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Asia: Cultivating a taste for wine 

Asia is becoming the world’s largest and most dynamic market for wine. By 

2018, countries in Asia are set to dominate global wine consumption. China is 

the main growth driver, with wine consumption set to grow by 60 per cent by 

2018. What does the rise of the Asian wine drinker mean for the world of 

wine?1 

 

Asians embrace wine culture 

Asia’s tea drinking culture has not historically translated into a preference for 

tannic red wines2. But in spite of this, interest in wine has grown explosively 

among Asian consumers in the past two decades. Even for India as a 

traditionally whiskey drinking nation, a revival of wine production began in 

the late 1980’s and 1990’s3. 

 

The main driver of wine consumption is the rise of Asia’s middle-class 

consumers with more disposable income and interest in better quality of life. 

The infiltration of wine across various lifestyles is palpable – whether it is young 

professionals from the corporate world, the wealthy elite or even more 

women consumers4. 

          

What opportunities does the wine market in Asia offer? 

The wine sector is fast evolving to suit the palate of Asian wine lovers5. China 

has emerged as one of the key markets set to change the global wine 

market dramatically. China is now the world’s fifth largest producer of grape 

wine in 20156.  

 

What factors are responsible for the stellar growth in Asia’s wine market? 

  

                                                 
1 Asia develops a taste for wine, China Daily, Krishna Kumar, 24 July  2015 
2 Viewpoint: Asia’s evolving taste for wine, BBC News Services, Jeannie Cho Lee, 3 May 2012 
3 Potential for wine tourism in India, International Wine Tourism Conference, May 2015 
4 Asia set to be world’s biggest wine consumer in 2018, Snooth, Inc., James Duren, 5 August 2015 
5 Ibid  
6 China to dominate Asia’s growth in wine imports, Science Daily, University of Adelaide, 6 May 2015 
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 Evolving taste for wine 

Asia’s burgeoning economies and the development of a taste for 

Western lifestyles in China and elsewhere have driven the growing 

popularity of wine. In 2015, Asians became the biggest buyers of wine7 

and are set to consume more than 4 billion bottles of wine in 20178.  

 

 Wine export opportunities 

As Asia’s domestic wine production capabilities are still nascent, Asia’s 

interest in wine has translated into big opportunities for wine exporters 

from Europe, Australia, South America and elsewhere. This is especially 

since the traditional wine markets continue to decline or have no 

growth9.  

 

For instance, China is the chosen destination for Australian wine exports 

– priced at USD7.50 per liter – with USD123 million worth of trade from a 

volume of 8 million liters as of June 201510. 

 

 Rise in women consumers 

Growing awareness of drinking and the 

increasing financial independence of 

women is leading to a shift in drinking habits 

with more social acceptance of wine 

among female consumers11. According to studies in 2010, 42 per cent 

of women in Japan drink wine more than two times in a week. 

Moreover, more than 70 per cent of Asian women in general drank 

wine for enjoyment12.  

 

                                                 
7 Asia to remain most important market, says Sotheby’s Wine chief, South China Morning Post Publishers Ltd., Enoch 

Yiu, 12 April 2015 
8 The Wine and Spirits Markets in Asia-Pacific and Worldwide with prospects until 2017, Vinexpo 2015, 27-29 May 2014 
9 What prospects for wine exports to Asia?, Australian Institute of International Affairs, Kym Anderson, Glyn Wittwer, 16 

October 2015 
10 Wine industry on the rise again, Fairfax Media Publications Pty Ltd, Mark Abernethy, 9 September 2015 
11 Consumption trends and targeting China’s female consumers, Dezan Shira & Associates, China Briefing, 8 March 

2012  
12 Asian women drivers of the wine industry: Vinexpo, Moodie International, Melody NG, 6 May 2010 

More than 70 per 

cent of Asian women 

in general drink wine 

for enjoyment. 
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 Wooing customers online 

Technology plays a crucial role in adding sales through exposure on 

social media, where young people share information about their 

knowledge of wines and experiences in wine tasting. Moreover, well-

publicized wine auctions have helped raise the profile of wine 

consumption13. 

 

Emerging wine markets in Asia 

Asia is now emerging as a profitable business destination for investors in the 

wine market. As more consumers become curious about wine 14 , a few 

emerging markets to watch out for include: 

 

 China15 

China remains the world’s largest wine market. The China market looks 

upbeat thanks to rising domestic wine producers, growing health 

awareness and consumer affluence. Total wine sales touched 2,395.5 

million liters in 2014. Strong growth is expected with a forecast for wine 

sales to reach 3,029 million liters by 2019. 

 

 Japan 

The Japanese wine market has come of age after a hiatus due to the 

Asian financial crisis in the late 1990’s 16 . Wine has become newly 

popular via the media, especially with the help of celebrity 

sommeliers 17 . In 2013, 3,324 thousand hectoliters of wine were 

consumed, which also makes Japan the sixth largest consumer of 

imported wines across the globe (as of 2015)18. 

 

                                                 
13 Ibid  
14 Ibid 
15 Wine in China, New Zealand Trade and Enterprise, 9 October 2015 
16 Japanese wine market witnessing revival, Union Press Ltd., Lauren Eads, 15 April 2015 
17 The Wine market in Japan, EU-Japan Centre for Industrial Cooperation, Maria Carla Dobronauteanu, July 2014 
18 Market trends & outlook, Wine & Gourmet Japan 2016, retrieved on 28 January 2016 
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 Korea19 

Even though Korea’s wine market is still in its nascent stage, the growth 

potential is palpable. The health benefits of red wine are well 

publicized. Korean consumers are open to wine-pairing meals, with 

acceptance of innovative ideas and products. Nonetheless, Korea’s 

wine imports were at a record high of USD182.2 million in 2014, a rise of 

6 per cent from 2013. 

