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Tata Consumer Products at a glance

Tata Consumer Products is a focused consumer products company uniting the food and 

beverage interests of the Tata Group under one umbrella. It is home to key brands such as Tata 

Tea, Tetley, Tata Salt and Tata Sampann. With a combined reach of over 200 million households 

in India, it has an unparalleled ability to leverage the Tata brand in consumer products.

In the Beverages business, Tata Consumer Products is the 2nd largest player in branded tea in 

the world with over 330 million servings everyday across the world. Our brands include Tata 

Tea, Tetley, Vitax, Eight O’Clock Coffee, Himalayan Natural Mineral Water, Tata Coffee Grand 

and Joekels.

Tata Consumer Products has grown through innovation, strategic alliances and acquisitions, 

and organic growth. The Company has a joint venture with Starbucks called Tata Starbucks 

Limited, to own and operate Starbucks cafés in India. Since the inauguration of the flagship 

store in Mumbai in October 2012, this 50:50 JV has expanded to 11 cities, with many more 

Starbucks stores planned across the country.
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Brand History for Eight O’clock Coffee



AMERICA’S 
ORIGINAL 
GOURMET 
COFFEE 
SINCE 1859
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AS COFFEE 
CONTINUES
TO GROW, 
EIGHT 
O’CLOCK IS 
POSITIONED 
FOR 
SUCCESS

FLAVOR
PREFERENCE

DARK
ROAST

MEDIUM
ROAST



YOUR
TRUSTED 
PARTNER

Eight O’Clock Coffee has 

been selecting and roasting 

high quality 100% Arabica 

coffee at a great value for 

over 160 years. 

But quality isn’t our only story. 

Our warm and approachable
personality is what keeps us in 

cabinets, cups and hearts, 

year after year. 
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1859

A&P store launched and 

whole bean coffee is a 

signature product

1919
The Eight O’Clock brand

name was created following

a survey which indicated

8:00 AM/PM were the most

popular times to drink 

coffee

2003

EOC sold from A&P and 

launches ground coffee

2006

Eight O’Clock coffee becomes 

part of the TATA family of 

brands

2013

EOC brand refresh provides 

updated look and new 

varieties

2019

EOC launches new sub 

brands: Early Riser, Barista 

Blends and Flavors of 

America

2020
Launched 

FOA All 

American 

S’mores LTO

2012
EOC entered the Keurig 

platform as a licensed 

brand.

History: Eight O’Clock Coffee
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EIGHT 
O’CLOCK 
COFFEE is a 
$200M 
NATIONAL 
BRAND

Eight O’Clock 
Coffee is sold 
in over 24,000 
stores 
nationwide.

Eight O’Clock ranks 5th 
among all Packaged 
Coffee brands 
purchased in the past 
year
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INNOVATION 
TO MEET 
EVOLVING 
CONSUMER 
TASTES AND 
EMERGING 
MARKET 
DYNAMICS.

Barista Blends

Flavors of America

Early Riser/Café Arriba

Indulgent Blends
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Digital Marketing Strategy



DIGITAL AND MOBILE

HOW WE
KEEP THE
CONVERSATION
GOING…



HOW WE
KEEP THE
CONVERSATION
GOING…

SOCIAL



MEET ALLISON
A REALISTIC Connoisseur

Approachable and dependable, Allison is the friend 

that loves to explore and try new things, but always 

stays grounded. She keeps connected via social 

media and works hard not only for her family,

but for a better tomorrow. 

Coffee is crucial to her day, both lifting her

up and helping her refocus and unwind.

The brands she trusts are as reliable and authentic as 

she is, giving her a sense of security and comfort.

Aged 30+

A few jobs into their career

Living on their own / Settling Down

72% consume coffee at home

61% drink gourmet coffee beverages routinely – 45% in the 

past day

Value Conscious – but willing to spend for “affordable luxury”

Eco Conscious 

Digital natives – fueling advanced beverage expectations
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What are the current pain points

• Low interaction with target audience 

• Losing shares on the overall category

• Low brand awareness for younger consumers

• Heavily focused on promotion to drive the sales 

on brand store 
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• Analyze the data across all digital campaign 
platform for the past three years to identify 
the geographic and demographic changes 
of our audience and see if we are effectively 
acquiring the new customers / younger 
generations

• Review Nielsen scanned data to analyze 
pricing for different pack sizes (promo 
groups) for EOC, and key competitive 
brands by customer & channel. And provide 
analysis and insights on where gaps are 
large and recommendations for optimization

• Analyze overall category performance to 
identify the shift of the purchasing behavior 
between online and instore for the post 
COVID era  

• Identify the potential channels / platforms
for us to buildup the brand awareness 
strategy and acquire new customers

• Analyze digital marketing strategy for the 
top 3 category leaders to identify useful / 
effective tactics on engaging new 
customers as well as sales conversion  

Expected Objectives and goals
Internally Externally



Q&A


