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Wine consumption behavior between Western and Mainland Chinese Consumer

Introduction

1 Since the late 1980s, wines and spirits consumption patterns have
been changing throughout the world. The consumers drink less than
the past while the demand for premium wines and spirits have been
increasing . Capitello, Agnoli and Begalli? also observed this trend of
decreasing wine consumption. However, they indicated that there is
increasing demand for wine in the Pacific-Asia region, such as China,
Japan and Taiwan. Pan, Fang and Malaga 3 found that there is a large
potential wine market in China after China joined the World Trade
Organization. The International Organization of Vine and Wine (OIV)
claimed Chinese consumers drank 1.72 billion liters of wine in 2016,
with 6.9 percent year increase, the highest in the world“. China is
currently the fifth largest wine-consuming nation in the world®.
Many wine producers and vineyards regard China as the most poten-
tial market in the foreseeable future. At the same time, China was the
world’s fifth largest wine production country in terms of vineyard
area and produced more than 490,000 tons of wine. It ranked the
seventh largest wine production country%. China also has the poten-
tial to develop as a major wine production country in the future.

Problem statement

2 China can be an emerging wine consumption market and a compet-
itor to existing wine production countries’. This phenomenon
aroused the interest of academic in recent year. There were many
previous studies about Chinese wine consumer behavior. Pettigrew
and Charters8, as well as Somogyi, Li, Johnson, Bruwer and Bastain ?
investigated the motivation of Chinese wine consumption. There
were some studies related to the country-of-origin effects on
Chinese wine consumers ', However, few academic scholars started
looking in the different wine consumption behavior between Western
and Chinese. There is no comprehensive study of analyzing the dif-
ferent wine consumption behavior between Chinese and Western.
Williamson, Robichaud & Francis!! only compared the Chinese and
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Australian consumers’ liking responses for red wines. Jiang'? com-
pared the difference between Chinese and Western drinking culture.
Because of the different culture, history and social environment, con-
sumer behavior may vary considerably from country to country, even
if they face the same product. In the food/beverage model, culture is
a factor influencing on consumer behavior 13, The effective marketing
strategy in the Western market may not be as successful as in China
market. Cultural value plays a significant role in the decision process.
People in a cultural environment will have a different response to the
same marketing communication . Previous researches did not study
the difference of drinking pattern, drinking motivation and the effect
of extrinsic factors between Chinese and Western. What are the dif-
ferences between Chinese and Western wine consumer? And why do
these differences exist? The paper will fill the academic gaps. It will
investigate the different wine consumption behavior between West-
ern and Mainland Chinese. It contributes to the understanding of the
different wine consumption behavior between Western and Mainland
Chinese so that the vintners, foreigner wine marketers, restaurant
can adjust and localize their marketing strategy in China. They can
promote, import some wines which Mainland Chinese consumers
prefer.

Objective

3 The findings have relevance for marketers seeking a deeper under-
standing of the Chinese wine consumption behavior indifference to
Western so that they can set up a more suitable strategy to promote
their wine products in China. The main objectives of this thesis are to:
a). Examine the difference in wine drinking pattern between Main-
land Chinese and Western b.) Analyze the motivation for wine con-
sumption and drinking of the Mainland Chinese and Western c.) Ana-
lyze how Western and Mainland Chinese consider extrinsic factors
(Price, Country-of-origin and Packaging) when buying wine

Literature review
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Wine culture and history in West and
China

4 Wine is an agricultural product produced from fermented grape juice.
It is made from grape, water and yeast . It is believed that wine was
invented as early as the Paleolithic period. Wine probably originated
in Persia. Greek and Roman disseminated the winemaking technique
around Europe. After the Age of Discovery, European immigrated into
America, Australia and South Africa. They brought the technique of
cultivation of wine. So, the USA, Australian and South African wines
are called New World wine while the French, Italian wines are called
Old World wine 6. Wine played a significant role in Chinese culture
and history as well. In the Han Dynasty (206-220 BC), Zhang Qiang
was as an envoy to the Xin Jiang and Central Asia. It was the first time
for Chinese recognizing the existence of fermented grape wine. In
the Tang Dynasty (618-907 BC), there is a record that Chinese planted
grape and produced red wine!’. It seems that Chinese have long-
history wine culture as like as European.

