
THE MARKET
America loves its coffee. Since the Boston Tea 
Party in 1773, coffee has been the country’s most 
popular hot beverage. In 2009 U.S. coffee drink-
ers spent over $47 billion on coffee, with $6 bil-
lion of that dedicated to whole-bean, ground, and 
instant coffee from grocery and other retail stores 
for at-home consumption. Every day the coun-
try’s 130 million coffee drinkers (representing 56 
percent of Americans over the age of 18) con-
sume an average of three cups each.

U.S. coffee consumption has been growing 
steadily for decades, and consumer expectations 
regarding taste and their coffee experience have 
been rising as well. 

The highest-volume supermarket brands are 
packaged as ground coffee in steel or plastic cans, 
while higher-quality coffee brands tend to be 
bagged and available in both ground and whole-
bean forms. Top-rated Eight O’Clock Coffee 
dominates the whole-bean segment on supermar-
ket shelves. 

ACHIEVEMENTS
Eight O’Clock Coffee is the number-one retail 
whole-bean coffee brand in the United States, 
and is also one of the oldest, most proven coffee 
brands — since 1859. Before there was a 
Starbucks, Dunkin’ Donuts, or even a Maxwell 
House, Eight O’Clock was delivering what the 
modern coffee drinker desired: high-quality, 
expertly picked, roasted and packaged coffee — 
making it possible to create the freshest, most 
delicious coffee at home. 

For most of the brand’s history, Eight O’Clock 
was sold exclusively at the Great Atlantic & 

was available in whole-bean varieties only. The 
iconic in-store Eight O’Clock Coffee grinders, 
positioned in the coffee aisle and at the checkout 
line, are still present in many supermarkets and 
are fondly remembered by generations of shop-
pers. With a full product line including ground 
varieties, Eight O’Clock Coffee is now the fourth-
largest-volume supermarket brand in the country.

as demonstrated in numerous third-party taste 
tests, begins with the fact that the brand utilizes 
carefully selected, high-quality Arabica beans. 
Arabica beans grow at high elevations and 
require cool, dry air and adequate sunshine and 
rainfall. Arabica coffee beans are considered 
higher in quality than Robusta beans, and deliver 

beans are easier and less costly to grow, but 
harsher in taste and primarily used in canned 
ground coffee and instant coffee. 

advancements such as the percolator and coffee 
-

tinued to rise. In 1919 A&P surveyed its custom-

their coffee. The results were split, with 8:00 a.m. 
and 8:00 p.m. tying for the winning times — and 
a new name was inspired.

From that point until the 1950s, Eight O’Clock 
Coffee was the number-one coffee brand in the 

HISTORY
Coffee was one of the more popular offerings at 
A&P supermarkets from the time they opened 
their doors in 1859. In pre–Civil War America, 
coffee was usually prepared by grinding it at 
home (or out on the trail) and pouring it into a pot 
of hot water. The grounds would settle, and the 

avoid having a chewy end to one’s beverage. As 



chain of coffee shops. Its strength 
has always been a consistently 
excellent product and the word-of-
mouth loyalty of coffee drinkers 
who could tell the difference — and 
who refused to accept a product that 
was second best. On the current 
landing page of eightoclock.com, 
the brand’s loyal fans take center 
stage, sharing their feelings for their 
favorite brew. 

BRAND VALUES
As it has for over a century and a 
half, Eight O’Clock Coffee contin-
ues to bring its consumers an 
authentic, delicious home-brewed 
coffee experience. For millions of 
coffee lovers, Eight O’Clock brings 
memories of visiting the supermar-
ket with Mom or Grandma and 
watching her grind the beans; the 
incredible coffee smell takes them 
right back to the little seat in the 

shopping cart . . . the warm, rich aroma of brew-
ing coffee as the family wakes up around you . . . 
the familiar great taste that helps you get 
grounded each morning so you’re ready to face 
the day ahead. Eight O’Clock values include 
unwavering dedication to quality, listening to its 
consumers, and supporting the quality of life in 
local communities.

United States. Ultimately it was 
overtaken by freeze-dried and lower-
quality/less-expensive pre-ground 
coffee that had surged in popularity 
following World War II. Today Eight 
O’Clock Coffee remains America’s 
best-selling whole bean coffee.

