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Summary of Findings 
 Private Label 

o Private-label K-Cups are poised to compete with and 
take share from Green Mountain Coffee Roasters 
Inc.’s (GMCR) Keurig K-Cups in the coming year, said 
22 of 34 sources, including all 12 private-label 
manufacturers and private-label buyers for grocery 
stores. 

o Two manufacturers said private-label K-Cup sales are 
exceeding expectations. Another reported capturing 
significant sell-through in the grocery channel. 

o Two office channel distributors are considering ways to 
subvert their exclusive agreement with GMCR in order 
to offer private-label options to their customers. 

 Capacity and Cost Per Cup 
o The six private-label manufacturers have no capacity 

concerns, saying they can grow production as needed. 
Three sources said they can shift production nearly at 
will in order to increase their own single-serve 
production. 

o All six sources said their costs per cup are competitive 
and leave room for aggressive discounting. Cost per 
cup was between 10¢ and 20¢ for two manufacturers 
and one private-label grocery buyer with a store brand. 
Prices ranged from 35¢ to 45¢ wholesale and 50¢ to 
85¢ retail for the six sources, depending on their 
position as a value or premium product. 

 Pricing 
o Prices for GMCR K-Cups are not changing, according to 

27 sources. Private labels and GMCR could lower 
prices but have chosen not to. Three manufacturers 
and three private-label grocery buyers with a store 
brand are priced as a premium product like GMCR. 

o Six sources said GMCR will need to lower prices in 
order to compete with private-label brands, which cost 
less even when positioned as a premium product. 

o Manufacturers are not passing the savings from falling 
coffee prices on to customers. Eight sources said 
commodity prices were insignificant to K-Cup pricing. 

 Shelf Space 
o Seventeen of 34 sources said stores are expanding 

shelf space in order to accommodate the new private-
label entrants. 

Research Question: 

Are Green Mountain’s K-Cup sales slowing as a result of private-label competition? 
Which channels are being affected most? 

Silo Summaries 
1) PRIVATE-LABEL MANUFACTURERS 
All six sources are becoming increasingly confident in private 
labels’ potential to compete with and take share from GMCR 
in all retail channels. All sources reported having ample room 
to grow production capacity. Costs per cup are competitive 
and leave room for aggressive discounting. One-half of 
sources said they, and other manufacturers, are not passing 
the cost savings from lower coffee prices on to consumers. 
 
2) PRIVATE-LABEL BUYERS FOR GROCERY STORES 
All six sources have seen significant growth from private-label 
brands in the last year, driving the single-serve category up 
20% to 25%. Three of six sources are positioning their store 
brands as a slightly lower-priced premium alternative to 
GMCR, while two others are offering a value option. Five 
sources said they can easily drop prices but are not motivated 
to do so at this time. One said costs were 10¢ while another 
said profits were four to five times above costs. 
 
3) COFFEE CATEGORY MANAGERS AT NON-GROCERY 
RETAILERS 
Three of five sources said K-Cup sales are increasing. All 
sources said GMCR will not lower prices, no matter the 
commodity price. The source with a store-brand label will do so 
at a lower price than GMCR K-Cups, entering the market 
because of lower coffee prices. 
 
4) ONLINE DISTRIBUTORS 
Two of four sources said private-label K-Cups are encroaching 
on GMCR’s K-Cup share and expect the new entrants to make 
up 40% of their sales by the end of 2013. Nonetheless, GMCR 
K-Cup sales continue to grow 20% year to year for three of the 
four sources. 
 
5) OFFICE SUPPLY CHANNEL 
The office channel is the least affected by private-label K-
Cups, but it also has the slowest K-Cup growth. Only one of 
five sources has seen private-label K-Cups hurt GMCR’s K-Cup 
sales. None of the five sources carries private-label K-Cups. 
However, one is considering breaking the GMCR contract to 
add them, and another is looking for a way around the 
contract. 
 
6) GROCERY STORE PERSONNEL 
Six of eight sources said GMCR K-Cup sales are increasing 
anywhere from 5% to 50%. Five of eight sources said private-
label sales are increasing, though four sources said GMCR 
sales have not been affected. Half of the retailers said they 
are increasing shelf space to accommodate the growing 
number of private-label options. 
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Background 
Green Mountain’s (GMCR) second-quarter earnings revealed a 21% year-to-year increase in K-Cup sales, which boosted 
overall net sales 14% year to year. GMCR announced a new agreement with Starbucks Corp. (SBUX) to license K-Cups, which 
ultimately will triple the number of Starbucks products available for Keurig’s single-cup brewers. On the other hand, Green 
Mountain’s private-label competition should benefit from a late May decision from a U.S. District Court in Boston, which ruled 
that Rogers Family Co., maker of Safeway Inc.’s (SWY) private-label brand, did not infringe on any Keurig patents. 
 
Sources for Blueshift’s Jan. 23 GMCR report cited year-to-year growth in GMCR’s fourth-quarter K-Cup sales, and expected 
strong sales throughout the year. The threat from private-label K-Cup manufacturers had not materialized to the degree 
predicted by sources in the Sept. 21, 2012 report, when GMCR patents expired. 
 
 
CURRENT RESEARCH 
In this next study, Blueshift assessed whether private-label manufacturers have made any inroads and the related effects on 
GMCR’s sales in the grocery, online and office channels. We employed our pattern mining approach to establish seven 
independent silos, comprising 34 primary sources (including nine repeat sources) and seven relevant secondary sources 
focused on GMCR’s Montreal plant expansion, The J.M. Smuckers Co. (SJM) exclusively focusing on K-Cups, and various 
private-label developments including Kraft Foods Group Inc.’s (KRFT) Maxwell House and Target Corp. (TGT) entering the fray: 

1) Private-label manufacturers (6) 
2) Private-label buyers for grocery stores (6) 
3) Coffee category managers at non-grocery retailers (5) 
4) Online distributors (4) 
5) Office supply channel (5) 
6) Grocery store personnel (8) 
7) Secondary sources (7) 

 
 

 Private-Label  
K-Cups 

Overall K-Cup 
Prices 

Private-Label 
Shelf Space 

Private-Label Manufacturers 
   

Private-Label Buyers at Grocery Stores 
   

Coffee Category Managers at Non-Grocery Retailers    

Online Distributors 
   

Office Supply Channel   N/A 

Grocery Store Personnel 
   

 1 Ferry Building, Suite 255, San Francisco, CA 94111 | www.blueshiftideas.com 
2 

http://investor.gmcr.com/results.cfm
http://online.wsj.com/article/SB10001424127887323744604578471354194798788.html
http://www.privatelabelbuyer.com/articles/87484-private-label-coffee-company-wins-keurig-patent-suit
http://blueshiftideas.com/reports/011308GreenMountainsKCupSalesClimbingPrivateLabelThreatMutedforNow.pdf
http://blueshiftideas.com/reports/091208GMCRsKCuptoLoseShareBasedonGenericsPriceCompetitorQualityaQuestion.pdf


 

Green Mountain Coffee Roasters Inc. 

Next Steps 
Blueshift’s next report on Green Mountain will revisit private-label manufacturers and private-label buyers for grocery chains 
to gauge private-label competition and its effects on GMCR. We will monitor whether premium-priced private-label entrants 
have maintained pricing with GMCR or if they have dropped prices to undercut the entrenched leader. Additionally, we will 
learn how the value-priced private-label manufacturers have fared. We also will assess shelf space at the grocery level and if 
store-brand K-Cups have taken shelf space from GMCR or have resulted in further shelf expansion. Lastly, we will recheck 
with the office and online channels to learn their decision on cutting or continuing their contracts with GMCR in September. 
 
 

Silos 
 
1) PRIVATE-LABEL MANUFACTURERS 
All six sources are becoming increasingly confident in private labels’ potential to compete with and take share from GMCR in 
all retail channels. This includes grocery, where one source believes unit volumes already are composed of 30% private label. 
Sources reported increasing sales, which two characterized as exceeding expectations and another said was 30% higher than 
a year ago. Sources also cited stronger private-label demand from retailers. All sources reported having ample room to grow 
production capacity; three are confident that they can shift production emphasis nearly at will in order to increase their own 
single-serve production. Costs per cup are competitive and leave room for aggressive discounting. Two sources’ cost per cup 
was near 20¢, while their wholesale pricing was 35¢ to 45¢ per cup. One-half of sources said they, and other manufacturers, 
are not passing the cost savings from lower coffee prices on to consumers. One source, however, wants to take advantage of 
the soft coffee prices to offer further discounts and help retail partners gain share with promotions. 

 

 

 
KEY SILO FINDINGS 
Private-Label Sales 

- 6 of 6: confident in their position to compete with and take share from GMCR. 
o 1: capturing large sell-through in the grocery channel and making significant inroads. 
o 2: exceeding expectations; 1 expects to convert 30% of K-Cup customers to private label. 
o 1: expects 10% of single-serve market to be private label in 2013. 
o 1: sales up 30% year to year, admittedly off a low base. 
o 1: expects to convert K-Cup users this quarter. 

Capacity 
- 6 of 6: No concerns about capacity, plenty of room for expansion if the market demands it. 

o 1: can quadruple comfortably but more realistic to double or triple; can shift production from bags to single-
serve. 

o 1: nearly 1,000 cups per minute, expects to double that by end of year with three new machines. 
o 2: provide in-house and rented production, will cut off those renting if additional capacity needed. 
o 1: adding production capabilities. 
o 1: have reusable plastic cup so capacity is not an issue. 

Cost Per Cup 
- 6 of 6: less expensive than GMCR, room to cut prices and still maintain high margins. 

o 2: about 20¢ to produce, sell to grocery for 40¢ to 45¢; 1 said it can get to 10¢ with scale. 
o 1: retails for 62¢ with significant margin, declined to share cost of their production. 
o 1: 45¢ at retail with same margin as GMCR. 
o 1: 35¢ wholesale, half the price of GMCR. 
o 1: coffee costs 5¢ to 10¢, MSRP 35¢ (reusable plastic pod so only coffee costs), expects 10¢ to 15¢ drop 

in GMCR price in six months. 
Price 
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- 3 of 6: not passing lower prices on to customers. 
- 2: commodity prices insignificant/irrelevant. 
- 1: looking to discount to gain traction, help partners, expects 50¢ to 55¢ per cup in one year to further cut GMCR 

share. 
Shelf Space 

- 6 of 6: GMCR losing stranglehold on retail shelf space, retailers opening up shelves to private label. 
o 1: a few retailers asking to replace branded with private label. 
o 1: estimates 3 of 18 SKUs now private label. 
o 1: estimates 3 of 20 SKUs now private label. 
o 1: expects 1 or 2 private labels to get shelf space next to GMCR. 

 
 

1. President for a private-label coffee producer; repeat source 

Despite Green Mountain’s efforts to retain a proprietary edge, private label has started making significant inroads into 
single-serve coffee. Private-label sales into grocery already account for as much as 30% of all unit volumes in the 
category, and lower coffee prices have created an opportunity to capture larger share. Capacity is available to serve 
substantially higher demand. Leading private-label pods work with both Green Mountain’s Keurig Vue Brewing System 
and the existing K-Cup devices with only minor modifications. 

Private-Label Sales 
 “We have our own proprietary cup design that is much cheaper to produce and endlessly more environmentally 

friendly.” 
 “We are capturing enormous sell-through accounts in single-cup coffee, largely in the grocery channel. This is a win 

for grocery because they can sell more coffee at a higher price point and not lose those sales to wherever people buy 
the licensed K-Cups. They keep their coffee shelf hopping and suddenly the 
margins are much higher for everyone.” 

 “On that note, I can say that every pound of coffee we convert from bag to 
cup can generate another $15 to $16 in revenue for us. This is not all profit, 
but it is huge because we were always in the coffee business and were 
scaled to do OK charging maybe $2.50 at the most for the same product. 
We also sell more coffee because it’s a new and more vibrant channel. The 
net result is that while we aren’t drowning in cash yet, the added flows 
could easily triple our revenue in the next few years.” 

Capacity 
 “We are fine. People talk about Green Mountain as this behemoth that can 

pump all the coffee in the world, but if we have trouble then odds are good 
Green Mountain will be having trouble keeping up with demand as well.” 

 “We actually have a lot more wiggle room than Green Mountain to bend. 
While we are a smaller company, single cup is still a very small sideline for 
us. Most of our coffee is still in the conventional bags and the older single-
serve packs. If single cup explodes, we simply shift all of our bag production 
to single cup and line up more coffee to fill the bags. Green Mountain 
maybe has as much remaining ‘excess’ bag capacity as we do. They’re just 
as vulnerable.” 

 “Of course we might not be able to come up with enough cups. But again, 
any blockbuster shift into our single cups would probably put as much 
pressure on Green Mountain as us in that area because they’d probably be 
grappling with a spike in Keurig adoption too. Our cups are actually a little 
easier to source and produce. They’re cheaper, less complicated. It’s easier to source additional production capacity 
if we need it.” 

 “We could easily quadruple cup production without missing a beat. I don’t think it’ll come down to that. Double or 
triple our current share in our markets and apply the revenue multiplier and it would make us extremely happy.” 

Cost Per Cup 

We are capturing enormous 
sell-through accounts in single-
cup coffee, largely in the 
grocery channel. … We actually 
have a lot more wiggle room 
than Green Mountain to bend 
[on capacity]. … We could easily 
quadruple cup production 
without missing a beat. I don’t 
think it’ll come down to that. 
Double or triple our current 
share in our markets and apply 
the revenue multiplier and it 
would make us extremely 
happy. 

President  
Private-Label Coffee Producer 
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 “We wholesale our cups at about $20 per pound equivalent of coffee, and it usually breaks down to 40¢ or so. The 
retailer is then free to position the product however they want. Some get eager to compete head to head with GMCR 
and give themselves a 35¢ profit on the cup, which is enormous in itself. Others are happy to go under GMCR and 
create a discount brand.” 

 “Our costs are easily running under 20¢ per cup, and that’s with R&D built in. We may not quite have the scale as 
GMCR, but we have the advantage of this being a windfall for us in terms of what we would normally sell that same 
pound of coffee for. We are doubling our costs for these products and our revenue is going up by a much larger 
factor. GMCR already enjoyed that transformation. Lightning already struck them once.” 

 “As we scale, we can approach 10¢ per cup.” 
Price 
 “We are vertically integrated, so we have the option of passing on or eating 

any adverse trends in the commodity market. If prices climb, we’re resistant 
to that. If prices fall, we are more profitable and can maybe discount our 
product more aggressively to build our following.” 

 “Right now prices are a little soft, so we are thinking about ways to discount 
our product a little across the board in order to help our private-label cups 
get more traction, help our partners promote more actively.” 

 “This time next year I expect a lot of single-cup coffee in the 50¢ to 55¢ 
range, per cup. This is not bargain-basement coffee but promotional sales, 
ways to chip away at the K-Cup.” 

Shelf Space 
 “We have developed a few brands to target different market segments. 

They rarely compete because retailers still want most of their cup coffee 
space for the branded vendors where customer preferences are very strong 
and brand matters. But I have noticed a few asking about whether we can 
swap in more of our brands to fill out the shelf and replace a few of the 
branded vendors.” 

 “The issue is that a lot of the big cup brands look and sound like store brands. They aren’t really differentiated and 
don’t really have a presence in the home coffee world. Starbucks and its peers are obvious exceptions, but I would 
argue those were already bag brands anyway. Donut Shop is what, a knockoff of Dunkin’ Donuts? It isn’t, but it looks 
like it. That’s why the stores are saying, ‘Can you make us something that says ‘donuts’ and we’ll put it on the top 
shelf?’” 

 “Green Mountain lives and dies on getting people to think they’re a captive market. In the first few years, there was a 
sense that if you bought a Keurig, you had to use Green Mountain K-Cups because that’s all there was. Then the 
company got greedy, and suddenly there was a K-Cup shelf where you could pick and choose and not all of it had the 
Green Mountain name on it anymore. Now the market isn’t captive at all. That can only be a challenge for them.” 

 
 

2. CEO of a manufacturer of private-label K-Cups that also is a commercial office supplier and online retailer 

Green Mountain is not feeling the effect of private-label sales yet because legal battles are delaying manufacturing to a 
degree, but the wave is building. This source has private-label K-Cups ready to hit retailers’ shelves in the next few weeks 
with high expectations for sales and strong margins and no concerns for capacity or finding shelf space. 

Private-Label Sales 
 “We are forecasting $8 million in sales of our private label for 2013.” 
 “If we can capture only 12% of our previous customer base for K-Cups and sell them on our private label, that would 

be 5,000 customers. Presales are exceeding expectations. We may end up with 30% to 40% of those customers.” 
 “So far Green Mountain sees no impact from us because our product is not available on the market yet.” 
 “The legal battles are a driving force in the private-label manufacture of K-Cups. Until that all plays out, we will not 

see a lot of competition for the K-Cups. But it will come. Private-label manufacturers are just getting started.” 
 “We do not currently offer any single-cup brewers, but we are working on manufacturing our own private-label brewer 

as well. It will be a better product, better quality, and repairable for offices, not disposable like the Keurig brewers.” 
Capacity 

We wholesale our cups at 
about $20 per pound 
equivalent of coffee, and it 
usually breaks down to 40¢ or 
so. The retailer is then free to 
position the product however 
they want. … Our costs are 
easily running under 20¢ per 
cup, and that’s with R&D built 
in. … As we scale, we can 
approach 10¢ per cup. 

President  
Private-Label Coffee Producer 
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 “We currently have three machines that can produce 300 cups per minute. That is nearly 1,000 cups per minute. We 
have three additional machines ordered that should be in production by the end of the year. That will double our 
capacity to about 2,000 cups per minute.” 

 “We are just running enough to fill preorders now, but we have plenty of capacity to grow.” 
 “We are currently targeting our 44,000 customer base, but the general public will be our target soon enough.” 
 “Once our cups hit the shelves of major retailers and are available to the general public, we will use national TV, 

radio and print media. We have a full-scale media plan for the fourth quarter and are now working on first-quarter 
planning.” 

Cost Per Cup 
 “Our retail price is about 62¢ per cup. I will not reveal our actual cost, but 

trust me, we have a significant margin.” 
 “Our cups are starting out at a regular retail price of $14.95 versus the K-

Cups $16.95. It’s about 10% to 12% less than their branded K-Cups. And 
we still have plenty of margin to be able to do some great promotional and 
introductory price breaks.” 

 “We also have room to improve our cost efficiencies over time. Well, the 
initial costs of the production equipment will be amortized off over time. 
Other efficiencies also work out over time.” 

Price 
 “I am not worried about the cost of coffee. We buy large enough quantities 

to have room to negotiate our prices.” 
 “Only a small amount of coffee is in each cup. The price of the coffee is an 

insignificant factor in the cost of our production.” 
 “Retail prices are good and demand is strong. We have no need to demand 

lower prices on coffee at this point.” 
Shelf Space 
 “Retailers are very open and receptive to giving us shelf space. We are just 

working on getting the products out to them. Our cups will be available 
virtually everywhere, major retailers, discounters, grocery stores, and we 
already have presales available online.” 

