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ABSTRACT

This study seeks to identify ways to develop wine tourism in the Champagne
region by targeting the Asian market. After summarizing the market for champagne
and its exports, the tourism markets in the target countries are analyzed based on the
results of an online questionnaire on travel behavior and preference. This study
collected 900 questionnaires on Google and WJX platforms from Japan, Hong Kong,
Taiwan and China. The main channels for information on wine tourism included travel
agents, official websites, and Facebook. Around half of the respondents drink sparkling
wine annually. KLOOK, TripAdvisor, and official winery websites are the most popular
purchase websites. Well-informed wine tourism products can be remarkably attractive
to tourists, and Asian tourists tend to have higher budgets and prefer to enjoy the
experience of a food and wine pairing.

In addition to a consideration of the survey results, this study also integrates
findings from a wine tourism internship at Champagne House Veuve Clicquot, to
provide more precise suggestions for how to approach Asian clients. The respondents
expressed highly positive views on participating in wine tourism in Reims if they receive
enough travel information. Wineries will able to attract more Asian tourists by
communicating through proper channels and meeting their preferences for taste and
experience. Although sparkling wine consumption is not daily habit in Asia,
consumption frequency and brand loyalty could be increased by a memorable wine
tourism experience.

Keywords: Asian, Champagne, Purchase behavior, Wine tourism, Questionnaire,
China, Hong Kong, Japan, Taiwan

List of abbreviations:

CIVC: Comité Interprofessionnel du vin de Champagne

COVID-19: Coronavirus disease 2019

JNTO: Japan National Tourism Organization

MICE: Meetings, Incentives, Conferences and Exhibitions

OIV: International Organization of Vine and Wine

SOP: Standard Operating Procedures

SWOT Analysis: Analysis based on Strengths, Weaknesses, Opportunities, and
Threats

UMC: Union de Maisons de Champagne

UNESCO: United Nations Educational, Scientific and Cultural Organization
WOM: Word Of Mouth



INTRODUCTION

This study seeks to develop wine tourism targets for the Asian market in the Champagne
region. Wine tourism is an innovative industry for wine, and Champagne is one of the most
famous wine tourism destinations in France. France has a complex wine market: fine wines
from Bordeaux and Burgundy are presold on en primeur to distributors (négociant), so tourists
might not able to buy bottles during their visit. Some French wineries are not accustomed to
charging tourists for tours, but hope clients buy wine to cover the cost (Hall et al., 2000).
Champagne enjoys a strong reputation, unique winemaking skill, and well-prepared bottles in
cellars for sell. The wine tourism product for the Champagne region is well packaged with
smart price strategy, and, considering those conditions, Champagne is an ideal wine
destination for research on Asian tourism.

1.1. Wine Tourism in France

Tourism has been a booming industry in the decades prior to COVID-19. In 2017, France
had 86,861 million international tourists (Direction Générale Entreprises [DGE], 2019;
Appendix Table A), although most tourists are attracted by Paris. In 2017, 5,948 million
tourists from Asia traveled to France, accounting for 6.8% of all international tourists. Tourists
spent the most nights in Paris. According to the French Government tourism annual report,
35.6% of international travelers stay overnight in Paris. In the administrative region of Grand
Est—containing Alsace, Champagne, Ardennes, and Lorraine—only 7% of tourists stayed
overnight (DGE, 2019; Appendix Figure A). If most tourists stay in the capital, then the tourism
industry in the country is unbalanced. To develop sub-region tourism as travel destinations,
decentralizing tourism from the capital is essential. For France, wine tourism can be the
attraction that can help develop the economies of sub-regions, improve the local quality of life

and encourage young talent to remain in the regions.



Wine tourism in France started to develop in the 1980s. Wineries in Burgundy and
Alsace started to open their gates to tourists for tastings and to sell bottles at the cellar door
(Hall et al., 2000). The most historical wine route—the Alsace Wine Route—was established
in 1953 as the first tourist wine route in France (Alsace Wine Route, n.d.). In 2008, the
Ministry of Agriculture created a National Council of Wine Tourism in France (Charters et al.,
2011). Bordeaux, Champagne, Burgundy, and Alsace are the most popular wine destinations
in France. This thesis will focus on Champagne wine tourism development in the Champagne
region, with a particular focus on visit price strategy and market issues.

1.2. Wine Region: Champagne

Champagne is the most well-known sparkling wine on the market around the world. This
effervescent wine was created in the late 1700s and spread throughout the world in the 19th
century. In 2015, the Champagne Hillsides, Houses, and Cellars were classified as part of
UNESCO’s World Heritage list. The Champagne region thus has numerous advantages in
developing wine tourism with its reputation, history, masterpiece cellars, unique winemaking
technique, and convenient transportation. What is next focus for Champagne as a wine
destination? Identifying potential consumers from Asia could be the best way to develop local
wine tourism. Targeting the Asia market could not only enhance Asian brand loyalty to
Champagne, but also make it possible to export more bottles. Wine tourism is a new concept
for Asian tourists, however, and the survey in this study will help to identify a clearer picture of
awareness of wine tourism and promotion of the Champagne region among Asian tourists.

Champagne is only one-hour from Paris, which is very convenient for international
tourists, particularly in comparison to Bordeaux, which takes two hours by TGV (high-speed
train) from Paris. The Champagne region consists of four main areas: Montagne de Reims,

Cote des Blancs, the Marne Valley, and Cote des Bar. Most developed wine tourism is in the



Marne region, where Reims and Epernay located. The south of the Champagne region, Aube,
is less integrated into the wine tourism trail (Charters et al., 2011).

Determining the tasting price is always a struggle for wineries. Some small French
wineries give free tastings to promote bottle sales (Hall et al., 2000). Prestige wineries, such
as the Grand Cru Classe Bordeaux, only receive special customers or wine professionals,
and not every winery sees wine tourism as an opportunity. The Union des Maisons de
Champagne (UMC) has set average tour fees. Not only because the sparkling wine lose the
bubbles in few days once it is opened. The average price of Champagne is higher than other
wine regions, with prices starting at €20 (Bilan, 2017); the visit and tasting price tends to
range around €20—€55 euros in the Champagne region, following the average tour prices for
the LVMH group, which owns Moét & Chandon.

1.3. Champagne Market

For the most precise data of Champagne market, this study refers to the annual reports
from the Comité Interprofessionnel du vin de Champagne (CIVC), UMC, and International
Organization of Vine and Wine (OIV). The sparkling wine market has boomed in the last
twenty years in response to high global demand. The global sparkling wine production has
increased by +57% since 2002, and reached 20 million hl in 2018 (OIV, 2020; Figure 1). As
shown in Figure 1, the import value of sparkling wine in Japan almost doubled between 2008
and 2018 (OlV, 2020; Appendix Figure B).

Figure 1.

Sparkling Wine Demand 2002-2018.

Source: OIV (2020).



The Champagne region has a unique cooperative structure. There are 395 Champagne
Houses, and 16,000 grape growers own 90% of the vineyard. Of these growers, 4,159
produce their own wines. There are 34,300 hectares under cultivation and 30 million bottles of
champagne exported per year, with around 70% destined for foreign markets. In 2018, the
two biggest Champagne markets, France and the United Kingdom, continued to shrink, while
foreign markets continued to grow. Looking at the Asian market in particular, Japan and
China’s export volumes and turnover grew in 2018 (CIVC, 2018). Champagne’s reputation
reaches beyond the borders of France, and it remains exceptionally well known across the
globe. Non-vintage brut champagnes are always the main product, and exports reached
79.3% of total volume and 65.8% of turnover in the market share (Figure 2).

Figure 2.

Champagne Production.

