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"To steal ideas from one person, would be plagiarism...
but to steal ideas from many is called research"

Oscar Wilde

2010 WORLD COFFEE CONFERENCE

Prepared for:Prepared for:

Samuel NahmiasSamuel Nahmias

EYE-ON COMPETITIVE RETAIL

Who we are:
STUDYLOGIC is a leading global market research and business intelligence firm. We offers clients a business
edge through a comprehensive understanding of industry trends and competitive category market share. With a
strong emphasis on promotional ROI (return-on-investment), SL arms clients with the knowledge needed in
determining investment success.

Founded in 1990, SL has grown to become a reliable market research partner among Fortune 1000
companies. With over 40 years of combined market intelligence experience, the professionals at SL work closely
with clients on meeting their expectations and exceeding all challenges. This is the logic behind our company.

Think Research... Think Logic!

SL currently operates 5 national and international offices with plans to establish 4 additional offices within the next
24 months. We are headquartered out of Los Angeles, California and have recently developed our Cedarhurst,
New York office. With over 30 professionals on staff and expansion imminent, SL is uniquely prepared to assist you
in the success of your enterprise.

Cedarhurst, NY
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EYE-ON COMPETITIVE RETAIL

TheThe EYEEYE--ONON COMPETITIVECOMPETITIVE RETAILRETAIL studystudy consistsconsists ofof roughlyroughly 11 MillionMillion weeklyweekly panelpanel membersmembers.. ActiveActive panelpanel
membersmembers areare defineddefined asas thosethose UU..SS.. adults,adults, ageage 1818 andand older,older, whichwhich havehave consumedconsumed 11++ unit(s)unit(s) ofof aa foodfood oror beveragebeverage
categorycategory withinwithin aa 77 dayday periodperiod..

WhileWhile thethe studystudy measuresmeasures allall UU..SS.. foodfood andand beveragebeverage consumptionconsumption occurringoccurring outout--ofof--home,home, itit isis primarilyprimarily designeddesigned toto tracktrack

Methodology:

WhileWhile thethe studystudy measuresmeasures allall UU..SS.. foodfood andand beveragebeverage consumptionconsumption occurringoccurring outout ofof home,home, itit isis primarilyprimarily designeddesigned toto tracktrack
unitunit consumptionconsumption atat thethe locallocal marketmarket retailretail vendorvendor levellevel.. TheThe studystudy alsoalso measuresmeasures demographics,demographics, lifestylelifestyle characteristicscharacteristics
alongalong withwith brandbrand andand productproduct preferencespreferences forfor foodfood andand beveragebeverage categoriescategories..

TheThe studystudy consistsconsists ofof aa twotwo--tieredtiered recruitmentrecruitment processprocess.. TheThe firstfirst stepstep isis anan onlineonline interviewinterview conductedconducted byby STUDYSTUDYLOGICLOGIC toto
determinedetermine whetherwhether thethe respondentrespondent isis ageage 1818 andand olderolder andand consumesconsumes 11++ unit(s)unit(s) withinwithin aa 77 dayday periodperiod.. IfIf theythey qualifyqualify andand areare
willingwilling toto participateparticipate inin thethe panel,panel, aa shortshort onlineonline surveysurvey interviewinterview isis givengiven toto gathergather somesome basicbasic demographicsdemographics andand
characteristicscharacteristics.. AA smallsmall incentiveincentive isis guaranteedguaranteed uponupon completioncompletion ofof thethe onlineonline surveysurvey.. AA PINPIN numbernumber andand URLURL areare thenthen
providedprovided forfor themthem toto fillfill outout anan onlineonline decisiondecision treetree--basedbased diarydiary surveysurvey coveringcovering foodfood andand beveragebeverage consumptionconsumption byby locationlocation..
AA smallsmall samplesample ofof nonnon--activeactive InternetInternet usersusers areare givengiven aa slightlyslightly moremore extensiveextensive questionnairequestionnaire toto helphelp usus estimateestimate UU..SS..
PopulationPopulation statisticsstatistics..

