









Consultancy Project Report about transecting Costa Coffee Marketing problem 





Name: Yuqing Miao 
Student number: 1900200
Module name: Organizational Consultancy





Executive Summary 
In 1971, Costa coffee was poured for the first time. Brothers Sergio and Bruno Costa are the creators of it. After a few years, they opened their first coffee shop. In 1999, Costa opened the first International store in Dubai. In 2008, Costa opened in Moscow. In 2011, it owned 79 stores operating in the Emirates. At present, Costa is the largest and fastest growing coffee shop chain in the UK and it is the second largest coffee brand in the world. In 2018, Coca-Cola bought Costa Coffee for $5.1 billion (Costa, 2019).

In these years, Costa’s sales have serious problem. In 2017, Costa’s 1,357 wholly-owned cafes fell by 1.5% in the first quarter. The sales of Costa Express machines in airports, petrol stations and convenience stores did better. Whitbread accused weak sales growth at Costa on less numbers of people visiting UK High Streets. The number of people visiting High Streets fell by 1.6% in the three months to the end of November contrasted to the same period in 2016. On the other hand, more and more new coffee brand appear cause cafes and restaurants are hard to attract customers and that spread customer to other brands. Senior market analyst said that although, Costa publish more profitable coffee products and the newly-launched Cold Brew and Frostino lines, they do not change the poor condition of sales and margins (Kollewe, 2018). 

In January 2018, Alison Brittain said like some high street retailers Costa also get the punch from declining in consumers, partly caused by a “structural shift to online shopping”. With the development of technology, increasingly number of people like online shopping. In some developed countries, people are working and studying under increasing pressure. They live in fast-paced life. In this condition, people do not have enough time to test coffee at store. They prefer to buy instant or bottled coffee and store them for drinking at home. 

The RTD coffee was launched by Costa in 2019, because more and more people prefer to drink instant and bottled coffee. The reason of that are more people have fast-paced life they need more time to complete their work and study. Not only that, as development of technology, more and more people choose online shopping. 
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[bookmark: _Toc39864396]1.0 Introduction 
[bookmark: _Toc39864397]1.1 Background of Costa 
This report is illustrating a project about increasing the total revenue of Costa. Costa is a popular coffee brand. Brothers Sergio and Bruno Costa built Costa in London in 1971. In 1978, they opened their first coffee store. After 1999, Costa coffee began to extend their market to other countries. In 2006, Costa established the Costa foundation which can improves the economic and social welfare of coffee-growing communities. At present, Costa is the largest and fastest growing coffee brand in UK (Costa, 2019). In 2018, Coca-Cola bought Costa Coffee for $5.1 billion. 

In these years, Costa Coffee suffered decreasing of sales revenue at its high street stores and the office estimated the demand would continue in negative. From September to November in 2017, the sales had fallen 1.5% in British store and the increase sales come from petrol stations and convenience stores. That increased 6.7% at same time (Kollewe, 2018). Costa also published more profitable coffee products, such as, newly-launched Frostino lines and Cold Brew, but that still do not help Costa to improve their sales and margins (BBC, 2018). As a result of increasingly number of new competitors, the competition become more drastic that separate consumers to other company. The main factor of that is the fast pace of life. In this era, increasingly number of people do not have time to drink coffee at store. In numerous countries, people prefer to buy some instant or bottled coffee and store them at home. That can provide ample preparation when they burn midnight oil and they do not need to feel worry when they need coffee but coffee stores are closed. Costa Coffee also has bottled coffee, but that was published last year. Until now, dramatic amount of people still does not familiar with this product. That also restricts Costa’s revenue. 

This report uses SWOT analysis to analyse the Strength, Weakness, Opportunity and Threat of Costa Coffee and provides the suitable method and suggestions to address this problem. This report uses secondary research method to provide ample information and examples for analysing. 