5 In terms of wine cultures, Chinese and Western have some similarit-
ies but also some differences. Roman regarded wine as medicine. It
was recorded that Asclepiades (124-40 B.C) was the most prominent
doctor who prescribed wine8, It is evident that wine has healthy
value in Western people’s mind in the past. Also, the Chinese believe
that slight alcohol consumption is healthful 1. Wine plays a healthful
and medical role in both of their cultures. Wine and art have a very
close relationship in Chinese and Western history. The Latin poet
Horace stated that wine is conducive to writing?®. Many successful
Chinese poets drank too heavy wine, such as Li Bai, the Poet Tran-
scendent?!, For Chinese and Western poets, wine is a stimulus for
creation. On the other hand, there are some differences. Jiang??
stated, “Chinese liquor drinking culture manifests the respect for
human beings. Wine is a communication tool in the Chinese eye. The
rituals of wine drinking in West reflect the respect for alcohol”
Chinese liquor drinking etiquette is very strict. Master and guests
have their fixed seat and order of toast according to their authority
and age. If someone disobeys the ritual, they will be regarded as im-
polite and immoral people?3. Western wine lovers have a strict ap-

Le texte seul, hors citations, est utilisable sous Licence CC BY 4.0. Les autres éléments (illustrations,
fichiers annexes importés) sont susceptibles d’étre soumis a des autorisations d’'usage spécifiques.



Wine consumption behavior between Western and Mainland Chinese Consumer

praisal ritual. First, they will observe the color of wine and feel the
fragrance, then taste it, using the eyes, nose and tongue to appreciate
the wine %, Besides, they have a strict order to drinking wine in order
to taste the delicacy of wine Jiang2°. Chinese think wine is important
in social connection while Western appreciate the taste of wine.

Wine Motivation and Consumer Beha-
vior and of Mainland Chinese and
Western

6 Somogyi, Li, Johnson, Bruwer and Bastian 26 studied the motivation of
Chinese wine consumption. They indicated that Mainland Chinese
consumed wine because of health reason. They believed that wine
was good for sleep and blood circulation. Li, Jia, Taylo, Bruwer and
Li%’ studied the wine drinking behavior of Chinese young adult. Ap-
proximately 60% of respondents choose social communication as a
major reason. The second-ranked reason was body health. Camillo %3
also investigated the determinants of consumption in China. Health
reason was the main reason. Over half of the interviewees drank wine
because of its healthful value. 21% claimed that they drank wine since
it tastes good. Pettigrew and Charters?® did research about Hong
Kong Chinese’s motivation and behavior of wine. They argued that
Hong Kong Chinese consume wine because they want to achieve an
altered physical state and get a means of communicating status to
others. Hong Kong Chinese are willing to forsake their personal taste
preference in order to desired images. It is evident that Chinese drink
wine because of health, social communication and image enhance-
ment.

7 There are also researches about Western wine consumer studies.
Thompson and Vourrvachis3? found five salient beliefs among UK
wine consumer including, better taste than other alcoholic bever-
ages, wine is only to accompany meals, wine is for special occasions,
expensive wine is a good wine, and wine is sociable. However, James
and Christodoulidou3! did research about factors influencing wine
consumption in Southern California consumers based on the same
methodology that Thompson and Vourrvachis used. The result was
different from the result of Thompson and Vourrvachis. Health bene-
fits became a major belief in South California wine consumers. 52% of
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respondents said the wine was good for their health and 32% of re-
spondents wine was sociable, which was the second belief. This result
was similar to the results of Li et al. 32, It showed that health became
major reason for Western drinking wine for a decade. Moran and
Saliba 33 found that older Australian drank wine because of the taste
of wine. 86% of the respondents agreed or strongly agreed with this
statement. The reasons for western drinking wine are similar with
Chinese except for the hedonic reason, the taste of the wine. Willi-
amson, Robichaud and Francis 34
tralian consumers’ liking responses for red wines. They stated that
Australians had a greater acceptance of higher alcohol and ‘dark fruit’.
Appearance, taste and mouthfulness are more important for Chinese
consumers. Although Williamson et al.3® provides an insight into dif-
ferences in drivers of preference of wine between Western and

compared the Chinese and Aus-

Chinese, they did not investigate the cause of difference, wine con-
sumption pattern and the effect of the moderate variables. In fact,
there is no comprehensive study about the different wine consump-
tion behavior between Western and Chinese.

