbes.com/sites/simonmontlake/2012/07/25/grape-leap-chinas-biggest-winemaker/#278a807f7d8f


Changyu has thus developed also premium and high-end wines which hallowed it to place 

the company in an upper position in the local market with bottles such as its Changyu Noble 

Dragon Gernisht. 

But after the entrance of foreign wine brands in the market in 2001, the company had 

anyway to face their competition, whose wines are usually perceived better in terms of 

quality/price ratio. Changyu has answered its own way, passing from a capital attracting phase 

to a new one involving joint ventures. This strategy enhanced not only the quality of the wines 

of the company but its imagine as well and has hallowed Changyu to cut off middlemen and 

have more control on the supplier and at the same time fight back the problem of 

counterfeiting . The company has also acquired estate wineries in other provinces hallowing 143

again the company to improve quality and reposition the brand, possibly for even higher 

margins. The company has finally quietly acquired vineyards also abroad in Italy, France, 

Canada and New Zealand .  144

Example of the variety and differentiation of this company is also shown in the vast 

number of wineries today Yantai Changyu Pioneer Wine Limited Co. possesses in China and 

abroad. Every winery has a peculiar role. Chateau Changyu-Castel in Yantai Shandong 

remains the main winery,  while Chateau Changyu-AFip, close to Beijing and built in 2007 

with the participation’s of many foreign investors is the base for exports and international 

market.  

 From 2002 has started cooperating with international groups for its joint ventures. In 2002 it 143

established with Castle Freres the first specialized chateau in China,  Yantai Chateau Changyu-Castel. 
2006 Changyu collaborated with Aurora Icewine Co., Ltd., Canada’s top ice wine exporter, to establish 
Chateau Changyu Golden Icewine Valley in Liaoning province. 

In 2007 Chateau Changyu AFIP Global was established in Beijing with the funds from China, 
America, Italy and Portugal.2013 Chateau Changyu Baron Balboa in Xinjiang, Chateau Changyu 
Moser XV in Ningxia and Chateau Changyu Rena in Shaanxi started business. 2013 Changyu E-
commerce platform "Jiuxianfeng" was officially unveiled online. 2015 Changyu acquired Marques Del 
Atrio in Rioja, Spain. 2015 Changyu acquired Chateau Mirefleurs, Bordeaux, France.

S. MONTLAKE, ibidem. 144
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In Liaoning, thanks to the climate context, Changyu has funded Golden Icewine Valley, 

where more than 5,000 hectares of ice wine are grown. The upper and premium wines are 

then produced in Chateau Changyu Moser XV, in Ningxia . 145

Many other wineries are present in the country Chateau Changyu Baron Balboa, Chateau 

Changyu Rena and Koyac Brandy Chateau but a more interesting data is the one concerning 

the wineries Changyu has been acquiring abroad from 20013 on. Chateau Mirefleurs, which is 

anhistoric winery in Bordeaux and one of the top wine producer in Rioja, Marques Del Atrio.  

Changyu in 2016 has imported 3 million bottles from its Spanish property and 1 million 

form the Bordeaux one , but it has declared that is aimed to reach the value of 20 million per 146

year in the short-medium range. This will be possible because the company is going to 

acquire two new proprieties in Bordeaux and is looking for new wineries in Europe as well , 147

showing in an explicit way the interesting trend the company is leaning on foreign market and 

proprieties.  

 A great success for chins local wine has been reached here in 2013 when UK royal wine dealer 145

BBR announced to provide the permanent shelf for Changyu Moser XV, making Moser XV the first 
Chinese chateau that has entered into the European market.

 Ibid. 146

 M. BACCA,10 /11/2016 , La Strategia Europea di Changyu Pioneer Wine, “I Numeri del Vino”, 147

http://www.inumeridelvino.it/2016/11/la-strategia-europea-di-changyu-pioneer-wine.html, [accessed 
August 2018].
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2.3.2 China Great Wall Wine Limited Co.


 

China Great Wall Wine Co., Ltd. ( changcheng putaojiu youxian gongsi 长城葡萄酒有限

公司) is a Chinese wine producer based in Shacheng town, Hebei province. it was founded in 

1983 and is a subsidiary of China foods Ltd which is part of China’s largest food processor, 

manufacturer and trader COFCO Group (zhongguo liangyou shipin jituan youxian gongsi 中

国粮油⾷品（集团）有限公司) . Anyway since its foundation it assumed the form of a 148

Joint venture with the participation of Hong Kong Grand Wine Limited and British Virgin 

Islands Sanyi Limited that hallowed the company to export its wines also overseas such as 

Japan Hong Kong Germany and UK . 149

 The company has 74,8 hectares of vineyard mainly located in Hebei, Shandong, Ningxia 

and Xinjiang provinces and accounts with 19.3% of the total Chinese wine market share .  150

As for Changyu, Great Wall is aiming at a differentiated portfolio and offers more than 100 

 Full name of China National Cereals, Oils and Foodstuffs Corporation.148

 Baidu Baike, ChangCheng Putao jiu 长城葡萄酒, https://baike.baidu.com/item/长城葡萄酒/149

10016381?fr=aladdin , [accessed August 2018].

Great Wall Winery, 中国长城葡萄酒有限公司简介, (Zhōngguó chángchéng yŏxiàn gōngsī jianjie), 150

“Company Presentation”, https://baike.baidu.com/error.html, [accessed May 2018]. 
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wine products on seven categories, such as dry, semi-dry, semi-sweet, sweet, fragrant, 

foaming, distillation. Great Wall main wines are dry red cabernet.  

The company is one of the most relevant wine producers in the country and its 

performance has been remarkable till the beginning of 2010 when it reached its maximum 

level in terms of production reaching the 50,000 tons of wine . After this year, Great Wall, 151

like many other Chinese wine companies, had to face the challenge of foreign brands entering 

the market. Trying to answer to the market changes Great Wall has started form 2008 to 

import wines and sell them under its distribution channels. In 2014 it opened its imported 

wines & spirits division where it exports 1.500 tons of wine, 50% of the total Chinese 

exported wine. .   152

After the performance of 2010, Great Wall, even after the establishment of some joint 

ventures with Portugal and Bordeaux wineries, has seen a constant loss from 2011 to 2016 

that accounted for almost 11% of the total sales . The sales drop of 8% occurred in the first 153

half of 2016 has then pushed COFCO Group to reform the subsidiary. The group have thus 

sold the shares Great Wall owned by China Food Limited and transferred them to an other 

COFCO subsidiary, COFCO Wine & Wine, allowing the company to better direct its 

resources and assets .  154

Great Wall official website, http://www.cec-ceda.org.cn/famousdb/qiye1300/manager.html 151

[accessed June 2018].

Sylvia WU, 24/07/2014, Cofco says distribution muscle will beat rivals as wine goes mainstream, 152

“Decanter China”, https://www.decanterchina.com/en/knowledge/people/importers/cofco-says-
distribution-muscle-will-beat-rivals-as-wine-goes-mainstream, [accessed August 2018].

Natalie WANG., 17/10/2017, China Foods to Sell Great Wall Wine Brand, Due to Great 153

Uncertainties, “The Drinks Business”, https://www.thedrinksbusiness.com/2017/10/china-foods-to-
sell-great-wall-wine-brand-due-to-great-uncertainties/ [accessed August 2018].

 Natalie WANG, 18/10/2017, Great Wall Sold Back to Parent Company COFCO, “The Drinks 154

Business”, https://www.thedrinksbusiness.com/2017/10/great-wall-sold-back-to-parent-company-
cofco/ [Accessed August 2018].
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2.2.3 Dynasty Fine Wines Group Limited


 

Dynasty Fine Wines Group Limited (wang chao jiu ye jituan youxian gongsi 王朝酒业集

团有限公司)is a leading winemaker with a dominant presence in the Chinese market. Was 

founded in 1980, when it was established as a Sino-french joint-venture between the state-

owned company Tianjin City Grape Garden and Remy Martin a historic French alcoholic 

brand. Thanks to this partnership, the image and the knowledge of Dynasty has had great 

results on its wines, setting quality as a priority for the company. For these reasons and the 

performances of the company among the years, Dynasty has gained the recognition in the 

local market as one of the most renowned wineries in China, providing high-end premium 

wines. Dynasty has wine grape base in Tianjin, Shandong, Ningxia, Xinjiang and many other 

areas of China . Since 2005 the company is listed on the Hong Kong stock exchange .  155 156

As for the other big competitors, the company tries to reach any sector of the market. 

Dynasty offers approximately 100 variety of wine products in 5 main categories, red wines, 

white wines, sparkling wines, ice wines, and brandy as well as unprocessed wines. Dynasty 

has also signed agreements as distributor for many foreign brands where it sells their wines 

 Dynasty Chinese website, (2018), http://www.dynasty-wines.com/en/default.htm, [accessed August 155

2018].

Dynasy Fine Wines Group Limited, (2018), http://www.dynasty-wines.com/en/default.htm, 156

[Accessed August 2018].

�60

http://www.dynasty-wines.com/en/default.htm
http://www.dynasty-wines.com/en/default.htm


through its network of distributor and retail shops as well as online  and is active on the 157

main e-commerce platform for wines purchase as well . 158

The company annual production capacity reached 70,000 tons of wines in 2010  while 159

the company revenue in 2015 was HKD 315,051,000 placing the company as one of the most 

important winemakers in China .  160

Once again, after the beginning of 2010, Dynasty also had to face the challenge to renew 

itself, passing from the highly competitive high-end wine market, threaded by the local and 

foreigner competitors, to the mass market due to the new consumers’ behaviour and the 

preference for middle-low price wines. The company is still suffering anyway big losses with 

five years of financial loss and the suspension form trading in Hong Kong. To face these woes 

it has decided in 2017 to sell its Tianjin estate for nearly 60 million dollars  in order to 161

allocate resources to change its approach from a nice oriented to a mass market-oriented one. 

  

Company Overview of Dynasty Fine Wines Group Limited, 28/08/2018, “Bloomberg”, https://157

www.bloomberg.com/research/stocks/private/snapshot.asp?privcapId=13623810, [Accessed August 
2018].

 Dynasty Chinese website, (2018), http://www.dynasty.com.cn/basic.aspx?bid=1&noid=2, 158

[Accessed August 2018].

 Dynasy Fine Wines Group Limited, (2018), http://www.dynasty-wines.com/en/default.htm, 159

[Accessed August 2018].

Company Overview of Dynasty Fine Wines Group Limited, 28/08/2018, “Bloomberg", https://160

www.bloomberg.com/research/stocks/private/snapshot.asp?privcapId=13623810, [Accessed August 
2018].

 Natalie WANG, 28/07/2017, Dynasty to Sell off Tianjin Winery Facilities,”The Drinks Business”, 161

https://www.thedrinksbusiness.com/2017/06/dynasty-to-sell-off-tianjin-winery-facilities/, [accessed 
August 2018].
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2.4 The Distribution System in the Chinese Wine 
Industry  

China is proving every year to develop fast and so it appears interesting to ask a question. 

In such a dynamic context, how does a bottle reach the final consumer?  

One of the critical factors for wine producers is in fact the development of effective 

partnership with its distributors. Foreign and local producers make no exclusion in the 

Chinese wine industry.  

