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[bookmark: _Toc502085830]1. Introduction 
In contemporary business arena, marketing management is one of the essential acts of choosing and targeting the different markets and developing strong and direct relationship with the customer and stakeholders regarding the resources of an organisation.  A marketing manager of an organisation are considered as the most responsible individual in business environments whose responsibility is to set proper marketing plan and strategies on the basis of the information allocated by the studying of the current market needs and demands (Leonidou et al. 2017). Marketing strategy is an important factor and it needs to be managed in proper way by which organisation can easily draw customer attention and influence their purchasing behaviour significantly. And, in order to fulfil this basic objective, the marketers have the necessity to focus upon their production process and management plan by which they can offer products and services in accordance to the customer needs and market demands. In recent time, marketing management becomes a necessary aspect for a business organisation to adopt by which the management can fulfil the organisational as well as marketing requirements with ease and efficacy (Jaworski, 2017). Apart from this, in order to ensure a long term survival within the competitive environment of business arena, strategic marketing activities and tricks are very essential to adopt for any business organisation. In this particular business report, various features of the marketing strategies are discussed in concise manner by including the “Costa Coffee”- a global brand as a model organisation.
[bookmark: _Toc502085831]2. Background of the company: 
Costa coffee is a global brand – a British multinational coffeehouse company and the second largest coffeehouse chain throughout the world and the largest in UK. It was founded in 1971 in London by the Costa brothers and now it has almost 3,401 stores across the 31 countries with 1,280 outlets overseas (Costa.co.uk. 2017).  So, from the inception to till date, the company garner the huge popularity within the UK coffee market is due to their effective marketing strategies and management plan which suits the market demand and customer needs effectively. Though, “Costa Coffee” is a global name in the international coffee market, but it has gained considerable popularity in UK, Australia, china, Singapore and so on. 
On the basis of several observational studies, it can be observed that, Costa Coffee purchase high quality coffee beans, roast them and put up for sale in the form of the rich brewed beverages. According to the 2017 report, Costa Coffee invests almost 38 million pounds with the aim of increasing the organisational roasting capacity from 13,000 to all-around 49,000 tons of the coffee beans for every year (Costa.co.uk. 2017).
Moreover, in September, 2017, the Costa Coffee inaugurated a coffee shop at the Dubai Beaches, where the coffee or the products are being served by the drones to the customer. In the financial year of the 2016-17, the net income of the Costa Coffee is almost £160 million and earning revenue is almost £1.170 billion.
Though, “Costa coffee” is a global multinational coffeehouse brand, but the management also sells sandwiches, iced drinks; the most popular products which are being offered by the company to the customers are: cappuccino, latte, mocha, Expresso, flat wine, coffee cream, mocha cream Frostino and so on.
The major objectives of the marketing management of the Costa coffee are:
· Increase the profitability, market share and scale in international market
· Incorporating innovation in the production of new products which have the potentiality to reach the significant scale (Hsiao and Ma, 2017)
· Establishing the brand as a leader in  the business arena for the customer service 
The most important objective of the company is to gain the competitive advantages from the international market arena by offering best and the finest beverages mostly the coffee to the worldwide customer. Another important target of the company is to maintain a sustainable growth and attain global recognition: in order to fulfil these objectives, it is important for the company to undertake strategic management plan when it comes to the market.
[bookmark: _Toc502085832]3. Marketing challenges for the company
The course and approach of marketing has changed throughout time. Globalization and digitalization have changed the definition of marketing strategy, modifying the business environment in the process. Due to the change, the business companies or organizations experience varied business scopes, opportunities however along with such benefits, the competition of the sector has increased to a significant extent. The globalization has allowed different companies of the similar sector to conduct business in a particular market (Leeflang et al. 2014). Digitalization has allowed the companies to establish and strengthen relationship with other businesses and consumers. Considering the other aspect, the clients or customers have the scope to investigate varied options concerning product purchase, therefore it has become difficult for a company to acquire and retain customer interest and loyalty. 