 “The first trucks go out next week to fill preorders, so the products will be on the shelves in stores in July.” 
 “You know it is really amazing. Green Mountain has made so many people mad that customers are looking for an 

alternative. We are having no problem picking up their previous customers.” 
 
 

3. Sales executive for a global private-label food manufacturer 

True private-label brands are small players in the single-cup market, but the flood of vendors into the category has cut off 
Green Mountain’s avenues for growth within nonspecialty retail. Given the scale of retail chains lining up private-label 
relationships, capacity constraints are unlikely to emerge. The overall price trend is downward as private label explores 
MSRP between 45¢ and 75¢ per cup. Cost is no problem, and single-cup products are relatively shielded from even a 
sudden upturn in raw coffee pricing. 

Private-Label Sales 
 “We have very strong relationships with a few of the biggest retailers in the world—not to mention a few smaller 

ones—and rolled out Keurig-compatible single-serving packages late last year.” 
 “Sell-through has been quite good. We knew this would be a high-volume product area for us, but it’s actually 

exceeded expectations.” 
 “The issue is purely giving coffee drinkers a choice on pricing. Everything in the licensed Green Mountain world 

gravitated toward 75¢ to 85¢ per cup, with some fancy footwork on the packaging side to make people think the 
overall price point was smaller. It’s a lot easier to sell someone two weeks of coffee for $11 because they’re used to 
paying about $11 for a pound of ground beans. It’s a hard sell to charge someone $60 to $80 for that pound of 
beans neatly divided up into pods. Put in those terms, any sane shopper is going to start looking for a better way to 
enjoy the single-cup brew, and that’s where private label comes in.” 

We currently have three 
machines that can produce 
300 cups per minute. That is 
nearly 1,000 cups per minute. 
We have three additional 
machines ordered that should 
be in production by the end of 
the year. That will double our 
capacity to about 2,000 cups 
per minute. … Our retail price is 
about 62¢ per cup. I will not 
reveal our actual cost, but trust 
me, we have a significant 
margin. 

CEO 
Private-Label K-Cups Manufacturer 

 1 Ferry Building, Suite 255, San Francisco, CA 94111 | www.blueshiftideas.com 
6 



 

Green Mountain Coffee Roasters Inc. 

 “The Green Mountain product line has to diversify in order to survive the next 
few years. This is not diversification on flavor or roast or caffeine strength. I 
mean coming down below that 75¢ per cup. They won’t do it with the core 
Green Mountain products but look for them to come up with a new ‘budget’ 
label to sell alongside the coffee makers. When you see that, you’ll know 
they’re paying attention.” 

 “In the meantime, we are doing better than we thought. It’s still early stages, 
but this is a way for us to meet organic demand for new coffee packaging 
and get our place on the Green Mountain drinker’s coffee shelf.” 

Capacity 
 “This is not a problem. If we couldn’t scale up, we wouldn’t have the retailer 

supply contracts we have. Sell-through would have to rise by a factor of 10, 
in which case Green Mountain would be in serious trouble.” 

 “Throughout the industry I would say the people who have the volume 
obviously have the capacity. Nobody who is selling into 1,000-store chains is 
scraping up production to place exactly one unit into each store and then 
waiting to see how it goes. There’s a big frontloaded effect just to get all the 
stores supplied in the first place. While those stores are selling, you can keep 
the line moving and get ahead of the next round of resupply orders.” 

 “I can’t think of any shortages that might emerge. Coffee itself is plentiful. 
Filters are plentiful, and most of the big players in private label can already 
fill their own filter packs for hospitality and so on. The K-Cups themselves are 
proprietary, and relationships to produce them might take six to nine months to really set up. But guess what? Those 
relationships have already been set up. And people who have stopped using the proprietary cups fall into two groups: 
those of us with our own in-house solution already built and little guys who are happy to rent our capacity when 
needed.” 

 “In the event of a crunch, we will push out the little guys and absorb their market share. If we still need capacity, 
these are good problems to have.” 

Cost Per Cup 
 “We are comfortable at 45¢ retail. Our margins are just as comfortable as Green Mountain’s. In this part of private 

label, the retailer takes the biggest haircut in order to move the units.” 
Price 
 “Green Mountain and brands that automatically pass on rising commodity 

costs to the customer are losing a large part of the market because prices 
never come down when coffee costs fall. That’s where we are right now. 
Consumers are looking for a break, and in theory they could get one on 
their coffee. But the premium vendors would never dream of hurting their 
‘brands’ by giving the shopper a break. Look at Starbucks, where prices are 
actually rising even though coffee itself is down.” 

 “What this means is that every price shock takes the vendors that are more 
concerned about their margins farther up and out into rarefied luxury 
territory by middle-class standards, while other drinkers get shaken down 
into the store brand arena. Maybe the store-brand customer rises after the 
shock’s over, but there’s more room to recover now because the luxury 
brand has kept passing on inflation while the store brand has cut other 
costs to make up the difference.” 

 “The last big coffee spike we had shook a lot of niche vendors out of the 
market because they couldn’t absorb the shock and consumers weren’t 
about to put up with anyone passing on the pain.” 

Shelf Space 
 “The typical shelf we tend to operate on is 15 GMCR or GMCR-licensed 

packs and then our family of three flavored single-serve beverages. Our 
coffees are differentiated with the strong flavor and dramatic price break 
over the licensed world.” 

Sell-through has been quite 
good. We knew this would be a 
high-volume product area for 
us, but it’s actually exceeded 
expectations. … The 
stranglehold of Green Mountain 
over Keurig everywhere in the 
grocery channel is broken. … 
The numbers may not be big 
yet, but taken together they 
mean that Green Mountain’s 
numbers will not get all that 
much bigger before they either 
evolve their pricing or hit their 
own wall. 

Sales Executive  
Global Private-Label Food 

Manufacturer 

Green Mountain and brands 
that automatically pass on 
rising commodity costs to the 
customer are losing a large 
part of the market because 
prices never come down when 
coffee costs fall. … The 
premium vendors would never 
dream of hurting their ‘brands’ 
by giving the shopper a break. 
Look at Starbucks, where 
prices are actually rising even 
though coffee itself is down. 

Sales Executive  
Global Private-Label Food 

Manufacturer 
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 “I’m told we don’t sell half of all pods going through this particular retailer, but we definitely sell more than our three 
out of 18 share of the shelf would indicate. And this is important because what it really does is open up the Keurig to 
give people a clean choice. Previously if you had a Keurig, you were in the Green Mountain and licensed world. Now 
their stranglehold over their own coffee maker is broken.” 

 “Multiply our stores by all the other stores with private label and the stranglehold of Green Mountain over Keurig 
everywhere in the grocery channel is broken. That’s big because where else do you distribute your coffee? Not 
hardware or housewares; those stores love your machines but hate having to sell food. Online? Sure. But are you 
growing your share of the coffee world or simply building higher walls around your garden? That’s what private label 
does to Green Mountain. The numbers may not be big yet, but taken together they mean that Green Mountain’s 
numbers will not get all that much bigger before they either evolve their pricing or hit their own wall.” 

 

 

4. CEO for a private-label coffee manufacturer and single-serve OEM 

Private-label sales are ramping up to challenge GMCR in the long term but initial results have been minor in dollar terms. 
Coffee vendors are competing more aggressively with single-cup solutions in hospitality and institutional markets. Pricing 
is geared toward Green Mountain, but plenty of room for compression exists as vendors seek increased market 
penetration. Capacity for some pod formats is readily available as Keurig-style single-cup coffee replaces existing 
technologies. 

Private-Label Sales 
 “We do a business-to-business or ‘private-label private-label’ service for 

other roasters looking to package their product into this space.” 
 “Sales of our private-label Keurig-compatible cups are OK. We still do a lot 

more of our business in that channel into [NACCO Industries Inc.’s/NC] 
Hamilton Beach ‘washer’ style pods that go into hotels and small 
businesses. That side of the industry is actually extensive, but there’s a 
misconception that everything is still either bulk ground coffee or Keurig. In 
reality, the Hamilton Beach style machines still probably account for 8% to 
10% of the national coffee market, which is not small.” 

 “On the Keurig side, the ramp has been fast but the products have only 
been out there for about nine months, so we’re not looking at a huge part 
of the company here. Uptake among small brewers has been encouraging, 
and we are selling the cups into our existing hospitality accounts.” 

 “I think Green Mountain just lost the long game. Opening up their platform 
to a flood of competitors means their razor-and-blade strategy is broken. 
Right now nobody is really fighting to differentiate private products against 
the K-Cup in terms of price or flavor, but this is just the first wave. What 
people are fighting for right now is a place in the platform, and then they 
can build it as they get their speed up.” 

 “For 2013 I suspect private label can attract maybe 10% of the single-cup world, which I’m told would attract maybe 
$300 million domestically. That looks huge. A more realistic estimate might be that private-label K-Cup can pull 
maybe 10% out of the K-Cup world, which might be more like $150 million coming mostly out of Green Mountain’s 
pockets. 

 “If I were them, I would be fighting to crush all entrants. I don’t know why they aren’t.” 
Capacity 
 “We actually have a lot of capacity, which is why we subcontract our production line to other roasters looking for their 

own cups.” 
 “We figured out a process that takes our existing Hamilton Beach pod filling line and pours the ground coffee into 

paper Keurig-style pods instead. As long as we can source the basic filter papers, we’re good for any conceivable 
growth. At that point, we’ll have plenty of cash to expand if we need to do it.” 

 “The amount of time we use the line for Keurig is definitely increasing. We were already a little more slack than I’d 
like, so we’re making up for it on the Hamilton Beach end by running the line on weekends now.” 

I think Green Mountain just lost 
the long game. … Right now 
nobody is really fighting to 
differentiate private products 
against the K-Cup in terms of 
price or flavor, but this is just 
the first wave. What people are 
fighting for right now is a place 
in the platform, and then they 
can build it as they get their 
speed up. 

CEO, Private-Label Coffee 
Manufacturer & Single-Serve OEM 
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Cost Per Cup 
 “We target about 20¢ per cup when it comes to total production costs. The brewer generally pays 7¢ per cup, and 

the pod production might cost another 10¢. At that point, there’s a little overage built in. Then you can sell the pods 
out to your wholesale partners for maybe 40¢ per cup, with an MSRP of around 75¢ to match Green Mountain.” 

 “You can always lowball the MSRP to win share from Green Mountain or sell directly, in which case you’re earning an 
enormous profit on each cup. Our partners are free to do whatever they want. Some set MSRP extremely close to 
wholesale and sell direct in order to compete with traditional retailers. 
Others cut their wholesale and give more to the retailer in order to get on 
shelves. You can go higher if you have a spectacular product and customers 
clamoring for it. But 20/45/75 is what we tell roasters who ask how it 
works.” 

 “Maybe we could get another 2¢ to 3¢ per cup on pod manufacturing if we 
hit truly massive scale, but that’s a long time down the road. By that point 
it’s likely inflation will eat the difference. This is probably as cheap as pod 
making gets as a factor of MSRP.” 

Price 
 “Falling coffee prices are great. We are not giving customers a price break 

because we sell a premium product. What this is doing is giving us an extra 
couple of points of relief from inflating costs elsewhere in our operation.” 

 “We are not really demanding price cuts, but we are always looking for an 
opportunity to make a deal.” 

Shelf Space 
 “We sell most of our own private K-Cups into regional hotel chains and 

some restaurants. It’s the direct business I talked about. Our brewer 
partners tend to sell their private-label cups direct to retail or workplace or 
restaurants.” 

 “In terms of the retail shelf, I don’t know how much room there is for 
multiple private-label vendors in a single store. You might have multiple branded cups just like you have multiple 
branded cans of coffee now, but you might have one or at most two ‘store’ brands. That’s the private-label 
proposition. If you mean ‘not a direct Keurig license,’ then I think you’ll see massive expansion. There’s not much 
reason to pay for a Keurig license if you can retool your cup and not pay them money anymore.” 

 “I see private label booming in the workplace and restaurant channels. Nobody in these places really cares what 
brand of coffee you’re using. Restaurant cares about roast, quality, flavor, but not which doughnut company 
formulated the blend in the first place. And the office is a captive audience that just wants a coffee solution to keep 
people on site. Private label will conquer these markets first.” 

 
 

5. Sales manager for an office-supply-oriented private-label brewer; repeat source  

Although private-label single-cup coffee is growing off a low base, GMCR’s introduction of the Vue brewer appears to be 
wholly defensive in motivation. Retail prices above 80¢ per cup seem unsustainable. Green Mountain cups could fall 
below 70¢ by the holiday season. With the threat of litigation ended, every substantial brewer now wants a piece of the 
single-cup format. 

Private-Label Sales 
 “Our cup is proprietary and sold as ‘designed to work with all brewing machines.’ It offers no resistance to the 

piercing arms in either the Keurig or the Vue, and it is simple to change the form factor to fit either machine.” 
 “Our audience is adapting nicely to the new choices in the single-cup world. Sales are not huge, but we keep pushing 

forward as people get tired of the Keurig-only prices and all the endless waste from wrapping every cup of coffee in 
nonrecyclable plastic.” 

 “We were early to this market because we saw the environmental damage K-Cups were doing. Everyone else in 
single-cup is either comparing their old foil pods to the new cups or else starting from zero. For us, dollar sales in 
single cup are up about 30% year over year. We’re not a giant, but it’s encouraging.” 

Capacity 

We target about 20¢ per cup 
when it comes to total 
production costs. The brewer 
generally pays 7¢ per cup, and 
the pod production might cost 
another 10¢. At that point, 
there’s a little overage built in. 
Then you can sell the pods out 
to your wholesale partners for 
maybe 40¢ per cup, with an 
MSRP of around 75¢ to match 
Green Mountain. 

CEO, Private-Label Coffee 
Manufacturer & Single-Serve OEM 
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 “Our approach is a little different in that we only sell one cup for every 5,000 brews and then the rest of it is just 
weighing and wrapping the coffee in the filters just like the other pod systems. As long as we have coffee, we have 
capacity. The cups themselves are an easy plastic mold.” 

 “Our job is to make sure we have the coffee. That’s it.” 
Cost Per Cup 
 “We make our money on the coffee, not the cup. But unlike someone like 

GMCR, the cup is not a huge cost center for us either. We sell for an MSRP 
of 35¢, which blows away the office managers when they see it in the 
catalog. We can do it because it’s still just 5¢ to 10¢ of coffee and filter, 
while the cup itself is amortized across thousands of brews before it wears 
out.” 

 “We undersell GMCR and everyone else all the time. It’s gotten to the point 
where if we wanted to, we could give away the reusable cup for free and 
make up the cost in a few months. I’ve actually done that as a promotion to 
help our distributors bring in enterprise accounts.” 

 “GMCR still thinks they can charge 80¢ and up for the ultra-premium 
brands. That’s insane. It’s 10¢ of coffee, 10¢ of plastic and 60¢ of profit. 
That will have to come down. The gap between them or a Wal-Mart [Stores 
Inc./WMT] store brand [from TreeHouse Foods [Inc./THS] is just too high. It 
definitely can’t get much wider for any length of time. Look for another 10¢ 
to 15¢ to come out of that side of the business in the next six months, 
purely as a competitive strategy.” 

Price 
 “Low coffee prices are not terrific for us because they reduce the impact of our overall price effectiveness as a 

solution. Higher coffee prices magnify the pain point that GMCR’s margins create and send more people to explore 
more creative options.” 

Shelf Space 
 “We mostly work with environmental and alternative grocers and companies. We push that angle, and then the price 

differential can seal the deal. I am seeing a little more interest in adding options to the shelf from conventional 
retailers but there’s not much pressure to cut cost in the coffee retail market right now. People are finding solutions 
at a cost they can afford, in K-Cup and everywhere else.” 

 
 

6. Marketing director for a private-label coffee producer; repeat source 

Competitive pressure on GMCR is increasing as more vendors enter the single-serve market. Although GMCR and its 
licensees retain their stranglehold on the specialty consumer, their pricing has alienated key institutional and enterprise 
accounts, many of which are looking for new partners. Grocery probably will follow along a compressed timeline, with 
significant erosion to GMCR share emerging in the next 12 months. 

Private-Label Sales 
 “We have finally rolled out our own proprietary cup that works with all Keurig models and all single-cup coffee 

makers currently on the market.” 
 “Our own cup is brand new, but key accounts have been enthusiastic. I expect to convert a few existing K-Cup users 

to our coffee early in the new quarter.” 
 “In general, we are seeing a lot of new names in the cup world. Single cup has gone from a somewhat obscure 

territory dominated by Keurig and a few vendors like us who produce a lot of in-room brewing solutions to a real land 
rush. Now everyone wants in because the pricing is so attractive. You really make your money on the cut here by 
doling out single servings.” 

Capacity 
 “So far, so good. We have been talking to a number of production partners.” 
Cost Per Cup 
 “We are currently quoting about 35¢ a cup wholesale, which is a better deal than the accounts we work with—mostly 

food service and hospitality—will find just about anywhere. That’s the big thing. They have been coming to us 

Our audience is adapting nicely 
to the new choices in the 
single-cup world. Sales are not 
huge, but we keep pushing 
forward as people get tired of 
the Keurig-only prices and all 
the endless waste from 
wrapping every cup of coffee in 
nonrecyclable plastic. … For us, 
dollar sales in single cup are up 
about 30% year over year. 

Sales Manager, Office-Supply-Oriented 
Private-Label Brewer 
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complaining about K-Cup gouging them. As you know, the bigger your business and the more coffee your 
organization drinks, the worse the gouging gets.” 

 “A single household can manage if the monthly coffee cost jumps from 
maybe $10 to $25 or $30. You’re only out $20. A hotel that stocks 400 or 
500 rooms has lost $8,000 or more on that trade, and that’s per month. An 
enterprise that employs 100,000 people will simply not stand for that.” 

 “Keurig got its hold in the enterprise world because it eliminated wasted 
coffee. Now we can eliminate that waste at half the price. They still love 
Keurig and would not remember how to brew fresh coffee if they had to go 
back, but too many people have done the math and tried to clamp down on 
pod use because it really is expensive. That’s the backlash. Cheaper pods 
means existing habits don’t have to be reined in, which is good for morale, 
which is bad for Green Mountain because they do not sell cheap pods.” 

Price 
 “Commodity costs are pretty irrelevant on the single-cup buyer side. This is 

not a product type that goes up when coffee costs rise and down when they 
fall. As yet they haven’t gone up and they haven’t come down much either, 
maybe 10¢ on the really extreme cups that used to be in the high 80¢ 
range.” 

 “As to how lower commodity costs play out for the producer in that 
equation, it’s a cushion for your profitability. You could pass it on to the 
consumer, but nobody ever does.” 

Shelf Space 
 “Green Mountain has worn out its welcome in the office space. That means room for private label on their ‘shelf.’ 

Within retail, things are a little slower, but it will follow what people see in the office. The trend is that retail Keurig 
follows office a few years down the road.” 

 “In the groceries, any erosion of what was last year a GMCR and licensed shelf is a victory for private label. Even one 
store brand is a move from zero to whatever it might be 1 in 16 or 1 in 30. It’s a toehold that might start a trend that 
is not positive for Green Mountain’s domination of the market. I would say it’s as high as 3 in 20 now and rising.” 

