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Abstract

Tea, as the second most favorite non-alcoholic beverage after water, is loved by the public
regardless of ages or genders in China. Tea has increasing became very active in the Chinese
market and it also gains many attentions from across the globe. China tea and tea-based beverages
market is estimated to be valued at approximately USD $11.6 billion in 2018, which accounts for
around 22% of the global tea market (USD $52 billion). This shows how much influence Chinese
tea plays a vital role in the world’s tea market. The objective of this thesis is to provide readers the
analysis of tea consumption in China and what factors influence the consumer behaviors of tea. In
the literature review, history, legends, and classification related to tea are mentioned. Furthermore,
factors that affect the consumer preferences are discussed too. Based on the theoretical
information, a questionnaire was created and sent to respondents, and in the methodology, a brief
overview of Chinese tea market as well as the evaluations of survey will be provided there. The
data obtained from this survey will be then used in the contingency tables to analyze if there are
any dependencies between two variables. SAS Studio will be needed to analyze this data. Then we

will know if the hypotheses are accepted or rejected based on the results of p-value.

Keywords: Tea consumption, consumer preferences, Chinese tea market, contingency tables, p-

value



Souhrn

Caj, jako druhy nejoblibenéjsi nealkoholicky napoj po vodg, je v Ciné obliben vefejnosti bez
ohledu na vék nebo pohlavi. Caj se stale vice aktivizuje na ¢inském trhu a ziskava také mnoho
pozornosti z celého svéta. Odhaduje se, Ze ¢insky trh s ¢ajem a ¢ajovymi napoji bude v roce 2018
¢init piiblizn€é 11,6 miliard USD, coz ptedstavuje piiblizné 22% globalniho trhu s ¢ajem (52
miliard USD). To ukazuje, jak velky vliv hraje ¢insky ¢aj zdsadni roli na svétovém trhu s ¢ajem.
Cilem této prace je poskytnout Gtenaitim analyzu spotieby ¢aje v Ciné a jaké faktory ovliviiuji
spotiebitelské chovani ¢aje. V piehledu literatury je zminéna historie, legendy a klasifikace
souvisejici s ¢ajem. Dale jsou diskutovany faktory, které ovliviiuji preference spotiebiteld. Na
zaklad¢ teoretickych informaci byl vytvofen a zaslan dotaznik respondentim a v metodice bude
uveden struény piehled trhu ¢inského Caje a vyhodnoceni prizkumu. Data ziskand z tohoto
prazkumu budou poté pouzita v kontingencnich tabulkach k analyze, zda mezi dvéma proménnymi
existuji néjaké zavislosti. K analyze téchto dat bude zapotiebi SAS Studio. Pak budeme védét, zda

jsou hypotézy piijaty nebo odmitnuty na zakladé vysledki p-hodnoty.

Klicova slova: Spotieba Caje, preference spotiebitell, ¢insky trh s ¢ajem, kontingenc¢ni tabulky,

p-hodnota
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1 Introduction

Chinese people consumed tea on daily basis and the demand for this hot beverage increase rapidly
over the decades and it is anticipated to have more demand in the future forecast. Tea has an
irreplaceable role in the Chinese history as well as in the cultures, literatures, and economy. It was
originally considered as a luxury commodity that was used as a tribute only to the Chinese
Emperors and imperial courts and later was introduced to ordinary people. It also played an
important role in the trade and interactions between foreign cultures along with other precious
commaodities at that time. Chinese tea was consumed differently although the original Chinese tea
plant is the same type that grow around the world today. Tea started as a medicine, eating as
vegetables, then in powder form to brew a drink and later was made into tea with numerous types
based on the preferences of the consumers. Each type of tea has different methods of processing
and the three most important characteristics — flavor, aroma, and shape, are also quite distinct from

one another.

In ancient times, tea was valued for its healing properties that can aid the digestion and provide
energy in accordance with what was written down in the Lu Yu’s “The Classic Art of Tea”. With
the popularity of this book, tea spread from one place to another until it is popular all over the
world. In modern society, according to scientific research on tea, it is proved that tea has a rich
content of antioxidants and contains anticancer property as well, which can be beneficial for the
human health. Due to this awareness of health benefits, people are yearning to consume more tea

each year. This maybe one of the factors leading to high consumption of tea in China.

Consumer preferences are pivotal factors that guide consumers to make decisions on consumption
of tea. Marketers are persistently looking for various strategies on how to attract consumers to
purchase their products or services, however, this is not easy as preferences can be changed over
time and people give prioritize to the most important needs first. There are various factors that
have effects on the consumer behavior, including cultural, psychological, social, and personal
factors. Chinese people also pay great importance on the concepts of face, relationship, and thrifty

spending, which are the parts of Chinese culture.



2 Objectives and Methodologies
2.1  Objectives

The aims of this thesis are to analyze tea consumption in China and explore more about consumer
behaviors of tea that are affected by different factors based on the theory of consumer behavior.
Personal factors such as age, gender, occupation, education background, and income are to be set
up as hypotheses to verify if they are influencing factors that can determine the consumption
pattern of tea in Chinese society. Other factors such as types of tea, frequency of tea consumption,
or criteria for tea consumption are also discussed to see if these can affect on the choices of
purchasing tea products. Survey is then designed to gather information on consumer preferences

and the result from this questionnaire will be analyze later in the analytical part.

2.2 Methodology

In this research paper, it consists of six chapters. The first chapter is introduction, which explains
the background, purposes, and contents of this research. The second chapter is about the research
objectives and methods that are used to analyze data in the analytical part. The third chapter is
literature review, which gives readers a better understanding about the origin of tea in China and
elaborate on how important tea’s role is in Chinese people daily lives. Classification of tea is also
important to know as Chinese tea is quite different from Western tea and each type has its own
uniqueness. The fourth chapter is the discussion about the concepts of consumer behavior and
factors that can impact the preferences of individuals. From this we put forward several hypotheses
to analyze and verify our assumptions. The fifth chapter is analytical part in which a survey is
prepared and will be sent to respondents to gather first-hand data related to the consumption of tea
and which factors influence the decision of consumers on purchasing tea. When it comes to such
a subjective topic of consumer preferences, it is better to adopt a survey questionnaire. The data
obtained from this survey is then sorted out and is used in statistical software SAS Studio to
analyze and to verify the proposed hypotheses and later to draw conclusion from the results. This
survey was sent from January 2021 until March 2021 and a total of 170 responses were received.
Based on individual self-awareness and motivation towards purchasing tea and due to some other

external factors, five hypotheses can be proposed as follows:

HO: There is no dependency between age and tea consumption



HO: There is no dependency between gender and tea consumption
HO: There is no dependency between occupation and tea consumption
HO: There is no dependency between education and tea consumption
HO: There is no dependency between income and tea consumption

The sixth chapter is conclusion and comparison. First, we will summarize the research results that
are already analyzed from the practical part. Then there is a comparison with other scientific papers

to understand if there is any similarities. If not, further explanation will be provided.