OIV data have shown the Chinese market is one of the most dynamic and steadily growing 

market all over the world. For this reason, one could suppose that the market has little 

competition. However, this picture is actually more complicated. As it has been explained 

before, on one hand, wine importers from all over the world are increasingly pouring wine 

into China, thanks to the tax cuts and the growing demand of foreign wines after the entrance 

in the WTO. On the other hand, Chinese domestic wine production is increasing too, 

declining a complex competitive system.  

Another important feature not to be forgotten is that the evolution of the Chinese wine 

market is heavily influenced by China’s institutions and politics. As in the past, China has had 

a great influence in the market trends, driving consumption in specific areas .  162

All these drivers of the Chinese market may influence greatly the purchase of a bottle of 

wine and for this, it appears relevant to understand how these products actually reach the final 

consumers and which differences may involve different distribution channels. Choosing the 

right distribute channel may sign the success or the failure of a business in China. According 

to the different kind of consumers, the producers shall join a partnership with the most proper 

distributor in base of its wine features and origins. 

 Examples can be the 80s and the 2000-2004 encouragements for the consumers to prefer wine 162

instead of baijiu to preserve food stock. An other relevant example is the over-mentioned 2013 anti-
corruption policy that has hit the top brand French wines usually seen as precious gifts for officials in 
the government.

�62



Chinese wine distribution channels are different and everyone involves its own features 

with advantages and disadvantages. We can generally divide the distribution channels in 4 

macro areas: wholesalers, on-trade channels, off-trade channels and direct sales. 

Figure 2: The distribution system of the Chinese wine market in 2015  163

2.4.1 Wholesalers 


With the globalisation of the market, more and more Chinese consumers are interested in 

foreign wine brands and the most useful distributor channel for this kind of purchase are 

wholesalers. Today in China there are more than 233 wholesalers working with both local and 

foreign wineries . Among them, some have conquered the most important position in the 164

. Adapted and updated from BOUZDINE-CHAMEEVA, NINOMIYA T. M., (2011), Bordeaux natural 163

wines on the japes market: Analysis of supply chain indolence. Supply China Forum Int. J, 12(2),
56-57, (note: Mio.hl= million hectolitres).

Chinese Wine Wholesalers, (2018), “Wine Searcher”, https://www.wine-searcher.com/biz/164

wholesalers/china , [accessed August 2018].
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market. Many of them are renowned worldwide as ASC Fine Wines Beijing Summergate, 

FWP (French Wine Paradox) , Torres and Aussino . Others are younger and are more 165 166

concentrated in the Chinese sector such as Jointek and Fancy Cellars. It is important to notice 

anyway that all these wholesalers are foreigners or have been founded by foreigners living in 

China.  Hence they are mainly focused on providing premium imported wines to the Chinese 

consumers and give services to the whole network.  

Chinese wholesalers are working in parallel providing both foreign and local wines. 

Among these companies the most important wholesalers are Roque Fine Wines, XianYu 

Trade Co, and the Yantai Changyu Group Company limited which is actually leading the 

market with a 25% in wine volume . Fallowing Changyu two other major Chinese players 167

and distributors are China Great Wall Wine Co., Limited and Tonghua Grape Wine Co., 

Limited. Obviously, local distributors have more interest in providing local firms and wines 

coming form their own wineries as in the case of Changyu, Great Wall and Tonghua. The 

development and the acquisitions of foreign wineries  and on behalf of these major local 168

players has anyway put a focus on their foreign wine brands as well. 

In all these cases both foreign and local wholesalers have different bases in the most 

important tier-one cities as for Hong Kong and Macao . According with the Asian Journal of 169

Management Research  In these cities the imported wines account a market share of 53%  170 171

 FWP French Wine Paradox was one of the oldest wholesalers in China and it gained a relevant 165

position in the market. Its first activity consisted on importing French wine and distributing it through 
the Chinese retail market. Paradox entered the giant French retailer Carrefour in 2000 with a few items 
and Chinese promoters. They launched the very first wine fairs to develop a product category that was 
then unknown by the average Chinese consumer. Torres and Summergate are also relevant partners in 
the distribution of the great Supermarket all over the country. 

 Wine Dis t r ibu tors in China , (2018) , “Beverage Trade Network” , h t tps : / /166

beveragetradenetwork.com/en/wine-distributors-in-china-50.htm, [accessed August 2018].

 Ibid.167

 In the last years Changyu has made great investments in acquiring wineries in Chile, Spain and 168

different Chateau in the Bordeaux area. 

 Ibid.169

 Julie ACHESON, (2016), The Wine Market in China, Sector Trend Analysis, “Agriculture and 170

Agrifood Canada, https://www.agr.gc.ca/resources/prod/Internet-Internet/MISB-DGSIM/ATS-SEA/
PDF/6799-eng.pdf, [accessed June 2018].

 Ibid.171
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volume due to more acquainted consumers and the relevant numbers of foreigners, in the rest 

of the country anyway the ratio is just 20%  for foreign wines and 80% for local brands.  172

2.4.2 On-Trade Channel 


On-trade channel in the Chinese wine industry comprehends mainly the Horeca channel 

(hotel, restaurant, wine bars). In these case, the consumers generally are more acquainted with 

wine and seek quality and prestige premium labels. It would not sound strange discovering 

then this channel is mainly driven by foreign brands . Chinese top brands are anyway 173

present thanks to special agreements with the most important Hotel chains in the country that 

have given Changyu and Beijing Winery as well as for official and government meetings . A 174

typical Chinese subject that shall not be forgotten in the on-trade channel is Ktv. In Karaoke 

Chinese customers are getting more and more use to wine while still a few years ago the 

oligopoly of the alcoholic beverages here was represented by beers and traditional Chinese 

liquors.  

It is important anyway to notice that in this distribution channel, owners generally charge 

the price of the bottles, knowing that their customers are generally less price sensitive and 

look for quality and premium wine for both appreciating them but also give a prestigious 

image of themselves showing they can afford expensive bottles. For these reasons, 

BOUZDINE-CHAMEEVA, J.H HANF. and W. ZHANG, (2017), The Chinese Wine Market- An 172

Analysis of Wine Distribution Channels in a Highly Competitive Market, “The Wine Value Chain in 
China, Chapter 10” -, Elsevier, 2017, pag 149.

Julie  ACHESON, (2016).173

Beijing’s Dragon Seal Winery ,18/03/2013, Beijing tourism, Visit Beijing, http://174

english.visitbeijing.com.cn/a1/a-XAI7W0CDE8019045794B57, [accessed August 2018].
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distributors of the on-trade distribution tend to mark up wines, specially imported ones,  till 

250-300% more from the basic price . 175

2.4.3 Off-Trade Channel 


the off-trade channel is probably the one which involves the biggest volumes of wine in 

China.  According to Euromonitor , in 2015 the 54% of the wine sold in China came up 176

form the off-trade channel. 

Supermarkets, convenience store and boutique have spread all over the country and have 

reached not only the tier-one cities but also the smallest centres allowing more and more 

consumers to buy wines. Once again we could make the first distinction in terms of dimension 

and nationality considering the big foreign hypermarket and supermarket such as Walmart, 

Metro, Carrefour and the smaller groups as 7Eleven and City Shop.  

With this kind of distribution channel, the price has obviously a greater value for the final 

consumer. They are seeking here for wines for the entertainment of everyday consumption 

and are not sensitive for quality as for brands that would be used for official occasions or 

work reasons. Hence, consumers are more price sensitive, and it appears important to notice 

that in this kind of distribution channel there is the tendency to mark-up imported wine as 

much as 100 and 200% to the original price .  177

A relevant data is the one concerning the origin of the wine sold in the off-trade channel. 

Here the most part of wines comes from local and domestic brand with a share of 67%, while 

YUQI, 05/04/2013, Wine Distribution in China, "Daxue Consulting”, http://daxueconsulting.com/175

wine-distribution-in-china/, [accessed August 2018].

Julie ACHENSON, (2016).176

YUQI, 05/04/ 2013.177
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the foreign brands, due to the price and the more difficult agreement with the distributors, is 

only 33% . 178

The presence in this distribution channel has obviously great advantages for a winery. 

Hypermarkets rely on individual brands, building their awareness outside the retailers. To 

build consumer awareness it is thus important for them to make advertisement sales 

promotions and product tastings. Due to the fact consumers here come to buy multiple items 

and not just for a specific bottle,  they will more probably buy wines they are aware of and 

that have already tasted. For big local wineries, aiming to create or consolidate their presence 

in the market, considering these major retail channels shall be a mandatory choice. In case of 

smaller of foreign wineries instead, due to small budgets it would be hard to sell much 

through these retailers . 179

Anyway a study made by Corsi, Cohen and Lockshin in 2017  have demonstrated that 180

Chinese consumers have a different perception of the various distribution channels.  

Comparing the Store Image of the different retailers they provided important information 

about the marketing approach of them and the purchase habits of the consumers.  According 

to the study off-trade channel is generally recognised for its wide choice of wines, but big 

differences appear.  

A first interesting data is shown by the fact Chinese consumers do not find great 

differences in the perception of local and foreign retailers . Brick and mortar retailers may 181

thus br divided into two groups plus local wine store. This last category has been proved to 

provide a good costumers service and purchase assistance that enhance the relationship with 

the costumer. On the other hand, big retailers such as Walmart and Carrefour are less close to 

the needs of the consumers and prefer a more price oriented approach. The last cluster is 

identified by a group that could be placed in the middle of them. Other large retailers chains 

 BOUZDINE-CHAMEEVA, J.H HANF. and  W. ZHANG, (2017), pag 152.178

 A.M CORSI., J. COHEN, L. LOCKSHIN, (2017), Store Image Perception of Retail Outlets for 179

Wine in ChinaThe, “Wine Value Chain in China, Chapter 6”,  Elsevier, 2017, pag. 94

 Ibid. pag. 89180

 Ibid. pag. 90181
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like Auchan, Tesco and Rt-mart are still price oriented, providing several discounts to enhance 

the sales, but they also manage a customer oriented approach, and doing so wineries may have 

great benefits in terms of brand awareness and good advertising . 182

2.4.5 E-Commerce 


In the last decade, many changes occurred in Chinese society and one of the most 

important concerning the purchase habits has been the constant growth of e-commerce. This 

kind of off-trade distribution channel has shown the most rapid growth and the wine market 

made no exception. Websites like Alibaba, Tmall and Jingdong are just the most renowned e-

commerce platforms in the country and thanks to a population of half a billion mobile users  183

and the approval of the 13th 5 year plan (2016-2020) it is clear that China will keep on 

promoting innovation and development of its online economic activity . According to 184

Boredeaux Management School, in 2013 online wine sales in China accounted for 27% of all 

wine sales and WINEXPO predicted that this trend will reach 47% by 2020 . 185

The data are actually confirming this positive prevision. Today 21 millions of Chinese, a 

number equal to 49% of the total country buyers, purchase wine online .  186

In parallel with the e-commerce platforms, the importance of social media platforms was 

also confirmed. Consumers use Weibo and WeChat accounts in an informal way to find the 

information the search and share them with their friends. On the other hand, official websites 

 Ibid. pag. 94182

 Sim SHUAN, 6/4/2014, China’s Gigantic Wine Market Goes Digital, “Jing Daily”, https://183

jingdaily.com/chinas-gigantic-wine-market-goes-digital/, [accessed August 2018].

 M.A. GENAND, (2017), The Regulatory Environment for Wine in China, “The Wine Value Chain 184

in China, chapter 3”, Elsevier, 2017, pag 44.