In 1979 Eight O’Clock Coffee 
took distribution beyond A&P; in 
2003 the company became indepen-
dent from its grocery-store parent. 
That same year, the brand added 
ground coffee to its product offering 
to meet consumers’ increasing 
desires for convenience. Eight 
O’Clock Coffee in 2006 became a 
part of the Tata Beverages family of 
brands, which also includes Tetley 
Tea and Good Earth Tea. 

THE PRODUCT
The legendary essence of Eight 
O’Clock Coffee centers around its 
award-winning taste . . . and great-
tasting coffee starts not with the bean but with the 
coffee tree and the farmers who grow it. By part-
nering with the world’s best coffee growers, expert 
buyers from Eight O’Clock Coffee are able to con-
sistently secure high-quality Arabica beans.

These carefully selected beans are then dried 
and shipped to Eight O’Clock’s roasting facility 
in Landover, Maryland. There they are rein-
spected for perfection before being roasted, with 
roasting times and temperatures dependent upon 
the variety to be packaged. The longer the roast-
ing, the darker the bean. This process separates, 

O’Clock Coffee’s Original variety from its more 
intense Dark Italian Roast variety. Roasting con-
trol is crucial to prevent the bitter, burned taste 
that comes from over-roasting. 

Eight O’Clock Coffee currently produces a 
total of 10 whole bean and 10 ground varieties in 
different sizes, and expert coffee tasters inspect 
every batch before it ever makes its way onto 
America’s retail shelves.

RECENT DEVELOPMENTS
Big changes are in store for Eight O’Clock Coffee 
in 2010. No, the brand won’t be changing the 
great-tasting coffee inside the bag . . . but it will 
be updating the look of its packaging, with new 

graphics that represent the brand’s biggest change 
in decades. The new look is designed to better 

with a more modern look that was developed with 
consumer input. 

Along with fresh packaging on its current full 
product line, a new variety of coffee will be 
making its debut: Eight O’Clock Metabolism 
Boost™

coffee brand variety infused with EGCG — the 
natural antioxidant found in green tea — it  
may help to naturally enhance the body’s own 
metabolism. Consumers have reported this  
variety’s taste to be outstanding, and they’re 

entrée into the growing functional-beverage  

products that meet the growing needs 
of its consumers.

PROMOTION
The 150-plus-year-old brand is still as 
fresh as ever — in terms of taste as 
well as new ways of connecting with 
coffee drinkers. Considered a pioneer 
in the social networking arena, Eight 
O’Clock communicates regularly with 
its fans and followers via Facebook 
and Twitter. By interacting directly 
with its consumer base, Eight O’Clock 
has been able to gain feedback from its 
dedicated fan base and reward them 
with intimate events and customized 
promotions. The most recent cam-
paign, dubbed “People are Talking,” 
brought actual quotes from Facebook 

fans to radio and online advertising.
Eight O’Clock Coffee’s groundbreaking 

time a major national brand asked for input from 
its fans on such a scale. Two package designs 
were presented at a special website, and the brand 
rewarded those who participated in the voting 
with a chance to win a year of free groceries. 

Unlike many of its mass-market competitors, 
Eight O’Clock Coffee’s brand was built without 
massive advertising budgets or a nationwide 

  The very first “spectacular” Times Square 
billboard, created by Douglas Leigh in 
1933, featured a 25-foot cup of Eight 
O’Clock Coffee with real steam rising into 
the sky.

  Green coffee beans that are ultimately 
roasted to become Eight O’Clock Coffee 
are carefully selected by Jason Cortellini, 
a second-generation leader in the coffee 
business who has been involved in the cof-
fee industry since he was 14 years old.

  Eight O’Clock Coffee is roasted and pack-
aged by American union labor at its 
Landover, Maryland facility (Teamsters 
Local 730). 

  Eight O’Clock Coffee is packaged with a 
one-way freshness valve on every bag 
that lets the built-up steam escape with-
out letting air back in. 

  Along with other Tata companies, Eight 
O’Clock Coffee enjoys an ongoing part-
nership with the First Book organization 
to help provide new books to children in 
need, addressing the most important fac-
tor affecting literacy — access to books.

  For the year ended March 31, 2010, cof-
fee lovers purchased over 436 million 
more cups of Eight O’Clock Coffee than 
during the previous year.

THINGS YOU DIDN’T KNOW ABOUT
EIGHT O’CLOCK


