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About Tata Global Beveragesg
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Our Vision and Mission…

To be the global leader in brandedTo be the global leader in branded 
“good for you” beverages

To make the world a better place p
through life enhancing, 
sustainable hydrationsustainable hydration
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Our Global Presence

Regional offices
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Regional offices



Our Major Product Brands

GLOBAL BRANDS

GROWTH BRANDS
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Tata Global Beverages is part of Tata Group

• Tata Group is a successful, growing conglomerate 
operating in seven business sectors: consumer 
products, communications and information 
technology, engineering, materials, services, gy, g g, , ,
energy, and chemicals 

• Tata employs over 300,000 employees in 80 
countries

• In 2008/09 the Tata Group generated revenue of 
US$70.8 billion 

• 66% of the shares of Tata’s holding company are g p y
owned by philanthropic trusts.  Profits from the 
group support a wide range of good causes
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Tata Coffee
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Tata Coffee

• Asia’s largest coffee plantation company with 9,000 hectares spread over a variety of

micro‐climates producing 10,000 MT of mainly washed Arabica & Robusta varieties

• ISO 9001‐2008 certified Dry mill with a capacity of 20,000 MT p.a.

• A fully equipped roastery with a Neohas Neotec roasters with a capacity of 1,500 MT p.a.

• A multi‐plant soluble manufacturer with a total capacity of 6,000 MT producing all 3

variants: spray dried, agglomerated and freeze dried coffee for export markets

• A significant tea producer owning 2,400 hectares of tea gardens producing about 8, 000

MT of tea

• Single largest pepper producer in India, producing about 1,500 MT of pepper

8



Plantations

• Every estate produces 100% shade grown and sun dried coffee and is fully equipped

with facilities for washing (pulpers fermentation units washers) and tables for dryingwith facilities for washing (pulpers, fermentation units, washers) and tables for drying

• Multiple rounds of selective picking ensure the highest quality standards

• The only corporation with an accredited R&D division• The only corporation with an accredited R&D division

• Extensive data collection and research resulting in a Codification system for various
farm level cultural practices
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Plantations
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Valparai Estate
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Focus on Quality

• Striving to produce over 13,000 bags of Specialty coffee

• Careful selection of seed material

• Multiple rounds of selective picking ensure harvesting at the peak stage of ripeness

• Scientifically managed pulping, fermentation, washing and drying processes

• Regular training of all workers on proper processes and procedures to continually improve

quality

• Each lot is cupped and rated after processing and stored separately according to the cup rating

• At our facilities coffee is stored and milled according to estate groupings ensuring 100%

traceability
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Range of cup profiles

• Estates are spread over different micro‐climates of varying elevation and soil conditions

resulting in a range of cup profilesresulting in a range of cup profiles

• 19 high elevation estates produce top quality Arabica’s and Robusta’s that supply specialty

roasters worldwide

• Care in picking, processing, drying and milling have resulted in coffees that have consistently

won awards at specialty competitions

• Our accredited Quality Lab classifies coffees according to cup ratings and customer

requirements

Processing from tree to cup is handled by Tata Coffee, thus exercising control on 

quality at every stage
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Awards

Consistently winning awards for quality:

Year Awards won by Estates at the India International Fine Cup Awards

2010 Nullore – Best Specialty – II

2009 Jumboor – Best Specialty – Ip y
Nullore  – Best Specialty – II

2008 Valparai – Best Specialty – I
Coovercolly – Best Specialty ‐ II

2007 Sunticoppa – Best Specialty – I
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Tata & Sustainability

• Tata farms are Utz and Rainforest Alliance certified

• The plantations are workforce intensive and we employee over 10,000 workers

• Tata is the first plantation company in the world to be SA8000 certified

• Workers are provided with housing, medical care, day care for their children, piped water

and electricity

• Independent assessors conduct a welfare audit each year to monitor the worker’s well‐being

• Tata Coffee has implemented the Human Development Index (HDI) measure across all

estates. TCL's HDI standard exceeds the national average and we strive to be one amongst

the global leaders
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Workers housing
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Community Development

In line with the Tata ethics and culture of being a leader in community and human welfare, Tata

Coffee has well established initiatives within each coffee region it operates:

• Tata Coffee has established and funded an independent charitable trust, Coorg Foundation,

which runs schools, distributes scholarships and operates a mobile clinic staffed with trained

doctors

• Swastha, a special education school run by Coorg Foundation caters to all special needs children

around our estatesaround our estates

• Tata Coffee is also carrying out a reforestation project under the Coorg Foundation banner

• Runs the DARE (Developmental Activities for Rehabilitative Education) project

• Has set up a community hall for the local residents where it has facilities
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Corporate Social Responsibility
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Climate Change

• Tata Coffee is a Carbon sink of .15 million MT of CO2 equivalent p.a. as per a recent

assessmentassessment

• Initiatives for water conservation with new generation pulpers and energy audits are

underway to further reduce our carbon footprinty p

• All coffee is shade grown and sun dried

• The estates have a rich variety of flora and fauna Wild animals are found crossing the• The estates have a rich variety of flora and fauna. Wild animals are found crossing the

estates freely and safely

• Effluents are properly treated and water is recycledp p y y
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Wildlife on the estate
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Wildlife on the estate
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Eight O’Clock Coffee is a strong U.S. brand