2.2.1 Categorical data analysis (CDA)
“A categorical data variable has a measurement scale consisting of a set of categories” (Hlavsa &
Pacéakova, 2020)

There are two types of categorical variables: ordinal and nominal. Ordinal refers to variable in
which outcomes pays attention to order category, for example, education degree, age category or
income category. On the other hand, nominal variables are variables in which outcomes have the
same importance and do not have natural order. Examples are nationality, gender, agree/disagree,

favorite type of beverage and so on.

Contingency table is a type of table that has at least 2 rows and 2 columns used in statistic to
organize data and measure the relationship between 2 or more variables. Contingency table is
categorized into 2 types: Two-way contingency table (2x2) and Classical contingency table (2x3
or 3x3, etc.).

In this thesis, I will use both two-way contingency table (2x2) and classical contingency table to

analyze the data.

2.2.2 Test of independence in two-way contingency table
To examine the relationship or dependency of categorical variables in two-way contingency table
(2x2), there are 4 steps:

1. First, set a null hypothesis HO claiming that there is no relationship between 2 variables.
Then set an alternative hypothesis HA, calming that there is relationship between 2

variables.



2. Second, define the significance level a. Most commonly value used is o = 0.05.

3. Third, determine if we can use Chi-Square test as a test criterion based on the following

conditions:
a. If sample size n > 40, then we can use chi-square test 2

b. Ifsample size 20< n <40, then we need to check the value of expected frequencies.
If all of them is greater than 5, then 42 is used. If any one of them has a value less

than 5, then we need to use Fisher’s factorial test.

c. Ifsample size n<20 then we use Fisher’s factorial test. (Hlavsa & Pacakova, 2020)

Table 1 Contingency table (2x2)

Var A/Var B Bl B2 Total

Al a b atb

A2 C d c+d
Total a+c b+d n

Source: (Own work.)

Calculation of expected frequencies:

_ (a+b)(a+0)

6= (1)
. (a+b)n(b+d) 12)
o= % (1.3)
dy= (C+d)rfb+d) (1.4)



The formula for test criterion y2 is

~ n(ad—bc)?
" (a+b).(a+¢).(b+d).(c+d)

%2 (1.5)

4. Decision: if x2 > X2, then HO is rejected — there is no relationship between two variables
if p value < a. then HO is rejected — there is no relationship between two variables
Fisher’s factorial test
The procedure for this Fisher’s factorial test includes:
e find cell with the lowest value
e reduce the value by 1 (final value is 0), all marginal frequencies are the same
e computation of probability for each table

The formula used to calculate the probability of fisher’s factorial test is

_(a+b)!(c+ad)!(a+c)!(b+ad)!
L= nlalb!cld!

(1.6)

Decision: if Y pi > 0,05 — HO is accepted — there is relationship between two variables. (Hlavsa &
Pacéakova, 2020)

2.2.3 Test of independence in classical contingency table
To examine the relationship or dependency of categorical variables in classical contingency table

(2x2), there are 4 steps:

1. First, set a null hypothesis HO claiming that there is no relationship between 2 variables.
Then set an alternative hypothesis HA, calming that there is relationship between 2

variables.
2. Second, define the value of a.

3. Third, to determine if we can use Chi-square test for hypothesis testing, there are two

conditions to follow:

a. A maximum of only 20% of expected frequency is <5
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b. No expected frequency is less than 1

Table 2 Classical Contingency Table

Var A/Var B Bl B2 Bj Total
Al nll ni2 nlj nl.
A2 n21 n22 n21 n2.
Ai nil ni2 nij ni.
Total n.1 n.2 n.j n

Source: (Own work.)

Calculation of expected frequencies:

_ n_j. n;.

Noj =—— (1.7

4. Decision: if y2 < y2aa), then Ho is accepted at o = 0.05. (Hlavsa & Pacakova, 2020)

3 Literature Review

3.1 Legends

Concerning the origin of tea in China, according to the references in Chinese literature, there are
many legends about it. The most well-known myth that many folklores believe in was the legend
of Emperor Shen Nong or also called Yan Emperor (or Yandi, one of the three deified emperor of
China). According to the book “The Classic of Tea” by Lu Yu (733-804 BC), it is said that tea



was accidentally found by Emperor Shen Nong, who was a scholar, herbalist, and patron of art, in
2737 B.C. He also was the first person to find the usage of tea as part of the Chinese medicine at
that time. There are two versions of the story of how Shen Nong discovered tea. One version said
that one day the emperor called a servant to boil and purify water for drinking, and on his way
back to the garden, a tea leaf fell off a wild tree and landed in the pot of water while nobody noticed
this happened. Emperor Shen Nong took a sip of this tea-infused water and found the strange and
pure taste of tea. He then began to have an interest in this drink which had a pleasant aroma and
refreshing flavor. Moreover, he found that this liquid gave vigor to every part of the body, thus it
was declared that tea was beneficial to the body. This was how tea was invented in that dynasty.

(Christie, 1968). However, at that time it was only considered as a medicinal drink.

The second version mentioned that Shen Nong was the mythical god of ancient Chinese medicine
and agriculture who had contributed a lot to the prosperity of China. Based on the legend, Shen
Nong’s mother swallowed the vapor of a celestial dragon and then gave birth to a baby boy. The
boy was born with an 0x’s head and a human body, which was transparent like a crystal. With such
body, any substances like food or herbs can be seen when entering his body. In ancient times,
many people died due to hunger and various diseases and there was not any treatment. Therefore,
to save them Shen Nong decided to do experiments on his body to find cures by testing and
recording the effects of each herb and medicinal plants found on the mountains. According to the
record written in “Shen Nong Ben Cao Jing” or “The Classic of Herbal Medicine”, it is mentioned
that Shen Nong encountered seventy-two poisonous herbs and they were too much for his body to
bear. He grabbed some leaves while he stumbled down, and he decided to put them into his mouth.
Shen Nong later discovered the healing property of this plant as his body recovered strength. He
later named this plant “cha” meaning “to examine” or “to check”. (Roberts, 2004)

In addition to the two famous versions of Shen Nong, there is one more myth related to Buddhism
in which tea is claimed to have been found in India by Bodhidharma or Damodashi in Chinese.
The legend stated that to avoid falling asleep during his meditation, he cut off his eyelids and threw

them on the ground. Tea bushes were found growing in this place later on. (Roberts, 2004)

3.2 History of Tea

Tea is derived from the leaves of a plant called Camellia Sinesis, a member of the Theaceae family.