The Costa Coffee company has gained the reputation of a large established company chain, popular throughout the country of UK. The organization earned brand recognition in the country and is successful in operating a large number of stores in various other foreign markets. The company strives to increase its popularity and brand name. Taking into account the opinion of the customers and clients, the company has succeeded in acquiring a moderate base of consumers (Pisharodi et al. 2016). In spite of the fact the company has to be careful and consider the tough competition from its competitors. The globalization has paved way for foreign coffee companies to conduct business venture in UK. It has opened up options for customers to look for coffee varieties and substitutes. Costa Coffee needs to construct marketing strategies that can be effective in creative brand awareness as well as retain its customer base. The factor of end-to-end customer journey is very much important, one explanation is, it shapes up consumer perspective about the company (Coelho et al. 2016). 
4. Internal and external analysis
It is necessary for the company to conduct internal and external analysis. Internal analysis allows the company to assess the strengths, weaknesses, along with the potential it possess. Considering the other aspect, external analysis enables the company to understand the different external factors which impact and affect the company business. SWOT and PESTLE analysis are the two marketing theories, helpful to conduct internal and external analysis respectively. 
[bookmark: _Toc502085833]4.1 SWOT analysis of the Costa Coffee
In order to frame an effective marketing management plan, it is important for any business organisation to evaluate their strength, weaknesses, potential threats and the possible opportunities which are persist in business environment (Chernev, 2014). In order to maintain global recognition and to grab the attention of the worldwide customer more effectively, SWOT analysis can be an important analytical tool for the Costa Coffee to evaluate their internal environment.
	Strength 
· It is second largest multinational coffeehouse chain throughout the world
· Largest coffee chain in UK
· Wide ranges of products offered by the Costa coffee to the worldwide population
· Strong brand awareness (Mason et al. 2017)
· Low cost
· Quick services
· High food quality  
	Opportunity 
· The company has almost 50% presence in UK, so expansion can be considered as the critical opportunity for the Costa coffee
· Strategic brand alliances and the trend for the merger
· Like star buck, the Costa coffee also has the necessity to execute the “pull strategy” and use it  in innovative manner to attract the attention of the young crowd throughout the world (Wilson and Gilligan, 2012)

	
Weakness 
· Weak control of the organisation across the world
· Lack of flexibility 
· Lack of proper advertising or promotional procedure regarding the brand name
· The company has very high concentration in UK and the European countries, but the company has very lower presence in other countries 
	Threats
· Starbuck can be considered as the important threat for the Costa Coffee;
· Consistent competition and the lack of proper marketing and promotional activities may impact upon the marketing value of the Costa coffee, which may create huge threat for the company.
· Price inflation
· Many new contenders in the mature market



[bookmark: _Toc502085834]4.2 PESTLE analysis of the Costa Coffee 
The Costa Coffee is a large organization of coffee chains that operates throughout the regions of UK and many foreign markets. It is necessary for the company to conduct analysis of external factors that have the potential to impact and affect the company business. 
Political
The current political scenario of UK is unstable. Due to various political changes and alterations, such as the Brexit incident, the company finds it difficult to stabilize its business in the country. Employee turnover, loss of European consumers and business clients have greatly affected the company business. The company needs to make the effort to overcome the obstacles. The plan of the conservative government to increase minimum wage standard means, the company has to restructure the wage strategy of its employees (Thapa and Lantinga, 2016). 
Economic 
The economic factor highlights the financial aspects such as low inflation, growth rate, labour costs, business cycle and so on. The company has good financial resource, it succeeds in gaining its target sales and profit rate. The company require needs to consider the different stage of its business cycle. 
Social
The company needs to take into account the different demographic factors such as lifestyle, gender population and other cultural/social factors such as income, culture, education and such. Assessing these factors help the company to gain insight of the society in general. For instance, population with low income would prefer low cost beverages. Moderate income group looks for quality product with reasonable price range. Senior population prefer classic coffee while the new generation likes variety and mixture of different flavours. 
Technological 
The country of UK is significantly advanced in technology. For instance, the new generation of customers prefer virtual shopping, digital transaction, the option of virtual wallet has become convenient. The development and demand of hybrid espresso makers are much popular among many coffee shops. The company has the option of producing variety of coffee flavours and combination to offer new products to the customers. The problem arises when the company tends to fall behind the required technological advancement. The Costa Coffee needs to invest in the technological sector top upgrade its technological resource for improved marketing management and better production of coffee and associated products to attract consumer attention and demand (Sunanda and Nagaraja, 2014). 
