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ABSTRACT 

 

Several Asian nations with rare land per capita - but high birth rates - have flourished by transferring individuals out 

of agriculture and towards non-agricultural productivity. However, advances in science and technology generate new 

methods and prospects to add to the development of agriculture. The rapid expansion and development of internet and 

personal, mobile terminal technology can help tea brands to meet the challenges driven by the upgrading markets and 

other participants through obtaining a more competitive stratagem. This study aims to recognize the branding 

strategies that expand values of the agricultural products especially tea in East Asia. How those teas perform in 

American market online are inspected by collecting public data related to consumers such as tea price, rating etc. For 

international branding in agriculture to enhance the brand performance in the era of digitalization, this research looks 

at ways to strategize partnership, patent, place, product, professionalism and people (7P) of tea brands. The Linear 

Model applying R language among brand performance (price) and strategies of product, patent, professionalism, 

people, place and partnership are analyzed proving the significant roles of place, patent and partnership.  

Keywords: 7P, place branding, strategic brand management, sustainability, tea quality  

 

Introduction 

Several Asian nations with rare land per capita - but high birth rates - have flourished by transferring individuals out 

of agriculture and towards non-agricultural productivity. Since 1970, China, Indonesia, Malaysia, and South Korea 

have prioritized urbanization by supporting structural renovation but have not yet transformed agriculture; however, 

advances in science and technology generate new methods and prospects to add to the development of agriculture 

(Laborde et al., 2019). Tea is one of the most significant “money plants” in East Asia (Chen, 2020). Record-keeping 

a CAGR of 6.6% from 2020 to 2027, whose green tea section was the chief contributor to the market, with $16,362 
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million in 2019, and is projected to reach $26,110 million by 2027, at a CAGR of 9.8% during the prediction period 

(Kumar and Deshmukh, 2020).   

 

 Branding Strategies of 7Ps (see Chart 1) 

7Ps strategies were developed for the tea industry which emphasized the importance of product, professionalism, 

partnership, place, performance, patent and people while directing international branding activities as well as brand 

performance management (Chen et al., 2022).  

 

To promote product sales, a healthy image of tea can be established by associating the major health concerns in East 

Asia with the functions and benefits of the tea. In addition, enterprises could promote value added teas through 

innovation and differentiation by upgrading its technology in the stages of planting, processing, preservation, and 

packaging which are primary to guarantee quality consistence, quality reliability, quality stability (Xue et al., 2017). 

In order to build resilience to climate change and to gain food security, enterprises could aim at adapting climate-

smart agriculture technology to ensure tea quality as well as the cost reduction of tea production (FAO, 2017). Since 

consumer tastes are not identical around the world (Terpstra,1983), the innovation of diverse tea products shall support 

the preferences of major customers in East Asia. The establishment of standard procedures in cultivation, growth, 

harvesting and processing is needed not merely to maintain product quality (Huang and Hsieh, 2011) that helps the 

brand products meet regional standard, national standard and international export standards, but also to strengthen 
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brand identities(Mano Raj, 2021). Therefore, it is assumed that the strategy of product branding is central to the brand 

performance of tea industry. 

 

Employees, who’s professional skills, and knowledge provide a sustainable competitive advantage for organizations 

(Punjaisri and Wilson, 2011), are also considered brand ambassadors and internal stakeholders, as they are pivotal for 

the execution of brand strategies(Pramod et al., 2018 )and creating corporate brand equity (Balmer and 

Wilkinson,1991) The human capital (i.e., internal branding) represents the organization’ s commitment to living the 

brand values and delivering on its brand promise(Mitchell, 2002）It is therefore crucial for tea enterprises to make 

every worker an export of tea and the brand to better satisfy their customers internationally through the training and 

workshops on quality requirements of tea, health benefits, technologies adopted, history and culture of the tea origin, 

story of brand, and the tea culture of major international consumer groups. Furthermore, to bring consistency in tea 

quality, it is necessary to achieve standardization by providing training on the cultivation practices, pest management, 

nutritional management, and standard procedures in production (Mano Raj, 2021). Thus, the level of professionalism 

affects the brand performance of tea industry.  

 

The mutual support of corporate partners is essential to sustain effective communication of the value chains and joint 

efforts of the chain members, so that partners can upgrade together over time to secure long-term collaboration 

(MacCormack et al., 2007). Traditional tea orchards, normally faced with the problem of unstable quality and quantity 

due to lack of capital, market information, technical knowledge, and standard production (Huang and Liang, 2018), 

might hinder the long-term partnership with the tea enterprises. There is a strong relationship between corporate 

branding strategy and international operations (Rodrigues et al., 2017) as branding stands out for firms operating in 

international markets (Chbosky et al., 2013). The strategy of partnership noteworthy to the brand performance of tea 

industry is significant for building the international branding ecosystem for agricultural products in East Asia. 