The origin of tea has been a hot debate between historians and scholars. However, many evidences
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indicate that it was native to certain areas between Southern China and the border of Assam. (Soni,
et al., 2015). In April 1993, Mr. Huang Guigiu, a prominent figure in Pu’er tea industry delivered
a speech at a landmark conference that “China is the home of tea; Yunnan is the world origin of
the tea tree; Yunnan’s Simao district and both sides of the Lancang River (Mekong) are the
concentrated regions of the source of the tea tree”. (Sigley, 2015) Furthermore, an ancient botanical
fossil was uncovered in Yunnan province and from the evaluation of the Chinese Academy of
Science (CAS), it is concluded that the fossils were from 35 million years ago and that they
belonged to the Theaceae family. (Sigley, 2015). With this physical evidence, he then claimed that
the dispute should be settled down and that tea originated in the southern part of China. However,
it is still unknown to the mass if this claim is true as tea plants perhaps existed even before the

birth of humans.

According to ancient Chinese analects and records, the history of tea dated back to ancient China,
around 5000 years ago and later was distributed to foreign countries through the Silk Roads. After
the discovery of tea by Emperor Shen Nong, found in the Chinese ancient classic “The book of
Songs”, there was a record of using tea for medical purposes during the “Spring and Autumn
Period” (around 771 BCE — 476 BCE). At that time, tea was called “zu”, and it was used in rituals
and other ceremonies as an offering to ancestors and was also eaten as vegetable in the meal. It is
said that tea leaves were cooked together with other vegetables like green onions, ginger, and other
spices into tea-soup or in other word, medicinal food. During the Han Dynasty (206 BCE-220 AD)
tea was brewed in boiling water and was made into a new type of leisure drink and then it became
increasing popular with people of all different status. There were evidences found in various
antique tea trays and cups, and these items were found all over China, showing the popularity of
tea at that period. In the late 8" century, Lu Yu, a renowned Tang Dynasty Tea Sage, published
the first tea book that provided detailed information about tea and how to cultivate, prepare and
classify tea. He used the word “cha” instead of “zu” for tea. Since then, Chinese people began to
learn how to grow tea plants and used the harvested leaves to make different typed of tea.
Consequently, tea was well-loved by people in this dynasty, and this can be seen by the numerous
poems, hymns and lyrics found by historians. These poems are crucial to the development of
Chinese culture and tea consumption. Records of teahouses and tea shops opened in the cities were
mentioned in the book “The Travels of Fengs” by Yan Feng (618 AD-907 AD). His book

introduced people how tea, a luxury item who was mainly used as a tribute to the royals, was then
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penetrated to the rank of the nobles, merchants, and civilians. Tea being the viewed as one of
essential commodities in Chinese peoples’ daily lives was included among the list of seven
necessities to start a day with: firewood, rice, oil, salt, sauce, vinegar, and tea. Another saying that
highlighted how important tea is to the Chinese cultures and arts was that it was placed in the list
of items including zither, chess, books, painting, poetry, and verse. (Sigley, 2015). From the Tang
Dynasty onwards, since tea was valued, tea production became a state monopoly in which the flow
of tea into markets was strictly controlled and regulation was imposed on illegal transaction along
the borders of Tibet. The famous trade route known as “The Ancient Tea Horse Road” or “The
Southern Silk Road” signified the importance of tea and horse trade as well as salt between Tibet
and China. It is said that the Chinese government used tea to threaten the barbarians once these
people of nomadic tribe had an idea of invading or creating chaos. (Booz, 2011). Moreover, tea
spread not only from China to Tibet, but also it was introduced to Japan and Korean peninsula
through the trade route. Envoys were sent to from Japan to China to learn more about tea and its
culture, and seeds were transported back to Japan to cultivate. Later in the 14" and 15" century,
became an irreplaceable commodity in Japanese peoples’ everyday lives. They eventually
developed their own unique rituals around tea, leading to the creation of Japanese tea ceremony.
Additionally, tea was the favorite of subject of books and poetry as well as a medium for artists to
find inspirations. Scholars and artists in that era also enjoyed exploring the tea customs, the art of
drinking tea and especially associated tea into their work. The art of drinking tea or tea ceremony
has then become one of the class well-sought by many female practitioners at that period and tea
masters are respected by the mass. Furthermore, this art had passed down generation to generation
and was further diffused to the Western countries and all over the world. In addition to porcelain
and silk, tea was intricately linked to Silk Road trade as it became a basis of complex intercultural
exchanges between various parties of all different continents. This gave China a great deal of
power and economic power as tea spread around the world. When tea arrived in Europe in the 171"
century, it was only available to the upper class and until when imports were more affordable that
ordinary families could consume this. China from then faced many challenges in the selling of tea
as the British and the Americans tried to monopolize the trade of tea. Those countries under the
colonization were ordered to import tea from Great Britain only. Legislation for the import of tea
was also written down and tax was imposed on tea’s trade as well. There was also the famous

event of the Opium trade in which to counter China’s policy of paying cash only for tea, the British



introduced Opium to the Chinese in hope of ruining the Chinese society apart and generate profit

at the same time of selling this opium. (Hohenegger , 2009)

3.3 Types of Tea

Tea has evolved multiple times from one dynasty to another dynasty and from being used for
medicinal purposes to a very popular beverage consumed in today’s world. In China. tea is
categorized into six major types: green tea, black tea, oolong tea, dark tea (Pu 'er), herbal tea and
scented or flora tea. In contemporary society, a new trend of tea was innovated, in which is a
combination of fresh tea leaves and milk, syrup, or cream. It also comes with various toppings
such as boba pearl, jellies, pudding, and fruits. This new tea beverage is also known as milk tea,
bubble tea or fruit tea. (Consulting, 2020)

The difference that categorizes Chinese tea into several type mainly lies on the process of
“fermentation”. The critical aspect is the way of activation of oxidizing enzymes (for example,
polyphenol oxidase and peroxidase) contained in the leaves. During the fermentation process,

oxidizing enzymes become active resulting in the changing of color.

3.3.1 Green tea

Green tea is a type of unfermented tea which means it has not undergone any oxidation process.
To fix the oxidation there are several ways including withering, pan-frying, baking, drying under
the sun or in the bamboo baskets or in drums and steaming - a technique in Japan. (Spolc, 2014).
After being plucked, withering method is used to remove the moisture stored inside the leaves and
to get rid of the bitter taste. Then during the process of drying, the leaves turn from bright green to
dark green. These different ways of drying also help preventing the growth of mold, removing any

grassy leaf taste and to improve the tea’s aroma.

3.3.2 Black tea

Black tea is also known as fermented tea in China, and it is different from the black tea in the West.
Chinese people called this red tea based on the color when it is infused, however, its oxidized
leaves are black; that is how two different names came from. Although black tea may not be fully
100% oxidized but it is more oxidized than green tea and the flavor also has stronger taste.
According to Michael (Spolc, 2014), when harvesting the tea leaves, they must be fully ripe before
using the CTC (crush, tear, and curl) or orthodox ways (the methods mentioned above) to process
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them. During fermentation, a suitable temperature and appropriate amount of time (approximately

5-6 hours) is needed to for the leaves to oxidized into reddish-brown color.

