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Since its inception, human society has always been inseparable from the influence
and inheritance of culture. Cultural diversity is not only a fundamental feature of the
world but also a source of human progress. When the first drop of naturally brewed
liquor slid down the throat, a new force was injected into the course of human
civilization. The liquor, born from the earth's vitality and brewed by human wisdom,
foretold how it would profoundly participate in and shape human society's medical
practices, economy, arts, and social networks in the years to come -- a magnificent epic
of civilization rising from fermentation vessels unfolded, embarking on a timeless
journey. Its dissemination not only left fragrant marks on the map but also engraved
eternal poems of diverse cultural exchanges.

From whiskey, brandy, vodka, tequila, gin, rum, sherry, port wine to Chinese baijiu,
from beer and wine to China's unique Huangjiu and Lujiu, as well as Japanese sake and
Korean soju, every world-renowned liquor carries profound historical and cultural
heritage. They witness the progress of human civilization, record stories of various
cultures, and build bridges connecting modern society with ancient civilizations.

Facing different cultural backgrounds across countries and regions worldwide,
how to strategically guide and cultivate consumers' perception of liquor brands is
crucial for determining a brand's sustainable development. To build a "living culture"
system for the liquor industry and define the connotation of its "unique value", it is
essential to consider consumers' cultural backgrounds and acceptance habits, address
cultural differences, overcome communication barriers, explore common ground for
integration, and ultimately achieve resonance with liquor brands and culture.






the German market, representing the win-win integration of Eastern and Western cultures and commerce.
During the same period, Moutai also held "Moutai Night" tasting events in Hamburg and Berlin.

In February 2025, at the Wine Paris 2025, the world's leading wine and spirits exhibition, Sichuan
baijiu brands went global as a group. The "Six Golden Flowers of Sichuan baijiu" - Wuliangye, Luzhou
Laojiao, Jiannanchun, Langjiu, Shede, and Shuijingfang - and several regional brands showcased their
products collectively. On the evening of February 10, the "Sichuan baijiu Global Tour « Paris Promotion
Week - Journey to Sichuan ¢ Taste Sichuan baijiu" promotion event organized by Luzhou Laojiao was
simultaneously launched in five major restaurants in Paris, interacting with local consumers online and
offline. At this Wine Paris exhibition, Moutai and Sichuan baijiu also held masterclasses to introduce the
knowledge about their production regions and brewing techniques to international peers and spirits
distributors.

In May 2025, as an important step in Moutai's internationalization strategy, the cultural exchange
event "Gathering of Premiums + Moutai, Rhine Chapter" was held in Frankfurt, Germany, alongside the
opening of the Frankfurt Moutai Experience Center. Zhao Xiuchai, General Manager of Yangtse GmbH,
stated that most German clients are high-income groups with business connections to China. At a Moutai
tasting event in the experience center, dozens of local professionals from the securities and finance
industries showed strong interest in various cocktails prepared by bartenders using 43% Moutai Flying
Fairy. She mentioned that many young German customers are now willing to try cocktails made with
Moutai.

Meanwhile, Wuliangye has launched a "Chinese visa + baijiu culture" linkage model overseas,
establishing Wuliangye brand cultural experience spaces in Chinese visa application service centers across
50 overseas cities. This allows foreigners planning to visit China to not only experience the representative
culture behind the liquor at the "first point of contact" but also receive unique and high-quality
experiences throughout all consumption stages, enabling consumers to feel the brand's uniqueness,
strengthening their emotional connection with the brand, and thereby enhancing brand loyalty.

2. Promoting Cross-border Collaboration
to "Foster Resonance"

Given the innovative development of the global liquor industry, cross-border collaboration has
become a mainstream trend to reach young markets. Particularly, collaborations with the art, music, and
fashion industries have become effective ways for international liquor brands to connect with young
consumers.

In 2024, Ballantine has launched the new whisky series "True Music Icon", with the first two products
paying tribute to two highly representative bands in modern Western music - AC/DC and Queen, followed
by new releases honoring John Lennon and Elton John.

Royal Salute collaborated with British designer Harris Reed to launch a new bespoke limited edition
into its avant-garde Fashion Collection at the 2024 London Fashion Week.

In 2025, Glenfiddich collaborated with renowned French graffiti artist Andre Saraiva to launch the
highest-aged expression in its Grand Series to date - "Glenfiddich aged 31 Years".

Additionally, Johnnie Walker Black Label partnered with Squid Game (Season 2) to launch a limited
edition.

