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Segmentation of American Green Tea Customers based on
Their Green Tea Choice Attributes
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ABSTRACT

This study was conducted to obtain a better understanding of American green tea consumers for increasing Korean green
tea sales in the US market. In doing so, this study investigated green tea choice attributes of US consumers and segmented
them based upon their perceptions about important attributes of green tea. A factor-cluster segmentation approach was used
for this study. An exploratory factor analysis identified five green tea choice motives: ‘Sensory’, ‘Diet’, ‘Price’, ‘Health’, and
‘Brand’. Based upon these five choice attributes, cluster analyses classified all respondents into four homogeneous subgroups:
‘Highly motivated’, ‘Taste/Price oriented’, ‘Health oriented’, and ‘Brand oriented’. Cross-tab tests proved that green tea
consumption and purchasing patterns were significantly different among the four clusters. In particular, two cluster groups
representing ‘Highly motivated’ and ‘Health oriented’ groups were found to offer the most utility for further American green
tea market segmentation research. Findings show that American green tea consumers include a wide range of age groups and
they usually buy green tea at grocery markets. Managerial implications for all cluster groups based upon their unique characteristics
are provided. Korean green tea companies can apply these findings in order to develop more effective and efficient marketing
strategies to attract American consumers to buy more Korean green tea.
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Table 1. Profiles of the study’s sample

N %

Male 498 474

Gender
Female 553 52.6
18~29 282 26.8
30~39 212 20.2

Age
40~49 458 43.6
50~ 99 9.4
Marital Single 464 44.1
status Married 587 55.9
High school graduate 255 24.3
Junior college 135 12.8
Education
University 472 44.9
Graduate school 189 18.0
Less than $2000 240 22.8
Monthly $2,000~$2,999 137 13.1
income g3 000 ~$3,999 182 17.3
$4,000 and more 492 46.8
Official 182 17.3
Service/sales 113 10.8
Proprietor 371 353
Occupation
Professional 218 20.7
Student 57 54
Housewife 110 10.5
Total 1,051 100.0
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Table 2. Exploratory factor analysis of green tea choice motives

Green choice motives Mean S.D. Loading Eigen value exp\l/a?.lirlizl(qice(:%) Cronbach’s a

Taste 3.953 1.161 0.924 2.441 18.781 0.812
Sensory Aroma 3.495 1.088 0.894
Harmonious taste with dessert 3.372 1.077 0.888

) Nutrition 2.703 1.074 0.878 1.487 11.435 0.887
bt Function for diet 2.633 1.073 0.846

) Volume of packages 3.182 1.102 0.864 1.628 12.525 0.724
rice Price 3.444 1.112 0.939

Health benefit 3.508 1.132 0.901 1.583 12.175 0.856
Health No harmful ingredients 3.229 1.085 0.878
Enhancing body functions 3.673 1.116 0.846

Country of origin 2.674 1.065 0.914 1.631 12.547 0.870
Brand Brand 2.740 1.080 0.892
Packaging 2.832 1.077 0.887

Total variance explained 67.462

All items were measured using a 5 Likert scale (1

=“not at all important” and 5="“very important”).
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Table 3. Comparisons of organic coffee choice motives among the four cluster segments

Green tea Cluster 1 Cluster 2 Cluster 3 Cluster 4
choice mofives Highly motivated  Taste/price oriented Health oriented Brand oriented F-value
(n=327, 31.11%) (n=403, 38.35%) (n=221, 21.03%) (n=100, 9.51%)

Sensory 432° 4.44° 1.79° 1.39° 2,072.58™
Diet 3.9¢ 1.76° 455 1.27¢4 2,149.76™"
Price 426" 423" 1.82° 1.42¢ 1,364.20™"
Health 4.20° 2.05° 473" 1.32¢ 2,034.13™"
Brand 4.12° 1.68° 1.47¢ 4.88° 2,332.50™

