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Abstract

More and more individuals are realizing the need to take time away from their regular lives to recharge their

bodies and minds by visiting new places. That's why we reasoned that drinking tea while on holiday would be

the most significant element in promoting the growth of the tea tourism sector. We want to bring attention to how,
via the medium of tastescape, the ritual of drinking tea may help one better understand the notion of unconven-
tional tourism in India. A tastescape is a combination of physical elements, social norms, and geographical settings.
One kind of nature tourism that includes visits to tea plantations is an example of a niche market. Without a question,
if you're looking for a place to visit that serves excellent tea, you should make your way to India. If the right market-
ing campaigns are launched to attract eco-travelers, and if the necessary efforts are made to enhance the quality

of the area, the Indian Tea Estates have the potential to become a leading destination for tea tourism. The novelty

of this study lies in its exploration of tea tourism prospects in India and the investigation into how the fascination
with tea influences the decisions of foreign tourists visiting the country. The research aims to promote travel to India
so that more people may learn about and appreciate the tea culture there. Both primary and secondary sources

are used in this qualitative study. Features and advertising tactics for luring tourists are described in this research.

At this point, we analyze the research data and use it to inform a set of preliminary marketing strategies. The study
also found that enhancing a customer’s overall impression of a company is one of the most effective ways to encour-
age repeat business. It is difficult to advance plans to combine the tourism and tea industries due to a lack of person-
nel and expertise. The difficulty may be overcome if the two parties can work together to mutual benefit. Achieving
future achievements will require strengthening the connection between tea and tourism, establishing collaborations,
encouraging a higher degree of local engagement, and highlighting local benefits as a way of life.

Keywords Tourism industry, Tea gardens, Tourists, Local participation, Development

Introduction

The global tourism industry has evolved significantly in
recent years, shifting from traditional sightseeing to a
more immersive and experiential travel experience. This
shift is driven by a growing desire for deeper connections
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with destinations, authentic cultural experiences, and
meaningful engagements. Modern travelers are more
inclined toward experiences that allow them to interact
with local communities, understand diverse cultures,
and engage with heritage and traditions. Experiential
travel has gained momentum, focusing on activities like
culinary tours, cultural immersions, eco-tourism, adven-
ture travel, and heritage experiences. Advancements in
technology and social media have facilitated access to
off-the-beaten-path experiences, boosting the demand
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for personalized, authentic, and immersive travel expe-
riences [1]. India is one of the world’s top producers of
tea, even though 70% of it is consumed there. In India,
many famous teas such as Assam and Darjeeling are
grown exclusively. The Indian tea industry has grown
to own several well-known international tea brands. In
the world, technologically, the Indian tea industry has
emerged as one of the most advanced tea industries [2].
India’s Tea Board manages and supervises all elements of
the country’s tea trade, covering production, certification,
and the export process. For ages, traditional Indian culi-
nary practices have embraced the medicinal attributes
of multiple herbs and spices, such as tulsi, cardamom,
pepper, licorice, and mint. Teas made from the leaves
or spices of this plant have long been used traditionally
for illnesses, both serious and minor. These classic herbs
are carefully added to the tea mixture, not just for their
healing attributes but also to enhance their taste profile.
While cardamom, cloves, and ginger infuse the tea with
delightful flavors and aromas known for their health-
supporting properties, other elements like sweetness and
milk are employed to offset the potent bitterness charac-
teristic of certain herbs [3].

Tea has deep roots in Eastern and northern India,
where it has been cultivated and enjoyed for generations.
The British introduced the tea culture to India and Cey-
lon (Sri Lanka) in 1836 and 1867, respectively. After the
British East India Company arrived, large tracts of land
were transformed for industrial-scale tea production,
marking the start of the commercial production of tea in
India. There are various periods in Indian tea history [4].
After China, India is the country that produces the most
tea worldwide, including the well-known varieties Assam
and Darjeeling. Assam’s "State Drink" is tea. Following
this, Montek Singh Ahluwalia, a former deputy chairman
of the Planning Commission, had plans to declare tea to
be the "National Drink" of India in 2013. As per a Decem-
ber 2011 report by ASSOCHAM, India’s tea consump-
tion constitutes nearly 30% of the world’s production,
establishing the country as the largest consumer world-
wide. After China, India holds the position of the world’s
second-largest tea exporter. India’s dominance in tea pro-
duction endured for close to a hundred years. However,
China’s recent acquisition of more land has enabled it to
surpass India and claim the top spot in tea production
[1]. The British brands Tetley and Typhoo are among the
iconic foreign tea companies that Indian tea companies
have acquired. India is also the world’s biggest consumer
of tea. However, due to its large population and severe
poverty, India’s per capita tea consumption still amounts
to 750 g annually [5].

The purpose of this research is to delve into the bur-
geoning tea tourism industry in India and explore the

Page 2 of 19

unorthodox dimension of tourism through the ritual of
tea consumption. The study seeks to highlight the pivotal
role of drinking tea in fostering the growth of tea tour-
ism and promoting unconventional tourism experiences.
India, renowned for its rich tea culture and sprawling
tea estates, stands as a promising hub for tea tourism.
The practice of indulging in tea rituals serves as a key
attractor for tourists seeking unique experiences. The
concept of a ’tastescape’—a blend of physical elements,
cultural norms, and geographical settings—emerges as
a significant factor in this exploration. Specifically, the
study focuses on niche tourism, such as nature-based
visits to tea plantations, within this diverse landscape.
The research identifies a gap in understanding how the
fascination with tea shapes the preferences and choices
of foreign tourists visiting India. While the potential for
India’s Tea Estates to become premier destinations for tea
tourism is recognized, there remains a lack of compre-
hensive insight into leveraging this potential. The study
aims to bridge this gap by exploring marketing strate-
gies, analyzing the influence of tea culture on tourists,
and evaluating the prospects for elevating India as a key
destination for tea enthusiasts. This research also uncov-
ers the challenges hindering the convergence of the tea
and tourism industries, notably the scarcity of expertise
and resources. Addressing this gap requires collaborative
efforts, emphasizing local engagement, and establishing
symbiotic relationships between the two sectors. Overall,
the study endeavors to shed light on the untapped poten-
tial of tea tourism in India, aiming to elevate awareness,
foster collaboration, and stimulate sustainable develop-
ment within the tourism and tea industries.

Evolution of global tourism

Travel has developed along with evolving interactions,
technology, and advertising methods. Management for
tourism involves taking into consideration many different
factors along with different tourism sectors. Tourism can
grow positively with thorough preparation of the physi-
cal, legal, advertising, economic, market, administra-
tion, community, and ecological aspects. Many nations
may be compelled to review their tourism regulations
as a result of these effects. Tourism is influenced signifi-
cantly by heightened intervals dedicated to relaxation,
the burgeoning middle-class populace, the prolifera-
tion of communication and transportation technologies,
a quest to break free from today’s work culture, and the
surge in promotional campaigns for travel [6]. Immersive
travel, often referred to as experiential travel, is a type of
travel in which visitors concentrate on getting familiar
with a region, location, or specific location by meaning-
fully and actively connecting with its history, residents,
culture, cuisine, and surroundings. It often has the power
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to change [7]. The nations with a wealth of culture and
heritage are launching unique marketing campaigns to
highlight their historical sites and attract tourists. Each
year, lines of eager tourists form at numerous cultural
and heritage sites. These include difficulty, assistance,
social connection, and authentic regional information.
Successful layout and arrangement of visitor attractions
depend heavily on planning for tourism. The essence of
each cultural tour lies in its unique purpose and source
of inspiration, enabling visitors to immerse themselves in
a vibrant cultural exploration. The lasting effects of tour-
ists’ involvement with specific cultural facets profoundly
shape the landscape of the tourism industry [8].

