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INTRODUCTION 
 
Changing consumers’ food consumption patterns seems to be a significant threat to living a 
healthy life. Conventional agriculture, chemicals, and fertilizers ruin the environment and 
human beings’ lifestyles. Therefore, organic agriculture started booming in many countries by 
taking advantage of capturing the health-conscious consumer markets by providing organic 
foods for their daily intake. Being an attractive world tourist destination while knowing the 
best quality tea producer, Sri Lanka has attempted to expand its markets since 1983. However, 
according to Kothalawala et al. (2019), the organic tea consumption of the local people in Sri 
Lanka becomes lesser than the organic tea consumption of the tourists who visit Sri Lanka 
annually. To reach organic demand to the peak of the hospitality industry in Sri Lanka, Tea is 
the universal sign of the hospitality industry; it is essential to identify what factors affect the 
purchase intention of organic Tea in boutique hotels. Accordingly, this study attempts to 
identify what factors affect the purchase intension of organic Tea in boutique hotels, with 
particular reference to the central province of Sri Lanka. 
 
The objectives of this research include identifying the demand patterns for Tea in boutique 
hotels. Identification of factors affecting the purchase intention of organic Tea in boutique 
hotels, identification of difficulties faced in purchasing Tea for boutique hotels, and 
identification of managers’ perception of purchasing organic Tea instead of conventional Tea, 
while motivating the researchers to conduct their studies related to tea and tea tourism, the 
establishment of a good image of the organic food practices within the community, the motive 
for the researchers to study the local organic tea demand rather than the export market. 
 
Accordingly, Sumi and Kabir (2018) have examined that product attributes, health benefit 
issues, environmental concern, trust, and perceived price significantly influence the purchase 
intention of the organic tea consumer. Another study conducted by Bandara et al. (2021) 
reveals that the product, marketing, and lifestyle attributes are the main factors influencing the 
purchase decision of branded Tea by the consumer. According to De Silva (2012), Quality of 
packaging, Information given in packaging, Quality of packaging material, Brand of the 
product, Standards, and Quality certifications, Origin of ingredients, and Shelf life of the 
product, have a positive relationship to the purchasing decision of Value added Tea. At the 
same time, the Level of income and Level of education have shown a negative relationship to 
the purchasing decision of Value Added Tea purchasing decision. When studying the available 
literature on this study, it is identified that the researchers have studied the factors affecting 
the purchase decision of organic Tea by the final consumer. So this research identifies the 
literature gap as the purchase intention of organic Tea by boutique hotels as an intermediary.  
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METHODOLOGY 
 
This study has been conducted, taking Central Province as the study area for the research. 
Central Province is one of the major tourist destinations connecting the three Districts of 
Kandy, Matale, and Nuwara-Eliya.  Kandy and Nuwara Eliya are the major tea-growing areas 
in the Central province. To have a good idea regarding the current demand for organic tea in 
boutique hotels, to identify the main factors affecting on purchase intention of organic tea for 
the boutique hotels, to identify the difficulties faced while purchasing organic tea for boutique 
hotels, to identify the managers’ perception on purchasing organic tea for the boutique hotels 
instead of purchasing conventional tea, research needs to get well-defined answers from the 
respondents. For that, this research needs to find out the answers to these questions based on 
the thoughts and views of the managers, which are non-numerical data, while adopting a 
detailed data gathering technique like conducting interviews which is a qualitative technique 
for the research. According to the SLTDA website, there are 18 approved boutique hotels in 
Central Province. Among them, only 12 boutique hotels are purchasing organic tea for their 
hotels. The managerial level perspective will be examined in those 12 boutique hotels in the 
central province of Sri Lanka. The purposive sampling method was used among the various 
sampling methods for this research. Since this is a qualitative research approach, the sample 
will be 12 interviews focused on the managers in the boutique hotels in the central province 
Sri Lanka, and the thematic analysis was used to analyze the data  
 
RESULTS AND DISCUSSION 
 
The themes of the study were developed based on the research questions and objectives. 
Accordingly, four main themes were developed, and under them, sub-themes were developed.  
Regarding the current demand as the first research objective researcher identified two parental 
themes and seven sub-themes, 