[bookmark: _Toc39864398]1.2 Aim and objectives 
The purpose and aim of this report is finding several effective methods to increase ten percent total revenue of Costa Coffee through increasing sales of Costa’s Ready-to-drink coffee. 

The objectives are the steps about achieving the aim. Firstly, analysing the selling condition of Costa’s Ready-to-drink (RTD) coffee and Costa’s revenue. Through that can know which country’s people like drink instant coffee and promote this product to these areas. 

Secondly, researching secondary resource to know whether Costa’s Ready-to-drink coffee have a good famous, does majority people see the advertisement in websites, TV and applications, whether have a good sales condition in supermarket and Costa store. That is helpful to make decision about using what method to make sales promotion. 

Thirdly, comparing the revenue and sales condition with competitor’s bottled coffee products. 

Finally, through secondary research and analysis to know the sales condition of Costa’s Ready-to-drink coffee and pertinent the problem and condition to provide useful suggestions to Costa to address sales problem.






[bookmark: _Toc39864399]2.0 Environmental Analysis
[bookmark: _Toc39864400]2.1 SWOT analysis
This project uses SWOT analysis. SWOT analysis is a simple model which can help people to develop business strategy. That can help companies to conquer challenge and create accurate aim. This theory is consisted by four elements, Strengths, Weaknesses, Opportunities, and Threats that can explicit internal and external environment of the company. The purpose of SWOT analysis is helping company to make a successful decision and create complete strategy to achieve it. Leaders need to execute SWOT before they begin their action. That can be used in making new project, amending policy or changing industry (Mind Tool, 2019). 

Using SWOT analysis can improve the company know its external and internal environment. That not only can help company to avoid its demerits, but also help company to estimate future condition.

In strength aspect, Costa Coffee is the second largest coffee chain in the world. It has a presence in 31 countries. Therefore, Costa’s reputation and popularity can support its new products to get more market. That can make their products have good sales. Not only that, Costa coffee strives to build a premium image all over the world. They provide more drinks more people want, in more categories, package options and calorie counts. That is an effective method to get attract more people to purchase Costa coffee (Doyle, 2011). 

In weakness aspect, Costa Coffee sets majority store in UK. the number of that over half of total number of stores in the world. If British market is impacted, the whole sales and profit will be impacted of Costa. The risk level is high of the structure. (Doyle, 2011). 

In opportunity aspect, at present, the majority store of Costa coffee in UK. That means they can expend their industry to more other outside EU countries. Through this method, Costa can increase their reputation and get more market share to intensify their global industry. On the other hand, Costa can use strategic alliances. Costa can build relationship with chain restaurant to provide their products in these restaurants. In addition, Costa’s RTD coffee with 30% less sugar than most RTD coffees in Great Britain. At present, increasingly number of people pay more attention to their figure. That also an opportunity to absorb their customers.

In threat aspect, Costa has the biggest opponent-Starbucks. It opens stores in 71 countries. Therefore, they take more market share to intervene Costa. Not only that, because of Costa does not use advertisement to advertise for itself. The brand value of Costa is declining. 

















[bookmark: _Toc39864401]3.0 Research Methodology
[bookmark: _Toc39864402]3.1 Primary research 
The primary research is a research method which collect information and statistics by researchers. The main methods in it include surveys, interviews, observations, and ethnographic research. Dramatical number of companies use primary research to ensure veracity and authentically of statistics. That also can make people convince the information and the all elements in it are useable. But that also have disadvantage. For example, that expense tremendous labour and capital (Research Optimus, 2019). 
This project does not use primary research.

[bookmark: _Toc39864403]3.2 Secondary Research
The project used secondary research method to get information and statistics. The secondary research is a researching method which find the answer and useful information directly through other existing resources, such as, news, published books, journals, dissertation, annual reports and so forth to analyse yourself project. This method can collect numerous data to help people to complete their analysis (McCrocklin, 2018).

Secondary research has various merit. Firstly, that can provide significant amount of information about project. That include more accurate and official statistic and analysis of one project. Secondly, secondary research also can save more time for researcher. They can find the result directly and do not need to do any face to face research by self (Doyle, 2011).

