Recent Trends of Green Tea
(Government of Western Australia, Tokyo Office, September 2007)
Recently, even the most ordinary of supermarkets and convenience stores have a variety of green teas to offer worldwide. All the major tea companies have recognised a growing awareness among the consuming public, and have gradually launched new products into the marketplace. In 2000, Twinings has launched a contemporary new range of green tea in response to a huge surge of consumer interest and demand. Unilever’s Lipton has also seen the potential of the green tea market, and has launched three green tea blends under their “TCHAÉ” brand - Jasmine, Citrus, and Oriental Spice. On the Tea and Coffee Trade Journal, Lipton mentions that the launch of new green tea product is due to “worldwide consumer trends in health and stress awareness, and the desire for a more balanced lifestyle.” Whittard of Chelsea, who offers 6 varieties of green teas, told customers that “green tea is the most natural of all teas, and still contains many of the natural ‘compounds’ which make tea such a healthy drink.” Twinings also said, “The appeal lies not only in their light, delicate and refreshing taste, but also because of the health benefits offered”. Green teas are a natural source of antioxidants which help protect the body from damage caused by free radicals and are naturally lower in caffeine than most black teas. 

http://www.teaandcoffee.net/ 
As the market of green tea has been expanded worldwide, a lot of companies have developed / strengthened their product range of green tea by creating a new type of green tea (matcha) products. 

In the U.S., green tea beverages are sold at Starbucks as a sort of healthy coffee alternative. Starbucks sells not only normal green tea (sencha tea bag) but also modern drinks such as green tea (matcha) latte and green tea frappuccino. Green tea latte and frappuccino were introduced to Japan after the success of US market.

http://www.starbucks.com/retail/nutrition_beverage_detail.asp?selProducts=185&x=10&y=9&strAction=GETDEFAULT 
http://www.starbucks.com/retail/nutrition_beverage_detail.asp?selProducts=212&x=12&y=11&strAction=GETDEFAULT     
http://www.starbucks.co.jp/en/beverage/frappuccino.html 
Tully’s Coffee Japan (parent firm: ITO-EN) released their green tea beverage (green tea latte and green tea swirkle) as competition with Starbucks. Now Tully’s Coffee in the US also sells the green tea blended fruits smoothie.

http://www.tullys.co.jp/menu/tea_beverages/iced_gt_latte.html 
http://www.tullys.co.jp/menu/swirkle/gt_swirkle.html 
http://www.tullys.com/menu/beverages.aspx 
Moreover, Tully’s Coffee Japan opened “Koots Green Tea” which is the chain offering a wide range of Japanese green tea (including sencha and matcha) and latte-style green tea beverage in Japan and the US. Kouta Matsuda, the president of Tully’s Coffee Japan, said he was betting that the novelty of the drinks, along with rising interest in the health benefits attributed to tea, would entice Americans. He is hoping to tap into the growing popularity among Americans of tea as a low-caffeine alternative to coffee. Proponents of tea point to recent research suggesting that the beverage, particularly green tea, is high in antioxidants. According to the Tea Association of the USA, American sales of tea have quadrupled over the last decade, to $6.2 billion. 

http://www.kootsgreentea.com/about.htm 
Cha FOR TEA is one of the successful tea house chain, subsidiary of Ten Ren Tea company, the largest and best known tea manufacturer in the Far East (based in Taiwan). There are 10 stores throughout Taiwan, 1 in Japan and Australia, and 2 in the US. Cha FOR TEA also serves ordinary hot green tea, latte-style green tea, and fruits smoothie blended with green tea. 

