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[bookmark: _Toc143021523]Environmental Scanning
[bookmark: _Toc143021524]Introduction
Marketing management plays an important role in the overall success and growth of any company. Kottler and Keller (2009) stated that it encompasses a range of activities that help them understand their target markets, their needs, which in turn help company deliver value and build and relationships with them. This report is based on the assessment of marketing management of Cafepod Coffee Co. 
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Figure 1- Products of Cafepod Coffee Co
(Source - PTL, 2023)
This has been done conducting both macro and microenvironment analysis of the company, focusing on its target market and overall marketing initiatives. Lastly, it provides the company with strategic recommended for future marketing improvement. 
[bookmark: _Toc143021525]Company Profile
Name: Cafepod Coffee Co.https://www.cafepod.com/pages/our-story
Founded: 2010, by Peter Grainger
Mission and Vision: “every person should make coffee with pride and confidence”.
Product and services: crafting high-quality coffee in various categories
[bookmark: _Toc143021526]Environment Analysis – Macro
Environmental analysis plays a vital role in effective marketing management. Fatmawati et al (2021) opined that environmental analysis equip companies with the required knowledge that enable them to make well-informed decisions, develop relevant strategies. Using PESTLE and Porter’s 5 forces to assess external factors and SWOT for internal factors influencing Cafepod Coffee Co.’s business. 
[bookmark: _Toc143021527]PESTLE Framework
Table 1: PESTLE Analysis
	Political

	· Taxation – 20% VAT drinks such as coffee, tea etc. however, coffee beans are zero-rated (PTL, 2023). It is favourable as it offers potential advantage in terms of competitive positioning.
· Food Inflation – Rise in price of coffee beans due to inflation (Goncalves, 2023).It is unfavourable as it offersproduct at higher price.

	Economic

	· [bookmark: _Hlk143020377]Unemployment rate – It fell by 3.5% in 2022 (Statista, 2023a).It is ffavourable as it increases disposable income of the people, might lead to rise in demand of coffee.

	Social


	· Market growth – There is 6.59% increase in coffee market in the UK (Statista, 2023b). It is favourable as lead to increase sales and revenue for coffee companies.
· [bookmark: _Hlk143020499]Consumption – People in the UK spend more than £1 billion on coffee by drinking 2 cups per day on an average (Galler, 2023). It is favourable as is increases sales and revenue for coffee producer, cafes, and companies.

	Technological

	· [bookmark: _Hlk143020598]Online Payment – There is growing number of card payment in UK coffee shops, reshaping the UK coffee shop segment (WCP, 2020). It is favourable as it reflects advancement in the coffee shop and restaurant.
· Automated machines – Advanced coffee machines provide more convenient, personalised, and efficient services. It is favourable in terms of cost effectiveness and time-effectiveness.

	Legal

	· Company selling coffee is required to register as a food business in the UK (Cafepod, 2023).Unfavourable as legal dispute can negatively affect the business.

	Environmental
	· [bookmark: _Hlk143020697]Sustainability – It is a leading consumer trend in the UK and people demand for certified coffees (CBI, 2022). It is favourable if company sells certified and sustainable coffee. 



[bookmark: _Toc143021528]Conclusion-Environmental Scanning and Analysis
The above environmental scanning and analysis of Cafepod Coffee Co.’s external factor in the UK reflect that economic, social, technological, and environmental is favourable factors for the company. However, political and legal reflect unfavourable factors for the company. 
[bookmark: _Toc143021529]PORTER’s 5 FORCES Model
Table 2: Porter’s 5 Forces Model
	New Entrants
Low
	· Investment – It require less capital to start coffee business. 
· Industry growth – Rise in coffee market and 5% growth in the industry attracts new entrants (Statista, 2023b).

	Power of Suppliers
High
	· The company use sustainable farming and its coffee is Rainforest Alliance Certified (Cafepod, 2023).
· They grow their own coffee beans; therefore, it has fewer suppliers.

	Power of Buyers
High
	· It has a wide range of products and is renowned in the UK market.
· It often receives positive response from customers.

	Substitute Products or Services
Low
	· Around 63% of the people in the UK prefer both coffee and tea. This makes tea a close substitute for coffee products (Statista, 2021).

	Competitive Rivalry
Low
	There are some core competitors of Cafepod Coffee Co. such as Gourmesso, Black Sheep Coffee, Starbucks etc. 
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[bookmark: _Toc143021531]SWOT Analysis
SWOT analysis is advantageous to provide a structured framework for the assessment of internal strengths and weaknesses with external opportunities and threats. The disadvantage of the model is that it does not provide detailed actionable steps to implement the findings.
Table 3: SWOT Analysis
	Strengths
	Weaknesses

	· Strong brand name and reputation
· High-quality and certified coffee
· Offer varieties in coffee beans.
· Use LML technology to improve the quality of coffee (Cafepod, 2023).
	· Limited distribution channelRise in price of coffee beans 

	Opportunities
	Threats

	· Business establishment outside the UK
· Need to invest in research and development (Statista, 2021).
· Increase in product line.
	· Intense competition from rivals
· Governmental intervention reduces freedom of doing business.



