
Headlines from Japan and South Korea market research

PUTTING CONSUMERS FIRST



Objectives of today…

§ Overview of the research (not a deep dive or page turn)

§ Summary of the key insights (not a shopping list)

§ Roadmap of next steps

§ Lots of time for Q&A



Market research – what it is (and isn’t)
Market research is a tool to reveal consumer truths – why consumers in a particular market
behave the way they do.

It will, done properly, provide greater insight into barriers and opportunities in that market.

It is NOT going to provide a universal view of all consumers. It brings to life the ‘average’
consumer – the ‘sweet spot’ in the mainstream market.

Keep in mind that all markets are diverse, with consumers at all levels of involvement. The key is
to understand the consumer, their needs, and where your brand fits. These together tells you the
addressable opportunity and how to unlock it.



What we set out to achieve…

1. To improve our understanding of the existing and emerging consumer opportunities in two key markets.

2. To improve how we plan, invest and execute collaboratively for both the category and our brands.

3. To start with the consumer and work backwards: where wine fits into their lifestyles and what are the 
opportunities to build new occasions.



+

Relax and unwind

Switch off and put the day behind 
you

Cope with a difficult situationTake your mind off things

Give yourself a treat

Really indulge yourself

Connect and bond with others

Share an intimate moment

Fit in with others / feel part 
of a group

Celebrate with others e.g. friends or family

Impress others

Demonstrate your good taste / 
knowledge

Be trendy / cool

Gain confidence
Have fun

Let loose

Boost your mood

Complement a meal

Enjoy a new experience

Still wine e.g. red, white, 
rosé wine

Sparkling wine, 
including champagne

Beer

Spirits and freshly made 
cocktailsRTD (Ready to drink) / 

Pre-mixed drinks

Other alcohol e.g. 
cider, sake, baijiu etc.

Wines in Korea play in a premium space distinctive for 
being trendy, self indulgent and knowledgeable 
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South Korea Category Needs | Correspondence Maps

Source: Discovery & Validation. 1Wine Intelligence Australia Wine Landscapes November 2021. A4A. Below are some statements describing why 
people may consume alcohol. Thinking about typical occasions where you consume alcohol, which of the following are relevant to you?  A4B.
Which type/s of alcohol would you choose to best meet this need? Base: Total Sample, South Korea N=1,118. Corr Map: Dim 1: 56.9% Dim 2: 30% = 
86.9% Explained

Koreans view Still 
and Sparkling 

Wines similarly; 
both for indulgence 

and to show off 
how cool and 

trendy they are
(A premium 

territory)

Majority of needs 
align with Beer & 

Soju. 
Can wine be 

introduced as an 
alternative?

Note: In Australia, 
food and meal 

enhancement is 
the 3rd strongest 

motivator for 
drinking wine.1

What the research gives us…

☑ Insight into consumer need states: what is the 
role of alcohol in their lives and where wine fits in.

☑ Insight into perceptions about Australian wines

☑ Insight into the opportunities – how to unlock 
new occasions by overcoming barriers and how 
Australia can lead this category development

+

Differences in alcohol behaviours in East Asia versus 
the west
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Access to Alcohol 
24/7

Both Japan & South 
Korea have access to 
24/7 bars and have 

alcohol vending 
machines available. 

Obligatory Work 
Drinking Culture 

An essential ritual in 
both Japan and South 

Korea, it facilitates 
bonding and relaxing 

with colleagues 
outside of the 

workplace. It is rude 
to turn down an 

invitation, and comes 
with many rules and 

etiquettes. 

Drinking in 
Public Places

Drinking is legal in 
public places (again 

making alcohol 
consumption 
accessible) –

especially in Japan as 
it is allowed on public 

transport. 

Source: Discovery

Affordable 
Alcohol

Alcohol is cheap, 
especially in Korea. 

Consumers can 
purchase 375ml of 

soju (comparable to 
vodka) for a little 
more than 1 USD. 

Hangover Cures

Anti-hangover cures 
are prolific and a 
growing market. 

