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Chapter V Conclusions: 

-The Chinese market of wine: 

The wine market capacity in China is huge, and supervise and regulation has 

improved, also, the market competition has become more intense and foreign 

wine has strengthened their competitiveness in China market; meanwhile, 

domestic consumers’ behavior has matured; all of these elements will affect the 

Chinese wine industry and the structure of products will transform from low 

grade to mid and high grade, and domestic wine manufacturers have to face the 

new competitive environment. With a population of over 1.3 billion, China is 

currently Asia’s second largest wine market by value after Japan. As China 

economy grows and appetite for sophisticated consumer tastes develops, Chilean 

wine companies have a great opportunity to enter the China market. The 

increased interest and demand for Chilean wine is being driven by China strong 

economic growth, and its rising per capita income. Emerging second tier 

markets and wealthy coastal cities, not just big hubs like Beijing, Shanghai and 

Guangzhou, are providing opportunities for Chilean companies to access a 

greater share of the Chinese market.  

Wine consumption patterns in China have changed significantly as living 

standards have risen. Chinese consumers are becoming more discerning and are 

demanding: 

• Higher quality  

• Modern packaging  
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• Confidence in wine safety and ingredients integrity  

• Convenience  

• More variety 

-Opportunities: 

Foreign-invested supermarket retailers such as Wall-mart, Trust-Mart, Makro, 

Jusco, Carrefour, Tesco, Lotus, Metro, Park’N Shop, 7-Eleven, Watson’s and 

major domestic chain store outlets such as Hualian, Lianhua, and Vanguard have 

expanded in China with speed. These supermarkets have become more 

diversified and sophisticated, and offer local consumers an increased range of 

imported wine. The proliferation and growth in the number of wine retail outlets 

and chains presents opportunity for Chilean exporters of wine to China. All of 

the foreign funded supermarkets plan to increase their investment in China.  

 

Chile is poorly recognized by good quality products and brands. Many Chilean 

exporters have the chance to take advantage of Free Trade Agreement and use 

this weapon to create competitive edge by establishing a position as a supplier of 

good quality of wine. Chilean wine exports to China have risen significantly. In 

2011 China will surpassed Japan becoming the largest export market in Asia for 

the Chilean wine industry. Chile is ranked number one in bulk wine and also 

ranked five largest overall supplier of bottled wine to China, highlights the 

importance of China as a key emerging market for Chilean exporters.   

One of the ways to reach the market is follow Australian model they created one 
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institution to work closely with Australian producers and Chinese importers 

together in promoting a unified Australian wine industry marketing and 

educational message to the Chinese market.  The partnership will work towards 

the effective development and coordinated delivery of the Wine Australia China 

Market Program and Australia China business development and export 

promotion initiatives to the benefit of the Australian wine industry. 

 

In my opinion Chilean government have to develop or help existing 

organizations like Wines of Chile to support in market initiatives Chile & China 

wine importers networks for importers and distributors of Chilean wine in China. 

All Chilean wines destined for export to China with the FTA enjoy the fast way 

to reach the Chinese market faster and easily in comparison with other exporters 

of wine in P.R.C, this is a competitive advantage and Chilean producers have to 

use. Given the continued opening up of the China market and with a bilateral 

Free Trade Agreement between Chile and China, there is potential for further 

growth in Chilean wine exports to China. 

 

-Tariffs, regulations and customs: 

Following entry into the World Trade Organization, China has reduced its 

overall average tariff for agricultural products. However, China still has pockets 

of high tariff protection. Chile China Free Trade Agreement negotiations are 

progressing on tariffs and other China market access issues. These include tariff 

rate quotas, standards and technical regulations.  
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-Industry standards: 

All import of wine industry is subject to inspections by the China Entry Exit 

Inspection and Quarantine Bureau (CIQ). Quarantine and Inspection in China 

can be complicated and challenging, so be prepared and do not underestimate 

the cost, documentation and time required. Accessing up to date information on 

quarantine and customs requirements such as labeling and packaging 

requirements, wine standards and allowable ingredient listings can be 

challenging. All imported prepackaged wine must be labeled in both English and 

Chinese (simplified Chinese as used in mainland China) with the general 

standard for the labeling of prepackaged wine, the following is the example of 

minimum information to be listed: 