Vignerons
% | %
2018 301 875 219 342 72,7% 54 879 18,2 % 27 654 9,2 %
2017 307 379 222 537 72,4 % 57 412 18,7 % 27 431 89%
2016 306 075 219 365 7M,7% 59 573 19,5 % 27137 8,9 %
2015 312 567 223 552 71,5 % 60 900 19,5 % 28 115 9,0%

Coopératives

2014 307 166 215108 70,0 % 63 166 20,6 % 28 893 94 %
2013 304 994 210 927 69,2 % 65 747 21,6 % 28 320 9,3%
2012 308 600 213 245 69,1% 67 664 21,9% 27 690 9,0%
2011 322 952 222772 69,0 % 71 503 22,1% 28 677 89%
2010 319 497 219142 68,6 % 72 410 22,7% 27 945 8,7%
2009 293 331 193 548 66,0 % 74828 25,5 % 24 955 85%

LEs EXPEDITIONS DE CHAMPAGNE PAR FAMILLE

o m

@ Vignerons : 4 159 (-112) ® Vignerons : 18,2 % @ Vignerons : 14,8 %
@ Coopératives : 42 (=) @ Coopératives 1 9,2 % ® Coopératives : 7,6 %
Total : 4 596 (-98)

Source : CIVC (2019).
Asian markets demonstrated remarkable growth, particularly Singapore (+15.1%), China

(+10.2%), and Hong Kong (+9.8%). Prestige cuvées are welcomed in the Japanese market
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and had almost 30% of total volume. The China, Hong Kong, and Taiwan markets for prestige
cuvées also performed well, achieving 23.6% of total turnover on the market (CIVC, 2019,
Appendix Table B). Higher dosage Champagnes only took 3.4% of total volume, however,
and the Asian taste preference is reflected in the numbers. Japan is the leading market of
demi-sec cuvées, while China, Hong Kong, and Taiwan represented 8.1% of total volume
(CIVC, 2019, Appendix Figure C). These export trends can be related to the questionnaire
findings from the present study to illustrate sparkling wine taste preference and assist in the
design of customized tastings for Asian tourist preferences.

Japan is a strong maritime power, its industry and economy are deeply dependent on
exports and imports (National Development Council, 2008). Free trade agreements are thus
very important. The Trans-Pacific Partnership and an agreement with the European Union will
influence the number of exports (CIVC, 2018). Japan was the third biggest export market for
Champagne in 2018, in terms of both volume (13.6 million bottles, with increased 3.9%
turnover) and value (€318.8 million). Though the Japanese are only small population (17%)
are consumers, there are 67% of the consumer are well knowledge about the appellation. The
attraction of Champagne means quality, uniqueness, and prestige for Japanese. The young
generation (aged 21-34) consumed 38%, which is greater than their presence in the general
population (31%). Online shopping sites and social networks significantly influenced the
purchase behavior of young consumers. (CIVC, 2018, Appendix Figure D)

Exports to China, Hong Kong and Taiwan market increased by 9.1%, to 4.7 million
bottles and turnover increased by 10.3% to €98.6 million. In 2018, China imported more
champagne than Hong Kong for the second consecutive year. The Chinese market is special
in the digitization of distribution channels. Booming e-commerce sites and social networks
have changed Chinese purchasing behavior. Champagne appeals to the Chinese consumer

because of its image of sophistication and prestige. Consumption centers in big cities and



special occasions, generally through nightclubs, late night bars, and high-end restaurants.
The advantage of Hong Kong market is its prime location for trade and zero tariffs. The Hong
Kong market has increased imports of champagne an average 6.4% of volume and 6.5% of
value each year from 2010 to 2018 (CIVC, 2018). However, the economic growth of Hong
Kong is slowing due to the saturated market and the 2019 Anti-Extradition Law Amendment
Bill Movement.

We have already mentioned the unique cooperative structure in the Champagne region.
Turnover also reflects the unbalanced situation in this market. The large Champagne Houses
accounted for two thirds of volume and three quarters of turnover in 2018, exceeding 150
million euros (Table 1). These large houses export around the world and have more
resources to develop wine tourism. Houses located in Reims and Epernay normally provide
good hospitality for wine tourism experience. The interviewed grower in Steve and David
(2011) also showed that small wineries believe wine tourism is more relevant to the large
champagne houses but not small wineries.

Table 1.

Groups of Large Champagne Houses

Parent Company Champagne Houses
LVMH Moét & Chandon, Dom Pérignon, Veuve Clicquot, Krug, Ruinart, Mercier
Lanson-BCC (Boizel Chanoine) Lanson, Philipponnat, Boizel, De Venoge, Chanoine Fréres(TSARINE),

Besserat de Bellefon, Alexandre Bonnet, Maison Burtin

Vranken-Pommery Monopole (VPM) Pommery, Vranken, Heidsick Monopole, Charles Lafitte

Laurent-Perrier Group Laurent-Perrier, Salon, Delamotte, De Castellane
Pernod Ricard G.H.Mumm, Perrier Jouet

Bollinger-Diffusion Bollinger, Ayala

Groupe Thiénot Canard-Duchéne, Joseph Perrier, Marie Stuart, Thiénot

Source : Modified from Union de Maisons de Champagne (2019)
Wine tourism activities are dynamic in Reims and Epernay. Tourist attractions such as

the statue of Dom Pérignon at Moét & Chandon, the Champagne De Castellane’s museum,
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and Mercier's giant champagne line Avenue de Champagne. The LVMH official page
indicates that Mercier receives 150,000 cellar tours every year (LVHM, n.d.). Champagne
Boizel opened a brand new workshop, Atelier 1834, to receive tourist in 2016. Vranken
Pommery and Veuve Clicquot are well known as wine tourism destinations in Reims. Large
Champagne Houses are ready to welcome Asian tourists, which is one of the main reasons
this thesis chose Veuve Clicquot as the company for the case study.
1.4. Internship Winery: Veuve Clicquot

Clicquot House was established by Philippe Clicquot in 1772, but owes its fame to
Madame Clicquot, who was born in Reims in 1777. She was the daughter of the mayor of
Reims, Baron Nicolas Ponsardin, and married Philippe Clicquot's son, Francois, in 1798.
When Madame Clicquot was 27, she lost her husband, but took over the business of the
winery in 1805 to continue her husband’'s passions. Madame Clicquot's audacity and
intelligence carried her through the difficult Napoleonic period and allowed her to successfully
expand the winery business. She created the first vintage champagne in the region in 1810.
She had the brilliant idea to put a star on the cork to commemorate the Comet Vintage of
1811, when a comet that flew over the region, and there was an exceptional harvest. She was
ambitious and sought to create a market abroad; she shipped 10,550 bottles to Russia in
1814, which was a big success for the beginning of the business.(Frédérique, 1992).

Madame Clicquot’s influence went beyond marketing, however: her whole life was
dedicated to making the finest champagne. She invented the table de remuage (riddling table)
to clarify champagne in 1816. Two years later, she created the first blend of rosé champagne,
Rosé d'assemblage. Even after her death in 1866, the company continued to do well. The first
Yellow Label Trademark was registered in 1877. In 1909, Veuve Clicquot Ponsardin acquired

482-m long crayéres, which were in perfect condition for aging wine; this masterpiece cellar



has been recognized by the World Heritage Committee, and was listed among the Vineyards,
Houses, and Cellars of the Champagne region as a UNESCO World Heritage site in 2015.

In 1986, Louis Vuitton acquired Veuve Clicquot, and LVMH (Louis Vuitton Moet
Hennessy) was founded shortly afterwards. Veuve Clicquot keeps an eye on the international
market. Veuve Clicquot Rosé was launched in Japan during the cherry blossom season in
2004. Veuve Clicquot owns 390 hectares of vineyard, and 86% of those vineyards are divided
between 12 of the 17 Grands Crus, and between 20 of the 44 Premiers Crus in the
Champagne AOC. The vineyard consists of 47% Chardonnay grapes, 36% Pinot Noir, and
17% Pinot Meunier. The winery cooperates with 100 winegrowers from generation to
generation, working with over 1,000 harvest workers to hand pick grapes each year. Annual
production is around 1.5 million cases. To make the best cuvée, the winemaker tastes 700—
800 still wines each year and reserves 400 wines from 17 different years (Veuve Clicquot,
2020).

According to data provided by Veuve Clicquot, the winery welcomed 29,242 total visitors
in 2019. The four countries of origin for visitors were France (8,548 visitors), the United States
(8,055 visitors), Brazil (2,356 visitors), and the United Kingdom (2,262 visitors). Concerning
visitors from Asia, Veuve Clicquot received a much smaller number of visitors from Japan
(306), Hong Kong (72), Taiwan (53), and China (47) Chinese in the same year, which
indicates that the Asian tourist is a market that remains to be exploited.

The goal of the internship project was to increase the number of Asian tourists to visit
Veuve Clicquot, ideally to 40,000 visitors in the coming year. To reach this goal, Asian travel
channels and travel preferences were gathered and analyzed. Due to the 2020 COVID-19
pandemic, France closed its national borders, and the epidemic inflicted serious damage on

tourism industry. It is thus not possible to apply the findings from this study this summer, but



the analysis of the Asian tourism purchase channels and travel behavior may be helpful in the
recovery of visit numbers in 2021.