 “Nobody is going to buy Vue immediately, by the way. Green Mountain will need to sell both types of pods to please 
the installed accounts for a long, long time. That means that even if someone only has a pod that works with Keurig 
and not the Vue, they are still a threat. Over the next three years as the install base transitions to the Vue, I see their 
cup sales under significant pressure, simply because they’re going from monopoly to something more resembling a 
balanced world.” 

 
 
 
2) PRIVATE-LABEL BUYERS FOR GROCERY STORES 
All six sources have seen significant growth from private-label brands in the last year, driving the single-serve category up 20% 
to 25%. Sources are pleased with the growth and anticipate further increases as momentum builds for private-label 
alternatives. Three of six sources are positioning their store brands as a slightly lower-priced premium alternative to GMCR, 
while two others are offering a value option. One source is experimenting with value and premium options in order to compete 
with GMCR on both levels. Five sources said they can easily drop prices but are not motivated to do so at this time. Two 
sources said their production costs are very low and that their strong profits are derived from private-label single-serve 
products. One said costs were 10¢ while another said profits were four to five times above costs. 
 
 
 
KEY SILO FINDINGS 
Private-Label Sales 

- 6 of 6: private-label sales growing quickly, pushing/expanding single-serve category. 
o 1: sells 8 store-brand label for every 10 branded K-Cups. 
o 1: category up 25% yy, mostly private label, GMCR up 5%–10% with slowing growth. 

We are currently quoting about 
35¢ a cup wholesale, which is 
a better deal than the accounts 
we work with will find just about 
anywhere. … They have been 
coming to us complaining 
about K-Cup gouging them. … 
Commodity costs are pretty 
irrelevant on the single-cup 
buyer side. This is not a product 
type that goes up when coffee 
costs rise and down when they 
fall. 

Marketing Director  
Private-Label Coffee Producer 
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o 1: store-brand label up 18%–20% in last few months, ramping up fast. 
o 1: store-brand single-serve now 15% of entire store-brand private-label coffee sales, including bagged. 
o 1: single-serve sales up 20%–25% with private-label sales on the same trend. 
o 1: private label came out of nowhere, decent volume, but overall market growing faster than competitors. 

Price 
- 5 of 6 can go lower on price if necessary. 
- 3 of 6 competing with GMCR as a premium brand but priced slightly lower at 60¢ to 85¢ per cup. 
- 2 of 6 competing with GMCR as value brand at 50¢ to 55¢ per cup. 
- 1: costs 10¢ for production, 55¢ at retail, gives customers value and premium brand choice. 
- 1: experimenting with 45¢ cups that would be a value option compared with store-brand premium at 70¢. 
- 5 of 6: not concerned about commodity costs. 

Shelf Space 
- 5 of 6: private label gaining shelf space. 

o 1: adding private-label space but not cutting GMCR. 
o 1: 1 in 7 SKUs is private label. 
o 1: maintaining prime space for GMCR, carrying as many private labels as possible to grow category. 
o 1: only carries private label, no GMCR. 
o 1: 1 in 4 SKUs is private label. 
o 1: GMCR is growing the space and present at more locations like hardware stores and office suppliers. 

 
 

1. Private brand executive for a national grocery group with a store-brand label 

Private-label single-cup coffee sales have nearly reached parity with the branded K-Cup on a volume basis although the 
base remains small nearly a year after launch. Even discounted single-cup products are profoundly profitable compared 
to their prepacked counterparts. Plenty of room exists to drive prices down in order to capture sales. GMCR and most 
competitors have yet to cut prices in response, but some downward motion is inevitable. The residential Keurig audience 
remains relatively small but is growing toward the mass market. 

Private-Label Sales 
 “We are aggressively selling our private label in the single-cup packaging. In 

terms of unit sales, we’re moving already about 80% of our branded K-Cup 
volume now in the private label off a standing start. I’d count that as a win 
because this is a very attractive area for us, and it’s an obvious place where 
we can squeeze some extra leverage out of our existing private-label 
activities.” 

 “I won’t lie: It’s been a slow ramp because we are not a big K-Cup outlet in 
general. People don’t really come to our stores to fill their Keurig machines. 
Usually they interact with the Keurig ecosystem at the office and then stick 
to prepacked drip at home. With that in mind, I’m optimistic about our 
product’s ability to capture the people who are bringing Keurig into the home 
or looking for a cheaper way to provision the workplace.” 

 “We are definitely marketing as a more value-conscious and a more 
environment-conscious option for the people who are already in the Keurig 
space. So the lower end of the Keurig world, maybe, but that’s also the side 
of the Keurig story that’s actually growing. Their brand is growing down, not 
up. As it grows down, we become a credible competitor.” 

Price 
 “Our cups cost out at around 55¢. We can do that because our version is 

less packaging-intensive and so is closer to the bulk coffee in terms of cost 
to us. Right now it costs us less than 10¢ per cup from bean to shelf.” 

 “I haven’t seen K-Cups come down at all, which works for us. We’re happy to 
have a premium brand like GMCR and a value brand to anchor the ends and 
then fill out between as third parties get traction with shoppers.” 

Our cups cost out at around 
55¢. We can do that because 
our version is less packaging-
intensive and so is closer to the 
bulk coffee in terms of cost to 
us. Right now it costs us less 
than 10¢ per cup from bean to 
shelf. … We are benefiting from 
low coffee prices but have 
enough room here to keep our 
pricing low, even if the 
commodity market recovers. 
This is our long-term normal, 
and it is not only sustainable 
but remarkably profitable for 
us. We can go a lot lower but 
we could also have easily gone 
20¢ per cup higher. 

Private Brand Executive  
National Grocery Group 
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 “We are benefiting from low coffee prices but have enough room here to 
keep our pricing low, even if the commodity market recovers. This is our 
long-term normal, and it is not only sustainable but remarkably profitable 
for us. We can go a lot lower but we could also have easily gone 20¢ per 
cup higher, which would only have multiplied our profit per pack another 
couple of times.” 

 “I would expect other retailers to follow our lead and create a product 
priced below K-Cup. So far I see most people simply aiming to match K-Cup 
pricing in order to ride the success of the Keurig system. These are 
basically me-too products, ways to repackage some of your existing bulk 
coffee supply relationships into a place where a percentage of your coffee 
sales have already gone or are going in the near future.” 

Shelf Space 
 “We have not sacrificed Green Mountain space so much as taken the 

display room from our prepacked private label and pushed those square 
feet over toward the K-Cups. Our Green Mountain space was always fairly 
limited and will probably continue to be limited. Ideally, we will keep a 
token presence there and then as the Keurig system expands we can broaden that side of the shelf with third-party 
brands and our own products that feed those coffee makers.” 

 
 

2. Category manager for a national grocery group with a store-brand label 

Single-cup coffee continues to gain traction on relatively upscale grocery shelves, but GMCR is not the primary beneficiary 
of that trend. At best, K-Cup sales are growing in line with the Keurig user base. Private label is growing at a much higher 
rate as cheaper vendors convert some of the established K-Cup audience to their brands. GMCR remains the category 
leader and pulls shoppers into that part of the store; promotion of private label is somewhat passive. New packaging 
techniques let vendors manage their costs and maintain profitability even at a 20% discount from K-Cup pricing. 

Private-Label Sales 
 “Sales of the single-cup pods have been decent across the K-Cups and 

third-party brands like our own, especially in our more upscale concepts. In 
all, I think the category is up 25% over last year, and most of that is organic 
growth from the category expanding. It’s pretty much all our private-label 
products, which were very new last summer.” 

 “K-Cup itself is not really growing much for us—maybe 5% to 10%. It’s a 
stable category in a lot of ways because once you buy the brewer, you’re 
committing to switch your routine coffee buying to the pod system and your 
options are limited to who has pods. You aren’t going to dip your toe and 
then buy more pods as you learn to love the product. You’re probably not 
going to drink a whole lot more or less coffee. It’s a one-to-one transition.” 

 “What we are seeing is that the category is growing because more people 
are still buying Keurig brewers and the people who are on the brewers 
aren’t switching back. But the interesting thing is that more of those newer 
converts are going to the grocery store for their coffee in a pod instead of 
going direct or to a specialty retailer. This is not a fringe product anymore 
and as it widens out, we are getting the new people as well as a lot of the 
old fringe users looking for a more convenient supply point. And when they do that, we have an opportunity to get 
them to switch their supply to us.” 

 “K-Cup has not dropped. But its growth has slowed from impressive to slow because there are more products now 
fighting for their share of the overall category growth. Our product is growing faster than the pure K-Cup. It has a long 
way to go before it catches K-Cup, but the trend goes the right way.” 

Price 

In all, I think the category is up 
25% over last year, and most of 
that is organic growth from the 
category expanding. It’s pretty 
much all our private-label 
products, which were very new 
last summer. … K-Cup itself is 
not really growing much for us—
maybe 5% to 10%. 

Category Manager  
National Grocery Group 

We’re moving already about 
80% of our branded K-Cup 
volume now in the private label 
off a standing start. I’d count 
that as a win because this is a 
very attractive area for us, and 
it’s an obvious place where we 
can squeeze some extra 
leverage out of our existing 
private-label activities. 

Private Brand Executive  
National Grocery Group 

 1 Ferry Building, Suite 255, San Francisco, CA 94111 | www.blueshiftideas.com 
13 



 

Green Mountain Coffee Roasters Inc. 

 “We are priced for affordable luxury, anywhere from about 60¢ to 75¢ per cup but focused on the lower end. That’s 
a little under GMCR. We’ll probably stay there or maybe move a little lower if we need to in the long run. This is a 
great price point for us because it’s a bridge from the new higher end in the form of the K-Cup and the old value 
brand area where our coffee plays.” 

 “Because we use a different cup, our costs are lower than what GMCR has 
to charge, what with their added layers of plastic and heat sealing. We are 
selling something closer to value store-brand coffee for something closer to 
ultra-premium single-serving prices, so we win on both sides.” 

 “I have not seen any discounting on the price we pay per K-Cup or the 
MSRP. I can imagine they’re in a bit of a dilemma because they can’t really 
lower their pricing to us and trust us not to undersell their direct sales, 
which is where they really make their money. And they sure aren’t going to 
cut their MSRP on the direct side because that’s where they make all their 
money, and they want to preserve that. So all they really have going for 
them is their brand and a situation where anyone can outcompete them on 
price.” 

 “We are happy with the price we pay on our private-label pods. We get a 
bigger slice of the profit than we do on the K-Cups, so we’re happy to get 
that. If the supplier is getting a break in the form of lower coffee prices, 
that’s the supplier’s right to capture that. We aren’t going to tear into them at this point.” 

 “We can absorb higher coffee costs if we need to compete. But I suspect GMCR will raise its prices faster so we can 
wait for cues from them and keep them on the defensive that way.” 

Shelf Space 
 “We’ve gone from practically zero—maybe a few display units per store—to where we are today, which is a healthy 

little shelf of maybe 35 SKUs in the mix. Five of those are ours, and most of the rest are GMCR branded. 
 “For us, single-cup coffee is still a fairly new area in the more ‘lifestyle’-oriented stores. It’s a luxury point that works 

better in the remodeled neighborhoods. It’s all still so new.” 
 
 

3. Brand manager, national grocery group with a store-brand label 

GMCR will continue to dominate the single-cup space for the foreseeable future. Although the overall market opportunity 
is narrower than some might expect, it is deep enough to attract opportunistic competitors or those looking to protect 
their interests. Retailers in particular are looking for a way to convert low-margin bulk coffee sales to higher price points 
and ultimately better profitability. Price pressure is inevitable. 

Private-Label Sales 
 “We’re happy. Sales of our private-label product have ramped up fast in the first year, but more importantly in the 

last few months they’ve been tracking growth in the overall single-cup shelf, which is maybe 18% to 20%. That’s 
what we want to see. We want to have a credible foothold in a fast-growing category, which is what this is. Overall 
coffee sales are pretty mature, but this is the place where product mix can differentiate itself.” 

 “Green Mountain is definitely the top dog in the category. It’s really their category. They built it, and as long as they 
have the relationship with the brewing machines, they own it. Everyone else is basically happy to get a piece of the 
market they built, which is really free money in some ways. As long as we keep our coffee sales for drip machines 
from shrinking faster than the drip share of the coffee market, we can win as long as we grow our pod sales at the 
pace of Keurig adoption.” 

 “I don’t see Green Mountain going away. If they do, it will mean Keurig is going away and that will be a disaster for 
that shelf. What’s interesting though is that people talk about 30% of all coffee sales as being single-cup pods. That 
doesn’t mean one out of three cups of coffee. That means 30% of the billions of dollars being spent on at-home or 
at-office coffee is on single-cup pods. Each pod costs five times as much as the drip cup, so you can do the math on 
how deep the penetration really is. It’s not.” 

We are priced for affordable 
luxury, anywhere from about 
60¢ to 75¢ per cup but 
focused on the lower end. 
That’s a little under GMCR. 
We’ll probably stay there or 
maybe move a little lower if we 
need to in the long run. 

Category Manager  
National Grocery Group 
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 “What you have is a choice for retailers and everyone else where they can 
charge $10 a pound for drip coffee or $10 for what amounts to maybe 3 or 
4 ounces of coffee, plus packaging. People still drink the same number of 
cups, but now your turn on that shelf has jumped 500%.” 

 “So we are not marketing our private label to take over the single-cup world. 
We are simply positioning ourselves in another angle of this very desirable 
category, so we are sure we have it all covered. If we were somehow to take 
over all the K-Cup sales in our stores it would be great, but then we’d lose 
the great work Keurig has done with marketing the delivery system and the 
new form factor. They have given us a real blessing.” 

Price 
 “Right now we are riding a little below GMCR at about 70¢ per cup, 

although of course we’ll run promotions and special deals on a tactical 
basis. We are experimenting with products that run down to 45¢ per cup 
but as yet aren’t rolling them out nationally. There’s no need to get that 
aggressive while the volume sales are still on the low side. Maybe if and 
when the pod has one-third of the cups and not just one-third of the dollars, 
we’ll be eager to play in that space.” 

 “GMCR has not lowered prices at all as far as I can see. They have a 
problem in that the proprietary line is priced in some crazy ways to 
maximize profit. Notably, the teas are more expensive than the coffee even 
though tea is a lower-cost product to package at commercial scale, so the 
tea drinkers do not come in. Coffee and tea are still like dogs and cats: They 
don’t mix. Besides, tea has the tea bag culture behind it. The teas don’t sell 
well.” 

 “Coffee prices are a moment of relief right now but everything else is still pointed higher in the middle term, so we’re 
not using coffee as a way to recoup costs or feed inflation to consumers either. Our relationships are all hedged 
anyway, so we’re at a price we can live with no matter what happens.” 

 “I am not pushing back on our vendors. We are turning a cup of coffee into four or five times the price point. That’s 
enough. When the crowded shelf gets ugly and people start realizing they’re not getting the share they want, we can 
all push back.” 

Shelf Space 
 “We give GMCR pride of place because that’s the destination for the Keurig 

owner. We are also careful to stock as many third-party cups as we can, 
because the more cups we have on the shelf, the more we can capture that 
high-growth side of coffee.” 

 “Everyone in the coffee world wants a single-cup product. I think there’s far 
too much supply out there, but it’s not my problem. We don’t play favorites.” 

 “We have so many concepts that it’s hard to say. On average we might have 
70 to 80 SKUs of pods and a few hundred of the conventional coffee. The 
goal here is to give them just enough choice on the conventional side so we 
get that cup, but to give the Keurig user maximum choice so we definitely 
have our shot at getting that cup, whatever the brand preference happens 
to be.” 

 “Every reset shrinks the conventional shelf a little and gives the space to 
pod. Our brand is of course the only constant there besides GMCR and 
Starbucks. Everything else fits in around the edges.” 

 
 

4. Key account manager for a regional convenience store with a store-brand label 

Green Mountain is not necessarily facing competitive pressure in its established retail channels, but its opportunities for 
expansion are narrowing as private-label vendors move single-cup products into new outlets. Single-cup coffee is 

Right now we are riding a little 
below GMCR at about 70¢ per 
cup, although of course we’ll 
run promotions and special 
deals on a tactical basis. We 
are experimenting with 
products that run down to 45¢ 
per cup but as yet aren’t rolling 
them out nationally. There’s no 
need to get that aggressive 
while the volume sales are still 
on the low side. … I am not 
pushing back on our vendors. 
We are turning a cup of coffee 
into four or five times the price 
point. That’s enough. 

Brand Manager, Natl. Grocery Group 

We give GMCR pride of place 
because that’s the destination 
for the Keurig owner. We are 
also careful to stock as many 
third-party cups as we can, 
because the more cups we 
have on the shelf, the more we 
can capture that high-growth 
side of coffee. 

Brand Manager, Natl. Grocery Group 
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becoming a viable mass-market category, displacing 15% of existing private-label sales so far. The marketing plan is not 
to compete directly with GMCR or capture sales from other single-cup vendors; instead, the goal is to grow with the 
category. 

Private-Label Sales 
 “We were previously not a big K-Cup retailer because our focus is on our private-label ground coffee, so there’s no 

real comparable there. K-Cup sales have gone from zero to zero, basically. Single-serve coffee has become maybe 
15% of our total private-label coffee mix off a base of zero in the fourth quarter.” 

 “We are pleased with initial uptake. Either way we win because people are still buying and drinking our coffee, but 
the single-serve format is more profitable for us.” 

 “The single-serve customer is more upscale and more into the coffee. They’re what I would call our hardcore 
customer, the person who is really in love with the house brand we’ve already built for the at-home market.” 

 “We are not actively marketing private-label single-serve as a reason for people to come in if they weren’t coming in 
already. We’re not actively competing against Green Mountain or Starbucks and saying, ‘Come in, we have another 
single-serve flavor to try.’ We’re simply making our coffee available to people who already have a loyalty to our blend 
and would like to get it in the single-serve format.” 

Price 
 “We are charging about 85¢ a cup in the 12-cup packs. The goal here was to compete head to head with Green 

Mountain as a straight replace, not as a value alternative. If you have a single-serve machine, you’ll pay about 75¢ to 
85¢ per cup whether you go with us, Green Mountain or some other vendor. The only question is flavor and brand 
loyalty.” 

 “We can easily cut price, but this is not a loss leader for us. Although packaging is expensive, we already have the 
bulk coffee supply relationships in place so the core cost is subsidized. And because we sell straight through, we 
recoup more of the retail price. Again, we are a little different because we are so invested in our private label. It’s not 
a matter of us auditioning bids. We already have a mature brewing and packing program.” 

 “Pricing seems stable here, but if adoption of the single-serve coffee makers broadens it will come down, simply 
because at that point single-serve will be a mass market category and not just a niche luxury system. Mass market 
means a wider range of prices, market positions.” 

 “There are also a lot of hopeful vendors in this space. Most will remain niche players, but those who want to actually 
win share will eventually move to undercut Green Mountain for a bigger piece of its leadership. That means pricing 
below Green Mountain because they have some other driver to protect their overall profitability.” 

 “We are not interested in undercutting Green Mountain yet. We are interested in growing with adoption of the single-
serve coffee machines.” 