Against the backdrop of overseas high-end alcohol brands' growing cross-border efforts to target
young markets, Chinese domestic liquor brands are also exploring increasingly diverse cross-border
initiatives.
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In 2025, Guizhou Xijiu Zhijiao continued its deep collaboration with Dao Lang, serving as the
exclusive title sponsor of Dao Lang's concert tour.

In October 2025, Chinese Huangjiu enterprise Zhejiang Gu Yue Long Shan Shaoxing Wine Co., Ltd. and
China Resources Beer (Holdings) Company Limited jointly developed and launched a crossover
co-branded product of "Huangjiu + beer". Under this cooperation framework, both parties will create a
series of "boundaryless" innovative products that preserve traditional flavors while satisfying modern
drinking taste preferences and social scenarios.

Compared to previous cross-border models primarily focusing on art and innovation, this
collaboration between Gu Yue Long Shan and China Resources Beer pioneers the cross-border
co-branding of Huangjiu and beer brands, reflecting the value resonance of liquor brands in culture,
technology, and market.

Furthermore, for crossover products, younger consumers often expect the products to retain the
unique qualities of traditional alcoholic beverages while sold at a price that fits the modern consumption
logic of of cost-effectiveness.

During the 2025 Mid-Autumn Festival, Moutai launched Mid-Autumn Reunion Season « Dehua White
Porcelain Tea Set Gift Box. This gift set is centered on inheriting Chinese traditional culture, rooted in
millennium-old intangible cultural heritage craftsmanship, and deeply integrates Mid-Autumn culture
with Moutai's brand heritage, bringing a new "tastable, collectible, heritable" option to the cultural
creative market. In terms of cultural expression, the gift box deeply echoes the millennium-old elegance
of "tasting tea and admiring the moon during Mid-Autumn", implying the good wish of "gradual
perfection" and perfectly interpreting the traditional philosophy of "apparatuses embody principles,
objects convey emotions" to deliver the elegance and warmth of the Eastern culture through the product.

Similarly, Luzhou Laojiao launched the Luzhou Laojiao Liquor-Flavored Chocolate Planet Edition;
Wauliangye collaborated with Yongpu Coffee to create the "Wuliangyi Coffee-Liquor Bar", launching coffee
products containing Wuliangye liquor.

Craftware and food are not simply consumer goods, but have become strategic products for alcohol
brands to embrace youthfulness and fashion while cultivating young consumers' appreciation and taste
preferences. Similarly, by merging traditional craftsmanship with trendy elements, cultural and creative
products can combine practical value while carrying ethnic culture. This allows alcohol enterprises to
make their brands well-known to more people, expand their brand influence among younger consumers,
and facilitate a better understanding of the preferences of the younger consumers.

Apart from cross-industry collaborations, alcoholic enterprises also attract young consumers by
integrating regional culture.

On August 19,2025, Kweichow Moutai launched the "Huang Xiaoxi Eats Dinner" series, inspired by six
major scenic spots in Guizhou, integrating regional and Moutai liquor culture to form a unique "one
scenic, one product" style. This deeply integrates Guizhou's landscape and cultural elements with
Moutai's traditional brewing techniques, showcasing the ultimate charm of Guizhou's multi-colored
culture, making each bottle of liquor an artistic masterpiece carrying the essence of Guizhou's landscape
and profound heritage. It satisfies the diverse needs of collectors and consumers pursuing high-quality
lifestyles and promotes the integration of "liquor and tourism", expands consumption scenarios, and
spreads liquor culture.
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anniversary of the Forbidden City in China. Diageo collaborated with Beijing Forbidden City Wine Culture
Co., Ltd. to jointly release the Johnnie Walker Blue Label Heritage Celebration Limited Edition, receiving a
warm response. In 2021, Diageo released the Johnnie Walker Blue Label Year of The Tiger Limited Edition
to celebrate the Chinese New Year of Tiger, along with other special editions such as "Five Gods of Wealth",
which were highly aligned with cultural and consumption topics in the Chinese domestic market.

2. Adopting a Multipronged Approach to Activate
Diversified Demands of New Consumption

The global liquor industry is evolving towards diversification, with young consumers gradually
emerging to be a new driving force in alcohol consumption. To capture the favor of this customer group,
alcohol enterprises worldwide are undertaking in-depth transformations in product design, taste inno-
vation and marketing strategies, adopting a range of measures to activate the diversified demands of the
new alcohol consumption trend.

In Argentina, many locals are captivated by the blue-and-white porcelain bottles of Fenjiu from
China, and some have even inquired about purchasing the bottles alone. Additionally, when transporta-
tion and other logistical conditions permit, Argentine distributors import Chinese wine accessories such
as cups and flagons alongside Fenjiu for promotional purposes. These culturally distinctive items, partic-
ularly the bamboo-jointed cups, have gained considerable popularity among local young people.