• Wine name  

• List of ingredients  

• Alcoholic strength  

• Original wheat juice and fruit juice volume  

• Name and address of manufacture and local agent or distributor  

• Production date, use by date and guidance for storing  

• Net weight and volume  

• Code of national standard, or industrial standard, or enterprise standard for 

the product  
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• Quality grade  

• Production license 

-Marketing your wine and services: 

There are a number of market entry strategies worth considering: 

• Look for small or medium sized private trading houses with subsidiaries or 

contacts in Hong Kong who can arrange payment in foreign currency and 

with a wide distribution network in your target local market.   

• Don’t exclude all the large buyers, particularly those private trading houses 

who have been importing wines via Hong Kong traders. Some of them have 

started to buy directly from overseas suppliers and have gained basic 

experience in foreign trade. As a consequence it has become easier to do 

business with these companies directly.  

• Ascertain that you are dealing with a reputable business partner but at the 

same time take full export insurance.  

There are a number of actions that will help you succeed as a supplier:  

• Get to know the market: Visit the market, establish a price range for your 

wines, understand the sales and distribution channels, and know customers 

preferences.  

• Proper due diligence: due to an increased incidence of scams in China, 

Chilean companies are urged to investigate enquiries from China and 
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consult for assistance and referrals to professionals specializing in China 

due diligence checks and investigations.  

• Find a local partner or agent: Choose slowly and carefully, look for a partner 

with a proven record, and ensure that the partner is able to handle import 

formalities.  

• Test the market: Be aware that everything is different in China between each 

of the cities and provinces.  

• Find your market segment and focus on it: Identify and develop a niche 

market. Try not to cater for the entire market by diversifying too early.  

• Adapt your wine to the local market: Adapt your wine to local tastes, and 

make small adjustments to the wine if necessary.  

• Invest wisely in market promotion: Participate in industry specific trade 

shows, and make frequent visits to China.  

Online trading is gradually expanding in China and there are a number of 

e-commerce sites and developers. Many sites in China provide a platform for 

business information exchange, however physical transactions are primarily 

undertaken offline due to China undeveloped online payment system, and 

difficulties establishing the business credentials of some companies in China.  
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-Distribution channels:  

Distribution channels into China are complex and changing constantly. Exports 

into China can be handled through a number of intermediaries including Hong 

Kong traders; private trading houses in China, state owned trading houses, or a 

joint venture arrangement.  Only licensed importers can handle import 

procedures and have the right to import products. Most wine distributors or 

traders do not hold import licenses and very few licensed importers act as 

distributors. 

 

Different wine categories require different distribution channels. Currently, most 

products are handled through Hong Kong traders. However, private trading 

houses in China have become increasingly more important for the importing of 

wine. 

-Extra Information, Basic marketing plan: 

I-Background: Discussion of the recent history of the company, products and 

services. Review if your company is ready to run into oversea investments. 

II-Revenue History and Forecast: Chart showing past 5 years and 2 year 

projections into the future. Look what kind of segment your company is located 

and market niche if possible.  The basic questions: I can afford invest in P.R.C., 

for how many years knowing return during the first period is not positive.  
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III-Strategic Issues: Discussion of current business environment, internal and 

external issues which are or could affect next year's business. Here you have to 

find a partner in China. Joint ventures with local producers or local importers of 

wine, in my opinion is one of the best way to access your target market in China. 

IV-Competition: Detailed analysis of competitors including strengths and 

weaknesses, you have to found a consultant company in Asia to provide all these 

information, Hong Kong can be the bridge between wine market in China and 

your company, Chinese governmental information is not accurate.  

V-Pricing: Discussion of past pricing trends and next year's pricing strategies.  

VI-Marketing Strategies: Campaign of advertisement, local media “news 

papers, TV shows, radio and hire local celebrities and use here image in the 

community to promote your wine. Also wine tasting is one of the best ways to 

show your products and interact with local importers and costumers. 

VII- Marketing channels: Use your local partner to choose the right channels; 

remember channels in China are different than channels in the west. 

 

 

 

 

 

 