Legal  
The legal factor stresses on the legal norms and regulations which the company needs to consider. For example, the Costa Coffee needs to maintain company transparency, conform to consumer rights law, equality rights of employees and so on. The company needs to follow the regional, national and global business system to ensure the legal factor of the company. 
Environmental 
It is important for the company to put emphasis on the environmental aspect of the business. The company needs to give importance to conserve the energy in an effective manner. Effort is required to minimise and reduce its negative impact on the external environment with the help of effective waste management. Costa Coffee needs to take positive measures for the betterment of the workforce health (Maziriri and Chinomona, 2016). 
[bookmark: _Toc502085835]5. End-to-end customer journey
Most of the companies have the tendency to give intense focus on customer satisfaction, so much so that the company tends to divert its attention from the end-to-end journey of the customer as a whole, this impacts on the company’s brand factor. Taking the point into consideration, the company of Costa Coffee should take the effort to put emphasis on the end-to-end consumer journey along with customer satisfaction concerning product purchase. The company has acquired considerable amount of brand recognition; it should take the attempt to get positive perspective of consumers (Lusch and Vargo, 2014). Apart from providing excellent products, the company needs to pay attention to the trivial details that excels the level of consumer experience. For instance, the company can offer entertainment, jovial activities for the customers. Birthday celebration of consumers, providing good ambience for the customers are good approach to get customer interest. Instead of focusing solely on the product, the company needs to concentrate on the entire process that provides product to the company. Paying attention to factors such as diversity, culture, consumer similarity and differences are some of the ways that can help the company to modify and better customer experience as a whole (Veselovsky et al. 2015). 
[bookmark: _Toc502085836]6. Innovative marketing strategies for Costa Coffee
Different companies have making the effort to enhance the effectiveness of marketing strategy. Along the conventional or traditional marketing strategy, the business organizations are trying to be innovative and creative. The company of Costa Coffee needs to take the effort to construct innovative strategies to fulfil its overall company objectives. It is not sufficient to provide quality and reasonable products to retain consumer loyalty. The company should make the effort to improve its customer service, keeping in mind the factor of customer centric service. Costa Coffee needs to upgrade its consumer service, considering consumer complaint, query and feedback, it should try to develop its products and improve its service approach. The pre-service and post-service of products are necessary for the purpose (Perreault et al. 2013). The point can be explained with the help of relevant examples. The customer service should show pleasant composure while offering service to the consumers and clients. Immediate response to customers is desirable to acquire positive opinion of consumers. The consumer should be satisfied enough to conduct verbal promotion to other potential consumers. Effort is required to increase the rate of conversion. The company goal should be such that doubles up the value of the company products. 
Considering the current market scenario, the platform of social media has become an important marketing tool. Using the opportunity, the company can strengthen communication with its customer base. Social media forums such as YouTube, Facebook, LinkedIn are much useful for the purpose (Hallbäck and Gabrielsson, 2013). With the help of communication, the company can consider and implement innovative ideas of the consumers for marketing promotion, creation of suitable strategy. The strategic measure would instigate a sense of company loyalty within the customer, at the same time enabling the company to have large options for generating useful, innovative marketing ideas. It is essential for the company to increase networking. The company is known for supplying roasted coffee beans and brewed coffee to various other companies. Making connection with potential partners would allow the company to broaden its business scope and strengthen the opportunity of new marketing ventures (Kavoura and Stavrianea, 2014). 
[bookmark: _Toc502085837]7. Close competitor analysis 
The company of Costa Coffee needs to conduct detailed analysis of its competitors. It is necessary to mention that the sector of coffee business consists of many companies, national as well foreign. The company of Costa Coffee needs to be aware about the competitors, both the established and new entrants. Some of the well-known competitors of the concerned company are Starbucks, Caffe Nero, Pret A Manger and Greggs. Starbucks have acquired high brand name in the international and domestic markets (Veselovsky et al. 2015). The company is known for variety and premium range coffee products. Pret A Manger has high customer satisfaction whereas Greggs shows prompt service, candid staff and hygiene environment. Some of the companies have developed mobile application taking into view the trend of online marketing and shipping among the new generation. The company of Costa Coffee needs to consider the various marketing approach of its competitors to modify and develop its own suitable marketing strategy to balance the two important business factors, customer satisfaction and end-to-end journey of the consumer (Rozdolskaya et al. 2014). 