That also has some demerits. For example, researcher maybe cannot find the most appropriate analysis result about their project and they maybe cannot find recent year information. All of them will impact the accuracy of one project. This project gets secondary research through academic website, annual reports and school library. All information is official. 

[bookmark: _Toc39864404]3.2.1 Sales condition of Costa’s Ready-to-drink coffee 
At present, Costa’s Ready-to-drink coffee just selling in UK. Costa planned to launch RTD coffee in Poland and China after less than six months. Therefore, the total revenue of RTD coffee come from UK now. In this condition, the Costa’s RTD coffee is not popular in other countries. Majority people even do not know this product. Following that, the sales in outside UK countries are almost do not have record. In UK, the sales condition in different channel have different situation (Costa, 2020). On the internet, the sales of Costa’s RTD coffee is in poor condition. In Amazon, Costa’s RTD coffee is hard to find. Majority products of Costa is cup and instance coffee. There are mite stores have Costa’s RTD coffee and the stock is so limited. It is hard to find store have more than 10 boxes of Costa’s RTD coffee and the sales of that approximately 2 boxes per month in one store. In supermarket, the sales condition is better than on the internet. The revenue of Costa’s RTD coffee in supermarket, store and internet total 13.3 million pounds (Jennifer, 2020). 

[bookmark: _Toc39864405]3.2.2 The reputation of Costa’s RTD coffee
In reputation aspect, because other countries do not have Costa’s RTD coffee except UK until now. Therefore, the sales of that in outside UK countries is nearly zero and overwhelming majority people do not know this product. In UK, majority people know this product, because Costa store and supermarket have this product. On the one hand, Costa is the largest and longest history coffee brand in UK. It is the 5th most popular dining brand and the 8th most famous. (YouGov, 2020) Original reputation of Costa supports its RTD coffee have a good reputation. Although, majority people do not test it, but they still think that have a good flavour. On the other hand, Costa’s RTD coffee have 30% less sugar than most other ready-to-drink coffees (Coca-Cola, 2019). That is an edge for Costa and attract more people to try it. They show their mind that if they purchase RTD coffee, they want to test Costa’s.

[bookmark: _Toc39767459]Figure 1: A result of a questionnaire about Costa RTD coffee.
This result and questionnaire cite others questionnaires. So, that belongs to secondary research information.
	Questionnaire
	Yes
	No
	Total

	Do you know Costa's RTD coffee
	24
	76
	100

	Have you test Costa's RTD coffee
	12
	88
	100

	Did you see the advertisement about Costa’s Ready-to-Drink coffee in website?
	14
	86
	100

	Did you see the advertisement about Costa’s Ready-to-Drink coffee on TV?
	0
	100
	100

	Did you see the advertisement about Costa’s Ready-to-Drink coffee in social application?
	20
	80
	100

	Had any discount when you buy Costa’s Ready-to-Drink coffee?
	10
	90
	100


In the questionnaire, the total interviewer is 100. Just 20 people see this RTD coffee advertisement in Social application. So, it is not famous in the world. 

[bookmark: _Toc39864406]3.2.3 The advertisement of Costa’s RTD coffee
After Coca-Cola company bought Costa Coffee, they promised to support that by an integrated marketing campaign including outdoor and digital advertising, PR and sampling. On the internet, Costa launched advertisement of RTD coffee in Twitter and Facebook which are two of the most popular social application in 4th July 2019. At that time, the publicity is immediate. Although, Costa published advertisement about their RTD coffee in diversity social application. The people who watched it is mite. In Facebook and Twitter, the view of advertisement just approximately 12000 and 33000 respectively until now. 

