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7.
The High Value Creation Processes of the Japanese Black Tea as a Luxury Item 

 Connected with the Region and the Local Culture. 

Risa TAKANO 

 (Kanazawa University) 

 

This paper focused on the Japanese black tea market, the history of which went throu

gh stages of birth, decline, and revival. I analyzed how Japanese black tea has added and 

communicated values from farmers to consumers in the tea market. In order to address the

 research questions, this study used information and data through multiple interviews and q

uestionnaires with farmers, buyers, distributors and consumers. 

   As a result, it was identified that the production of Japanese black tea reflects the natu

ral environment and regional resources such as the tea variety, tea leaf picking method an

d season, and geographical characteristics. These environments and resources are important 

factors that create the individuality and unique tastes and flavors of Japanese black tea, de

pending on farmers and regions. 

  In addition, the distribution and sales channels are divided into two types. One involv

es direct selling from farmers to consumers, and the other is selling wholesale to retailers 

and blenders. The two types of channels provide a variety of information to use various s

ales means. 
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