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“After more than one year adjustment of the Chinese
spirits market since 2013, signs of gradual recovery has
revealed in 2015. According to Mintel’s estimates and
forecast, retail value growth will be a positive 4.0% in 2015
after a negative -1.7% in 2014. A more affordable and
steadier price will help volume consumption bounce back."
– Hao Qiu, Research Analyst

This report looks at the following areas:
•
•
•

Will customisability become a standard feature of baijiu in the future?
How to market premium baijiu as a representation of good taste?
How to commoditise baijiu beyond price incentives?

The impact of the government’s anti-extravagance campaigns did not fade away in 2014. Both retail
volume and value sales growth of the Chinese spirits market hit rock bottom during the year. The
market is at a key stage of transformation with growing attention on the consumer market from baijiu
producers. What is inspiring, however, is that there are signs of recovery in 2015.
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A more affordable and steadier price overall has helped consumers’ baijiu spending return to a more
rational level in the Chinese market. Meanwhile, consumers are also demanding more personality from
baijiu products.
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This report goes into detail about understanding Chinese consumers’ purchase and usage habits, as
well as their attitudes towards baijiu, and derives from there areas of opportunities for companies to
further drive category growth and gain share in the future.
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DID YOU KNOW?

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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Consumers in the East and Middle are more likely to associate baijiu with “premium” and reflecting “good taste”
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Significantly fewer consumers in the South think of baijiu as premium and suitable for gifting
Consumer perceptions of baijiu between drinkers and non-drinkers mainly diverge on image rather than product
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