  Sim SHUAN, 06/04/2014.185

 Christian DAVIS, 02/08/2016, Nearly half Chinese imported wine drinkers purchase online, 186

“ D r i n k s I n t e r n a t i o n a l ” , h t t p : / / d r i n k s i n t . c o m / n e w s / f u l l s t o r y. p h p / a i d / 6 4 2 5 /
Nearly_half_Chinese_imported_wine_drinkers_purchase_online.html , [accessed August 2018].
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of wine producers and brands have a most direct and formal impact on consumers’ purchase 

decisions. 

 E-commerce is spreading fast and not only in the big cities but also the smaller ones. The 

users are generally young consumers aged 18 to 30. A study of Wine Intelligence  shows 187

that the most relevant reason for the consumers in purchasing wine online was the price  65% 

in 2016, up from 54% in 2014. An other important data shown by this report is that clients are 

getting more interested also on the quality of what they purchase online, stating that many 

consumers buy online because of the superior quality of wine products. This data increased 

from 18% in 2014 to 26% in 2016, suggesting a move away from shopping online purely for 

low prices and discounts that anyway remains a great buster specially in China during 

holidays and special events like the Singles Day .  188

Some e-commerce platforms are only dedicated to wine purchase: jiuxian.com , 

yesmywine.com, pinwine.com and winenice.com. These sites have anyway smaller volumes 

if compared to JD.com and tmall.com that are ruling the e-commerce and also the wine 

market. According with the study of Corsi et Alia. , also this channel have a different store 189

image in the eyes of Chinese consumers. The firsts seem to provide a greater attention in 

advertising and are more specific in the service, while the big groups, specially tmall.com, are 

renown for the safety transaction accuracy and a fast delivery . In any case, these platforms 190

provide a vast choice of brands, from local to foreign and of every price range that may vary a 

lot. The austerity policies seem not to have a relevant effect on these platforms anyway 

 The Wine Intelligence Online Retail & Communication in the Chinese Market, (2016) in Christian 187

D AV I S , 0 2 / 0 8 / 2 0 1 6 , h t t p : / / d r i n k s i n t . c o m / n e w s / f u l l s t o r y . p h p / a i d / 6 4 2 5 /
Nearly_half_Chinese_imported_wine_drinkers_purchase_online.html, [accessed August 2018].

 E-commerce in China provides great numbers of advertising and promotion specially during the 188

Singles Day that occurs every year the 11/11 and for this reason called called “double 1” 双⼀节 
shuangyi jie . Basing on this festival,  Alibaba Group promoted from 2016 the Wine & Spirits festival 
Day on the 09/09, but the results did not satisfy the expectations. 

J.C. LEE, 19/09/2016, Alibaba’s 9.9 Wine & Spirits Festival Day In China Disappoints, 
“Forbes”,https://www.forbes.com/sites/jeanniecholee/2016/09/19/alibabas-9-9-wine-spirits-festival-
day-in-china-disappoints/#5c9495cb6cfd , [accessed August 2018].

A.M CORSI., J. COHEN, L. LOCKSHIN, (2017), pag 94.189

 Ibid. pag. 95190
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because these retailers are targeting more mass consumers than niche consumers which are 

the targets of high-end premium wines.  

 Currently, JD.com is the most important e-commerce platform for the wine market with a 

wine sale in 2016 pair to 10.5bn RMB . JD.com accounts for more than 35% of the total 191

online sales, followed by tmall.com that from 2013 to 2016 has tripled its business . This is 192

due to the fact it provides both local and foreign high-quality products and has a structures 

that facilitates consumers and manufactures. JD.com is in fact at the same time an importer 

and a shopping mall for “wine merchants” as it has been defined by its CEO Zhao Dabin . 193

The domestic wines on the platforms are just the 30% of the business and 90% of them comes 

from Changyu and Great Wall wineries.  

For local wine the most common price range is under 50RMB. Entry level wines from 

Australia, Spain and Chile can be found among 50-100RMB prices, while upper-quality 

wines can be found also in the range of 100-200 that actually proves to be the most popular 

price range. Anyway, even bottles whose price is set among  200-500RMB can be found . 194

Last but not less important factors in the wine e-commerce framework are the counterfeit 

and the quality guarantee problems. Cases of counterfeiting of alcohol brands have increased 

and are favoured by the relatively little knowledge of the products by the consumers that seek 

on the net low price bottles usually on discounts and promotions. Most of the mass consumers 

buys bottles because their names are famous or they remind famous ones such as Bordeaux, 

Burgundy or Champagne . In 2017 14,000 bottles of fake Australian high-end quality bottles 195

have been sold on tmall.com at a price of $40, while they should normally retailed from $120 

M. LU, 02/03/2016, JD.com: Mapping the landscape of online wine sales in China (Part I), 191

“Decanter China”, https://www.decanterchina.com/en/knowledge/people/importers/jd-com-mapping-
the-landscape-of-online-wine-sales-in-china-part-i, [accessed August 2018].

 Tmall Alcohol Sales Trend, 19/01/2017,"Zhongguo Wine”, http://www.zhongguo-wine.com/192

2017/01/19/tmall-alcohol-sales-trend/, [accessed July 2018].

Ibid.193

 Ibid.194

M.A GENAND, (2017), pag. 37195

�70

http://JD.com
http://JD.com
http://tmall.com
http://JD.com
http://tmall.com
https://www.decanterchina.com/en/knowledge/people/importers/jd-com-mapping-the-landscape-of-online-wine-sales-in-china-part-i
https://www.decanterchina.com/en/knowledge/people/importers/jd-com-mapping-the-landscape-of-online-wine-sales-in-china-part-i
https://www.decanterchina.com/en/knowledge/people/importers/jd-com-mapping-the-landscape-of-online-wine-sales-in-china-part-i
http://www.zhongguo-wine.com/2017/01/19/tmall-alcohol-sales-trend/
http://www.zhongguo-wine.com/2017/01/19/tmall-alcohol-sales-trend/


to $600 . This with many other episodes clearly undermines the reputation of the producers 196

as well as one of the website platforms.  

The situation is still complex but China moving forward. In 2015 it implemented “Aubette” 

a first computer system and database that guarantees the traceability and authentication of the 

bottles . At the same time, the big e-commerce platforms of JD.com and tmall.com are 197

signing new agreements with the suppliers to fight back the counterfeiting problem .   198

 K. NEEDHAM, 16/11/2017, Chinese police find 14,000 bottles of fake Penfolds wine in 196

counterfeiting scam “The Sunday Morning Herald”, https://www.smh.com.au/world/chinese-police-
find-14000-bottles-of-fake-penfolds-wine-in-counterfeiting-scam-20171116-gzmnh3.html, [accessed 
August 2018].

 M.A. GENAND., (2017), pag. 43197

 More attention on the certification and counterfeiting problem will be dedicated in the third chapter.198
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3. The Regulatory Environment 
for Wine in China  

3.1 Chinese Wine Regulation in the Past  

Grape and wine industry keep on emerging in the Chinese market. According to the 

development of this market, policymakers at the national and local levels have put forward 

developmental goals for the production of alcoholic products. However, in the last decades, 

the path for the creation of an exhaustive legal environment have encountered many ups and 

downs, fighting the complex environment due to the previous and more rigid Chinese market 

structures . 199

According to the scholars , in the last 30 years, wine production standards and all the 200

regulations concerning its production and purchase have experienced three major phases: 

• The 80s Stage; 

• The Stage between 1994 and 2004;  

• The Stage from 2004 till present days; 

3.1.1 Wine Regulation in the 80s’


The first stage was characterised by the absence of any kind of exhaustive standard until 

the beginning of the period of production of half-juice wine.  

 Y. FANG, H. YANG and X. ZHANG, (2017), pag 270.199

 Ibid.200
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As it has already been said, at the and of 1949 the national wine production was controlled 

by just 5 great wineries. Despite this, the subsequent Five Years Plans gave great importance 

to this industry. This policies, particularly in the last part of the 80s’, pushed the industry to a 

period of great and rapid development in terms of production and volumes.    

One of the most important legal push occurred after the food supply problems and the 

famine occurred in the 60s when the government started considering preserving grain as a 

food source rather than alcohol source. 

For these reasons in 1987, the national Winemaking Conference started the beginning of 

the so-called ”Four Changes” Strategy which concerned 4 great changes in the alcoholic 

beverage industry: the passage of wine from high-strength to low-strength, from distilled to 

fermented wine, from low-end to high-end wine and most importantly from grain wine to 

grape wine.  

The volume of wine produced in those years skyrocketed but until then, there were no 

unified standards in term of wine production and due to the fact that each manufacturer was 

actually implementing its own operation standards, the quality of the wine was still weak . 201

A first attempt to regulate this situation occurred in 1984, when the Ministry of Light 

Industry created the QB921-84 light industry Professional Standard: “Wine and Its 

Experimental Method” (putaojiu ji qi shiyan fangfa 葡萄酒及其试验⽅法), setting a first 

milestone in the wine production regulation and putting to an end the absence of industry 

controls. The production kept on growing the following years, however, due to the still low-

requirements of the Standard, which actually could only satisfy the domestic requirement, its 

importance to regulate the industry fades with time.  

Taking advantage of the low-requirements, and the still pretty uninformed customers, many 

new wineries entered the market with low-quality wines raising the phenomenon of the so-

called “forged wine” . This product ruined the reputation of the wine industry and put in real 202

 Ibid.201

 Forged wine was wine made of artificial flavour, saccharin and alcohol which then was blended 202

with water.
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danger the trust of the consumer of domestic wine, leaving the deep shadow in the perception 

of the consumers that is still felt now while comparing domestic and foreign wines.  

Almost in the same years of this stage, the government in 1982 deliberated the first law 

concerning food with the Trial Regulations on Food Hygiene Control (shipin weisheng 

guanli shixing tiaoli ⾷品卫⽣管理试⾏条例), previously drawn up in 1962 and then 

modified in 1979. This law was designed for state-owned companies in the food sector and 

mainly concerned the food supply .  The law was anyway too general as it merely provided 203

a list of potentially harmful products and one of food produced in non-hygienically adequate 

establishments. 

3.1.2 From 1994 to 2004


The second stage for the development of the revolution environment in the Chinese wine 

industry was featured by the coexistence of full-juice wine and half-juice wine. In the first 

part of the decade, the QB921-84 Standard was still valid and three new light industry 

standards concerning wine were promulgated in order to give more detailed legal framework.  

The three standard were the National Standard  GB/T15037-1994 “Wine” (GB/

T15037-1994 zhonghua renmingongheguo guojia biaozhun putaojiu 中华⼈民共和国国家

标准 葡萄酒) for wine made by only grape fermentation, the industry Standard QB/

T1980-1994 “Half-juice Wine”( QB/T 1980-1994 zhonghua renmin gongheguo 

guojiabiaozhun banzhiputaojiu 半汁葡萄酒), and the Standard QB/T1982-1994 “Wild 

Grape Wine” (QB/T1982-94 zhongguo renmingongheguo guojia biaozhun 

shangputaojiubiaozhung ⼭葡萄酒标准) that regulated the wine produced by local grape 

varieties. Successively QB921-84 has rescinded in 2004 .  204

 This set of rules tried to answers again to the problems faced by China in the 60s while it was 203

suffering the  severe famine, for this reason, the accent is laid on stocks of food and not on the 
healthiness of food.