Over time, tea has evolved into the very essence of
India. In India, this hot drink is a common source of
amusement, a means of subsistence, a cool beverage, a
justification for conversations, a component of the gos-
sip culture, and a tradition in homes. It is inextricably
linked to the nation’s sociocultural and socioeconomic
makeup [9]. The intricate processes of tea preparation
and consumption, coupled with human interaction sur-
rounding tea, as well as the visual and sensory elements
linked to the act of drinking tea, collectively shape and
define the essence of tea culture. In some nations, tea is
significant. It is frequently consumed at social gatherings,
and for these occasions, many cultures have developed
elaborate formal ceremonies. Within India Serving tea is
a long-standing custom woven like a thread into society’s
cultural fabric [10]. The tea industry is a major economic
driver [9, 11]. Doing a tea tour is a great way to help the
environment [12]. Research on the effects of “tea tour-
ism” is lacking [13]. Scholars believe further research is
required on the role tea plays in providing warm, satis-
fying, and professional service to guests. Hall et al. [14],
Tiwari et al. [11] and Boniface [15] all contributed to the
field of tea tourism, but "Tea and Tourism: Visitors, Tra-
ditions, and Transformations" has had the most impact
(2007). Tiwari defined tea tourism in 2023 as driving
through a fascination with (a) history, (b) culture, and (c)
tea. Visitors visiting tea regions are immersed in the tra-
ditions, rituals, and history of the beverage, as stated by
the researchers. They discovered that tourists may enjoy
a wide variety of tea-related activities, from touring tea
shops and participating in tea ceremonies to visiting tea
plantation accommodations including cottages, gardens
for tea, and exhibitions. Tiwari et al. [11] investigated
potential threats to the expanding tea tourism industry
in Sri Lanka. According to Cheng et al. [13], tourists like
participating in cultural activities like picking tea leaves
and seeing traditional performances as part of a trip to a
tea garden. For the first time, they examined the travels of
Chinese tea enthusiasts. Liang and Lai [12], highlighted
the major stakeholders in the tea tourism business, which
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include visitors, tea garden owners, governments, tour
operators, and the media. They claimed that while tea
tourism had potential and appeal, it had been unsuccess-
ful in certain countries. It was clear from this that the
whole industry needed to work together.

Cultural significance of tea in India

Tea stands as one of the globe’s most favored beverages,
second only to water, boasting a complex and fascinating
historical background. Despite being strongly ingrained
in Chinese society, tea has deep, irrefutable roots in
India. Due to its continued relevance, tea is still the most
consumed beverage in the area. Tea is hence known as
"Chai ” in India. Chai is the term for “tea” in Hindi and
other South Asian languages. The word "cha" in Manda-
rin Chinese is its source [16]. The British introduced tea
to India. Indians, as opposed to the British, loved their
tea with milk and sugar, it has undergone numerous
subcontinental improvements and changes. Indian tea/
chai is stronger than normal. There are numerous varie-
ties as well. India has a variety of distinctive tea varieties.
The Cutting “Chai from Mumbai, the Irani Chai from
Hyderabad, and the Delicate Pink Kashmiri Chai” are a
few of the more popular choices. The most well-known
and extensively drunk Indian tea, masala chai, might still
come out on top. “Masala Chai” is a beverage that is pro-
duced in India by combining (i) strong black tea leaves
with milk, (ii) water, and (iii) a tonne of sugar [17]. The
flavor of masala chai is then created by adding cinnamon
and black pepper. For optimum taste, the completed bev-
erage is offered warm in a cup or, if at all feasible, in a
ceramic tumbler. People adore tea in practically every
place in the globe, but notably in India. It is frequently
referred to as a street drink in India. Even though tea did
not originate in India, its popularity has soared there. Tea
is more than just a morning beverage in India. The full,
sweet, milky beverage is a morning ritual and a neces-
sity for survival. Roadside chai sellers also referred to as
"chai wallas," seem to connect every Indian. Addition-
ally, there are a lot of modern, upscale tea restaurants
open across the nation, mostly in India [4]. The Chi-
nese are credited with being the first traders of tea when
they entered Tibet. Up until the eighth century AD, they
increased trade with Indian nomadic tribes in the Hima-
layas, Arabs, and Turks. The ancient trade route through
the Himalayas was used to transport tea to India.

Tea is a staple of social occasions and is frequently
offered as a sign of kindness in India. Being a sign of hos-
pitality, it is common to give tea to visitors. A lot of indi-
viduals will pause for tea while traveling with relatives or
close friends. Tea is used extensively in cultural rites and
rituals as well. The British progressively raised the area’s
tea production by hiring experienced Chinese laborers
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for employment on the plantations. The Indian tea indus-
try officially started with this. In India, chai holds sig-
nificance beyond being just a regular tea. Its indulgent,
sugary taste intertwines with daily rituals, symbolizing
hospitality and personal identity. For many, this practice
fosters a sense of belonging to one’s heritage, providing a
consistent refuge for inner peace [12]. As a religious gift
provided to followers as a token of gratitude, tea is served
as a prasad. Tea is frequently provided at celebrations of
faith and other events. In India, tea has traditionally held
significance in politics. Tea was marketed as a substi-
tute for British tea at the beginning of the 20th-century
Indian independence struggle and came to represent
Indian independence. Thousands of people are employed
by India’s tea business, which currently plays a significant
role in the development of the nation’s economy. Chai
helps bring people together to celebrate joyously, tell sto-
ries, and remember important events like weddings and
religious rites. In a lot of households, chai plays a vital
role in morning routines and nightly thoughts, providing
an atmosphere of comfort and familiarity in the middle
of everyday life [18]. The British imported the cultiva-
tion of tea to India during the period of colonial rule in
the middle of the nineteenth century, establishing huge
estates mostly in Assam and Darjeeling. The industry of
tea experienced an era of centralization after British rule
ended in 1947, and Indian entrepreneurs began investing
in it. With the direction of the British East India organi-
zation, which was in charge of ruling India now, indus-
trial production started in 1820. Tea became one of the
main drivers of modernity in India because it required
the utilization of large regions for production and the
construction of structures alongside it. As one of the
globe’s most important financial agricultural products,
tea is a major source of income and revenue from exports
for a few of the world’s poorest nations. Additionally, as
a labor-intensive sector, tea creates employment oppor-
tunities, particularly in underdeveloped and rural regions
[19].

Transformation of tea plantations

India produces more than nine lakh tonnes of tea per
year and this is the reason why India is the entire world’s
second-biggest tea producer [20]. As a glance to history,
to overcome the Chinese production monopoly the Brit-
ish introduced tea to India in the nineteenth century
[21]. The city of Darjeeling mountain region was the
first area to plant tea, later in the 1850s the Himalayan
foothills were perched. In the Indian economy, the tea
business of India has a significant role and a long his-
tory [22]. Ovington claims that in 1689, the Banias in
Surat used to consume tea without sugar or sometimes
they preferred to have the least quantity of lemon in it.
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And the people discovered that the tea can be used as a
medicine if it is added with some spices, for such type
of usage the tea leaves may be ported from China [22].
During the experiment of implementing tea production
in India, the British colonists discovered by planting the
tea plants that the tea plants with thicker leaves could
be grown in Assam [23]. The Assamese Singphos tribe
grew similar plants and delivered chests of tea to their
leader, Ningroola [24]. The British East India Company
initiated massive manufacturing of tea in Assam, India,
in the early 1820s, of a tea varietal historically prepared
by the Singpho community. The British East India Com-
pany seized the area through the Yandaboo Treaty from
the Ahom Kings in 1826. At Chabua of Upper Assam, the
first English tea garden was established in the year 1837
[25]. The commercial production of tea was initialized
by the Assam Tea Company in that region. In the early
1850s, the tea business grew quickly, swallowing enor-
mous swaths of land for tea plants. Assam had surpassed
China as the world’s leading tea-producing area by the
turn of the century [21]. Chinese tea plants, dissimilar to
Indian tea, were instigated in India by Robert Fortune,
who spent two and a half years in China from 1848 to
1851 on behalf of the Royal Horticultural Society of Lon-
don [25]. Fortune used various methods to steal tea seed-
lings and plants that were considered the resources of
the Chinese Empire. Due to its higher quality and more
affordable price, Indian-grown tea became widespread
in the United Kingdom in the early nineteenth century
[22]. Lyons, Liptons, and Mazawattee monopolize the
market, establishing it as the "norm" for every category
[20]. Throughout the 1970s, Indian tea dominated the
hot beverage industry. In the past few decades, Asian tea
has gradually lost popularity to African tea, particularly
Kenyan tea. The Indian government remains encouraging
of the Indian tea business, making legislation to assist it
locally and influencing international organizations such
as the WTO (World Trade Organization) [24]. It also
brought a WTO petition concerning the Byrd Amend-
ment, which permitted non-US corporations to be pun-
ished and awarded to the US corporations that filed the
case. The Inter-Ministerial Committee (IMC) has advised
that the government contribute to the cultivation com-
pany’s economic responsibility, lower revenue from agri-
culture assessments, and offer relief to ill or insolvent
cultivation farms [23].