3.3.3 Oolong Tea

Oolong tea is halfway between green and black tea as it is a semi-fermented tea. Oolong tea has a
very distinct flavor with sweet and mellow taste and flower-like aroma. It was named after the
founder of Qing Dynasty, Wu Long Su. The color of Oolong tea leaves is green with red sides
because after processing of fresh tea leaves, a lot if chlorophyll is retained inside. Therefore, most
of the leaves remain green while only the edges that are oxidized. There is also an interesting
saying for this type of tea — “brewing for seven times” meaning it can be brewed for 6-7 times in

a small pot with large amount of tea leaves. (Anon., 2021)

3.3.4 Dark tea

Dark tea, or hei tea, is a type of post-fermented tea with a strong and earthly taste that the more
aged it is, the better the taste is. A subcategory of dark tea which is the most popular one is Pu-erh
tea (or Pu’er). Pu-erh tea has a darker color than the other types of dark tea and it has a smoother
flavor with strong aroma. (Anon., 2021). At the beginning, Pu-erh tea is processed with the
standard methods. Semi-fermented tea leaves will be then dried under the sun to get rid of the
excessed part of water. After that some water is sprinkled on top of the dried tea piles to promote
the second fermentation of microbes. During this process, tea is kept in a room with humid and
warm temperature. To distinguish the quality and the age of dark tea, look at how dark the color
is, the darker the better, and it can be stored for a long time until it matures. Pu-erh are usually
steamed and then compressed into shapes like bricks, concave nests or frisbee-like cakes and sold
to the markets. (Falkowitz, 2015)

3.3.5 Herbal tea

Chinese herbal tea does not contain any tea leaves like other types of tea mentioned above,
however, people still called it herbal tea or cooling tea. Chinese people pay attention to the
harmony and balance of yin and yang within the body when it comes to Chinese medicine.
Therefore, if there is a symptom of excessive internal heat, it is recommended to drink herbal tea
to ease it. Herbal tea is concocted from medical herbs, for instance, ginseng, chrysanthemum,
round leaf holly, dandelions, bitter melon, and prunella vulgaris or also known as heal-all herb.

(Tse & Duhalde, 2018). Over the year, a variety of herbal tea’s recipes had evolved to relieve
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different symptoms like sore throat or cough. According to the author of “4 supplement to Material
Medica”, Chen Canggqi (687-757 AD), tea can be used to treat all kinds of ailments. (L1, et al.,
2019). In modern days, modification is made to adjust the taste of herbal tea as most of them
usually taste bitter. Based on preferences, fruits, dried fruits (goji berries and jujubes), sugar or

honey rank among the topmost popular options to use as sweeteners.

3.3.6 Scented tea

Scented tea or also called flora tea is a blend of flower or flower buds and tea completed tea leaves.
They can be green tea, black tea, or oolong tea leaves that are used in this mixture. The most sought
after scented tea in China and all over the world is Jasmine green tea. (Spolc, 2014). According to
(GIAHS, 2014), to make this scented tea, there is a requirement for special tea scenting technology.
Tea bases are made from soaking tea leaves with fresh flowers to absorb the flavor and scent. The
residuals need to be taken out in time to avoid the spoiling of flowers that can affect the overall
fragrance and taste of the tea. The finished products do not contain any flowers inside, tea
themselves already absorb the aroma during the scenting process. There are five complex steps in
the process of scented tea and tea specialists need to pay special attention to the moisture content
and temperature in each step of the process. For high qualitied tea, high end tea leaves are required,

and they need to be scented several times with freshly picked flowers.

Unlike the traditional methods, modern scented tea or flavored tea now used dried flowers and
dried fruits to mix with tea leaves. However, these inclusions do not provide many scents,

therefore, essential oil is included into the mixture.

3.3.7 Milk Tea

Milk tea is a type of new tea beverage that originated from Taiwan and currently it is very popular
among the young generations in China. The key characteristics of this new-style tea consist of the
usage of fresh materials, standardized recipe, aesthetic appearance, and the price is within an
affordable range. Many milk tea shops can be found in any commercial stores all over China. With
recipes found online in websites or social media platforms, people can brew milk tea by themselves
at home and when it is ready to serve, additional toppings can be added on top based on your

personal preferences.
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4 Consumer Behavior

In everyday lives, people make choices all the time whether they want to go to school, where to
eat or when to go shopping. Therefore, in this paper, the concept of consumer behavior emphasizes
on the factors that may have influences on the decision-making power of consumers when they
face trade-offs. When a consumer purchases more of one product, he then cannot afford to buy
more for the other product. If he does not go to work, then he has no sufficient incomes to buy the
products he needs. Meanwhile, if he spends most of his income and saves less, in the future he

may need to consume less on certain products.

Consumer behavior involves many theories that are hard to study and comprehend. Individual has
the power to make their decisions whether to purchase this product or not as there are many factors
affecting their preferences. In economic view of consumer behavior, usually the terms “marginal

utility”, “budgetary constraint”, “income and substitution effects” and “consumer preferences” are

mentioned. These are the concepts that believed to influence the choices of consumers.

In the analysis of consumer preferences, consumers need make decision that can maximize the
satisfaction they can get given the budget constraint imposed on them. When income is spent to
satisfy the need, consumer’s satisfaction is then increased. In other cases, consumers also have the
option of consuming goods now or later in the future as they decide to save their income. (Pindyck
& Rubinfeld, 2011).

4.1 Factors influencing tea consumption

The word “Consumer Behavior” is not an unfamiliar term in today’s business world, it
continuously refreshes people perceptions on how to exactly define it as it evolved from time to
time. According to theoretical model by (Kotler, et al., 2017), consumer buyer behavior refers to
“the buying behavior of final consumers — individuals and households that buy goods and services
for personal consumption”. It includes the three important activities — mental, emotional, and
physical, that consumers need to think of during the process of understanding the usage of

products, selecting, and purchasing them just to satisfy your needs.

Consumers may wonder on how people around them consume tea every morning or why they go
to a certain tea store to purchase tea products. This is actually an important question for every

marketer to think of what methods they can use to influence the buyer’s black box - consumer’s
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mind and what are the reactions consumers have towards their company’s marketing efforts. Each
consumer’s black box is the result of environmental stimuli such as economic, social, and cultural
happenings mixing together with the market stimuli. The Buyer’s Black Box model illustrates how
the buyer’s backgrounds determine how their observation will shift and it is also a process that

leads to the consumer’s final decision.

Figure 1 Model of Consumer Behavior

The environment Buyer's black box Buyer responses
Markeing stimuli Othar Buyar's characioristics Buying attudes and preferences
Product Economic * Buyer's decision process * Purchase bahavior: what the buyer buys
Price Technologica when, where, and haw much
Place Socia Brand and compa xR T Ry W
y ~h rand and company relationshvp bahavios
Promotion Culiural

Source: (Kotler, et al., 2017)

Consumer decision is mostly set by their own characteristics, which are classified into four broad

categories: cultural, psychological, social, and personal factors.

