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ince HKSAR government abolished duty on wine in 2008, it
S brought about the prosperity of Hong Kong wine market as
well as the flourishing development of the wine re-export trade.
Hong Kong serves as the springboard to the mainland China
market for different kinds of wines. Nevertheless, even though
the market in mainland China is large and seems to provide
unlimited business opportunities, it is not as easy as we think
to establish a stable and remarkable position in the market.
We have the General Manager of Guangdong Parkview Wine
Co., Ltd Ivan Shiu this month to share with us the key to lead a
Hong Kong funded enterprise to enter the mainland market with
abundant opportunities, and to create its bright and
promising future. .

From Distribution to Marketing

It is common to talk about the reasons of /
entering the wine industry when chatting y
with industry friends. In most of the cases, [
people say “It was a matter of coincidence”. ||
So does Ivan. “I graduated from Hong Kong .
Polytechnic University with degree in Hotel |
Management. Originally | was working in the Kx
hotel and catering industry. It was not until |
met a French friend in 2008.” In the beginning,

he was engaged in the distribution field that he
bought different fine wines overseas and brought
them back to Hong Kong market, or re-sell them to
mainland. “At first, | thought this job is like a treasure
hunt which you always encounter something unexpectedly.
My French friend and | had been the distributor of 10 or more Bordeaux
wineries’ wines.” Since then, Ivan started to get in touch with the wine
industry in mainland China. He traced back to the past, “l always had
to go on business trips in mainland and participated in numerous wine
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events and exhibitions. There was a time when | had to travel 22 times a
month. Entering airport and border-crossing inspection had already become
my daily routine. It was very tiring but it certainly had provided me the
irreplaceable experience working in mainland market.” The experience
also paved the way for his career. In 2013, lvan was rendered a priceless
opportunity. He was employed as the General Manager of Guangdong
Parkview Wine Co., Ltd. From the distribution work in the past, he now
officially enters the Chinese market and takes over the marketing business
in mainland China.

Comprehensively Building up the Marketing Channels

“There is a saying for business in China: “Channels are the kings” (meaning:
marketing channels are the key). Establishing a wine business in mainland
China requires your own marketing channel in order to hold the ground and
stay prominent.” The “channel” in lvan’s mind is the important element leading
to the success of Guangdong Parkview Wine in mainland. Guangdong
Parkview Wines joins hand with the large PetroChina in mainland, and
undergoes a series of promotions at their gas stations. “We expect to
establish 1500 sales points at the country’s gas stations. So far we have
already set up over 300 of them.” He added “Gas stations provide us a lot of
advantages. There are a lot of car owners in mainland China. Most of them
are from the middle-class that have a high consumption power and have a
wine-drinking habit. Besides, whenever they need gas filling, they need to
get off the car and pay the bill. That's the moment when they will approach
our wines. At the same time, they are willing to buy a boxful of wines at the
station as it is convenient to put them at their car right after the purchase.”
Besides, lvan also mentioned that he is planning to organize regular wine-
tasting events at some high-end residence or clubhouse so as to allow more
customers know about their products, truly establishing its roots in mainland
China and building up his medium-end channel. During the interview, lvan
seemed confident about the prospect of his business. “We have two main
advantages. Firstly, we are supported by large enterprises so that we have
a sufficient supply of products. Secondly, | have an extensive connection
thanks to my previous job. | endeavored to be the agent of many French,
Italian or other European wineries. | hope to provide the Chinese customers
abundant and surprising products.”

Fame is the key to Success

Other than building up an extensive marketing network in the country, lvan
also takes up another mission: the marketing position of Parkview Wine
and to make it a popular brand. “We are Hong-Kong funded. In the past,
wines were not our major business. Therefore, the first thing to do is to
the positioning of our brand in order to allow the public to know about us.”
To establish a brand in mainland China, a certain understanding of the
consumption pattern of different regions in China is a must. “China is large.
From the South to the North, they require a different style of drink menu.
In the chilly and cold Northern area, they may need some wines with high
alcohol concentration while the Southern are more mature. They are more
open-minded and are okay with white wines. Therefore, we adjust our supply
according to their preference, trying to provide different markets with suitable
products. We import New Zealand Sauvignon Blanc or German Riesling
in Summer whereas in winter we import the rich Bordeaux and Italian red
wines. We supply over 35 kinds of wines at present. There will be more of
them in the future. We hope to grasp the heart of the customers by providing
diverse choices of wines.” At the same time, their position is absolutely clear.
“Our main product is table wine which is priced at RMB$300-$500 per box.
We strive to provide the mainland customers quality wines at an affordable
price in way to nurture their interests in wine and advocate the development
of wine culture in mainland China.” @
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