* Significantly different groups based upon Scheff’s test where the alphabetical order of the letters represents the ascending order of

the mean for each row, ~ p<0.001.
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Table 4. American green tea consumers’ general characteristics according to the four cluster segments (%)
Highly motivated  Taste/price oriented  Health oriented Brand oriented .
Male 132 (40.3) 185 (45.9) 122 (55.2) 59 (59.0)
Gender 19.64
Female 195 (59.6) 218 (54.1) 99 (44.8) 41 (41.0)
18~29 82 (25.1) 117 (25.1) 54 (24.4) 29 (29.0)
30~39 74 (22.6) 72 (22.6) 50 (22.6) 16 (16.0)
Age 8.56
40~49 144 (44.0) 177 (44.0) 90 (40.7) 47 (47.0)
50~ 27 ( 8.3) 37 (9.2) 27 (12.2) 8 ( 8.0
Marital  Single 148 (45.2) 186 (46.1) 85 (38.4) 45 (45.0)
9.79
status  Married 179 (54.8) 217 (53.9) 136 (61.1) 55 (55.0)
High school graduate 62 (19.0) 109 (27.0) 52 (23.5) 32 (32.0)
Junior college 50 (15.3) 47 (11.7) 24 (10.9) 14 (14.0)
Education 14.80
University 151 (46.2) 186 (46.2) 98 (44.3) 37 (37.0)
Graduate school 64 (19.5) 61 (15.1) 47 (21.3) 17 (17.0)
Less than $2000 80 (24.5) 122 (30.3) 28 (12.6) 10 (10.0)

Monthly $2,000~$2,999 42 (12.8) 46 (11.4) 36 (16.3) 13 (13.0) .

. 22.87

meome  ¢3 000~ $3,999 62 (19.0) 63 (15.6) 41 (18.6) 16 (16.0)

More than $4,000 143 (43.8) 172 (42.7) 115 (52.3) 62 (62.0)
Official 59 (18.6) 58 (14.4) 45 (20.4) 20 (18.3)
Service/sales 29 (9.1) 40 ( 9.9) 24 (10.8) 20 (18.3)
Proprietor 112 (35.2) 150 (37.2) 81 (36.7) 28 (25.8)
Occupation 19.42
Professional 15 (4.7) 18 ( 4.5) 14 ( 6.3) 10 ( 9.2)
Student 66 (20.8) 98 (24.3) 34 (15.4) 20 (18.3)
Housewife 37 (11.6) 39 (9.7 23 (10.4) 11 (10.1)
* p<0.05, 7 p<0.01, ™" p<0.001.
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Table 5. Comparisons of green tea drinking and purchasing behavior among the four cluster segments (%)
Highly Taste/price Health Brand 2
motivated oriented oriented oriented
Almost every days 49 (15.0) 21 (52 28 (12.7) 8 ( 8.0)
Drinking 3 to 6 days per week 110 (33.6) 113 (28.0) 69 (31.2) 15 (15.0)
frequency of 70.36
green tea 1 to 2 days per week 57 (17.4) 54 (13.4) 28 (12.7) 3 (3.0
Less than 4 days in a month 111 (33.9) 215 (53.3) 96 (43.4) 74 (74.0)
Tea leaves 61 (18.7) 50 (12.4) 32 (14.5) 16 (16.0)
Brewing A teabag-type 184 (56.3) 237 (58.8) 136 (61.5) 51 (51.0)
type of 10.08
green tea Powdered tea 13 ( 4.0 16 ( 4.0) 12 ( 54) 6 ( 6.0)
Produced tea beverage 69 (21.1) 97 (24.1) 41 (18.6) 27 (27.0)
Less than 1 pack 94 (28.7) 219 (54.3) 83 (37.6) 77 (77.0)
Purchasing 1~3 packs 128 (39.1) 128 (31.3) 72 (32.6) 12 (12.0)
a“;"‘ylz;m 4~6 packs 67 (20.5) 40 ( 9.9) 46 (20.8) 5(50  108.74™
(1 pack: 100g) 7~10 packs 25 ( 7.6) 10 ( 2.5) 11 ( 5.0 3 (3.0
More than 10 packs 13 ( 4.0) 6 (14 9 (4.1 3 (3.0
Less than $20 146 (44.6) 360 (89.3) 160 (72.4) 79 (79.0)
Average
amount ($) spent  $20 to less than $40 57 (17.4) 35 (87 37 (16.7) 14 (14.0)
for green tea 44.89™
on a basis of $40 to less than $60 51 (15.6) 8 (19 16 ( 7.2) 3 (3.0
100°g pack  g6) and more 73 (22.3) ; 8 (3.7) 4 (40)
My surroundings 172 (54.3) 274 (67.9) 113 (51.1) 45 (45.0)
Obtaining Newspaper, magazine or TV 41 (12.9) 33 ( 82) 62 (28.1) 8 ( 8.0)
information about 40.75
green tea Internet 67 (21.1) 35 (87 27 (12.2) 8 ( 8.0)
Taste sample served sales person 47 (14.8) 61 (15.1) 19 ( 8.6) 31 (31.0)
Grocery markets 250 (76.5) 318 (78.9) 156 (70.6) 67 (67.0)
Purchasing place Discount stores 12 ( 3.7) 43 (10.7) 17 (7.7) 3 (3.0 008"
of green tea  Tey cafe 50 (15.3) 17 ( 42) 39 (17.6) 26 (26.0) '
Internet 15 ( 4.6) 25 ( 6.2) 9 (41 4 ( 4.0)
Home 259 (79.2) 317 (78.7) 126 (54.8) 52 (52.0)
Mainly drinking ~ 12 cafe 27 ( 8.3) 48 (11.9) 56 (25.3) 29 (29.0) 63,53
place of green tea School/workplace 30 ( 9.2) 24 ( 6.0) 32 (14.5) 6 ( 6.0) .
Restaurant 9 (28 14 ( 3.5) 7 (32 13 (13.0)
Drink alone 188 (57.5) 253 (62.8) 121 (54.8) 55 (55.0)
Drinking With family 83 (25.4) 96 (23.8) 56 (25.3) 18 (18.0)
green f I i a friend or lover 48 (14.7) 32 ( 7.9) 32 (14.5) 15 (150)  26.86”
company
with whom With colleague 4 (12 18 ( 4.5) 7(32) 4 (4.0
For business 4 (12 4 (09 5(23) 8 ( 8.0)
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Table 5. Continued (%)
Highly Taste/price Health Brand )
motivated oriented oriented oriented X
Taste 117 (35.8) 177 (43.9) 82 (37.1) 66 (66.0)
A major obstacle Caffeine 60 (18.3) 61 (15.1) 50 (22.6) 6 ( 6.0)
of consumption  Agricultural chemicals 15 ( 4.6) 6 ( 1.5) 10 ( 4.5) 10 (10.0) 37.35™
green tea Inconvenience of brewing tea 52 (15.9) 63 (15.6) 26 (11.8) 10 (10.0)
Price 83 (25.4) 9 (23.8) 53 (24.0) 8 ( 8.0)