4.1.1 Cultural factors
Cultural factors play a crucial role in the consumer behavior. They consist of culture, subculture,
and social class. (Hawkins & Mothersbaugh, 2008).

Culture: is a set of beliefs, traditions, value, languages, customs, habits, or law that are perceived
by people in the society. Culture covers all aspects of life that has significant impacts on human’s
thinking process and behavior. It is something that we learned; people are not born to know
everything from birth. Through trials, experiences and knowledge gained from the surrounding

environment, people comprehend what values, perceptions, preferences, and behavior are.

Subculture: each culture has its own subcultures that give unique identity to its member of the
society. Subculture includes nationalities, racial groups, languages, religions, and geographical
regions. (Durmaz, 2014)

Social Class: in every society, there is a pattern of diving people into different classes based on
their income, family backgrounds, education, position or power, and household locations. Social
class provides many details to the marketers to analyze and understand more on how to introduce

products to each class, as there is a difference in wealth and preferences. For example, upper class
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family would prefer trendy and high-quality products while lower class people are looking for

something within the budget. Each of them has their own trends, lifestyles, and characteristics.

4.1.2 Psychological factors

Psychological factors are major determinants of consumer behavior. The working of human minds
is hard to measure but they are powerful to impact on the buying decision. The four psychological
factors are motivation, perception, learning, and belief.

Motivation: when people are motivated enough, they tend to have a higher goal orientated that
may influence on the consumer purchasing behavior. According to Maslow’s hierarchy of needs,
a person will try to satisfy his most important needs first, it can be either basic needs or security

needs, depending on what the situation he is under.

Perception: is a process which consumers collect information about a certain product and develop
impressions about that product.

Learning: customers would like to learn more about the products before they consume them.

Learning takes place through information and experience.

Beliefs: is a conviction a person holds about something. It can be based on real knowledge,
opinions, or faith. These beliefs have certain influences on the brand image of a product. (Kotler,
etal., 2017).

4.1.3 Social factors
Human beings are inherently social, they need interactions with other people to make up their
minds purchasing something. Humans tend to imitate other people and hope to get fully integrated

in the society. Social factors include family, reference groups, and roles and status.

Family: is the most important organization in the society and is the most influencing groups that
have huge impacts on life’s decision. Family may also have direct or indirect influence on the

buying behavior.

Reference groups: refers to small groups of people in the society, it can be colleague, friends, or
club members. Usually, they share the same interest and have similar consumer behavior. Their
opinions can influence other people as they create pressure or introduce people to new

environment, leading to changes in buying behavior.
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Roles and status: a person may have different role in each of the group they join, for example,
she is a manager at her workplace while at the reading club, she is just a normal member and at
home, she is a wife. In some cases, people are said to purchase products to conform to their status,
for instant, branded products. (Kotler, et al., 2017).

4.1.4 Personal factors

As a human, we make numerous different decisions in just one day and will continue to do so
throughout our life cycle. Everyone has their own distinct characteristics and under the same
circumstances, different choices are made. Research on consumer behavior has shown that
personal factors are the leading role that can affect the consumer preferences. Personal factors
included age, gender, occupation, education, income, and lifestyle.

Age, gender, and occupation are factors influence on the buying choices of consumers. Younger
generation may prefer something different from the elderly, and some products are targeting
female than males and vice versa in some cases like cosmetics or clothes. Moreover, people of
different jobs, they have different choices of clothes or things that are appropriate for their

occupations.

Income: it can be either personal income or family income. People with higher income tend to
purchase more and spend a lot on luxury products. While people with lower income, they prefer

buying things to satisfy their basic needs.

Lifestyles: is a way to reflect how a person portrait himself or live in the society based on interests,
opinions, and activities. It also shows how a person interact with others in the world. (Kotler, et
al., 2017). For example, a person would like to have a healthy style, thus he prefers drinking tea

every day to keep fit and stay healthy.

4.2 Chinese consumption values

For most Chinese people, they have deep feelings towards their history and cultures traditions.
Thus, according to the author these are the major factors that have greatly influenced the value,
attitudes, lifestyles, and spending pattern of the Chinese. (Nan, 2014). The consumption values
that could affect the behavior of consumers included mianzi (face), guanxi (relationship) and the

value of thriftiness.
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4.2.1 Mianzi concept

Mianzi is a Chinese word for face and this concept is quite important in the Chinese culture as it
has a strong impact on the relationship between the people of China. Face refers to the prestige, or
reputation gaining from their success, accumulated from birth until now, wealth, power, and social
status. In a society where reputation is more important than anything else, people tend to have the
desire to impress people surrounding them. They tend to purchase luxury products that may cost a
fortune, go to high end places just to show off to their friends. Regarding to the consumption of
tea, with mianzi concept, Chinese people prefer going to branded tea store to purchase tea, either
for own consumption or use as a gift. High quality tea and tea products are also well-like by these
kinds of consumers. Sometimes, income is not a barrier for them in the tea consumption, just to

satisfy their intention of impressing others, they will decide to purchase it.

4.2.2 Relational orientation and connected self-construal

Based on the research paper of (Nan, 2014), is it said that “a relational orientation and self-
construal have been shown to influence the consumer responses to advertising, and consumer
responses to marketing communications and sales approach”. This concept can be reflected to the
way people interact or communicate with others when they enter the society. Peer opinions or
social pressure can be the elements that help push consumers to make choices. For example, when
going shopping in the mall with a friend or a group of friends, consumer tend to ask for their
opinions on how the products look like and if they should be purchased.

In China, opinion leaders can be the deciding factor that influences the behavior of consumption.
The so-called opinion leaders stand for the elderly, the head of the family, someone older than you
or has more authority than you or it can the president of the country. Chinese people have a saying
that the younger generation must respect and have filial piety for their elders as a form of good
virtue. (Waldmeir, 2016).

4.2.3 Thrift culture in China

The concept of thriftiness has been deep-rooted in the minds of Chinese people. Furthermore, it is
of considerable importance in the people attitudes towards spending and saving. a question always
pops up in minds, why do Chinese people love saving money, they will not even let go of a few

cents, and are stingy to spend even though they have higher income now. From the perspective of
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economics, changes in income may not have many influences on the consumer preferences, they

still prefer consuming the same products, for instance, the daily necessities.

In addition, the story of a Chinese woman saving a huge amount of money to buy her own property,
however, never had a chance to live in has illustrates how much thriftiness has guided the thinking

of people in china on debts. (Nan, 2014).

5 Analytical Part

5.1 Brief overview of Chinese tea market

China has always been the leading country in term of tea production comparing to other nations.
China is also the top major tea exporter in which around $100 million worth of tea is exporting to
all over the world every year. Moreover, Chinese tea produced in various regions in china is

consumed domestically.

