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Chapter IV Introduction of Chinese consumer behavior 

The isolation from the rest of the world was ended, the People’s Republic of 

China has been the recipient of massive foreign investment, and exports have 

grown dramatically. Foreign investors are drawn to China by the combination of 

a booming economy, low cost labor, and access to a potentially enormous 

market. China’s market is becoming increasingly important in the world. 

 

The Chinese market offers potential opportunities; however, certain important 

challenges also exist. China’s wine market has turned from being product 

oriented to becoming consumer oriented, and so the idea of consumer service 

has grown more important. However, the difficult step in tapping into the 

Chinese market is to gain a good understanding of consumers locally. The ability 

profitably to enter China’s wine market hinges greatly on a better awareness of 

the Chinese consumer’s needs and wants, of their perceptions of foreign brands, 

and of their perceived price and quality of those foreign brands. Therefore, it is 

essential to do research on consumer behaviors. 

 

The impressive 1.3 billion consumers; this number gets the attention of all 

companies in the world wishing to do business in China and sell all kinds of 

products from wine to financial services and luxury cars. The next step is 

understood: Who are these people? How much have to spend? What drives them 

to buy? What are the peculiarities of the Chinese consumer? 
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Compilation wage by sector last four years 39 
(Numbers in millions Yuan’s) 

 

 
**China statistical year book 

 

-Review of Consumer Behavior in China 

China is rapidly urbanizing, but still a country of extremes, China is home to 1.3 

billion, only 400 million are in urban areas. In these areas, income has grown at 

the same rate of GDP in recent years about 10% annually, adjusted for inflation, 

while incomes of the rural population grew just 1% per year. Consumers want 

products are practical and well functioning, but also want brands that convey an 
                                                 
39Chinese Government.2009, edited by National China statistical year book. 

http://www.stats.gov.cn/tjsj/ndsj/2008/indexee.htm  
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aura of success40. 

 

Companies are beginning to realize the differences between consumers. In terms 

of geographic segmentation, consumers in the Western region of the country are 

very different from consumers in the east. At the same time, is emerging a 

strong middle class. Recent calculations show that: between 25 and 30 million 

middle class households in China, between 8 million from rich families41. In 

general, the income growth of the middle class is one of the main factors for 

growth in various categories of consumer color televisions, beer, mobile phones, 

personal computers and wine. These are the categories that have a high 

penetration in China. 

 

The growth of the middle class is good news for companies to want exporting to 

China. The Chinese middle class usually spend and save simultaneously. As the 

financial services sector of the country remains relatively primitive, and 

consumer credit is virtually non-existent, save consumers over time, provide 

capacity to buy products and services of better quality. 

 

The consumer’s expectations of product quality in general have been steadily 

rising, owning to the increase in income and sociological forces, which have 

                                                 
40 Cabrera, Pablo. 2007. “Chile y China reflexiones para una agenda integral” Working Paper Series, edited by 

National Bureau of Economic Trade Chile. http://www.direcom.cl 
41 China Chamber of International Commerce. 2008. “Chinese market analysis” Working paper Series CCPIT 

Specialized Sub-Council of Agriculture, edited by China Chamber of commerce. 
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prompted high expectations of a better lifestyle. Chinese consumers today are 

looking for social value and the protective function of products. Department 

stores are now crowded with people, but few of the shoppers are serious buyers. 

Chinese consumers are eager to see what is available, especially from among 

foreign products. Chinese consumers have a lot of time to browse, window 

shopping and browsing are favorite weekend pastimes. Another aspect of 

Chinese culture that influences buyer’s behaviors is the pioneer. The typical 

Chinese consumer does not want to be among the first to try a new product, but 

the discomfort of being ‘behind the times’ may make them think that if the 

neighbors have tried it, they had better follow suit soon. The strong collective 

characteristics may imply that informal channels of communication are 

important in Chinese society. 

 

Chinese consumers tend to rely more on word of mouth communication because 

of the high contact rate among group members; thus, communication of a given 

product idea is quick to circulate within these informal channels. The influence 

of this cultural factor makes specialty stores the most potentially successful wine 

channel. In product introduction, specialty stores can help to generate the ‘keep 

up with the neighbors’’ effect. 

 

In general, Chinese people today have more money than ever. However, people 

begin to look beyond the functionality of the object. Consumer’s rich and 

middle class spend much of their income to help improve their status in relation 

to the neighbor. These individuals want to consume things that are not strictly 
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necessary for example wine. 
Consumptions of goods in 2008 per region 42 
(Numbers %) 

 

 
**China statistical year book 

 

-Brand Effect 

Modern marketing are the key success in Chinese markets, they makes reputable 

brands and track records. Sometimes consumers rely on price as a mark of 

quality. However, Chinese consumers now regard the brand as a less important 

factor than factors such as quality. This implies that consumers in China are 

becoming more advanced in their buying requirements, and can no longer be 

deceived by superficial factors such as brand and advertisement. The maturing 

of consumer behaviors does not mean the failing of the brand effect. In fact, 
                                                 
42Chinese Government.2009, edited by National China statistical year book. 

http://www.stats.gov.cn/tjsj/ndsj/2008/indexee.htm  
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consumer’s emphasis on style, quality so on brings an opportunity to expand the 

brand effect, because a successful brand should be the synonym of a popular 

product with high quality. 

