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“The Chinese spirits market developed slowly but is now
resilient and shows signs of recovery. Price reduction is not
a sustainable tactic for premium baijiu market players to
deal with the pressure of anti-extravagance; companies
and brands should concentrate on the uniqueness of baijiu
to differentiate it from other spirits.”

— Lei Li, Research Analyst

This report looks at the following areas:

= How to stimulate consumer interest in the declining premium baijiu market? REPORT NOW
= How to utilise customisation and personalisation for baijiu?

= How to make baijiu to appeal to younger consumers?

In the post anti-extravagance era, mass market is a clear prospect for Chinese spirits. The mid-end store. minte| .Ccom

market has a beneficial balance between two extremes of the high-end market and low-end market.
However, price dropping should not be the sole solution for premium brands trying to move away from
their high-end positioning, and likewise, the buzz created from the use of new packaging should not be CALL

the only strategy used to attract younger consumers. Maintaining the existing customer base of baijiu — EMEA

senior drinkers — is as important as acquiring the new customer base of young adults. +44 (0) 20 7606 4533
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This report is part of a series of reports, produced to provide you with a
more holistic view of this market
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Figure 11: Value and volume retail sales for Chinese spirits, 2011-21
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Older males and females are the ultimate baijiu drinkers
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Baijiu consumers are somewhat family-oriented
Figure 21: Baijiu drinkers in the last 12 months, by gender and age, February 2016

Figure 22: Consumer classification, by marital status, February 2016

Purchase Channels

Supermarkets have the highest penetration — increases seen in on-trade

High tier city residents favour online purchase and comprehensive shopping websites
Figure 23: Purchase channels, February 2016 vs March 2015

Figure 24: Purchase channels, online channels, by city tiers, February 2016

Purchase Occasions

Social occasions stimulate the most baijiu purchases

Festival and special occasions are favoured by adult females
Figure 25: Purchase occasions, February 2016
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Figure 27: Purchase occasions, by gender and age, February 2016

Figure 28: Ying Jia Xiao Ying Jia (Mini Ying Jia Baijiu), China, June 2015

Purchase Triggers

Majority prefer well-known brands with income as a key differentiator

Middle-aged men value fragrance variety while adult women value premium packaging
Figure 29: Purchase triggers, February 2016
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Figure 31: Purchase triggers, by gender and age, February 2016
Figure 32: Yibin Wuliangye Fu Gui Ji Xiang Zhen Pin Ji Bai Jiu (Fu Gui Ji Xiang Premium Chinese Spirit), China, January 2016
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Flavour and ingredient are main indicators for baijiu consumption

High earners are most likely to buy customised baijiu
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and city tier, February 2016

Appendix — Methodology and Definitions

Methodology
Fan chart forecast
Mintropolitans — Definition

Abbreviations

BUY THIS VISIT: store.mintel.com

CALL: EMEA +44 (0) 20 7606 4533 | Brazil 0800 095 9094

REPORT NOW Americas +1 (312) 943 5250 | China +86 (21) 6032 7300

APAC +61 (0) 2 8284 8100 |
EMAIL: reports@mintel.com



http://reports.mintel.com//display/store/747395/
mailto:reports@mintel.com

	Chinese Spirits - China - June 2016
	Report Price:
	The above prices are correct at the time of publication, but are subject to change due to currency fluctuations.

	Table of Contents
	Overview
	Executive Summary
	Issues and Insights
	The Market – What You Need to Know
	Market Size and Forecast
	Market Drivers
	Key Players – What You Need to Know
	Market Share
	Who’s Innovating?
	The Consumer – What You Need to Know
	Perceptions of Alcoholic Drinks
	Consumer Classifications
	Purchase Channels
	Purchase Occasions
	Purchase Triggers
	Buying and Drinking Habits
	Mintropolitans
	Appendix – Methodology and Definitions



