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Abstract 

Chilean wine is not well known in China so I want to study this and look at how 

it can be promoted more in China.  Today Chile and the P.R.C. have multiples 

exchange channels like Free Trade Agreements (FTA) which offer both 

countries many benefits.  This document will be how I can facilitate interaction 

between Chilean producers of wine and Chinese consumers of wine.  

 

Firstly I will examine the market of Chilean wine in China with a special focus 

on market share, ranking, competition, strengths and weakness; and overall 

strategy. Secondly I will analyze the FTA between Chile & China with respect to 

the wine market share and the scope for the coming years. Finally, I will analyze 

the consumption of wine in Greater China and how the wine consumption 

behavior has changed in recent years. 

 

Chapter I Introduction  

I want explore this topic because wine is one of the most important economics 

activities in Chile, Chilean wine has a worldwide recognition of the high quality, 

and exports grow more than 25 percent every year.  These factors, along with 

the excellent natural wine-producing climate, have transformed Chilean wine 

into one of the top producers in quantity and quality. The consumption also 

changes dramatically in new markets like Great China, India and Japan. 

Globalization has brought major economic gains to participants in the expanding 

countries called the new producers of wine (North America, Chile, Argentina, 
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South Africa, Australia and New Zealand), but has brought pain to many 

traditional producers (France, Italy, Spain, Portugal, Germany and Easter 

Europe).  

 

A major problem for increasing sales in China is the lack of knowledge of the 

quality of Chilean wine.  If Chile invests in advertising, sales channels and 

promotion it is possible for Chilean wine producers to gain a larger market share. 

The FTA between Chile and China acts as a bridge between the two countries 

but there is a lack of cooperation and understanding necessary to make the 

relationship more beneficial to both sides. 

 

Here I found my motivation, huge changes between suppliers of wine in the 

world, great market hungry for new products and new economies pushing to get 

a position in these markets. Chile is one of the new suppliers, China is one of the 

biggest consumer markets and I want to facilitate the interaction between 

Chilean producers of wine and Chinese consumers of wine. 

In this study I will provide an overview of the Chilean producers of wine and 

how they have been doing in the Chinese wine market over the recent years. The 

study aims at how to promote Chilean wine in China and facilitate the market 

penetration.  

As China becomes an economic colossus, its increasingly voracious appetite for 

scarce natural resources will inevitably extend to the world of wine. If even a 

tiny fragment of China's population acquires the means and desire to regularly 
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drink wine, the effect on prices and supplies will be profound. But it is not just 

the enthusiasm of Chinese wine buffs that is attracting all the attention; it is their 

rapidly growing purchasing power. 

Wine consumption in China is increasing substantially. Especially China’s 

growing middle class is providing a huge opportunity to foreign wine companies. 

According to the China Alcohol Industry Association, China is already the 

largest wine consumer in Asia. And the consumption of wine in China is 

forecasted to increase 70% between 2008 and 2011. In 2011 the estimated wine 

consumption in China will be 1.100.000.000 liters. In addition, the top quality 

wine market in China is growing fast. The highest increase in wine sales is 

expected in the premium wines with an estimated growth of 157.5% in the 

period 2005 - 2010 to reach 50% of the total wine consumption1.  

China wine industry still in the early stage. Although Chinese producers of 

wines had about 60% 2shares in local wine market, there were still benefits to 

foreigner’s producers of wine in China; I want call wine industry advantages: 

First, wine imports kept on increasing. Second, wine sales system of China is 

not so mature. Foreign enterprises are available to create the own sales system, 

both of these previous points appointing and calling to invest in Chinese market.  

On the other hand wine is one of the main Chilean export products, and during 
                                                 
1 China Alcohol Industry Association.2008. “Wine statistics in China: Working Paper Series, edited by CADA 

China .http://www.cada.cc/detail.asp?id=1544 
2 China Alcohol Industry Association.2008. “Wine statistics in China: Working Paper Series, edited by CADA 

China .http://www.cada.cc/detail.asp?id=1544 
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last year’s becoming our letter of introduction in Asia but the problem is Chilean 

wine is not well known in China. In 2006 Chile and China signed FTA, now 

Chilean producer of wine expected to grow the consumer of wine in P.R.C. 

 
Chilean exportation3  
(Numbers in millions dollars) 

 

**National Customs Service Chile annual statistics. 

 

 

 

 

 

 

 
                                                 

3 Chilean Government.2009, edited by National Customs Service Chile. 

http://www.aduana.cl/prontus_aduana_eng/site/edic/base/port/home.html 