8 There are a few journal articles about the relationship between the
price and wine selection of Chinese. Liu & Murphy?3® stated that
Chinese consumers purchase expensive wine for a public situation
but they purchase inexpensive wine for private consumption. They
explained that there was a strong association between price and "mi-
anzi" (image). Chinese believed that higher price the wine is, the
higher “mianzi” consumers can earn. Camillo %’ also found the similar
result. Chinese prefer purchasing expensive wines as a gift but af-
fordable for their own consumption. It is assumed that the price of
wine will affect the usage of the wine.

9 Country-of-origin is a popular topic. Many researchers did studies
about how country-of-origin affects wine purchasing. Bruwer &
Buller 38 found that Japanese consumer with higher levels of objective
knowledge did not use the country-of-origin. Recently, there are
some researches about the country-of-origin effects on Chinese
wine consumers. Capitello, Agnoli and Begalli3? argued that Chinese
pursue westernization so that new generation regarded the country-
of-origin as an important indicator for good quality. So, French wine
occupied approximately half of the Chinese market share from 2002
to 2012. Moreover, country-of-origin is an important factor when
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Chinese consumers evaluate the quality of wine, especially when the
wine being for special occasion?0, Hu, Li, Xie and Zhou?! found a
similar result. Country-of-origin is more important than brand when
the wine is consumed at a special occasion. They deducted that the
Chinese cannot establish wine selection criteria because they did not
have enough wine appreciation experience and wine knowledge. As a
result, they rely on extrinsic factors such as country-of-origin. It is
assumed that country-of-origin is an important consideration when
purchasing wine. It is possible that Chinese emphasize country-of-
origin of wine than Western since Chinese have less wine knowledge
than Western consumers.

Some researchers studied how package affect the wine selection of
Western. However, there is no study about the association between a
package and the wine selection of Chinese. The visual appearance of
a food package, such as shape, color, label, brand, is as important as
the food appearance 4. “High expectations for product quality in-
duced by commercial packaging are met by high-quality foods”43.
Barber &Almanza 44 studied about how wine package influence on the
wine purchasing. It showed that consumers were likely to purchase
wine based upon the wine packaging. More important, consumers
would regard the wine label as an integral information source when
doing purchase decision. Consumers preferred front label with the
country of origin and brand and back label with“style of wine” and
“description of wine”. Flavor and taste descriptions such as “floral” or
“essence of peaches and dried apricots” may not add real value to
consumers. Information, such as, how dry or sweet the wine is, what
the grape varietal is, were more useful for customers. However, there
are some contrast results about the usefulness of the package in a
mature wine market. Package has no significant effect on the Italian
wine consumers 4. Goodman“® indicated that the attractive front
label is one of the least important elements for consumer staking into
account when choosing wine. In fact, there is no conclusion whether
or not the package will affect the wine consumer purchasing. There is
a big gap existing in the effect of the package on the Chinese wine
CONsumers.
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Sample and data collection

11 This study investigates the different wine consumption behavior
between Western and Chinese. The quantitative data collection tech-
nique was used since many previous researches adopted the quantit-
ative technique to collect the data. Structured questionnaires were
designed to collect the information for the study. In this research, a
non-possibility, convenience sampling method was chosen. Li, Jia,
Taylor, Bruwer & Li 47 Camillo 48 and Hu, Li, Xie, Zhou?? also used a
convenience sampling method to collect data to study Chinese wine
consumer behavior. 110 Mainland Chinese and above 109 Western
wine drinkers were interviewed respectively. The Western are all
Caucasian-looking because of convenient searching. The survey was
conducted in February 2015. Hong Kong is selected to be the study
site as Hong Kong was the Britain colony. There are many expatriates
living in Hong Kong and Western tourists. Besides, many Mainland
Chinese travel to Hong Kong every year. It is convenient to collect the
data of wine consumption behavior of Western and Mainland Chinese
in Hong Kong. The questionnaires were distributed in the traditional
tourism regions, such as Tsim Sha Tsui, Admiralty, Wan Chai, Hom
Hung and Stanley main market. Many tourists travel these places for
drinking since there are many bars and restaurants there.