 

As the work of branding place such as a country is different from that of branding a region or city (Caldwell and 

Freire, 2004), tea industry may benefit from adopting both national branding strategy and region/city strategy. Product-

place co-branding, which is closely related to country of origin (COO) branding, was applied to market the “Swiss 

watches” by associating the products with the country Switzerland, where people are seen as professional, reliable, 

and demanding (Ranasinghe et al., 2017) .The country image enables consumers to associate information with the 

people, products, and culture of a country (Rojas-Méndez, 2013), and represents quality that guides consumers 

behavior (Verlegh and Steenkamp, 1999). Moreover, it is evident that regional images make consumers gladly pay a 

price premium for regionally named products (Skuras and Vakrou, 2002) with the characteristics of a specification of 

production methods, raw materials, and possession for anti-imitation and to create public awareness (Dimara and 

Skuras, 2005). Therefore, it is predicted that the strategy of place branding is noteworthy to the brand performance of 

tea industry. 

 



58 
 

Patent protection is to promote inventions as it safeguards the legitimate rights and interests of creators and could 

become the core strategy for enterprises to seize the market(Liu and Lian, 2018) The issue for tea enterprises in East 

Asia, such as China, is that they only register trademarks and do not have patents on the formula, process, technology 

used in production, which make it harder to compete in the fierce market competition due to the ineffective 

management of the quality of patents(Liu and Lian, 2018) . Tea industries may apply a trademark, called Geographical 

Indicator (GI), which is used for intellectual property protection on products that have a specific geographical origin 

to differentiate the corporate brand from another by its distinctive identity and image(Roderick et al., 2016) and 

possess high qualities to lower consumers’ search costs, therefore, firms may charge premium price(Loureiro and 

McCluskey, 2000), leading to higher profit, which is one of the indicators for effective brand performance. Beyond 

all the doubts, it is implicit that the strategy of patent protection is imperative to the brand performance of tea industry. 

A healthy ecosystem that integrates people such as all stakeholders and handles human resources properly helps 

sustain development of the industry. Similarly, promoting quality of life and welfare of vulnerable groups (e.g., 

workers, farmers, and consumers (Tselempis et al., 2020)) raises attention of the government authorities and human 

rights organizations whose objective is to eliminate hunger and poverty in the rural community (Pedro, 2019). The 

number of farmers has reduced due to low income, which poses serious challenges for the sustainable development of 

agriculture in China(Huang and Liang, 2018) Government policies and enterprises help improve the cultivation and 

processing of tea products(Huang and Liang, 2018) and workers through land circulation to earn fixed wages and rent, 

to gain professional training and qualification improvement that build internal branding which facilitates brand 

performance. Another way to increase farmers” auxiliary income is to have them participate in the tourism related 

services(Fleischer et al., 2018) so that farmers can obtain greater returns from tea production and diversified operations 

through the integration of the first, second, and third industries with the governmental provision of the proper training 

that helps farmers successfully switch career paths (such as become bakers, waiters of the restaurants). Enterprises’ 

social activities signal product quality that spurs consumers purchasing behavior (Pankiw et al., 2021,) which 

generates profits and non-profit gains such as consumer satisfaction (Richard, 1987) reputation and brand image 

(Srivastava, 2019). Tea enterprises that commit to more eco-friendly production and biodegradable packaging, gain 

trust of consumers who care about environmental sustainability (Tom, 2019), which increases corporate reputation 

(Dowling, 2004) and profits (Srivastava, 2019).  

 

Materials and Methods 

This research recognizes the branding strategies that expand values of the agricultural products in East Asia, with 

focus on the branding strategies that are affecting the brand performance in the tea industry. It discusses the 

relationships among 7Ps in order to develop an international branding ecosystem for agricultural products in East Asia 

based on an analysis of tea industry.  

 

The quantitative approach for this research includes the assumption whether the response variable, such as scores, 

product types, rating no. and ranking. The independent variable is price. This research will analysis the relationship 

between response variable and independent variables which are linear or not. the optimal linear regression to minimize 
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the error terms which can be calculated by response variables minor calculation of independent variables combination 

as below (see Figure 1). The reason to analyze the relationship between price and independent variables is to get 

insights which factors are significantly driving the price and tea business. 