http://www.chafortea.com/  

ITO-EN has released the canned green tea latte in the US under their “Sepia” brand. Since establishing their U.S. operations in 2001, the company has introduced the green tea culture to the North American market through the Teas Tea line of all natural, unsweetened ready-to-drink teas, which received the 'Best Flavor' and 'Best Packaging' awards from the 2005 World Tea Expo. There are many flavours under the Teas Tea brand such as “Mint Green”, “Green Jasmine” and “Lemongrass Green”. Some tea companies and coffee companies try developing the market of new green tea beverages to attract wide range of customers, and it seems that the health benefits of green tea modern drinks have also raised significant interest in the US.
http://www.itoen.com/sepia/ 
In Japan, matcha is now a common ingredient in sweets. It is used in castella, manju, and monaka (Japanese traditional sweets). It is also used as flavouring in many Western-style chocolates, candy, and desserts, such as cakes and pastries (including Swiss rolls, cheesecake and bread), cookies, pudding, mousse, and green tea ice cream. There are many matcha-flavoured Japanese snacks. As many multinational companies have produced various green tea beverages, green tea flavoured snacks and sweets might be sold in worldwide in near future. 

http://www.glico.co.jp/pretz/matcha.htm 
http://cgi.ebay.com/Japan-NEW-Nestle-AERO-GREEN-TEA-KINAKO-SALE_W0QQitemZ320153296732QQihZ011QQcategoryZ14307QQssPageNameZWDVWQQrdZ1QQcmdZViewItem 
http://cgi.ebay.com/Kitkat-Kit-Kat-Japan-GREEN-TEA-Maccha-MILK-SWIRL-New_W0QQitemZ320153161030QQihZ011QQcategoryZ38174QQssPageNameZWDVWQQrdZ1QQcmdZViewItem 
http://cgi.ebay.com/Japan-NEW-Maccha-Glico-MARBLE-GREEN-TEA-CHOCO-POCKY-53g_W0QQitemZ320154453358QQihZ011QQcategoryZ14307QQssPageNameZWDVWQQrdZ1QQcmdZViewItem 
The principle ingredient of those green tea flavored products (drinks and sweets) is matcha powder. There are over 7000 retail concepts will be serving matcha in the form of lattes, smoothies, ice cream, gelatos and chocolates in the US. As growing scientific evidence of green tea’s nutritional benefits has emerged in recent years, the demand of raw material (matcha powder) has been increasing rapidly. 

Aiya corporation is a matcha manufacturing company founded in Aichi. The company supplies the principle raw material of green tea flavoured products (matcha) and other tea products to Japanese, North American and European markets, and claims to be the only one that specialises in food-grade matcha. The company founded an affiliate in the US and opened a branch office in Austria and Canada to support its clients include multinational food processors, beverage bottlers, confectionary manufacturers and world-wide café chains. The company has over 80% market share within the ingredient industry. Moreover, the company has also started green tea cultivation in China. Aiya is the only company in the world that carries recognised organic certificates for all international markets (USDA, IMO and JONA/JAS). What makes Aiya interesting is that it is promoting macha primarily as a luxury tea flavour, or in other words a premium food and beverage ingredient. Thomas Groemer, managing director of Aiya Europe told FoodNavigator that the cost of the cheapest matcha starts at where the most expensive green tea stops. The company is clearly placing the ingredient in the luxury flavours category. (The average cost of Aiya’s low grade green tea powder is $5 / kg.)

http://www.foodanddrinkeurope.com/news/ng.asp?n=72134-green-tea-hie-gourmet 
http://www.aiya-america.com/greentea/howtouse.html 
As Aiya focuses on the match powder for the principle ingredients of tea-flavoured products, it seems that matcha powder has huge potential in a number of food categories. While the demand of sencha has been decreasing, the demand of matcha powder seems expanding in worldwide (especially in Japan, the US and Europe). 

Though macha powder is used for green tea flavored products as the principle ingredient, the matcha quality grade for flavouring seems no object. In order to distribute matcha powder to the global market, it seems that price is more important than quality. While Aiya emphasises that the company is placing the green tea ingredient in the luxury flavours category, the company started cultivation in China for mass-production. Moreover, Aiya’s green tea ingredient has high added value acquired through the organic certificates. This may be because green tea is recognised as a healthy product, and the consumers tend to seek organic certificates. From Aiya’s business model, we can see the current trends of matcha ingredients. 
