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BEEZESKiHE / The President of the China International Tea Culture Institute, Mr. Zhou Guofu giving an address.
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The Way to a Renaissance of the Chinese Nation
(Preface)

Adg
Zhou Guofu
IR T — P EFited, SERGENFAEPIAR, ARITR 7T A% 4%
L ZFHLE. SR, FEPETPCRAREZIX, MR thC O ZERR I, 5t TR,
B SEYGUI) — PP R IRER G ORE, X b AR R AW — Kotk MUk, 258 B A % L) DfE,
ES5tE. k. RE. 85 EEFEANTTmEREME.
BZ, FRRERSIRER, BT ARER KT XH; 2 XA LA g, R 1 5
FLRRERE. ZARAMARRES, RS, EEART K. Ak, BIIHEZEH—1T%
it L R R TR PR R

The wheels of history have driven into a new century. All over the globe, people are rediscovering tea,
giving those involved in tea culture new opportunities. Today, tea has already become China’s national drink
and is common all over the globe. It has become the healthiest, most popular natural beverage. Tea is one of the
Chinese people’s biggest contributions to humanity. Tea is not only important in China, but it is also a multi-
cultural beverage, intimately tied to society, culture, livelihood, and the economy.

Tea is a representative of a civilized agricultural society, an embodiment of the glory of Eastern culture. At
the same time, tea is a crystallization of an agricultural society, and has permeated the nobility of many societies,
From its discovery to today, tea’s uses and meaning have been continually expanding. Because of this, we now

need a completely new perspective to examine the value and essence of tea.
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Tea originated in China and has wandered the world. The Chinese first discovered, drank, and used tea.
Its roots are in China, and it is a symbol of peace. Tea has gone through a process of being a medicine to a
health product and again risen to having connotations of education and class. At the same time, tea has spread
all over the world from China. Looking back at the development of Chinese tea culture, one can split it into
approximately three stages.

The first is the most glorious period. Since tea’s discovery, in the long flow and ebb of its development,
especially from the Sui and Tang Dynasties to the mid-Qing Dynasty, The Chinese ruled the world of tea,
surpassing other countries not just in quantity, but also in quality, all while exerting a strong influence on tea
cultures all over the world. This was a thousand-year-old tea culture, rich with knowledge and scholarship. Take
the wild forests of China’s southwest where they have found thousand-year-old wild tea trees, or in Guizhou
where million-year-old tea seed fossils have been unearthed: look at the ruins of Hemudu village at Mount
Tianluo with its tea roots from 6500 years ago or Changxing in Zhejiang province, where the saint of tea, Lu Yu,
wrote his breakthrough work The Classic of Tea; or at Pan’an in Zhejiang province where there still stands a tea
market dating from the Song Dynasty. Or look at the merchant groups in Anhui, Shanxi, Shaanxi, and Gansu
province who traded in many goods, one of them being tea. From all this, one can see just how long and deeply-
rooted tea is in history. Tea-drinking has crept into the folds of other cultures, starting with the Korean Peninsula
in the Sui dynasty, into Japan in the Tang and Song dynasties, to Europe and America in the Ming dynasty,
and into India and Southeast Asia in the mid and late Qing dynasty. One could say tea’s roots are in China, and
China is the root of world tea culture.

Second is the period of gradual development. As the wealth of a country rises, so does the abundance of
its tea; and as the wealth of a country falls, so does its tea. Because of the effects of war, economic recession, and
large-scale impoverishment in China from the final years of the Qing dynasty until the time of the Republic

of China (ending in 1949), the tea business went into a slump. Tea production was put at a standstill, and tea



exports rapidly shrunk. The Chinese tea industry’s leading global position was gradually replaced by new up-
and-coming tea-producing countries such as India, Sri Lanka, and even Kenya.

Third is the stage of rapid development. In the second half of the last century, especially during the last
thirty years of reform and opening up of China, the tea industry has made significant progress. In recent years
up to 2010, tea in China has made leaps and bounds with tea growing area now reaching 1.95 million hectares
(about 4,818,555 acres); production reaching 1,450,000 tons (the most of any country in the world); total
output at approximately 55.85 billion USD; 302,400 tons of tea exported (second in the world) amounting to
approximately 784 million USD; with Chinese tea being exported to more than 120 countries and regions.

Yet, we can clearly see that, although China’s contemporary tea industry has achieved substantial success,
it is still far from what it was in the first period. It still does not match the vastness of China’s tea fields, or the
history of thousands of years. Today, China has size in the tea industry, but not strength, and is especially weak
when compared to advanced countries in the comprehensive development of new uses for tea. In the same vein,
the tea culture that was once the reigning king evolved after spreading to other countries and merging with local
culture, especially in Japan and Korea, where tea was catapulted into mainstream national culture, and Chinese
tea culture became influential in the Japanese and Korean tea ceremonies. Whereas in China, views are so varied
that there is not a unified national tea culture. The revitalization of China’s tea industry and tea culture has now
been passed on to the next generation. It is a sacred mission bestowed upon the Chinese people by history and it
is a duty we cannot avoid.

From today on, we must fully understand that the work of those in the tea culture is to make Chinese tea
culture great and to build a foundation which will return Chinese tea culture to its glory. We must pool our
energy, and, with steadfast faith, march forward to benefit humanity, to make a due contribution to return China

to the top place in tea culture.
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