Tonics such as bae-
juice, liver plus etc. 

are available in 
convenience stores 
and there are meals 

designed to help with 
hangovers such as 

Haejangguk (means 
hangover soup in 

Korea).

Accompanied 
with food

Drinking is almost 
always accompanied 
by a meal or a light 
snack – especially in 

Japan.

+

Both countries enjoy drinking to relax and unwind, 
however there are some nuances  
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Alcohol Needs

Source: Validation & Discovery A4A. Below are some statements describing why people may consume alcohol. Thinking about typical occasions where 
you consume alcohol, which of the following are relevant to you? Base: Total Sample, South Korea N=1,118 Japan N=962. Sig testing at 95% Confidence 
Level versus each other.
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Koreans are more likely to 
drink alcohol for many 

reasons (reinforcing the 
country’s high alcohol 

consumption). In Korea, 
alcohol is consumed to 
boost their mood, let 
loose, celebrate with 

others, while in Japan it’s 
as a treat and to 

complement a meal

+

Australian wine is a mid-range wine; French and Italian 
wines justify a premium price
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Country of Origin | Price Perceptions

6,999 Won or less 7,000-11,999 Won 12,000-19,999 Won 20,000-24,999 Won More than 25,000 Won 

699 Yen or less 700-1,199 Yen 1,200-1,999 Yen 2,000-2,499 Yen More than 2,500 Yen 

FRENCH 
WINE

ITALIAN 
WINEAUS WINENZ WINEUSA WINE

AUS WINE

NZ WINE
FRENCH 

WINE
ITALIAN 

WINEUSA WINE

Japan

South Korea

In Japan & 
South Korea, 
people are 

willing to spend 
up to $20 per 

bottle. 

Source: Exploration
Indicative results based on qualitative phase n=10 per market. 

+

Australian wines share a similar territory to NZ – both 
associated with superior natural elements
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Country of Origin Attributes | Correspondence Maps

Pure

Natural

Luxury

For everyone
Down to earth Good for 

sharing with 
others

Best quality

Traditional

Modern

Unique

Old fashioned
Fun

Cheap

Good value

Glamour

Pairs well with 
food

Sustainable

Australia

New Zealand

France

USA (eg Cali)

Italy
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Source: Validation. C1. Which of the following attributes do you associate with wine made in [INSERT COO]?
Base: Total Sample, South Korea N=1,118, Japan N=962 South Korea Corr Map: Dim 1: 84.5% Dim 2: 13.3% = 97.8% Explained, Japan Corr Map: Dim 1: 
91.8% Dim 2: 5.0% = 96.8% Explained 

Is there an 
opportunity for 
Australian wines 
to be the leader 

in sustainability
given its natural 

credentials?

Unique ties into 
the unusual 

wildlife, 
ingredients and  
this perception 

that everything is 
upside down in 

Australia

+

Adult Population

Past 12 Months Target
Wine3 Drinkers

Past Month Target
Wine3 Drinkers

# of Serves 98.7 Million
(at 7.1 per month)

412 Million
(at average of 12.0 per month)

100

53

30

100

53

30

There is room to increase the number of wine drinkers in 
both markets, particularly with strong conversion
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Market Size & Growth

Notes: 1approx. 20years and above as of Jul21, 2approx. 21years and above as of Jul21, both mirroring Validation work; 3Target Wine defined as Red, 
White, Sparkling. Source: Discovery & Validation. https://www.indexmundi.com/south_korea/demographics_profile.html; 
https://www.indexmundi.com/japan/population.html. S5.Which of the following types of alcoholic beverages have you drunk in the past 12 MONTHS -
either at home or out of the home? S6.Which of the following types of alcoholic beverages have you drunk in the PAST MONTH - either at home or out of 
the home? Base: Total Sample, South Korea N=1,118, Japan N=962

Approximately 
7.2M Koreans are 
wine considerers

Approximately 
14.1M Japanese are 
wine considerers

62% 
conversion

42.4mil 
Eligible Drinkers

22.5mil
53%

13.9mil
33%

100.99mil 
Eligible Drinkers

54.5mil
54%

34.3mil
34%

63% 
conversion

Vs. 50% in 
Australia

Vs. 50% in 
Australia



Several key themes came 
out…

While there are similarities between the markets, there are 
also fundamental differences that need to be taken into 
account.