• Rich heritage as a 151 year old brand established in 1859

g g

• #1 Whole Bean and 4th in volume in U.S. Grocery

• Primarily a Retail brandy

• Eight O’Clock’s 100% Colombian coffee variety rated #1 in taste and a “best buy” by 

leading independent consumer product testing organization (February 2009)

• Recently named one of America’s Greatest Brands 
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Eight O’Clock Coffee has a Rich History
1800’s

– Eight O’Clock Whole Bean Coffee sold in A&P stores since 1859 

1920’s – 1950’s

– Eight O’Clock was the #1 Retail coffee brand in America

1970’s
– Eight O’Clock began selling to third party retailers

1980’s – 1990’s
– Product innovation – Whole Bean blends and flavors

– Packaging innovation – freshness valve on bag

2000’s

– Became independent of A&P; now owned by the Tata Group

– Launched Ground product line

2010

– Still the best selling Whole Bean Coffee in America

– Accolades for Great Taste and Great Value

E t d f ti l b t ith Ei ht O’Cl k M t b li B tTM P f Bl d– Entered functional beverage segment with Eight O’Clock Metabolism BoostTM Performance Blend
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Eight O’Clock is Positioned as a Value Gourmet 
Brand in the Competitive U.S. Coffee Market

Premium Gourmet
Premium quality

100% premium Arabica

Bagged

Premium price ($7.69 and higher)

Starbucks = 43% of segment volume 

Superior penny profit

Value GourmetValue Gourmet
Great quality

100% Arabica

Typically bagged

Value price ($4.79—7.19)

EOC = 60% of segment volume

High penny profit 

Mass/Value
Moderate quality

Robusta and Arabica blends

Canned

Low price ($3.99 and below)

Folgers and Kraft = 77% of segment volume

L fitLow penny profit
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High Quality Standards Deliver Eight O’Clock Coffee’s Well‐
Documented Great Taste

• Eight O’Clock Coffee maintains high quality standards
– Careful selection of high quality 100% Arabica coffee beans
– Each lot of green coffee tasted and tested multiple times

B b t h t d t ti i fl– Beans are batch roasted to optimize flavor 
– Experienced operators continuously control processing and packaging quality
– All finished product is tasted at start‐up and throughout the production process
– Strong food safety and sanitation standards

Lean Sigma is used as a continuous improvement tool– Lean Sigma is used as a continuous improvement tool

• The great taste of Eight O’Clock Coffee has been well‐documented 
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Eight O’Clock delivers a full line of products to meet many 
consumer preferences
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Eight O’Clock is staying consumer‐relevant with new 
packaging and a new “good for you” variety
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Eight O’Clock maintains continuous dialogue with 
its passionate consumers 

Facebook.com/eightoclockcoffee

E Mail Blasts B B d t i ht l kE-Mail Blasts Bean Board at eightoclock.com
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Take Another Look at EightTake Another Look at Eight 
O’Clock Coffee!
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Washed Arabica
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Washed Arabica Supply & Demand Changes

• Supply of washed Arabica’s and increased differential prices have initiated 
creative thinking

f• ICE futures market rally and speculative trading added another dimension

• Production changes due to external factors

• Washed Arabica / Emerging market consumptionWashed Arabica / Emerging market consumption

• Shift seen to focus on alternatives
– Vietnam
– China– China
– Washed Brazils
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Arabica Production the last 10 years
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Production of Washed Arabica’s ‐ ICO
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World Coffee Consumption: Traditional markets ‐ ICO
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World Coffee Consumption: Emerging markets ‐ ICO
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Producing country consumption
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USA Green Coffee Imports

Jan-Dec 2008 Jan-Dec 2009 
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Colombian Production Trend
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Costa Rica and El Salvador Production Trend
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Brazil Crop Trends
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ICE Rally
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Speculative Position vs. Commercial Short Position
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Stocks vs. ICE Futures
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Arb ICE/LIFFE
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H dd i h i f hi h i d l d d

How are roasters addressing this issue ?

How are roasters addressing the issue of higher prices and lower reduced 
availability of washed Arabica’s?
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Import Data Suggests Focus on Alternatives

• With a current price difference of 30 to 40 cents per pound between Brazil 
Naturals and Washed Arabica’s, expectations are for a demand to 
continue to increase in the Brazil Naturals and potentially Robusta’scontinue to increase in the Brazil Naturals and potentially Robusta s

• Brazil Washed Arabica’s

• Vietnam Washed Arabica’s

• China?
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Brazil Arabica Differentials
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Differentials between Colombian Milds:  Other Milds, 
Brazilian Naturals and Robustas - ICO
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Vietnam Arabica Production

600

Vietnam

500

300

400

200

Vietnam

0

100

50



Conclusions

• Limited growth in Central America
– Urbanization

C t f d ti– Cost of production

• Blend development
– Shift seen to naturals and Robusta’s

• New origin opportunities
– Shift seen to non‐traditional washed coffees
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