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Analysis of Characteristics of Safe Tea Consumption
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Abstract Food safety has been an important issue for consumers these years while the Chinese government
has been strongly committed to improving the quality and safety of agricultural produce in an all-round way with
the " farm to table” approach. According to the processing procedure and technique the tea available in China
consists of four categories namely pollution-free tea green tea organic tea and the rest of the teas. The
first three categories - pollution-free tea green tea and organic tea - refer to safe tea. Based on the
questionnaire regarding ” Consumers’ Assessment of Tea Safety” this paper makes an analysis of questions of
consumers in Hangzhou concerning tea safety such as consumers’ knowledge of safe tea factors affecting their
purchasing and additional price they are willing to pay for the tea. The 600 questionaires in total show that
80.5 percent of the consumers are willing to buy safe tea. It is found that these consumers have come to know
about tea safety mainly through TV newspaper and the packing of the product. Other factors affecting the
consumer behavior include gender age marital status education income the size of the family and the
place of residence. In a word whatever occupations the consumers usually pay close attention to the
consumption of safe tea. Those urban 2-to-3-person families with higher education and income have shown the
strongest tendency to buy safe tea. But in terms of consumer behavior the monthly income and education of
those surveyed constitute the two factors that determine the purchasing of safe tea. Specifically speaking
additional price the consumers surveyed are willing to pay for safe tea will hinge on the increase of their
monthly income but will become lower as their education are higher.
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