Challenges in tea tourism

Climate change, cultivated region, humanity, age of
tea plants, manpower, money, input cost, and produc-
tion hazards are the issues. The standard of tea and the
nation’s affluence are two elements that are thought to
have an impact on the world’s consumption. Significant
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concerns and challenges were determined to be essential
factors like poor organizing and advertising efforts, insuf-
ficient involvement of stakeholders, local participation,
economic disparities, and customer perceptions regard-
ing tea in the tourism industry. Decreased Productivity
in the tea business is dealing with a variety of concerns,
including decreased production due to rising environ-
mental fees, decreased transportation subsidies, worker
issues, weak labor policies, and other factors [26]. Tea
plantations can be harmed by extreme rain and severe
droughts, which can also lower harvests and lower yield
quality. The chemical makeup of tea leaves may shift as
temperatures rise, changing the flavor and scent. Defor-
estation is an additional issue that has an impact on the
manufacturing of tea. Tea, like a variety of other agri-
cultural products, is both a climate change contribu-
tor and a temperature crop. Insufficient manufacturing
processes may waste resources and harm soil by using
excessive quantities of water. Significant concerns and
challenges were determined to be essential factors like
poor planning and marketing efforts, insufficient stake-
holder engagement, local participation, socioeconomic
inequalities, and consumer attitudes regarding tea tour-
ism [27]. Four major problems that affect the tea mar-
ket distribution keep outpacing demand, global trade is
posing additional difficulties to every step of the supply
chain, and the environmental and medical benefits of
tea are being underutilized. Durability might be seen as
the most important issue moving ahead. The stagnating
or decreasing area used for tea growing is another fac-
tor contributing to the current poor crop production.
Due to the lack of major additional land being included
in the national tea growing industry by tea regeneration
and new establishment, the area beneath the cultivation
of tea has remained constant during the past ten years.
However, due to financial issues, land issues, labor short-
ages, a lack of instruction in the cultivation of tea and
techniques, insufficient infrastructure, and disasters like
landslides, erosion, and global warming, independent tea
producers are facing several existential concerns [28].

Research objectives and goals

India is a country with several natural tourist attrac-
tions. It has the longest sea beach, rugged mountains,
lakes, rivers, and fountains, making it a richly green
area. In India, tea tourist destinations are a well-known
idea. While the concept of tea tourism, which involves
visiting tea-producing regions and experiencing the
tea-making process, is widely recognized in India, the
specific tea tourism locations within the country have
faced challenges in realizing their full potential. These
challenges have resulted in a relatively slower growth of
tea tourism in certain regions. The primary reasons for
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the limited development of tea tourism in these areas
can be attributed to factors such as a lack of aware-
ness, inadequate promotion efforts, insufficient support
from relevant authorities, and underdeveloped tourism
infrastructure. The study aims to explore the emerg-
ing tea tourism industry and unconventional tourism
through ritual tea drinking in India. Students learn
about influential philosophers whose ideas have influ-
enced cultures over history in the well-known Ideas.
Despite their significance in the tea industry, North
Bengal and Assam didn’t capitalize on India’s tea tour-
ism prospects. The main cause of the neglectful growth
of Indian tea tourism is a lack of awareness, promotion,
support, and infrastructure.

ROI To analyze tourists’ preferences and factors influ-
encing their preference for tea consumption in India.

RO2 To explore the factors influencing tourists’ prefer-
ences for tea and other beverages in India.

RO3 To examine cultural, sensory, historical, and ben-
eficial factors influencing tourists’ preference for tea in
India.

The results of the current study will demonstrate the
potential for tourists’ preference for tea. This study will
also make recommendations on how to save India’s
biodiversity and encourage tea tourism there. Finally,
this essay will highlight the significance of understand-
ing tea festivals. Presently, India stands as a promi-
nent contributor to the global tea market, boasting
significant production levels and the establishment
of numerous renowned tea brands worldwide. Within
India, approximately 70% of the tea produced is con-
sumed domestically, establishing India’s tea industry as
one of the most advanced in terms of technology on a
global scale. The majority of people from other coun-
tries are not aware of India’s tea culture and its popu-
larity. Therefore, as travel and tourism in India grow,
many people from different countries will visit India so
that they can experience the tea culture and its natural
origins and popularity. It improves tea production and
propagates its nature. The growth of travel and tour-
ism in India allows people to see the tea culture and its
natural origins and popularity. Due to this, people from
many countries come to know about India’s tea cul-
ture and come forward to purchase tea products that
increase tea production. However, clear explanations of
the promotion of tea culture in India are not mentioned
in other research, especially through travel and tour-
ism, so this research set out to examine this. Also, the
present study contributes the following:
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« Explores India’s tea culture and production by pro-
moting travel and tourism in India.

+ Analyzes the impact of the popularity of tea on for-
eign visitors to India

«+ Evaluates the potential for Indian tea tourism.

+ Research identifies that improving a customer’s over-
all impression of a tea company is one of the most
effective ways to encourage repeat business.

+ Examines that in visiting India, tourists statistically
significantly choose to drink tea compared to other
drinks.

+ Demonstrates that there is no statistically notewor-
thy difference in visitors’ preferences for tea and vari-
ous other drinks in India.

+ Proposes that tea communication techniques based
on the sustainability and management of tea cultiva-
tion can help focus the attention of tea tourists.

The present study is organized in the following man-
ner, a review of the literature is presented in the second
section. The study has a detailed research methodology
in the third section. The empirical findings of the present
study are described and discussed in the fourth section.
The study concludes in the sixth section followed by sug-
gestions and limitations.

Literature review

Promotion of tea culture in India

Due to stunning scenery, rugged terrain, and cultural
attractions, India provides an abundance of tourism
potential. Tea, farming, and tourism are other major con-
tributors to the economies of several Indian regions. The
production of tea is additionally an important source of
revenue for their tourism sector. There is a lot of room
for growth in the tea tourism industry in India, which
might lead to an increase in the number of tea estates.
The study aimed to promote regional customs. It is
important to give tea visitors the right advice on tea tour-
ism destinations by resolving problems, obstacles, and
potential. The study analyzes that tea, farming, and travel
are other major contributors to the economies of several
Indian regions. The primary source of revenue from tour-
ism was additionally the tea sector. The study identified
that in India, there is a lot of room for growth in the tea-
related tourism industry, which might stimulate as many
specialized tourist attractions as there are tea farms. The
study resulted from developing the tea industry through-
out India more appealing and established requires care-
ful planning [29]. The study aimed to explore the current
difficulties, possibilities, and difficulties in the tea tourist
sector. Through analysis, it was found that India is at the
forefront of exhibiting its breathtaking green tea estates
to tourists, both from within the country and abroad,
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aligning with the rising trend of eco-tourism. The study
resulted from the travel agencies adopting an economic
and social perspective while implementing a successful
marketing plan for tea tourism and guaranteeing its long-
term growth [30].

Potential threats to Sri Lanka’s growing tea tourists

Within the context of sustainable growth objectives in
travel, tea tourism is widely acknowledged as a substan-
tial domain, given its economic relevance and its role in
furthering overarching sustainability commitments. Cur-
rently, tea tourism is being practiced by the majority of
nations that cultivate tea. Complementing its primary
sources of income from tea in bulk and additional value
tea. The study aimed to explore managerial consequences
as well as the potential of tourism for tea in Sri Lanka.
The study identified the possibility and conceivable mar-
keting strategies to advance Sri Lanka tea tourism as
an expanded model connecting key players to a critical
center as a based-on-concept travel route. The study ana-
lyzed It’s crucial to evaluate the appeal of Sri Lanka as a
destination for tourism by comparing the actual situa-
tion with expectations for the country’s tourist services
and amenities. The study resulted from the possibilities
of tea tourism as a conceptual offering across the tour-
ism industry, the tourism industry in Sri Lanka requires
a complete managerial strategy supported by empirical
evidence [31]. The study aimed to examine the actions
of tourists’ actions related to Sri Lanka tea tourism. The
study identified that a glass of tea is traditionally offered
as a sign of kindness in Sri Lankan society. The study ana-
lyzed the actions taken by tourists during tea the tour-
ism industry, as well as their views and opinions of the
nation’s existing tea tourism activities. The study ana-
lyzed that tea tourism has a lot of potential to draw visi-
tors while also bringing financial advantages to the local
town, but it is not well organized and administered. Tea
tourism is a broad notion that is poorly implemented
in Sri Lanka. The study resulted from training travel-
ers about the value of tea tourism to the locations, it is
recommended to reinforce and inspire tea providers. By
doing this, basic facilities may be developed to draw and
keep tourists interested in tea tourism [32].