Table 1 Themes under 1st objective 
1. Current Demand 1.1 Current Purchasing 

Pattern 
 
 
 

1.2 Current Demand based 
Factors  

1.1.A: Starting period of 
purchase 
1.1.B: Reason of purchase 
1.1.C: Purchasing basis 
 
1.2.A: Quantity 
1.2.B: Variety 
1.2.C: Popularity 
1.2.D: Profit 

Regarding identifying main factors affecting purchase intention of organic tea for boutique 
hotels, the second objective researcher identified one parental theme and six sub-themes.  
 

Table 2 Themes under 2nd objective 
2. Main Factors affecting purchase 
intention of organic tea 

 

2.1 Health benefits 
2.2 Environmental concern 
2.3 Product attribute 
2.4 Perceived quality 
2.5 Trust 
2.6 Perceived price 
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Regarding the identification of difficulties faced while purchasing organic tea for boutique 
hotels as the third objective researcher identified one parental theme and six sub-themes.  
 

Table 3 Themes under 3rd objective 
3. Difficulties faced while purchasing 

organic tea  
 

 

3.1 Lack of awareness 
3.2 Lack of media promotion & marketing 
3.3 Economic & productivity issues with 

climate changes 
3.4 Poor appearance 
3.5 Inconsistent taste 
3.6 Lack of Government support 

 
Regarding the identification of managers’ particular considering factors for purchasing 
organic tea for boutique hotels as the fourth objective researcher identified one parental theme 
and seven sub-themes. 
 

Table 4 Themes under 4th objective 
4. Managers’  special Considering Factors 

for purchasing organic tea 
4.1 Green purchase Interest 

4.2 Free samplings 

4.3 High expending customers 

4.4 Eco labeling 

4.5 Positive reputation 

4.6 Purchase attitude 

4.7 Guest behavior and motivation 
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The below figure 01 shows the summarized theme visualization of this research study 

 
Figure 1 Summarized theme visualization 

 
CONCLUSION AND RECOMMANDATION 
 
According to the first objective, the researcher analyzed the current demand for organic tea in 
boutique hotels. Mainly there were seven themes used to analyze the first objectives. The 
findings show good demand for organic tea in boutique hotels. According to the second 
objective, the main factors affecting purchase intention of organic tea for the boutique hotel 
managers mentioned how far the health benefits, environmental concern, product attributes, 
perceived quality, trust, and perceived price affected their intention of buying. At the fourth 
objective, the researcher identifies the managers’ perception of purchasing organic tea for 
boutique hotels instead of conventional tea. According to the findings, green purchase interest, 
free samplings, high expending customers, eco-labeling, positive reputation, purchase attitude, 
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guest behavior, motivation, and purchase habit were identified as reasons for purchasing 
organic tea for boutique hotels instead of purchasing conventional tea.  
 
To suggest recommendations, the researcher has used the findings identified in the third 
objective; difficulties faced while purchasing organic tea for boutique hotels. The 
recommendations the researcher suggests; include enhancing government involvement and 
support, organizing organic tea tasting demonstrations and marketing through events, 
maximizing the awareness about organic tea and its benefits in the hospitality industry, and 
establishing good promotion and marketing camping to introduce organic tea to the local 
community, Invest to enhance organic farming related technology, expand organic tea by 
targeting its health benefits, establish collaboration and networking among suppliers, focus 
not only foreigners and high expending customer should focus locals, encourage researchers 
to conduct more research about organic tea consumption within the country, by giving 
motivation to buyers, but hotel management should also plan marketing strategies to create 
consumers’ positive attitudes toward organic tea.  
 
Future research can be conducted based on the perception of all other stakeholders like staff 
members, guests, and suppliers based on all the boutique hotels in Sri Lanka. From the results, 
many other exciting areas can be further researched, such as factors affecting foreigners' 
purchasing intention of organic tea, etc. 
 
Keywords: Boutique hotels, hospitality industry, organic tea, purchase intention 
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