There is still a category job to do in both markets. While 
there is interest in wine, there is relatively low knowledge 
of the role of wine as an everyday drink.

There is no defining position for Australian wine amongst 
consumers. While trade awareness is good, consumers 
have little to no emotive connection with Australian wines.



Top three take-outs and where to from here

THE BIG THREE



1. Back to basics: developing 
the wine category

What?

While there is strong interest in wine in both markets, there is 
little objective knowledge.

Wine is seen as luxurious and indulgent, so is led out by well-
known brands and regions like France and Italy.

It is not yet an everyday beverage choice for a wide range of 
occasions.
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Relax and unwind

Switch off and put the day behind 
you

Cope with a difficult situationTake your mind off things

Give yourself a treat

Really indulge yourself

Connect and bond with others

Share an intimate moment

Fit in with others / feel part 
of a group

Celebrate with others e.g. friends or family

Impress others

Demonstrate your good taste / 
knowledge

Be trendy / cool

Gain confidence
Have fun

Let loose

Boost your mood

Complement a meal

Enjoy a new experience

Still wine e.g. red, white, 
rosé wine

Sparkling wine, 
including champagne

Beer

Spirits and freshly made 
cocktailsRTD (Ready to drink) / 

Pre-mixed drinks

Other alcohol e.g. 
cider, sake, baijiu etc.

Wines in Korea play in a premium space distinctive for 
being trendy, self indulgent and knowledgeable 
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South Korea Category Needs | Correspondence Maps

Source: Discovery & Validation. 1Wine Intelligence Australia Wine Landscapes November 2021. A4A. Below are some statements describing why 
people may consume alcohol. Thinking about typical occasions where you consume alcohol, which of the following are relevant to you?  A4B.
Which type/s of alcohol would you choose to best meet this need? Base: Total Sample, South Korea N=1,118. Corr Map: Dim 1: 56.9% Dim 2: 30% = 
86.9% Explained

Koreans view Still 
and Sparkling 

Wines similarly; 
both for indulgence 

and to show off 
how cool and 

trendy they are
(A premium 

territory)

Majority of needs 
align with Beer & 

Soju. 
Can wine be 

introduced as an 
alternative?

Note: In Australia, 
food and meal 

enhancement is 
the 3rd strongest 

motivator for 
drinking wine.1
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Relax and unwind

Switch off and put the day 
behind you

Cope with a difficult situation

Take your mind off things

Give yourself a treat

Really indulge yourself
Connect and bond with others

Share an 
intimate 
moment

Fit in with others / feel 
part of a group

Celebrate with others e.g. 
friends or family

Impress others

Demonstrate your 
good taste / 
knowledge

Be trendy / cool

Gain confidence

Have fun Let loose

Boost your mood

Complement a meal

Enjoy a new experience

Still wine e.g. red, white, rosé wine
Sparkling wine, including 

champagne

Beer
Spirits and freshly made 

cocktails

RTD (Ready to drink) / Pre-
mixed drinks

Other alcohol e.g. cider, 
sake, baijiu etc.

Still Wines in Japan encroach a similar space to other 
alcohol types – evoking a sense celebration
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Japan Category Needs | Correspondence Map

Source: Validation. A4A. Below are some statements describing why people may consume alcohol. Thinking about typical occasions where you 
consume alcohol, which of the following are relevant to you?  A4B. Which type/s of alcohol would you choose to best meet this need? 
Base: Total Sample, Japan N=962. Corr Map: Dim 1: 59.9% Dim 2: 22.9% = 82.8% Explained

Sparkling & 
Champagne signifies 
being trendy or cool, 
impressing others–

laddering into 
showing good face & 

expertise 
(A premium territory)

Still Wine is a 
low energy 
version of 
sparkling –
focusing on 
celebrations

Both still & 
sparkling 

wine are used 
for intimacy 



1. Back to basics: developing 
the wine category

+

Make premium more 
accessible (every day)
Re-define what premium means in 
these markets by making special 
moments more accessible.