Unsuccessful tea tourists in other countries

Insufficient production and inadequate standard of tea
are both effects of climate change. Although modifica-
tions to the regularity and predictability of the distribu-
tion of rainfall and trends have negative effects on tea
production and effectiveness, dryness decreases tea pro-
duction. The study aimed to explore the financial sys-
tems of many emerging nations that depend extensively
on agricultural products due to concerns regarding the
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cultivation of agricultural crops. The study analyzed that
the dropping pricing, inadequate yields, high expenses
for production, lack of expansion, low value, and a variety
of fees and taxes are some of the difficulties facing the tea
industry. The study identified that the tea is unaffected
by pests and diseases and only needs fertilizer to refill
the earth; it develops without the application of agricul-
tural products. The study resulted from the several steps
that could be implemented to improve the small-scale
tea and coffee farms’ ability to evolve [33]. The study
aimed to explore the regional industrialization of tea in
sustainability tourism in Thailand and Japanese farmer
perceptions. The study analyzed when tea failed to meet
requirements for drinking tea on an international level
and additionally modified by Islamic cultural standards,
this was true, especially in Kenya. The study identified
due to inadequate planning and an imbalanced commer-
cialization of tea culture, Thailand is complicated and
prone to failure. Within declining tea-producing areas,
the study highlighted the increasing importance of eco-
friendly tourism and community-involved travel as inte-
gral strategies. These sustainable tourism models are
key tools in reinvigorating tea culture and turning these
regions into appealing tourist spots. The study resulted
from the sustainable, social, medical, and cultural tour-
ism are all components of a holistic paradigm of tea cul-
ture exploitation [34].

Evaluating tea tourism and its influence on foreign tourists
in India

A key tourist idea relating to tea plantations additionally
represents a type of distinctive travel experience related
to nature. From the starting point of the twenty-first
century, the idea of tea tourism has gained pace and rep-
resents one of the subjects now being investigated. The
study aimed to explore the country’s tea tourism sec-
tor and the value of tea visitor guides. Tea tourism in
India holds significant promise due to its rich cultural
and economic contributions. However, a critical analy-
sis reveals that the concept of tea tourism lacks a robust
theoretical foundation in the existing literature. While
studies discuss the potential and growth of tea tourism,
they often fall short of delving into the deeper theoreti-
cal aspects of this emerging form of tourism. The study
analyzed how the global tea tourism sector interacts with
the cultivation of tea, the tea tradition, and the produc-
tion of tea. The study examined the historical tradition
of tea being promoted using a range of activities that
encourage study, purchasing goods, exploration, and
other recreational pursuits. The study resulted from an
Indian tea plantation bounds, promoting there is visitor
directing, tea advertising, and visitor operators [29]. The
study aimed to determine and assess the tea varieties that
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international visitors to India like. Analysis revealed that
tea serves as a method to attract international travelers
and holds a crucial place in India’s cultural identity. The
tea-drinking culture in India is growing into an impor-
tant means for travelers to experience the traditional
Indian eating culture. The study identified that tea types
and styles are crucial to match the various demands of
various international visitor segments to enhance the
utilization of regional tea types and forms by local busi-
nesses. The study resulted from implementing techniques
like tea-growing excursions, tea partnering sessions, tea
pottery courses, education conferences, and many more
that include visitor involvement and engagement to
improve the whole tourist experience especially if they
want to draw in foreign visitors [2].

Research gap

According to previous studies, a case study on the boom-
ing tea tourist industry in India is essential to research.
It was explained by Sharples [35], that her study contains
concepts of tea tourism. Tea is a popular beverage in the
world, and the market for tea tourism is good. Tea gar-
dens, shops, factories, and organizations that preserve tea
culture. The history, culture, and customs linked with tea.
Researcher Sharples only explained about tea and tea cul-
ture he did not properly investigate tea beverage history
and its benefits in tourist places. Gunasekara and Mom-
sen [36], analyzed the tea’s importance in tourist places.
Neither of them did investigate how there is a significant
influence of tea preference over tourists in India. Gupta
et al. [37], only explained about tea preferences of foreign
visitors and their connection to Indian tourism destina-
tions, he did not explain how there is no significant influ-
ence of tea preference over tourists in India. Drew [38],
explained that place They did not explore how to grow
tea plantations and what is the history of that plant, and
also they did not explain about advantages and disadvan-
tages regarding health. Finally, the study recommended
that tea tourism promotes local employment as well as
increases financial stability. Therefore, the objective of
the study is to investigate the explore the country’s tradi-
tion of consuming tea in the context of the exploding tea
tourism sector and unconventional tourism.

Research questions

There is an interest in consuming tea while traveling,
therefore study promotes India’s tradition of consuming
tea in the context of the booming tea industry in tourism
and unconventional tourism. For the study, the following
research questions are suggested:

ROI Do tourists consistently prefer to drink tea rather
than other beverages when visiting India?
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RO2 Why is there no statistically noteworthy difference
in visitors’ preferences for tea and other drinks in India?

RO3 Why do visitors to India generally prefer tea over
other liquids?

To understand promoting the tea tourist industry and
unconventional tourism from the perspective of travelers
and visitors, the above research questions were proposed
and the answers to these proposed research questions are
analyzed and identified in the following sections.

Hypotheses development

Hypothesis development is an important section of
the significant research method, which formalizes the
research process in research. This study suggested a con-
ceptual structure based on the previous analysis. Hypoth-
esis development is used for specific predictions about
what will happen in a particular study and it will describe
the complete study with a clear explanation.

India’s distinctive tradition of tea drinking gives visitors
the chance to learn more about the beverage’s long tradi-
tion and vibrant culture. Like tasting wines, the method
of drinking tea allows one to taste many tea kinds, every
one of which has a unique flavor, aroma, and look [39].
People prefer tea while traveling because the amino acids
included in tea have a relaxing impact, which improves
moods. Additionally, theanine, which can be found in
tea, helps to feel calmer and less anxious by produc-
ing stronger inhibitory neurotransmitters [40]. One of
the drinks with a lot of medicinal advantages is tea. It
encourages activity over the whole day and lessens slug-
gishness. Due to its affordability and popularity among
the poorest, tea is the most frequently consumed bever-
age on the subcontinent. Next to drinking water, tea is
the most frequently consumed beverage worldwide [41].

Hypothesis Tourists in India have a statistically signifi-
cant preference for consuming tea over other beverages
during their visits.

Tea in India embodies more than a simple drink; it
embodies a tradition of honoring guests and commem-
orating special occasions, symbolizing hospitality and
celebration. India’s fondness for tea becomes increas-
ingly apparent with the multitude of tea dispensing
machines spread throughout the country’s roads and
various locales [2]. Within the sphere of Religion, the
trend of opting for tea socials over alcohol consumption
has surged notably during religious festivities and events.
Marital relationships play a role in shaping customers’ tea
preferences, impacting their selection when it comes to
this beverage. Studies revealed an increased inclination
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for tea consumption among those in marital relationships
[42]. The growing prominence of tea in India represents
an avenue for visitors to delve into the intricacies of the
country’s diverse eating habits and cultural tapestry. It
serves as an enticing factor for drawing in foreign tourists
and stands as a prominent attraction for travelers explor-
ing the nuances of Indian culture. Within India, tea went
beyond a simple drink, symbolizing a tradition of honor-
ing and extending a warm welcome to visitors [43].

Null Hypothesis (H0)  Tourists in India do not have a
statistically significant preference for consuming tea over
other beverages during their visits.

Consuming tea-related goods has been identified as a
key element of tea tourism that supports nearby areas
economically in a sustainable way [11]. Tea tourism and
the drinking habits of travelers sparked by inventive tea-
based drinks remain in their infancy and lag behind the
actual industry, despite the phenomenal rise of the eco-
nomic reality of new tea products. It has been noticed
that tea is a prominent cultural icon of various places that
offer visitors a distinctive experience [12]. The visiting
habit that was sparked by a fascination with tea-related
history, customs, and consumption is often referred to as
tea tourism due to its significant significance in drawing
prospective visitors and speeding socioeconomic growth
for local places. The tea industry has typically been rec-
ognized in recent years as a form of cultural tourism [27].

Alternative Hypothesis (HI) Tourists in India have a
statistically significant preference for consuming tea over
other beverages during their visits.

Methodology

This descriptive study sets out to investigate the promo-
tion of tea tourism as a distinct kind of travel in India.
An intervention program is executed with a selection of
respondents to increase their familiarity with tea tour-
ism and tea-related activities. The sampled respondents’
experiences as a result of tea tourism were analyzed.

Research design

To back up the results, the study used an exploratory
research methodology, along with qualitative and quan-
titative research techniques. Both primary and secondary
information were used to draw conclusions and com-
plete the research. The tertiary data originated from a
wide variety of published publications and other sources.
To collect primary data, a questionnaire was developed
based on the stated goals of the study. People like vaca-
tioners and tea drinkers made up the demographic that
was investigated. The questionnaire also has questions
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about your preferred kind of tea. Questions also tar-
geted knowledge of tea-themed celebrations. The study
employed a survey-based approach to comprehensively
explore various aspects of individuals’ tea preferences,
consumption behaviors, and engagement with tea-related
culture and tourism. Through a structured questionnaire
or interview process, data was collected from a sample
group comprising 200 respondents. The survey aimed to
elicit specific insights into participants’ relationships with
tea, encompassing a wide range of dimensions related
to their preferences and habits. The survey structure
appeared designed to gather quantitative data, utilizing
closed-ended questions to precisely quantify respond-
ents’ inclinations and behaviors. This method allowed for
efficient data collection and enabled the researchers to
analyze and present their findings in percentages, offer-
ing a clear and numerical representation of the partici-
pants’ perspectives.
The survey covered diverse areas, including:

+ Tea preferences Participants were queried about
their favored types of tea, elucidating percentages
of interest in various tea varieties such as black tea,
green tea, flavored tea, and others.

