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Abstract

drinking. [ Method] Taking Qingdao City as the survey area, we investigated the tea-drinking habits of consumers through visiting and ques-

[ Objective | To study the daily tea-drinking habits of consumers, and to provide a reference basis for scientific and health tea-

tionnaire investigation. The results were statistically analyzed. [ Result] The consumers usually used tea utensils for glass and porcelain pot.
Tea was made by mountain spring and pure water. 66% consumers firstly soaked tea in the teapot, and then transferred into the cup for drink-
ing. 28% consumers directly soak tea into the teacup. Most people liked to drink tea in the afternoon, generally after the meal. As for the se-
lection of environment, most of them drunk tea with their friends. Consumers paid high attention to the flavour and aroma of tea, and believed
that the main function of tea was to digest food. [ Conclusion] The consumers have some bad habits in tea-drinking, and lacked the knowledge

on tea health care efficacy. Therefore, the science health concept of tea-drinking should be advocated in the future.
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Fig.1 The proportions of different tea utensils by consumers
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Fig.4 The differences between tea making way of consumers
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Fig.5 The tea drinking time of consumers every day
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Fig.6 The order of tea drinking of consumers
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Fig.7 The favorite tea drinking environment of consumers
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Fig.8 The snacks types of consumers during tea drinking
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Fig.9 The consumers’ attention degree of the tea features
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Fig.10 The consumers’ recognition of main nutrients in tea
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Fig.11 The consumers’ recognition of the tea function
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