Consider the following in becoming more 
accessible (masstige):

• Be seen with more accessible food 
pairings (i.e. regular steak vs Wagyu)

• Use relatable but slightly fancy 
language for wine (i.e. gourmet vs 
degustation)

Introduce new ‘everyday 
special’ occasions
Move into a social & casual territory 
focused on connecting and bonding 
with friends & family. 

Demonstrate wines can be for: 

• Non-milestone birthdays

• Larger social gatherings

• Day drinking / early evening moments

• Spontaneous catch-ups / occasions

Position Australian wine 
as the ideal country for 
‘everyday special’
Leveraging Australian’s laid-back and 
stress-free characteristics to speak to 
making everyday special. 

Popular Australian lifestyle aspects are:

• Laid-back & easy going: Not taking life 
too seriously, enjoying the smaller 
things. 

• Work to live, not live to work: 
Prioritising individualism and making 
small moments special.

1. How to extend the role of wine…

12

Extending into 
everyday premium 
can carve a space 

for Australian 
wines (away from 
French & Italian 

who own 
premium)

There is a 
larger gap to 

bridge in Korea
than in Japan 
when building 

these new 
occasions. 

So what?

There are two main jobs to do here:
1. Build accessibility of wine through building 

knowledge (especially around food pairing and 
low tempo socialising).

2. Build new occasions around ‘everyday premium’ 
to break down barriers to consumption.



1. Back to basics: developing the wine 
category
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Adult Population

Past 12 Months Target
Wine3 Drinkers

Past Month Target
Wine3 Drinkers

# of Serves 98.7 Million
(at 7.1 per month)

412 Million
(at average of 12.0 per month)

100

53

30

100

53

30

There is room to increase the number of wine drinkers in 
both markets, particularly with strong conversion
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Market Size & Growth

Notes: 1approx. 20years and above as of Jul21, 2approx. 21years and above as of Jul21, both mirroring Validation work; 3Target Wine defined as Red, 
White, Sparkling. Source: Discovery & Validation. https://www.indexmundi.com/south_korea/demographics_profile.html; 
https://www.indexmundi.com/japan/population.html. S5.Which of the following types of alcoholic beverages have you drunk in the past 12 MONTHS -
either at home or out of the home? S6.Which of the following types of alcoholic beverages have you drunk in the PAST MONTH - either at home or out of 
the home? Base: Total Sample, South Korea N=1,118, Japan N=962

Approximately 
7.2M Koreans are 
wine considerers

Approximately 
14.1M Japanese are 
wine considerers

62% 
conversion

42.4mil 
Eligible Drinkers

22.5mil
53%

13.9mil
33%

100.99mil 
Eligible Drinkers

54.5mil
54%

34.3mil
34%

63% 
conversion

Vs. 50% in 
Australia

Vs. 50% in 
Australia

Now what?

Key is fitting into consumers’ habits, rather than trying to change 
them:

1. Food and wine pairing is important – create retail events, digital 
collateral, and trade education assets that help consumers pair 
with popular dishes.

2. Create new occasions for wine, especially at-home and low 
tempo socialising.

3. Be where they are: how do we get our wines into venues like 
Izakayas?

+

Wine drinking occasions are commonly accompanied 
with food

Wine makes them 
calm and relaxed
and puts them in a 
mood to be open. It 
can facilitate deep 
conversations 
while connecting
with their loved 
ones. 

Wine is most 
enjoyed on a quiet 
weekend night as 
it is a ‘slow’ drink 
and best enjoyed in 
low-energy 
moments. 

Wine is typically 
enjoyed at home or 
at a restaurant

With a partner, 
close friends or 
solo (solo more 
common in Japan).

The atmosphere for 
wine drinking 
changes depending 
on the location and 
company. 