+ Tea consumption patterns The survey inquired
about the frequency and timing of tea consump-
tion, shedding light on respondents’ habits regarding
when and how often they preferred tea.

+ Purchase behaviors It delved into where individuals
typically bought their tea products, revealing prefer-
ences for purchasing from supermarkets, specialty
stores, or via online platforms.

« Travel habits Queries on travel frequency, purposes,
and destination preferences while traveling high-
lighted respondents’ travel inclinations and how tea
factored into their travel experiences.

+ Tea culture engagement Participants were asked
about their familiarity with tea-related culture, festi-
vals, and tourism, providing insights into their aware-
ness and interest in such activities.

By employing this survey-based methodology, the
study effectively captured a holistic view of participants’
tea-related preferences, behaviors, and cultural engage-
ment. The structured approach allowed for systematic
data collection and analysis, enabling the presentation
of comprehensive findings encapsulating various facets
of tea consumption and cultural involvement among the
surveyed population.

Sampling and data collection
The Study participants were selected randomly. A total
of 200 samples were chosen, and responses were used to
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get the information. The study survey questionnaires are
distributed in tea tourism destinations for the respond-
ents. The sample distribution is based on the education
qualification of people according to their highest educa-
tion background based on classes like 10th grade, higher
secondary, undergraduate, bachelor’s degree, and higher
degrees. The selection of participants was stratified based
on educational qualifications and demographics, ensur-
ing representation from various backgrounds. The study
adhered to ethical guidelines and obtained informed con-
sent from all participants. Confidentiality of participant
information was maintained throughout the research
process. The study surveyed visitors and travelers and
the participants were approached by random sampling of
individuals. A sample of 210 participants participated in
the survey, of which 10 samples were carefully discarded
due to invalid responses, and a total of 200 samples were
chosen. Table 1 illustrates that among the respondents,
57% were male, signifying a higher representation com-
pared to 43% of female respondents. Age groups included
20-30 years, 31-40 years, 41-50 years, and 51-60 years.
Educational qualifications included higher secondary
education, bachelor’s, master’s, and doctoral degrees.
Geographic locations included Asian, European, North
American, and other regions. The majority of respond-
ents were from Asian countries, while a small percentage
were from other regions.

Instruments and procedures

Questionnaires, developed based on study objectives,
encompassed inquiries about tea preferences, con-
sumption habits, familiarity with tea-themed events,
and knowledge of tea culture. These instruments were

Table 1 Socio-demographic details

Socio-demographic description Frequency Percentage
Gender Male 114 57
Female 86 43
Age 20-30 years 80 40
31-40 years 55 27
41-50 years 40 20
51-60 years 25 12.5
Highest qualifi-  Higher secondary 90 45%
cation level Bachelor's degree 85 425%
Master's degree 10 5%
Doctoral degree 15 7.5%
Location Asian 141 70.5
Europe 18 9
North America 14 7
Other 27 135
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administered to participants in paper format. The study
conducts multiple choice questionnaires. The question-
naires are administered by professionals. For the ques-
tionnaire section, the language used for questionnaires
is English. The questionnaires are in paper format. The
study used quantitative and qualitative research for this
study. The standardized instrument gives reliable and
valuable information and develops reliability and valid-
ity testing. The study obtained primary information
and secondary information from the respondents and
the database is privately identified. To obtain responses
from a participant, the survey uses unstructured group
interviews. The participants are invited online via the
internet, so the participants can easily participate. The
message was delivered to each group of the participants.
The groups are divided into online via the internet. The
interviews in this study consist of two parts. The first part
was to collect fundamental background information on
the participants. Then the succeeding sections consist of
questions relevant to the study’s proposed hypotheses.
The questions contain options, therefore they are easy to
answer (See Appendix Table 7).

Descriptive statistics
Descriptive statistical analysis is the brief informational
coefficient that summarizes a given data set, which can
be either a representation or a sample of the population.
Within Assam, India, a minority of local tea farmers have
embraced organic farming approaches, elevating both
the ecological and economic advantages inherent in cul-
tivating organic tea. This paper used a mixed method to
understand the tea growers’ situation at the time of tea
cultivation. Innovative practices in tea cultivation were
evident among the organic growers, highlighting their
entrepreneurial traits. According to the study’s conclu-
sions, it’s essential to prioritize the nurturing of entre-
preneurial skills within small-scale agricultural producers
to advance the adoption of organic cultivation methods
[16]. Table 2 summarizes the range, central tendency
(mean), spread (standard deviation), and distribution
(maximum and minimum) of various survey outcomes
related to the respondents’ travel habits, preferences,
and experiences. The mean values represent the average
responses for each category, while the standard deviation
indicates the degree of variability among the responses.
A pilot study was conducted among a sample of 15
participants from the target population to evaluate the
clarity and relevance of the questionnaire items. Partici-
pants were requested to provide feedback regarding the
comprehensibility of the items, ensuring they accurately
captured their experiences related to tea preferences,
consumption, culture, and tourism. Minor modifications
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Table 2 Descriptive statistics based on the survey outcomes

Variables N Max Min Mean SD

Travel demographics 200 107 3 55 72.761
Travel preferences 200 117 3 60 72.798
Tea preferences 200 170 4 87 76411
Tea tourism 200 132 1 66.5 74.073
tea culture 200 177 5 91 76.978
tea festival experience 200 158 10 84 72.533
Tea consumption and habits 200 171 2 86.5 77.366

were made based on the pilot test results to improve item
clarity.

Statistical analysis

Statistical analyses were conducted to ascertain the sig-
nificance of differences observed across multiple vari-
ables related to tea tourism. A one-sample t-test was
utilized to determine the significance of mean differ-
ences between sample responses and hypothesized
values. Additionally, Friedman’s test was employed to
evaluate differences among related samples across vari-
ous tea tourism variables. The collected data were ana-
lyzed employing SPSS (Version 20), a statistical package
designed for use in social science research. To analyze
the data SPSS statistics furnish a skilled and arranged
way to manage high and complicated data sets and exe-
cute the improved statistical analysis to analyze the pro-
posed hypothesis of this study. In addition to a response
rate and a demographic breakdown, we also have some
descriptive data that provide light on the specifics of our
sample. One-sample t-tests and Friedman’s tests were
used to examine the hypotheses. The obtained valid data
from 200 samples were used for data analysis. Statistical
analyses were performed to assess the significance of the
differences observed in various variables related to tea
tourism using a one-sample t-test. The one-sample t-test
formula used in this study is equated in Eq. 1:

xX— U
= (1)
Jn

t =

The t-value (¢), sample mean (x), population mean (u),
standard deviation (s), and sample size () are all crucial
components in statistical analysis to determine if the
mean of each sample significantly differed from a given
hypothesized value within the context of tea tourism var-
iables. This test was employed to determine if the mean
of each sample significantly differed from a given hypoth-
esized value within the context of tea tourism variables.
The two-tailed p-value was set at 0.05 to determine the
statistical significance of the results. The study utilized
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Friedman’s test to evaluate the significance of varia-
tions among related samples across various variables in
the context of tea tourism. The Friedman’s test formula
employed in this study is tabulated in Eq. 2:

,  12n ,  kGk+1)
* _k(k+1)<zR/ 1 > @

The Friedman test statistic is represented by X% the
number of subjects is denoted by (#n), the number of
related groups (k) and adding the ranks for each group
(R)). This test was utilized to determine if there were sta-
tistically significant differences among multiple related
variables such as preferences for tea types, purchasing
habits, awareness of tea culture, participation in tea tour-
ism, and intentions related to tea events.

Result

The results obtained from statistical analyses were inter-
preted to determine the impact and significance of tea
tourism variables among respondents. These interpre-
tations were instrumental in drawing conclusions and
establishing correlations within the context of tea tour-
ism in India.