Shelf Space 
 “The stores are small, and we basically have a coffee shelf dominated by the private label already and then the rest 

is given over to national brands in the traditional bagged or canned format. Green Mountain is not a part of our 
product mix. Our private-label single-serve is the first real introduction of the ‘K-Cup’ format to our stores.” 

  
 

5. Brand manager for a regional grocery group with a store-brand label 

Single-cup retail is becoming a confused category and GMCR’s dominant position may be difficult to defend. Overall 
category growth is in the 20% to 25% range in terms of unit sales and gross revenue. Private-label pricing is flirting with 
levels 30% below Green Mountain MSRP in an attempt to capture per-cup pricing that still delivers an impressive margin 
upside. Licensed K-Cup sales are robust as consumers change brewing methods but remain loyal to favorite brands. 

Private-Label Sales 
 “Our private label is not exactly an afterthought, but it’s not really a huge focus. We have seven SKUs in the category 

and then support about another 20 from Green Mountain or their licensees. We don’t actively market it or push it out 
there. We just keep it on the shelf.” 

 “Overall single-cup is doing well with maybe 20% to 25% growth over last year. It’s still a small piece of our coffee 
aisle, but when you consider where the base was two to three years ago, the trend is very encouraging. Our private 
label is about on trend, maybe a bit lagging just because so many licensed brands are coming in and taking their 
share of the category.” 
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 “To be honest it’s very confused, with Green Mountain supposedly being the premium vendor but then you have 
Starbucks, [Smuckers’] Folgers, Tully’s in the market too with very loyal shoppers. We stock Starbucks because it’s 
actually the biggest thing in our single-cup world. Everyone likes it. Tully’s is the ‘not Starbucks’ choice, Folgers is the 
national safe brand, then there’s our private label for the value shopper. 
Green Mountain is expensive but lacks the punch of Starbucks around 
here.” 

 “Anything can happen here. There are too many people trying to make a 
name for themselves, and as far as I can see the only thing Green Mountain 
can really do is lose ground. They’re already on top. Disruption plus 
dominance equals downward pressure on the leader’s share.” 

Price 
 “Our private label is 50¢ a cup. We sell single Green Mountain at $1.29. We 

actually put a premium on the Green Mountain cups because we can do it. 
Nobody else around here even sells the stuff. It’s great coffee, and we do a lot of business on the prepacked Green 
Mountain bags side. But not too many people here have Keurig at home. Those who have it at the office tend to get 
their supplies by mail order.” 

 “Between 50¢ and $1.29 a serving there’s endless room for differentiation and market confusion. Most people are 
hanging out at around 75¢ to 80¢ per cup. We can probably go lower, but this is a sweet spot for us that we’d rather 
not lose just to win part of a market that’s not really ours anyway. That’s not the job of a private brand.” 

 “What we are seeing is the existing traditional brands rushing to get their taste of the Keurig market that exists. 
Folgers is the classic example. We are seeing regional brands dipping in and doing almost exactly as well as they do 
in the traditional packaging. It’s the same audience. It’s not like there’s a Folgers drinker and then a rarefied Keurig 
drinker who discovers Folgers. Everyone knows Folgers.” 

Shelf Space 
 “We stock about 90 SKUs of traditional coffee, so it’s still the heart of our beverage shelf. The single-cup pods are 

also smaller; we can fit them into a smaller space near the coffee cans, and people will find it.” 
 
 

6. Coffee buyer for a coffee company that licenses K-Cups with Green Mountain 

GMCR continues to invest in new equipment and expansion, which indicates the market for K-Cups must be growing at a 
strong enough rate to outpace increasing sales from competitors. 

Private-Label Sales 
 “On the surface it would seem like the onslaught of private-label, single-

serve products would have an impact because of the number of new 
products out there: Safeway with their private-label, Keurig-compatible cup; 
Coffee Bean & Tea Leaf with theirs; another brand being sold in Office 
Depot. … There are a number of brands around the country that have come 
out of nowhere, and are presumably doing a decent volume, and yet Green 
Mountain continues to invest in new equipment and expansion.” 

 “So the market must still be growing faster than the capacity for the 
competitors.” 

Price 
 “Prices—it’s tough at the retail level because when they do discounting, you 

never really know whether it’s manufacturer-inspired or retail-inspired 
discounting. A lot of times they’ll decide to run an item on promotion just to 
draw people to that section of the store.” 

Shelf Space 
 “Keurig K-Cups seem to be occupying more space in the grocery store than they used to be, and you can find them in 

more retail-oriented locations than you used to: hardware stores, gas stations, you name it. They’re not being 
crowded out by the private labels yet.” 

 

As far as I can see the only 
thing Green Mountain can 
really do is lose ground. 

Brand Manager  
Regional Grocery Group 

There are a number of brands 
around the country that have 
come out of nowhere, and are 
presumably doing a decent 
volume, and yet Green 
Mountain continues to invest in 
new equipment and expansion. 

Coffee Buyer, Coffee Company that 
Licenses K-Cups w/Green Mountain 
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3) COFFEE CATEGORY MANAGERS AT NON-GROCERY RETAILERS 
Three of five sources said K-Cup sales are increasing and that GMCR’s success in developing the single-serve category is now 
leading to a rise in private-label competition. However, only two sources carry private-label brands; the other three are not 
interested in being a coffee pod retail channel since they are more focused on Keurig machine sales. The two sources 
carrying private labels represent big-box retailers with ample grocery sections; one has a GMCR-licensed private label for 
which sales have grown 30% and will make up 30% of all GMCR K-Cup sales for the chain by the end of the year. The other 
source decided to introduce its own private label. Shelf space is growing for only the GMCR-licensed private-label provider. All 
sources said GMCR will not lower prices, no matter the commodity price. The source introducing a store-brand label will do so 
at a lower price than Keurig K-Cups and is entering the market now that coffee prices are lower. 

 

 

 
KEY SILO FINDINGS 
K-Cups 

- 3 of 5: K-Cup sales are increasing. 
o 1: 30% 
o 1: 15% 
o 1: 10% 

- 1: no longer carries K-Cups. 
- 1: K-Cup sales down 5%. 
- 3: Keurig sales growth is slowing. 

o 1: stopped carrying K-Cups. 
o 1: sales down 5%. 
o 1: sales up 5% but fad is slowing. 

 
Private Label 
Sales 

- 3 of 5: don’t carry private labels. 
- 1: GMCR-licensed private label has 30% of all GMCR sales, can’t keep it in stock. 
- 1: launching own store-brand K-Cups; GMCR is having a tough time fending off all new entrants. 

Price 
- 5 of 5: GMCR is not discounting and is staying at 75¢/cup; $1/cup for Starbucks. 
- 1: GMCR-licensed private label at 47¢/cup, others 55¢ to 60¢; coffee prices irrelevant. 
- 1: developing own private label that beats GMCR on price; lower coffee prices made it feasible to enter the market. 

Shelf Space 
- 3 of 5: don’t carry private label. 

o 1: compressing K-Cup display for emphasis on accessories. 
o 1: has too many SKUs and wants to reduce; is cutting hot chocolate, teas. 

- 1: all GMCR licensed or branded, more brands coming. 
- 1: bagged/canned coffee leads single-serve 7 to 1. 

 
 

1. Buyer and private-label brand developer for a national big-box retailer that partners with GMCR  

GMCR is working with third parties to increase its unit volumes and maintain its overall command of the single-cup 
category, even if it means accepting some margin compression. Price compression is not a real threat to premium 
brands. Single-cup remains at best a three-vendor market, with the tertiary role open for a low-price vendor. Overall sales 
in the category are up 30%, and value-oriented private labels are difficult to keep in stock. 

K-Cups 
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 “Green Mountain is doing very well for us. We sell it for the equivalent of maybe 50¢ a cup for the premium flavored 
blends, and people can’t get that anywhere else. It’s basically the wholesale price, maybe 5¢ a cup better. That’s a 
good margin. What I do not see around here is anyone coming in who’s willing to match that price. Far from being the 
unapproachable rarefied premium vendor, it’s actually coming in below the other branded cups.” 

 “We are up about 30%, and probably 90% of it comes from some form of 
Green Mountain brands and generic coffee powered by Green Mountain. It’s 
a powerhouse for us. I think the powered-by-Green Mountain private label 
will be 30% of our cup mix by the end of the year, which is great considering 
that the program is only seven months old. Green Mountain proper will have 
60%, and the others will split the rest.” 

 “I don’t see Green Mountain needing a response to private-label 
competition. They are the best-selling private label here. All they are doing is 
protecting the premium Green Mountain brand and giving us very similar 
coffee at maybe 5¢ a cup cheaper than retail to capture that side of the 
market. That’s it. I think they might lose a little profit, but they keep the sale 
and their margins are apparently rich enough to handle it.” 

Private-Label Sales 
 “Our private brand is the cheapest in the market, and we have people 

calling us worried that it’s been canceled because we can’t keep it in 
stock.” 

Private-Label Price 
 “Most of the GMCR licensed brands are actually more expensive in our 

stores. Even with aggressive bulk discounting they might run 55¢ to 60¢ a 
cup. Green Mountain tops out at 50¢ a cup with us. Our in-store brand is I 
think 47¢.” 

 “Coffee prices are kind of irrelevant from our point of view because we contract our pricing a year or so in advance. I 
don’t think dropping coffee prices will help us bring prices lower. This seems to be the bottom for most of the 
vendors right now, including Green Mountain.” 

Private-Label Shelf Space 
 “About 20 of our single-cup products are Green Mountain. Maybe another 10 are Green Mountain-licensed like 

Tully’s, Caribou, Newman’s Own, Donut House, Folgers. They each get about one display unit, and the Green 
Mountain family gets the rest. I expect to see the shelf broaden in the next few months as we bring on more brands. I 
don’t really expect them to do all that well, but on an incremental basis it will help us win every cup we can.” 

 
 

2. Buyer and private-label brand developer for a national big-box retailer 

GMCR faces more intense competition now that Keurig’s success has built out the single-cup coffee market. The 
company’s share of global K-cups peaked last year, and it has shown little compelling innovation to stop any decline. The 
audience for third-party pods is not as highly invested in quality or freshness so cheaper manufacturing methods present 
opportunities for vendors to compress per-cup prices without destroying their profit margins. 

K-Cups 
 “Our overall single-cup has probably expanded to 35% of our coffee dollar sales in the last two years, and Green 

Mountain basically owns half of that. Starbucks has about half of what’s left, and then the other 25% or so is 
extremely fragmented. We are happy to situate a private brand in that kind of space to shake up the lower 25% and 
create a stronger third option for what are otherwise two fairly upscale category owners.” 

 “Green Mountain sales are still climbing by maybe 5% a year, but the other brands in our per-cup inventory are 
moving much faster than that off a lower base, call it 15% to 20% in the last year. Starbucks is huge and getting 
bigger, probably because Starbucks has its own coffee machine now. People who buy that machine are obviously big 
fans. In some of the regions we play in, the other branded coffeehouse blends are doing well: those like Tully’s have 
their following, New England Coffee, names like that.” 

Private-Label Sales 
 “We are in the process of launching a private-label brand of our own. Now the scale is there.” 

We are up about 30%, and 
probably 90% of it comes from 
some form of Green Mountain 
brands and generic coffee 
powered by Green Mountain. 
It’s a powerhouse for us. I think 
the powered-by-Green 
Mountain private label will be 
30% of our cup mix by the end 
of the year, which is great 
considering that the program is 
only seven months old. 

Buyer & Private-label Brand Developer 
Natl. Big-box Retailer (GMCR Partner) 
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 “We’re about at the tipping point where we’re selling more of other people’s single-cup pods than we’re selling Green 
Mountain. Do they cut price to regain share? No, because everyone else can match and race downward. Do they 
come up with something new and exciting? I haven’t seen it yet. Hot chocolate isn’t winning a lot of fans. They’ve 
succeeded in creating the single-serving brew category, and now everyone wants some. I don’t see Green Mountain 
fending them off.” 

Private-Label Price 
 “Green Mountain is not discounting. Starbucks is definitely not budging on 

its prices. I hear rumors of some of the other private-label vendors 
experimenting on pricing, but we’re not forcing their hand at this point. Our 
own private single-cup is already beating them on price.” 

 “We can make it because packaging has improved and we can do it more 
cheaply, in addition to the raw coffee outlay. People talk about the punch 
and the heat sealing and the filterless system in a Keurig, but it’s not 
exquisite, super–high-end coffee. When you’re talking about value-priced 
Keurig cups, you’re already one step down from there in terms of coffee 
snobbishness. What I’m saying is that people who want to pay less will 
accept a less exquisitely packaged cup. Packaging is killing Green 
Mountain. The cups are expensive to make.” 

 “High coffee prices around 2007, 2008 were a factor in why we 
discontinued our single-serve products in the first place. We knew that 
people would balk at paying $1 for a cup of coffee they brew at home, no 
matter how good it is, so when coffee got to the point where we couldn’t 
meet that price point, we dropped it. Now we can handily make that price point, so we’re back.” 

Private-Label Shelf Space 
 “We currently organize our coffee shelves about as they perform for us on a unit basis. That’s about seven shelves of 

cans and bags for every one shelf of pods. The pods are smaller and lighter. We don’t need to put so many out on 
the floor at any given point in time.” 

 “Also, there are still more SKUs in the cans and bags that we need to serve. The old-school percolator world is much 
more fragmented in its way. There are more brand loyalties, more people we will upset if we abandon a brand before 
its time. That’s OK. The pods only have two substantial brands, and everything else is luxury of choice. We can sell 
more aggressively on the old-school side.” 

  
 

3. Merchandise manager for a national housewares chain  

Private-label pods have yet to get sales traction and pose no threat to GMCR or licensed K-Cup vendors. Also, no price 
pressure has emerged in the last year. Overall category growth has slowed. The focus has shifted from single-cup 
consumables to accessories. 

K-Cups 
 “Keurig sales are up about 5% over last year, and the single cups are maybe up 10%. We seem to be in a groove, so 

that might be the number we see into next year as well. We only sell the authentic Keurig licensed flavors, including 
the Starbucks and the other recognized connoisseur brands.” 

 “In general, we have seen the Keurig fad slow a lot. People who wanted one have one. I don’t know if it’s saturated, 
but the need for new cups every few weeks is not really where our customers seem to be thinking these days. I’ve 
heard about quite a few who buy the permanent washable filter and never buy another prepackaged cup. 

Private-Label Sales 
 “We don’t sell anything private-label or off-license. We’re not a convenience store.” 
Private-Label Price 
 “We haven’t seen any price movement at all. Starbucks is $1 per cup and most of the Keurig are 75¢, including 

Green Mountain proper. It hasn’t changed in a while. With coffee prices where they are, I doubt they’ll change in the 
near future.” 

Private-Label Shelf Space 

Our own private single-cup is 
already beating them on price. 
… We can make it because 
packaging has improved and 
we can do it more cheaply. … 
People who want to pay less 
will accept a less exquisitely 
packaged cup. Packaging is 
killing Green Mountain. The 
cups are expensive to make. 

Buyer & Private-label Brand Developer 
National Big-box Retailer 
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 “We have compressed our Keurig cup displays in the last six months or so. In the process, we lost a lot of the tea, 
some of the more pedestrian, licensed brands like Folgers. All we really want is to have a selection for people who 
happen to come in and want a little something extra for the kitchen. We’re not aiming to carry everything available 
for Keurig.” 

 “We are using the space this frees up to showroom more cup accessories: cup holders, disposal for the empties, 
reusable filters are selling quite well. The cups have such a low price point that they’re not worthwhile to restock, to 
be honest. Bringing up another few filter packs from the back is a better use of our resources.” 

 
 

4. Merchandising executive for a housewares chain  

GMCR’s relevance as a single-cup coffee manufacturer has faded and its consumables business is stalling as the 
disposable cup comes under scrutiny. Most non-grocery Keurig vendors carry only the K-Cup starter packs as a courtesy 
to people buying the machine. Others are switching to devices that incorporate the Keurig technology but are more 
upscale brands, such as Lifetime Brands Inc.’s (LCUT) Cuisinart or Starbucks’ Verismo. Private-label pods are not part of 
the product line and are unlikely to enter it in the near future. 

K-Cups 
 “Single-cup coffee makers are still doing good business for us, better than ever since we stopped carrying Keurig and 

switched that display to feature Cuisinart and the machine from Starbucks, the Verismo. Those brands have more 
cachet with our shoppers. I’d say we’re selling 10% more units than we were in the Keurig era, and the MSRP per 
unit is easily $100 to $300 more.” 

 “What this means is that we are not carrying Green Mountain cups any more. Our sales of that product have gone 
from decent to zero. We still carry Starbucks cups to go with the Starbucks machines, and they sell 20% better than 
the Green Mountain did this time last year.” 

 “We are seeing Starbucks pick up into one of our star performers since it debuted last fall. People who are particular 
about coffee tend to love Starbucks, or else they’re going way out into the espresso machine space. Starbucks is sort 
of the middlebrow brand around which we can sell some machines.” 

Private-Label Sales 
 “We only sell Starbucks K-Cups.” 
Private-Label Price 
 “We sell Starbucks cups at $1 apiece in the packs, and nobody complains. Private-label coffee would be a complete 

nonstarter. We aren’t a grocery store.” 
 “There’s also the basic issue of style. Packing a lot of single-service packs makes your kitchen look like an airplane 

galley. We sell a lot more of the reusable permanent filters so people can measure their own coffee and stop 
throwing bucket after bucket of empty cups in the trash week after week. The empties were ridiculous for real coffee 
drinkers. A reusable filter gives you the same cup and cuts out all the waste.” 

 “In all, I would say we sell reusable filters to half our Verismo sales. Anyone can buy Starbucks coffee and grind it 
themselves if they’re addicted to coffee.” 

Private-Label Shelf Space 
 “A lot of housewares retailers were never fond of being the distribution point for the cups. We are not a grocery store. 

We do not sell razor blades. We sell high-quality kitchen tools, not snacks. Look around at the stores that sell Keurig 
and you’ll find a lot of token attention to the cups.” 

 “Our shelf space is technically all ‘licensed brand,’ I guess. All we stock now is the Starbucks packs. They actually get 
people to come back once in a while although realistically we only sell one or two per machine.” 

 
 

5. Merchandise manager for a regional appliance chain  

Keurig sales have slowed, and Green Mountain is only nominally the leader in the crowded K-Cup space. Although 
private-label pods are reportedly gaining share, they are rarely sold with the brewing machines. This gives GMCR an initial 
advantage in building brand awareness as the default provider of single-cup coffee. 

K-Cup 
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 “It’s been a bit of a lull for Keurig here, and that’s how we really concentrate on this entire product category. We sell 
K-Cups as an adjunct to making the Keurig sale and not as an end in itself. Nobody comes in looking for K-Cups. 
They buy their coffee across the street.” 

 “Keurig sales are down for us about 5% so far this year [year to year], and K-Cup sales are down about the same 
amount, maybe a tiny bit less.” 

Private-Label Sales 
 “We do not really carry private-label cups and have no desire to do so, so 

our potential to give business to the private coffee companies is essentially 
zero.” 

