2

Entrepreneurship
Final Business Plan
Lecturer: Joanne Howell
Submitted: 07/07/2020
Word Count: 555 
Student Number: 1818533
Muhith Miah		

Student: Muhith Miah
The Marketing Mix
The product is a renowned British coffee brand, which has a significant global presence. Its portfolio accounts for a variety of coffee and supplementary products that include sandwiches, cold drinks like Frappuccino and iced tea, as well as bakery stuff.  In terms of pricing, premium pricing is proposed as it is justified by international branding and high quality (Kotler, 2008). Along with that, it is imperative to know that the target market is affluent and falls within the higher income bands in the chosen country. The target market includes private university students and professionals with an income of more than 500GBP per month purely because of their purchasing power capability. This is justified by the fact that the company is pursuing a premium pricing strategy and targeting people who are aware of the cost of brand and those who are digital users and prone to increasingly adopt the habit of drinking coffee. It must be noted that local cafes usually sell a cup of coffee for anywhere between 50 pence to 80 pence. Whereas Costa will pursue a premium pricing strategy where a cup of coffee is highly likely to be sold at three times the price at a minimum of £1.80 equivalent.
The plan in terms of the place is to choose three prominent locations in Dhaka, the capital. The choice of the city is justified by its high population of around 20 million and the significant number of people who fall within the socio-economic bands targeted in the business plan. Furthermore, the city is also home to the top business establishments and educational institutions catering to millions of individuals. The choice of location for the two Costa outlets is in the affluent residential areas of Dhanmondi and Gulshan, which are not the only resident to people who are on the higher of the rungs of the social-economic ladder, but also home to a significant number of business establishments and institutions, which are also likely to attract potential clientele. Furthermore, there is an affinity to socialise in restaurants, cafes and malls owing to the collectivist culture of the country and the lack of opportunities for people to engage in outdoor social engagements. The third location that has been chosen is the international airport. This is because the international airport is currently devoid of any standard coffee shops, let alone any international brands. The country has over the years, witnessed a commendable rise in the number of travellers who travel overseas purely for leisure purposes, as well as for business purposes. The increase in the amount of international travel is therefore likely to attract customers to the international coffee shop outlet.
In terms of promotion, a variety of strategies are proposed to be pursued. This includes setting up billboards, digital marketing, and social media marketing through suitable channels like Facebook, Twitter, Instagram, and YouTube. As has been discussed earlier, high mobile penetration and the rise of active digital users will enable greater outreach. Along with that, local celebrity endorsements will also enhance brand awareness and enable further validation amongst those who may not necessarily be aware of its global stance. 
To conclude, Costa will do well in Bangladesh because it is a popular brand within the UK, which will attract new customers (Bangladeshi people) and may be a familiar location for tourists.