Survey outcomes

From Table 3, in the travel experience of people, people
travel according to their needs 67.55% of people travel
for personal or official work, 5% of people travel because
they are purpose-oriented, and 27.5% of the people for
some purpose out of 200 people. While compared to
other traveling experiences of people the least one is pur-
pose oriented. In terms of destinations preferred to visit,
people go crazy deciding the destination places such as
hill stations, architecture, wildlife, and others. 5.5% of
the people were interested in traveling wildlife, 5.55 of
the people were interested in traveling architectural sites,
58.5% of the people were interested in traveling hill sta-
tions, 27% of the people were interested in traveling sea
beaches, and 3.5% of the people were interested to travel
other destination. Most of the people show interest in hill
stations about 58.5%. In terms of preference for tea, while
traveling, people have more interest in food and drinks.
A total of 96% of those polled said that they would rather
drink tea than coffee. 10% of the respondents consumed
tea as their beverage of choice, 78.5% of the respond-
ents were interested in drinking tea, and 11.5% of the
respondents were not interested in drinking tea.

In terms of Favorite types of tea, 3% of the respond-
ents were interested in decaffeinated (herbal or fruit
tea), 12% of the respondents were interested in fla-
vored tea, 0.5% of the respondents were interested in
Pureth tea, 6.5% of the respondents were interested in
oolong tea, 36.5% of the respondents were interested

Table 3 Travelers and visitors survey
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Survey outcomes

Frequency Percentage

Traveling experience of people
Purpose oriented

Some purpose

Personal or official oriented
Destination preferred to visit
Wildlife

Architectural sites

Hill station

Sea beaches

Others

Preference for tea while traveling

Consume tea as their beverage of choice

People like tea

People don't like tea

Favorite types of tea
Decaffeinated (herbal or fruit tea)
Flavored tea

Pureth

Oolong

Black

Yellow

Green

white

Other

Preferred place for drinking tea
Coffee shop

Tea specialty shop

At work

At home

Other

Tea leaves based on their preference and origin

Europe
Japan
India
China

No preference

Samples based on Indian tea preferences

Darjeeling tea
Assam tea
Nilgiri tea
Others

Samples based on the exploration of tea culture
People who learn more about tea culture
People who were curious about tea culture

People who were not curious about tea

culture

20
157
23

27.5
67.5

55
55
585
27
35

785
11.5

0.5
6.5
36.5
35
215

8.5
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in black tea, 3.5% of the respondents were interested
in yellow tea, 21.5% of the respondents were interested
in green tea, 8% of the respondents were interested in
white tea and 8.5% of the respondents were interested
in other tea. Among the surveyed individuals, the high-
est level of interest (36.5%) was observed for black tea,
whereas Pureth tea received the lowest level of interest,
amounting to merely 0.5% of respondents. In terms of
preferred places for drinking tea, the distribution of tea
products is based on their purchase places like super-
markets, specialty stores, natural food stores, the inter-
net, and catalogs. Most people buy tea products from
supermarkets. About 66% of the people give the most
importance to tea products and purchase from super-
markets. A whopping 66% of respondents found shop-
ping for tea-making supplies in a supermarket to be
the best option. Those who mostly use catalogs or mail
orders to get their tea-making supplies provided the
fewest responses (1%). Tea consumption preferences
among respondents varied: 2.5% showed a preference
for tea bought from coffee shops, while 8% favored spe-
cialty tea shops. Additionally, a notable 26% reported
drinking tea during work hours, with a substantial
majority of 62% preferring to enjoy their tea at home.
Only a small 1.5% sampled their tea from other sources.

The majority of the respondents drink tea at home
(62%). The origins of tea leaves in various countries such
as China, India, Japan, and Europe. 1% of the respond-
ents prefer European tea leaves, 2% of the respondents
prefer Japanese tea leaves, 85.5% of the respondents
prefer Indian tea leaves, 1.5% of the respondents pre-
fer China tea leaves, and 10% of the respondents prefer
No preference. India is the top country and most peo-
ple prefer Indian tea leaving about 87% of the people
around the world. In terms of Samples based on Indian
tea preferences, 70.5% of the respondents like Darjeel-
ing tea, 18.5% of the respondents like Assam tea, 3% of
the respondents like Nilgiri tea, and 8% of the respond-
ents like other sites. Most of the people of India do
not experience tea tourism because they don’t know
about that place exactly. In terms of samples based on
the exploration of tea culture, 79% of the respondents
learned more about tea culture, 16% of the respond-
ents were curious about tea culture, and 4.5% of the
respondents were not curious about tea culture. The
majority of respondents 158 people learn more about
tea culture. Those who were not curious about tea cul-
ture made up the smallest segment of respondents. The
majority of the respondents did not prefer to answer,
which showed a percentage of 53.5%. The second high-
est respondents are obtained among the annual income
range of$20,000 or less (21.5%), and the least percent-
age of respondents were obtained from the annual
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income range of$45,000-$59,999, $60,000-$84,999,
and $85,000 or more (1.5%, 1.5% and 1.5% respectively).

People travel for personal or official work, with 65%
preferring to travel. Out of 200 people, 10 were purpose-
oriented. Travel frequency varies, with 31.5% preferring
one year and 97% preferring twice a month. Purposes
include business, leisure, family, and adventure. Leisure
travel is preferred by 88%, while business travel is pre-
ferred by 9%. Destination preferences include hill sta-
tions, architecture, wildlife, and beaches. Hill stations are
the most popular, followed by beaches at 25%. The cui-
sine system is preferred by 84.5% of travelers, with some
not liking it. A survey revealed that 96% of people pre-
fer tea over coffee, with 41% preferring it during travel.
Most people drink tea once a day, with 70 people liking
it once and 64% drinking it two times a day. 60.5% of
people prefer tea during traveling, with only 29% not lik-
ing tea and various types of drinks. Hot tea enthusiasts
made up the smallest subset of respondents (20%). Out
of 200 respondents, 170 prefer hot tea, with 13% trave-
ling. 37.1% prefer tea in the early morning, 28.4% prefer
it at midday, and 6.1% never prefer tea. 85% prefer it first
thing in the morning. The proportion of nighttime tea
drinkers (13%) was the lowest. Loose tea leaves were pre-
ferred by 57.5% of respondents, while tea bags and other
tea varieties were preferred by 6.5%. The smallest seg-
ment of respondents (4%) drank other tea varieties.

Tea products are distributed through various sources,
including supermarkets, specialty stores, natural food
stores, the Internet, and catalogs. Supermarkets are the
most popular place for purchasing tea products, with
66% of respondents valuing this method. Self-proclaimed
tea experts have the lowest response rate (19%). Out of
200 people, 81 were aware of tea culture, while 19 were
well-known. Only 70 had heard about tea tourism, and
112 were familiar with it. The majority of people in India
do not experience tea tourism due to a lack of knowledge
about the specific places. Only 21% experienced tea tour-
ism in places like Darjeeling and Assam, and 75% never
experienced tea tourism. Only 8% of the sample had
first-hand experience with tea tourism. The study reveals
that 58% of people in India are unaware of tea tourism
festivals, with only 32.5% of respondents being aware of
them. Only 9% of people know about tea tourism festivals
in Assam and Darjeeling, and 88.5% are unaware. Out of
200 respondents, 138 only know about and have an inter-
est in tea festivals. The majority plan to attend the event,
with Darjeeling getting the highest priority with 70.5%
and Assam with 18.5%. The study also reveals that 35% of
people know tea cultivation and its process, while 80.5%
don't know the tea culture. The majority of respond-
ents plan to attend the event, with the lowest response
rate (39%). 79% of people know about tea culture, and
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10 people completely don’t know about it (For further
details please refer to Additional file 1: Table S1).

Exploratory factor analysis

Latent elements are presumed to be examined at the
level of intervals in the classic scientific measurement
paradigm known as factor analysis. To minimize the
number of variables required to describe the variabil-
ity of the data, the method of exploratory factor analysis
aims to uncover factors that contribute to the correlation
between the variables. The correlation between a given
variable and a given factor is shown for each factor load-
ing in the table. A high factor loading denotes a signifi-
cant association between the variable and the factor,
whereas a low factor loading denotes a weak association.
Table 4 displays the study variables’ exploratory factor
analysis. The study suggested seven variables, which are
quantified by some of the elements in the table below
(See Appendix Table 8 for variable coding).

Table 4 Exploratory factor analysis
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Table 4 outlines the components of a factor analysis,
including construct, item, factor loadings, Average Var-
iance Extracted (AVE), Cronbach’s Alpha, Test—Retest
Reliability, Content Validity, Construct Validity, and
Kaiser Meyer Olkin (KMO) Measure. Each component
focuses on a broad category or domain being measured,
with higher factor loadings indicating stronger relation-
ships. AVE measures the variance captured by the con-
struct relative to measurement error, while AVE values
indicate better convergent validity. Test—retest reliabil-
ity measures the consistency of scores over time, while
content validity evaluates the relevance and representa-
tiveness of the items in measuring the construct. KMO
measures the sampling adequacy for factor analysis.
Higher KMO values (closer to 1) indicate better suit-
ability for factor analysis, suggesting that correlations
between variables are sufficiently high for meaningful
factor extraction.