Private-Label Price 
 “Green Mountain lets us discount the coffee, but nobody ever does because 

it’s a pain to work with and the boxes we sell do add up to a fairly profitable 
item. And more importantly, nobody comes in to buy a coffee maker 
because the cups are on sale.” 

 “But in theory, Green Mountain cups could easily go down to 50¢ apiece. As 
it is, they’ve come down a bit but seem very, very set here at 75¢. The math 
looks good there: 16 for $11.99, a nice number of cups for about the price of a one-pound bag of coffee. Of course, 
it’s only a week’s worth of coffee for two people.” 

 “We will be a little sad if pricing comes down. A higher price point justifies the cups’ place on our shelf. We will 
probably let them go if it comes to that. Let the corner deli have it.” 

Private-Label Shelf Space 
 “We already stock 24 SKUs worth of Green Mountain and other K-Cups. That is already too much. A good eight of 

them I would say never move. Starbucks is a good brand, but you can get it anywhere. Green Mountain is the core 
brand people buy when they pick up a brewer, and that’s only four SKUs. Usually people pick up one Green 
Mountain, one Starbucks and one of the others when they buy a machine because they want to play coffee shop. 
Then we never see them again.” 

 “The key thing would be to get into that retailer assortment so you get that near-guaranteed sale when someone 
picks up a new Keurig.” 

 “This has gotten me thinking that it’s time to reconsider the Keurig shelf. The tea can probably go. The hot chocolate 
is iffy. I don’t know how many Colombian roasts I need. We might have only 16 SKUs in six months.” 

 
 
 
4) ONLINE DISTRIBUTORS 
Two of four sources said private-label K-Cups are encroaching on GMCR’s K-Cup share and expect the new entrants to make 
up 40% of their sales by the end of 2013. Nonetheless, GMCR K-Cup sales continue to grow 20% year to year for three of the 
four sources even while pricing is holding steady. One source reported a decrease in the number of remaining Keurig 
Authorized Dealers because of violations of exclusivity agreements in adding private-label K-Cups to their mix. 
 
 
 
KEY SILO FINDINGS 
K-Cup Sales 

- 3 of 4: K-Cup sales growing 20% year to year. 
o 2: K-Cup sales are affected by increase in private label. 

- 1: K-Cup sales dropping 12% year to year as a result of widespread availability and a shift to retail purchases instead 
of online. 

K-Cup Price 
- 4 of 4: no change in price of K-Cups. 
- 1: GMCR K-Cups selling for as low as 40¢/cup for Kirkland private label at Costco to as high as $1.50. 
- 1: GMCR K-Cup prices holding steady at 65¢/cup. 
- 1: upset GMCR switched to 18-pack for retail, made online stay with 24-pack. 

Private-Label Sales 

But in theory, Green Mountain 
cups could easily go down to 
50¢ apiece. As it is, they’ve 
come down a bit but seem very, 
very set here at 75¢. 

Merchandise Manager  
Regional Appliance Chain 
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- 2 of 4: private label encroaching on K-Cups, will be 40% of sales mix by end of 2013. 
- 2: private label not taking share from GMCR. 
- 1: number of Keurig Authorized Dealers shrinking due to violation of exclusive agreement to only sell GMCR K-Cups. 

Private-Label SKUs 
- 2 of 4: the number of private-label SKUs is growing dramatically. 

o 1: additional 100–200 more new by end of 2013. 
o 1: half of SKUs are private label now 

 
 

1. Founder and president of a North American retailer and e-tailer of single-serve coffee, selling Keurig and private-label 
product into office, retail and online channels  

Sales of private-label K-Cups have grown from zero to 30% of total sales in 18 months, though Green Mountain K-Cup 
sales have grown at 15% to 20% this year. This source expects private label to continue to become a larger share of 
sales, comprising as much as 40% of all sales by the end of his next fiscal year. Two of the strongest competitors in the 
market are Brooklyn Bean Roastery and Mother Parkers. With up to 200 additional private-label products expected to hit 
the market in the next year, North American sales of GMCR single-serve already are taking a significant hit. Still, Green 
Mountain will remain the market leader in the foreseeable future. Its international deal with Starbucks represents a huge 
opportunity for growth beyond North American shores. Price points now are available for all levels of consumer budgets 
and sophistication. A big trend to watch is the launch of single-serve from high-profile consumer brands that are not 
necessarily in the coffee category. Another is the expiration in September of Keurig’s exclusivity contracts in the office 
supply channel. 

K-Cup Sales 
 “We have definitely seen Keurig sales affected by private-label product. And 

that will continue. It’s a 70–30 split on licensed GMCR versus non-licensed 
currently. I expect that to change to a 60–40 split for our next fiscal year 
due to the fact that more and more non-licensed product is entering the 
market, and we have been introducing a large portion of them to our client 
base.” 

 “We are growing as a group, this includes both B2B [business-to-business] 
and B2C [business-to-consumer] channels, about 20% year over year. The 
GMCR K-Cup is still growing, as we forecast to do about 15% to 20% more 
with this line for this fiscal year.” 

 “Green Mountain still has all the strong brands, and they’ll continue to lead 
the category. Nobody out there is saying they want to beat Keurig or be 
bigger than Keurig. Everybody just wants to be No. 2.” 

 “Our total sales are still double digits but have leveled off from hockey-stick 
growth a year or so ago. We were seeing massive growth month over month, 
but it’s now in the teens versus the 20% and 30%.” 

 “In my world, that flattening of sales growth is due simply to the 
proliferation of the market. Until recently, there were very few players that 
sold single-serve coffee. Now all of a sudden you can buy it at Best Buy and 
every corner store.” 

 “As much as I see the challenges that Green Mountain is going to have with 
private label, there is definitely still growth—and especially with the Starbucks international deal that they have. 
GMCR is still just a North American company, but if they take this Starbucks channels worldwide, then they’re going 
to continue to grow.” 

 “There’s still a tremendous opportunity for growth. We’re past the early-adopter phase and have moved into the 
mass consumer acceptance—the format that everyone wants to use. Everybody in this market needs to give Keurig a 
lot of credit for doing that.” 

K-Cup Price 
 “It used to be that everybody was at the same price point. I did some consulting to a lot of companies coming to 

market with this product, and my message was ‘don’t race to the bottom’ because it doesn’t help anybody. And it 

We have definitely seen Keurig 
sales affected by private-label 
product. And that will continue. 
It’s a 70–30 split on licensed 
GMCR versus non-licensed 
currently. I expect that to 
change to a 60–40 split for our 
next fiscal year due to the fact 
that more and more non-
licensed product is entering the 
market, and we have been 
introducing a large portion of 
them to our client base. 

Founder & President  
N. American Retailer & E-tailer of 

Single-serve Coffee 
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seems for the most part that nobody has raced to the bottom yet. Having said that, Costco [Wholesale Corp.’s/COST] 
Kirkland line is a Keurig-made product at 40¢ per pod—and that’s about as low as it seems to be at this point. That’s 
a bit of a concern for everybody.” 

 “You can go as low as 40¢ and as high as $1.50 for a capsule because people are putting different products in 
there. There are certain consumers that want a decent cup of coffee at a good price; then there’s others that want 
something more special and they’re willing to pay for it. Pricing has come down, but it’s varied and more spread out 
than it was before. Not everybody’s in the same price bracket anymore.” 

Private-Label Sales 
 “Private-label sales will increase to become 40% of our mix, from 30%, in 

the next year. There are so many new non-licensed products coming to the 
market and we’ve been getting them in front of our clients.” 

Private-Label SKUs 
 “The two companies that people need to keep an eye on are Mother 

Parkers and Brooklyn Beans. Brooklyn has one of the largest capacities in 
the market next to Green Mountain, and Mother Parker is up there as well. 
Sturm Foods is another massive private-label company with its Grove 
Square brand, and one of the early adopters of the single-serve, and also 
one of the first to be sued by Green Mountain.” 

 “You’re also going to have your regional players—like Rogers, and Club 
Coffee in Canada. But Brooklyn and Mother Parker are the ones that seem 
to have the most going on. They continue to innovate. In Canada, Tim 
Hortons [Inc./THI] are not using Green Mountain. They’re launching their 
own private label in August, and it’s going to be huge. Likewise Peet’s 
[Coffee & Tea Inc./PEET], which has just launched their own single-serve in the U.S., is using the Mother Parker 
platform for the technology behind the pod design.” 

 “There’s hundreds already out there in private label, and you’re going to see at least another 100 or 200 by the end 
of the year.” 

 “You’re going to see a number of brands that are recognizable in the North American marketplace coming in with a 
single-serve capsule in the next six to nine months. Probably half a dozen. Some of these are not necessarily coffee 
brands but associated with celebrities or other recognizable food brands.” 

 “There is a Keurig-authorized distributor agreement, which restricts distributors to the office coffee channel. All those 
contracts expire in September, so it’s going to be a massive change to that business for a lot of people. These guys 
[still on contract] are very angry, and that’s why there’s a lot of gray-market wholesaling of Green Mountain product 
right now throughout the U.S. For example, Amazon[.com Inc./AMZN] gets their hands on Green Mountain product 
not directly through GMCR but on the wholesale ‘gray’ market. The food service pack is a lot cheaper than the retail 
pack. So anything you see on the Internet that is 24-pack, a lot of that’s gray market. That should end in September 
if Green Mountain gets its right.” 

 
 

2. CEO of an online, in-store and office distributor of single-serve coffee, selling Keurig and private-label products 

Private-label sales have grown from zero to 30% of total K-Cup sales in 18 months, and are expected to reach 50% of 
total sales within two years. Overall category sales are buoyant, growing fastest—about 20% year to year—for brick-and-
mortar stores and e-tailers. The more mature office sector is seeing slower but steady growth. Private-label competition is 
encroaching on Keurig in the retail channels where consumers have more opportunity to sample new products. 

K-Cup Sales 
 “Sales of Green Mountain single-serve are definitely being affected by all the Keurig-compatible product coming on 

the market. Strategically, Green Mountain has aligned themselves with the Starbucks of the world, and Dunkin’ 
Donuts, Folgers and so on, and I’m a big believer in brands. But the private label overall, the quality has been very 
good. The private label’s encroaching.” 

 “It’s a growing market. … We’re growing 20% year over year in the retail channel of online and in retail stores. Our 
office channel is slower but steady, and there’s still a lot of opportunity there.” 

There is a Keurig-authorized 
distributor agreement, which 
restricts distributors to the 
office coffee channel. All those 
contracts expire in September, 
so it’s going to be a massive 
change to that business for a 
lot of people. 

Founder & President  
N. American Retailer & E-tailer of 

Single-serve Coffee 
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 “Our contract as a Keurig Authorized Dealer [KAD] with Green Mountain specifies that we only sell to offices. But it’s 
not really policed; it’s really the Wild West. People like us are buying [for retail] from the gray market. It’s a bit of cat 
and mouse: [The Green Mountain execs] all know that we’re doing retail and that we have retail stores. I’ve never 
had an issue with it. Some KADs have been warned about it, but no one’s ever been shut down. Green Mountain is 
trying to protect retail channels like big-box stores with the KAD agreements, but the reality is those stores will never 
be able to service the market in the way we do, either with shelf space, repairs, or the one-on-one customer service 
we offer in our retail stores.” 

 “There’s a lot of chatter about the expiration of office-channel-exclusive contracts for us KADs expiring come 
September, that it’s going to be Armageddon, but I don’t know for sure.” 

 “In the away-from-home channel, there’s a lot of opportunity for growth. In hospitality, Green Mountain are doing 
some aggressive programs in hotels, for example.” 

 “Green Mountain created the Vue as a defense mechanism, which was really their Tassimo [owned by Kraft], but I 
know they’re not doing well with it. They were supposed to launch Vue into Canada as an office coffee program this 
year, but that’s not going to happen.” 

K-Cup Price 
 “Prices have been pretty stable. We’re pretty competitive. You’ll get some 

retailers who discount, but we do the same. We do weekly specials, for 
example. Our prices will range from low, low end 65¢ per serving, right up to 
24 Starbucks for $20.” 

 “The prices of Keurig brewers have come down a lot, which has really 
helped us, particularly in the office channel, where we provide and service 
machines for free. You make your ROI a lot quicker on the office machines 
[with the lower prices]. For the office channel I like Keurig because even 
though the margins on coffee are fairly low, they have a good system for 
selling high-volume, and that works for us.” 

 “We sell brewers in our retail stores but not as many as the big-box retail 
stores.” 

Private-Label Sales 
 “Our split of Keurig patented versus private-label sales is currently about 70–30. We only started selling non-Keurig 

single-serve about 18 months ago. In 2013, I think that split will be 60–40, or 65–35. I’m guessing in two years it’s 
going to be an even split.” 

 “The encroachment of private-label competition has been faster in the retail channel than it has in the office 
channel, because consumers can come into stores and try all kinds of different brands, pick and choose, and mix 
and match from the entire range of product. Office buyers obviously tend to change brands a lot more slowly.” 

Private-Label SKUs 
 “We have moved from exclusively Keurig SKUs for Keurig machines to just a little over half of our 26 K-Cup-

compatible SKUs being private label in 18 months. At the end of the day, we try to offer our client base more and 
more variety. We carry it all; that’s our added value.” 

 “We sell all the patented Keurig K-Cups including Green Mountain, Starbucks, Celestial [Seasonings tea], Donut 
House, Gloria Jean’s. We also source all the Keurig brands that are not officially licensed to us in Canada: Folgers, 
Diedrich. We are also selling a wide range of Keurig-compatible [private-label] product from Mother Parkers.” 

 “I know the Rogers Family brands are doing well in the private-label market.” 
 “In 2012 there was a million single-serve brewers sold in Canada, of which 900,000 were Keurig machines.” 

 
 

3. Owner of a major North American Keurig-contracted online retailer; repeat source  

This online retailer has seen steady Green Mountain growth of 20% year to year, and expects this to continue in 2013. 
Green Mountain is not seeing any adverse effect on sales from private-label K-Cups. Green Mountain is rumored to be 
launching a line of iced and premium K-Cup products online, and this is expected to further boost sales. 

K-Cup Sales 
 “We’re seeing steady growth. Sales grew 20% last year, and I expect that to continue.” 

We have moved from 
exclusively Keurig SKUs for 
Keurig machines to just a little 
over half of our 26 K-Cup-
compatible SKUs being private 
label in 18 months. 

CEO, Single-Serve Coffee Distributor 
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 “We’re still growing, and we’re still adding new customers. We haven’t had any of our customers ask for any of the 
knockoff stuff. We’ve had our current customers ask for Keurig-branded stuff.” 

 “We’re on three-year contracts [for the online channel]. They expire in September, but usually the process is that 
there’s a renewal. It’s once every year for the OCS business [office coffee service], and every three years for online.” 

 “We abide by our [Keurig Authorized Dealer] contracts, and we don’t break 
any of the rules, which means we continue to be one of the few online 
distributors left for K-Cups. The number of [authorized K-Cup] online 
retailers has been dwindling because authorized dealers have not been 
abiding by their contract.” 

 “We were prevented from selling some of Keurig’s iced products and 
premium products online. But they are going to be opening that up to us, 
and that should take place soon. We don’t have the details yet, but we’ve 
been told it through the grapevine.” 

 “The likes of Amazon are a competitor, but all we can do is try to offer great 
service, the same selection, if not more, at a decent price. It’s a concern, but 
not everybody likes to use Amazon. We’re smaller, more nimble and can 
adjust.” 

K-Cup Price 
 “We haven’t had any increases in a while. We did have a ‘decrease increase,’ where Green Mountain did a price 

structure reorganization. They tiered it: They have a cost savings tier, a medium tier and a premium price tier. That 
happened middle of 2012.” 

Private-Label Sales 
 “We’ve abided by our contracts, so we haven’t taken on any of the new K-Cups. We’ve stuck with Green Mountain.” 
 “We’ve sampled a lot of the competitor/private-label K-Cups and seen a lot of problems with quality. It’s not 

something we’re too worried about.” 
 “There are only six serious players left online in the U.S. now, which are Keurig Authorized Dealers. There were a lot 

more even 18 months ago, but people were tempted by the new product coming on the market, the knockoff or 
rogue K-Cups. Some of them put retail stores up and got caught, and subsequently had their contracts pulled.” 

Private-Label SKUs 
 N/A 

 
 

4. President of a Keurig-contracted online consumer/home retailer and office retailer; repeat source  

Keurig K-Cup sales have fallen dramatically in the last two years because of a category shift toward retail availability, 
including in major chains like Bed Bath & Beyond Inc. (BBBY) and now convenience stores. It is not a sign that K-Cup 
sales overall are being adversely affected by private-label competition. 

K-Cup Sales 
 “We were growing at 25% per year on the Internet but are down about 25% 

in the last two years. Commercial sales have been flat over the last three 
years.” 

 “When we first went online, we started in the late 1990s from zero K-Cup 
sales and had growth of 200% a year. We started the Internet business in 
2005, and that had growth of 100% growth a year.” 

 “The last couple of years it’s been backtracking about 25%. We expect 
those numbers to fall even further as the availability of the product 
becomes even more widespread—not just the retail chains but now also the 
likes of Starbucks, Dunkin Donuts’, and convenience stores sell K-Cups.” 

 “We were doing better when the product wasn’t so readily available in 
retail, brick-and-mortar channels, which forced people to go to a more 
limited supply chain.” 

 “It’s not that the sector is decreasing, it’s just that the product is available 
everywhere now. Why would you buy coffee online when you can just grab a 

The number of [authorized K-
Cup] online retailers has been 
dwindling because authorized 
dealers have not been abiding 
by their contract. 

Owner, Major N. American Keurig-
Contracted Online Retailer 

The last couple of years it’s 
been backtracking about 25%. 
We expect those numbers to 
fall even further as the 
availability of the product 
becomes even more 
widespread—not just the retail 
chains but now also the likes of 
Starbucks, Dunkin Donuts’, and 
convenience stores sell K-Cups. 

President, Keurig-Contracted Online 
Home & Office Retailer 
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pack at the supermarket? We’re in a niche market, and availability definitely affects the kind of thing we do.” 
 “Sales are shifting from different categories, from online to brick-and-mortar stores.” 
 “On the commercial side, any time we do a demo—put the brewer in at the workplace and supply them with coffee—

they can never take it out. [The single-serve] way of making coffee is so much fresher and provides so much more 
variety than the traditional way of making coffee—regular and decaf. In a little space, we can put 10 different types of 
coffee, there’s no waste. It’s a great concept and it really took off.” 

 “GMCR limit the products we can sell online and on the commercial [office] channels. They don’t make available all 
the SKUs that retail stores get. They don’t allow us to advertise the way we want.” 

 “The option of canceling our contract with Keurig is something everyone would look at, but it might be premature 
because the competition is not up to speed with the kind of selection and variety that Green Mountain has. Our 
contract is coming due [in September], so there’ll be a lot more understanding of where we want to go once we see 
the new contract—and that’s if we get the new contract.” 