Data Analysis

12 The questionnaire was designed accordance with the information
provided in literature review. The questionnaire was divided into 4
parts. The first section was about some demographic questions, such
as the interviewee’ age, income, education level. These questions of
this part were based on the research of Hu, Li, Xie, Zhou 50 The
second is the questions about wine consumption pattern, such as
how much they spend on wine, how frequently they drink wine. The
questions were accordance to the Barber, Almanza, Donovan 511, Jia,
Taylor, Bruwer, Li®% Viot, Passebois-Ducros®? and Camillo’s®* re-
searches. The third section was about wine motivation. The questions

55 research were used. The final

in the Barber, Almanza, Donovan’s
part was the effect of extrinsic factors (price, origin-of-country and

package) on the wine behavior. There were some statements for re-
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spondents to answer. The statement adopted from the researches of
Hu, Li, Xie, Zhou 56, Liu, Murphy57 and Barber, Almanza 58 The re-
spondents needed to answer how extent they agree to these state-
ments, seven-point Likert scale items ranging from 1 (totally disagree)
to 7 (totally agree). The majority of the data collected had a quantitat-
ive nature and information from the completed questions were
therefore pre-coded and then entered into the Window version of
the Statistical Package for Social Science 20. Frequencies and cross-
tabulations were worked out on the descriptive data. Besides, the in-
dependent T-test was conducted. The testing is to investigate the
difference between means that in the specific values of the means
themselves. This method used to analyze if there is the difference
between Mainland Chinese and Western when considering various
extrinsic factors (Price, Country-of-origin and Packaging).

Research finding

Demographic result
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lllustration 1: Summary of survey sample by demographic characteristics of re-
spondents (N=219).

Race Total
Western Mainland Chinese
Male 57 50 107
Gender
Female 52 (1) 112
18-25 [} 28 44
26-35 3o 46 32
36-45 28 3 56
Age
46-35 17 8 25
56-65 11 0 11
66 or above 1 0 1
Less than 10,000US dollar; Less than 82,737RMB 15 58 73
10,000 - 29 .99%US dollar; 82,737 — 248 204RMB I 25 36
30,000 — 49,999 US dollar; 248,205 - 413,079RMB 1o 7 3
Income 50,000 — 69,999US dollar; 413,680 — 579,154 RMB 17 16 33
70,000 - 99,999USdollar; 579,155 - 827,366 RMB 15 ] 16
100,000 US dollar or above; 827,307 RMB or above 32 1 33
Mot answer 3 2 5
Primary school (] 1 1
Secondary school 4 10 14
Educational Vocational school 12 40
University 69 15 114
Post graduate 24 14 38
Total 109 110 219

13 There were 219 respondents interviewed. 109 were Western and 110
were Mainland Chinese. 50% of the Western respondents and 50% of
the Mainland Chinese respondents were males respectively. With re-
gards to age, the Mainland Chinese data sample was younger than the
Western. One-third (33%) of Western and over two-fifths (41%) of the
Mainland Chinese and belong to the 26-35 age range. But few (15%)
Western were at the age of 18-25 while about one quarter (25%) of
Mainland Chinese were at this age range. In terms of annual income,
Western respondents earned much more salary than the Mainland
Chinese. Almost one-third (29%) of Western respondents earned
100,000 US dollar or above. Only one Mainland Chinese respondents
can earn the same salary level in China. Over half (53%) of the Main-
land Chinese earn less than 82,737 RMB dollar (Less than 10,000 US
dollar) annually. Generally, Western respondents acquired higher
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education than Mainland Chinese. Many Western and Mainland
Chinese interviewees were educated at university, 63% and 41% re-
spectively. More (22%) Western studied postgraduate program than
(13%) Mainland Chinese did. In terms of nationality, half (50%) of
Western came from USA, UK, Australia. About three-fifths (60%) of
Mainland Chinese came from Guangdong.