 Shen Xiu HUI, (2016), p. 50204
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GB/T15037-1994 was a National Standard which provided definitions of wine products 

and the requirements starting to deal with the international standards, overpassing the limit of 

the previous law. It stipulated that wine must be made from pure grape juice through 

fermentation of the juice. However, the requirements were still recommended and not 

mandatory.  

The half-juice wine was regulated by GB/T1980-1994 and gave the opportunity to fight 

back the emergence of forged wine blended with chemical substances. In 2003 the State 

Economy and Trade Commission announced the repeal of the law with a deadline for the 

production of half-juice wine for 2004 . The strategy appeared successful because, 205

according to the previsions, half-juice wine and forged wine disappear from the market in the 

next years . Meanwhile, the government worked on new wine production standards in order to 

solve the problem of the 1994 production requirements that still lacked precision and the same 

accuracy of the international standards.  

It is also important to notice that all these provisions are considered National standards 

(guobiao 国标). 

Also the food safety framework made new steps its the promulgation of the first Hygiene 

Food Law shipin weisheng fa ⾷品卫⽣法 in 1995.  

The law refers to all edible foods, beverages, food additives, food containers, packaging 

materials, equipment, food production premises, as well as facilities are also processed . The 206

law set new standards on production but also gave more provisions on the logistic  and settled 

new regulations concerning the hygiene management appointing the  Administrative 

Department for Public Health guowuyuan weisheng xingzheng bumen 国务院 卫⽣⾏政 部门 

 Ibid.205

 Quanguo renda changwei hui, 全国⼈⼤常委会, (ANP permanent Committee ), Zhonghua renmin 206

gongheguo shipin weisheng fa, 中 华 ⼈ 民 共 和 国 ⾷ 品 卫 ⽣ 法 , (PRC Hygiene Food Law), 
19/11/1992. http://www.npc.gov.cn/wxzl/gongbao/2000-12/06/content_5004417.htm ,[accessed June 
2018].
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for the food safety checks . It also provided a primary system of legal responsibility (chapter 207

8).    208

According to the new provisions it was required that: 

1. The equipment and processing methods must be adequate, 

2. Food containers must be absolutely clean, 

3. Storage, forwarding, loading and unloading equipment must be safe and not constitute a 

food safety hazard, 

4. Workers are required to wash their hands, wear clean clothing and headphone before 

entering the food production or distribution area, 

5. Water used in production processes must comply with national standards, 

6. Detergents and water used to wash food must be safe for humans (chapter 4) . 209

3.1.3 From 2004 to Modern Days 


China accession to the WTO shimao zuzhi 世贸组织 in 2001 had great consequences for 

the world economy and Chinese one. To enter the WTO China has had to come to terms with 

the organisation. To benefit the advantages of being a member of it, China was asked to adapt 

to international standards starting the process of convergence with them. 

Quanguo renda changwei hui, 全国⼈⼤常委会, (ANP permanent Committee ), Zhonghua renmin 207

gongheguo shipin weisheng fa, 中 华 ⼈ 民 共 和 国 ⾷ 品 卫 ⽣ 法 , (PRC Hygiene Food Law), 
19/11/1992. http://www.npc.gov.cn/wxzl/gongbao/2000-12/06/content_5004417.htm, [accessed June 
2018].

 Further specific provisions on raw material, food transformation, packaging,  administrative 208

sanctions and controls were added in the following years.

 Yongming BIAN, (2004), The Challenges for Food Safety in China, “China Perspective Online" 209

53, p. 2 May–June 2004. http://chinaperspectives.revues.org/819 , [accessed June 2018].
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WTO entrance accelerated also the development of the Chinese wine industry as well. It 

lowered the import tariffs for foreign wines from 44% to 14 %  giving a more open, but also 210

more competitive environment, that granted a wider access to international wines. More 

importantly the WTO asked China to provide higher requests for technical standards and 

innovations, as well as, more transparency in the production and purchase of wine. The 

Chinese wine industry was thus pushed to innovate and follow these mandatory steps. 

Particular attention was placed in production and safety of the wine. asking: 

• The adjustment of production techniques, 

• The standardisation and convergence of Chinese controls and certifications with the 

international ones  (i.e. Codex Alimentarius ⾷品 法典 委员 会, HACCP system 危害 分

析 关键 控制 点, ISO standard 国际 标准化 组织), 

• The establishment of a food safety control system, 

• More controls of imported and exported food, 

• System and technological guarantee system for food safety, 

• The promotion of international trade and cooperation for food security.  211

In this third stage, the Chinese wine industry revolutionised its approach to wine 

production and market. The industry has been slowly transitioning from a country which 

pursues quantity to one who is enhancing quality. A first important result has been reached in 

2005 when the 367 million litres of half-juice and dry wine of 2004 were substituted by the 

498 million litres od just fully-juice wine.  212

 Daisy SUO, 22/04/2014.210

 Giampaolo NARONTE, (2008), Food China – Diritto alimentare, certificazione e qualità del cibo 211

nella Cina del XXI secolo, Editrice Le Fonti, Milano, pag. 45.

 Y. FANG, H. YANG and X. ZHANG, (2017), pag 271.212
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These important changes have been reachable through many new sets of regulations, 

standards and norms in a more detailed framework, with higher standards that deeply 

modified the production process and sale of Chinese wine.  

3.2 Actual Norms and Regulations for Chinese Wine  

The pillars of the great renovation of legal provisions in the Chinese wine industry are the 

Food Safety Law and the GB/T15037/2006 “Wine” Nationals Standard. These laws paired 

with new norms, adopted form the international standards or based on them, tried to give an 

answer to the lack of provisions in the Chinese wine industry framework. 

3.3 The Food Safety Law 
In 2009 the Food Hygiene Law appeared not to be complete enough for the new challenges 

in alimentary safety for the China approaching the WTO and the world market. For this 

reason, a new law became necessary. The Food Safety Law ⾷品安全法 became the 

legislative pillar of food safety from that year. It was amended in 2015 and entered into force 

on October of the same year, repealing 1995 previous law. The law presents a complete 

legislative framework on the production and distribution of any kind of food and beverage in 

China. It consists of 10 sections . 213

  

 Zhongguo Renmin Gongheguo guowuyuan, 中 国 ⼈ 民 共 和 国 国 务 院 , (State Council of the 213

People's Republic of China), Zhonghua renmin gongheguo shipin anquan fa, 中华⼈民共和国⾷品安
全 法 , ( P R C F o o d S a f e t y L a w ) , 5 / 5 / 2 0 1 5 h t t p s : / / g a i n . f a s . u s d a . g o v /
Recent%20GAIN%20PublicationsAmended%20Food%20Safety%20Law%20of%20China_Beijing_C
hina%20-%20Peoples%20Republic%20of_5-18-2015.pdf , [accessed June 2018].
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3.3.1 Chapter 1: General Provision 


In the first chapter, it is specified that the aforementioned law applies to all agents of the 

production and distribution of the food chain, including feed producers, packaging, additives 

and freight transport operators (Article 2). In article 3 particular emphasis is placed on the 

need to establish periodic and stringent controls. Great importance is placed in credibility that 

is inserted as a requirement of both producers and distributors to obtain the licenses (Article 

4). Controls and responsibilities are assigned to different state levels: first of all, the State has 

the task of setting national safety standards, while the task that these are enforced is the 

responsibility of local authorities, who are also required to manage the possible emergence of 

security problems and to communicate to the central state in a timely manner (articles 5, 6). 

Furthermore, the central government includes food security in the country's socio-economic 

development plan ( Article 8). At the industrial level, companies must comply with national 

standards, adapt the production system to standards and ensure that employees respect them 

by instituting sanctions if necessary for those who refuse (Article 9). 

3.3.2 Chapter 2: Risk Monitoring and Assessment of Food 
Safety 


The health administration, under the State Council shall, together with the Food and Drug 

Administration FDA (国家 ⾷品 药品 监督 管理 总局 ) and Quality Inspection 

Administration (质量 控制 机构) under the State Council, formulate and implement national 

risk monitoring plans for food safety (article 14). In the event that in the course of the checks 

there are possible risks to the health of consumers, the FDA will have to start research and 

analysis in depth and then communicate the results to the local administration (Article 16) . It 

is up to the central government establish a risk assessment system at the national level, while 

the Health Administration, according to the state, will appoint specialists to control risk 

assessment (Article 17). The results of the controls must be scientifically demonstrable 

(Article 21). Finally, the FDA has the responsibility of organising controls on the various 
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production and distribution channels, informing the consumer association on food safety 

standards and acting as a supervisor (Article 23). 

3.3.3 Chapter 3: Food Safety Standards 


Food safety standards are required to be scientific, reasonable, safe and reliable, and shall 

be aimed at ensuring public health (article 24).  

According to the art. 26 standards must include:1) Limitations in the use of invasive 

organisms, pesticide residues, residues of veterinary drugs, biotoxins, heavy metals and other 

food harmful to health; 2) Standards concerning the use of additives and dyes; 3) Nutritional 

specifications for foods for babies, children and other categories of people; 4) Obligation to 

label and the nutritional table; 5) Minimum hygiene requirements both in production and 

distribution; 6) Methods for food inspection in order to guarantee its safety; 7) Other 

specifications.  214

The standards must be promulgated by the Health Administration 卫⽣ ⾏政 部门, with a 

previous authorisation of the Council of State. The limits on the use of pesticides and 

veterinary drugs are instead imposed by the Health and Agricultural Administration (Article 

27). In the event that there are no fixed standards for local products, it will be up to the local 

administration to set product standards. When the Central Administration promulgates a 

similar standard, the one issued at the local level will be abrogated (Article 29) .An interesting 

point is shown in article 30 where its issued that the State encourages individual producers to 

adopt more stringent production standards than national ones in order to raise the quality of 

the production. 

Zhongguo Renmin Gongheguo guowuyuan, 中 国 ⼈ 民 共 和 国 国 务 院 , (State Council of the 214

People's Republic of China), Zhonghua renmin gongheguo shipin anquan fa, 中华⼈民共和国⾷品安
全 法 , ( P R C F o o d S a f e t y L a w ) , 5 / 5 / 2 0 1 5 h t t p s : / / g a i n . f a s . u s d a . g o v /
Recent%20GAIN%20PublicationsAmended%20Food%20Safety%20Law%20of%20China_Beijing_C
hina%20-%20Peoples%20Republic%20of_5-18-2015.pdf Chapter 3. , [accessed June 2018].
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3.3.4 Chapter 4: Food Production and Distribution 


Producers and distributors are required to organise their activities according to the 

standards mentioned in the previous chapter (Article 33) , this article provides also all the 215

requirement issued for the producers to work, such as equipment, and packaging requirement. 

Producers are also required to have safety technicians, wash and sterilise the working tools 

and area and prevent any risk of food hazard. In the chapter is also provided a list of 

prohibited products (article 34). 216

The state adopts a system of license for the production and distribution of food (article 35), 

but it is with article 42 that China finally puts a milestone in terms of food safety and 

international requirements claiming the state to establish a full traceability system for food 

safety.  

The State encourages the application of the HACCP control system  together with the 217

adoption of the rules of good manufacturing (GMP) 良好 加 ⼯ 规 范 . Once the HACCP 218

certification is obtained, it is responsibility of the provider to inspect the company and in case 

the standards are not respected, to withdraw the certification (article 48) .Producers shall 

 The 4th chapter is divided into 4 main sections: general rules ⼀般 规定, production control 215

procedure and distribution ⽣产 经营 过程 控制, labels, descriptions and advertisements 标签, 说明
书 和 ⼴告, and special foods 特殊 ⾷品 . Being special food considered as Chinese medicine 
products, medicines drugs, child food it will not be considered in this work. 