Construct Item Factorloadings Average Cronbach’s Test-retest Contentvalidity Construct Kaiser
variance Alpha reliability validity Meyer Olkin
extracted measure
Travel demographics TRD1 0.82 0.71 0.851 0.83 0.866 0.865 0.837
TRD2 0.791
TRD3 0845
TRD4 0859

Travel preferences TRP1 0814 0.65 0.867 0.87 0.829 0.828 032
TRP2 0.801
TRP3  0.799

Tea preferences TP 1 0.81 0.75 0.879 0.86 0.8 0.832 0.806
TP 2 0.887
TP 3 0.865
TP4 0853
TP5 0.855
TP6 0.872

Tea tourism TT1 0823 062 0.844 0.83 08 0.897 0.81
T2 0.866
T3 0.792

Tea culture TC1 0.844 0.73 0.882 0.81 0.808 0.869 0.831
TC2 0.793
TC3 0.856

Tea festival experience TF1 0.806 0.72 0.812 0.83 0.852 0.829 0.889
TF2 0.842
TF3 0.847

Tea consumption and habits  TCH1 ~ 0.883 0.77 0.869 0.85 0.83 0.847 0.822
TCH2 03884
TCH3 03806
TCH4 03864
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Validity of the study

A validity test is a process of finding the objectives, aims,
or goals of a given study. A valid driving test consisting
of practical components with some rules and regula-
tions. Validity explains the characteristics measured by
the requirements and gives the meaning of the test scores
which are given in the tables. A validity test describes the
degree to which you can make specific conclusions as
well as perfect predictions based on test scores. Reliabil-
ity is the analysis that can determine whether the ques-
tionnaires are related to the study or not. Basak et al. [44],
explained the validity and reliability of tea tourism, what
places cultivate more tea, and how tourism impacts peo-
ple’s employment. The data presented in Table 4 also pro-
vides insights into both reliability and validity. Cronbach’s
alpha values above 0.7 are generally considered indicative
of good internal consistency reliability. It assesses how
closely related a set of items are as a group. For exam-
ple, in the "Travel Demographics” section, Cronbach’s
Alpha is 0.851, indicating a high level of internal consist-
ency among the 8 items related to travel demographics.
Test—Retest evaluates the stability or consistency of a
questionnaire over time. For instance, in the "Tea Prefer-
ences" section, the test—retest reliability is 0.87, suggest-
ing a high level of consistency in participants’ responses
to tea preference items across two testing periods. Con-
tent Validity (CVI—Content Validity Index) assesses how
well the items in a questionnaire represent the content
domain they are intended to measure. In the "Tea Cul-
ture" section, the CVI is 0.808, indicating a good level of
content validity for the items related to tea culture. Con-
struct Validity (Factor Analysis) examines the underlying
structure or relationships among the items in a question-
naire to determine if they are measuring the intended
constructs or factors. It is observed from the "Tea Tour-
ism" section, that the construct validity through factor
analysis is 0.897, suggesting a strong relationship between
the items measuring tea tourism-related constructs.

Hypothesis testing

Hypothesis testing is an act in statistics of an assump-
tion regarding a population parameter. Which depends
upon the nature of data used to assess the probability of
a hypothesis by using a given sample test. One-sample
t-tests are suitable for comparing a single group to known
or hypothesized values, while Friedman’s tests are appro-
priate for comparing related groups or conditions when
data violate parametric assumptions. In the study about
“tea tourism” in India, the studies investigated tea tour-
ism, destination service quality, and memorable tourism
quality. Exploring tea tourism spots involves engaging
in an array of activities, promising visitors unforgettable
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and unique experiences. It will promote knowledge of
the quality of tea and its production as well as cultiva-
tion. This hypothesis will give information about activi-
ties in tea destinations that positively influence creating
memories, cleanliness in tea destination places, different
languages and different types of culture, and cafe service
quality at tea tourism plantations.

One-sample t-test

One-sample t-test results are shown in Table 5. This
study aims to determine if the mean of a sample is sig-
nificantly different from a known population mean or a
hypothesized value and to assess whether their responses
align with a specific external criterion or standard, a one-
sample t-test is appropriate. With a two-tailed p-value
of 0.000, which is less than 0.05 for all variables, the data
suggest that tea is the tourist favorite. Hence, the data
imply that the opposite of the null hypothesis—that tea
choice has no effect among visitors in India—is true.
Table 5 describes seven variables, t factors, df factors,
significant (2-tailed values), and mean difference. One
sample t-test explained many variables about tea tourism.
Many variables are there some of them are which is your
preference tea, your favorite tea, where you drink tea, and
so on. ¢ value varies from one sample to another sample
test. df and significant (2-tailed) factors are constant val-
ues like 199 and 0.000 respectively. The mean difference
value will be changed from one sample test to another
sample test.

Friedman test

Friedman’s test is a suitable non-parametric alternative. It
can handle ordinal or skewed data and can test whether
there are significant differences among these conditions
while accounting for within-subject dependencies. The
study aims to analyze changes or differences within the
same group over multiple conditions or time points,

Table 5 Distribution of samples based on One-Sample t-test

Variables t-value Degree Sig. (2-tailed) Mean
of Difference
freedom

Travel demographics 15236 199 0.000 2.1

Travel preferences 18.754 199 0.000 1.89

Tea preferences 22109 199 0.000 32

Tea tourism 28693 199 0.000 25

Tea culture 19875 199 0.000 215

Tea festival experi- 24318 199 0.000 1.97

ence

Tea consumption 20427 199 0.000 3.1

and habits
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Friedman’s test assesses if these differences are statisti-
cally significant, without relying on assumptions of nor-
mality. The mean rankings of the variables are compared
in Table 6, highlighting the differences between them.
Mean scores were greater for respondents’ preferred kind
of tea and familiarity with tea culture. Table 6 explains
detailedly about the distribution of samples based on
the Friedman test. The table contains seven variables:
travel demographics, travel preferences, tea preferences,
tea tourism, tea culture, tea festival experience, and tea
consumption and habits. The mean ranks vary from one
sample test to another sample test.

The degrees of freedom for the tea-selection Friedman
test are listed in Table 6. Tea preferences of foreigners
who visited India varied significantly (2(2)=930.413, p
0.0001). If the probability value is less than 0.05, the null
hypothesis may be rejected. Table 6 contains test statis-
tics such as N, Chi-square, df, Asymp, and Sig. The values
vary from one test to another sample test.

Significant concerns and challenges were determined to
be essential factors like poor scheduling and advertising
efforts, insufficient stakeholder engagement, local par-
ticipation, socioeconomic inequalities, and public per-
ceptions regarding tea tourism. Climate has a significant
influence on tea farms. The main obstacles to encourag-
ing the development and expansion of the tea industry
in the research area are an absence of government sup-
port and financial constraints, a shortage of community
involvement in the tourist experience, labor issues, and
inadequate knowledge about the product. Cultivation of
tea has suffered recently as a result of the effects of global
warming. It has gotten to the point that tea plantations
are struggling to live without watering. The tourism sec-
tor is very large. Along with creating jobs, it also pro-
motes economic growth in various parts of the world.

Table 6 Distribution of samples based on the Friedman test

Variables Mean rank
Travel demographics 4.31
Travel preferences 6.75
Tea preferences 12.91
Tea tourism 6.83
Tea culture 10.66
Tea festival experience 949
Tea consumption and habits 7.59
Test statistics®

N 200
Chi-square 930413
df 14
Asymp. sig 0.000

2 Friedman test
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Tea flavor is a crucial factor in understanding con-
sumer preferences and guiding product development
and marketing strategies. It plays a significant role in
consumer satisfaction and repeat consumption. To
assess the reliability of tea flavor, statistical measures
like Cronbach’s Alpha or internal consistency tests
should be conducted. The items related to tea flavor
consistently correlate with each other and they are con-
sidered reliable. Tea tradition represents the cultural
and traditional aspects of tea consumption, including
rituals and customs. Understanding the importance of
tradition in tea consumption can be valuable for busi-
nesses and policymakers, especially in regions where
tea holds significant cultural importance. The reliabil-
ity of the tea tradition is assessed through consistency
tests. Tea health benefits reflect the perception that
tea consumption can have positive effects on health.
Assessing consumer beliefs regarding these benefits is
essential for marketing and product positioning. The
reliability of tea health benefits should be assessed
through statistical tests for internal consistency. The
items related to health benefits consistently measure
this aspect and exhibit strong correlations, they can
be considered reliable for gauging perceptions of tea’s
health benefits. In conclusion, the reliability of each
factor can be determined through statistical analysis,
with high reliability indicating consistent measurement
of the intended dimension, making them valuable for
research and practical applications in the tea industry.