 “We were all just at the main industry trade show in Las Vegas, and there was a lot of talk about the dissatisfaction 
with contracts from those of us who sell [online to home consumer and in the office/commercial channels]. We get 
treated differently to the [in-store] retailer side, which seems to be able to do whatever they want—with advertising, 
how they sell the product and everything else. But we’ve got all these rules and boundaries.” 

K-Cup Price 
 “The biggest thing for us is that when GMCR started selling retail [as opposed to just online], they changed the box 

size for retail. They sell us a 24-count box [for online and commercial] while the one they make available for retail is 
an 18-count. But the boxes are very similar looking, and unless you have them side-by-side you don’t really notice the 
fact that one has more than the other.” 

 “Retail sells the 18-count for $11.99, and we’re selling at $13.99 for 24; when you do the math we’re cheaper. But 
people’s perception is that retail is cheaper even though they’re paying more per cup. And Green Mountain won’t sell 
us the 18-count.” 

Private-Label Sales 
 “I don’t think the private-label products are going to take market share from Green Mountain. The single-serve 

concept keeps growing. Even if these knockoffs do take a piece of the action, I think the overall product keeps 
growing enough for Green Mountain to withstand the competition.” 

Private-Label SKUs 
 N/A 

 
 
 
5) OFFICE SUPPLY CHANNEL 
The office channel is the least affected by private-label K-Cups, but it also has the slowest K-Cup growth. Only one of five 
sources has seen private-label K-Cups hurt GMCR’s K-Cup sales, but three sources expect GMCR prices, which have held 
steady, to come down even slightly in response to lower-priced private-label offerings. None of the five sources carries private-
label K-Cups. However, one is considering breaking the GMCR contract to add them, and another is looking for a way around 
the contract. Two sources have noted a slight uptick in the number of GMCR SKUs available compared with a year ago. 
 
 
 
KEY SILO FINDINGS 
K-Cup Sales 

- 2 of 5: growing 5% to 10% year to year. 
- 2: stable and even with the previous year. 
- 1: down 2% and will continue to fall because of private-label entrants. 

K-Cup Price 
- 5 of 5: prices steady, unchanged. 
- 3: expect prices to fall in the next six months as pressure from private label mounts. 

Private-Label Sales 
- 5 of 5: don’t carry or sell private-label K-Cups, honoring GMCR contract. 
- 1: considering selling private label and breaking contract. 
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- 1: looking for way around contract to sell private label, may add new brewer that also takes private label so not 
technically selling private label for Keurig. 

- 1: price difference is not too significant, quality is worse on private label. 
Private-Label SKUs 

- 2 of 5: adding SKUs from GMCR; 1 said 10% bump year to year. 
- 2: same number of SKUs as a year ago, upwards of 100–150. 

 
 

1. President of a national coffee supplier for offices, food service, and retail; repeat source  

This source reported a slight sales dip for branded K-Cups and suspects his customers are buying private-label coffee 
from other sources. He does not sell private labels because of agreements with Green Mountain, but expects the 
increased availability of private-label K-Cups to take more of Green Mountain’s sales. To get around his contract with 
Green Mountain, he is on the lookout for brewers that accept K-Cups and would then sell their private label. 

K-Cup Sales 
 “Our K-Cup sales are off 2% from last year, and I expect it is because my 

customers are probably getting single-serving coffee pods from other 
sources, like retailers or warehouse clubs where they are able to buy 
private-label K-Cups.” 

 “I expect sales will not get better and may drop off more before the year is 
over.” 

 “We are seeing more companies making the K-Cups for the Keurig brewer, 
but we are not selling the private-label products because of our agreement 
with Green Mountain.” 

 “We may end up adding new brewers, as they become available, and 
placing them with our customers instead of the Keurig brewers. Our 
agreements state we cannot sell other brands of K-Cups to be used in 
Keurig brewers. But if we were placing different brewers, we could sell any 
brand of K-Cups to be used in them. So far there is not a good, reliable 
piece of equipment available. But manufacturers are working on it. They will 
be available soon.” 

 “We have added Green Mountain’s nutrition and wellness drinks, and it 
gives them a nice edge for a few customers, but at the end of the day it is 
not a program that will move the needle for the company.” 

 “The Vue and Vue packs are too expensive and never got any traction in the marketplace. The consumer is looking to 
save some money, not spend more when they do not see any increased value.” 

K-Cup Price 
 “Retail coffee prices are the same, but we may see them drop a little over the next few months. Pressure is 

increasing with more private-label competitors out there, but it will not be much, just enough to remain competitive. 
Private-label K-Cups are only slightly less expensive than the Green Mountain brands.” 

 “Coffee prices are down, and Green Mountain has plenty of margin. They need to lower the prices just to remain 
competitive, and they can afford to and still make a good profit.” 

 “Coffee is a commodity-based product, and the consumer is price-conscious. If prices do not come down when the 
commodity price drops, the tenure of the customer is at risk. The customer will shop elsewhere to get a better price. 
We cannot afford to lose all our customers in order to maintain agreements with Green Mountain.” 

 “At the end of the day, there is probably two pounds of coffee in a case of K-Cups. And two pounds of coffee is $2 
cheaper than it used to be. That adds up to 2¢ a serving, and my customers are price-conscious. Two cents a serving 
adds up with several hundred employees drinking multiple cups every day.” 

Private-Label Sales 
 “Green Mountain may not be feeling the impact of private-label K-Cups sales yet; it is only slight for now, but it will be 

increasing over time. I think my customers may already be buying them from other sources. I cannot sell the private-
label products, but I also cannot prevent my customers from buying those items from other sources and using them 
in our Keurig brewers.” 

Our K-Cup sales are off 2% 
from last year, and I expect it is 
because my customers are 
probably getting single-serving 
coffee pods from other 
sources, like retailers or 
warehouse clubs where they 
are able to buy private-label K-
Cups. … I expect sales will not 
get better and may drop off 
more before the year is over. 

President, Natl. Coffee Supplier for 
Offices, Food Service & Retail 
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 “Eventually something will have to give though. Green Mountain cannot tie our hands. Recently they have even taken 
popular products off our inventory to sell them exclusively through like Bed Bath & Beyond. My customers want that 
product, so where will they get it if I can no longer sell it? From my competitor. It is turning into a lose/lose program 
with Green Mountain.” 

Private-Label SKUs 
 “We continue to add and rotate our mix to capture more customers and we maintain the most popular lines and a 

wide variety of coffees and teas.” 
 “We have placed a few of the [Mars Inc.] Flavia single-serve brewers. But they do not have as many varieties of 

coffee available in their pods, so most customers still choose the Keurig. We also have the Tassimo, but demand for 
that is very limited and the brewers are just not as reliable. Keurig is a brand name people know.” 

 “I have been aware, more recently, that employee theft of the K-Cup products is high. I guess a lot of people have 
Keurig machines at home, and they do not seem to mind picking up their favorite coffees at work to brew at home. 
Several of our customers have tried to make that harder by tracking inventories more closely.” 

 “Peet’s is popular, but they are a name just in their infancy. Will Green Mountain try to work with them to make an 
authorized version? Or will they just lose sales to their private label? In the end, Green Mountain is going to have to 
give somewhere or just lose.” 

 
 

2. Vice president and cofounder of a commercial supplier in the New York City area; repeat source  

K-Cup sales are stable, and the effect of private-label competitors is fairly insignificant. Private-label pricing is not 
significantly lower than for GMCR’s K-Cups, and customers have been disappointed with private labels’ quality and 
packaging. Vendors’ contracts with Green Mountain prohibits them from selling any private-label K-Cups for the Keurig 
branded brewers, and this source is honoring that contract. 

K-Cup Sales 
 “K-Cup sales are stable, pretty flat to last year, and probably will be the same through the end of this year.” 
 “We are seeing some shift to private-label competitors, but mostly customers have to go purchase these themselves 

and cannot get them through coffee service companies yet. We cannot sell any of the private-label cups for the 
Keurig brewers. That is in our contract.” 

K-Cup Price 
 “Prices are more competitive since early this year, but I believe it has more to do with introductory pricing and that 

the lower prices are not sustainable.” 
 “Our costs are flat, but pricing is down some overall. K-Cup prices are the same, and they will not change because 

they do not have to.” 
 “None of the gourmet companies have dropped prices. They are not worried.” 
 “Sometimes we run a special on the brewer to get new customers on board, but that is not unusual and has nothing 

to do with increasing market threat. There are alternative products out there, non-authorized versions of the K-Cups, 
but they are fairly priced, not significantly lower, so they are not much of a threat.” 

 “Brewer sales are down to last year, but we have a glut of returned equipment still left from a couple of years ago 
when the economy tanked. I can resell a lot of that equipment. Also, Keurig brewers are pretty much disposable and 
have to be replaced every couple of years. I do not expect any change through the end of the year.” 

Private-Label Sales 
 “We do not carry anything unauthorized so I cannot compare private-label sales to K-Cups.” 
 “I know some of my customers have private-label stuff available, but they cannot get it from me. I expect they are 

going to purchase it at a retailer somewhere, but there is minimal, if any, impact on my sales of the K-Cups. I think 
they have weathered the storm, and I do not expect to see any further impact this year.” 

 “Green Mountain introduced four varieties of Diedrich as a value-priced line to compete with private-label pricing. 
They are priced 10% to 15% less than the originals, but that has had minimal if any impact also.” 

 “Pricing on the private-label offerings is very close to Green Mountain’s pricing anyway. They are having some 
difficulty with packaging, and that is disappointing to consumers. Green Mountain went through all that when they 
started too, but now the consumer can count on getting the quality they are paying for.” 

Private-Label SKUs 

 1 Ferry Building, Suite 255, San Francisco, CA 94111 | www.blueshiftideas.com 
29 

http://us.myflavia.com/home/index.jsp


 

Green Mountain Coffee Roasters Inc. 

 “We carry probably 120 SKUs of the Green Mountain products including Wolfgang [Puck] and Snapple, but that is 
about the same as last year.” 

 “Green Mountain reduced the Starbucks offerings to about four SKUs, so that is down maybe 25% since last year.” 
Other 
 “Hospitality services generally only offer the Green Mountain, so there is no competition from private label in that 

sector.” 
 “The ‘away from home’ business lines are slow to develop, but they are starting to come around. Green Mountain 

outsold their entire home line with this sector last year, so it is significant.” 
 “The Vue line is disappointing. They only have six varieties, and it is too expensive. Demand has been nonexistent.” 
 “Green Mountain has just made the nutrition/wellness lines available to us, so it is too soon to see any results yet. 

But they believe in this product line and are expecting significant results.” 
 
 

3. President of an office coffee distribution company serving a major metropolitan region; repeat source 

Green Mountain’s K-Cup sales have increased 5% since last year because this source said he offers his customers a 
service and they rely on him to restock supplies. In order to honor his contract with Green Mountain, he does not carry 
any private labels. He does not expect private labels to affect his business through the end of this year. 

K-Cup Sales 
 “Our K-Cup sales are strong and steady, up 5% to last year, and will remain strong through the end of the year. We 

are not permitted by our contract with Green Mountain to sell any private-label cups for the Keurig brewers, so our 
customers with that brewer are staying true to the K-Cups.” 

 “I am not aware of any interest in private-label K-Cups so far. I guess my office clients could go buy private-label 
products at retailers themselves, but I think they use me for the service I provide, so I am not expecting many, if any, 
to go that route.” 

 “The Vue and Vue packs are really too expensive. I see no demand for it, 
and I do not expect that to change.” 

 “I have Green Mountain’s nutrition and wellness drink offerings available, 
but miniscule demand from my customers so far.” 

K-Cup Price 
 “K-Cup prices are steady, same as last year. I expect we may see some 

downward pricing by the end of the year as private-label manufacturers 
begin to pressure pricing, now that the patents are off, but I have not heard 
anything official yet.” 

 “We are still seeing some promotional pricing, to entice customers to try 
something new or to encourage them to go with a different brewing system, 
but nothing out of the ordinary, or in response to any market shift at this 
point.” 

 “I am always asking my suppliers for better discounts or price breaks, but 
Green Mountain is not offering any. They do not have to.” 

 “Keurig brewer sales are flat to last year, and I expect that to be the story on them through the end of 2013.” 
Private-Label Sales 
 “I am not selling any private labels for the Keurig brewers. I have the Tassimo single-serve brewers from Kraft. They 

were slow last year and are down probably 25% this year.” 
 “Green Mountain came out with their own value line, Diedrich, to compete with private-label prices—four or five 

selections. But they are not really reacting to market pressure at this point.” 
 “Private-label K-Cups prices are probably 10% to 15% less than Green Mountain’s K-Cups, but I am not offering 

anything private label. I am not permitted by contract with them.” 
 “I do not really believe my customers are pursuing private labels. They are buying what I sell because I provide them 

with service, and they count on that service.” 
Private-Label SKUs 
 “I carry 150 Green Mountain SKUs, up 10% or so from last year with some new varieties available.” 

 

K-Cup prices are steady, same 
as last year. I expect we may 
see some downward pricing by 
the end of the year as private-
label manufacturers begin to 
pressure pricing, now that the 
patents are off, but I have not 
heard anything official yet. 

President, Office Coffee Distribution Co. 
Serving Metropolitan Region 
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4. Sales representative for an office, home and online coffee supplier; repeat source  

Green Mountain’s K-Cup sales are on par with the previous year. This source has remained loyal to Green Mountain, 
selling only its K-Cups, but he may begin selling private labels in the future. 

K-Cup Sales 
 “K-Cup sales are similar to last year and are likely to continue that trend for 

the next six months anyway.” 
 “Since [GMCR’s] patents [expired], there are a lot more of the pods from 

other brands and private-label makers now. So far we are only selling K-
Cups, but we may start offering the others.” 

K-Cup Price 
 “Coffee prices on our products are not changing. We are doing some 

promotional deals with some customers, but it is just the usual incentives 
to get them to buy into a new program and that sort of thing.” 

 “Keurig brewer sales are stable too, about the same as last year.” 
Private-Label Sales 
 “We are not selling any private-label pods for now. I do not really know if or when that may change.” 
Private-Label SKUs 
 “We are offering pretty much the same SKUs on Green Mountain that we offered a year ago. We have not done any 

major additions.” 
 
 

5. VP of merchandizing for a Keurig-authorized office retailer  

Green Mountain K-Cups are becoming a dominant part of this source’s business, with 10% sales growth expected for the 
next two years. Green Mountain has noticeably stepped up its level of retailer support since the K-Cup patent lapsed. 

K-Cup Sales 
 “Single-serve is consistently growing. I’m very surprised at how it’s growing. It’s becoming a very dominant part of the 

business. It’s growing more than 10% year on year, which I expect to stay steady in the coming year and for a couple 
of years.” 

 “We have a very broad range of Green Mountain K-Cups for the office sector. One of the advantages of the [Green 
Mountain] K-Cup is that there are so many varieties to choose from, varieties that people are attached to and love. If 
you compare it to the Tassimo model, I think Keurig won because they went for broad variety. … Tassimo thought the 
machine mattered, but Keurig realized that variety is what mattered.” 

 “Since the patent has expired, Green Mountain is working more closely with the retailers than they did before.” 
 “They are wanting to understand from us how they can grow the business more, what promotions we can give them, 

how we can increase visibility. That was never our conversation before. We can give them more visibility on the 
website, put them in different places in search, different types of ads. We’re showing Green Mountain all of that. 

 “I think you’ll see the sales benefits from that extra engagement and partnering with their customers. It will help 
insulate Green Mountain from the competition.” 

 “If you go to any trade show, it’s incredible the number of single-serve machines you’re going to see. A lot of new 
companies trying to get in. Some are K-Cup compatible, others have their own technology. I’ve seen a machine that 
even accepts Tassimo and K-Cups.” 

K-Cup Price 
 “All these new [private-label] varieties will bring a lower price point. But to date prices have been pretty stable.” 
Private-Label Sales 
 “We don’t sell any of the non-patented/private-label K-Cups.” 
Private-Label SKUs 
 N/A 

 

So far we are only selling K-
Cups, but we may start offering 
the others. 

Sales Representative 
Office, Home & Online Coffee Supplier 
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6) GROCERY STORE PERSONNEL 
Six of eight sources said GMCR K-Cup sales are increasing anywhere from 5% to 50%. Five of eight sources said private-label 
sales are increasing, though four sources said GMCR sales have not been affected. At the same time, half of the retailers said 
they are increasing shelf space to accommodate the growing number of private-label options. Five sources said GMCR K-Cup 
prices have not changed while three others have noticed a slight decrease. 
 
 
 
KEY SILO FINDINGS 
K-Cup Sales 

- 6 of 8: K-Cup sales increasing. 
o 2: 5% 
o 2: 50% 

- 1: sales down 15%–20% as prices are too high. 
K-Cup Price 

- 5 of 8: no change in price. 
- 3: slight decrease. 

o 1: because of private-label competition. 
- 1: GMCR needs to lower prices to compete with private label. 

Private-Label Sales 
- 5 of 8: sales increasing. 

o 3: no impact on GMCR. 
o 2: success based on better price than GMCR. 

- 1: sales unimpressive, but Target store brand has potential. 
- 1: no effect on GMCR. 
- 1: slower than K-Cups, needs more variety/flavors. 

Private-Label SKUs 
- 8 of 8 adding room and/or SKUs. 

o 4: making room for more private-label brands. 
o 2: tripled shelf space for single-serve. 
o 2: doubled shelf space. 

 
 

1. Sales floor team member overseeing the grocery section at a New York Target store 

Private-label competitors have yet to make a dent in licensed K-Cup sales, but a new Target Archer Farms brand could 
pose a threat. K-Cup sales have risen 5% year to year and are expected to increase another 5% to 10% for the rest of 
2013. Kraft’s Maxwell House and Gevalia K-Cups have not sold well since their spring rollout. The jury is out on whether 
Target’s Archer Farms cups, introduced in early June, will pose a threat to K-Cups, but two unique flavors, Kona Blend 
and Crème Brule Custard, have shown some early promise. The store cut several K-Cup SKUs to introduce Maxwell 
House and Gevalia; for Archer Farms it expanded shelving without cutting SKUs. 

K-Cup Sales 
 “I would estimate our K-Cup sales are up 5% overall compared to this point last year.” 
 “I think K-Cup sales will continue to rise for the rest of the year—probably by 5% to 10% compared to the second half 

of last year. K-Cups are still very popular, and our store’s overall sales continue to grow.” 
 “The one difference I have noticed is that people now seem a little more locked in to their favorite two or three K-Cup 

flavors. At this point last year, they were experimenting a little more. We haven’t seen many new Keurig flavors come 
out recently, so I think people are looking to some of the new [private-label] brands for something new.” 