Drinking Pattern

The result shows that Western consumed wine more frequently than
Mainland Chinese. Nearly half (47%) of Western respondents con-
sumed wine once a week. On the contrary, over one-fifth (23%) of
Mainland Chinese respondents consumed wine once a week. And
over one quarter (27%) of Mainland Chinese said they drank wine
once a year or less. Red wine is the most popular wine in both groups.
More than three quarters (76%) Western and over three-fifths (61%)
of Mainland Chinese consumed red wine. Besides, over half (54%) of
Western consumed white wine but only less than 13% of Mainland
Chinese drank white wine. It is interestingly found that Mainland
Chinese prefer sweet wine than Western. Almost one-fifth (21%) of
Mainland Chinese consumed sweet wine. Unlike Mainland Chinese,
very few (6%) Western consumed sweet wine. Both of two sample
groups agreed vintage is an important factor. Regarding as the wine
expenditure, almost three-fifths (60%) of Western respondents spend
10-29 US dollar to buy wine. But the result of Mainland Chinese is
quite extreme. Although nearly half of (43%) of Mainland Chinese
spent 70-200 RMB (10-29US dollar) on wine expenditure, 12% con-
sumed more than 500 RMB (69 US dollar). In terms of the country of
wine selection, there were over three-fifths (64%) of Western re-
spondents selecting French wine as their top three favorite wines.
Over half (56%) of them selected French wine as the most favorite
choice. More than three quarters (78%) of Mainland Chinese also se-
lected French as their top three favorite wines. Half (50%) of Western
respondents selected Italian wine as their top three favorite wines.
Over two-fifths (41%) of Mainland Chinese selected Italian as their
top three favorite wine. It seems that both Western and Mainland
Chinese prefer French wine mostly and Italian wine secondly. Re-
spectively, 37% and 35% Western selected Australian wine and USA
wine as their top three favorite wines. Over one-third (39%) of Main-
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land Chinese chose Chinese wine as their top three favorite wines. In
terms of wine knowledge, the general wine knowledge level of West-
ern is higher than Mainland Chinese. Over half (51%) of Western
claimed their wine knowledge achieved an average level. But, less
than one-third (32%) of Mainland Chinese claimed their wine know-
ledge achieved an average level. Moreover, over one-third (38%) of
Mainland Chinese said that they were not familiar with wine. Only
three Western did the same option. Most Western liked drinking wine
a restaurant (79%) and home (80%). The proportion of restaurant and
home were 40% and 47% in Mainland Chinese group. The majorities
of both groups prefer to drink wine with friends. However, 11% of
Mainland Chinese preferred to drink alone while one Western did the
same option.

Motivation

Western and Mainland Chinese have a different motivation for wine
consumption. The most important reason for Western drinking wine
was the tastiness of wine. The majority (90%) of Western select the
taste of wine as the top three important reasons. Half (50%) of them
who chose the taste of wine as the top three important reasons se-
lected it as the most important reason. Secondly, three-fourths (75%)
of Western selected social communication as the top three important
reasons. 45% of them selected it as the most important reason. Over
half (51%) of Western selected choice of wine pairing with food as the
top three important reasons. However, the reasons for Mainland
Chinese drinking wine were different from that of Western. Health
reason was the most important reason for Mainland Chinese drinking
wine. Over half (55%) of Mainland Chinese selected the health reason
as top three important reasons. Nearly three-fifths (57%) of them se-
lect as the most important reason. Social communication was one of
the main reasons. Nearly three quarters (71%) of Mainland Chinese
selected social communication as the top three important reasons.
More than one quarter (28%) of them selected it as the most import-
ant reason. Over two-fifths (42%) of Mainland Chinese selected the
image enhancement as the top three important reasons. Almost half
(46%) of them selected it as the most important reason.
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Extrinsic factor

An independent sample t-test was used to compare the differences
between Western and Mainland Chinese wine consumer behavior in
extrinsic attributes (price, the origin of country and package). Signi-
ficant differences were focused when the significant value is less than
0.05 (p<0.05). There are 20 wine behavior statements. The illustration
2 shows that 10 of them have significant differences.

Illustration 2: Extrinsic factor considered differently by Western and Mainland

Chinese
.
Juestion Race Mean Std. Deviation Std. Error Mean t SigA2-tailed)
Q18. Do you agree that price is an important factor when you Western 5.09 1.405 135 3.230 (111}
purchase wine?* Mainland Chinese 4.37 1.857 A77 3278 001
(19, Do you agree that | will consume expensive wine in occasional | Westem 403 1.620 155 3146 002
kevent while consuming affordable wine in private consum ption?* Mainland Chinese 3.92 1.741 166 3147 002
Q20. Do you agree that there is a strong association between price | Westem 487 1.552 149 157 876
and qualiey? Maliiland Chimese 4.84 1.764 168 157 876
Q21. Do you agree that there is a strong association between brand | Westem 4.90 1.592 153 =1.16% 244
and price? Mainland Chmese 5.15 1.526 145 -1.16% 244
Q22. Do you agree thal expenisive wille consumm plion or giving Weslem 4.19 1.658 159 -1.583 15
expensive wine to friend can enhance your social image? Mainland Chinese 4.55 1.640 156 -1.583 15
Q23. Do you agree that the price is more important than the aroma, |Westem 2.0 1424 136 <1.953 000
color and grape varety?* Mainland Chmese 4.07 1.841 176 =7.962 000
Q4. Do you agree that country of the wine is i portant when Wester .17 1.506 144 2.587 (][]
selecting wine?* Mainland Chmese 4.04 1.519 145 2.587 olo
Q25. Do you agree country of the wine is more important than Westem 4.55 1.530 147 109 914
brand when selecting wine for special occasions? Mainland Chinese 4.53 1.629 155 109 914
Q26. Do you agree that there is a strong association between Westemn 4.04 1437 138 -229 819
country of the wine and price? Mainland Chinese 4.09 1.696 162 -229 819
Q27. Do you agree that there is a strong association between Westem 5.00 1.560 149 2130 034