¥ p<0.01, ™7 p<0.001.
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Table 6. Comparisons of green tea choice attributes according to American green tea consumers” general characteristics

Sensory Diet Price Health Brand
Gender (f-value) -3.76" —1.232 —4.54" —0.60 —-1.98
Age (F-value) 0.51 1.370 0.13 1.40 0.63
Marital status (#-value) 0.22 —1.110 —0.25 —1.44 0.28
Income (F-value) 0.53 3.850” 0.57 3.51" 0.34
Education (F-value) 0.39 2.350 0.11 2.85" 1.97

* p<0.05, 7 p<0.01.



26(4): 285 ~296 (2016)

t
o
N
N
S
>
o
[

)
o3l
=2
>
ki

o
oy
J
)

S Ao uehget. of
S5 55.0% 2u)AkE0] EAN H3E vl
14,1:/].1/1-013:] U]’-—_‘i 7} 5’ ;q:[L ul o:]o] ;d
3 A =g 271E Ao vehgrh Aljdel

i}ﬁ' A B9 39 ERAAY, 0F B

5] 249 HE8.0%)°] & el vl

o o
it

&m il

¥O (oot (lr 2 El o
o

NI L LISV LR

Mmoo > o o N

o5 2R} 9l
sl @ 3 22

o{l _4
i)

5 B

A= A gP :L%—ﬂ aNEe] 53] B2 H]E(66.0%)=2 =
#pe] sk N deok dotar SHet. =3 Hake] 7S vh
Aol dtta Azsichar e a2 2 F718P(25.4%),
7V X8 (23.8%) D A7 AT (24.0%) T2 BUAA
ok cHAE g 35S 93 8.0%0] 23tk ol ‘HA=
A% 259 &HAEC] BE OFY LRAEEY 5A1E
oAl =7} A7) w R Atha o2 Hx} 7kl thEk 3
3 °d = Ao Almdrt