Based on the table and graph shown below, the production of tea in China increased each year
from 1.4 million metric tons in 2010 to 2.8 million tons in 2019. From the year 2010 to 2012, tea
production has increased significantly from 1.4 million metric tons to 1.7 million metric tons with
an increase of 10% in production from previous year. However, the increase gradually slow down
from 7% in 2013 to just 2% in 2016. (Statista, 2020). The linear trendline indicates that tea
production in China is consistently increasing over a 9-year period with a high value of Rz =
0.9947. The higher coefficient of determination is, the better data fit with linear regression. From

this regression model, production of tea increases around 145 800 metric tons every year.
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Figure 2 Tea production graph
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China, the world’s most populous country, has a population of around 1.4 billion people,
accounting for 18.47% of the world’s population. Tea-drinking is a nation-wide custom in China,
and it is a daily necessity that can be found in every Chinese households. Chinese people drink
more tea comparing to other nations, in which almost 40% of the world’s tea is already consumed.
However, it is still not enough for them, there is more demand for tea in domestic market,

especially the best quality tea.

According to Figure 3, tea consumption per capital has a stable increase from 2011 with 0.8 kg to
1.4 kg in 2018. In less than a decade, the domestic sales volume of tea in China also shows steady
growth based on the graph below. (Consulting, 2020). In 2011 the total sales volume accounts for
1.09 million metric tons and gradually rise to 1.9 million metric tons in 2018. (Statista, 2020). The
increase in consumption per capital as well as sales volume of locally produced tea can be caused
by the increase in income, higher demand, or any other factors. Regression coefficient shows that
both data have high R2 value, therefore, the accuracy of this linear regression is high. Every year,
sales volume of tea increases 117 600 metric tons and domestic consumption per capital also
increases by 0.08 kg.
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Figure 3 Tea Per Capital Consumption and Sales Volume
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5.2 Evaluation of survey

Based on the theoretical part of this thesis, a survey was designed to study the factors that can have
impacts on the consumer preferences. the following factors include age, gender, occupation, level
of education, income, types of tea, tea taste preferences and time of the day they prefer to drink
tea. The survey consists of 17 questions, in which there are 10 questions with only one possible
answer, and 7 questions with multiple answers. This set of questionnaires is created to provide
convenience to both the respondents and the author herself with closed questions and each of the
question is linked to one another. These can shorten the time filling the answers and attract the
attention from the participants as well as allowing the author to get result faster. The first part of
the survey is to ask about personal information of the individual while in the second part, the

questions are related to tea consumption and the respondents’ tea preferences.

There is no age restriction imposed on this questionnaire meaning everyone can take part in this,
however, there is one precondition for all participants: they have to be either of Chinese nationality
or currently living in China for at least 1 year. To gather as many responses as possible, the survey
is distributed online and publish on different social media platforms such as WeChat, WhatsApp,

Facebook, Instagram, HelloTalk and many other applications.
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5.3 Evaluation of personal questions

From the data obtained from the survey, there is a total of 170 samples, in which there are 84
males, which represents 48% of the total sample, and 86 women, which accounting for 52% of the
total. Based on the results obtained, most respondents taking part in this survey belong to 20-29
age category, accounts for 41%. the second age group also belong to younger generation, which is
30-39 group in which accounts for 22% of the total respondents.

Figure 4 Gender

H Female

m Male

Source: (Own work, Excel)
Figure 5 Age Category
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According to the Figure 6, it has shown that 60 (35%) participants choosing the occupation
category of “Full time job” while the other participants choose between “Student” and “Student
with part-time job”, in which represent 27% and 23% respectively. Due to the nature of survey
that is distributed among the author’s circle of friends, the result is heterogeneous as most of the
tea consumers are students and some of them have a part time job and especially, it is surprising
to see the result that people with full time job has the most responses. Freelancers and unemployed

residents only account for around 15% of the total response.

Figure 6 Occupation Category
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Source: (Own work, Excel)

Following the previous question, this question then adds to the survey to get better understanding
of the educational background of the participants. It is divided into 6 categories to choose from,
and they are “Less than high school degree”, “High school degree”, “Bachelor’s degree”,
“Master’s degree”, “Doctorate”, and “Others”. The results show that the category with “Bachelor’s
degree” has the most responses (36%) and following up by “High school degree” which represents

29% of the total sample.

As the sample size is too small, it cannot be used to represent the whole population, however, it is
satisfying to know the level of education of each respondent have received as over half of the

proportion belongs to students.
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Figure 7 Level of Education category
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It can be seen that the result from this Figure 8 has influenced by the respondents’ occupations as
it includes both student and employees. Therefore, the total monthly income is between $300 to
$499 with a proportion of 25%.

Figure 8 Monthly Income
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5.4 Evaluation of tea-related questions

In this section, the second part of the questionnaire that ask participants related to their tea
consumption and tea preferences. Firstly, the question asking if the respondents like to drink tea;
out of 170 responses, only 24 (14%) people answer “No”. Based on gender, 10 females choose

this answer while the 14 people are male.

In the literature review part, there is an introduction to types of tea that are popular among Chinese
people. They are “Green tea”, “Black tea”, “Oolong tea”, “Dark tea”, “Herbal tea”, “Scented tea’,
and “Milk tea”. There are also options for those who does not like drinking tea, “None”, and
“Others”.

In the consumption of tea, the 170 sample shows that 48% of people prefer green tea, 28% of
people prefer black tea, 28% of people prefer oolong tea, 21% of people dark tea, 31% of
consumers likes scented tea, 36% choose herbal tea and 37% of choose milk tea. The other two
options accounts for only 11%. From this result, we can see that green tea is the favorite of Chinese
people followed by black tea and oolong tea, which has similar result, milk tea, herbal tea, scented
tea, and dark tea. China exports green tea, therefore, in the Chinese tea market, green tea alone
accounts for 83% in the year 2020. Not only this, 53.3% of tea consumers prefer tea with smooth

and fresh taste.

Figure 9 Tea Type Preferences
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Source: (Own work, Excel)

Regarding to the frequency of drinking tea, respondents can choose ranging from once per week
up to everyday of the week. The total amount of tea consumed monthly reach up to 1 to 2 catties
(600g to 1300g). In addition, respondents prefer to drink tea in the afternoon the most (37%) than
in the morning and in the evening, respectively 29% and 34%. As the question allows multiple
answers, therefore, the result of each category is very close, we can assume that in anytime of the
day, Chinese people like to drink tea. Moreoever, when asked about the length of time they have

been drinking tea, 40% of respondents said that it has been more than 10 years.