TheThe studystudy isis updatedupdated monthlymonthly andand releasedreleased everyevery threethree monthsmonths oror quarterlyquarterly;; 2525%% newnew respondentsrespondents areare addedadded toto thethe panelpanel
basebase andand thethe oldestoldest 2525%% interviewsinterviews areare eliminatedeliminated.. ThisThis procedureprocedure ensuresensures thatthat thethe panelpanel isis regularlyregularly refreshedrefreshed andand reflectsreflectspp pp g yg y
thethe everever--changingchanging universeuniverse..

AA newnew questionnairequestionnaire isis fieldedfielded atat thethe beginningbeginning ofof eacheach monthmonth andand harvestedharvested aboutabout 1010 daysdays afterafter thethe endend ofof thethe monthmonth (giving(giving
recruitsrecruits fromfrom thethe lastlast weekweek ofof thethe monthmonth twotwo weeksweeks toto gogo onlineonline toto taketake thethe questionnaire)questionnaire).. QuarterlyQuarterly datadata releasesreleases areare
scheduledscheduled aroundaround thethe 1414thth dayday ofof aa newnew quarterquarter..

TheThe firstfirst questionnairequestionnaire waswas conductedconducted inin thethe SpringSpring ofof 20002000 withwith recruitmentrecruitment andand collectioncollection donedone byby TheThe ResearchResearch TankTank andand
sponsorshipsponsorship byby thethe investmentinvestment bankingbanking communitycommunity.. STUDYSTUDYLOGICLOGIC hashas conductedconducted monthlymonthly questionnairesquestionnaires andand datadata releasesreleases
everever sincesince.. OurOur QQ44--20092009 questionnaire/dataquestionnaire/data releaserelease willwill markmark ourour 3434thth straightstraight quarterquarter ofof operationsoperations.. ExtensiveExtensive testingtesting andand
reviewreview hashas beenbeen donedone toto maintainmaintain thethe panelpanel recruitmentrecruitment methodologymethodology andand insureinsure datadata consistencyconsistency duringduring thethe transitiontransition..

EYE-ON COMPETITIVE RETAIL

How we do it…How we do it…
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EYE-ON COMPETITIVE RETAIL

We track absolutely We track absolutely ALLALL
Coffee and Beverage consumptionCoffee and Beverage consumption

1

EYE-ON COMPETITIVE RETAIL

Data Data ISIS available for all U.S. DMA’savailable for all U.S. DMA’s
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EYE-ON COMPETITIVE RETAIL

With over 100+ clients, our relationships continue to grow globally:With over 100+ clients, our relationships continue to grow globally:

Upcoming Slides:Upcoming Slides:

Sales and Trends:Sales and Trends:
•• 2002, 2007, 2008 and 2009 Coffee Servings Volume Trends2002, 2007, 2008 and 2009 Coffee Servings Volume Trends
•• 2002, 2007, 2008 and 2009 Coffee Dollar Sales Volume Trends2002, 2007, 2008 and 2009 Coffee Dollar Sales Volume Trends

Coffee sales and servings category Growth by the following segments: Coffee sales and servings category Growth by the following segments: 
•• Hot BrewedHot Brewed
•• IcedIced--BrewedBrewed
•• Hot EspressoHot Espresso
•• Iced EspressoIced Espresso
•• BlendedBlended

Category Share and Brand Market Share:Category Share and Brand Market Share:
•• Coffee segment share out of Total BeverageCoffee segment share out of Total Beverage
•• Leading Brands and Market Share by Coffee SegmentLeading Brands and Market Share by Coffee Segment
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Coffee Definitions:Coffee Definitions:

BREWEDBREWED ESPRESSO                              BLENDEDESPRESSO                              BLENDED

Hot Brewed Coffee        Iced Brewed Coffee                      Hot Espresso        Iced Espresso                           Hot Brewed Coffee        Iced Brewed Coffee                      Hot Espresso        Iced Espresso                           FFrozen Coffeerozen Coffee
(cappuccino’s,  Latte’s etc.) (cappuccino’s,  Latte’s etc.) (Frapps, Coolatta’s etc.)  (Frapps, Coolatta’s etc.)  