R Rre 2 wls Hap 2H|Rke] ARk B4 mE At
e £89] Aol 7t SheA] ZAKH] 918l 2bol it S A
skl e, Z3k= Table 61 AAIH AT A wE Aol=
oJd o] Fd nAHT Hake] <FFH(sensory) 437
THi(price) £4°= FHem =4 F8A ot A
et o, T Tholol E(diet) £73°, A7 (health) £
UJ ‘HEHE(brand) 5\_}\4’01]1—_ 09]7(4 o) j]—o]ii‘_ L]—E]—L]-Z] o}o}:
D} oﬂp;]ﬂréi Oﬂ Lq,jii"ll:x}_/\‘]];u /HO DC 0,414
o] z}o]ZS Holx]| ekrh 12|} Kim KH & Park DB(2011a)
oA el miel o], ] anjRkEe] A5 o4 A
=ake] tolo|E, A%} Add VA & |
Hu} Hr) = ?AMU% R 53] Aol w2
AR Fol W& ARG =Ake] 75
= Aew UrEM Ul% 2BAFE I Abel7h A

o)
o=

AT, 3 25ALAFE Tholo Ediet) &7 ¢
[

9

_11m
>
2
4,
S~
o o K
o=t 2
O

o
A

=T =
(health) 53"& %fw she Ao Uehga, neeixy
= ‘747L(health) A8 O/]zq o7 ZQAFH= Ao =

sk

?=3

rhu

e} HAe) v £E o] QR B F3o|
A AAA D Y A4 e 1A o 02 AF 15
NE 9% 2 et 2me] AF 2 A o A
e seshe Zlo] Four $Asolop & ot

=
:Iol:n
2 At ok

¢

|

w2 e £4S F vIS Saknge] A ARsel Be A 293

4% Baio dde] e n|F AX) AvlapEl
2 A v FoA AZeHE $4S ol Al 54
9ir}. e 1%01 —é—ﬁ—aw AZkehe wA de 5712
< ARk gel 21 B
z%—-%g ATEAA, X154 54 9
o 2ol @A7} v AR

=

AEsed Tl 2 F de FEE AFetaust st

AA, £ Ao E vl=r LuAES] SAtd di&) 88t
Al Azvete 57HA] A $4E =E99a, ©lE2 1) 53t
o o, g 9 Ao BAG HEH &4 ,2) =2te] thelo]
Eo| #d 7|54 SHoR ‘HeloE &4, 3) Zate] 7}
2 9 Fol] TAE 714 &3, 4) ZAke] A7) olFa &
Woll Bl A4 £4°, 28l 5) =2k 4], BHalle Bl
EAo] A cHAs Aotk

=4, oA =& 57}%] =21 Al 3

=
Hl% =2b 2HAHE Al
T AT 40e] PR 1Fo R EREATE AvjREo]

TYE o FasH Azets HH4ES o= 7zt
2 1) Aol Ui BA=I) Y w2 &
18P 1, 2) 52 A9 Al S3ke] gt TS &
= JTo R w74 AP 1F, 3) tho|o Bt 1173
HHE 5219 7158 S T84 st awd] A Agk
&, 283 4) Z3ke] 94 2 BAlEE F eG4
AER ‘BHAE A3 180 WHHrh E AFdA =
3 F718k Z1Eo] AAEkE Bl&e] 31.11%E YERY, 53}
of that ARkAQ] #Ao] e u|a LH|REC] BE oz
of =, 7hsdt B2 nlw ARAEAA SEuEr Sk
F2 o8 & e AFNE IS FHslor & A
o7 Algdch

AR, vl=r H2p &H2F 2550 TFEATHA, A4
5402 n3o Hak ARAES T2 400 15%51191 71&
ARl AA T, Eluvhet ko] wlmollA] hzbA gl
el A oyl 20te] FHe AHFS A
ZHAE NS D e dERS FHEE s
Aoty weh, <3 F7)sb et vy AgF 1
g9l vlgo] FAY HlEHET oKt w3k, ¢

d

&

=

l‘l[‘ &

= b
T,
2

Al
i)
H
M 2 Ao & oo i

A=}
el vlgnnt o g, F2 nAS 247} ol

WA, vl AxQle] Hap AH] 9 Aol e 4719 1
& {roll - o]l Afol & Bel=d), a 57]spb e
7 AT age] ARAES HAF &H] vl o] =4 JERd
wy7bA AgF 2 cBAE X3 OF a5 HA; &



294 Zu)3] -

u] Ml 9 w|ggo] e o Uehgh Ea, SuAE
& 32 =28 geoz 1, SASEE TURA o1
£ 2T 4YE ggtone, %Ak 8ol vid Helge]
ulw 2o A Fad 2 Aol ok e
=3} AAEE (A3 AP oR A8 b Eolit
ol £ Ao AES Bl 2¥she 3 2e fA1E