In addition, Costa also held outside publicity activities. For example, in 27th August 2019, Costa held active at Piccadilly Lights in London. The active ran three days and used colossal billboard to attract people. There were significant number of staff advertise and sell Costa’s RTD coffee during this time. Piccadilly Lights is the centre of London. Therefore, thousands of people recognized Costa’s RTD coffee at that time (William Reed, 2019). 
[bookmark: _Toc39864407]3.2.4 Sales condition of RTD coffee in different country
In UK, RTD coffee do not have a considerable sales condition, because majority people prefer to drink coffee in store. They have slow pace of life that support them have enough leisure time to do that. In addition, drinking coffee in store is their habit. Therefore, the sales condition of RTD coffee do not have a good perspective in UK. This situation also happened in other European country, because they have similar live pace and same habit about coffee (Jennifer, 2020).

In China, RTD coffee have a dramatic amount of demand. In these years, increasingly number of Chinese people begin stay up late, not only adult but also teenagers, because of their work and study is harder. People need to use coffee to support them keep in dynamic situation to complete their mission. So, the sales of RTD coffee products is considerable in China. That has stable increase in recent five years. In 2018, there were over 80 percent sales of coffee is taken up by instant coffee in China. In addition, the average drinking just 0.03 kilogram that is lower than 4.2 kilogram in America. So, the perspective is definite considerable. In other country which people have heavy mission and fast pace of life the demand of RTD coffee is numerous (Zhu, Chen and Cheng, 2019).

[bookmark: _Toc39864408]3.2.5 Competitor’s Ready-to- drink coffee 
In 1996, Starbucks launched bottled Frappuccino coffee drink. Then, it quickly became a favourite and dominated in US grocery outlets. In 2010, Starbucks cooperate with Arla Foods and Starbucks Chilled Coffee becomes available through grocery stores across Europe, the Middle East and Africa. Since that time, Starbucks had the large market all over the world and its market share continued increasing. They want all people to purchase Starbucks in stores (Starbucks News, 2017). 

After Starbucks has dominant position, they also did not stop to innovation, amend old products and publish new flavour and products. In 2018, Starbucks launched Single-Serve Cold Brew in new flavours, Bottled Frappuccino chilled coffee drink with Almond milk, and Starbucks Doubleshot Coffee Smoothies with Real Fruit and Almond milk. Starbucks published Vanilla and Fig flavours Cold Brewadds. In addition, they rectify the flavour of Sweetened Black Cold Brew that has the right amount of sweetness to enhance the coffee’s subtle cocoa notes. In May 2018, the new Starbucks Doubleshot Coffee Smoothies made with Real Fruit and Almondmilk were available where groceries are sold nationwide in the United States (Business Insider, 2018). 

In sales aspect, since building the North American Coffee Partnership in 1994. Starbucks and PepsiCo have led the steadily growing RTD Coffee category through innovation and distribution. At present, Starbucks provides more than 50 types of RTD coffee beverages. Starbucks RTD coffee take up 88 percent market share of RTD coffee. From Oct 1, 2016 to Oct 1, 2017, Starbucks RTD coffee make up 73 percent market share in the total US Multi Outlet Channel. In significant amount of country can find variety bottled coffee in grocery (Starbucks News, 2017).

In 2017, beverage-related ingredients, serve ware, and ready-to-drink beverages take up 12% revenue of entire Starbucks company that same as 2756.1million dollars. The majority revenue of this item is consisted by ready-to-drink beverages. In 2019, the percentage of total revenue increased to 3667.8 million dollars (Starbucks, 2020). 










[bookmark: _Toc39864409]4.0 Finding and analysis
[bookmark: _Toc39864410]4.1 Advertisement of Costa’s RTD coffee
Through secondary research, Costa used miscellaneous channels to make advertisement for RTD coffee. That include social media and outside activity, but that have low efficiency. The view of advertisement in Facebook and Twitter just approximately 12000 and 33000 respectively until now. Not only that, the latest launch of this advertisement in these two applications is August 2019. That means Costa just promote its RTD when it was published. The questionnaire also reveals that just mite people know this RTD coffee. The all statistics illustrate only minority people know this product. 

