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Abstract 

This case study explores the challenges faced by Chai Kings, a highly hygienic tea shop 

establishment, in the presence of unhygienic small tea shops in the market. While Chai Kings 

maintains high hygiene standards, the existence of unhygienic competitors undermines their 

market positioning and poses potential health risks to consumers. The objective of this study is to 

analyze the main issues related to unhygienic small tea shops, identify the underlying problem, 

and propose alternative solutions to eradicate such establishments. By employing strategic 

measures, Chai Kings can overcome these challenges and reinforce their market competitiveness 

while ensuring the provision of hygienic tea options. 

 

Keywords: Chai Kings, Unhygienic tea shops, Brand recognition, Competitive positioning, 
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Introduction: 

One name stands out in the vast landscape of the tea industry for its unwavering commitment to 

hygiene and innovation. This extraordinary tea shop has transformed the way people experience 

tea, enthralling tea connoisseurs with its exceptional standards and innovative blends. Chai Kings 

set out to revolutionize the industry by prioritizing hygiene and quality from the start, forever 

changing the way people perceive and consume their favorite beverage. 

 

 

Chai Kings' success is distinguished not only by their commitment to hygiene but also by their 

amazing growth in a highly competitive sector. They have quickly established their footprint 

across many locations, mesmerizing clients with their broad selection of handcrafted mixes and 
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attention to detail. Chai Kings' market share has continuously expanded, positioning them as an 

industry leader. While specific market share data is not available, industry estimates indicate that 

Chai Kings has a large market share, which is currently estimated to be approximately 5%. 

 

Chai Kings stands out from the crowd due to its unwavering commitment to innovation and 

hygiene. They have transformed the tea drinking experience by emphasizing the quality of their 

ingredients, the cleanliness of their tea stores, and the overall client experience. It is crucial to 

emphasize that Chai Kings' success is due to factors other than their strict hygienic standards. 

Customers have also been captivated by their unique flavor profiles and imaginative 

combinations. Chai Kings has a comprehensive menu that caters to tea enthusiasts' diverse tastes 

and preferences, ranging from traditional classics to strong and adventurous combinations. Chai 

Kings has become synonymous with tea innovation, enticing even the most discriminating 

palates by fusing traditional tea-drinking culture with a contemporary touch. 

 

As Chai Kings continues to grow, they face the ongoing challenge of unhygienic small tea shops 

that still dominate the market. While Chai Kings has set the benchmark for hygiene and quality, 

there is a pressing need to address the prevalence of unhygienic practices in the industry. By 

doing so, Chai Kings aims to eliminate potential health risks for consumers and elevate the tea 

industry as a whole. 

 

In the following sections, we will delve into the challenges posed by unhygienic small tea shops, 

identify the underlying problem, and propose alternative solutions. Through strategic measures 

and collaborative efforts, Chai Kings aims to reinforce their market competitiveness, promote a 

cleaner tea culture, and ensure that customers can indulge in their favorite beverage without 

compromising on hygiene or quality 

 

 

 

Objective: 

  To analyze the challenges faced by Chaikings 

  To explore the impact of unhygienic tea shops on Chai Kings' market positioning, brand 

reputation, and customer trust. 



INTERNATIONAL JOURNAL OF INTERNATIONAL INSTITUTE OF MANAGEMENT STUDIES /VOL 3/ISSUE 1 / JAN/ 2024 

 

  

Page | 126  

 

  To develop strategic solutions to eradicate unhygienic tea shops and enhance Chai Kings' 

market competitiveness. 

    To provide insights into the implementation of effective measures that reinforce Chai 

Kings' commitment to hygiene, improve customer perceptions, and ensure the provision 

of hygienic tea options. 

 

The market share between organized (hygienic) tea shops and unorganized (unhygienic) tea 

shops in India is difficult to estimate accurately, as there is no single source of data that tracks 

this information. However, based on various industry reports and estimates, it is believed that the 

organized sector accounts for around 20-25% of the total tea market in India. The remaining 

75-80% of the market is dominated by the unorganized sector. 

 

 

The market share of Chai Kings among its competitors in the tea industry is not publicly 

available. However, based on the number of stores, revenue, and funding, it is estimated that 

Chai Kings has a market share of around 5%. 

 

Chai King's main competitors are Chaayos, Chai Point, and Chai Sutta Bar. These companies 

have a larger number of stores and a longer history in the market than Chai Kings. However, 

Chai Kings has been growing rapidly in recent years and is gaining market share. 