 

 

Fig. 1: Linear Regression Mathematical Expression 

 

Variables 

Price: price of the product, which is used to analyze the brand Performance; 

Product Sort type: three types of sorting available through E-partnership, which is used to demonstrate how 

specifically e-partnership arrange the Product. Type1: Best Review; Type 2: highest price to lowest; Type3: means 

lowest price to highest. 

rating No.: the website shows the number of people who have rated the product after purchase, which is used to 

analyze the dimension of People; 

Scores: rating all products and services in the store, which is used to analyze the dimension of Professionalism;  

Ranking: the ranking achieving in the department of grocery at Amazon, which is used to analyze the dimension of 

product;  

The origin of tea: whether the website shows the origins of the tea product, which is used to analyze the dimension of 

Place; 

 

Data Collection & Processing 

Stage 1: types of tea available in East Asian country  

 

Public data on types of tea available in diverse areas of each East Asian country such as China, Japan and South Korea 

are collected from the website RateTea.com. International tea brands working with local tea industries are explored in 

each province where produces tea. The partnership with international tea brands will be compared among East Asian 

regions.    
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Stage 2: Teas at Amazon 

Through tracking the brand strategies of patent and place, this research examines the performance of tea available at 

Amazon ( the strategy of E-partnership) sort by three product categories (highest to lowest price, lowest to highest 

price and customer review) by doing regression analysis on the relationship between the brand performance and the 

strategies of product, professionalism, people, place, patent and partnership after collecting public data related to 

consumers from Amazon USA such as tea price, rating etc. For international branding in agriculture to enhance the 

brand performance in the era of digitalization, this research looks at ways to strategize partnership, patent, place, 

product, professionalism and people (7Ps) of tea.  

This research collects data of 94 products available at Amazon in USA for regression analysis on brand performance 

(price) and dimensions of rating no., scores, product type, origin, amazon price. The assumption of this model is 

whether the response variable and the independent variables are linear relationship. And the main idea of optimal 

linear regression is to minimize the error terms. The error terms can be calculated by response variables minor 

calculation of dependent variables combination.  

 

Results  

Types of Tea available in East Asian country 

Internationally in the 19th and 20th centuries, tea production and alcohol drinking became more commercialized, 

especially with the introduction of abstinence (Tamizselvan et al., 2020). The changing aspects of tea manufacturing, 

importing, and exporting are recognized in terms of the chief players and producers of the national tea market, 

deviations in consumer favorites and the variety of this product group (Елисеев et al., 2020). The research find out in 

East Asia, both China and Japan imported more than $160 million tea, which are over 6.5 times more than South 

Korea did, however, China exported $1.75 billion tea which was 1000 times more than Japan did in 2020 (see table 

1). South Korea exported 6 times more than Japan, showing that Japan is an import-oriented tea consumption country 

even though Japan has more places producing tea than South Korea (see table 2). Moreover, the research result from 

the first stage on types of tea available in East Asian country shows that most of the teas do not develop their E-

partnership (see table 2).   
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Moreover, the influence of national tea supply-demand is dependent upon the annual increase in price with additional 

revenue needed to encourage product competitiveness and spawn new ideas around manufacturing and commercial 

efforts via internet (Dou et al., 2021). These efforts are imperative for the future expansion of tea industry.  Futures 

tea markets depend on an evolution in tea assessment from socially entrenched price stories to standardized price 

circumstance (Besky, 2016).   It is proved in this research by tracking both patents /brands working with East Asia to 

Table 1: Tea Trading in East Asia (2020) 

Country Import (2020) Export (2020) 

China $176M $1.75B 

South Korea $24.8M $7.35M 

Japan $160M $1.59M 

Source: The Observatory of Economic Complexity (OEC) 
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check these tea brand performances in USA and place-oriented tea branding strategies though E-partnership at 

Amazon in USA.  

 

Teas Brand Analysis at Amazon 

After collecting the data from Amazon, variables such as product type, rating no., scores, origins, and ranking are 

considered as the independent variables. Below (Figure 2) is the dataset on products tracking the tea patents/brands at 

Amazon. Before applying these data to the linear regression model, the steps such as omitting the outliers, 

supplementing blank cells with mean of that columns need to be completed, considering the correlation of each 

variables in order to prevent the highly correlated variables influencing the final linear regression. From the Figure 3, 

the result shows that the variables are not vary related which is useful to apply them to the linear regression model.  

 

Fig.2: Products at Amazon Tracking Patents (USA) 
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Fig.3: Variables Correlation Check Tracking Patents (USA) 

 

 

When using the r standard function, there are some outliers in this dataset (Figure 4). After deleting these data, the 

new dataset can be used to build the linear regression model. 

 

Fig.4: Graph Identifying the Outliers Tracking Patents (USA) 

 

After the clean and useful dataset has already been accomplished, the R language are used to do research analysis.  