The main findings of the investigation were done by
researchers. The results discussed in this article were
partially taken from this research dissertation. All rel-
evant findings are concisely and objectively, in a logical
sequence and this paper is about tea tourism in India,
how it impacts people, what are its advantages and dis-
advantages, and whether tea tourism promotes economic
stability these factors are discussed in this study. The
result aims is to provide a clear study about the evalua-
tion of the prospects for tea tourism in India, and how
much impact the popularity of tea has on foreign visi-
tors to India. In this paper, some tests are done such as
validity reliability tests which are used for the finding of
objects. This study discussed descriptive statistical anal-
ysis, which is used to represent the sample. This study
also explains the education qualification of tea cultiva-
tion localities, annual income range, age, gender, primary
cultural background, frequency of travel, the purpose of
travel, destinations preferred to visit, preference in drinks
and so many people say yes to drinking tea. All these fac-
tors are discussed and given some results. The results of
the current study demonstrated the potential for tourists’
preference for tea. It will also recommend how to save
the biodiversity of India and tea tourism.
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Discussion

The study delves into India’s burgeoning tea tourism sec-
tor, aiming to shed light on its impact on the country’s
tourism industry and the promotion of unique travel
experiences centered around tea culture. The findings
underscore the significance of tea in influencing India’s
tourism, particularly in attracting both domestic and
international tourists intrigued by the allure of tea plan-
tations and the country’s rich eco-tourism offerings
[29]. Significantly, travel companies have strategically
leveraged tea tourism, intertwining economic strategies
with cultural experiences to propel its expansion [43].
However, despite the pivotal role of tea consumption in
shaping India’s tourism narrative, the study reveals that
tea itself might not be a direct driver for foreign visitors.
Instead, it’s the thriving tea cultivation industry that sub-
stantially contributes to India’s tourism revenue [30]. This
highlights the untapped potential for further growth in
the tea tourism sector, emphasizing the need to address
pertinent issues and capitalize on emerging opportuni-
ties to effectively market India’s tea tourism sites [32].
Drawing insights from diverse perspectives on tea’s cul-
tural and economic dimensions, it becomes evident that
tea holds a significant place in India’s societal fabric [31].
While it wasn’t originally indigenous to India, its popu-
larity has soared, becoming an integral part of daily life
and occasionally integrated into culinary traditions for its
perceived medicinal benefits. The study emphasizes the
need for businesses to prioritize customer perceptions
and overall satisfaction with tea products. Understanding
and meeting customer preferences, particularly regard-
ing tea flavors, play a pivotal role in ensuring repeat
purchases and fostering brand loyalty [2]. This entails
employing statistical methods like Cronbach’s Alpha to
ensure the consistency and reliability of measuring tea
flavor preferences. The study aligns with the discourse on
the multifaceted nature of tea tourism. It reflects the con-
vergence of cultural immersion and experiential tourism,
allowing travelers to engage in tea-related activities and
immerse themselves in the traditions and rituals associ-
ated with tea cultivation [33, 39]. To sustain and advance
tea tourism, communication strategies need to be geared
toward ensuring the long-term viability and leadership
of tea cultivation practices. Still, inherent challenges
persist in the tea tourism domain. Issues encompassing
production techniques, stakeholder involvement, socio-
economic disparities, and customer perceptions neces-
sitate thoughtful intervention and strategic planning [34,
40]. The study underscores the importance of addressing
these challenges to propel the sustainable growth of tea
tourism in India. This study’s findings underscore the
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intricate interplay between tea, tourism, and cultural
traditions in India. They emphasize the need for a com-
prehensive approach to leverage India’s tea heritage for
tourism, address challenges, and align marketing strate-
gies with evolving customer preferences. The influence of
tea tourism on people, its benefits and drawbacks, and its
potential to advance economic stability are the main top-
ics of this study on tea tourism in India [27]. The study
assesses the potential of tea tourism in India as well as its
effects on international tourists [24]. The study highlights
the possibility that visitors may have a predilection for tea
and offers tactics to protect India’s biodiversity and tea
industry. Future research should delve deeper into cus-
tomer behavior dynamics and the cultural significance of
tea, providing valuable insights for the tea industry and
tourism stakeholders.

Conclusion

The main objective of the study is to explore the booming
tea tourist industry and unconventional tourism through
the ritual of drinking tea in India and aims to promote
travel to India so that more people may learn about and
appreciate the tea culture there. The study highlights that
large-scale tea production in the mountainous regions
was a great success, and the knowledge gained from the
endeavor helped India’s tea estates expand. The research
indicates that India’s tea tourism industry is still develop-
ing. It is logical to assume that tourists themselves should
be knowledgeable of tea culture, its traditions, and how
it honors the history of its country. The findings of the
analysis show that there is a significant influence of tea
preference over tourists in India. The analysis reveals that
it is difficult to advance plans to combine the tourism
and tea industries due to a lack of personnel and exper-
tise. The study result reveals that when tourists are bet-
ter knowledgeable about the world of tea, tea visits, and
tourism perception are higher. In line with this, the study
proposes that tea communication techniques, which
are now based on sustainability and the management of
tea cultivations, can aid in concentrating the attention
of potential tea tourists. This creates a chance for travel
agents and regional managers.

Suggestions and limitations

Several restrictions should be taken into account while
evaluating this study. First of all, because the question-
naire was given in English, only those who can read and
write the language were able to respond. This indicates
that a specific segment of the population has been left
out of the study. Despite this restriction, it is safe to say
that the target audience for our research is active visitors



Banerjee and Tyagi Journal of Ethnic Foods (2024) 11:5

who are improving their ability to speak English fluently.
Second, because our sample is geographically diverse,
some cultural aspects that are not discussed in this work
could have an impact on the results. Future research
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into whether traveler culture influences consumption and
agriculturally linked travel decisions.

might make an effort to collect more information and Appendix
evaluate other sub-samples. Future research can also look  See Tables 7 and 8.
Table 7 Structure of questionnaire
PartA
Socio-demographic details Gender

Age

PartB

Section “Introduction” Travel Demographics

"

Section “Literature review” Travel Preferences

Tea Preferences

Section “Methodology”

Tea tourism

Section “Result”

Tea culture

Section “Discussion”

Section “Conclusion”

Tea festival experience

Section 7 Tea consumption and habits

Highest qualification level
Occupation

How much is your Annual Income Range?

How would you rate your travel experience level?

How frequently will you travel in a year?

What is the traveling purpose?

What are your preferred travel destinations?

What type of cuisine do you prefer while traveling?

What are the various drinks you prefer during your travels?
Do you prefer tea while traveling?

What is your preference for Tea in one day?

Do you prefer tea over other drinks while traveling?

Do you prefer hot tea over cold tea?

When do you prefer to have tea?

Which is your favorite type of tea?

Have you heard about Tea tourism?

Have you had a tea tourism experience?

Where do you typically buy the things you need to prepare tea?
Are you familiar with tea culture?

Do you know anything about tea culture?

Would you love to explore tea culture?

Do you know about the Tea Tourism festival?

Have you ever visited the Tea Tourism festival held at Darjeeling & Assam?
Do you intend to participate in this festival?

Where do you drink tea most often?

Where do you like to get your tea leaves from the most?
Can you rate your level of expertise in the tea industry?
Which Indian tea do you prefer to have?
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Table 8 Variable coding
Construct Variable Coding
Travel demographics Annual Income Range TRD 1
Travel Experience TRD 2
Travel frequency level TRD 3
Traveling purpose TRD 4
Travel preferences Destination Preferences TRP 1
Cuisine Preference while Traveling TRP 2
Various Drinks during Traveling TRP 3
Tea preferences Preference of Tea while Traveling TP1
Preference of Tea in one day TP 2
Tea or Various Drinks Preference during Travel TP3
Hot Tea Preference TP 4
Tea Preference Time TP5
Choosing Tea Varieties TP 6
Tea tourism Tea Tourism TT1
Tourism Experience T2
Tea Products Purchase Places T3
Tea culture Tea Culture Experience TC1
Knowledge about Tea Culture TC2
Exploration of Tea Culture TC3
Tea festival experience Tea Tourism Festival TF1
Tea Tourism Festivals at Darjeeling and Assam TF2
Participation in Tea Festival TF3
Tea consumption and habits Consumption Habits TCH1
Purchasing Preferences TCH2
Expertise Assessment TCH3
Indian Tea Consumption TCH4
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