Here is a table of the top 5 tea chains in India, along with their estimated market share: 

 

 

 

Company 

Number 

of Stores 

 

Revenue (in INR 

crores) 

 

Market Share 

(%) 

Chaayos 200+ 100+ 30 

Chai Point 150+ 75+ 25 

Chai Sutta Bar 100+ 50+ 15 

Chai Kings 40+ 25+ 5 

 

Challenges: 

Prevalence of Unsanitary Tea Stores: The fundamental concern is the market's prevalence of 

unsanitary tea stores. Because of inadequate hygiene practices, such as inappropriate ingredient 
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handling and filthy preparation facilities, these establishments jeopardize food safety and pose 

health risks to customers. 

Consumer Perception and Behavior: Another key issue is consumer perception and behavior 

towards unhygienic tea shops. Many customers have become accustomed to the prevalent 

unhygienic conditions and may not prioritize or recognize the importance of hygiene when 

choosing tea shops. Changing consumer perceptions and behaviors to prioritize hygiene and 

quality can be a challenging task for Chai Kings. 

 

Resistance from Unhygienic Tea Shops: Chai Kings may face resistance and opposition from 

existing unhygienic tea shops that view the company as a threat to their business. These 

establishments may be unwilling to change their practices and adapt to higher hygiene standards, 

creating a barrier to the eradication of unhygienic tea shops. 

 

Regulatory Challenges: Enforcing hygiene standards and regulations in the tea industry can 

present challenges. Chai Kings may encounter obstacles related to the coordination and 

collaboration with regulatory authorities to ensure that all tea establishments adhere to hygiene 

standards. Overcoming regulatory challenges and implementing effective enforcement 

mechanisms are crucial to eradicating unhygienic tea shops. 

 

Building Trust and Differentiation: Establishing Chai Kings as a trusted and preferred 

alternative to unhygienic tea shops is another significant issue. It requires effectively 

differentiating the brand by communicating and demonstrating its commitment to hygiene, 

quality ingredients, and safe tea preparation processes. Gaining customer trust and loyalty is vital 

to successfully eradicating unhygienic tea shops. 

 

Strategies to overcome challenges 

1. Collaboration with local health authorities to enforce stricter regulations and 

inspections for tea shops: 

 

Chai Kings can collaborate with local health authorities and regulatory bodies to establish and 

enforce stricter hygiene regulations for tea shops. This can involve working together to develop 
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comprehensive guidelines that address key hygiene issues and ensure compliance. Regular 

inspections can be conducted to assess the adherence to these regulations and take necessary 

actions against non-compliant establishments. By actively engaging with health authorities, Chai 

Kings can help create a cleaner and safer environment for tea consumers. 

 

2. Launching hygiene awareness campaigns to educate consumers about the risks of 

consuming tea from unhygienic establishments: 

 

Chai Kings can develop and implement hygiene awareness campaigns aimed at educating 

consumers about the risks associated with unhygienic tea shops. These campaigns can use a 

variety of channels, including social media, traditional advertising, and community events, to 

raise awareness about the importance of hygiene in tea preparation. Chai Kings can educate 

consumers about potential health hazards and emphasize the benefits of choosing hygienic tea 

options through informative content, testimonials, and visual demonstrations. 

 

3. Promoting Chai Kings' commitment to hygiene and quality through marketing and 

branding initiatives: 

 

Chai Kings can strengthen its marketing and branding efforts to highlight its commitment to 

hygiene and quality. This can include showcasing the rigorous hygiene protocols followed within 

Chai Kings' tea shops, emphasizing the sourcing of fresh and high-quality ingredients, and 

showcasing the use of hygienic preparation techniques. Chai Kings can differentiate itself as a 

trustworthy and hygienic tea shop by using consistent messaging across various marketing 

channels, attracting customers who value cleanliness and safety. 

 

 

4. Offering incentives to customers who report unhygienic tea shops and actively 

participate in their elimination: 

 

Chai Kings can encourage customer involvement by implementing a system that rewards 

customers who report unhygienic tea shops. This can be done through loyalty programs, 

discounts, or other incentives. By actively engaging customers in the process of identifying and 
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eliminating unhygienic establishments, Chai Kings can create a sense of collective responsibility 

and community involvement in promoting hygiene standards. This approach can help Chai Kings 

identify problem areas and work collaboratively towards eliminating unhygienic practices. 