This internship was supposed start in March, but the French government announced a
lockdown from March 17 to May 11, 2020, due to COVID-19. The internship officially began
on June 3, 2020. The internship after the confinement followed the Standard Operating
Procedures (SOP) for the epidemic period. The wine tourism teams were guided in the
process of serious disinfection and to decrease direct contact with clients. The number of
visitors allowed on each tour was reduced from 19 to 10 people. The route map was
redesigned to adapt to this particular situation, with safe distancing clearly indicated on the
guided route. A high standard of hygiene has also been required to protect the safety of
employees and customers.

In these restricted conditions, the winery provides three wine tourism products: Clicquot
Spirit (1H cellar visit and Brut Yellow Label tasting); Atelier Effervescence (Half hour Cellar
tour with 2 glasses of Champagnes tasting); and Vineyard experience (Tour of the vineyard
around Manoir de Verzy with 2 glasses of Champagnes tasting). After the first two of these
tours, visitors are welcome to shop in the boutiqgue and enjoy a food and champagne pairing
or a tasting of different Champagnes by the glass at Airstream. The number of clients is
limited to under 10 people, and the chosen products are served by boutique staff. This
maintains the luxury shopping experience in safer conditions.

1.5. Local Tourism Market and SWOT

The Champagne region has two world heritage sites classified by UNESCO: the
Cathedral of Reims and the Champagne Hillsides, Houses and Cellars. The coronation of the
kings of France took place inside the Cathedral of Reims, and 1.4 million visitors visit this
Gothic masterpiece annually (2018). Six wine routes exist in the Champagne region: Massif

de Saint-Thierry, Montagne de Reims, the Marne Valley, Céte de Blancs, C6te de Bar, and



Coteaux Vitryats (Appendix Figure E). Wine tourism events are often organized in
Champagne, including the wine route festival in Aube and Champagne et Vous in Aisne.
There are also four events are organized in Marne: Champagne festival, Harvest festival,
Champagne Vitryat festival, and festival of lights in Epernay. In the Champagne Ardennes
region, departmental committees oversee the Marne and Aube, while Reims and Epernay
each have their own budgets, priorities, and perspectives on tourism in Champagne (Steve &
David, 2011).

The Champagne wine tourism white book was published March 2019 by the Mission
Coteaux, Maisons et Caves de Champagne. According to the white book, 7.3 million people
visited the Champagne region in 2017, including 3 million-day visits and 4.3 million overnight
stays. The accommodation capabilities have reached 16,500 beds, which is an increase of
1.3% from 2014 to 2016. There were 274 hotels in 2017, including 5 hotels with 5 stars, 17
with 4 stars, 90 with 3 stars, 76 with 2 stars, 15 with 1 star, and 71 normal hotels. Meanwhile,
11,700 jobs opportunities were created in the tourism sector, which brought in an investment
of around €109 million. Winery visits in 2017 were also broken down by company: Mercier
received 87,200 visitors; Moet & Chandon, 80,600; Taittinger, 72,412; Mumm 40,287; and
Veuve Clicquot, 28,892 (Mission Coteaux, Maisons et Caves de Champagne, 2019).

To clarify the strengths and opportunities for tourism in the Champagne region, the
author performed SWOT analysis based on the two main regional tourism development
plans—the diagnosis and prospects of tourism in the Grand Est (SRT, 2017) and the
government white book of wine tourism in Champagne (Mission Coteaux, Maisons et Caves

de Champagne, 2019)—as well as personal experience (Table 2).
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Table 2.

SWOT Analysis of Champagne Wine Tourism

Strengths

Weaknesses

High awareness of Champagne

High quality sparkling wine

Unigue winemaking method

Unique crayéres cave

Clear image of wine destination
Supportive organization: CIVC

2 UNESCO heritage designations
Diverse Champagne brand to discover
Transportation: TGV, Paris airports
High quality of hotels

Activities: Wine tourism, history heritage, nature
and gastronomy

Innovation wine tourism

Existing wine route

Not well-known as travel destination
Closed on weekends and holidays

Lack of languages

Lack of talents

Obvious high season and low season

Far from beach

Unclear instructions for public transport to
vineyard

Small wineries are not ready for wine tourism

Opportunities

Threats

Near Paris: One-hour journey
MICE

Close to Germany and Belgium
World Champagne lovers
International events:

e 2024 Olympic Games

e 2023 World Cup of Rughy

Wine destination competitors: Bordeaux, Porto,
Napa Valley

Global warming influences the vineyard

Not enough budget to invest tourism

Increased Prosecco sales

Global disease: COVID19

11



ASIAN OUTBOUND TOURIST MARKET

Eating habits are influenced by globalization. It has become easier to find Western food
restaurants in Asia and Asian food restaurants in Europe. Fine dining is increasing in Asia,
while wine and food pairing has become more common. Clear evidence of this is provided by
the publication of Michelin guides for various countries in Asia over the course of the past
decade. Michelin has been the premier travel and restaurant guide for France since 1926.
The first Asian edition of Michelin was published in 2008 in Tokyo, Japan (Isabel, 2007), while
the Hong Kong edition was published in 2009 (news). The first year for Michelin ratings of
Taipei, Taiwan, was 2018 (Monica, 2017). Michelin guides have been published for three
main Chinese cities: Shanghai (2017), Guangzhou (2018), and Beijing (2020) (Wu, 2016).
2.1. Taiwan

The Taiwan wine import business started in 2002 after the monopoly system was
eliminated, as the climate is too warm to plant wine grapes in Taiwan. Wine culture has less
than a twenty-year history in the country. The monopoly was started during the Japanese
occupation. The Taiwan Governor’s Office took control of tobacco in 1905 and liquor from
1922 to 1968. The government has since enacted the Tobacco and Liquor Tax Law and the
Tobacco and Liguor Management Law, which went into effect on January 1, 2002, and
eliminated the monopoly system and initiated free production of tobacco and liquor (Chao,
2003). The government of Taiwan ended the ban on outbound travel in 1979, and in 1994,
outbound travelers amounted to 4.74, about 22% of Taiwan’s total population. Between the
early 1960s and 1990s, Taiwan’s economy boomed because of rapid industrialization. As
Taiwanese incomes increased and the outbound travel prohibition ended, Taiwan became
one of the world’s most prominent tourist-exploring countries (Huang et al., 1996). Taiwan has
a visa exemption agreement with 111 countries, a visa-upon-arrival agreement with 40

countries, and can apply for e-visas for 17 countries as of 2019.
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Outbound tourism data were recorded by the Tourism Bureau, Ministry of Transportation
& Communications (MOTC). The annual travel report indicated 17,101,335 people traveled
abroad in 2019. Only 0.4% of these (75,642) traveled to France. The average trip length was
7.87 days, but the average length of stay in France was 11.62 days (MOTC tourism statistics,
2019). This greater number of overnights in France may be an opportunity for the Champagne
region. Wine tourism is a new experience for the Taiwanese, so a wine tourism daytrip might
be a good attraction.
2.2. China

According to the Chinese Government, 149,720,000 Chinese people traveled abroad in
2018, while 1,300 million passports had been issued up to 2018. Although only 10% of
population has applied for a passport, there is still huge potential for the outbound travel
market. Most outbound tourists are from the large cities of Shanghai (population 23.4 million),
Beijing (18.8 million), and Guangzhou (11.6 million). Although age composition has changed,
Generation Y (post-1980s; 29%) is still the backbone of outbound tourism. However,
Millennials (1990s—2000s; 18%) travel number exceeds that of Generation X by 1% according
to the Ministry of Culture and Tourism’s report (2019). Millennials prefer a unique experience,
and they intend to choose independent travel, customized tours, and private guides. As travel
has become easier and more diverse, the demand for high-quality service is rising. The
average spending for outbound travelers is US$800 per person. As second-tier and third-tier
Chinese cities (Chengdu, Chongging, Tianjin, Shenzhen, etc.) increase the number of
international airports and visa offices, the number of outbound Chinese tourists will clearly
increase (Ministry of Culture and Tourism, 2019).