2009 Total U.S. Coffee Outlook2009 Total U.S. Coffee Outlook
Q. Where are we today?Q. Where are we today?
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Total U.S. Coffee Trend and Growth VolumeTotal U.S. Coffee Trend and Growth Volume
Q. What has evolved?Q. What has evolved?

Total U.S. Coffee Trend and Growth Sales Dollars $$Total U.S. Coffee Trend and Growth Sales Dollars $$
*Figures are based on cost per single cup reported*Figures are based on cost per single cup reported
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Total U.S. Coffee Trend and GrowthTotal U.S. Coffee Trend and Growth

What does this all mean?What does this all mean?
•• Total Brewed Coffee Volume Declined Total Brewed Coffee Volume Declined --2.66% since 20022.66% since 2002
•• Total Espresso Volume Grew 154% Since 2002Total Espresso Volume Grew 154% Since 2002
•• Blended Coffee Volume Grew 70% since 2002Blended Coffee Volume Grew 70% since 2002
•• Total Coffee Volume grew nearly 26% since 2002Total Coffee Volume grew nearly 26% since 2002

Take Away:Take Away:
•• U.S. Consumers have switched from regular brewed to specialty beverages U.S. Consumers have switched from regular brewed to specialty beverages 

such as Espresso, Latte’s and Blended.such as Espresso, Latte’s and Blended.
It h t k l 9 f B d l t i kIt h t k l 9 f B d l t i k b k t 2002 l lb k t 2002 l l•• It has taken nearly 9 years for Brewed volume to pickIt has taken nearly 9 years for Brewed volume to pick--up back to 2002 levels. up back to 2002 levels. 

•• Espresso has experience it’s first annual decline in 2009 due to poor Espresso has experience it’s first annual decline in 2009 due to poor 
economic conditions and Starbucks store closures. economic conditions and Starbucks store closures. 

Total U.S. Coffee % Growth Trend VolumeTotal U.S. Coffee % Growth Trend Volume
Q. What has evolved?Q. What has evolved?
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Total U.S. Coffee % Growth Trend Sales Dollars $$Total U.S. Coffee % Growth Trend Sales Dollars $$
Q. What has evolved?Q. What has evolved?

Total U.S. Coffee % Growth Trend VolumeTotal U.S. Coffee % Growth Trend Volume

What does this all mean?What does this all mean?
•• Total Brewed has been declining up until 2007Total Brewed has been declining up until 2007

E i d it bi t th f 80% f 2003E i d it bi t th f 80% f 2003 20062006•• Espresso experienced its biggest growth of over 80% from 2003Espresso experienced its biggest growth of over 80% from 2003--20062006
•• Blended Coffee experienced its biggest growth of 35% from 2003Blended Coffee experienced its biggest growth of 35% from 2003--2006.2006.
•• Total Coffee growth has been steadily growing but reaching its potentialTotal Coffee growth has been steadily growing but reaching its potential

Take Away:Take Away:
Overall, coffee growth will be driven by specialty subOverall, coffee growth will be driven by specialty sub--segments such as Iced and segments such as Iced and 

Frozen Beverages. In home consumption will continue to grow with the Frozen Beverages. In home consumption will continue to grow with the 
adaption of Keurig Tassimo VIA etc based coffee systemsadaption of Keurig Tassimo VIA etc based coffee systemsadaption of Keurig, Tassimo, VIA etc based coffee systems. adaption of Keurig, Tassimo, VIA etc based coffee systems. 
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Total U.S. Coffee: Growth Drivers VolumeTotal U.S. Coffee: Growth Drivers Volume
Q. Where is growth coming from?Q. Where is growth coming from?