K-Cup Price 
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 “Our K-Cup prices have not changed much. They are all still in the $9.99 to $11.99 range.” 
 “There aren’t that many competitors out yet at Target, and the competitors that we do stock are priced in the same 

range as K-Cups. I guess Keurig doesn’t feel like it really has to lower prices to compete.” 
 “I am not seeing any big discounting trends with K-Cups.” 
 “The only discount we have currently is a $1 markdown on all six flavors of Starbucks K-Cups. We’ve been doing that 

since the second full week of June. It has been marked down to $11.99 for a 16-cup box.” 
 “We marked down the Starbucks K-Cups right around the same time we came out with our six Archer Farms coffee 

pods for the first time, priced at $10.99. I’m not sure if those two things are related though.” 
 “We’ll probably see more discounts like the Starbucks one if people start buying the new Archer Farms.” 
Private-Label Sales 
 “The first two private-label cups we introduced were Maxwell House and Gevalia in March or April. We have the 

House Blend and the French Roast from Maxwell and the Columbia and Signature blends from Gevalia.” 
 “Maxwell House and Gevalia single-serve private-label cups have not been selling well since we introduced them. I 

think the problem is they cost the same as regular K-Cups and there’s nothing that makes them stand out. Their 
packaging is kind of boring, and the flavors aren’t any different from the ones you already get from K-Cups.” 

 “This month we came out with a third private-label cup—Target’s Archer Farms brand in six flavors.” 
 “Archer Farms cups are so new it’s tough to say how they’re selling. Flavors like Toasted Hazelnut and House Blend 

don’t seem to be doing so well from what I can tell. But people are curious about Kona Blend and Crème Brule 
Custard. You can’t get those in the K-Cups. Those have sold decently so 
far.” 

 “I don’t see the Maxwell House and Gevalia cups doing any better unless 
they change their packaging or offer new flavors that catch people’s 
attention. Archer Farms, on the other hand, might become competition for 
top-selling K-Cups if people decide they like the new flavors and come back 
for more. We’ll see in the next few months whether those new Archer Farms 
cups catch on.” 

Private-Label SKUs 
 “For private label, we have the six new Archer Farms, two from Gevalia and 

two from Maxwell House.” 
 “In terms of K-Cups, we have six from Starbucks, five from GMCR, four 

Donut Shop, four Tully’s, three Cafe Escapes, three Caribou, three Folgers, 
2 Newman’s, 1 Millstone coffee and three iced teas.” 

 “Gevalia and Maxwell took a little shelf space from K-Cups, but for Archer 
Farms, we just expanded the section without taking away any K-Cups.” 

 “At this time last year, we had 16 shelving units for K-Cups. When Maxwell House and Gevalia came out a few 
months ago, we kept the shelving at 16 units and did a reset that took out a few of the Tazo teas and a couple Green 
Mountain—I think it was Sumatra and French Vanilla. We expanded to 18 units when the six Archer Farms came out 
this month and shifted our six Starbucks K-Cups to be displayed with other Starbucks products.” 

 
Reporter Observations: This busy Target had about 45 coffee-pod SKUs stocked on a shelf in the middle of the rear 
grocery section. A promotional display featured a Keurig brewer and several Donut Shop and Tully’s boxes at the front of 
the section. The shelves in the rear were well-stocked during our Sunday morning visit. Starbucks K-Cups were 
discounted, and nearly every single-serve coffee—except the three private-label brands—had an “As Advertised!” price tag. 
Nearly a dozen customers picked up a K-Cup box, mostly Starbucks and Donut Shop, during the half-hour visit. Keurig 
brewers were sold on the second floor alongside coffee-pod holders, water filters cartridges and other accessories. 

 
 

2. Store manager at a Piggly Wiggly in Milwaukee, WI 

Competition is only just beginning for Keurig K-Cups. Sales of Wide Awake Coffee Co. match those of Keurig’s K-Cups. 
Among Keurig brands, the Eight O’Clock line performs strongly because of its lower price compared with Starbucks, which 
the store no longer carries. Single-serve is most definitely the trend in coffee. Since last summer, shelf space has tripled 
from two to six shelves. The store also has repositioned the single-serve display to a more heavily trafficked area. Store-

Archer Farms, on the other 
hand, might become 
competition for top-selling K-
Cups if people decide they like 
the new flavors and come back 
for more. We’ll see in the next 
few months whether those new 
Archer Farms cups catch on. 

Grocery Sales Floor Team Member 
 Target Store, New York 
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brand sales are especially brisk when discounted to $5 for a box of 12, compared with a Keurig box, which is $8 to $10 
for 12 servings. Of the 50 facings, 37 were Keurig, eight were Wide Awake and five were other competitors. 

K-Cup Sales 
 “Competitors will definitely have an effect on Keurig K-Cup sales. Now that their patent has expired, everybody is 

getting into the game. We are only just starting to see what other companies will offer.” 
 “Sales of Keurig brand K-Cup are pretty even with their competitors, especially our store brand.” 
 “Out of 10 boxes sold, half are our store brand, Wide Awake Coffee, and the other half is all the other brands 

including Keurig.” 
 “We sell five to 10 boxes of single-serve a day. We get in three truckloads a week, and each truck has a couple cases 

of single-serve.” 
 “We used to have the single-serve further down the aisle, more towards the 

middle but we moved it more toward the front of the store since it is the 
trend.” 

K-Cup Price 
 “Within the Keurig line, the Eight O’Clock boxes sell better than other types 

as they are cheaper by a dollar or two. That makes a difference, especially if 
you are making coffee every day.” 

 “Keurig K-Cup prices are higher than off brands. That is why our store brand 
sells well.” 

 “We used to carry some of the Starbucks, but I don’t see it now. We don’t 
have all that much control over what we can order. We can only get what 
the corporate warehouse carries.” 

Private-Label Sales 
 “Sales continue to increase for the off-brand, competitor K-Cups.” 
 “We are able to advertise our store brand more and discount it more often. 

It helps sales.” 
 “People respond to the store brand prices as they are at least a third less expensive than Keurig K-Cups.” 
 “We have three non-Keurig K-Cup brands: our store brand, Maxwell House and [Kraft’s] Yuban Gold.” 
 “The Wide Awake brand sells well, but they really move when they are on promotion, like now. They are regularly 

priced $5.85 for 12 cups and are on sale for $4.99. That is almost half of what a box of Keurig K-Cups costs.” 
Private-Label SKUs 
 “With the introduction of more off-brands, we have not reduced the shelf space for Keurig K-Cups.” 
 “Since last summer, we have tripled the amount of shelf space designated for single-serve. Last summer we had two 

shelves, and now we have six.” 
 “There are so many flavor options, we could keep expanding to an eight-foot-long shelf, but we just don’t have the 

space.” 
 “The trend is definitely the single-serve over the traditional coffee and filter method.” 
 “We have 50 facing slots for single-serve. Of those 50, 37 are Keurig K-Cups, five are Wide Awake Coffee Co., two for 

Yuban Gold, three for Maxwell House and the last three are our house-brand hot cocoa and two flavors of 
cappuccino.” 

 “Within Keurig K-Cups, we stock one Tully’s, one Newman’s Own Organic, one Snapple, one Swiss Miss, two Café 
Escapes, two Celestial Seasonings, three Caribou, four Folgers, four Eight O’Clock, four Donut House, six Bigelow and 
eight Green Mountain.” 

 
Reporter Observations: A customer picked up a box of the Wide Awake Coffee brand, which she said she has purchased 
several times because it is cheaper than K-Cups and has a non-plastic cup container. The Keurig K-Cups were well-
stocked. Among the five flavors of Wide Awake, only 13 boxes were available and one flavor, Hazelnut, was sold out. 
Maxwell House and Yuban Gold were both priced at $7.65 and were well stocked. 

 
 
 
 

Competitors will definitely have 
an effect on Keurig K-Cup 
sales. Everybody is getting into 
the game. We are only just 
starting to see what other 
companies will offer. … We are 
able to advertise our store 
brand more and discount it 
more often. It helps sales. 

Store Manager, Piggly Wiggly  
Milwaukee, WI 

 1 Ferry Building, Suite 255, San Francisco, CA 94111 | www.blueshiftideas.com 
34 



 

Green Mountain Coffee Roasters Inc. 

3. Store manager at a Hen House Market in Kansas City 

Sales of K-Cups and of private-label brands are up 50% from a year ago. Gevalia is especially popular. Shelf space has 
doubled for single-serve coffee since a year ago. K-Cups take up about 85% of the shelf space. 

K-Cup Sales 
 “We have had K-Cups now for at least two years, and sales have definitely increased. The K-Cups are selling really 

well.” 
 “Sales of K-Cups this year are probably up 50% from a year ago at this time. I would say for the rest of year they 

should be up about that same percentage compared to the second half of last year.” 
 “No particular type of K-Cups sells especially well. They move at the same rate. A lot of it depends on if they are on 

sale; then they do tend to sell a bit quicker.” 
 “Everyone has bought their Keurig brewer because we haven’t sold one of 

them for a long time.” 
K-Cup Price 
 “Most prices have come down a little bit from a year ago. It could be the 

competition because K-Cups are sold at a lot of places now. Prices were 
higher a year ago because the market was so hot.” 

 “K-Cups are promoted by us but not a lot, just every so often. I don’t think 
the price of K-Cups has been impacted by the private labels’ competition, 
but I am not sure. Our prices are set by the Hen House company.” 

 “Right now most of the K-Cups are on sale, ranging from 50¢ to $2 off.” 
Private-Label Sales 
 “Sales of private labels are doing OK. The Gevalia brand is really catching 

on. There are three varieties, and they tend to move very well when they go 
on sale. Peet’s is also new to our market, and people knew about it even 
before we put it out there. It is catching on.” 

 “The sale of the private labels is probably up at about the same rate as the 
K-Cups, 50%. I think that rate of increase will continue with the promotion 
of them.” 

 “People are experimenting with the private labels, but I have not seen them make any real inroads into K-Cup sales.” 
Private-Label SKUs 
 “We have more SKUs than a year ago, probably double the number. Right now we are stocking seven Green 

Mountain, five Starbucks, two Folgers and others, such as Caribou, Donut Shop and Millstone.” 
 “As for private-label SKUs, we have two Gevalia, three Peet’s, five [Associated Wholesale Grocers Inc.’s] Superior, 

and three Maxwell House. That is probably twice as many as a year ago.” 
 “We’ve doubled our shelving devoted to these single-cup coffees compared to a year ago. I am not sure we will be 

expanding it further.” 
 

Reporter Observations: This store had seven shelves of single-serve coffee pods, roughly six feet across, on a Wednesday 
at 3 p.m. About five shelves were filled with K-Cups and the remainder contained private labels. The four private-label 
brands were stacked at eye level. Nearly all of the K-Cups were tagged with sale prices ranging from 50¢ to $2 off. K-Cup 
prices ranged from $6.99 to $8.99 a box. The only private label on sale was Peet’s, marked down a dollar to $7.99. 
Superior had the biggest stock of private-label pods and was the lowest price at $5.29 for a box of 12 pods. We noted no 
signs or other promotion of the cups, which were displayed next to standard can coffee in a middle aisle of the store. 

 
 

4. Store manager at a Wal-Mart near Kansas City, KS 

Sales of K-Cups have grown by nearly 50% in 2013, about five times the rate of growth for private labels. This store’s 
customers can afford to pay for what they feel is higher-quality coffee. Strong sales are expected to continue. 

K-Cup Sales 

Sales of K-Cups this year are 
probably up 50% from a year 
ago at this time. … The sale of 
the private labels is probably 
up at about the same rate as 
the K-Cups, 50%. … People are 
experimenting with the private 
labels, but I have not seen 
them make any real inroads 
into K-Cup sales. 

Store Manager, Hen House Market 
Kansas City 

 1 Ferry Building, Suite 255, San Francisco, CA 94111 | www.blueshiftideas.com 
35 

http://www.awgbrands.com/superiorselectionspromo?source=home


 

Green Mountain Coffee Roasters Inc. 

 “K-Cups have really been selling well. Coffee product sales are up over 30% so far this year in the store, and K-Cups 
are the major part of that. Those alone are probably up by close to 50%.” 

 “The rest of the year should be up by about the same, maybe more. There has been no slowdown.” 
 “The trend is that people want more K-Cups and more types of them. The Green Mountain sells best, especially the 

Hazelnut and French Vanilla. Millstone and Newman’s Own are the next best sellers among K-Cups.” 
K-Cup Price 
 “Prices may be down a little bit from a year ago. Once the private labels 

started showing up, the K-Cup prices dropped just a little.” 
 “There are not many discounts, but our prices are competitive. The only one 

on sale right now is the Green Mountain Half-Caff, down $1 to $10.98 for 
the 18-pack.” 

 “Every three months we play up the K-Cups by putting them on an end cap 
at the front of the store.” 

 “The entry of private labels hasn’t reduced prices much because people in 
this store will pay more for the name brands than the off-brands. It’s the 
demographic of our customers. They have some money, and they like 
quality.” 

Private-Label Sales 
 “Private labels have done OK but nothing like K-Cups. I would say sales are 

up about 10% so far this year.” 
 “That increase will probably hold up the rest of the year, but people are just not as high on them.” 
 “Of the private labels, Great Value sells the best.” 
 “Private labels are not cutting into the sales of K-Cups. Everybody is just buying more of all these coffees.” 
Private-Label SKUs 
 “We have six SKUs of Green Mountain, six Starbucks and six Folgers. We have three private labels—Great Value, 

Gevalia, and Maxwell House—plus Sam’s Club pods.” 
 “We have double as many K-Cups SKUs as a year ago. We didn’t have any private label a year ago.” 
 “We expanded our space for single-serving coffee from four shelves to seven shelves in January because of demand 

for the product and for more varieties of the coffees. At that time we added more K-Cup SKUs.” 
 

Reporter Observations: Coffee products were positioned near the front of an aisle lined up with the main entrance of the 
store on a Thursday at 11 a.m. The seven shelves, about four feet wide, were filled about 90% with K-Cups in eight 
different labels and three private labels. All of the private labels were in boxes of 12, at prices of $6.78 for Great Value, 
$7.28 for Maxwell House and $7.78 for Gevalia. All of the K-Cups were in boxes of 18, ranging in price from $10.98 to 
$12.89. Only one customer, a woman in her 20s with a child, was looking at these coffees. She studied them carefully 
but did not buy any. 

 
 

5. Evening manager at a Pathmark supermarket in New York City 

Meager K-Cup sales will decline further as this store introduces more private labels that appeal to its budget-conscious 
customers. In general, though, single-serve coffee sells poorly at this store. K-Cup sales are down 15% to 20% from a 
year ago and will fall 20% to 25% more for the rest of 2013. Private-label sales likely will be stable. The only way for K-
Cups to remain competitive is to lower prices. K-Cups currently are priced $7.50 to $11.50, whereas private-label prices 
range from $7 to $9. The selection of private-label SKUs has grown from none in late December to nearly one-third of the 
71 single-serve SKUs today. The number of shelving units has remained unchanged at 16. To make room for new private-
label offerings, the store has reduced the number of facings on each shelf. 

K-Cup Sales 
 “K-Cups are not doing well. I’d say their sales are down 15% to 20% compared to this time last year.”  
 “This store caters more to shoppers who want low prices, so unless the K-Cups drop their prices a dollar or two to 

match the private labels, their sales will keep going down for us—probably 20% to 25% for the rest of the year 
compared to the second half of 2012.”  

K-Cups have really been selling 
well. Coffee product sales are 
up over 30% so far this year in 
the store, and K-Cups are the 
major part of that. Those alone 
are probably up by close to 
50%. 

Store Manager, Wal-Mart 
Kansas City, KS 
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 “Single-serve coffee has never been very popular here. Private labels are doing a little better than K-Cups because of 
their lower price. But none of them are flying off the shelves.” 

 “I think one reason single-serve coffee isn’t popular here is that we’re across the street from a Target that sells the 
brewers and the cups, so people just buy everything there. Also, most people who shop here are looking for lower 
prices whereas Target gets a wider variety of customers with different buying habits.” 

K-Cup Price 
 “I haven’t seen K-Cup prices change at this store. I have noticed that the private labels have a lower price point.”  
 “If you look at our K-Cups, they’re all priced at $7.50 to $11.50. But the private labels are in the $7-to-$9 range.”  
 “I don’t know why K-Cups haven’t lowered prices, but they should. If they don’t, private labels will keep crowding 

them out.”  
 “It seems like any time we want to move K-Cups, we have to mark them 

down to where the private labels are pricing.”  
 “For K-Cups, we are doing a summer-time promotion and taking $2.50 off 

our four GMCR iced teas [12 K-Cups, regular price $11.49] and $1 off our 
two Snapple iced teas [12 K-Cups, regular price $8.99]. We are also taking 
$3.50 off our three SKUs for Barista Prima coffee [12 K-Cups, regular price 
$11.49]. But that isn’t seasonal; they’re just not selling well.”  

 “Our markdowns for private-label cups are on the two Maxwell House SKUs 
and the two Gevalia SKUs [12 cups, marked down by $1 and $2, 
respectively, to $6.99]; they are not selling too well. We are also taking $2 
off our latest flavor of Martinson [Dark Roast, 12 cups, regular price $8.99]; 
we offer a discount for most of our new products.”  

 “I think discounting is the only thing K-Cup makers can do to compete with 
private labels.” 

Private-Label Sales 
 “Private labels are not doing as bad as K-Cups. If anybody’s buying single-serve coffee here, they’re getting the 

cheaper ones.”  
 “I can’t give exact numbers for private-label sales. They haven’t been out that long, and we have been building them 

up gradually.”  
 “I think private-label sales will level off, especially if they keep taking up more and more shelf space from K-Cups.”  
 “If I had to guess, I’d say most of our shoppers aren’t loyal to one brand like Starbucks or GMCR. They just want a 

particular flavor and will buy whichever brand has it for a good price.” 
Private-Label SKUs 
 “All of our single-serve coffees come in boxes of 10 or 12.”  
 “For private label SKUs, we have six [Great Atlantic & Pacific Tea Co.] America’s Choice, five for Martinson, four for 

San Francisco Bay, four for New England Coffee, two Maxwell House and two Gevalia.”  
 “For K-Cup SKUs, we have 12 for Green Mountain Coffee, six Folgers, five Twinings, four Starbucks, four Eight 

O’Clock, three Tully’s, three Donut House, three Barista Prima, two Newman’s Own, two Snapple, one Natural’s apple 
cider, and one Celestial Seasonings tea.”  

 “We have always had 16 shelving units for single-serve coffee; that hasn’t changed. But when we reset our store and 
did a grand reopening in January, we moved the section from the front of aisle 2 to the middle of aisle 4, which is 
less prominent. That’s also when we began stocking Maxwell House, Gevalia and, I think, San Francisco Bay. Most of 
the other private labels came in March and April.”  

 “I think we took out a few K-Cups in January but not too many. The main way we’ve been making room for new 
private-label cups is by reducing the number of facings for K-Cups on the shelf. We have ended up with more variety 
that way; also more clutter.”  

 “If anything, we’ll probably cut shelf space for single-serve before we expand it.” 
 

Reporter Observations: This supermarket had about 70 coffee-pod SKUs stocked in the middle of aisle 4 on a Saturday 
morning. The section was disorganized: Nearly a dozen SKUs needed to be restocked, stray boxes cluttered the shelves, 
and a stack of coffee-filter cases blocked the view of several GMCR products on the bottom shelf. The SKUs displayed 

Private labels are doing a little 
better than K-Cups because of 
their lower price. … It seems 
like any time we want to move 
K-Cups, we have to mark them 
down to where the private 
labels are pricing. 