73S YERRITHKim KH & Han YS 2011). 22{u o]
3], A7t HAE 3 BA(100g)%= THoHA] B= A5 ]
&o] sl =/ ved, vl 53 2HARE sl g
2¥ AFFE ] AFS EA8E A gl HEzt A
2Tt g, VS 1SS HAje] w3 YRS F= FH
AFEECIA B71% SHAIRE, 2] nizllolut sk AL
< SM T Zo] ke Aoz Hugo], $eue} A2
AR FH Fud F e 9 By B asS
A wEE F8F ot} FaF S MERIERE FE
oA EA} wpAlE Ho A gk A7} A|gp 2 cHAl= A|gP
w9 IAELS AR Be 47 A AEHAA FAE
A A o2 YEhy, feuet 52| sl AAAH o
4 HEgE FF3t] v=xo AP A9 AR £ A AR
Aol 1= = Aok 2] H2ke] wjE: S okl e}, 7
T Hger TR F e 7137 2 5 e
g} AlsEnh v AR o}b Exto] gk A E o
22 52k 4 7k Sl Fagh 7%24_;; UERSITE AA]

= oA JJrDHﬂJ~ U AFE T Outs H7RE 53t

F

Fesitn @ + gk
=

£ o

o o M

iy

oo
S
>

X
1o
B
=
=2

>
% >

sl A+&
2 s

s |0 o moh
o
fru
B
[o,
lo

M
b
;“f;
M
i.%

f
o

% /\ﬁlmﬂ?ﬂ fﬂx}t d% 5}
7S 7HA AL Q7] wjiell, =Ate]
& EE =AM 23k 240t &
© 2 98 (Kim KH & Han YS 2011),
2 3B A Hape] Ae £33
S SHIAES 2kele] FEAT), A
%91 7%4@ oﬂ A BAE 7

Ir

fo AL o 2 ol ofr X Ok o)
o ox N 1 Lo

Ak oy

N
©x
NN
I o
oX oX,

=)

3
[¢]

® M B d oye
o m
}‘ﬂ l'E j

i

=

oX

o

0 32
oz nu

N
ofy
ko
>,
o
N
ok ff t
rr 0-\-' o
u:

i)

242 Jephith agoe $
2 A1) BUR AES AN E B3}
547 1] WelFPE L Bl wE

(IR CORN g S
K
ox
o,
oo
o
. T

o L ot
£ &L
E
i 2L op
r&«lﬁr
=

°]73 3] HoFAlo} A IEEETE

A7 5 Y AR o] Tolud Fa Aolet 44
Atk 53 @53 ko] FYA Folsh BHE 4 s
w3} &1 EATAE A, 0] dm) el A A of
g 5 =S 434 vPS ANdok & Rolth ¥ A
T R BT AZse DASRE e 24
A7) WEol, GF ATolNE Be} BE G ANAES oy
o2 MREA} o Rl Aok & Aolul, & FAH v}
AR B ATE sukEolol & Fow AlnAY

REFERENCES

Byun JO, Han JS (2004) A study on perception and actual
status of utilization for green tea. Korean J Food Culture
19(2): 184-192.

Choi BY, Kwon TY, Park JY, Kim JH (2010) A study of
consumption characteristics of green tea between genera-
tions of middle-aged women and female college students.
J Korean Tea Soc 16(2): 46-56.

Choi SI, Kim SY, Nam HS (2011) A study on market seg-
mentation of consumer at coffee bar: Adapting marketing
4p mix. Korean Journal of Hotel Administration 20(2): 89-
104.

Connors M, Bisogni CA, Sobal J, Devine CM (2001) Mana-
ging values in personal food systems. Appetite 36(3): 189-
200.

Eertmans A, Victoir A, Vansant G, Van den Bergh O (2005)
Food-related personality traits, food choice motives and
food intake: Mediator and moderator relationships. Food
Quality and Preference 16(8): 714-726.

Honkanen P, Frewer L (2009) Russian consumers’ motivation
for food choice. Appetite 52(2): 363-371.

Hwang KM, Oh SH, Park KY (2008) Increased antimutagenic
and in vitro anticancer effects by adding gree tea extract
and bamboo salt during Doenjang fermentation. J Korean
Soc Food Sci Nutr 36(1): 1-7.