Total U.S. Coffee % Growth Drivers VolumeTotal U.S. Coffee % Growth Drivers Volume
Q. Where is growth coming from?Q. Where is growth coming from?
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Total U.S. Coffee: Growth Drivers Sales Dollars $$Total U.S. Coffee: Growth Drivers Sales Dollars $$
Q. Where is growth coming from?Q. Where is growth coming from?

Total U.S. Coffee % Growth Drivers Sales Dollars $$Total U.S. Coffee % Growth Drivers Sales Dollars $$
Q. Where is growth coming from?Q. Where is growth coming from?
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Total U.S. Coffee: Growth DriversTotal U.S. Coffee: Growth Drivers

What does this all mean?What does this all mean?
•• IcedIced--Brewed has grown from 200 million units in 2002 to more than 800 Brewed has grown from 200 million units in 2002 to more than 800 

million units in 2009. million units in 2009. 
•• Iced Brewed sales expenditures have grown by more than 400% since Iced Brewed sales expenditures have grown by more than 400% since 

20022002

•• Iced Espresso has grown from  roughly 100 million units in 2002 to more Iced Espresso has grown from  roughly 100 million units in 2002 to more 
than 300 million in 2009.than 300 million in 2009.

•• Iced Espresso sales expenditures have grown by more than 300 since Iced Espresso sales expenditures have grown by more than 300 since 
2002200220022002

Take Away:Take Away:
Future growth will generate from emerging categories such as Iced Brewed and Future growth will generate from emerging categories such as Iced Brewed and 

Iced Espresso. Companies attributing to this growth are McDonalds McCafe, Iced Espresso. Companies attributing to this growth are McDonalds McCafe, 
Starbucks and Dunkin’ Donuts etc.Starbucks and Dunkin’ Donuts etc.

Total U.S. Whole Bean Growth: VolumeTotal U.S. Whole Bean Growth: Volume
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Total U.S. Whole Bean Growth: Sales Dollars $$Total U.S. Whole Bean Growth: Sales Dollars $$

2009 Total U.S. Packaged Whole Bean Outlook % Growth2009 Total U.S. Packaged Whole Bean Outlook % Growth
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Total U.S. Coffee: Growth DriversTotal U.S. Coffee: Growth Drivers

What does this all mean?What does this all mean?
•• Whole Bean growth has been trending lower up until 2009. Whole Bean growth has been trending lower up until 2009. 
•• Whole Bean growth brokeWhole Bean growth broke--out of its mold in 2009 with a whopping 13% growth. out of its mold in 2009 with a whopping 13% growth. 
•• 2009 Whole bean growth was driven by more American consumers preparing their 2009 Whole bean growth was driven by more American consumers preparing their 

coffee incoffee in--home.home.

Take Away:Take Away:
While the economy is down, this offers opportunity for consumers to make their While the economy is down, this offers opportunity for consumers to make their 

own coffee inown coffee in--home and inhome and in--office. Whole Bean trends are seen growing office. Whole Bean trends are seen growing 
double digits in 2010. double digits in 2010. 

Total U.S.: Total Coffee vs. Total BeverageTotal U.S.: Total Coffee vs. Total Beverage



14

Total U.S.: Total Coffee Vendor Market Share and RankingTotal U.S.: Total Coffee Vendor Market Share and Ranking
ThisThis datadata isis availableavailable monthlymonthly andand byby coffeecoffee categorycategory (Hot(Hot Brewed,Brewed, IcedIced Brewed,Brewed, HotHot
Espresso,Espresso, IcedIced EspressoEspresso andand Blended)Blended).. ForFor information,information, contactcontact STUDYLOGICSTUDYLOGIC UU..SS.. atat
516516--374374--78837883 extensionextension 1111

Thank you for participating in our presentation

EYE-ON COMPETITIVE RETAIL