• At home the 
atmosphere is 
calm, relaxed & 
comfortable. 

• At a restaurant it 
is elegant and 
luxe perfect for 
celebrations.

Where Who Mood FeelingsWhen
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A typical wine drinking occasion 

Source: Exploration
Discovery: https://www.insidejapantours.com/japanese-culture/drink/

Wine drinking 
sessions to wind 

down in the 
evening is 

commonly 2-3 
hours 

Unlike in the West, the 
culture of going out for 

just a drink does not 
really exist (especially in 

Japan). Drinking is 
almost always 

accompanied by a meal 
or a light snack.

There’s an 
opportunity to 

educate on 
wine food 
pairings –

especially in 
Japan

Is there an 
opportunity to 

increase the vibe for 
wine – move into more 
social & casual, while 
creating meaningful 

connections  and 
memories (less so 

super deep 
conversations)



2. Standing for 
something: 
positioning 
Australian wine

What? Many Japanese and Korean consumers see Australian 
wine as lacking in differentiation. We are mainly known 
as a value-for-money offering with no emotive cues.
Conversely, Australia as a country creates strong imagery 
and associations for consumers that could be leveraged.

+

Preference for Australian wines is driven by its welcoming 
taste, value for money & previous experience 
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Australia Wine Preference

Taste

Taste of Australian wines is generally 
seen to be rich, but still able to cater to 
most consumers with the lightness and 

pleasantness.
“It is mild and soft for beginners to drink.” –

South Korea

“It is easy to drink even for beginners and 
goes well with meals.” – Japan 

Value for Money

Compared to others, Australian wines 
are seen to be  high quality for the 

price they pay.
“It's delicious for the price”- South Korea

“It's delicious in wine, but the price is not so 
high.” – Japan

“The cost performance is high, and you can 
feel the high quality for the price.” – Japan 

Previous Experience & 
Recommendation

Most preferers of Australian wines tie 
back an experience (personal or 

through others) with their choice.
“A friend of mine recommended Australian 

wine.” – South Korean

“I want to remember the atmosphere, taste, 
and atmosphere at that time.’’ - Japan

Source: Exploration & Validation. P3C. Why do you prefer Australian wine? G7a. What is it about Australian wine hat appeals to you?
Base: Quant [Australia preferers, South Korea N=35, Japan N=24], Qual [N=20]

The freshness 
and naturalness 
of wines coming 
from Australia 
also comes to 

mind

“Australia is a vast place and nature is still alive, so I think you 
can trust the raw materials grown there”Currently, only 3% 

prefer Australian 
wines - about 
less than 10% 

conversion from 
those who 
consider it.



2. Standing for 
something: 
positioning 
Australian wine

So what? Our focus in the past has been winning trade minds; we 
now need to win consumer hearts. 
• ‘Relaxed excellence’ is a compelling personality in these 

markets that resonates with drinkers and is uniquely 
Australian.

• ‘Sustainable’ and ‘natural’ are strongly associated with 
Australia and are appealing to wine consumers so could 
be leveraged.

+

Australian wines share a similar territory to NZ – both 
associated with superior natural elements
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Country of Origin Attributes | Correspondence Maps
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Source: Validation. C1. Which of the following attributes do you associate with wine made in [INSERT COO]?
Base: Total Sample, South Korea N=1,118, Japan N=962 South Korea Corr Map: Dim 1: 84.5% Dim 2: 13.3% = 97.8% Explained, Japan Corr Map: Dim 1: 
91.8% Dim 2: 5.0% = 96.8% Explained 

Is there an 
opportunity for 
Australian wines 
to be the leader 

in sustainability
given its natural 

credentials?

Unique ties into 
the unusual 

wildlife, 
ingredients and  
this perception 

that everything is 
upside down in 

Australia



2. Standing for 
something: 
positioning 
Australian wine

Now what? We need to build an emotive connection with consumers that 
moves us beyond past positioning, whilst replicating how 
compelling and attractive it was at the time.

