
           makes many 
culinary-inspired tea 
creations using only 
the finest loose tea, 
fresh hand-milled 
spices, vanilla bean, 
dried fruits, nuts and 
artisanal ingredients 
for unique and blends 
that stimulate the 
eyes, the nose and 
the palate.

®



LOOSEN
UP,
Tea

lovers!

Tea should be fun & 

ADVENTUROUS...
never stuffy!



OKAY, SO Just 
Who are these 
tea guys 

anyway?

“We met in the summer of 1996
and immediately connected 
over a cup of tea and soon 
dreamed of creating a business 
together. We began blending; 
friends and family who had 
tasted our tea kept asking for 
more! In 2002, we decided to 
turn our dream of blending 
unique, premium teas into a 
reality. Soon enough we were 
blending and packaging tea 
for gourmet, trend-setting 
cafes, tea houses and restaurants 
ALL OVER North America. WE ARE 
NOW IN OUR twelfth YEAR AND 
OUR TEAS ARE ENJOYED all over 
the world.”
- EMILY AND OLIVER RICH



Tea Guys Management team

Tea guys are friends and family first. It just so happens  
we’re all expert in our respective fields - ranging from 
tea science to packaging to marketing and beyond!

Oliver Rich President
Oliver holds an MBA with a specialty in Marketing from Boston University. He has a diverse 
background in marketing, technology, and fragrance and flavors, as well as wide knowledge of 
the tea industry. Past experience in these areas includes market forecasting, developing new 
products, project management and channel development.

EMILY Rich chief operating officer
Emily came to Tea Guys with seven years of experience in organizational start-up – from 
concept and construction to staffing of a new museum. As a senior manager, Emily brings 
leadership, management, and strategic planning experience. She has developed a successful 
customer service team and managed a budget of $1.2 million.

Tim o’Brien Marketing/public relations
Director of Marketing with Yankee Candle Company and Kringle Candle Company. 
Twenty-plus years of expertise in marketing to women including advertising, copywriting, 
reputation management, corporate communications and video production.

Carey o’Brien Retail designer
District Manager with Yankee Candle Company, Retail Designer with Kringle 
Candle Company. Twenty-plus years of expertise in specialty retailing to women 
including layout, point of purchase display and product design.

John Hentz Creative Director
John has 30 years experience in graphic, advertising and product and packaging design. He is an 
expert in brand identity and thoughtful proliferation of established brands. He was co-owner 
of successful design and advertising agency for over 10 years with clients in sectors as diverse 
as high tech, finance, tourism, private yachting and toy/board game production. 

Emily Schwarzer online marketing 
Emily has always had a distinct appreciation for business, art and technology. Utilizing these 
skills online has proven successful in past ventures. Most recently, building e-commerce sales 
from inception to $1 million in just over three years. Accomplished in part by Emily’s efforts of 
growing, managing and executing online marketing avenues to over 100,000 followers.

We’re taking the 
whole tea drinking 
experience and 
turning it on
it’s head!



Tea Guys advisory board

Our Strategic partners include a team of advisors 
and investors who have started and managed 
their own successful businesses. Their industries 
and expertise include cosmetic (particularly flavor 
and fragrances), private labeling and finance. 

Roger Rich premier specialties, Inc.
Senior executive with extensive domestic and international experience in all aspects of successfully manag-
ing companies in the flavor, fragrance, seasonings, essential oils and cosmetic raw material industries. Skilled in 
strategic and operations planning, acquisitions and integration of finance, sales marketing and product develop-
ment. Experienced in advertising, promotion, production, finance, regulatory, environmental and safety. Strong 
entrepreneurial, leadership, interpersonal and communication skills. 

Richard Huntwork greenwich bay trading co.
Corporate executive of Bradford Soap Works for thirty years (Bradford is an innovative global resource for 
personal care products, the world’s leading manufacturer of specialty bar soaps and shower poufs. Bradford 
also offers a broad range of liquid soaps, lotions, bath accessories and specialty chemicals.) before founding 
Greenwich Bay Trading Company based in North Carolina.