From the summary of linear regression, the scale function needs to be used to minimize the error terms by 
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standardizing the data.  The summary shows that product type and scores independent variables are significant which 

means that they are important to influence the price.  When the product types are sorted from the highest to the lowest, 

the price level will increase, which is positive relationship. Regarding the scores, it will negatively influence the price 

(see Figure 5). 

 

Fig.5: Tea Brand Performance Linear Regression Model by Tracking Patents (USA) 

 

Below (Figure 6) is the dataset on products tracking the tea places at Amazon. Before applying these data to the linear 

regression model, the steps such as omitting the outliers, supplementing blank cells with mean of that columns need 

to be completed, considering the correlation of each variables in order to prevent the highly correlated variables 

influencing the final linear regression. From the Figure 7 the result shows that the variables are not vary related which 

is useful to apply them to the linear regression model.  
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Fig. 6: Products at Amazon Tracking Places (USA) 

 

 

 

When using the r standard function, there are some outliers in this dataset (Figure 8). After deleting these data, the 

new dataset can be used to build the linear regression model. 

 

The summary shows that product type and scores as the independent variables are significant which means that they 

are important to influence the price while tracking places.  When the product types are sorted from the highest to the 

lowest, the price level will increase, which is positive relationship. Regarding the scores, it will negatively influence 

the price (see Figure 9). While tracking the place, teas from Japan are positively significant for influencing price.  

 

 

 

 

 

 

 

 



66 
 

Fig.  7: Variables Correlation Check Tracking Places (USA) 

 

Fig.8: Graph Identifying the Outliers Tracking Places (USA) 
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Fig. 9: Tea Brand Performance Linear Regression Model by Tracking Places (USA) 

 

Fig. 10: Tea Harvested Area and International Tourism (East Asia) 

 

Above (Figure 10) is the dataset on tea harvested area and the number of arrivals of international tourism. Before 

applying these data to the linear regression model, the steps such as omitting the outliers, supplementing blank cells 

with mean of that columns are completed, considering the correlation of each variable in order to prevent the highly 

correlated variables influencing the final linear regression. For this linear regression analysis (Figure 11), the 

independent variables are year, region/place and international tourist number of arrivals, and the response variable is 
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tea harvested area. The result shows that the number of arrivals and regions/ places in the East Asia are positively 

significant variables that will influence the tea harvest area.  

 

Fig. 11: Tea Harvested Area Linear Regression (East Asia) 

 

The tea industry plays a substantial role in improving remote regions by reducing poverty and securing food in many 

developing countries. Innovation in these regions can be encouraged by approving local polices that support 

manufacturers and dealers through financial venture, technology establishment, capacity construction, improvements 

to highway infrastructure and linking smaller farmers to other players along the tea supply chains (Chen, 2020). The 

above result (Figure 11) shows tea harvested areas in China play significant roles in affecting international tourism 

(number of arrivals) based on the data from 2007 to 2017 in a positive way. However, the tea harvested area plays a 

negative role in both Japan and South Korea in East Asia for international tourism. 

 

Limitation and Conclusion 

The weakness of this research is the limited sample size for the regression analysis due to the traditional manual way 

of data collections. The future research needs to focus on enlarging the data size and improving the analysis of the 

research by using Big Data method to maximumly avoid the mistakes in the process of data collection in a traditional 

manual way. Furthermore, Big Data method is better in providing a large picture of comparation among different teas, 

other agricultural products in different regions.  

Exploring a new market, the new tea industry (such as cold brew tea, usage of tea bag) that is well-received by the 

youth born after year 1995, brings higher profits, as the higher market returns is expected with the adaption to the 
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future trends(Urde, 2016). According to the 2020 new tea white paper released by CBN data, the compound annual 

growth rate of the new tea market from 2017 to 2019 reached 48.75% (CBN Data, 2021). Developing new products 

such as product extensions ( Liu, 2017) is a growth strategy for effective brand management for firms that seek high 

profitability(Balachander and Ghose, 2003), as it increases the consumption of existing customers and attracts new 

customers.  

 

This is linked to increasing worldwide business since the growth of vigorous international branding and marketing 

proficiencies can empower the experts to exploit their inadequate capitals for ideal profits by concentrating on the 

core elements of their brand (Pyper et al., 2020). The more differentiating the agricultural product from competition, 

endorsing their qualities, and attracting long-standing loyal customers, the more increasing consumption of 

agricultural products is linked with a more sophisticated degree of brand appreciation and solider perceptions of its 

advantage to competitors (Baziana, 2019).  
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