The list comprehends: expired raw materials for the production of other foods, products with 216

residues of chemical agents, foods without the right nutritional intake, imported foods that have not 
been quarantined, foods with date expiry date, products that do not comply with the safety regulations 
or are expressly prohibited by the state. 
Ibidem chapter 4

 The Hazard Analysis and Critical Control Points (HACCP) method is a system for the control of 217

the food supply chain through a continuous observation of critical points with the aim of reducing, and 
if possible, eliminating any threat of contamination in food production. It is considered the minimum 
safety standard, which is why it is mandatory for all agro-food companies all over the world.  
for more information on the topic: 
HACCP official website, http://haccp-international.com, [accessed June 218].

 Good Manufacturing Practice are the practices required in order to conform to the guidelines of the 218

agency controlling and licensing the manufacture and sale of food and beverage. Their scope is to 
guarantee that products are consistently produced and controlled according to quality standards to 
minimise the risk involved in food safety.  
ISPE, International society for Pharmaceutical Engineering, https://ispe.org/pharmaceutical-
engineering-magazine, [accessed June 2018].
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inspect the raw materials they purchase and verify they comply with all food safety 

regulations (article 52).  

Finally advertisement, labelling and descriptions norms have been established in the captor 

according to the international norms. Label are required to show 1) Name, specification, net 

content, and date of production; 2) Table of ingredients or formulation;  3) Producer name, 

address and contact information; 4) Shelf life; 5) Code of product standard(s); 6) Storage 

requirements; 7) Generic name of the food additives as determined by national standards; 8) 

Production License Number (article 62). Particular interest is placed in the truthiness and 

reliability of labelling (article 72) that shall not provide false information.  

3.3.5 Chapter 5: Food Inspection


The inspections on food, as well as the ones inside the company, shall be carried out by 

third parties, or by external agents sent by appropriate agencies to control the production of 

food. The inspectors are required to observe the empirical data and the result of the tests but 

also to check the work ethic in order to ensure conditions of the food (article 85). The 

inspectors are responsible for the data obtained as they certify their authenticity (Article 86). 

The FDA is required to disclose all the data obtained from the inspections carried out, without 

any exception (Article 87). In the event that there are disputes due to the results of the 

inspections, the Food and Drug Agency, within 7 days from the publication of the analyses, 

will carry out a new check (Article 88).  

3.5.6 Food Import-Export, Settlement of Food safety Incidents 
and Supervision and Administration ( Chapters 6,7,8)


According to the law, imported food shall comply with China’s national food safety 

standards (article 92). It is required for both imported and exported food to pass a quarantine 

period to make controls and guarantee no risks for the consumers.  
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In case there is the occurrence of serious situations of danger to human health, the State 

shall declare a state of emergency for food safety and all food items at risk will be promptly 

withdrawn (Article 102). If doctors identify cases of patients related to food risk, they are 

required to notify the FDA (Article 104). Once the institution has a complete picture of the 

situation, it will work with the other competent authorities to withdraw food, including raw 

materials that are harmful to health. Once this is done, the FDA will launch an investigation 

into the origin and causes of the accident (Article 105). 

The FDA, jointly with the Quality Supervision Administration, is in charge of identifying 

the key factors, methods and supervision intervals, for the implementation of the risk 

classification. The FDA should proceed with sample checks on foods and additives and make 

close all those who have illegal licenses (Article 110).The State has to create a single platform 

for the dissemination of information for food safety (Article 118). It is forbidden to 

disseminate false information on food safety standards by third parties or individuals (Article 

120).  

3.3.7 Chapter 9: Legal Liabilities


Chapter 9 may be considered one of the most important in the law, providing a detailed and 

complete legal framework of legal responsibilities for those who will not comply with the law 

standards. 

Most of the violations, such as the sale of prohibited products or the use of prohibited 

additives, resulting in the seizure of the goods, as well as pecuniary sanctions. They may vary 

from 50,000 to 100,000 RMB if the value of the goods is less than or equal to 10,000 RMB; 

in the case of a higher value, the amount of the fine will be 10 to 20 times the value of the 

confiscated goods. All those who, along with the production and distribution chain, have 

consciously contributed to the sale and production of illegal or non-compliant products can be 

punished (Article 122).  

The value of the fine increases with increasing severity of the deed; in some cases, the 

violation may lead, as well as the aforementioned consequences, to the revocation of the 
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license  and even to prison . In the event that there were inspectors who acted as 219 220

guarantors or provided false certifications, they will be expelled from their position for life 

(article 140). In the event that a member of the public administration is involved in cases of 

food risk, he will be forced to resign (Article 142). Consumers who have been victims of non-

compliant products are required to claim compensation from producers (Article 148). 

3.4 GB/T15037-2006 General Standard-“Wines” 
The Chinese Food Security law gave an exhaustive context to the legal framework for food 

and beverage. Its scope anyway was preventing and fighting food security risk. With the 

development of the Chinese wine industry, it appeared necessaire also a more detailed 

document which should have only concerned wine and all the topic related to it. GB/

T921-1984 was thus replaced with a new and more complete standard in 2006.  

The GB/T15037-2006-“Wines” (GB/T15037-2006 zhonghuarenming gongheguo 

guojiabiaozhun putaojiu 中华⼈民共和国国家啊标准 葡萄酒)” , was issued by the 221

 The license may be revoked in cases of: presence beyond the permitted limits of pathogenic 219

microorganisms, pesticide residues, residues of animal medicines, heavy metals, contaminants or other 
possibly harmful substances; foods produced with expired foods, distribution of spoiled, adulterated or 
visibly intact foods; production of special foods without prior FDA registration; use of raw materials 
that have not passed the checks; refusal to collect the goods upon order of the authorities (Article 123).  

Zhongguo Renmin Gongheguo guowuyuan, 中 国 ⼈ 民 共 和 国 国 务 院 , (State Council of the 
People's Republic of China), Zhonghua renmin gongheguo shipin anquan fa, 中华⼈民共和国⾷品安
全 法 , ( P R C F o o d S a f e t y L a w ) , 5 / 5 / 2 0 1 5 h t t p s : / / g a i n . f a s . u s d a . g o v /
Recent%20GAIN%20PublicationsAmended%20Food%20Safety%20Law%20of%20China_Beijing_C
hina%20-%20Peoples%20Republic%20of_5-18-2015.pdf Chapter 9, article 123, [accessed June 
2018].

Reasons that could lead to prisons are:using recycled products as raw material, using additives 220

harmful to human health, marketing foods with nutritional values that do not comply with national 
standards, having sold meat or dead fish for poisoning, illness or causes not received, to sell foods not 
subject to the quarantine period, prohibited, or with added medicines., Moreover, for having completed 
these acts, you are subject to a fine ranging from 100,000 to 200,000 RMB (Article 124). 
Ibidem, Chapter 9, article 124.

 GB/T15037-2006 Standards Wines , http://www.gbstandards.org/GB_standards/221

GB-15037-2006.html [accessed August 2018].
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AQSIC  and the SAC . They substituted the previous Administrative Department for 222 223

Public Health for the controls and the regulation in the wine sector. 

As the few already seen before, GB standards are the Chinese national standards issued by 

the (SAC), the Chinese National Committee of the ISO and provide the minimum technical 

standard for the production of food and beverages all over the country. Chinese standards can 

be considered  mandatory or voluntary. Mandatory standards have the force of law as other 

technical regulations in China. They are enforced by laws and administrative regulations. All 

standards that do not satisfy these characteristics are considered voluntary standards and are 

frequently modified.  

National standards are the most relevant standards hierarchically, superseding Professional 

Standards, Local Standards and Enterprise Standards. From their code GB or GB/T we can 

divide mandatory and voluntary standards. GB/T15037-2006 Is thus a Voluntary National 

Standard, anyway chapter 3, 5.2, 5.3 and 5.4 of chapter 5 and 8.1 and 8.2 of Chapter 8 have a 

mandatory value.  

Even if not organised as a proper law as for Chinese Food Security one, all the general 

standards connected with GB/T15037-2006 provide the most detailed provisions on wine 

matter. 

GB/T15037-2006 is divided into ten chapters: 

1. Scope 

2. Normative references 

3. Terminologies and Definitions 

4. Product Categories 

5. Requirements 

 General Administration of Quality Supervision, Inspection and the Quarantine of the People’s 222

Republic of China, zhonghua renmingongheguo guojia zhiliang jiandu jianyan jianyi zongju 中华⼈民
共和国国家质量监督检验检疫总局.

 Standardisation Administration of China, zhongguo guojia biaozhunhua guanli weiyuanhui 中国国223

家标准化管理委员会.
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6. Analytical Methods 

7. Testing Rules 

8. Labeling  

9. Packaging, Transportation, Storage 

10. Appendix 

The scope of the law is to:  

(1) Ensure food safety; 

(2) Integrate with international standards, the index and corresponding analysis methods to 

be actively referenced to adopt international standards; 

(3) Provide scientific, advanced and operable standards; 

(4) Combine the national conditions and the characteristics of the product; 

(5) Provide harmonisation with relevant standards and regulations; 

(6) Promote healthy development and technological progress;  224

To reach these objectives the standard specifies the details on the terms and definition, 

product classifications, requirements, analysis methods, inspection guidelines and labeling, 

packaging, transportation and storage of wine (article 1).  

Wine is defined as “fermented liquor with certain alcohol content made from fresh grapes 

and grape juice as raw materials after complete or partial fermentation”. (art.3.1). Doing so 

China’s wine standards were finally brought into line with international ones, stopping half-

juice wine production. The chapter gives also other 21 definitions of wine, and particular 

attention is placed in the description of low-alcohol and non-alcohol wines (art.3.2.7, 3.2.8) 

and local varietal wines (art.3.2.9) . China proves to be acting with an innovating approach 225

  GB/T15037-2006 Standards Wines , http://www.gbstandards.org/GB_standards/224 224

GB-15037-2006.html ,[accessed August 2018].

 “V.amurensis Wines Refer to wines produced through full or partial fermentation brewing process 225

using fresh V.amurensis grapes (incl. wild grapes such as downy grapes, Vitis davidii foex, fall grapes 
and other hybrid species) or V.amurensis grape juice as the key ingredients”. Ibidem, chapter 3.2.9
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giving also definitions of modern kind of wine such as ice wines article.3.2.3  and many 226

others. These definitions are then followed by the classification of them based on different 

elements, according color and lustre (art.4.1), carbon dioxide content (art.4.2), sugar content 

(art.4.3), and original wines (art.4.4).  227

The production and hygiene protocols and requirements are defined in the central part and 

referred themselves to other previous standards such as GB 2758 Hygienic Standard for 

Fermented Wines ( fajiaojiu wishing biaozhun  发酵酒卫⽣标准) ,  GB/T5009-2012 228

“Testing Method for Food and Beverages”( fajiaojiu jiqi peizhijiu weisheng biaozhun de 

fengxi fangfa 发酵酒及其配制酒卫⽣标准的分析⽅法) , GB/T 15038 “ General Methods 229

to Analysis for Wines and Ciders” ( putaojiu guojiu tongyongshixian fang 葡萄酒、果酒通

⽤试验⽅法)  and in the lack of specific norms may refer to the Food Safety Law. The 230

analysis consists of 14 parameters: pressure ( at 20°C), density ( at 20°C), alcoholic strength (at 

15°C), glucose-fructose, volatile acidity, sulphur dioxide, copper, iron, lead, dry extract, citric 

acid, antiseptic compounds, methanol and phthalates.(art 5 and art.6).  