The sense of place and people that is the essence of wine, but 
links to what Australia as a brand means to consumers is key, as is 
being clear who we’re talking to and what we’re trying to say.



3. Make wine more accessible: 
overcoming barriers

What?

Whether it’s recruiting new drinkers, or 
increasing occasions for existing drinkers, 
consistent feedback is that the category is 
confusing. This creates barriers to trial and 
exploration.

+
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22%
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3%

11%

5% 5%
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South Korea Japan

Lack of familiarity is the biggest barrier to drinking 
(more) wine. This is where education plays a role

60

Wine Drinking Barriers

Source: Exploration & Validation. W5. What are the reasons you don’t currently drink wine? / What are the reasons you don’t drink wine more often?
Base: South Korea N=1,118, Japan N=962. Sigtesting at 95% Confidence Level versus each other
Results less than 5% for both countries removed from analysis

Not 
familiar

Wine is 
more 

expensive

Too many 
choices

To save 
money

Not in the 
right 

occasions

People 
around 

me aren’t 
drinking 

wine

Good 
wines are 
difficult to 

find

Don’t like 
the taste 
of wine

Not as 
accessible 
/ available 
as others

For 
medical / 

health 
reasons

Wine 
doesn’t 

match my 
lifestyle

Wine 
doesn’t 

suit 
occasion 
energy

Wine 
bottles 
are too 

big

To detox / 
give my 
body a 
break

Doesn’t 
suit the 
cuisine

Don’t like 
how I feel 

after 
drinking 

wine

Suitability of 
occasion and if with 
the right people are 

big factors 
considered moreso
in Korea than Japan

“Wine is more expensive than 
other liquors.” – South Korea

“There are few scenes suitable 
for drinking wine.” – Japan

“Because the wine does not match the 
usual drinking situation.” – South 

Korea

“The biggest thing is that I'm not 
familiar with wine and I don't know 

much about it. ” – South Korea

“If I pay the same amount of 
money, I feel like drinking 

beer more.” – Japan

Most likely 
Wine 

Rejectors

Most likely 
Korean Wine 

Drinkers Most likely 
Japanese 

Wine Drinkers



3. Make wine more accessible: 
overcoming barriers

So what?

There is an opportunity to position Australia as 
the region that helps decode wine and removes 
the confusion and impenetrability that surrounds 
wine for many consumers in these markets.

Whether it’s on pack, digital / social comms, or 
events, there are huge opportunities to be the 
region that partners with consumers to help 
them navigate the category.

+

Highlighting flavours that can easily complement food 
such as Light, Sweet, and Fruity encourages consumption
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Taste Preferences | Korea Opportunity Spaces

Source: Validation & Exploration. P1. How do / would you like wine to taste? Please select the words that best fit your taste preferences.
Base: Wine Drinkers/Considerers and Ever Consumed Wine, South Korea N=1,078; Wine Drinkers N=597, Wine Considerers N=189, Wine Rejectors 
N=292 Corr Map: Dim 1: 82.7% Dim 2: 17.3% = 100% Explained

Smooth

Sweet

Rich

Fruity

Refreshing

Light

Dry
Oaky

Bitter

Smoky

Savoury

Earthy

Spicy

WINE DRINKERS

WINE 
CONSIDERERS

WINE REJECTORS

“Taste that harmonizes with food, 
does not interfere with original 

taste, and makes you want to 
drink more after a few drinks.”

“You can taste the richer 
flavour of the wine…”

Top 3

1st Place
Smooth 58%

2nd Place
Sweet 55%

3rd Place
Rich 47%

This map shows what is most 
distinctive among drinkers, 

considers and rejectors (i.e. spicy 
& earthy are low among all)

+

Easy to drink and refreshing flavours can encourage 
(more) wine consumption in Japan
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Taste Preferences | Japan Opportunity spaces

Source: Validation & Exploration. P1. How do / would you like wine to taste? Please select the words that best fit your taste preferences.
Base: Wine Drinkers/Considerers and Ever Consumed Wine, Japan N=921; Wine Drinkers N=523, Wine Considerers N=133, Wine Rejectors N=265 Corr
Map: Dim 1: 86.9% Dim 2: 13.1% = 100% Explained