Evening Manager 
Pathmark Supermarket, New York City 
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most prominently on the top shelf were discounted Starbucks K-Cups and store-brand America’s Choice. Not one 
customer picked up a single-serve coffee product during our visit. 

 
 

6. Grocery department manager at a Wal-Mart in Milwaukee 

This big-box retailer stocks mostly Keurig K-Cups, which the source said continues to dominate the market. Sales are 
brisk, and the section is “wiped out” each weekend. Out of 62 single-serve facings, 53 are Keurig products. The store’s 
two top sellers are a Green Mountain Breakfast Blend and Donut Shop. This year she doubled the facings and now sells 
40 to 50 boxes of each monthly. The store brand sells 30 boxes monthly. Prices remain significantly higher for K-Cups. 
Since the store was rebuilt last summer, shelf space for single-serve has more than tripled. 

K-Cup Sales 
 “Keurig K-Cups sell all the time. I have to keep ordering them constantly. We are wiped out on the weekends. I don’t 

see any evidence thus far that their competitors are taking much share from them.” 
 “I only see growth for the single-serve items. They keep increasing in popularity.” 
 “Our top-selling flavors are Keurig’s Donut Shop and Green Mountain Breakfast Blend. I have a hard time keeping 

them in stock.” 
 “We doubled the space for the top two flavors this year so we could keep more in stock. There are two facings for 

each now whereas all the other flavors have one facing.” 
 “On average per month, we sell 40 to 50 boxes each of K-Cup flavors Donut Shop and Breakfast Blend.” 
 “The coffee section is one of most popular so I scan it daily to make sure we have enough inventory as we get 

shipments three times a week and I don’t want to fall short on the busy weekends, but we almost always do.” 
 “All of the single-serve boxes, both Keurig and private label, sell. There is not 

one that does not.” 
K-Cup Price 
 “I have not noticed a change in the K-Cup prices. They range between $9.98 

to $12.98 for a box with 16 or 18 cups.” 
Private-Label Sales 
 “Our store brand, Great Value, does pretty well, but we only offer two kinds. 

That holds sales back. If we introduce more variety, sales will increase.” 
 “We sell around 30 boxes of our store brand per month for each flavor. That 

is 25% less than the top selling Keurig K-Cups. We don’t have that much 
ground to gain before we are even.” 

 “Our store brand is $6.78 a box, but you only get 12 cups per box.” 
Private-Label SKUs 
 “This store opened in the last year, and we have way more Keurig product than we did at our other location across 

the street. I would say the shelf space for single-serve tripled if not quadrupled when we opened this store.” 
 “We have not changed what we carry since the store opened.” 
 “Most of our inventory is Keurig K-Cups.” 
 “For singe serve, we have one four-foot long section with eight shelves dedicated in the coffee section.” 
 “We also have three flavors of K-Cups in a three pack sampler in the coffee machine aisle. They are flavors that are 

not available in the single-serve section so they sell well, too. The three pack is $2.99.” 
 “Within the single-serve section, there are 53 facings of Keurig K-Cups, one for Tassimo, one for Maxwell House, one 

for Gevalia, two for our store brand Great Value, two for Cameron’s and two for Grove Square.” 
 “Within Keurig, we carry one Kahlua, one Snapple, one Caribou, one Bigelow, two Celestial Seasonings, two 

Millstone, two Tazo, two Newman’s Organics, two Donut House, three Café Escapes, three Eight O’Clock, five Donut 
Shop, seven Starbucks, 10 Folgers and 11 Green Mountain.” 

 
Reporter Observations: We noted no specific signage for single-serve coffee in the two areas containing Keurig product 
during our Wednesday afternoon visit. One area was the coffee maker aisle with Keurig machines and three types of K-
Cups. The majority of single-serve was in the grocery section, positioned right off the main aisle that led to the back of the 
store. No one purchased from the single-serve section during our visit. The section was well stocked. 

 

Our store brand, Great Value, 
does pretty well, but we only 
offer two kinds. That holds 
sales back. If we introduce 
more variety, sales will 
increase. 

Grocery Department Manager 
Wal-Mart, Milwaukee 
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7. Department manager at a Kroger in the Atlanta area 

Sales of K-Cups have risen 5% over this time last year. The source expects sales to increase through 2013 and for GMCR 
to feel little effect from competition. Prices of the K-Cups have decreased by several dollars. 

K-Cup Sales 
 “Sales of the K-Cups have gone up about 5% over 2012.” 
 “I expect the sales of K-Cups to go up.” 
 “The price has come down on them since they were first introduced, so I think that is what has contributed to that 

sales growth.” 
K-Cup Price 
 “The price has come down several dollars. The price is now around $7.99 to $8.99 down from $11.99.” 
 “You can typically find them on sale.” 
 “Currently we have Maxwell House and Gevalia private label advertised 20¢ to 30¢ less.” 
 “Promotions possibly will increase.” 
Private-Label Sales 
 “Private label hasn’t really affected Green Mountain.” 
 “Our customers are staying with the flavors they like, so I don’t see a lot of switching.” 
Private-Label SKUs 
 “We have 14 SKUs for Green Mountain, seven Starbucks, seven Folgers and nine private label.” 
 “We have a few more SKUs than last year. Last year we didn’t carry Maxwell House or Gevalia.” 
 “Shelf space expansion comes down from corporate, and I haven’t heard anything about it.” 

 
Reporter Observations: This new ‘Super’ Kroger was extremely busy at 2 p.m. on a Friday. Two customers were in the 
coffee aisle during our visit, but neither looked at the K-Cups. The shelves were fully stocked, and several selections had 
price cuts of 20¢ to 50¢. 

 
 

8. Store manager at a Target in the Atlanta area 

K-Cup sales are up year to year because Keurig machines were a big seller during the holidays. More selections, including 
lemonade and iced tea, also are driving sales upward. Prices compared with Wal-Mart varied only by 10¢ to 15¢. K-Cups 
occasionally are on sale but never on the clearance rack. Keurig remains the leader in K-Cup sales. 

K-Cup Sales 
 “Sales compared to a year ago; that is proprietary information. But just from what I’ve seen, I’d say sales are up only 

because of the number of machines I’ve seen being sold. It was a big seller during the holidays.” 
 “I think sales are going to continue to go up.” 
 “The more flavorful coffees are starting to sell better, and lemonade and 

over-ice coffees are selling more.” 
K-Cup Price 
 “The prices may vary a little bit. We comp-shop with the local Wal-Mart to 

stay as competitive as we can. There may be a small variation in price but 
only by 10¢ to 15¢ either way up or down.” 

 “We did have a sale a couple weeks ago but no clearance at all.” 
 “Promotional activity is set by headquarters; we don’t make that decision at 

the store level.” 
 “With everyone trying to be in competition with each other I don’t think 

anyone is going to take a price cut just to drive more sales out of it.” 
Private-Label Sales 
 “Keurig is more popular.” 
 “Private label sales will probably go up because they will probably be more willing to lower their prices.” 
 “I haven’t really seen a lot of people buying private label.” 
 “I haven’t seen any impact on Green Mountain from private label.” 

Private label sales will probably 
go up because they will 
probably be more willing to 
lower their prices. 

Store Manager, Target Store 
Atlanta, GA 
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 “I haven’t seen any drop in prices and can’t say if K-Cups have been in ads recently.” 
Private-Label SKUs 
 “We have eight SKUs for Green Mountain, eight Starbucks, four Folgers, two Kraft and two private label.” 
 “Compared to a year ago it’s increased. We didn’t even carry Maxwell House or Gevalia last year.” 
 “We recently went through and reset this aisle, but I can’t say if we are expanding.” 

 
Reporter Observations: This store was busy at 11:30 a.m. on a Friday. Only three customers were in the grocery section, 
and none was in the coffee aisle. K-Cup shelves were completely stocked, and no K-Cup was on sale. 

 
 

Secondary Sources 
The following seven secondary sources discussed GMCR’s expansion in Quebec, J.M. Smucker focusing on K-Cups, the 
increase in private-label K-Cups (including from Target), My Coffee Brew helping companies enter the K-Cup market, 
consumers’ warm reception of Maxwell House K-Cups, and Gevalia falling short with its single-serve K-Cup brewer. 
 
GREEN MOUNTAIN 
The following two articles show GMCR receiving help from Quebec to expand its coffee factory in Montreal, and J.M. Smucker, 
a partner of GMCR, focusing on the K-Cup market as it plans to stop offering bulk coffee by year’s end. 
 
 June 7 Montreal Gazette article 

Quebec is helping GMCR expand its coffee factory in Montreal. GMCR is taking steps to make K-Cups more 
environmentally friendly and has a new brewer in the works, called K2, that will be compatible with K-Cups and the Vue-
cups. 
 “Quebec will subsidize $5 million of a $55 million upgrade of a coffee factory in Montreal’s north end that every year 

churns out a billion single-serve capsules made of non-recyclable plastic.” 
 “The manufacturer’s parent is headquarted [sic] in Vermont, and 70 per cent of the plant’s production—including its 

well-known single-dose plastic K-Cups—is exported outside Quebec.” 
 “‘The company is making a real effort, at every step along the production line, to reduce or eliminate the 

environmental impact,’ [Quebec Premier Pauline] Marois said.” 
 “‘At the same time, they’re doing research into making a capsule that’s entirely recyclable. That’s not the case now, 

but their objective is to get there.’” 
 “Over the next three years, the plan means: $55 million in new spending; several new high-performance packaging 

lines, whose Italian robotics already pump out 800 plastic K-Cups a minute; 180 new jobs (150 at the plant, 30 in 
the head office), bringing the company up to roughly 1,000 people; close to 50,000 square feet of new production 
space; a new head office on Jean-Rivard St. (occupied since last September); a refurbished roasting plant, with 
several new roasters already on site and waiting to be installed to replace the 40-year-old ones there now.” 

 “Since production of the K-Cup began four years ago, parent company GMCR’s revenues have risen exponentially 
from roughly $500 million a year to $3.8 billion, with a fair chunk generated here in Montreal.” 

 “Under the new expansion, ‘we will be making a new machine called the K2, in which the consumer here will have a 
choice of using the K-Cup or the Vue cup,’ [Sylvain] Toutant [president of Green Mountain’s Canadian Business Unit] 
said.” 

 “‘It’ll depend what the demand is from consumers,’ he said, ‘but I believe that in about four years the Vue capsules 
will account for about 50 per cent of our production.’” 

 “The plant now roasts and packages Arabica coffee sourced from 15 countries, as well as packages teas and hot 
chocolate in single-serve capsules, also for use in the K-Cup system.” 

 “As for the pollution problem of one billion little plastic cups a year that get thrown in the garbage, Samson pointed 
out that when the Cirque du Soleil set up shop in St-Michel in 1996, it built atop a city dump.” 

 “GMCR could transform its K-Cup waste in a similarly creative way—’eventually,’ Samson said.” 
 
 June 7 Food Business News article 

J.M. Smucker Co. will terminate its bulk coffee business by the end of the year and charge ahead with its K-Cup business 
with Green Mountain. Smuckers will expand two coffee facilities this year along and will launch two new K-Cup flavors. 
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 “The J.M. Smucker Co. is backing away from bulk coffee while remaining full steam ahead on its K-Cup business.” 
 “‘Consumer preference in premium coffee continues to shift away from the 

bulk segment,’ said Vince Byrd, president and chief operating officer, during 
a June 6 call with financial analysts to discuss fiscal 2013 earnings. 
‘Accordingly, we have decided to exit our bulk coffee business by the end of 
the fiscal year.’” 

 “While bulk coffee contributed a weak $25 million in sales during the year, 
K-Cups brewed up $290 million—slightly short of the company’s 
expectations, but still the segment powerhouse.” 

 “While as expected the growth rate has slowed, we remain bullish on K-
Cups,” Mr. Byrd said. “New users continue to enter the category, and our 
relationship with Green Mountain Coffee remains strong.” 

 “Smucker plans to launch two new K-Cup varieties during fiscal 2014, in addition to expanding its premium offerings 
with a Dunkin’ Donuts Bakery Series and a sustainable line under the Life is good brand.” 

 
 
PRIVATE LABEL 
The following five articles highlighted Target’s expansion into the K-Cup market, My Coffee Brew easing companies’ entrance 
into the market, a forum counting the growing number of private labels, Maxwell House receiving positive reviews for its K-
Cups, and Gevalia’s G90 K-Cup machine falling short as a single-serve coffee brewer. 
 
 June 4 Single Serve Coffee article 

Target is adding to the ever-expanding private-label K-Cup market with the release of its new single-cup coffee packs that 
are compatible with K-Cup brewers under the Archer Farms name. 
 “Over at the Single-serve Coffee Forums we have report and pictures of Archer Farms Single Cups for Keurig K-Cup 

brewers.” 
 “Archer Farms in the past has been all about coffee pods, but it makes sense that Target would use the coffee brand 

to make some Single Cups compatible with K-Cup brewers.” 
 “6 varieties, 4 of which were available in little 3-cup sample packs. The amount of coffee in these varies a bit but 

seems to be about at ‘extra bold’ level, on average.” 
 “We’ve yet to see these available at Target.com, but checking your local Target should produce some for you. The 

Archer Farms Single Cups will work in all Keurig K-Cup Brewers.” 
 
 June My Coffee Brew article 

My Coffee Brew is easing the entrance into the growing K-Cup market by offering 
K-Cup packaging for private brands. 
 “As the Keurig coffee maker continues to grow in popularity, consumers are 

limited to choosing from only a select few companies every time they enter 
their local grocery store. While there’s no denying Starbucks makes a great 
cup of coffee, there are thousands of quality coffee roasters across North 
America roasting exceptional coffee, yet have no way of successfully 
packaging their coffee into the K-Cup format.” 

 “With sales of K-Cups growing every single year, the consumer market 
continues to shy away from traditional coffee makers and thus makes 
coffee roasters and cafe’s without their own K-Cup obsolete. My Coffee 
Brew is dedicated to working with these company’s [sic] that have in 
interest in manufacturing K-Cups to help them sustain and prosper in the 
face of a changing consumer coffee market.” 

 “What’s even more exciting is that My Coffee Brew works with more than 
just coffee roasters and cafe’s who have their own coffee. My Coffee Brew 
offers custom k-cup style solutions to hotels, marketing company’s [sic], 
and virtually any other company.” 

 “Simply choose from one of My Coffee Brew’s great selections of coffee and 

The J.M. Smucker Co. is 
backing away from bulk coffee 
while remaining full steam 
ahead on its K-Cup business. 

Food Business News Article 

Though manufacturing K-Cups 
has traditionally been reserved 
for a select few companies, we 
are excited to offer a custom 
single-serve solution to coffee 
roasters, cafe’s, hotels, 
marketing companies, and 
virtually any other business 
that can benefit from the 
private label single-serves 
solution offered by My Coffee 
Brew. 

My Coffee Brew Article 
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will go ahead and package the coffee into custom K-Cup style single-serve cups with your company logo printed 
directly on the lid.” 

 “Though manufacturing K-Cups has traditionally been reserved for a select few companies, we are excited to offer a 
custom single-serve solution to coffee roasters, cafe’s, hotels, marketing companies, and virtually any other business 
that can benefit from the private label single-serves solution offered by My Coffee Brew.” 

 
 Single Serve Coffee forum 

This forum, started in August 2012 and kept current through June 2013, highlights the rising tide of private-label K-Cups. 
Seven new private labels have been added in the last month alone. 
 “Since these things have become more numerous and are probably about to truly explode, I thought a list would 

prove handy. With your help it shouldn’t be too much work to keep this first post updated. Please let me know if you 
see anything missing. I’ll take a stab at presenting what I know of in rough chronological order and by ‘type,’ if that 
makes sense.” 

 “Instant (Sturm Foods).” 
 “OneCups (Rogers).” 
 “Brooklyn Bean Roastery.” 
 “Safeway Select (Rogers Family).” 
 “RealCups (Mother Parkers).” 
 “Archer Farms.” 
 “New Orleans’ Famous French Market.” 

 
 Maxwell House’s House Blend K-Cups Amazon reviews 

Maxwell House’s House Blend K-Cups received three and a half stars from 36 
customer reviews on Amazon. 
 June 19 comment: “I’ve been drinking Donut Shop and Donut House coffee 

since I got my Keurig 6 months ago, so I’m used to that brand and flavor. I 
was looking to save a few bucks on K cups, and will do my best not to pay 
more than 50¢ per K cup… I found Donut Shop K cups, 80 count box for 
$39.99. With tax, that averages out to 53¢ per cup. Around the corner, I 
saw Maxwell House K cups, an 84 count box for $34.99… I just finished a cup, and it tasted a little different than the 
Donut Shop variety, but still really good. I just want a good, reliable, tasty cup of coffee (or 2!) in the morning, and 
this will do it, for less coin out of my pocket.” 

 June 15 comment: “Maxwell house coffee is my favorite coffee. so glad they come in these k-cups. Maxwell house 
coffee smells so good. I just love it!” 

 April 21 comment: “I wanted to try this with the hope that it would be just like my old coffee before we got the Keurig, 
and it was.” 

 
 June 20 Consumer Reports article 

This review of the Gevalia G90 Reversible Pod panned the machine’s ability to make an acceptable cup of coffee. 
 “The promise of single-serve coffeemakers is that they make the flavor of coffee you want at the moment you want it. 

So when our testers plugged in the Gevalia G90 Reversible Pod and it just sputtered over and over again, they began 
to lose their patience.” 

 “And so have other owners of this coffeemaker, who have taken to YouTube to vent their frustration. In our case, it 
took multiple attempts with two different models to finally get our first cup of hot coffee.” 

 “The manuals for all new coffeemakers typically advise you to run a water-only cycle before you brew any coffee. And 
with a few of the machines in our pod coffeemaker tests, you’re required to ‘prime’ the lines when you first set them 
up. But a second and third time? On two different samples of the Gevalia G90 Reversible Pod, $35, the coffeemaker 
groaned and steamed as it released a few drops of condensed water.” 

 “Following the directions in the owner’s manual, our testers made multiple attempts only to get the same results. 
The Gevalia eventually started working after no heroic efforts on our part other than patience. And we aren’t alone, 
as one of the many videos on YouTube shows.” 

 “After all that waiting, the Gevalia wasn’t among the better pod machines we tested, although it was fairly quick at 
brewing. Where it fell short was in size consistency between multiple cups. And in our new pod coffeemaker taste 
tests, our experts found its coffee ‘dominated by off-notes,’ especially of plastic.” 

Maxwell house coffee is my 
favorite coffee. so glad they 
come in these k-cups. 

Amazon Reviews 
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 “Our top-rated pod coffeemaker, the DeLonghi Nescafé Dolce Genio EDG455T, $130, was also a little persnickety 
out of the box but not nearly to the degree of the Gevalia. Lesson learned: Read the owner’s manual first.” 

 “Our new pod coffeemaker Ratings now include a score for taste. None of the two dozen models we tested scored 
excellent for taste or even very good and four, including the Gevalia G90 Reversible Pod, failed to make a pleasing 
cup of coffee.” 

 
 
 

Additional research by Scott Martin, Emily Carr, Lisa Bullock, Tina Strasser, Colin Gustafson, Kevin Martin and Cindy Elsberry 
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