Other provisions regulating production are GB 2760-2014 Standard for the Use of Food 

Additives (shipin tianjiaji shying biaozhun ⾷品添加剂使⽤标,) , GB 2761-2011 relates to 231

 “Icewine is obtained with a delay in the harvest process of the grapes. the process keeps the grapes 226

on the grape tree for a set period of time under an environment of a temperature lower than −7C° and 
allows the grapes to freeze. The frozen grapes are harvested, crushed in their frozen state, where they 
ferment and brew into wine (no external source of sugar is allowed during the production process”.  
Ibidem, chapter 3, article 3.2.3.

 The total liquor content of low alcohol wine and de-alcoholic wine shall not be less than  7.0%vol 227

and the alcohol content of de-alcoholic wine less than 1.0%vol. GB/T15037-2006 standards - 
Appendix A7: National Standards - Wine and Beverage’, http://www.mpi.govt.nz/dmsdocument/
14395/loggedIn , [accessed August 2018].

GB 2758 “Hygienic Standard for Fermented Wines,” (⾷品安全国家标准-发酵酒卫⽣标准), 228

http://www.doc88.com/p-2136350286165.html, [accessed August 2018].

 GB/T5009-2012 “Testing Method for Food and Beverages” (⾷品安全国家标准-发酵酒及其配制229

酒卫⽣标准的分析⽅法), http://down.foodmate.net/standard/sort/3/17564.html, [accessed August 
2018].

GB/T 15038 “ General Methods to Analysis for Wines and Ciders” ( ⾷品安全国家标准-葡萄酒、230

果酒通⽤试验⽅法), http://down.foodmate.net/standard/sort/3/1081.html, [accessed August 2018].

 GB 2760-2014 Standard for the use of food additives, (⾷品安全国家标准 -⾷品添加剂使⽤标231

准), https://www.chinesestandard.net/PDF.aspx/GB2760-2014,  [accessed August 2018].
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the Levels of Micro-toxins in Foodstuffs and Wine (shipping zhong zhenjun dust xianglian 

⾷品中真菌毒素限量) , and GB 2763-2014 Maximum Levels of Pesticides Allowed in 232

Foodstuffs (shipin zhong nongyao zuida canliu xianliang ⾷品中农药最⼤残留限量) . 233

Labelling matter has a great importance for the export and import of wines. it was thus 

implemented in accordance with GB10344-2005 “General Standard for the Labelling of 

Pre-packed Alcoholic Beverages (yubaozhuang yinliaojiu biaozhun tongze 预包装饮料酒标

签通则) .  234

According with them the information required on the labels of imported wines  may include: 

name, type and vintage of product, ingredients, alcohol content, country of origin, net content, 

manufacturer, name, address and contact of distributor, storage conditions, filling date and 

shelf life, food additives, barcode, (art.8.3). It is required that year of the wine, species, the 

origin of production to be indicated on the label according with articles 3.3, 3.4 and 3.5 (article 

8.2), Moreover, product type (or sugar content) should be indicated according to the specific 

sugar content (article 8.1);  

For foreign wine brand selling in China, a back label written in Chinese is compulsory and 

need to be approved by authorities before the arrival of the bottles. Chinese wine selling abroad 

are not required to do the same even though they may incur in marketing problems due to 

cultural and linguistic problems  (article 8.3). Besides clearly indicating the product name, 235

manufacturer or distributor name and address on the external packaging boxes, net content of 

GB 2761-2011 Maximum Levels of Mycotoxins in Foods, (⾷品安全国家标准 - ⾷品中真菌 毒素232

限量), https://www.chinesestandard.net/PDF.aspx/GB2760-2014, [accessed August 2018].

GB 2763-2014 Maximum residue limits for pesticides in food (⾷品安全国家标准 - ⾷品中农药最233

⼤ 残 留 限 ) , h t t p s : / / g a i n . f a s . u s d a . g o v / R e c e n t % 2 5 2 0 G A I N % 2 5 2 0 P u b l i c a t i o n s /
China%2520Releases%2520New%2520Maximum%2520Residue%2520Limits%2520for%2520Pestic
i d e s % 2 5 2 0 i n % 2 5 2 0 F o o d _ B e i j i n g _ C h i n a % 2 5 2 0 -
%2520Peoples%2520Republic%2520of_4-28-2017.pdf, [accessed August 2018].

GB 10344-2005 General Standard for the Labeling of Prepackaged Alcoholic Beverage (预包装饮234

料酒标签通则), http://www.beveragetradenetwork.com/en/btn-academy/articles/china-wine-label-
and-import-requirements-your-quick-guide-compliance-on-preparing-for-china-wine-market-530.htm, 
[accessed August 2018].

 SUO, Daisy, 22/04/2014.235
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unitary packaging and total quantity should also be shown clearly (article 8.3). while the 

transportation logos and shipping marks should comply with the requirements of GB/T 

191-2008: “Packaging-Pictorial Marketing for Handling of Goods” (baozhuang chuyun 

sushi biaozhun 包装储运图⽰标志) . 236

Packaging materials are then required to satisfy the provisions on food hygiene already 

pointed out by the Food Safety law. The packaging vessels must be clean, tightly sealed and 

have no leakage (art.9.1.1), while sparkling wines, had to meet the requirements on pressure 

sustenance (art.9.1.3). 

GB/T15037-2006 gave also provisions on the transportation and storage of wine. It was 

required that during the transportation bottles had to be placed horizontally or upside-down 

(art.9.2.2) and kept in a clean space away from violent vibration, and which could avoid 

thermic variations (art.9.2.3). The storage places must be cool and provided with good 

ventilation (art.9.2.4). The temperature limit for transport and storage were also set at 

5°C-35°C and 5°C-25°C (art.9.2.5.). 

In 2016 the standard was modified “In order to shorten the gap with the international 

standards and the wine developed countries to realise the continuous, healthy and rapid 

development of the wine industry” . More definitions and provisions for the production of 237

wine have been added according to the international standards and most importantly 4 new 

notes were added to the basic definition of wine. 

1. The potential accuracy of raw materials for injection should not be less than 7.0%vol. 

2.  During the fermentation of wine grape juice or white sugar can be added as an additional 

sugar. source to improve the alcohol content. The maximum added amount of the added 

sugar should not exceed the production 2.0%vol alcohol.  

GB/T 191-2008: “Packaging-Pictorial Marketing for Handling of Goods”(包装储运图⽰标志), 236

http://down.foodmate.net/standard/sort/3/14693.htmlm, [accessed August 2018].

 全国酿酒标准化技术委员会 quanguo niangjiu biaozhunhua jishu weiyuanhui National Technical 237

Committee for standardization of winemaking,《葡萄酒》国家标准 编制说明 putaojiu guojia 
biaozhun bianzhi shuoming, Wine national standards organisation direction, 2017 pag 1. 
http://img1.17img.cn/17img/files/201707/ueattachment/1769c866-74d5-431b-b469-6c38af10f874.pdf, 
[accessed August 2018].
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3. The addition for added sweetness is limited to concentrated grape juice and white 

granulated sugar. The addition of white granulated sugar should not exceed 10% of the 

total product quality.  

4.  Note 2 and note 3 do not apply to ice wine and noble rot wine. (art.3.1)The definitions 

were properly revised with reference to “OIV Rules” and “China Winery Technology 

Standard” . 238

3.5 Certifications and Guarantees  
To make Chinese wine more attractive to local and foreign consumers, China has proved to 

work hard and fast to provide a new regulation on wine production. These standards 

regulating almost every field of the industry, from the production phase to transport and 

hygiene have obviously enhanced the quality of Chinese wines.  

On the other hand, the new challenge for these industry seems to be an other one. With the 

development of this industry, China has faced different challenges but since 2014, the big 

firms and in general all the market has faced a slowing phase. The reasons behind these 

results have been considered the great change in the Chinese wine consumers profile, the anti-

corruption policy and the competition of the foreign brands entering the market.  

To face these challenges, that have had great repercussions on the performances of the 

local industry, the industry had to change. While during all these years the drivers of the 

market have been the economic ones, today, with more acquainted consumers and a more 

competitive system, Chinese wineries shall invest more on communication strategies and the 

creation of a strong brand identity that put at the core of the business the consumers and not 

the sales.  

The definitions of special wines such as liqueur wines, icewines, noble rot wines, film wines, low 238

alcohol wines, non-alcohol wines, and A. amurensis wines are added also.  
Ibidem. This trend is also clarified in article 6 of the 2017 National Technical Committee for 
Standardisation of Wine Making where it stated that the new version of the standard has been inspired 
by 2014 OIV International Code of Oenological Practice.  
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To reach these objectives it is not sufficient the work of the single enterprises but it is 

needed the coordination of the government to adopt new systems whose focus is the 

consumers. With new reforms and provisions, the government shall thus provide new tools for 

the consumers to understand better what kind of bottles they purchase and guarantee their 

quality. In such context certifications and guarantees will be unavoidable tools to reach this 

aim.  

China seems to have already understood this new challenge and has started moving soon.  

After many years of tension related to the intellectual proprietary right, the country has 

started to understand the value of them and the certifications liked with them. Thanks to the 

succession of bilateral agreements, China not only has started to recognise them but also to 

adopt these systems for its products as well.  

3.5.1 The Geographical Indications In China 


Probably the core point of intellectual propriety rights related to agricultural products is the 

one related to Geographical Indications. China recognise them as chandiyu chanpin biaozhi 

产地域产品标志, and defines them in article 16 of  China Trademark Law defines them as 

“signs that signify the place of origin of the goods in respect of which the signs are used, their 

specific quality, reputation or other features as mainly decided by the natural or cultural 

factors of the regions” . 239

 China Trademark Law, zhonghua renmingongheguo shangbiaofa 中华⼈民共和国商标法, article 239

16, 2013, http://www.wipo.int/wipolex/en/details.jsp?id=13198, [accessed August 2018].
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Actually the legal context concerning GIs is pretty unclear. They are regulated by several 

laws , and administrated by 3 different governmental agencies, the SAIC which provides 240

the guarantees of the certification, the AQSIQ which approves and is in charge of the 

inspections and also the  Ministry of Agriculture (MoA) . 241

GIs are considered trademarks and can be registered as collective or certification marks. 

Due to the first-to-file system of the Trademark Law anyway GIs may be already been 

registered as trademarks by other producers. To avoid this problem, an additional registration 

to the AQSIQ is possible. But anyway different parties and competitors use these legal void to 

register identical GIs with the different administration system. 

It is clear that in such a complex scenario, GIs are still living a phase of great unclarity and 

the limits of the system are still visible in the many cases of countering and intellectual 

propriety rights violations in China. 

Anyway by the end of 2015 2984 GIs have been registered to the SAIC trademark offices 

and in 2016, 1996 GIs have been approved by AQSIQ , showing an increasing interest for 242

IGs for both foreigners and locals working in China.  

An other step forward has been scored on June 2 2017 , when a multilateral agreement 243

signed by China and EU has published a list of  200 GIs mutually recognised and protected by 

the countries. Among these 200 identifications half of them are Chinese.  