Asian travel to Europe normally takes longer than a week. In terms of travel peaks, there
are three main holidays in China, Chinese New Year (Spring Festival), May Day, and the

Mid-Autumn Festival, each of which affords 5-8 days’ vacation. A weeklong holiday is a good
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reason to encourage Chinese to travel abroad. According data from Ctrip, 40% more
bookings appeared during three main holidays than at other times. Ctrip is one of the main
travel websites in China, and the company is establishing overseas offices around the world
to meet the needs of Chinese tourists. Millennials, especially, tend to book a one-day simple
tour, rental car, or online ticket, instead purchasing a travel package. Demand for cultural
travel is increasing as well. It is possible to purchase museum tickets (for, e.g., the Louvre or
Musée d’Orsay) on Ctrip; a Chinese tourist could book the ticket on the day they want to visit
and the e-ticket would be stored in their mobile phone. Tourism products targeting Chinese
visitors may wish to engage with technology.

2.3. Japan

The number of Japanese outbound travel has increased rapidly since 1985, when the
value of the yen rose sharply against other currencies. In 1987, the Japanese government
announced the Ten Million Program, which aimed at doubling the amount of Japanese travel
from 5.5 million (in 1986) to 10 million by the end of 1991, and they successfully reached
nearly 11 million in that year (Nozawa, 1992). According to the Japan National Tourism
Organization (JNTO), the number of Japanese departures has increased at a steady rate and
has more than doubled in the past 30 years. From 1992 to 2018, the number of outbound
tourists increased from 11 million to 18 million (Japanese departures statistics, 2018,
Appendix Table D).

In the 1970s, Japan had the world’s third largest gross national product. As Japan’s
economy boomed, outbound tourism grew rapidly. During that golden period, Japanese
travelers spent two to five times more than the average international travelers. This changed
the service at many tourist destinations: most French museums that attracted international
tourism translated their brochures into Japanese. The government’s International Tourism

Institute of Japan (ITI1J) supported outbound travel promotional activities, and the Japanese
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air industry expanded international air capacity, especially in 1987, to the inter-Pacific Asian
region and non-stop routes to Europe (Nozawa, 1992). Although deflation in Japan started in
the early 1990s, and the Japanese economy suffered, the numbers of outbound tourists
continued to grow. Japan is also the most mature champagne market in Asia and the third
highest import country globally by value. Because the Japanese are interested in champagne,
there is a huge potential to attract them to visit the region to explore the production of
world-famous sparkling wine.
2.4. Hong Kong

Hong Kong was one of the largest tourist-generating markets in the Asia-Pacific region
after Japan, Taiwan, and Australia in 2001. The number of outbound travelers increased by
one million people from 1997 to 2001 (Hangin et al., 2004). A MasterCard survey found that
the Hong Kongers are the second keenest travelers in the region, and Hong Kong
international outbound tourism is expected to reach 6.8 million in 2021 (MasterCard news,
2017). A 2017 survey by the British travel website MoveHub found that Hong Kong had the
highest number of overseas trips per capita at 11.4 times per year, perhaps due its many
public holidays, although fluctuations in the housing market and the lifestyle of escape culture
could be the main reasons for high travel frequency (Jerry, 2017). A case study of Honk Kong
residents’ outbound leisure travel sought to identify the most important factor influencing their
travel destination decisions and found that trendy destinations are the first choice for Hong
Kong residents. Safety, availability of accommodation, transportation, cost of trip, and quality
of food are other important factors (Hangin et al., 2004). Less important were shopping
service, festivals and special events, language barriers, entertainment and night life, historical
sites and beaches, and destination distance from place of residence. With this in mind, it

should not be difficult to attract visitors from Hong Kong to Reims.
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ONLINE SURVEY ANALYSIS OF CHAMPAGNE WINE TOURISM

This survey seeks to develop Asian tourist travel to the Champagne region. Participation
in the research was voluntary and anonymous.
3.1. Methodological Approach

This online questionnaire was applied to four main wine markets in Asia: Japan, Hong
Kong, Taiwan, and China. A total of 900 questionnaires were collected from April 9 to May 5,
2020 (Table 3); the target population were those aged 18 years or above. The questionnaire
was published using Google Forms in three languages: Mandarin traditional, English, and
Japanese. A version in Mandarin simplified was published on the WJX (Changsha Ranxing
Information Technology Co., Ltd., 2020) platform for the Chinese market (Appendix
questionnaires). Hong Kong is a bilingual market: 65 English and 75 Mandarin traditional
questionnaires were collected. In terms of overall responses, Japan and Hong Kong each
yielded about 150 complete surveys, while Taiwan and China each yielded about 300.

The first section of questions focused on demographic characteristics (Table 3) and
awareness of and interest in wine tourism (Table 4). The second section focused on wine
consumption frequency and preferences. The third section focused on travel information
platform preference and online purchase and travel package website preferences. The final
section discussed interest in visiting Veuve Clicquot after reading provided marketing content,
budget, and descriptions of the wine tourism experience (Appendix Table E-H).

3.2. Demographic Characteristics

Data from these questions related to gender, nationality, age, travel partner, and travel
frequency (Table 3). In terms of gender, Japan had a parity of responses, while Taiwan (67%)
and China (60%) had more female responses and Hong Kong had more male responses
(66%). In the travel partner sector, the greatest proportion of respondents travel with family

(442; 49%). Traveling with friends was the second highest in the ranking (231; 26%). It thus
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appears that most respondents prefer to travel with family and friends (Figure 3). Surprisingly,
travel as a couple was not the most common combination, while providing children a friendly
environment is a huge plus for family visitors. Traveling with a colleague was the least
common (9; 1%). Although the option of traveling with colleague was designed to link with
meetings, incentives, conferences, and exhibitions (MICE) travel, MICE travel and travel
partner did not have a strong correlation. Further research on Asian MICE travel is needed.
Among respondents from Japan, Hong Kong, and China, 10%—23% were willing to travel

alone, but this was a less popular option among people from Taiwan (5%).
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Table 3.

Respondent Demographic Characteristics

Item/ Criteria Japan Hong Kong Taiwan China
Variable
No. Pct. No. Pct. No. Pct. No. Pct.
Total amount of questionnaire 150 150 300 300
Gender Male 80 53% 99 66% 99 33% | 119 40%
Female 70 47% 51 34% 201 67% | 181 |60%
Age 18-24 5 3% 19 13% 26 9% 92 31%
25-34 48 32% 48 32% 54 18% | 71 24%
35-44 35 23% 33 22% 51 17% | 58 19%
45-54 30 20% 22 15% 69 23% | 42 14%
55-64 25 17% 23 15% 81 27% | 33 11%
65-74 6 4% 4 3% 17 6% 3 1%
74 or older 1 1% 1 1% 2 1% 1 -
Travel Family 77 51% 42 28% 168 56% | 155 52%
partner Couple 14 9% 34 23% 33 11% | 23 8%
Friend 20 13% 45 30% 80 27% | 86 29%
Colleague 4 3% < 3% 5 2% 6 2%
Solo 35 23% 25 17% 14 5% 30 10%
Travel Don’t like travel 0 - 2 1% 5 2% 23 8%
frequency | Occasionally, less | 18 12% 13 9% 113 38% | 138 46%
than once per year
Once a year 35 23% 27 18% 87 29% | 65 22%
2-3 times per year 68 45% 83 55% 85 28% | 52 17%
4 times or more 29 19% 25 17% 10 3% 20 7%

People from Taiwan and China tend to travel less frequently, occasionally or less than
once a year (38% and 46%, respectively; Figure 4). General travel frequency among people
from Japan and Hong Kong is slightly higher, at two to three times per year, while 64% of
Japanese and 72% of Hong Kongers travel more than twice per year. Indeed, Hong Kong
residents in particular appear to like to travel, while Chinese respondents normally travel
slightly less often than those from the other three countries.

3.3. Awareness of Wine Tourism Platforms
Table 4 indicates that respondents from Japan and Taiwan had greater recognition of
wine tourism according to three Yes/No questions about wine tourism awareness (82% and

81%, respectively), experience (52% and 51%, respectively), and interest (84% and 87%,
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respectively). There is still room for recognition of wine tourism to develop in China and Hong
Kong (65% and 74% awareness, respectively). Only 29% of Chinese respondents and 36% of
Hong Kongers had experienced wine tourism. The survey data also indicated that more than
60% in total respondents were interested in wine tourism, with respondents from Taiwan and
Japan being particularly interested (Table 4).

Table 4.

Awareness of Wine Tourism Platforms.