Given the widespread popularity of cocktail culture in Argentina, especially in the capital city of
Buenos Aires, local baijiu distributors often hire bartenders to develop versatile cocktail menus using
baijiu as the base spirit. Each cocktail is given a Spanish name infused with Oriental cultural elements.
They also collaborate with local Chinese restaurants to host "Cocktail Nights," where diners can enjoy
complimentary baijiu-based cocktails while learning about the history and unique characteristics of
Chinese alcohol culture. These efforts have yielded satisfactory results.

Targeting young Chinese consumers, in 2022 Diageo launched an inclusive original IP of Whisky
Beasts for its various whisky brands, and partnered with Tmall to release the serial digital collectibles of
Whisky Beasts. In addition, tapping into the "aerospace craze" among Chinese youth, Johnnie Walker of

Diageo worked with China Aerospace Science and Cultural Innovation (CASCI) to launch a special edition.

Notably, it has become a prevalent strategy for alcohol enterprises to organize interactive and funny
marketing activities by leveraging emerging communication channels such as social media and short
video platforms, thereby reaching a broad base of young consumers.

At present, Chinese baijiu brands such as Moutai and Wuliangye have established multiple official
accounts on overseas social media. For instance, the Facebook account of Moutai Italia is updated
approximately every three days, with content primarily introducing and promoting the famous liquor.
Vanessa Piromallo, founder and editor-in-chief of ilGin, an Italian website dedicated to spirits research,
has publicly stated on social media that Moutai is a well-known spirit brand, and falls into the scope of
sauce-flavored liquor brewed with ancient traditional techniques, which has been served to numerous
foreign dignitaries at Chinese diplomatic banquets.

Wauliangye has opened its official account "wuliangye global" on overseas social media Facebook,
Instagram and X, establishing an overseas social media communication matrix, and conducting global
publicity with a unified and distinct brand image. Since the commencement of global communication
campaign on overseas social media under a pragmatic and surefooted operation philosophy, the compa-
ny has comprehensively showcased its products, culture and brand image, integrated into the overseas
communication environment, and developed the innovative international expression of the "harmony
and beauty" culture.

3. Optimize Designs to Popularize Immersive
New Scenario Experiences

Chinese baijiu differs significant from popular Western spirits such as whisky and vodka in terms of
taste, alcohol content, flavor characteristics, and consumption scenarios. baijiu's traits of "high alcohol
content" and "complex aroma" stand in contrast to Western spirits, which are "lower in alcohol and
suitable for mixing into cocktails or drinking neat". Furthermore, traditional Eastern food and wine
pairing habits -- such as serving baijiu with Chinese cuisine -- differ from Western logic, like pairing whisky
with steak and vodka with seafood. Industry insiders point out that targeted scenario design is an effec-
tive approach for cross-cultural communication and breaking through ingrained dining and drinking
traditions.

In June 2025, at the "Michelin Guide Ceremony 2025" held in Frankfurt, Germany, Wuliangye
launched a special edition of ice cream with compound flavors of Tahitian vanilla pods and Wuliangye
baijiu. Its rich and creamy texture with a lingering aroma of liquor attracted many guests to stop and
inquire about the purchase channels. The specially crafted cocktail Wugroni became a hot topic on the
site due to its unique Eastern flavor and exquisite mixing techniques. Many chefs asked in detail about the
base spirit formula and mixing process, hoping to incorporate it into their restaurants' creative menus.

A chef from a Michelin-starred restaurant stated that compared to traditional high-alcohol baijiu,
low-alcohol baijiu has a milder, sweeter, and cleaner taste, which better aligns with Europeans' prefer-
ence for light and easy-to-drink beverages. It also pairs more easily with delicate dishes, especially
seafood and light meals. He expressed a desire to try combining it with whisky to explore more innovative
possibilities.

In Paris, bartenders are collaborating with new-style restaurants to enhance baijiu's accessibility
through low-alcohol variations, cocktail adaptations, and cross-cuisine pairings.

Angelo Forte, a bartender at the Mandarin Oriental Lutetia in Paris, noted that bartending requires
new products to broaden horizons -- and baijiu adds a layer of complexity. The Italian bartender shared
two recipes incorporating Chinese baijiu: one blending Chartreuse, apple, and grapefruit, and the other
combining green tea and almond liqueur. He mentioned that Chinese baijiu reminds him of Grappa, Italy's
national spirit, as the two share similarities in aroma.