17

Le texte

Price is significantly different among Western and Mainland Chinese
wine consumers (p<0.05). Western (mean=5.09) agree that price is
important more than Mainland Chinese do (mean=4.37). There is a
significantly different attitude of consumption expensive wine in an
occasional event while consuming affordable wine in private con-
sumption among Western and Mainland Chinese (p<0.05). Western
(mean=4.63) agree with this statement more than Mainland Chinese
do (mean=3.92). There is a significantly different attitude that the
price is more important than the aroma, color and grape variety
(p<0.05). Mainland Chinese (mean=4.07) agree with this statement
more than Western do (mean=2.30). Country-of-original is signific-
antly different among Western and Mainland Chinese (p<0.05). West-
ern (mean=>5.17) agree with that country of the wine is important
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more than Mainland Chinese do (mean=4.64). There is a significantly
different attitude of association between country of the wine and
quality(p<0.05). Western (mean=>5.01) tend to agree with this state-
ment more than Mainland Chinese do (mean=4.54). There is a signi-
ficantly different attitude of that country of the wine is important
when for gift giving and consume in public(p<0.05). Mainland Chinese
(mean=4.38) tend to agree that the country of the wine is important
when for gift giving and consume in public more than Western do
(mean=3.82). There is a significantly different attitude of that the
country of origin of wine is more important than the aroma, color
and grape variety (p<0.05). Mainland Chinese (mean=4.27) agree with
this statement more than Western do (mean=2.71). The package is sig-
nificantly different among Western and Mainland Chinese wine con-
sumers (p<0.05). Mainland Chinese(mean=4.67) agree with that pack-
age is important more than Western do (mean=4.06). There is a signi-
ficantly different attitude of information in the wine label (p<0.05).
Mainland Chinese (mean=4.79) prefer more information in wine label
more than Western do (mean=4.29). There is a significantly different
attitude of that the package of wine is more important than the
aroma, color and grape variety (p<0.05). Mainland Chinese
(mean=4.10) agree with this statement more than Western do
(mean=2.49).

Discussion

Drinking Pattern

In 2010, Li, Jia, Taylor, Bruwer, & Li found that Chinese youngster did
not drink wine frequently. Almost three-fifths (58.9%) of respondents
drank wine once a year or less and very few (2.9%) drank wine once a
week. In this research, over a quarter (27%) of respondent drank wine
once a year or less and over one-fourth (23%) of respondents drank
wine once a week. Although the frequency of wine consumption of
Mainland Chinese is not as many as the Western (46% of Western re-
spondents drink wine once a week), it is evident that Mainland
Chinese drink wine more frequently than past. It indicates that wine
consumption culture is emerging in Mainland Chinese. In this re-
search, it discovers that Mainland Chinese prefer red wine and sweet
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wine whereas Western prefer red and white wine. This result is con-
sistent with the findings of Li et al. 59 and Somogyi, Li, Johnson,
Bruwer & Bastian 0. Both of Mainland Chinese and Western regarded
vintage as an important factor. There is a difference in the expendit-
ure of wine between Western and Mainland Chinese. Although most
of Western and Mainland Chinese spend around 10-32US dollar on
wine consumption per time, the proportion of expensive wine con-
sumer of Mainland Chinese was higher than Western. This finding
implies that there are two Mainland Chinese wine consumers. One
group of Mainland Chinese spend money on wine as much as West-
ern while another group spends much more money on wine. In terms
of country of wine, Western and Mainland Chinese have a similar
preference. Western prefer drinking French, Italian, Australian and
USA wine while Mainland Chinese prefer drinking French, Italian and
Chinese. This result is not fully consistent with the report of Capi-
tello, Agnoli & Begalli 6. In this research, Italian wine gets more popu-
lar while Australian wine gets less popular for Mainland Chinese. This
finding perhaps indicated the change of the Mainland Chinese pref-
erence. Li et al.%? did a test about the wine knowledge of Mainland
Chinese. The result indicated that Mainland Chinese lacked basic
wine knowledge. Their research is similar to this research. This re-
search proves that the level of wine knowledge of Western is higher
than the Chinese.