In this situation, Costa need to do more publicity for RTD coffee. Costa can rely on its reputation, popularity and various social media to get higher attention for Costa’s Ready-to-drink coffee. They can launch more times of its RTD coffee advertisement. In addition, as develops of video application, Costa can launch their advertisement in YouTube. People must to watch the advertisement before they watch videos. They also can put that on TV before famous programs. That is also a time when significant people watch TV. That are high efficiency methods to make more people know this product.

Costa do not need to do outside activity again, because the cost of that is high. Although, the method can make people who live in this area know this product, that still cannot advertise to more people. The managers can practice Costa store staffs enquire their customers who buy any type of coffee whether they want to try Costa’s Ready-to-drink coffee and answer any question about this product. Before that, they can practice staffs about the specification of Costa’s Ready-to-drink coffee. That include the material, types of coffee, price and whether have discount. Then, managers can spot check staffs whether they are familiar with that. If they do not complete, the staff need to do one more day cashier to advertise the product (Martin and Jerome, 2015). Meanwhile, because of Costa want to promote the popularity of this product. They can provide 20 percent discount of this product to the customer who buy other Costa’s coffee products. That can attract more customer to try it (Toader, 2012). Costa also can apply to add meal deal or others discount modus in supermarket. That is also an effective method to increase sales. 

[bookmark: _Toc39864411]4.2 Target new market
Through secondary research, the sales of RTD coffee is in bad condition in UK, but the sales of that in fast pace of life country is considerable. In this situation, Costa can consider publish their RTD coffee in some fast pace of life country, because their habit and living condition are more suitable of this product. Therefore, Costa publish RTD coffee in these countries can get more profit. They can choose several countries which have Costa store and high recognizable and reputation of Costa as new market. They can rely on their reputation to attract more customer to purchase it. For example, China is a good target market. In 2018, the sales of coffee achieve 10 billion dollar that is same as 0.5 percent of all sales of coffee in the world. 84 percent of that is taken up by instant coffee. In addition, the average drinking of coffee just taken up 2.4 percent in the world. So, the perspective of that is considerable (Zhu, Chen and Cheng, 2019).

[bookmark: _Toc39864412]4.3 The competitor 
The largest competitor in RTD coffee is Starbucks which also is the largest coffee brand all over the world. Starbucks engaged in this product since 1996. It had been published various type and flavour of bottled coffee. In 2017, Starbucks had taken up 88 percent market share of RTD coffee. That means it is in the monopoly condition in this industry. Starbucks makes majority grocery sale their products and through that to expand their market share and get higher reputation (Starbucks News, 2018). Through annual report, the revenue which come from RTD coffee also increase stability. That take up the percent of total revenue increased from 12 percent to 14 percentage since 2017 to 2019. Therefore, Costa has insurmountable competitor, but it also can use same methods to expand its market share. Costa can promote their RTD coffee to significant number of stores in fast pace of life countries where have high recognition of Costa brand to get considerable sales and market share. Meanwhile, Costa also can mimic its competitors to create more new type and zest RTD coffee to attract and satisfied its customers. Such as, Frostino line and Cold Brew. Then, they can rely discount and activity to increase the sales of these products. 


























[bookmark: _Toc39864413]5.0 Conclusions
At all, the purpose of this project is to increase ten percent total revenue of Costa Coffee through increasing sales of Costa’s Ready-to-drink coffee. 

Costa has big problem about its ascensional range of revenue. As the pace of life become faster and faster, increasingly number of people have heavy work and they need to stay up to working or studying. That influence the sales of RTD coffee. In this condition, through increasing the sales of Costa’s RTD coffee products to increase the total revenue is a feasible method. 