 

 Singapore 

With potential as the next wine hub in Asia, Singapore’s wine market 

was valued at USD328.2 million in 2014 (in revenue) 20 . A growing 

number of millionaires, an informed customer base and wine collectors 

have spurred sales21. 

 

For instance, a logistics company – CWT – opened the largest wine 

storage vault in Singapore with a USD163 million investment in October 

2014. It holds 10 million bottles and measures 750,000 square feet in 

area22.  

 

 India 

India is expected to consume 2.5 million cases of wine in 2018 – 

approximately 70 per cent more than 2014 where 1.5 million cases 

were consumed23. Rising affluence among the youth population and 

the middle-class24, a rapidly growing export sector and support in major 

wine-producing States is inducing further growth25. 

 

Challenges ahead 

                                                 
19 Wine market report – Korea (GAIN report), USDA Foreign Agricultural Service, 20 July 2015  
20 Singapore – Wine, Progressive Digital Media Ltd., 28 April 2015 
21 Ibid  
22 Singapore uncorks Asia wine hub potential, The Financial Times Ltd 2016, Jeremy Grant, 18 April 2014 
23 India’s latest big spenders are turning into wine, Nikkei Inc., Satoshi Iwaki, 2 March 2015 
24 India’s wine production may reach 21 million litres by 2018: Study, NDTV Convergence Limited 2016, Press Trust of 

India, 7 September 2015 
25 Investing in India’s emerging wine industry, Dezan Shira & Associates, Grace Tate, 13 January 2015 



 Page 6 

 

Asia is set to command 30 per cent of global spending power by 2030 – up 

from 11 per cent in 201326. 

 

What wine market challenges should investors consider? 

 

 High tariffs 

Import tariffs on foreign wines and spirits in Asian countries are quite 

high. This is a huge deterrent for importers. In India, import duties on 

foreign wines and spirits are at minimum 152 per cent27. Moreover, the 

new Food Safety and Standards Authority of India (FSSAI) in 2014 

introduced a new labelling requirement which makes it mandatory for 

all food and alcoholic beverages to list all ingredients on their label in 

English – which is not possible for international manufacturers28. 

 

Japan imposes import duty of USD1.05 per liter or 15 per cent of the unit 

price (as of 2015). This accounts for wine from the European Union (EU) 

– from which Japan imports approximately 75 per cent of all wine. The 

government plans to remove the customs duty on wine in five years29. 

 

A striking exception to this trend is Hong Kong, which removed all 

import duties on wine some years ago, so as to stimulate the 

development of a wine trading hub. 

  

 Currency rate fluctuations 

Most countries now have flexible exchange rates, which exposes 

winemakers to foreign exchange risk in a more global marketplace30. 

 

                                                 
26 Global wine challenges and opportunities, Wine Communication Group, Inc., Andrew Adams, Paul Franson, 29 

January 2013 
27 India’s new alcohol labelling laws leave importers needing a drink, Guardian News and Media Limited, Anu 

Anand, 11July 2014 
28 FSSAI labelling requirement puts wine industry on backfoot, The Indian Express Ltd., Nanda Kasabe, 29 August 2014 
29 Tokyo proposes scrapping customs duty on wine in 5 years, Nikkei Inc., Masakuni Oshirabe, 14 January 2015 
30 How much have exchange rate movements reduced competitiveness of Australian wines?, Wine Economics 

Research Centre – University of Adelaide, Kym Anderson, Glyn Wittwer, December 2012 
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For instance, the recent downturn in the Australian wine industry was 

exacerbated by exchange rate movements over the years31.  

 

 Demand greater than supply32 

Global vineyard production is on the decline. The demand for wine 

was in surplus in 2012 by 300 million cases – but this was the lowest level 

of surplus in over 40 years! This indicates the possibility that demand will 

outstrip supply in the near future. China’s increasing demand for wine is 

contributing to this risk, where consumption is set to double to 400 

million cases by 2016 – matching consumption levels in the U.S. 

 

Future outlook 

Although grape wine was historically consumed by Asia’s elite, the 

gravitation towards traditional European wine changed the scenario 

dramatically33. Wine is now largely an aspirational, imported product in Asia. 

Asians continue to be allured by the Western wine dining experience. 

Moreover, social media provides an apt platform for customers to share 

information and experiences in wine tasting. 

 

Even though China is at the forefront of Asia’s wine market – driven by a 

surge in consumption – growing wine markets such as India, Korea, Singapore 

and Japan promise opportunities aplenty. Nonetheless, high tariffs, currency 

rate fluctuations and an increased demand coupled with decline in wine 

supply challenge wine producers and investors at regular intervals.  

 

Interestingly, there is a shift in the wine production realm. China is in second 

place in terms of vineyard area – 799,000 hectares – second only to Spain 

with 1.02 million hectares of vineyards34. India and Bali in Indonesia are also 

                                                 
31 Exchange rate lessons from Australia’s wine boom and bust, The Wine Economist, Mike Veseth, 24 March  2015 
32 Is China causing a global wine shortage?, CNBC LLC., Katie Holiday, 31 October 2013 
33 Ibid  
34 State of Wine: 2015 Q2 global wine industry outlook and highlights, CWT Limited, 16 June 2015 
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emerging as wine producing regions. Producers in Asia are making slow but 

steady headway in growing wine quality and brand acceptance.  

 

A rising share of Asia’s future wine consumption may originate from Asia itself. 

 

 


