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A division of the Tea Association of the U.S.A., STI is geared
toward helping tea businesses succeed. In 2004, 5TI added a cer-
tification program, taking APTI's course-driven approach while
adding testing and completion requirements that earn partici-
pants a certificate when they finish. Mike Spillane, of the widely
respected tea importing company G.S. Haly, helped develop the
APTI plan, and he says STI took it to the next level. "We got some
people in there that had a bigger plan, and they organized the
material better and made it more of an academic curriculum. So
it's actually far superior today than it was when APTI had it.”

One goal of the STI certification was to create standardiza-
tion, a common set of guidelines for the industry developed by
esteemed professionals. “All the people who teach these classes
have been involved with what they're teaching for years,” says
Donna Feldman of Tea Education Alliance, which helps develop
the STI tracks. The STI curriculum eventually will cover five levels
of certification; levels one and two are already in practice, and
level three, made up of five segments, will debut two segments at
this month's World Tea Expo in Las Vegas. Levels one and two are
devoted to the foundations of tea, covering the five basic types and
the two traditional styles of production, while level three takes a
more scientific approach to evaluating each type. “If someone gets
through each of these courses, they're going to have the equivalent
of a college education with a major in tea,” Simrany says.

Wagner of Cuppa Tea Company attended the first two levels
in 2006, providing her with background information she needed
before opening. She also learned the virtues of cupping, which she
implemented at her shop. “We have tea tastings and classes ... cus-
tomers are always interested to try different teas,” she says. “They
get to know which of the teas they're going to be buying.” Having
tastings led by a knowledgeable purveyor assures customers they
are being led in the right direction. "As an owner of a business, you
have to educate people about your products,” Wagner says. "People
love to go to a place where the owners know what they're doing.”

Keeping up on your game also corrects misinformation. "It's
pretty amazing, some of the wild stories I've heard from people
standing behind a counter, selling tea,” says Feldman. "It's not
uncommon in any industry ... you always want to make sure the
information that’s out there is accurate.”

LEARNING THE OPERATIONS SIDE

While STl graduates may walk away with a whole lot of tea
knowledge to impart to their customers, the curriculum does
not address how to run a shop. “It doesn't deal with the business
side—how do you open up a business, how do you run an Internet
business, how do you attract customers, how do you choose a store
location?” says Bill Waddington, owner of Minnesota’s TeaSource

and another professional involved with STI certification.

The good news: Classes on how to run a store are taught
nationwide (see p. 75). “You cut out the answer to [business
questions like] what kind of detergent, who's my supplier for
the dishwasher, how do | get the plumbing done, who does the
electrical,” says Jennifer Petersen, founder of Carnelian Rose Tea

Company and Tea Advice. "What part of this can | do myself and
what can't | do myself? That all gets done in a business class.” It
is up to retailers, then, to apply the information to their stores
in their own way. "Of course you don't copycat that, you want to
create your own,” says Wagner

A different approach is taken by Dawnya Sasse, who owns the
training Web site startateabusiness.com, which launched in 2003
After running a shop for seven years, during which she received
many requests from retailers who wanted to learn more about
the leaf, Sasse created the
online program. It con-
tains 30 days of material
that students can com-
plete over a three-month
The
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es to study. "We are not
[necessarily] looking to
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to help you find the tea
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vour personal lifestyle.”
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I found myself doing was [the course] work, and then | would get
off and spend hours more searching other sites,” she says, "People
want more streaming information so that they can learn at home
in segments, and that too is a reflection of the changing times,
says Peterson of Carnelian Rose. "] think all of us need to keep ug
on the technology.”

NO INSTANT GRATIFICATION

Though education provides vital information and a foundatior
for working in tea, those who've developed the programs are quicl
to point out that taking classes does not make one an authority
"You can't be a tea professional without working with it ever
day,” Spillane says. He says that no one should rely too heavily on ,
certificate, and cites a U.S. college that recently sought an instruc
tor to teach a course about tea. A man with 54 years of industr
experience was recommended, but “"the university wouldn't let hin
teach the class because he wasn't certified,” Spillane says. "That's
perfect example of putting too much stock in these classes”

Spillane sees the value in the certification, but he doesn't thin
it's the end-all, be-all. "People have to feel like they've accom
plished something,” he says. "And that's why the 5TI certifie
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PORTLAND ROASTING
'lfo{.'F Handle with Care

Handling -- its the second
round of curting that occurs
during coffee harvest season.
A farmhand at Acacia Hills
Coffee Estate in Tanzania
clips the coffee trees, allow-
ing the cherries two chances
to fruit.

Much like Acacia Hills irself,
which is blossoming for a
second time, since Portland
Roasting took the dilapi-
dated farm and restored it to
its once robust state. The
video blogs on our website
tell the story in vivid detail.

Watch as we document the

restoration,  usher  you

through a planting season

interrupted by meandering

wild elephants, and let you

hgure out the real meaning
of ‘cherry picking,’

PORTLANDROASTING.COM
800.949.3898

RICH & CREAMY NON-DAIRY BEYERAGE MADE FROM WHOLE HEMP HUTS
HOT HEW TREND IN SPECIALTY COFFEE
USE LIKE SOY AND DAIRY IM STEAMERS, LATTES, MOCHAS
EHJOY MORE SALES FROM INCREASING NUTRITIOMALLY CONSCIOUS CONSUMERS
DIFFERENTIATE YOURSELF
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lbE WWW.LIVINGHARVEST.COM



	1
	2
	3
	4