Smooth
Sweet

Rich
Fruity

Refreshing

Light

Dry

Oaky

Bitter
Smoky

Savoury

Earthy

Spicy

WINE DRINKERS

WINE 
CONSIDERERS

WINE REJECTORS

“If it's light and easy to drink, it 
won't cause stress and you will 
feel refreshed. Also, I like wine 
that has a lighter taste because it 
tastes better”

Refreshing

Top 3

1st Place
Fruity 59%

2nd Place
Sweet 40%

3rd Place
Refreshing 35%

“Searching for wine can be a 
problem. I don't remember the 
name. I like wine with less 
bitterness, so I wonder if I can put 
in words like that.”

Note: fruity in 
Japan is not only 
the conventional 

sweet and 
refreshing fruits. 
They also enjoy a 

variety of sour 
fruits too. 

This map shows what is most 
distinctive among drinkers, considers 
and rejectors (i.e. bitter, smokey and 

savory is low among all)



3. Make wine more accessible: 
overcoming barriers

Now what?

Look at product and packaging innovation to help consumers into 
the category, and to encourage exploration once they’re there.
§ Small format packs to assist trial,

§ Rosé and lighter-style wines,
§ On-pack food and wine pairing suggestions (POS, QR codes, 
pictograms, etc.),
§ Consumer-friendly language on pack and at point of sale that 
speaks to flavour and style,
§ Cross-category food pairing events, for example Shiraz and 
Australian beef.

+

In Japan, at home storage 
is in boxes or spare 
spaces in fridges

Cans are easier to 
stack and store

Tucked into 
spare spaces in 
fridge

66
Source: Exploration

+

Red Wine preference driven by health perceptions; White 
& Sparkling are chosen for their refreshing notes

47

Wine Type Preference: Reasons

Source: Exploration & Validation. S6. Which of the following types of alcohol have you drunk in the past month?
Base: Total Sample, South Korea N=1,118, Japan N=962.

Red Wine White Wine Sparkling Wine Rosé Wine

ü Healthier option
ü Rich Taste

ü Refreshing Taste
ü Easier to Drink

ü Refreshing
ü Gives a special feeling without 

being too snobbish
ü Strong Sweet Taste

ü Strong Sweet Taste

“Red wine with the most classic and 
flavorurful wine; goes well with most of 
my favorite foods; have various healthy 

elements. ” – South Korea

“Red is the healthiest (polyphenol 
content) and has a rich taste.” – Japan 

“White wine has a refreshing taste, is 
easy to drink, and you can enjoy the 

aroma.” – Japan “It's refreshing… although there is a 
special feeling, many of them are 

reasonably priced (ie often appearing 
at the very beginning of celebrations 

and course meals.)” – Japan 

Little is known 
about Rosé wines 
with both markets 
not choosing this 
over other wine 

types.

”Sparkling or rosé wine has a 
strong sweet taste” – South 

Korea

Consider drinking in future
Korea 43%
Japan 51%

Consider drinking in future
Korea 36%
Japan 44% Consider drinking in future

Korea 27%
Japan 36%

Consider drinking in future
Korea 17%
Japan 27%



In summary…
§ Understand the consumer: fitting into their lifestyle and 
using their language breaks down barriers.

§ Understand the market: it helps you make better 
business decisions.

§ One voice is easier to understand than many voices 
saying different things. Working together in building the 
Australian wine category is more efficient and effective.



Any questions?



Tools and resources
AGW export resources:

https://www.agw.org.au/policy-and-issues/growing-our-
exports/

Wine Australia resources:

https://www.wineaustralia.com/market-insights

https://www.wineaustralia.com/news/market-bulletin

https://www.agw.org.au/policy-and-issues/growing-our-exports/
https://www.wineaustralia.com/market-insights
https://www.wineaustralia.com/news/market-bulletin


Arigato gozaimasu

Gam sa ham ni da