Item/ Criteria Japan Hong Kong Taiwan China
Variable
No. Pct. | No. Pct. No. Pct. No. Pct.
Total amount of questionnaire 150 150 300 300
Awareness of | Yes 123 | 82% | 111 74% 242 81% 195 65%
wine tourism | No 27 18% | 39 26% 58 19% 105 35%
Awareness of | Official Web Page | 56 37% | 40 27% 121 40% 54 18%
wine tourism | Tourism Office 33 22% | 30 20% 37 12% 22 7%
platform Travel agent 39 26% | 47 31% 176 59% 106 35%
Google Map 19 13% | 15 10% 41 14% 14 5%
TripAdvisor 17 11% | 31 21% 37 12% 15 5%
Facebook 19 13% | 68 45% 101 34% 16 5%
Instagram 21 14% | 29 19% 49 16% 12 4%
Others 39 26% | 30 20% 40 13% 73 24%
Used to visit | Yes 78 52% | 54 36% 153 51% 88 29%
Wine tourism | No 72 48% | 96 64% 147 49% 212 71%
Interested to | Yes 126 | 84% |91 61% 260 87% 226 75%
Wine tourism | No 24 16% | 59 39% 40 13% 74 25%

As shown in figure 5, the top three websites for the four countries are travel agents,
official web page, and Facebook for creating awareness of the wine tourism platform, so
maintaining an official web page and Facebook content is important, while optimizing the
reactions of potential consumers on Facebook is recommended. Cooperation from travel
agents should also be considered as a key point to increase visitors.

Although sources of information varied by country, travel agents were significant sources
in both Taiwan (59%) and China (35%), while also being a useful source in Japan (26%) and
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Hong Kong (31%). Facebook was particularly important for respondents in Hong Kong (45%)
and Taiwan (34%), while official winery websites were important for respondents from all
countries (ranging from 19%—40%). The “other” option was also significant for Japan (26%),
China (24%), and Hong Kong (20%), which indicates the importance of WOM (Harvir & Peter,
2000), Weibo, Twitter, magazines, influencers, and other advertisements.

Figure 5.

Awareness of Wine Tourism Websites.
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3.4. Wine Consumption Frequency and Preference

Frequency of wine consumption in Asia is surprisingly low, as most people tend to drink
only annually. In each country, around 48%—-53% of people surveyed drink sparkling wine
annually (Figure 6 & 7), while one quarter of respondents did not drink any wine at all.
Although European has the cultural habit of pairing food and wine, wine is an exotic drink to
Asian people. Following the trends of globalization, however, an increasing number of
Western restaurants are opening in Asia. Drinking frequency might be influenced by the

culture of wine and food pairing and change slowly over time.
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According to UMC information, there are seven types of champagne defined by the
different level of sweetness after dosage (addition of a small amount of pure cane sugar
mixed with old Champagne wine before final corking, to balance the wine’s natural high
acidity): Extra Brut (0-6 g of sugar per liter), Brut Nature (<3 g sugar/liter), Brut (<12 g
sugar/liter), Extra Dry (12-17 g sugar/liter), Sec (17-32 g sugar/liter), Demi-Sec (32-50 g

sugar/liter) and Doux ( >50 g sugar/liter).

Figure 6. Figure 7.
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Designing a good tasting experience requires being familiar with the palate of the client.
Based on the survey results, most of the respondents appear to favor the Sec (fresh) style
(Figure 8), so it appears that most tourists from Asia will prefer a slight sweetness in the
sparkling wine. It would thus be wise to provide champagne with more than 12 grams of sugar,
including Brut, Extra Dry, and Sec for tasting, while Brut Nature and Extra Brut might not be
appreciated at a first-time tasting.

3.5. Travel Information and Purchase Platform

There is often a long process between making a travel decision and purchase. Different
influences may be involved; social media, for example, might be a trigger. The traveler often
does research before booking a trip. Because there are so many options, people tend to
choose that which they trust the most (Liping et al., 2004). Obviously, online channel
purchase behavior has to adapt to the different laws in different countries. Figures 9-11
illustrate the confidence of online purchasing behavior and the difference between information
research platform and purchase platform. More than 59% of respondents like online
purchasing, reaching 71% among Hong Kongers.

Figure 9.

Online Purchase Rate.
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When people research travel information, the main channels for Japan, Hong Kong, and
Taiwan are Facebook, TripAdvisor, Instagram, and Google Maps. China, however, had 50%
of awareness from Weibo, followed by MaFengWo (28%) and WeChat (33%; Figure 10). For
Japan TripAdvisor (53%), Google Maps (48%), and Instagram (34%) were particularly
significant, while for Hong Kong Facebook (73%), TripAdvisor (49%), and Instagram (39%)
were important sources. The Taiwanese respondents received travel information from
Facebook (64%) and Backpackers, Instagram, TripAdvisor and Google Maps (ranging 23%—
29%; Appendix Table F). For Japan and Hong Kong, the category of “Other” cannot be
ignored (53% and 49%, respectively). Influencers, Twitter, Jalan, Rakuten, travel magazines,
and Google keywords are also ways to collect travel information for the Japanese, while Hong
Kongers search for travel information on YouTube, Google keywords, KLOOK, and KKday.
Figure 10.

Travel Information Platform Preference.

Travel information platform preference

80%
70%
60%
50%
40%
30%

20%
10%
0% [ | | - -
< N Q © Y S s o > 5 o
R N B A I B R
S 2 > e S N \g > @ o
& X O} Ve \*Q \$ @ NS
&;\\Q & NS (900 OQQ/ @’b (b,b(,
N

M Japan HK ™ Taiwan China

Based on this analysis, it appears that the three websites with the most influence for
purchasing tour packages are: KLOOK, TripAdvisor, and winery official websites. More
specifically, 23%—36% of Japanese respondents prefer to purchase on Rakuten, HIS, or JTB.

KLOOK is the most important purchase platform for Hong Kongers (45%), although 31% and
23



27% purchase their trips on KKDAY and Trip.com, respectively. The favorite website among
Taiwanese is Lion Travel (52%), with Star Travel (26%) in second place, although 17%—-19%
of Taiwanese respondents would purchase tours on KLOOK, TripAdvisor, or a winery official
website. MaFenWo is the main channel for travel purchase and travel information in China
(21%), although 19% Chinese would be willing to purchase from winery official websites (19%)
were also significant; 30% of Chinese respondents chose the “other” option (Appendix Table
G). There were also 14 cases for purchase on CTRIP (Ctrip, n.d.), and 4 cases for purchase
on Fliggy (Fliggy, n.d.).

Figure 11.

Purchase Travel Package Website Preference.
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Surprisingly, many respondents were interested in visiting Veuve Clicquot after reading
the content below (Wine tour in Reims), particularly among those from Taiwan (93%) and
China (91%), while figures for Japan (83%) and Hong Kong (77%) were slightly lower (Figure
12). Most negative answers (9%-23%, depending on the country or origin) were because

respondents were not interested in alcohol, disliked long-distance travel, or were concerned
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about COVID-19. These results indicate that the Asian tourist market would be interested in
exploring the culture of the Champagne region if they are informed about the masterpieces

they could see and region’s proximity to Paris.

Figure 12.
Interest in Visiting a Champagne House.

Interested to visit Champagne house

100%

80%
60%
40%
20%

0%

Japan HK Taiwan China

M Yes No

Wine tour in Reims

After reading the following text, are you interested in visiting Champagne houses in
Reims if you happen to travel to France?

Reims is located in the northeast of France in the Champagne region, a one-hour train ride
from Paris. The coronations of the kings of France took place inside the Cathedral of Reims, a
Gothic art masterpiece classified by UNESCO as a World Heritage site.

In addition, many world-renowned Champagne houses are gathered in this city. The
Champagne Veuve Clicquot's winery tour, for example, will have you visiting the unique chalk
cellars, which are also a UNESCO World Heritage site, and discovering the story of Madame
Clicquot and how she made Champagne famous. Of course, the most important part is tasting
the great Champagne and fully enjoying the Clicquot experience.

Photo 1. Reims Cathedral. Photo 2. Veuve Clicquot Champagne.
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Price sensitivity is important in designing a welcoming product. Consider the tour price range
in the LVMH group wineries: Veuve Clicquot €30—€55, Moét & Chandon €25—€47, Mercier
€18—€28. These tours all include cellar tour and tasting, but the price difference depends on
the cuvée.
Figure 13.