Laurence Silman
Born in 1935, Laurence was educated at Hertford College, Oxford (MA), and Harvard (MBA).In 1962 he 
started Anglo Leasing Plc (“Anglo”) principally for the provision of sales support to suppliers of office 
equipment. Anglo received a full listing on the London Stock Exchange in 1987. In 1989 Anglo became the
vehicle for the abortive bid for BAT, which would have been the largest such bid in British corporate history.

Jim Wisniewski Culinary focus
President of Culinary Focus, which conducts research forrestaurant and food processor product development, 
sources ingredients and compiles a manual, addressing any processing rigors the product might undergo. 
The company also conducts test runs before customers in a focus-group setting. Wisniewski has more than 
20 years of experience in flavor and seasoning development, product development and sensory products,
having worked as a senior scientist in the flavors and seasoning portion of Frito Lay and operating his own 
related companies.

joy Rich
Top international Ford Model for the last thirty years. Working with multi-national brands including Clearasil, 
Ponds, P&G, JC Penny, Clairol, MAC Cosmetics to name a few. Joy has a personal and energetic style
of connecting to people and products. And is excited about being event and product marketing coordinator.

Tea is a $90 billion global market with domestic tea sales at restaurants, grocery stores 
and shops topping $15.7 billion in 2012. An increase of 32% from 2007 with sales 
expected to reach $18 billion by 2016. Specialty, high-end teas are driving this growth 
and hold nearly 60% of the market share today. Leading to the growth is total number 
of tea-specific retail outlets, projected to increase from 4,000 to 6,000 by 2018. Tea is 
the most widely-consumed beverage in the world next to water, and can be found in 
almost 80% of all U.S. households. On any given day, over 158 million Americans are 
drinking tea. In 2012, Americans consumed well over 79 billion servings of tea, or over 
3.60 billion gallons.The industry anticipates strong, continuous growth over the next 
five years. This growth will come from all segments driven by convenience, interest in 
the healthy properties of tea, and through the continued discovery and appreciation 
of unique, flavorful and high-end Specialty Tea.

TEA CONSUMPTION
IS EXPLODING!



Tea is Hot - and Cold!
Americans are developing a hankering for tea and have begun turning one of history’s oldest drinks into what 
may be the beverage industry’s sexiest new offering.

Domestic tea sales at restaurants, grocery stores and shops reached $15.7 billion last year, up nearly 32% 
from 2007, according to consumer goods research firm Packaged Facts. In the next two years, the market is 
expected to expand to $18 billion.

The tea-drinking demographic is widening. Aging baby boomers and Redbull-swigging youngsters are expected 
to buy more tea. Asians, long a key revenue source, form the fastest-growing racial group in the country. Rising 
interest in ethnic cuisines is drawing foodies to Japanese matcha, Indian
Darjeeling and African Rooibos teas.

Tea drinking is growing in the U.S. at a faster rate than coffee, according to IBISWorld. In the last decade, the 
amount of tea consumed by the average American grew 22.5% and will rise an additional 3% in the next five 
years. Coffee slumped 1.9% between 2003 and 2013 and will grow less than 1% through 2018.

Consumers across the board said they want more tea options represented on menus, including sweet, flavored 
and iced. Tea trumped all other beverages for this question – with 32 percent demand, compared to the sec-
ond highest, coffee, at 25 percent.

What is the Tea Guys expansion plan? 
Our first priority is to continue to grow our core 
market by servicing the Specialty Tea market. 
We will:

• Offer a superior product and better customer 
service and continue to grow our existing tradi-
tional markets by 20% a year, our historic rate.

• Double our new eCommerce business (growing 
at 200% YTD) through better social marketing to 
$125,000 in 2014.

• Expand into both new markets and grow sales 
to existing customers through the acquisition of a 
higher-capacity tea bag machine and development 
of crafted, proprietary tea syrups. Tea syrups offer 
a flexible tea beverage delivery system that will 
create healthier, better tasting, all-natural sodas, 
cocktails and tea (iced and cold). In 2012, over 
65% of the 
tea brewed in the United States was prepared 
using tea bags. 

