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ABSTRACT
Traditional tea drinking has become an integral part of daily life since several thousand years ago in Chinese culture. As progress in
agriculture, tea is very popular in Taiwan, as well as in China, thanks to free trade between Taiwan and China. Therefore, the trade
of tea is increasing between the two countries. The research investigates into consumers' behaviors in tea market in Dongguan in
China (Taiwanese businessmen and the local residents), and then finds whether the consumption of tea is based on different tastes of
individuals, or different lifestyles, or different group of people (Taiwanese businessmen and the local residents). Key findings of this
research are as follows: 1. The consumers of the Taiwanese businessmen and the local resident show each that different lifestyle have
influence on the consumer behavior of traditional tea. 2. The sex and marriage of the local resident have influence on the need
recognition variable. 3. The marriage of the local resident has influence on different lifestyle. 4. The consumers of the Taiwanese
businessmen and the local resident have different consumer behavior of the traditional tea is significant. 5. The lifestyle of the
Taiwanese businessmen and the local resident are different. The result of research, the Taiwanese businessmen's type of
various-life-substantiating and the local resident's type of abundant-life-substantiating on the marketing strategies, draft that belongs
to the marketing strategies of this type.
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