Frédéric Verdiere, a bartender at The Peninsula Paris, believed that currently, not many customers
are inclined to try baijiu straight on the rocks, but cocktails serve as an excellent gateway to introducing
this product.

According to AFCBA's statistics, Chinese baijiu is currently available in 300+ Chinese restaurants, 40+
Asian supermarkets, and 10+ alcohol shops in the Greater Paris region. "Pairing Chinese food with
Chinese liquor is a traditional custom," an industry insider said. "The overseas development and market
expansion of baijiu are highly dependent on drinking scenarios."







process, thereby improving production management levels and reducing operating costs. Its workshop
per capita productivity is approximately 10 times that of traditional brewing workshops.

Additionally, Kouzijiao's intellectual factory uses equipment like intelligent brewing robots, fully
automatic control systems, and automated packaging production lines to replace traditional manual
operations, improving production efficiency. The labor efficiency of a single production line in King's
Luck's intelligent brewing workshop has reached 6.4 times the original level, with annual outputincreas-
ing by 2.6 times.

2.Digitalization and Intelligence Drive the Upgrade
of the Wine Industry Ecosystem

The digital transformation of traditional industries is an inevitable trend, and smart brewing will
undoubtedly become the forefront of the alcoholic beverage industry's development. The China Alcohol-
ic Drinks Association is vigorously promoting digital technologies like Al, building a national-level
platform for promoting Chinese wine culture and product trade, and creating a "1+N" international
communication model for alcoholic beverages.

Through digital marketing innovation, wine companies can efficiently explore domestic and interna-
tional markets. Snow Beer's X-code series packaging, designed by Al, accurately catered to market
demand for personalized products, successfully enhancing the brand's differentiated competitiveness.
Companies like CR Beer and Xijiu also use virtual Al personas for brand endorsement. The introduction of
Al hosts not only strengthens interaction with consumers, but also enhances brand vitality, winning favor
among the younger generation of consumers.

Meanwhile, the flavor evolution of alcoholic beverages is a dynamic interaction between traditional
brewing techniques and contemporary consumer demands, as well as a deep integration of scientific
construction and scientific expression. Industry experts believe that technology is an enabler, not a
disruptor, of traditional brewing skills; the key lies in how to balance innovation and tradition. Therefore,
it is essential to firmly adhere to the principle of "combining traditional craftsmanship with modern
technology," allowing alcoholic beverages, empowered by technology, to both maintain their original
flavor and cultural roots, and adapt to modern consumption needs.

The intervention of modern technology will not weaken the core value of traditional brewing
techniques; instead, it can amplify their advantages and enhance their expression. Through technical
means such as flavor databases and microbiological research, winemakers can precisely analyze the
formation and changes of flavor substances, achieve visual and stable expression of quality, and further
communicate the flavor code and quality value to consumers.

Furthermore, in this rapidly developing information technology era, various wine enterprises need
to actively promote digital and intelligent management to enhance industry self-discipline. By utilizing
technologies like big data and blockchain, they can achieve full-process digital management from
production to sales, implement product traceability management, and strengthen global consumers'
trustin product quality and brands.

Concluding Remarks

L 2

ol ""2-" Lo}
vf}%,aﬁgv

The blending of global wine cultures is a transcendent, two-way journey and a process of deep mutual
construction across time and space. It begins with the breaking down of technical barriers, matures
through the exchange of customs and products, and is elevated through spiritual resonance. It carries the
spirit of craftsmanship and national history and culture, encapsulating the spiritual identity and cultural
essence of civilizations.

Heaven and Earth nurture all things, all phenomena share a common origin. Fine wine, as a vessel of
culture, contains the national character of human civilization's history and culture, reflecting the grand
panorama of exchanges and learning among civilizations. The profound dialogue between the Eastern and
Western souls of wine, with its aroma and mellowness, proves that the true vitality of culture lies not in
clinging to barriers, but in embracing openness -- fostering understanding through collision and
innovation through integration -- jointly brewing a civilized nectar for all humanity that grows richer with
time.

Looking forward from the extraordinary journey of global wine industry cooperation, amidst the tides
of globalization, digitalization, and intelligentization, strengthening wine cultural exchanges and jointly
shaping an open, cooperative, and win-win ecosystem aligns with the objective needs of global wine
enterprises to develop and thrive through inheritance.

Joining hands for progress in the global wine industry is not merely a requirement for industrial
development; it is a great practice of integrating Eastern and Western wisdom and experience. Facing the
future, only through continuous research and persistent exploration can we better construct a global wine
industry cultural ecosystem that is open and inclusive, built and shared by all, and characterized by
cooperation and mutual benefit.
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