Discussion of Motivation

Western drink wine because of the taste of wine, social communica-
tion, pairing with the meal while Mainland Chinese drink wine be-
cause of health reason, social communication, image enhancement.
These findings are consistent with previous researches 53,

Most Mainland Chinese selected health reason as their most import-
ant reason for wine consumption. They believe that wine can improve
their health. According to some medical research, daily moderate
wine consumption can improve cardiovascular health and increase
lifespan 4. This probably explains why most Mainland Chinese selec-
ted health reason for their most important reason. Although James
and Christodoulidou %> found that health benefits become more in-
fluential in the USA, this current research cannot find a similar result.
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It may be because James et al.66

only focused on South California
American, but this research focuses on all Western wine consumers.
Owing to the different target groups, the results are variable. Both of
the groups think that social communication is an important reason. It
is mentioned that wine is a communication tool in Chinese 9. It is be-
lieved that the Chinese use wine to communicate with friends. West-
ern also have the same intention to drink wine. Pettigrew and
Charters %8 did research about alcohol consumption motivation in
Hong Kong. They indicated image enhancement was a motivation for
Hong Kong Chinese for drinking alcohol. The same motivation can be
found in Mainland Chinese. In some extent, Hong Kong and Mainland
China wine culture is similar. Apart from social communication,
Western drink wine on account of taste and complementarities with

1.69 research. Ac-

food. These results are consistent with James et a
cording to Jiang 7%, China’s drinking culture mainly show the human-
istic dimension. So, the motivations for Chinese usually get involved
with human relationships, such as social communication and image
enhancement. And Western drinking culture shows the respect and
appreciation of wine. Taste of wine and wine pairing with meal be-
come Western’s main motivation. It is evident that cultural difference
causes different motivations for wine consumption between Main-

land Chinese and Western.

Discussion of Extrinsic Factors
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lllustration 3: Extrinsic factor considered différentiai by Western and Mainland
Chinese.

Mainland
Chinese

Western s

Q36
Q35
Q34
033
Q32
Q31
Q30
Q29
Q28
Q27
Q26
Q25
Q24
Q23
Q22
Q21
Q20
Q19
Qis

Totally Agree7 6 5 4 3 2 1 Totally Disagree

21 There are 20 wine behavior statements in illustration 3. 10 of them
have significant differences. Illustration 3 shows that Mainland
Chinese differ from Western significantly when they consider various
extrinsic factors. Mainland Chinese tend to agree to the statements.
Western consider price and country-of-origin of wine more import-
ant than Mainland Chinese do while Mainland Chinese think package
of wine is important more than Western do. Western and Mainland
Chinese consider different extrinsic factors. But Western disagree
that price, country-of-origin and the package are more important
than the aroma, color and grape variety. Mainland Chinese is quite
neutral to these statements. Unlike Mainland Chinese, Western con-
sider significantly aroma, color and grape variety. It is obvious that
Western and Mainland Chinese consider different factors when pur-
chasing wine. Mainland Chinese consider the package first, then
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country-of-wine and price, aroma and the grape last. However, West-
ern will consider aroma, grape first, then country-of-wine and price,
package last. It implies that Western assess the quality of wine by in-
trinsic cues (physical characteristics of the product) while Mainland
Chinese assess the quality of wine by extrinsic cues (cues external to
the product). Liu and Murphy ! also argued that extrinsic cues dom-
inate Chinese consumers’ perceptions more than intrinsic cues. The
difference may be attributed to the level of wine knowledge. Rao &
Monroe 7> found a high level of product knowledge buyer relied on
the intrinsic factor more than a low level of the product knowledge
buyer. According to current research, it is found Mainland Chinese
wine knowledge was lower than Western. It is hypothesized that the
level of wine knowledge causes different wine consumer reaction
when they encounter intrinsic and extrinsic factors. Besides, since
Mainland Chinese have lower level of wine knowledge than Western,
Mainland Chinese prefer more information in wine label than West-
ern.