 At present there are three parallel legislations providing special provisions for GI protection: 240

Namely the Trademark Law, the Provisions on the Protection of Geographical Indication Products and 
the Measures for Administration of Geographical Indications of Agricultural Products. These three 
legislations are also with the main measures for GI protection in China. Besides other laws provides 
further general protection the Law against Unfair Competition and the Law on Product Quality, the 
Law on the Protection of Consumers Rights and Interests.  
In such a complex scenario it is clear that many cases overlapping can occur while unclarity lead to 
serious problems for the protection of GIs. 

Q&A ManualChina Legislation on Geographical Indications, (2011), http://www.ipkey.org/en/
resources/ip-information-centre/19-geographical-indications/1948-q-a-manual-china-legislation-on-
geographical-indications , [accessed September 2018].

Yuncheng LI, 04/05/2017, Protection of Geographical Indications in China, “CCPIT Patent and 241

trademark Law Office”, http://www.ccpit-patent.com.cn/node/4132, [accessed September 2018].

 Ibid.242

Katharina KONIG, Matthew MURPHY, EU and China Sign Geographical indications Agreement, 243

“Managing Intellectual Property”, http://www.managingip.com/Article/3747651/EU-and-China-sign-
geographical-indications-agreement.html, [accessed September 2018].
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The most interesting point in these list for our study is the presence of 3 GIs related to 

Chinese wines. Liaoning Huanren Icewine (Huanren Bingjiu 桓仁冰酒), Shandong Yantai 

Wine (Yantai Putaojiu 烟台葡萄酒) and Ningxia region Wine of Helan Mountain 

(Helangshan Donglu Putaojiu 贺兰⼭东麓葡萄酒) .  244

3.6 The Path for a Chinese Wine Classification 
System  

Despite a long story, the Chinese wine industry is a relatively young phenomenon, and the 

scale of its growth has no equal in the world market. It is thus difficult to regulate and provide 

an effective system of classification and guarantees in short times.  

Other solutions are anyway available to protect and guarantee the quality of the wine. Old 

world countries can give an example of it. In 1936 France started to classify wines under the 

"Appellation d'Origine Contrôlée, AOC”. The AOC system was created by the French 

Government to grant select areas official status for their agricultural products, due to the 

specific terror and soil of the area.  With the time it has become a model for many other 

countries. Italy and Spain have followed the French example creating respectively the 

“Domination di Origine Controllata, DOC” and the Dominacion de Origen, DO” systems. 

This systems were possible and well accepted by the producers because of the high value of 

the wine market. The need to protect and guarantee the quality and origin of the bottles was 

furthermore clear due to the century-long history of winemaking in these countries.  

U.S., Australia and  Chile are on the other hand example of the New World wine countries. 

Due to the relatively short experience if compared with the European competitors, here the 

creation of a national classification system is not available yet. Anyway, the development of 

the industry in these country has pushed for the global recognition of some areas where top 

wines are produced as the Napa Valley in California.  

China is an other example of New World wine country. According to the last development 

of its wine industry, the search for its own wine classification system may be the path China 

 The complete list is available at https://ec.europa.eu/agriculture/sites/agriculture/files/newsroom/244

2017-06-02-notice-pub.pdf, [accessed September 2018].
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will have to follow. Today a formalised wine appellation system is not present in the country. 

This is largely due because wine is a relatively new phenomenon in the People’s Republic but 

also because the legal framework is still full of voids and overlappings and has not a clear 

regulation and orientation for the Geographical Indications. Anyway in the last year China has 

tried to adopt and develop some systems on a smaller scale. The first is the Estate Wine 

Trademark, while the second is the Ningxia Wine Classification System.  

 

3.6.1 The Estate 
Wine Trademark  

The Estate Wine (putaojiu 

jiuzhuangjiu 葡萄酒酒庄酒) is 

a certification mark registered 

by the China Trademark Office 

(CTMO). it has been launched 

by the China Alcoholic Drink 

Association (CADA) on June 

3rd 2014. As its legal holder, the CADA has laid down all the management regulation, 

standards and requirements.   

Due to the lack of a comprehensive rating and classification system, the CADA hopes to 

encourage quality producers to apply for this trademark in order to protect the reputation of 

Chinese estate wineries in the domestic and overseas market .  245

The wine experts Li Demei, has affirmed that the aim of the trademark is not only to 

regulate the market but also to provide a choice for the consumers. Thanks to the marketing 

efforts and the promotion of the CADA, the trademark will become an important and well-

 Sylvia WU, 13/06/2014, New trademark offers guarantee on Chinese wine quality, “Decanter 245

China”,, https://www.decanterchina.com/en/news/new-trademark-offers-guarantee-on-chinese-wine-
quality, [accessed September 2018].
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known tool in the market. Doing so, it will simplify the choice for quality-conscious 

consumers that will see the trademark as a guarantee of quality . 246

Since its launch, The CADA has also formed a Committee in charge of examining, 

supervising and managing the usage of the Estate Wine Trademark. The committee also 

chooses the wineries applying for it. The committee is formed by professionals from the trade, 

members of the trade associations region management institutions as well as media personnel 

to ensure the transparency and openness during the judging process . In order to gain the 247

Estate Wine trademark the wineries must fulfil the following criteria: 

- Have the full control of the vineyard; 

- Produce and bottle their wines on site; 

- Produce more than 10.000 bottles per year; 

- Posses a vineyard at least three years old before it produces fruits for wine production; 

- Satisfy the yield limit of the estate wines fixed at 100kg of grapes per mu;  248

- Satisfy the distance limit between estate building and the vineyards;  

- Satisfy the requirements in terms of professional qualification of winemaking staff; 

- Satisfy the requirements under the technical regulation for Estate Wines (jiuzhuang 

jiushengchang jishu guifan 酒庄酒⽣产技术规范) and the GB/T15036 -wines ; 249

 Demei LI, 10/06/2014, Estate wine to be protected under designated trademark in China, 246

“Decanter China”, https://www.decanterchina.com/en/columns/demeis-view-wine-communication-
from-a-chinese-winemaker/estate-wine-to-be-protected-under-designated-trademark-in-china , 
[accessed September 2018].

 Ibid.247

 The limit of production is approximately equal to 94-115 hectolitres per hectare depending on 248

white or red wines. It is interesting anyway yo notice that the yield limit is significantly higher than 
the of the other top producing region in the world. Where for Bordeaux AOC wines the yield limit is 
set to 58hl/hectare.

 Sylvia WU, 28/5/2017, China takes new steps towards quality wine production, creating an ‘estate 249

wine’ trademark, “Decanter China”, https://www.decanter.com/wine-news/china-certify-16-estate-
wine-producers-371596/, [accessed September 2018].
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Once the Estate Wine trademark is granted, the winery can use it on a specific wine for the 

duration of three years. Every year the committee will re-examine the quality of the wine 

while the technical conditions of the winery will be checked every three years. 

The trademark was launched in 2014 and after the three years needed for the examinations 

and to satisfy the vines age requirement, in the summer of 2017 the first 16 wineries have 

been granted with the Esate Wine trademark. Most of these wineries are from Xinjiang, 

Hebei, and Ningxia . proving once again that these areas are looking for local and 250

international recognition as premium wine areas. 

The wineries that have been granted the trademark are; 

- Château Bolongbao, Beijing (北京波龙堡葡萄酒业有限公司); 

- He Shuo Guan Long, Xinjiang (和硕冠龙葡萄酿酒有限公司); 

- Xinjiang Ruitai Qing Lin Wine, Xinjiang (新疆瑞泰青林酒业;有限责任公司) 

- Tiansai Vineyard, Xinjiang (新疆天塞酒庄有限责任公司); 

- Château Zhongfei, Xinjiang (新疆中菲酿酒股份有限公司); 

- Château Martin, Hebei (河北马丁葡萄酿酒有限公司); 

- Nobility Manor, Hebei (怀来紫晶庄园葡萄酒有限公司); 

- Bodega Langes, Hebei (朗格斯酒庄（秦皇岛）有限公司); 

- Helan Qingxue Vineward, Ningxia (宁夏贺兰晴雪酒庄有限公司); 

- Helan Mountain Specialty, Ningxia (宁夏贺兰⼭特产开发有限公司); 

- Kaanan Winery, Ningxia (宁夏迦南美地酒庄有限公司); 

Andrews COLEMAN, 29/06/2017, China Takes a Step Toward Classifying Its Wine, “Huffington 250

Post”, https://www.huffingtonpost.com/entry/china-takes-a-step-toward-classifying-its-
wines_us_59551a7be4b0c85b96c65fa2 , [accessed September 2018].
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- Ningxia Leirenshou Winery, Ningxia (宁夏类⼈⾸葡萄酒业有限公司); 

- Château Yuquan, Ningxia (宁夏农垦⽟泉国际葡萄酒庄有限公司); 

- Tai Yi Hu, Shandong (⼭东台依湖葡萄酒业股份有限公司); 

- Château Rongzi, Shanxi  (⼭西戎⼦酒庄有限公司) ; 251

3.6.2 The Ningxia Wine Classification System 


As it has been seen in the first chapter, Ningxia Autonomous Region is becoming in the 

last years the most important region in terms of quality wines in China. Aware of its potential 

and the value of its wine, the region has started to seek international recognition. In 2011 

Ningxia Helan Qingxue winery has won several awards in London thanks to its Jiabeilan 

Bordeaux and  Classic Chardonnay bottles  beating also foreign brands from Europe and 252

America.  

In the last years, many professionals have understood the potential of the region and have 

started investing here. Not only the Chinese big companies like Changyu, Great Wall, and 

Dynasty or Grace Vineyard has started investing here but also foreign groups such as 

LMVH  and Pernod Ricard . 253 254

 La Cina certifica la qualità: 16 cantine ottengono il titolo di ‘estate wineries’, (2016), “Wine 251

Times”, http://winetimes.it/notizie/notizie-dalla-cina/la-cina-certifica-la-qualita-16-cantine-ottengono-
titolo-estate-wineries/ , [accessed September 2018].

Adam LECHMERE, 08/09/2011, Chinese wine wins top honour at Decanter World Wine Awards, 
“Decanter”, https://www.decanter.com/wine-news/chinese-wine-wins-top-honour-at-decanter-world-
wine-awards-36689/ [accessed September 2018].

 Clare O’CONNOR, 17/05/2011, LVMH's Big Asia Push: Now They'll Make Moet In China, 253

“Forbes”, https://www.forbes.com/sites/clareoconnor/2011/05/17/lvmhs-big-asia-push-now-theyll-
make-moet-in-china/#69ad522b1634, [accessed September 2018].

 Chris MERCER, 18/02/2014, Pernod Ricard chief backs Chinese wine potential, “Decanter”, 254

https://www.decanter.com/wine-news/pernod-ricard-chief-backs-chinese-wine-potential-29798/, 
[accessed August 2018].
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The national and local government have big plans for the area aiming to plant 1 million mu 

(67,000 hectares) of vineyards, and to build a total of 100 estates in the region by the year of 

2020 . This project will be possible with a great investment that will turn the desert area of 255

Ningxia in new vineyards.  Beside the production development, the region aims also to be a 

pioneer in the certification and classification of its wines.  

In 2014 the region has been the first one to create a Wine Bureau to specialise in the 

development of the grape and wine industry. The bureau carries out development plans, 

establishes industry policies and standards, and coordinates among growers, producers and 

distributors.  The result of the creation of these new organ has been the introduction of a 

ranking system for wines produced here. 