• Emphasizing syrups will allow us to cross over 
into the $205 billion (2012) limited-service res-
taurant industry with a focus on the $28 billion 
Fast Casual segment. (Fast Casual = Panera Bread, 
Five Guys, Chipotle, etc.) Industry research has 
indicated that patrons of this restaurant category 
are seeking greater diversity in beverage offerings, 

• The addition of syrups will permit further future growth with expansion into offering a line of Ready-to-Drink 
(i.e. bottled) beverages. Such a line could be created and tested locally with a craft bottler and positioned for 
later national launch or spin-off. Over the last ten years, Ready-To-Drink Tea has grown more than 15-fold. In 
2012, Ready-To-Drink sales were conservatively estimated at $4.8 billion and this trend continues in 2013. 
Our tea beverage products allow Tea Guys to cross over into customer categories not previously available to 
traditional tea vendors. These products will appeal to 78% of the Fast Casual segment’s beverage sales. Carbon-
ated soft drinks currently account for 10% of the segment’s restaurants sales. Therefore, the overall market for 
our tea beverages will exceed $2.8 billion in this market category.

How will Tea Guys utilize investment funding?
• Automate existing operations and scale production to better service the Fast Casual segment. 

• Provide better marketing tools and support to core customer base of wholesale accounts. 

• Increase staffing to include proposed management team.
Why is Tea Guys a solid company with a good growth future?

• Tea Guys has been in business since 2002 and has demonstrated a savvy understanding of its market segments 
with 20% annual growth throughout its existence. The company is highly resilient and continued to expand ro-
bustly through the Great Recession years of 2008-2010 and beyond.

• Tea Guys’ core customer base is loyal, broad, diverse and low-risk, without overdependence upon a single large 
client. It also continues to expand. (4,000 North American independent tea houses are projected to grow to 
6,000+ by 2016)

• Tea Guys’ customer base includes wholesale and retail components. The wholesale division has achieved 70% 
growth year to date over 2013. The retail division has experienced a 100% increase from 2012 to 2013 and is 
currently on pace to achieve a 200% growth year-over-year from 2013 to 2014.



Why is Tea Guys a solid company with a good 
growth future? 
• Tea Guys has been in business since 2002 and has demonstrated a savvy understanding of its market seg-
ments with 20% annual growth throughout its existence. The company is highly resilient and continued to 
expand robustly through the Great Recession years of 2008-2010 and beyond.

• Tea Guys’ core customer base is loyal, broad, diverse and low-risk, without overdependence upon a single 
large client. It also continues to expand. (4,000 North American independent tea houses are projected to grow 
to 6,000+ by 2016)

• Tea Guys’ customer base includes wholesale and retail components. The wholesale division has achieved 70% 
growth year to date over 2013. The retail division has experienced a 100% increase from 2012 to 2013 and is 
currently on pace to achieve a 200% growth year-over-year from 2013 to 2014.

Sales and profitability Tea Guys continues its 
record of vigor, experiencing strong growth in what is widely considered to still be a 
recovering national economy.  

The bar chart below represents revenues commencing in Year 2003 and continuing through a projected 2014 
attainment of the million-dollar mark. Reaching this milestone assumes current growth trends. The pie chart 
below demonstrates that Tea Guys’ wholesale division currently represents 66% of revenues. It provides a 
broad, diverse customer base while allowing healthy margins exceeding 200% in the eCommerce division. 

By continually eliminating lower-margin business and increasing prices in line with industry standards, Tea Guys 
has increased margins from a historic 42% to 50%. With the introduction of syrups and expansion of eCom-
merce, Tea Guys expects overall margins to approach 60% early in 2015.



Tea

beverage



tea guys 
®

PO Box 562 Hatfield, MA 01038 USA • 800-282-2859 • www.teaguys.com