[bookmark: _Toc502085838]8. Diffusion of innovation 
The theory of diffusion of innovation explains the way in which new technologies along with other advancements enter and popularise throughout the society. The theory portrays, with time new concepts and ideas are introduced and make way into the society. Considering the content of the theory, it is necessary for the Costa Coffee organization to adapt its marketing strategy taking into account the changes of consumer population and society (Golden et al. 2016). The company needs to give importance to the different factors such as consumer population, urban and rural society, education standard, economy, technological and social advancements and so on. The Costa Coffee company has earned the reputation of producing and supplying excellent coffee products to the customers and business clients. 
It is true that the company is popular in the UK market, however the company needs to take the effort to earn the same level of brand recognition in the foreign markets. Apart from the conventional method, the company needs to upgrade its marketing strategy to fulfil its desired goal for reaching out to maximum foreign consumers. It needs to understand the diversity of consumer demand and desire for the purpose. The company should acquire the knowledge of varied coffee taste and variations of the diverse population; advanced technology is essential for the objective. Establishing connection with the consumers is a necessary strategic step (Singh et al. 2016). The company should pay attention to better the system of PR. Thinking innovative business strategy is essential, one instance is, formulating company products as per consumer demand. The company needs to stress on the communication channels. The different stakeholders of the company should have access to fundamental information of the company in terms of change, product introduction, marketing alteration and such. The platform of social media is effective for establishing communication with customers and clients. It is important to mention that the platform enables the company to conduct the different measures to enhance end-to-end consumer journey. 
The company needs to develop and provide products, considering varied customer taste, necessity and demand. It is essential to evaluate the market condition of coffee business; time is significant for the purpose. Taking into account, the social lifestyle of the concerned population along with various factors, the company needs to alter its marketing strategy (Cometto et al. 2016).
[bookmark: _Toc502085839]9. Marketing mix 
It is important to note that the Costa Coffee has gained much popularity in the market of UK. The profit and sales rate of the company has increased to a considerable extent. In spite of the company needs to take the strategic steps to better and modify its marketing approach. Competition of the coffee business has become intense with several other companies trying to acquire customer attention and the market reputation in the process. Taking the point into consideration, the particular organization needs to construct a suitable marketing strategy for the purpose, the theory of marketing mix is significantly useful for the company objective (Nordseth and Griscom, 2017). The company needs to consider the 7ps of marketing mix, place, product, price, promotion, people, process and physical evidence. 
The company of Costa is known for its quality products. The variety of coffee along with other beverages and snacks it offers ensure quality products within affordable price range. Assessing the diverse taste of consumers, the company should give further stress on providing the best quality roasted coffee, considering experimental combination and hybrid mixture. The company needs to better its customer service to have positive consumer opinion. Post-service feedback, giving value to customer demand are strategic measures to get positive brand name and popularity. Formation of good marketing strategy is an art; the Costa Coffee can use various social platforms for effective promotion. Publication of new product launch in the social media, organizing games and providing sponsorships are strategic options for enhanced promotion. Considering the factor of pricing, the company should be careful in positioning the pricing range (Alon et al. 2016). Offers and discounts can be offered considering special seasons and festivals such as Christmas, New Year and such. The company needs to focus on the processing factor. In order to counter competition of the competitors such as Starbucks, the Costa Coffee company needs to cater to the taste and demand of consumers and business clients. Importance on the R&D unit is required. 
[bookmark: _Toc502085840]10. Conclusion 
In conclusion it can be said that the business company or organization need to take the effort to make suitable marketing strategies. Considering the internal and external environmental factors, the company should adapt and improve changes accordingly. However, apart from marketing, the company needs to track of customers. The goal should be, mastering and retaining consumer base. It is necessary to take innovative steps for the purpose. Digitalization and globalization have opened up new possibilities for business growth and expansion, however the factors have increased the level of competition for the business sector. The company of Costa Coffee needs to consider the challenges in order to maximise its business growth and development. Internal and external analysis helps the company to understand its capability, shortcoming along with possibilities. Along with the effort to increase customer satisfaction, the company needs to ensure the factor of end-to-end customer journey. For the purpose, the company needs to think innovative marketing strategies. It is necessary for the company to understand that the company instead of focusing only on customer satisfaction and brand value, the company needs to concentrate on the process of marketing as a whole. 
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