Kim KH, Han YS (2010) A study on market segmentation by
selection attributes of tea consumers. J Korean Tea Soc 16
(2): 1-12.

Kim, KH, Han YS (2011) A study on the structural relation-
ships among selection attributes, satisfaction, and loyalty of
green tea consumers: the moderate effect of involvement.
Korean J Food Cook Sci 27(2): 83-94.

Kim JH, Ritchie BW (2012) Motivation-based typology: An
empirical study of golf tourists. Journal of Hospitality &



26(4): 285~296 (2016) E2p e 9% B3 vl SAkAERke] A AlEse] ek AT 295

Tourism Research 36(2): 251-280.

Kim KH, Park DB (2011a) Structural relationships among
benefit sought, satisfaction, and loyalty of green tea con-
sumers: The moderating effects of age. Korean J Food
Culture 26(4): 314-322.

Kim KH, Park DB (2011b) Structural relationships among
purchase motivation, satisfaction, and loyalty of green tea
consumers: the moderating effects of gender. Journal of
Foodservice Management Society of Korea 14(5): 71-92.

Kim SH, Park JD, Lee LS, Han DS (1999) Effect of ph on
the green tea extraction. Korean J Food Sci Technol 31(4):
1024-1028.

Kotler P (1994) Marketing Management: Analysis, Planning,
Implementing and Control. 8th ed. Englewood Cliffs. NIJ:
Prentice-Hall. pp 232-241.

KOTRA & globalwindow.org (2014) Pay Attention to the US
Tea Market. Available from: http://www.gobalwindow.org
Accessed January 10, 2016.

Lee CC, Ko JY (2015) Canonical correlation between purchase
motivation and selection attributes of Korea and China
green tea consumers. Journal of Foodservice Management
Society of Korea 18(2): 191-213.

Nunnally J (1978) Psychometric Theory. 2nd ed, New York:
McGraw-Hill. p 47.

Park JN, Kweon SY, Kim JG, Park JG, Han 1J, Song BS, Kim
JH, Byun MW, Lee JW (2008) Effect of green tea powder

on the quality characteristics of Yukwa(Korean fried rice

cake). Korean J Food Preserv 15(1): 37-42.

Park KH (2008) Prospect for production and industry of green
tea. International Symposium of Green tea of the Korean
Journal of Food Science and Technology. Seoul, pp 133-
160.

Park HW, Kim YH, Kim SH, Cha KW, Kim DM (2004) Pre-
ference test of green tea drinks in the selected regional
area of America. Korean J Food Preserv 11(4): 569-573.

Steptoe A, Pollard TM, Wardle J (1995) The development of
a measure of the motive underlying the selection of food:
The food choice questionnaire. Appetite 25(3): 267-284.

Tan, AY, Lo AS (2008) A benefit-based approach to market
segmentation: A case study of an American specialty co-
ffechouse chain in Hong Kong. Journal of Hospitality &
Tourism Research 32(3): 342-362.

Tea Association of the U.S.A. Inc. (2014) http://www.teausa.
com/ Accessed June 24, 2016.

Tea Research Institute (2011) http://bosungt.jares.go.kr. Acce-
ssed January 10, 2016.

Yu JP, Yoon NS (2011) The market segmentation of coffee
shops and the difference analysis of consumer behavior: A
case based on Caffe Bene. Journal of Distribution Science
9(4): 5-13.

Date Received May 31, 2016
Date Revised Jul. 29, 2016
Date Accepted Aug. 1, 2016



296 Zn]3] - 0] 73] HolAlo} frkihE G

Appendix
Importance
Green tea attributes Strongly Strongly
disagree Neutral agree
Taste 1 2 3 4 5
Aroma 1 2 3 4 5
Harmony with dessert 1 2 3 4 5
Price 1 2 3 4 5
Volume 1 2 3 4 5
Nutrition 1 2 3 4 5
Functionality 1 2 3 4 5
Health benefit 1 2 3 4 5
Diet benefit 1 2 3 4 5
Reasonable price 1 2 3 4 5
Safety (no harmful ingredient) 1 2 3 4 5
Losing weight 1 2 3 4 5
Producing region or country of origin 1 2 3 4 5
Packaging 1 2 3 4 5
Brand 1 2 3 4 5

Please circle the appropriate response about the importance of green tea attributes when you purchase it.
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