Conclusion, Implication and Re-
commandation

According to Shepherd& Sparks’3, cultural factor affects consumer
food and beverage preference. This study revealed that culture defin-
itely influences the motivation for wine consumption. Western drink
wine because of the taste of wine, social communication, pairing with
the meal while Mainland Chinese drink wine because of health
reason, social communication, image enhancement. Mainland
Chinese and Western consider different extrinsic and intrinsic
factors when buying wine. Mainland Chinese consider wine package
while Western consider price and country-of-origin. And this study
discovers that Western consider intrinsic factors, such as aroma and
grape variety more than Mainland Chinese. Wine knowledge affects
the selection of extrinsic and intrinsic factors. Mainland Chinese usu-
ally are low wine knowledge consumers. They tend to use extrinsic
cues to identify the quality of wine. But Western have high wine
knowledge consumers, so they will use intrinsic cues to select wine.
It is believed that some successful marketing strategies in Western
countries might not have the same effect in China market due to the
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different consumer behavior. Based on the findings of this research,
there are some suggestions. The vintners can emphasize the healthy
value of wine, highlight the premium image of their wine to Chinese
customers. Label and package of wine are important for them.
Vintner should make the package of wine more beautiful to attract
them. And more information should be covered in the wine label.

Limitation and future studies

There are some limitations to this study. First, the sample size was
relatively small because of the limited time and manpower. 219 re-
spondents may not comprehensively reflect the real wine consumer
behavior. Moreover, the result of wine knowledge is judged by the re-
spondents. This may affect the reliability of the result. Future studies
can investigate other extrinsic factors, such as brand name, advert-
isement impact and other intrinsic factors, such as size, flavor.

Schiffman and Kanuk 7 indicated culture is shared. Particularly, be-
lief, value or practice will influence others from a significant portion
of society. Future studies can study the different wine culture among
Mainland China. China is a large country. The economic development
and ease of information attainment are different between the tier cit-
ies and/or rural areas. The wine consumer behavior of residents in
tier cities differs from that in the rural area. These future studies will
be very useful for wine companies because they can adjust their mar-
keting strategy according to the difference in various provinces. Ac-
cording to Liu and Murphys”® study, Mainland Chinese consumed
expensive wine in an occasional event while consuming affordable
wine in private consumption. However, the finding is different in this
research. It may be because the methodology is different. It is worth-
while for future studies to investigate how different methodologies
affect the result of wine consumer behavior and find out the reason
behind it.
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English

This research aims to investigate the different wine consumption behavior
between Western and Mainland Chinese. It conducted questionnaires to in-
terview 109 Western and 110 Mainland Chinese in Hong Kong. Due to a dif-
ferent culture, Western and Mainland Chinese have various motivations to
drink wine. Western drink wine for a taste of wine, social communication,
pairing with a meal while Mainland Chinese drink wine for health reason,
social communication, image enhancement. Another interesting finding is
that wine knowledge influences the selection of extrinsic and intrinsic
factors when buying wine. Western have higher wine knowledge level than
the Mainland Chinese. Mainland Chinese use extrinsic cues to select wine.
By contrast, Western use intrinsic cues to select wine.

Francais

Cette recherche vise a étudier les différents comportements de consomma-
tion du vin entre la Chine occidentale et la Chine continentale. Les auteurs
ont mené des questionnaires en vue d'interroger 109 Chinois occidentaux et
110 Chinois continentaux a Hong Kong. En raison d'une culture différente,
les Chinois occidentaux et continentaux ont des motivations différentes
pour boire du vin. Les Occidentaux boivent du vin pour le gotit du vin, la
communication sociale, I'association avec un repas tandis que les Chinois
continentaux boivent du vin pour des raisons de santé, de communication

Le texte seul, hors citations, est utilisable sous Licence CC BY 4.0. Les autres éléments (illustrations,
fichiers annexes importés) sont susceptibles d’étre soumis a des autorisations d’'usage spécifiques.



Wine consumption behavior between Western and Mainland Chinese Consumer

sociale, d'amélioration de leur image. Une autre conclusion intéressante est
que la connaissance du vin influence la sélection des facteurs extrinseques
et intrinseques lors de l'achat de ce produit. Les Occidentaux ont un niveau
de connaissance du vin plus élevé que les Chinois du continent. Les Chinois
continentaux utilisent des indices extrinseques pour sélectionner le vin. En
revanche, les Occidentaux utilisent des indices intrinseques dans leurs
choix.
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wine consumption behavior, mainland Chinese, cross-culture, package, wine
knowledge
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