Budget to Visit a Champagne House.
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For most of the respondents, their budget ranged from €30—€100, accounting for around
45%—-54% from all four countries. This indicates that most would be willing to pay more than
the ticket price and might have extra intention to buy a souvenir in the shop. Inclusion of
transportation service in the fees could also be attractive for Asian tourists. For respondents
form Japan and Hong, under €100 was the most acceptable price point, for 74% and 68% of
respondents, respectively, while the acceptable price range for Taiwanese was from €30—
€100 (53%). Surprisingly, 21% of Chinese respondents had a higher budget, from €100—€150
(Figure 13).

Figure 14 illustrates attitudes towards four classic types of wine tourism experience.
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Wine pairing with food was the most popular among respondents from Japan (70%) and
Taiwan (73%), while respondents from China were more likely to be interested in a wine
tasting and cellar visit (69%). Among respondents from Hong Kong, a tasting with different
ranges of wine was most appealing (61%). In the category of visiting a vineyard, respondents
form Taiwan (69%) showed the highest interest.

Figure 14.

Types of Wine Tourism Experience.
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Other creative tasting experiences were also mentioned, such as tasting while stargazing,
a wine spa, wine and cheese pairing, winery tour with music, wine picnic, a child-friendly
package, or a unique wine tasting of a special cuvée only available at the winery. A small
number of respondents were interested in the winemaking experience (28) or interested in

accommodation at the winery (8).
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CONCLUSION

This paper considers wine tourism in the Champagne region and the Asian tourist
market. After relating wine tourism in Champagne to the export market for sparkling wine, the
recent market situation, the potential for wine tourism development, and the internship at
Veuve Clicquot, the results of the second part of the study indicated that travel behavior is
changing among the target Asian population, with a greater focus on digital booking. This
study collected 900 responses via an online questionnaire from participants in Taiwan, China,
Japan, and Hong Kong, which helped to clarify their preferences for tourist product purchase
channel and travel behavior.

Around half of the respondents drink sparkling wine at least once annually. Consumption
frequency and brand loyalty could be increased by a memorable wine tourism experience.
The CIVC annual report and this study also showed that Asian tourists tend to be interested in
sweeter champagne. Also of interest, most preferred to travel with family and friends. It is
suitable, then, that Veuve Clicquot offers free tours for children (under 10 years) and a 50%
discount for adolescents (10-17 years). More child-friendly services should perhaps be
considered in the future. Most Asian tourists also have a high interest on gastronomy. The
Fooding project (a food and Champagne pairing) launched this year as an adaptive strategy.
This research also revealed the ideal budget is actually higher than the average tour
price—between €30—€100. The addition of the boutique and airstream (for special tastings of
cuvees with higher sugar content) fit the budget most Asian tourists are willing to spend.

The respondents expressed highly positive views on participating in wine tourism in
Reims if they receive enough travel information. There is a good deal of awareness of wine

tourism in Japan and Taiwan, and travel agents, official websites, and Facebook are the main
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sources of information. The results indicate that most influential websites for purchasing a
tour package are: KLOOK, TripAdvisor, and winery official website. According to this study,
wineries can reach the Asian market if they can cooperate with the main information channels.
Veuve Clicquot is working in the right direction by cooperating with travel agents. Due to the
COVID-19 pandemic, there was not sufficient time to apply any of the strategies suggested in
this study this year, but hopefully they can be used in the future to help develop wine tourism
in the Champagne region and assist in its recovery from the epidemic economic crisis as soon

as possible.
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Appendix: Tables
Table A.

International Tourists in France, 2017

2017 (p)

67 03; 64 708 5 5 5.6 37.3
dont Allemagne 11478 11753 11822 06 13,6 LA

Belgique, Luxembourg 10 BOB 10293 11 278 9.6 13.0 26
Espagne 6125 5794 & 794 17,3 78 404
Italie 7594 6992 6673 4,6 7.7 414
Pays-Bas 5063 4056 41355 74 5,0 56,6
Royaume-Uni 12236 12 019 12 744 6,0 14,7 78,3
Russie 620 592 849 42,4 1,0 74,3

Suisse 6010 6353 7035 10,7 8.1 205
Unicn européenne (28) 59 581 56912 S0624 48 68,6 40,7
Zone euro (19) 44 450 42152 44 055 4,5 50,7 34,9

dont Brésil 1162 1032 1218 17,9 1.4 76,2
Canada 1013 1129 999 -11,5 1.2 66,5
Etats-Unis 3 622 4180 4413 5.6 5.1 73,8

dont Chine 2197 2010 2107 49 24 754

Inde 524 552 521 5,6 0.6 7.0
Japen 682 411 484 17,8 06 67,1
Proche et Moyen-Orient 1352 1255 1343 7.0 1,5 T4

dont Afrique du Nord 1927 2085 1973 5.4 2.3 86,1

dont Australie 1267 1010 910 -9,9 1.0 91,8

Source: Direction Générale Entreprises (2018).
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Table B.

Champagne Asia export data 2016-2018

Volumes en bouteilles de 75 cl et valeurs en euros

Rang |

2016
volumes

207

2018
volumes

valeurs

ARMENIE
AZERBAIDJAN
BAHREIN
CAMBODGE*
CHINE

COREE DU SUD
EMIRATS ARABES UNIS
GEORGIE
HONG-KONG*
INDE*
INDONESIE*
IRAQ

ISRAEL
JAPON®
JORDANIE
KAZAKHSTAN
KIRGHIZISTAN
KOWEIT
LAOS*

LIBAN

MACAO
MALAISIE*
MALDIVES
MONGOLIE*
MYANMAR*
NEPAL

OMAN
OUZBEKISTAN
PAKISTAN
PHILIPPINES
QATAR
SINGAPOUR*
SRI LANKA
TATWAN*
THAILANDE*

VIET NAM*

* Estimation Comité Champagne

Source: CIVC (2018).

134
12
129
10
13
22

a1

14
38
57
162
69

128
94
125
163
145
43
68
39
52
130
133
160
83
103
165
62
A5
20
99
32
30
45

4990
17 586

13 008
23015
1299 833
825 091
1894 508
52 199
1692 773
390 743
114 881
314

96 191

10 946 151
9980

35 848
8982

6294
180 400
90 688
324 962
93 832
4 847
19 423
1512
8096
24 942
48
81803
302 646
1264 498
20 484
515790
313 314
142 296

1842

17 986
20934
19 864
1974255
1078 445
2 008 664
29999
1829 406
392 052
110 991
5976
77550

12 877 436
6845
49106
10272
3020

6 876
200 646
53 645
358 260
126 440
5800
20214
1494
39130
25504
360

95 278
427 556
1131819
19572
463 539
412 683
145 575

6 465

20 086

9 696

23 808
2173758
1037 787
1984 169
36 989
2049 236
361 848
124 927
1274

80 113
13 588 106
10 622
35304
11 081
1098
4962

198 080
80 638
323 505
146 843
8179
7770
1572
50112
27 545
870

107 448
399 092
1305 512
29 474
431 590
467 561
183 211

163 457
576 884
225211
393753
40894111
26 810196
50779198
973105
46 730 364
58924926
2089164
29 668
1991 410
318820914
205273
957172
275316
15767
103119
4479189
1775785
6819964
2454242
111563
106 760
20755
756 501
696 519
21841
2411167
5893 882
25922 381
559018
11012161
10033 097
3449027



Table C.

Chinese outbound tourism statistics 2010-2018.

Year | Domestic | Domestic Visitor | Visitors' Outbound

Visitor Expenditure | Arrivals | Expenditure | Departures
2010 21.03* 12580** | 13376™** | 456.14™** 5739
2011 26.41 19305 13542 484.64 7025
2012 29.57 22706 13241 500.28 8318
2013 32.62 26276 12908 516.28 8318
2014 36.11 30312 12850 1053.64 10728
2015 39.90 34195 13382 1136.50 11689
2016 44.35 39390 13844 1200.00 12203
2017 50.01 45661 13948 123417 13051
2018 55.39 51278 14120 1271.03 14972

Source: Ministry of Culture and Tourism of the People’s Republic of China (2019).

Note: * Number of people, 100 million; **Chinese Yuan, 100 million; *** Number of people, 10 thousand; ****US

dollar, 100 million.
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Table D.

Japanese outbound tourism statistics 1964-2018.