Although, Costa published RTD coffee, but the selling Costa RTD coffee product is unsuccessful. It does not sale in any other country except UK. Not only that, the sales condition also in poor situation in UK. Although, there are majority people know this product, most of them never test it. Therefore, the total revenue of Costa coffee barely does not consider this industry. In addition, Costa coffee did not use high efficiency method to advertise for RTD product (Kollewe, 2018). They just publish its advertisement in Twitter and Facebook less than three times after it was published. That did not get customer’s attention. Although, Costa published outside activity to make more people know this product. That cost is too high and that did not make sufficient people recognize this product. Therefore, the total publicity of Costa’s RTD is failed. 

In sales country aspect, Costa does not put this RTD coffee to the most suitable country. That make Costa lose numerous revenue and market share. Finally, Costa need to face the largest competitor-Starbucks who has 88 percent market share of RTD coffee. Simulating its methods to expand the market of Costa’s RTD coffee is an efficiency way to get achievement (Starbucks, 2017). 

Overall, Costa has miscellaneous opportunities to get more market share of RTD coffee and revenue through right method to ascend the sales of Costa’s RTD coffee. It can use its reputation and customer loyalty to compete with it.

[bookmark: _Toc39864414]6.0 Recommendations
There are diversity methods which are useful for increasing the sales of Costa’s RTD coffee. That based on target market, discount, publicity and far more to give the pertinent suggestions. 

Firstly, Costa can publish its advertisement in the most popular social media more times. Although, it published its advertisement in Twitter and Facebook, both of them just advertise less than three times that lead to the total views less than 100 thousand in these two medias. So, Costa can republish it more times to attract customers. They also can publish the advertisement in YouTube, TV and Google. In YouTube, people must to watch the advertisement before they watch the video. Google is the most popular and requisite website in people’s life. They also can put that on TV before famous programs. That is also a time when significant people watch TV. They can increase customer’s attention about this product and rely on Costa’s reputation to attract more people to buy it. On the other hand, Costa does not need to hold outside activity to advertise for its products. The cost of this method is too high and the efficiency is poor. 

Secondly, Costa can find more suitable target market. At present, Costa’s RTD coffee just publish in UK. Costa can publish it to more suitable countries. Some Asian countries have fast pace of life. Therefore, the people who need that to support their working or studying. In addition, the country where will be published better have good reputation and recognition of Costa. Such as, Japan, China and Korea. These areas have same feature about fast pace of life. Therefore, the demand of RTD coffee in these countries is considerable. That can increase the sales and revenue of Costa. In addition, after Costa publish RDT coffee in new market. They can use discount to promote its sales or promote this product in all grocery. That can make products blend in people’s life. In China, more young people focus on price and flavour. So, discount can attract young people to test it and old customers care about quality that is what Costa is all about. Costa has better do not enter American market, because there are numerous others cafe brand. So, the market share is hard to get in America (Zhu, Chen and Cheng, 2019).

Finally, Costa can simulate its competitor to create more new zest and type of RTD coffee to take more market share. Although, that ascend the cost. The market share and customer’s loyalty have obvious ascension. 
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[bookmark: _Toc39864416]8.0 Appendices 
Appendix 1: Sales condition of Costa
Britain’s biggest coffee shop chain, Costa Coffee, has suffered a fall in sales at its high street stores and warned consumer demand would remain “subdued”.
Costa’s owner, Whitbread, said like-for-like sales at its UK outlets had fallen 1.5% in the 13 weeks to 30 November. Costa Express machines, which are mainly in petrol stations and convenience stores, fared much better, with 6.7% underlying sales growth. 
The Whitbread chief executive, Alison Brittain, said like some highstreet retailers Costa had been hit by a decline in consumers, partly caused by a “structural shift to online shopping”. 
But she insisted this did not mean the end of the coffee shop boom. “I’m a great optimist … that people do like to socialise with each other. In the old days this would have been the pub environment,” she said. “I don’t think coffee drinking and quality coffee drinking is in any danger of going backwards.”
In light of the difficulties on the high street, the company is focusing on opening more coffee shops in drive throughs and other travel locations, as well as rolling out more Express machines. Costa is serving more hot food, including chicken and chorizo rice boxes and egg muffins for breakfast, and has just launched a range of coffee with coconut milk.	