Devised by the Ningxia Helan Mountain East and International Wine Association (Ningxia 

Helanshan dangle putaojiu you putaojiuguoji lianhehui 宁夏贺兰⼭东麓葡萄与葡萄酒国际

联合会), the guide will qualify the wineries in Ningxia’s Helan Mountains into five growths 

with the First Growth being of the highest quality.  

The classification system was proposed at the end of 2013, but it came into effect only at 

the beginning of March 2016 where the 5 growths system was finally implemented . The 256

classification is reviewed every two years, allowing promotions to be admitted. For the 

wineries reaching the “First Growth” the re-evaluation will occur only every ten years. All the 

wineries registered in Ningxia Helan Mountain East may apply for the classification but to 

reach  the "Fifth Growth”and “Fourth Growth” recognition, wineries shall fulfil specific 

criteria: 

 Sylvia WU, 23/08/2014, Ningxia wine region: We’ve got your back, says the government, 255

“Decanter China”, https://www.decanterchina.com/en/knowledge/people/region-authorities/ningxia-
wine-region-we-ve-got-your-back-says-the-government, [accessed September 2018].

 Lucy JENKINS,16/02/2016, Ningxia Introduces Winery Classification System, “The Drinks 256

Business”,https://www.thedrinksbusiness.com/2016/02/cningxia-introduces-winery-classification-
system/ , [accessed September 2018].

�99

https://www.thedrinksbusiness.com/2016/02/cningxia-introduces-winery-classification-system/
https://www.thedrinksbusiness.com/2016/02/cningxia-introduces-winery-classification-system/
https://www.decanterchina.com/en/knowledge/people/region-authorities/ningxia-wine-region-we-ve-got-your-back-says-the-government
https://www.decanterchina.com/en/knowledge/people/region-authorities/ningxia-wine-region-we-ve-got-your-back-says-the-government
https://www.decanterchina.com/en/knowledge/people/region-authorities/ningxia-wine-region-we-ve-got-your-back-says-the-government


• The winery’s viticulture and cellar shall be managed by a single integrated team; 

• All fermentation, ageing, bottling and cellaring processes shall be done in the winery; 

• The winery shall provide tourism facilities that embrace the character and regional style 

of the region ; 

• All the grape used must come from the winery’s own vineyard and shall have a vine age 

at least five years; 

• The grape yield limit shall be between 500-800 kg per mu ; 257

• The winery shall provide the sustainability quality and the traceability of its grape; 

• The winery shall demonstrate brand recognition in the domestic and overseas market; 

In 2013 where the project started and 10 wineries were added. In 2017 the wineries total 

number of wineries n the classification system was 27 and presented the first 3 wineries who 

could be granted the Third Growth ranking. In order to reach these ranking, the wineries had 

to be a Fourth Growth at least since 2015 and receive no complaints regarding the quality of 

the wine within two years or having the title revoked during them. Moreover, the wineries had 

to set up traceability devices for the grape and guarantee the surveillance of the whole 

industry chain from the viticulture process to the distribution channel . 258

To grant the transparency and the trustfulness of the system on the April 2017 it has been 

founded the Ningxia Grape and Wine Standard Committee. Every two years, the committee 

formed by winemaking experts, critics, trade body representatives and consumers will be 

summoned to evaluate and give scores to every winery that has applied to be classified. 

 These last two points show stricter standards if compared with the equal of the Estate Wine 257

trademark of 3 years for the vine age and the 1000kg per mu for the grape yield limit. 

 Emily XIE, 20/09/2017, Ningxia releases latest winery classification list, “Decanter China”, https://258

www.decanterchina.com/en/news/ningxia-releases-latest-winery-classification-listing , [accessed 
September 2018].
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According to the Ningxia Bureau, the estates may print their status on bottles labels . At the 259

end of 2017, the Ningxia wine classification list was as follow : 260

The Third Growths 

Helan Qingxue (贺兰晴雪酒庄) 

Chateau Bacchus (巴格斯酒庄) 

Zhihui Yuanshi (志辉源⽯酒庄) 

The Fourth Growths 

Chateau Hedong (贺东庄园) 

Chateau Lanny (兰⼀酒庄) 

Lisi winery (利思酒庄) 

Chateau Changyu Moser XV (张裕摩塞尔⼗五世酒庄) 

Chateau Yunmo Greatwall (中粮长城云漠酒庄) 

Chateau Lilan(⽴兰酒庄) 

Chateau Senmiao Moon Valley(森淼兰⽉⾕酒庄) 

Chateau Legacy Peak(留世酒庄) 

Kanaan Winery(迦南美地酒庄) 

The Fifth Growths 

Chateau Miqing (⽶擒酒庄) 

Domaine Pushang (蒲尚酒庄) 

Chateau Minglu (名麓酒庄) 

 Ying WANG, 19/04/2017, Ningxia Grape and Wine Standards Committee Founded, “Winechina”, 259

http://www.winechina.com/html/2017/04/201704289944.html, [accessed September 2018].

 Ibid. 260
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Jinyuan Winery(⾦元酒庄) 

Ho-Lan Soul (德龙酒庄) 

Xinniu Winery (新⽜酒庄) 　 

Pernod Ricard (保乐⼒加酒庄)　 

Chateau Jin Sha Wan (⾦沙湾酒庄) 

Chateau Hong Fen Jia Rong (红粉佳荣酒庄) 

Hollyfun Winery (贺兰芳华酒庄) 

Chateau Lansai (蓝赛酒庄) 

Chateau Saint Louis Ding (圣路易·丁酒庄) 

Highsun Estate (海⾹苑酒庄) 

Chateau Mihope (美御酒庄) 

Chateau Huida (汇达酒庄)  261

Mr Hao Linhai, the special government consultant in charge of the development of the 

region’s wine industry and former vice-chairman of the local government, has declared in an 

interview that they have referred to the French appellation system, and more specifically to 

Bordeaux classification of 1855, when they established the Ningxia system . The scope of 262

the project is to change the current situation in the Chinese wine industry, where Mr Hao 

admitted the Chinese trend “to industrialise wine production and generate a massive amount 

of low-quality wines” . 263

Its too early to judge but Ningxia wine classification system may set a first point for the 

pavement of a more exhaustive system for the classification of  all wines produced in China.  

Anyway, thanks to this system and the Estate Wine trademark, we can see the growing need 

of Chinese wine producers to guarantee higher standards for their wines.  

 Ningxia currently doesn't have a 'First Growth’ or 'Second Growth’ winery since it first unveiled the 261

ranking in 2013.

 Sylvia WU, 23/08/2014262

 Ibid.263
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If China will understand the added value that certifications and an appellation system may 

introduce in its industry, it would not only find a tool to fight back the threat of counterfeiting 

wines but also attract more consumers on both the local and overseas markets. The brand 

awareness challenge that will result from this modernisations could in fact finally put to an 

and the misconception of Chinese low-quality wines and at the same time guarantee quality to 

consumers. 
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Conclusions  
The aim of this work was to provide a comprehensive study regarding the evolution of 

Chinese wine industry and describe the different individual aspects that compose it.  

The Chinese Wine market has proved to be an interesting and complex market which is 

developing fast and has become a relevant part of the mosaic of the world wine market.  

In the last ten years thanks to the increasing demand and production of wine, there has 

been a relevant shift in the market balance for the so-called “old world wine countries” to “the 

new world wine counties” and China is one of the most important of the letter. being 

recognised today as the 6th worldwide greatest wine producer. 

The work has furthermore shown that several misconceptions on the Chinese wine market 

are collapsing today. The study has anyway noticed relevant changes in the market and China 

will have to face new challenges if it wants to become a world wine power.  

The most relevant change is the one related to the Chinese wine consumer. The stereotyped 

Chinese upper-middle class consumer who drinks just to enhance his/her face with a limited 

knowledge of wine do not represent anymore the Chinese scenario. New forces, driven by the 

females and the new wave of millennials, have renewed the Chinese consumers’ profile. As 

the Wine Intelligence report has shown , consumers now drink wines for different reasons, 264

to reach health benefits, for fashion, as a symbol elegance and sophistication, but most of all 

to appreciate it in a private context and no more just in official occasions.  

Consumers are getting more acquainted with wine and attends more wine formation 

courses. They look information on the web and share knowledge on the social networks. Thus 

they are becoming more quality and price-sensitive. Their curiosity is no more satisfied by the 

classic Cabernet Sauvignon red wine available in the market but consumers are looking for 

new varieties such as white, rosè and sparkling wines as well. Thanks to all these changes and 

Wine intelligence, China portraits 2017, 2017, http://www.wineintelligence.com/china-264

portraits-2017/, [accessed May 2018]. 
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income growth, people drink more and this has lead wine to become a mass market product in 

China. 

The second great development is the one concerning the market itself. Due to the higher 

demand for wine and the changes in the profile of the consumers, China has modified its 

industry. Wine historic provinces such as Hebei and Shandong are getting less important 

while a new frontier is seen in  Xinjiang and Ningxia Autonomous Regions where China is 

making big efforts to promote the industry and create new areas for top quality wines 

modifying. This will happen also thanks to the great projects to modify the  adverse soil and 

weather conditions of these regions.  

Beside the land, it is important to notice anyway that in the last 6 years the Chinese wine 

industry has slowed down its double-digit growth. This is due to the growing competition 

with foreign wines, perceived better by the consumers in terms of quality/price ratio. This has 

lead to relevant consequences for the local market. With the decrease of the production, the 3 

most important Chinese wineries, Changyu, Great Wall and Dynasty had to face losses and 

higher competition among local and foreign competitors. The three state-owned companies 

had answered to the competition with important foreign direct investments acquiring top 

quality wineries in Europe and Australia and becoming distributors for foreign brands 

entering the Chinese market.    

The distribution has been noticed to be an important topic for this study and it is facing 

great changes in the last years. Firstly is important to notice the decrease in the on-trade 

channel which has been heavily hit by the anti-corruption policy of Xi Jinping form 2014. On 

the other hand, the  off-trade channel has increased a lot, while retailers do not see anyway a 

relevant leader for the wine market. Big tier-one cities see higher competition and a maturity 

situation while the new target of the market will probably move to tier-two and tier-three 

cities. Interesting is to notice anyway the increasing market share e-commerce platforms keep 

on conquering among the years. E-commerce is growing fast with its own specialised 

websites while the huge groups of Jingdong and Tmall once again control the market with 
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more than half of the wine sold on the web. E-commerce is an import element also because it 

points out the threat of counterfeiting and the incoming urge for more quality guarantees and 

brand awareness.  

This point has caused the last important change in the Chinese wine market analysed in 

this study. For many years the law and rules for wine production have been unclear and 

incomplete, allowing many companies to produce half-juice wines or even forged wines that 

have undermined the perception of Chinese wines. After the entrance in the WTO anyway, the 

need for a more adequate regulation has been perceived in order to provide higher quality 

wines and enhance the brand awareness of Chinese labels. To fight back this thread China has 

found new tools in the Food Safety Law and in the GB/T15037-2006 and all its related 

standards.  

If China wants anyway to have greater results it will need further efforts in order to put to 

an end the misconception of low-quality wine and start exporting its wine in higher volumes. 

This will be possible in many ways. The first GIs for wines have been released last year, 

anyway, the legal framework regulating them is still too complex. Better hopes are put in the 

Wine Estate Trademark and the Ningxia wine classification system that could be the first 

prototypes for a country classification system that could finally guarantee more clarity and 

quality for both Chinese and foreign consumers. 
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