F£5) SHENEH HEBFRAHBMDERS

Visitor Arrivals, Japanese Owverseas Travelers

MRATE # International Travelers
i3 BT (+ 1) LR HEBFAR (s i 2
Wear WVisitor Change «Japanese Uverseas Change
Asrivals Travelers
A % A %
pErsons PeErsons
1964 ERIsE —
1965 ER40E 3.9
1966 EaE 132,937 15.1
1967 ER42E 176,771 10.1
1968 ERHaE a19,004 5.9
1969 ERHE 608,744 17.3
1970 ERH45E 854,419 10.4
1971 46 E Y
1972 ERH4TE 9.5 5
1973 BRFD4sE .3
1974 B9 2.0
1975 BSOS 9.6
1976 EHsIE < 15.7]
1977 EseE L, 10. 5|
1978 s L, 1.0 11.49]
1979 S L, [ 3
1980 ERHSSE L, i
1981 ERHS6E 1,
1982 EHsTE 1,
1983 ERsaE 1,965,461 3.6]
1984 ERHs9E 110,346 10,1
1985 ERH60E Y 6.2
1986 G
1987 EezE
1988 EHeIE
1989 TR T
1980 L2
1991 TRE 3
1992 TRE 4
1993 TR S5
1994 T 6 4
1995 TR T F
1996 RE B
1997 RS
1998 R 104
1999 PR 114
2000 HE 125
2001 EHE 135
2002 THE 145
2003 TFRE 155 .
2004 TRE 165
2005 TRE1TE
2006 TRE 185
2007 TR 194F
2008 TRE 204
2009 EEE 214
2010 ERE 224
2011 ERE zate
2002 ERE 244
203 L 255 5]
2014 L 264 x
2015 FRE 215 A1
2016 THE 285 g . 5.6
207 FRE 205 28,691,073 19.3 . 1.5
2018 mE J05E 31,191,856 5.7 15,954,031 £5. 0}
*E  (*1): EFURRICESE AEAERARTOSS M B F AR ICBET IAEAZRS.
EoI—H ERESEMA TR,
(#2): ZHEHADEFEREHRL HA 8 DERLY.
(#3): T ~THEETSS.
#MNotes (# 1): These figures are compiled from the data of the Ministry of Justice. The recalculation serves to
bring the visitor figures into line with the international standards.
(#2): Source is the Ministry of Justice.
(#3): Figures from 1964 to 2018 are definitive.

Source: Japan National Tourism Organization (JNTO) (2018).

Note: * Number of people; - Data not showed.
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Table E.

Wine consumption frequency and preference.

Item/ Criteria Japan Hong Kong Taiwan China
Variable
Total amount of No. Pct. No. Pct. No. Pct. No. Pct.
questionnaire 150 150 300 300
Wine Daily 3 2% 4 3% 2 1% 7 2%
consumption | Weekly 19 13% 19 13% 26 9% 41 14%
frequency Monthly | 57 38% 26 17% 72 24% 51 17%
annually |49 33% 60 40% 133 44% 105 35%
No 22 15% 41 27% 67 22% 96 32%
Sparkling Daily 2 1% 1% 0 - 3 1%
wine Weekly 4 3% 7 5% 13 4% 13 4%
consumption | Monthly | 43 29% 31 21% 58 19% 47 16%
frequency annually | 80 53% 79 53% 153 51% 143 48%
No 21 14% 32 21% 76 25% 94 31%
Sparkling DEMI-SEC | 38 25% 37 25% 31 10% 49 16%
wine SEC 56 37% 69 46% 194 65% 138 46%
preference BRUT 40 27% 15 10% 33 11% 15 5%
Fresh 73 49% 81 54% 185 62% 159 53%
Aged 23 15% 21 14% 43 14% 40 13%
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Table F.

Travel information platform preference.

Item/Variable | Criteria Japan Hong Kong Taiwan China
No. Pct. No. Pct. No. Pct. No. Pct.

Total amount of questionnaire | 150 150 300 300

Travel TripAdvisor 80 53% |73 49% 85 28% 45 15%

information Facebook 38 25% 110 73% 192 64% 51 17%

platform Instagram 51 34% | 58 39% 74 25% 35 12%

preference Google Map | 72 48% | 41 27% | 87 29% |31 10%
Airbnb 8 5% 23 15% 33 11% 38 13%
Lonely planet | 6 1% 8 5% 11 1% 14 5%
Weibo 2 1% 2 1% 10 3% 150 50%
Wechat 4 3% 7 5% 8 3% 99 33%
MaFengWo 0 0% 3 2% 0% a3 28%
QYER 0 0% 0 0% 2% 22 7%
Backpackers 0 0% 16 11% 68 23% 21 7%
Others 80 53% |73 49% 85 28% 45 15%
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Table G.

Travel package website preference.

Item/ Variable | Criteria Japan Hong Kong Taiwan China
No. Pct. No. Pct. No. Pct. No. Pct.
Total amount of questionnaire 150 150 300 300
Online Yes 88 59% 107 71% 179 60% 191 64%
Purchase No 62 41% 43 29% 121 40% 109 36%
Purchase Winery Official
; | Websit 10 7% 27 18% 53 18% 57 19%
rave ebsite
package TripAdvisor 20 13% 31 21% 52 17% 30 10%
website Airbnb 5 3% 24 16% 38 13% 32 11%
preference KLOOK 0 0% 67 45% 58 19% 14 5%
KKDAY 8 5% 40 27% 54 18% 9 3%
Getyourguide 0 0% 0 0% 0 0% 1%
NAVER 1 1% 1% 2% 3%
Trip.com 12 8% a7 31% 31 10% 25 8%
B /Ly 7 34 23% 3% 4 1% 4 1%
Jalan 29 19% 6% 1% 1%
TRAVELKO
kSl T 15 10% 0 0% 0 0% 1 0%
J
HIS 48 32% 1 1% 0] 0% 3 1%
Rakuten
o _ 54 | 36% | 10 7% 18 6% 4 1%
TR 7L
cITs 0 0% 0 0% 7 2% 37 12%
ERF AR T ’ ’ ’ ’
MaFengiWo 1 | 1% | o 0% 0 0% | 64 | 21%
(1] (1] (1] (1]
QYER 3554 0 0% 0 0% 4 1% 21 7%
Lion Travel 2 1% 1 1% 157 52% 6 2%
Wit ’ ’ j ’
Star Travel 1 | % | o 0% 77 | 26% | 6 | 2%
(1] (1] 0 0
Others 25 17% 15 10% 27 9% 91 30%
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Table H.

Champagne House visit interest and budget.

Item/ Criteria Japan Hong Kong Taiwan China
Variable
No. Pct. No. Pct. No. Pct. No. Pct.
Total amount of questionnaire 150 150 300 300
Interested to
visit Veuve Yes 124 83% 115 77% | 278 | 93% 273 91%
Clicquot after
reading the No 26 17% 35 23% | 22 7% 27 9%
content
Budget <30 € 30 20% 34 23% | 44 15% 34 11%
30-60 € 43 29% 34 23% |73 24% 69 23%
60-100 € 37 25% 33 22% | 80 27% 68 23%
100-150 € 23 15% 20 13% | 39 13% 62 21%
150-200 £ 12 8% 11 7% 24 8% 24 8%
200-300 € 4 3% 8 5% 21 7% 16 5%
>300 € 1% 10 7% 19 6% 27 9%
Type of wine | Taste wineand | 91 61% 79 53% | 180 60% 206 69%
tourism visit cellar
experience Taste different | 71 47% 91 61% |190 | 63% 126 42%
range of wine
Visit vineyard 83 55% 88 59% | 207 | 69% 143 48%
Wine with 105 70% 70 47% | 220 | 73% 185 62%
gastronomy
| have a better |5 3% 9 6% 16 5% 18 6%
idea
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Appendix: Figures
Figure A.

City Tourist Data, France 2017.
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Source: Direction Générale Entreprises (2019).
Figure B.
Sparkling wine export country 2008 VS 2018.
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Figure C.

Champagne export countries taste preference, 2018.
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Source: CIVC (2019).

Figure D.

Champagne main export countries, 2018.
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Figure E.

The wine map of Champagne
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QUESTIONNAIRES

1.0Online Survey of Champagne Wine Tourism
Dear Sir/Madame,
I’'m Zhen Ying WU, Master student of international program in wine tourism innovation.
Currently | am doing wine tourism internship at Veuve Clicquot Ponsardin winery. This survey
is dedicated to developing Asian tourist travel to Champagne region. Participation in the

research is voluntary and anonymous.

