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Cultural Differences & Their Impact On Wine Trade
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> Branding /i
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Chinese business etiquette:
Everything should have a reply
HER I ESESEELE

Argentine wineries only timely
reply to messages they find

interested in and ignore others
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The Argentine way has negatively influenced the will of

Chinese traders for further cooperation with Argentina
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PACKAGING -- fatal for Chinese importer é
B0 2% — — Sk 1 e A B A

Essencial for Chinese consumers| |Argentine wineries cared less
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* Consumer quality awareness * change packaging at will, no
largely depend on packaging prior discussion with target
TH R E P AR KRR G L market

* Every detail is seen as HBERS, SEAS AT

identification of authenticity
TEAN AT H 2B B AR S0 SO Ak B

| *
* -
*
*




AESREH NS ENGF | BBLEES

LR 4;{".!('; C} : w‘ﬁ"r_ﬁu"‘

N > e

S e




MUSINGS

Closure Punts
E}i WAk HRIEMLT



WORK EFFICIENCY T k3% Y4

Mainland China market: Argentina‘s inefficiency has:
1 KR T 3% BT AR A B AR R
e functioning at a high speed * Delayed business activities in
IS China Briz 7 7 b FH 1R 2 i i 3
* changing rapidly B /i% * Missed good opportunities in
China # K ERZ L

| *
* -
*
*




BRANDING g ix

Q

AL

Chinese love brands

[V B B AR A

« well-known brand % ift

* trustworthy brand /S #i 1) 5 ot

* special brand A REFR = SR

Argentine wineries paid much

less attention on brand building
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Branding issues Argentine wineries face in Chinese-speaking markets
ShT AR S VPG i RELAE A T S a8 31 1Y) )

No powerful brand 7 8 A% 45 16 17 37 5 5B 5 35 i

Lack of sustainable branding &= aJ#r4: 10 i

Confusing brand positioning /i ¥ & 7. 4 B

e Consumers wonder the ranking of a wine/line in the winery’s
whole range ¥ %% & AN 278 1 (19 AS [R5/ 2 81070 10 27 i R by

Too much line extension /= 2kt K

 Unclear differentiation within a line under one brand name
[] i B B 2 A AN



How to deal with? O
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v  MARKET DEVELOPMENT ##7F%
v'Brand building & e
v Pricing #i#

v'Packaging
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* Argentina need a great brand to attract people to notice this
country’s wines B 2 £ 75 Z4fE H Q2% [ 5 A0Sk i e
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* Stories and meanings behind the names of product, brand
and winery should be detailed to importers
W FE e A S SCE TR RS I TR
 Many Argentine wines are transliterated into Chinese

meaninglessly and hard to remember
UAEA KRB mE e, A%
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* Accessibility for Chinese consumers # it it [F7 2% & w1l i 17

* Update information in time i % #i5 &

 HD photos, accessible videos, scores, news, maps, core team
e B BEREIIALA . VR HrE. MR RO A

e Continuously communicate effective promotion materials to
importers K453k O 4G 0S4 R4
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PRICING ##& \‘

* Global retail price control Z&#:1# $ _>€ ¥

* The online information, eg: wine-searcher, of Argentine

wine prices are too low because of currency conversion
28 I RAR, eI ERBOKZ G

* Export pricing H 1

* Export price is too high to keep good value to China market
A s, 20 E A EEARAI



Best Argentinian Wine

Based on scores from a wide range of critics, updated monthly

Wine Name

i Terrazas de los Andes Single Parcel Los Castanos Malbec, Altamira, Argentina
i Vina Cobos 'Cobos' Marchiori Estate Malbec, Perdriel, Argentina

i Bodega Moemia de Patagonia Malbec, Rio Negro, Argentina

i Catena Zapata Adrianna Vineyard Malbec, Gualtallary, Argentina

i Achaval Ferrer Finca Altamira Malbec, Uco Valley, Argentina

Catena Zapata Adrianna Vineyard "White Bones' Chardonnay, Gualtallary,
Argentina

i Bodega Aleanna 'Gran Enemigo' Gualtallary Single Vineyard Cabernet Franc,
Tupungato, Argentina

i Terrazas de los Andes Single Parcel Los Cerezos Malbec, Altamira, Argentina

i Vina Cobos Corte uNico - Volturno Marchiori Estate, Perdriel, Argentina

i Abremundos Aznar Pelleriti 'Pagina 1' Edicion Limitada, Uco Valley, Argentina

Grape Popularity
Malbec 18,292nd
Malbec 1,751st
Malbec 3,940th
Malbec 3,112th
Malbec 2,255th
Chardonnay 3,522nd
Cabernet Franc - 677th
Malbec

Malbec 32,490th
Cabernet Sauvignon - 9,329th
Malbec

Cabernet Franc - 28,730th

Malbec

Score

94

93

93

93

93

93

93

93

93

93

Avg Price

¥573

¥1,394

¥697

¥732

¥794

¥670



Importer > Distributer - Retailer
BET40% ;. A8 TH40% ;. FERI50%

r Y

 Chinese business practice F1[E 45 >
* High operating costs & & iz s %7

m Retailer Margin

+50%
& Dictri
Dlstrlputer +40%
Margin
B Importer Margin
porter Ma g|+40%—/
M Fees

CIF + VAT 13% + import tariff 14% +
g consumption tax 10%
" Product Cost  gpy . mlpein -+ imfEER1 3% + SRE14% + 528
F110%

$1 wine > 1.08*1.13 ( 1.2204) *1.14 ( 1.391256 ) *1.1 ( 1.53038 ) *1.4
(2.1425) *1.4 (2.9995) *1.5



PACKAGING %

* Label design it kit
* Not eye-catching for Chinese consumers AR
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Hard to tell the difference for native Chinese
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Good examples...
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Could be inspiring...
—EEKIENSE

Contenuto netto
litri 0,70

&2 W22 8 ‘, VINO CBaI-b esco
« BARBARESCO'

MIZIA PRODUDIONE ESPORTAZIONE

RENCIMNAZIONE DI ORIGINE CONTROLLATA
IMBOTHIGUATO DAL PROOBUTTIORE ALL ORIGINE
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BARBARESCO

3 y .
VINO BARBARESCO, DENOMINAZIONE BARBARESCO
DORIGINE CONTROLLATA, OTTENUTO
)El PODER PROPRIETA ENOMINAZIONE DI ORIGINE CONTROLLATA 1982
Df VITIVINICOLA GAJA E ENI  1CO] A x
BAR ) (PIEMC \LIA
ANGELO GAJA - BARBARES(
RO
e e W 378 CL

spesia 1976 1205 vor 750 @




Could be inspiring...
—EEKENSSE

Label design based on each wine' s flavour and taste
AR UK R L 1B A



Before |BhRFE

e

L =
e v SIS SRR ot Lty

e ———

8

BODEGAATAE
ARGENTI




After #ThR¥E
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LEWINE

— PREMIUM WINE —
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