Figure 10 Frequency of Tea Consumption
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Another important question in this survey is to ask tea consumers what their reasons are when
choosing tea to consume. Each of the respondent has their own preferences for tea consumption,
thus most of them consider it as a habitual activity for them (50%) as well as the various health
benefits (48%) gaining from tea. There are other reasons such as drinking tea to quench thirst
(26%), to lose weight (27%), and to reduce stress (41%). For women, weight loss is an attractive

sign for them, therefore, tea with property to reduce fat in the body is well-liked.
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Figure 11 Purposes for Tea Consumption
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Criteria for choosing tea as a tea consumer is another topic that is added to the questionnaire.
Concerning this topic, personal factors or preferences that may sway the decisions made by
consumers are quite diversified. Following the 170 responses, 63% choose taste as their priority,
follow by price (54%), quality (51%), healthcare function (30%), variety and brand (both has 19%)
and packaging (13%). It seemed that tea consumers in China take taste, price, quality, and health
care function into considerations. As price is listed as one of the most important factors impacting
on consumer choices of buying tea, the survey also has a question about the amount of expense
spending on tea consumption. Most respondents choose the category “Less than $10” which has

around 38% of the total sample.
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Figure 12 Criteria for Choosing Tea
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Figure 13 Monthly Expense on Tea Consumption
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5.5 Hypothesis testing

To verify what factors are assumed to have influence on consumer behavior, 5 hypotheses are proposed:
HO: There is no dependency between age and tea consumption

HO: There is no dependency between gender and tea consumption
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HO: There is no dependency between occupation and tea consumption
HO: There is no dependency between income and tea consumption
HO: There is no dependency between education and tea consumption

5.5.1 Analysis of dependency between age and tea consumption

HO: There is no dependency between age and tea consumption
HA: There is dependency between age and tea consumption
Let a=0.05
Table 3 Contingency Table: Age and Tea Consumption

Table of age by tea consumption

Tea Consumption

Age YES NO Total

<20 20 11 31
26.624 4.3765

20-29 64 5 69
59.259 9.7412

30-50 62 8 70
60.118 9.8824

Total 146 24 170

Source: (Own Work, SAS Studio)

Table 4 Statistic: Age and Tea Consumption

Statistic DF Value Prob
Chi-Square 2 14.7766 0.0006
Likelihood Ratio Chi- 2 12.4586 0.002
Square

Mantel-Haenszel Chi- 1 6.4443 0.0111
Square

Phi Coefficient 0.2948
Contingency 0.2828

Coefficient

Cramer's V 0.2948

Source: (Own Work, SAS Studio)
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To meet the criteria for using %2 test, age category “30-39”, “40-49”, and “50 +” are merged
together. P value is less than o, null hypothesis is rejected, and we can conclude that there is

dependency between age and tea consumption.

5.5.2 Analysis of dependency between gender and of tea consumption

HO: There is no dependency between gender and tea consumption
HA: There is dependency between gender and tea consumption
Let a=0.05
Table 5 Contingency Table: Gender and Tea Consumption
Table of Gender by Tea Consumption

Tea Consumption

YES NO Total
Gender
Female 76 10 86
73.859 12.141
Male 70 14 84
72.141 11.859
Total 146 24 170

Source: (Own work, SAS Studio)

Table 6 Statistic: Gender and Tea Consumption

Statistic DF Value Prob
Chi-Square 1 0.8898 0.3455
Likelihood Ratio Chi- 1 0.8929 0.3447
Square

Continuity Adj. Chi- 1 0.5228 0.4697
Square

Mantel-Haenszel Chi- 1 0.8846 0.3469
Square

Phi Coefficient 0.0723
Contingency Coefficient 0.0722

Cramer's V 0.0723

Source: (Own work, SAS Studio)
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The sample size is greater than 40, then we can use 2 test to test this hypothesis. P value is greater
than o, null hypothesis is accepted, and we can conclude that there is no dependency between
age and tea consumption. In tea consumption, gender may not have much effect as tea is a

beverage love by people regardless of gender.

5.5.3 Analysis of dependency between occupation and tea consumption

HO: There is no dependency between occupation and tea consumption

HA: There is dependency between occupation and tea consumption

Let a=0.05
Table 7 Contingency Table: Occupation and Tea Consumption
Table of Tea Consumption by Occupation
Occupation
Student Part- Full- Freelancer | Unemployed Total
Tea time time
Consumption job job
YES 36 37 51 14 8 146
39.506 | 32.635 | 51.529 14.6 7.7294
NO 10 1 9 3 1 24
6.4941 5.3647 @ 8.4706 24 1.2706
Total 46 38 60 17 9 170

Source: (Own work, SAS Studio)

Table 8 Statistic: Occupation and Tea Consumption

Statistic DF Value Prob
Chi-Square 4 6.6189 0.1574
Likelihood Ratio Chi- 4 8.1451 0.0864
Square

Mantel-Haenszel Chi- 1 0.2475 0.6188
Square

Phi Coefficient 0.1973

Contingency Coefficient 0.1936

Cramer's V 0.1973

Source: (Own work, SAS Studio)
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The sample size is greater than 40, then we can use 2 test to test this hypothesis. P value is greater
than o, null hypothesis is accepted, and we can conclude that there is no dependency between

occupation and tea consumption.

5.5.4 Analysis of dependency between level of education and tea consumption

HO: There is no dependency between level of education and tea consumption

HA: There is dependency between level of education and tea consumption

Let a=0.05
Table 9 Contingency Table: Education and Tea Consumption
Table of Education by Tea Consumption
Tea Consumption

Education YES NO Total

< High School Diploma 15 6 21
18.035 2.9647

High School Degree 38 7 45
38.647 6.3529

Bachelor's Degree 51 5 56
48.094 7.9059

Master's Degree 31 5 36
30.918 5.0824

Doctorate 11 1 12
10.306 1.6941

Total 146 24 170

Source: (Own work, SAS Studio)
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Table 10 Statistic: Education and Tea Consumption

Statistic DF Value Prob
Chi-Square 4 5.2715 0.2606
Likelihood Ratio Chi- 4 4.7895 0.3096
Square

Mantel-Haenszel Chi- 1 2.6339 0.1046
Square

Phi Coefficient 0.1761
Contingency 0.1734

Coefficient

Cramer's V 0.1761

Source: (Own work, SAS Studio)

The sample size is greater than 40, then we can use 2 test to test this hypothesis. P value is greater
than a, null hypothesis is accepted, and we can conclude that there is no dependency between

level of education and tea consumption.

5.5.5 Analysis of dependency between income and tea consumption

HO: There is no dependency between income and tea consumption
HA: There is dependency between income and tea consumption

Let a =0.05
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Table 11 Contingency Table: Income and Tea Consumption

Table of Income by Tea Consumption

Tea Consumption

Income YES NO Total

<$100 29 9 38
32.635 5.3647

$100-$299 25 4 29
24.906 4.0941

$300-$499 36 6 42
36.071 5.9294

$500-$999 30 2 32
27.482 45176

$1000-$2999 26 3 29
24.906 4.0941

Total 146 24 170

Source: (Own work, SAS Studio)

Category “$1000-$2999” and “More than $3000” are merged due to insufficient responses.
Unfortunately, 25% of the expected frequencies are < 5, so hypothesis cannot be tested.
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6 Conclusion and comparison

The main objectives for this thesis are to analyze the tea consumption and factors influencing
consumption behavior in China. To do so, there is a discussion about tea’s history and types of tea,
a brief introduction to Chinese tea market and factors that have impact on the changes in consumer
preferences when purchasing tea products.