This project is an important factor to address Costa’s revenue bottleneck problem. The ascensional range of total revenue is constrained in Costa. The total revenue ascended approximately 150 million pounds per year from 2010 to 2016. That rose from 425 million pounds to 1103.2 million pounds. Then, Costa coffee increase their total revenue difficultly even that just enhanced by 52 million pounds from 2018 to 2019. That is the most important issue which Costa coffee needs to address preferentially. 

In recent year, Costa continued to devise new flavour Cold Brew and Frostino. But that still cannot improve sales and margins, because increasingly number of people do not choose to drink coffee in store. Therefore, promoting sales of Costa’s Ready-to-drink coffee is an effective and prerequisite project to achieve higher total revenue. In addition, there are some new coffee brands appear now. Such as, Luckin coffee, Sandows and Berry Beans. They absorb a part of market share. In this situation, Costa must to do response. If Costa does not have any action, more and more customer maybe will be robbed by other brands. Therefore, this project can steady status of Costa in coffee industry and get more profit in simultaneous. 

Appendix 2: Coffee sales condition and future development in China 
As sales have lagged somewhat in their home markets, both Costa Coffee and Starbucks are looking at international expansion to drive growth. 
China is considered a key market here. According to GlobalData, retail sales of hot drinks in China alone will hit $34.2 billion by 2022, and hot-drinks volumes across all channels have more than doubled there in the past five years.
Starbucks, which is currently the leading chain with 2,800 locations in China, is aiming to double its store count to 6,000 locations and triple its revenues over the next five years. 
Starbucks CEO Kevin Johnson said in May that the company is looking to push "a coffee culture in China where the reward will be healthy, long-term, profitable growth for decades to come," CNN Money reported.
Earlier this month, Starbucks also announced a deal with Chinese e-commerce giant Alibaba to expand its delivery services throughout the country. 
Meanwhile, Costa Coffee, the second-largest coffee chain in China with more than 400 locations, has its own expansion plans. 
In October 2017 Costa Coffee bought Yueda, a Chinese coffee chain with which it had operated a joint venture in China for more than a decade. Several months later, in April, Costa Coffee CEO Allison Brittain announced that the company was looking to spin off from its parent company, Whitbread, in order to facilitate its expansion plans, pointing to China as a key area for growth. 
"Costa will become a listed entity in its own right and the clear market leader in the out-of-home coffee market in the UK," Brittain, said in a statement at the time. It will be "well positioned to build further on its strong international foundations with growth expected in China and Costa Express.”


Appendix 3: Advertisement of Costa Coffee
The creative goes live today (27 August) and will run for three days to kickstart a campaign of support for the rollout of the first jointly created product since Coca-Cola acquired Costa Coffee earlier this year.
The integrated marketing campaign includes OOH, digital, PR and sampling, as well as the opening of the Costa Coffee Flavour Rooms pop-up shop on 29 August at the old Truman Brewery.
Simon Harrison, vice president of commercial development at Coca-Cola European Partners (CCEP), said: “Coca-Cola has been an iconic fixture on the Piccadilly Lights for more than 60 years and there’s nowhere better for us to celebrate our new relationship with Costa Coffee.
“We’re constantly innovating, and Costa Coffee Ready-To-Drink is the latest exciting example. We’re looking to disrupt and define the Ready-To-Drink coffee category and continue to provide more choice for coffee lovers to enjoy, whatever the occasion.”
Sarah Barron, chief growth officer at Costa Coffee, added: “As the nation’s favourite coffee shop brand (Allegra Strategies 2019), we have a track record of innovation and category disruption. Our warm and welcoming stores, world-leading Costa Express machines and growing at-home range provide coffee lovers with access to our brand across multiple touch points. Our new chilled Ready-To-Drink range is the next iteration of our exciting evolution.
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