1. Gender: OMale [COFemale
2. Nationality:

3. How old are you?

J118-24 [125-34 [135-44 [J]45-54

[155-64 [065-74 074 or older

4. Who you travel with?

OFamily OCouple OFriend OColleague [OSolo travel

5. How often do you travel abroad?

CINever  [OOccasionally [ Once ayear [2-3times per year [J4 times or more
6. Have you heard about wine tourism or thought about visit winery could be part of trip?
OYes [ONo

7. Where did you saw the information about wine tourism? (Multiple selections accepted)
Please select all that apply.

OOfficial Web Page [OTourism Office  OTravel agent  [Google Map
OTripAdvisor OOFacebook Olinstagram OOthers:

8. Are you interested to visit winery? OYes [ONo

9. Are you used to visit winery when you travel? [OYes [No

Wine Consumption Frequency and preference

10. How often do you drink wine?

OEvery day [ Atleast once a week [JAt least once a month [JAt least once ayear [
don't drink.

11. How often do you drink sparkling wine?

LlEvery day [l Atleast once a week []Atleast once a month [JAt least once a year [11
don't drink.

12. Your preference about sparkling wine. (Multiple selections accepted)

O DEMI-SEC [OSEC 0OBRUT [OFresh [OAged
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Travel preference
13. Which website you prefer receive travel information? (Multiple selections accepted)
OTripAdvisor CFacebook Olnstagram OGoogle Map OJAirbnb

OLonely planet  OWeibo OWechat OMaFengWo fE 1%
OQYER Z55i  OBackpackers £fa & 4% OOthers:

14. Do you buy trip or tours online? OYes [ONo

15. Which website do you prefer for buying the trip or tours? (Multiple selections accepted)
O Winery Official Website OTripAdvisor OAirbnb OKLOOK OKKDAY
OGetyourguide [CONAVER OTrip.com Oy 7 JTB  [Jalan
OTRAVELKO hZ-X)La OHIS  ORakuten 2K kX)L OCITS EFh 7t
COMaFengWo F i OQYER 3™ OLion Travel RSz

OStar Travel &3 2 hkiE OOthers:

16. Please read the following paragraph and answer the question

Reims is located in the northeast of France in the Champagne region, a one-hour train ride
from Paris. The coronations of the kings of France took place inside the Cathedral of Reims, a
Gothic art masterpiece that classified by UNESCO as World Heritage site. In addition, many
world-renowned Champagne houses are gathered in this city. The Champagne Veuve
Clicquot's winery tour, for example, will have you visiting the unique chalk cellars which are
also UNESCO World Heritage and discovering the story of Madame Clicquot and how she
made Champagne. Of course, the most important part is to taste the great Champagne and
fully enjoy the Clicquot experience.

After reading the above text, will you interested to visit Champagne houses in Reims if you
have a chance to travel to France?

OYes [ONo

If no, please state a reason:

17. How much would be your budget for your Champagne Trip?
(Excluding transportation and accommodation)

Oless than 30 €

030-60 €

[J60-100 €

[J100-150 €

0150-200 €

[J200-300 €

Omore than 300 €
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18. Which type of wine tourism experience you like?
OTaste wine and visit cellar

OTaste different range of wine

CVisit vineyard

CWine with gastronomy

Ol have a better idea! (Please state in next question.)

If your previous answer is Better Idea, please explain:
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2 EHEE 23 B4 EE (Mandarin Traditional)
A TR
B RS BRRG 2 HE « IWE— (2t iE » T2 BN R T RS B A&
R RE AR AT - SRR ARE » PR SR ERHE (LB 7 iaT - R
B AR - BEEZ0 - FHERIEEEIR
S RIA] PRI A B Ol |

L (RERTREE

&l

B Rl S H LA A E BRI R A

Erasmus+ EMJMD
INTERNATIONAL MASTER ON WINE TOURISM INNOVATION
FHZEEHN © Pierre Louis Teissedre

B2 A4 R

1. MmO Ok
2. EFEE:
3. Fife
18-24 025-34 035-44 045-54

[155-64 [165-74 174 or older

4. NIRRT

Ox A  Offfs Ok OF%F OEEKT

5. HEIRITARAR?

OrEE0RT O @i, Pt—F—x 0 —F—x O —F2-3 X 0O %54 XL
6. VRHIE R L A A A E R R IR T TR ?

OE Of

7. (REWEEE ETAERITHYERR ?

LR E4E ORI Az OhR Tt OGoogle Map
OTripAdvisor OFacebook Olinstagram Ol ELA:

8. ¥ t2aEEEE? OF O&
9. BN ? OF Of
o ) X R LR

10. nEfEHYSER?

OfXk Ozb&E—-Xk OFPEEA—X O020—F—-x ONEH
11. &SROSR
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12 R E4r (RIHEE)
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JRITfm 4T
13. TR eSS kI &R ? (R EE)
OTripAdvisor OFacebook Olnstagram OGoogle Map OJAirbnb

OLonely planet  Of#f# Weibo OWechat OMaFengWo FE i
OQYER Z55i  OBackpackers £fa & 4% OOthers:

WIS HA - SHIRALETEAATE -

14, fe{rdgrs ISR EETIEME?  OvYes [ONo
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COMaFengWo f i OQYER Z5ifE DIl
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PRSI B BB ML RN - BEEENTEEE - R mak = 44 i
BRE T 18 B IR AR e PR 45 R -

ERITERUL - S ARG REBIRTT » EaA BT Reims 2378 ?

0% O, WA - FoffIEE?

17. TWERE 2 IROTHE Rl 2 (NES(EE8IA0E 5 1 Botdy 35 Tal)

O/DiA 30 €

J30-60 €

J60-100 €

[J100-150 €

[J150-200 €

[J200-300 €

OA7A 300 €
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CIAIE 2 B H A
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GG =S ey

OFRAFEEENEEL | (GEH T —Egut)
YRR EIE A EEERE - 551 N TRk

49



JEHEHE S REMEEJEE (Mandarin Simplified)
A TR
R 2 SARNEZHE » E—GFARMNE » & EZHEE T ENRE A E S
FH R EEX R » [AERAN GRS - FrEER BRI R 78R
AMFEMT IR > BOEZL - IBEIRIRE SR
HEERIE - FRIEEHEEIRC )

Hin fEERR
WA A2 A B G5 %
Erasmus+ EMJMD
INTERNATIONAL MASTER ON WINE TOURISM INNOVATION
55T : Pierre Louis Teissedre
¥4 AT

1. MmO M Oz
2. [EF:
3. Fle
018-24 025-34 035-44 045-54

055-64 065-74 074 or older

4. EENE—ERIT?

Ox A  OffE Ok OFF $OfERT

5. JR{THER?

OfEwhT O —F—x O —F23 R OFF4X
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JRITfm 4T
13. & MR ERSRAS R BT IR ? (A& 1)
Of% % Weibo OWechat OMaFengWo L& g5, CQYER 755K
OBackpackers a4 #% OTripAdvisor OFacebookdInstagram COGoogle Map CJAirbnb
E]Lonely planet OOthers:

e WS EIESEIRITEsNTI2E?  OYes  ONo
15. ﬁD%é\, EARAFAEIIE -1 & W SRRt T E T2 (R 2 2E)

VAEE W OTripAdvisor OAirbnb OKLOOK OKKDAY [OGetyourguide
ONAVER OTrip.com Oy 7 JTB  [Jalan
OTRAVELKO F X)L OHIS OX¥K M5~ OITS FEEiEfrrsit

O MaFengWo Dhi%sy  OQYER 55l DIEENAN?
Oul 2z~ OOthers:

BRI ESS S 0 B R
é,ﬁﬁ (Reims) EEXIEEX I @ BEEE R A SHE—/NOKZE - i TAEARILES - XEZ
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BT R EAELL - B Veuve Clicquo JEH 96 -Eukeas AR SIEHEA 1 ERY 2 SR 2 -
FRUrdl s L 2 FERT N EIRE VLB - S %*ﬁﬁﬂﬂié TEDCHERY i 2= A A
REME S X B R R 24 £
ERTERUL - EEENEKRERERTT » EE&A 4T Reims 2 5HA ?
Oz O#f WRE » N2 ?

17. EWERZRETEE 2 (FEEEES308 5 LEOTYy 35 tam)
O/0F 30 €
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[J100-150 €
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D2 Wl
D& fiE= g
ORAFHFZEVEE D GEHF T —ERu)
WERAR HE ZIRAE G ENE - 1B T IR0k

51



4.3 v RN—Za il OUAF U —HACE T 3B LR
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