 

-Selling to the middle class  

Some multinationals like Procter & Gamble, General Motors and Carrefour, 

have been able to penetrate the Chinese mass market. But several manufacturers 

of luxury goods have failed to fully exploit the growing class. In China, many of 

these companies are working with restricted supply. When you enter a shop, the 

volume of goods is the third volume of the same store in New York or Hong 

Kong43. While the Chinese prefer products practical, emotional and social 

benefits arising from the act of buying, well known by western consumers are 

becoming more important. Economic growth is changing the way people 

address the acquisition of branded products and how they see themselves. Even 

in the years of the economic liberalization initiated by Deng Xiaoping in 1978, 

people saw the money to provide security and protection, rarely associated with 

luxury. In recent years, however, the Chinese realized that money can be an 

enabler, and that economic freedom means, in part, the freedom of being 

seduced by the brands. 

 

China makes a complex challenge for marketing professionals they need get the 

                                                 
43 Ryde Robert P. 2007. “International workshop on Chinese wine market” Working paper Series Wine Industry 

Report, edited by USA Chamber of commerce. 
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right product position so they can be accepted by the growing number of 

consumers, and even so, remain differentiated. The main challenge in this 

market is to make a consistent brand communication, and even then getting 

enough flexibility to meet the specific needs of individual markets at the 

national level. For different objectives, there are different products and for 

different products, different tasks. 

 

- Summary  

The enormous consumer market in China has long been attractive to foreign in-

vestors. A thorough investigation into Chinese consumer market and its 

consumer behaviors is the key to opening up its profitable market. Most research 

and surveys on Chinese consumer’s behaviors usually emphasized the Chinese 

community’s worldwide, not just people living in China in particular. Western 

ideology has been rooted in knowledge of those Chinese communities living in 

Hong Kong, Taiwan and Singapore. Therefore, the understanding of these 

Chinese communities does not mean having a true picture of consumer 

behaviors in China. 

 

The Asian giant is a huge potential market for wines. Wine consumption is 

increasing every year, but Chinese market presents some special peculiarities, 

such as: 
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• Around 85% of wine consumed in China is local production and only 15% 

of imported wines. However, the Chinese local production of wine is a 

mixture between Chinese wines with imported wines in bulk44.  

• Closely 90% of wine consumed in China is red varieties, and only 10% of 

white varieties45. 

• Consumption of imported wine in bottle consists: 70% (restaurants and 

hotels), and 30% (supermarkets and stores)46. 

 

Experts and entrepreneurial people around the world are looking closely what 

happen to the wine industry in China with potential and existing consumers, and 

there are also gauge interests in the consequences of increase in wine 

consumption in China. Here some recommendations: 

• Make a spread of Chilean wine in the most important cities. Carry with a 

promotion of Chilean wine, good marketing, advertisement and joint 

venture with locals distributors. 

• Provide technical advice and follow up to wine importers and distributors in 

China. Cultural orientations support and strategically planning with local 

distributors. 

                                                 
44 Ryde Robert P. 2007. “International workshop on Chinese wine market” Working paper Series Wine Industry 

Report, edited by USA Chamber of commerce. 

 
45 Ryde Robert P. 2007. “International workshop on Chinese wine market” Working paper Series Wine Industry 

Report, edited by USA Chamber of commerce. 
46 Ryde Robert P. 2007. “International workshop on Chinese wine market” Working paper Series Wine Industry 

Report, edited by USA Chamber of commerce. 
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• Educate the buyer. Consumption of wine in China is only 0.3 liters per year, 

compared with the global average of 7 liters. Promotions in key points of 

Chinese society, restaurants, pubs, hotels, wine stores, malls and airports47. 

• Wine consumption in China is becoming more and more popular and is seen 

as a fashionable drink; in addition many Chinese associate its consumption 

with a high standard of living. It is time to begin to position Chile in the 

mind of majority of consumers of wine. The overall objective is to enhance 

the image quality of the wines of Chile in the Chinese market. 

• Chinese Consumers normally don’t know Chilean wine. Despite the 

potential in the market still lacks strength in promotional items for sale, here 

can be the key success to create a total penetration of Chilean wine in 

Chinese market. 

 

 

 

 

 

 

 

 

 

 
                                                 
47 Chinese Government.2009, edited by National China statistical year book. 

http://www.stats.gov.cn/tjsj/ndsj/2008/indexee.htm 