 

5. Developing relationships with local suppliers who adhere to strict hygiene standards 

in order to ensure the quality and safety of ingredients used in Chai Kings' teas: 

 

Chai Kings can establish partnerships with local suppliers who prioritize and maintain strict 

hygiene standards in their operations. By selecting suppliers who follow proper handling and 

storage practices, Chai Kings can ensure the quality and safety of the ingredients used in their 

teas. Regular audits and inspections can be conducted to verify the adherence to hygiene 

standards by these suppliers. This proactive approach to ingredient sourcing contributes to Chai 

Kings' commitment to providing hygienic tea products to their customers. 

 

6. Feasibility Analysis: 

 

 

The suggested solution of implementing marketing and operations management strategies to 

eliminate unhygienic tea shops and promote hygiene in the tea industry holds significant 

feasibility. The feasibility can be assessed in terms of technical feasibility, economic feasibility, 

and operational feasibility. 

 

● Technical feasibility: The proposed strategies are technically feasible and can be 

implemented using existing technology and resources. Collaboration with local health 

authorities to enforce stricter regulations and inspections can maximize the effectiveness 

of the existing regulatory framework and health inspection systems. There are many 

different communication channels that can be used to launch hygiene awareness 

campaigns, including social media, websites, and conventional marketing channels. Chai 

Kings can aid in the adoption of hygiene practices by utilizing their current infrastructure, 

including their production facilities and tea shops. 
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● Economic Viability: The solution has good economic viability. Implementing the 

suggested strategies, such as running hygiene training programs and marketing 

campaigns, may have some upfront costs, but overall, the advantages outweigh the 

drawbacks. Chai Kings can gain a competitive edge and draw in customers who are 

interested in their health and are prepared to pay more for hygienic and high-quality tea 

products by closing down unhygienic tea shops. Additionally, by taking preventative 

measures, the cost of potential health problems brought on by consuming tea from 

unhygienic establishments can be significantly decreased. 

 

● Operational Feasibility: The operational feasibility of the solution is practical and 

achievable. Chai Kings can integrate the suggested strategies into their existing 

operations without disrupting their core business processes. Collaboration with local 

health authorities can be facilitated through regular communication channels and the 

establishment of partnerships. Launching hygiene awareness campaigns can be 

seamlessly integrated into their marketing activities, leveraging their expertise in brand 

communication. Incentives for reporting unhygienic tea shops can be incorporated into 

their customer engagement programs. Establishing partnerships with local suppliers who 

adhere to strict hygiene standards can be achieved through thorough evaluation and 

selection processes. 

 

 

 

Marketing: 

● Developing and implementing marketing strategies to differentiate Chai Kings as 

a hygienic and trusted tea shop 

● Launching hygiene awareness campaigns to educate consumers about the risks 

associated with unhygienic tea shops. 

● Communicating Chai Kings' commitment to hygiene, quality, and customer safety 

through marketing initiatives. 

● Enhancing brand reputation and customer trust through targeted marketing efforts 

Strategic Management: 

● Identifying the problem of unhygienic small tea shops as a market challenge 
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● Formulating strategic solutions to eliminate unhygienic tea shops and enhance 

market competitiveness. 

● Collaborating with regulatory authorities and stakeholders to enforce stricter 

regulations for tea shops 

● Establishing partnerships or alliances to collectively address the issue of 

unhygienic competitors 

 

 

Concluding note: 

 

 

Chai Kings can lead the way in eradicating unhygienic tea shops and promoting cleanliness in 

the tea industry by incorporating the suggestions given in this case study. Collaborating with 

local health authorities, launching hygiene awareness campaigns, promoting their commitment to 

hygiene and quality, involving customers in reporting unhygienic tea shops, and establishing 

partnerships with trusted suppliers are key strategies Chai Kings can adopt. 

 

Chai Kings is a pioneer in transforming the tea industry, setting new standards of hygiene, and 

building a reputation as a trusted and hygienic tea shop. Continuous evaluation and adjustment of 

these strategies, along with regular monitoring of hygiene practices, customer feedback, and 

market trends, will further enhance Chai Kings' efforts in achieving their objective. 

 

Through their dedication to hygiene and quality, Chai Kings can not only attract health-conscious 

consumers but also inspire positive change within the tea industry. By working collectively with 

regulatory authorities, customers, and the tea community, Chai Kings can create a future where 

unhygienic tea shops are eliminated, ensuring a safer and healthier tea experience for all. 
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