Based on the Statistic in literature review, China’s tea market has a steady increase for over the
last 10 years with production, consumption, and total sale volumes. Although China is the largest
world’s producer and exporter of tea, the domestic consumption is still increasing and that the

demand is getting higher.

As mentioned earlier, in the analytical part results from the survey will be elaborated. With 170
samples, there are 86 female participants and 84 male participants. The popular and most preferred
tea types are green tea (48%), milk tea (37%), and herbal tea (36%). Strong and fresh taste is the
most preferred tea taste with 53%. Moreover, Chinese tea consumers like to drink their tea in the
afternoon (61%) than in the morning and evening. As for their purposes to consume tea, result has
shown that it is due to their liking (50%) and self-awareness of the health benefits brough by tea.
In addition, most of the respondents chose several most important criteria for tea consumption,
which include taste (63%), price (54%), and quality (51%).

Contingency table is used in this paper to analyze if there is any relationship between personal
factors and tea consumption in China. There are 5 hypotheses that are to be tested. The results
obtained from SAS Studio indicated that out of 5 hypotheses, there is only one hypothesis that is
verified to have dependency between 2 variables. After hypotheses testing, the following results

are:
e There is dependency between age and tea consumption
e There is no dependency between gender and tea consumption
e There is no dependency between occupation and tea consumption
e There is no dependency between level of education and tea consumption

e The dependency between income and tea consumption cannot be tested
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Therefore, we can conclude that age is the most important factor that have influence on the
consumer behavior. However, as the dependency between income and tea consumption cannot be
tested, and respondents choose “price” as one of the criteria to purchase tea; we can assume that

income may also be another factor contributed to the changes in consumer preferences.

According to (Gao , 2017), with 300 samples covers people from different districts in Yunnan
province, he proposed research hypotheses to verify if there is any correlation between personal
factors and tea consumption. From the empirical analysis, it can be concluded that factors such as
age (20-35) and gender (female) have positive correlations with tea consumption. In addition,
according to the analysis of 512 824 samples from ten project area of China Kadoorie Biobank, it
is assumed that both education level and income are the main factors that can influence the daily
consumption of tea. (Guan, et al., 2018). The length of drinking tea is also tested to be positive
correlated to frequency of drinking tea. Consequently, comparing to the two scientific papers, we

receive different assumptions how choices of consumers related to tea consumption in China.

In my opinion, due to smaller size sample (170 responses), the assumptions proposed cannot be
accurately verified as it only represents a small group of people in the whole country of China.
Moreover, the survey is distributed to different respondents from different regions of China,
therefore, the responses obtained can also create a deviation in the testing. To sum up from these
comparisons, although it is unknown exactly which personal factors influence the most on
consumer preferences, but we can understand that personal factors play an important role in tea
consumption, whether it is age, gender, income, or level of education- at least one of them will

have impact on individual’s choices.

The above conclusions indicate that there is a lot going on with the Chinese tea’s consumption and
that factors affecting consumer behavior is a complicated topic to discuss. Moreover, this research
of consumer behavior should not only focus solely on personal factors and that for the future trend
of Chinese tea markets, marketers should also consider on all aspects of different groups of people

and further develop new products that match their preferences.
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8 Appendix

Questionnaire
1) What is your gender?
e Male
e Female
2) What is your age?
o <20
o 20-29
e 30-39

e 40-49
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e 50+

3) What is your occupation?

e Student

e Student with part time job

e Full time job

e Freelancer

e Unemployed

4) What is the highest degree or level of your education you have completed?
e Less than a high school diploma
e High school degree

e Bachelor’s degree

e Master’s degree

e Doctorate

e Others

5) What is your monthly income?
e Below $100

e $100-$299

e $300-$499

o $499-$999

e $1000-$2900

e $3000 +

6) Do you like drinking tea?
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8)

Yes

No

What types of tea do you prefer?
Green tea

Black tea

Oolong tea

Dark tea (Pu’er)

Scented tea

Herbal tea

Milk tea

None

Others

When did you start drinking tea?
Less than one year

1-2 years

3-4 years

5-10 years

More than 10 years

How often do you drink tea per week?
Once

2-3 times

4-5 time
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e Everyday
e None

10) What time of the day do you like drinking tea?

In the morning

In the afternoon

In the evening

| do not drink tea

Others

11) Your monthly expense on tea consumption
e None

e Lessthan $10

e $10-$29

o $30-$49

o $50-$99

More than $100

12) The amount of your monthly tea consumption

Less than 1 catty (600g)

1-3 catties (600-1800gq)

4-5 catties (2400-3000q)

More than 5 catties (3000g)
13) What is your tea taste preference?

e Smooth fresh type
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Strong type

Aromatic type

Tea with nice-looking leaves

Tea with sweet/fruity/creamy taste
| do not drink tea

Others

14) What is your purpose of drinking tea?

It can quench thirst
Habit

Weight loss

Health benefits
Reduce stress

| do not drink tea

Others

15) What are your criteria for purchasing tea?

Quality

Price

Taste

Brand

Health care function
Variety

Packaging
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e Others

16) Where do you purchase your tea from?
e Mall / supermarket

e Grocery store

e Teawholesale market

e Online channels

e Branded tea stores

e Others

17) Where do you get your information about tea from?
o TV

e Newspaper / magazine

e Social media and websites

e Qutdoor billboard

e Other’s recommendation

e Others

42



Table 12 Tea Production in China

Year Production (metric tons) Production change (%0)
2010 1462500 0%
2011 1607600 10%
2012 1761500 10%
2013 1887200 7%
2014 2049300 9%
2015 2276600 11%
2016 2313300 2%
2017 2460400 6%
2018 2610400 6%
2019 2800000 7%
Source: (Own work)
Table 13 Domestic Tea Consumption and Sales Volume
Year Sales Volume (metric tons) Per capital Consumption (kg)
2011 1096100 0.8
2012 1240100 0.9
2013 1338300 1
2014 1502500 1.1
2015 1679100 1.2
2016 1710600 1.2
2017 1817000 1.3
2018 1910500 1.4

Source: (Own work)
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Figure 14 The Amount of Monthly Tea Consumption
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Source: (Own work, Excel)
Figure 15 Tea Taste Preference
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&

Source: (Own work, Excel)

Figure 16 Time of the Day Preferred drinking Tea
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Source: (Own work, Excel)

Figure 17 Length of drinking tea
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Source: (Own work, Excel)
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