[bookmark: _Toc143021532]STP Analysis
The STP (Segmentation, Targeting, and Positioning) analysis has significant importance in the field of marketing and business strategy. Kalam and Kalam (2020) stated that it helps company understand its target market and connect with them using robust market strategies. Following is the STP analysis of Cafepod Coffee Co.:
Segmentation
Table 4: Segmentation
	Demographic
	Psychographic

	Age – Consumers aged between 25 years and 45 years.
Gender - Both males and females
Income – People with middle to higher level income
Occupation –All the professions
	· Lifestyle – People who value premium and high-quality coffee.
· Personality – All the coffee enthusiast

	Behavioural
	Geographic

	· Habit – People who drink coffee regularly.
· Loyalty – People who are willing to pay more for quality and certified coffee.
	Country – Across the UK



Targeting
The company target all the people across the UK, who belongs from 25 years to 45 years. The income ranges of those people are middle level to higher level. The company focuses on all the professionals, who lead busy lives and value premium quality coffee. 
Positioning
The company position itself as a provider of ethical sourced and premium coffee beans, which refine the taste of coffee for its enthusiasts. It gets benefitted in the UK market in terms of sustainability and certifications, and wide range of premium quality coffee beans.
[bookmark: _Toc143021533]Marketing Mix - 4 Ps
The marketing mix is a fundamental concept of marketing that guides companies with essential elements to execute robust and cohesive marketing strategy. 
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Figure 2 - The marketing mix
(Source - González et al, 2019)
[bookmark: _Int_7nFPA9vb]The current advertisement of Cafepod Coffee Co is towards the engaging in social media posts for emphasizing the rich flavours and environmental friendly sourcing. According to González et al (2019), it involves 4 to 7 Ps of marketing, out of which product, price, place, and promotion are the key components. Following are the evaluation of Cafepod Coffee Co.’s marketing efforts focusing on 4Ps:
Product – The Company uses corporate umbrella branding to consolidate the various coffee offerings under its reputable brand name. Corporate umbrella branding is a marketing strategy, in which a company use single brand name for its range of products (Niedermeier et al., 2021). This strategy helps Cafepod coffee Co. builds string and recognisable brand presence across the UK. Moreover, the company use “Line filling”, in which it offers new product categories within existing product line in order to broader spectrum of consumer tastes and product line. The company serve variation in coffee beans such as Hazelnut, choc n’ roll, brunch blend etc.
Price – The company is using differential pricing strategy for selling its products in the market. Li et al (2020) stated that differential pricing strategy is used by companies to offer various prices for the same product line. It enables the company to charge additional price base on the specific characteristic or feature of the product. for example – Cafepod Coffee Co, charge £3.80 for “daily grind”, but £4 for “call me caramel”, £4.20 for brunch bread (Cafepod, 2023) . The company use different pricing because it might believe that its customers are willing to pay higher price for higher quality. 
Place – The company usesselective distribution approach for selling its products to the customers across the UK. Under selective distribution channel approach, the company involves limited number of intermediaries between itself and consumers (Park, 2020).  In the context of Cafepod Coffee Co., it was found the company chosen a group of retailers to sell its products and maintain a degree of control over product availability in the market. The company sell its products via Amazon.UK, British Essentials (Cafepod, 2023). However, it sells its product through its own website as well. 
Promotion – The company uses digital marketing strategy to position its products across the UK and promote its business. Digital marketing is one of the robust marketing strategies to connect with target audience (Redjeki and Affandi, 2021). Under digital marketing strategy, the company leverage social media platform such as Facebook, Instagram, YouTube. however, it does not leverage all the marketing strategies involved in the digital marketing funnel. On the other hand, it also uses television advertisement.This unable the company to target all its audience and increase the customer base volume.
[bookmark: _Toc143021534]Recommendations
[bookmark: _Hlk143021185]Market Development – The company is recommended to expand its business and focus on market development strategy. As per the Ansoff Matrix model, market development strategy enable company to introduce its existing products in the new market or segments. Clarissia (2020) stated that market development enable company to maintain its core strengths, which tapping into the new market in order to increase its economic of scale and achieve long-term success. It has been found the United States buys the most coffee beans in the world, its trade value for coffee beans was estimated to $6,920.02 million in 2021 (Statista, 2023c).
Product Life Cycle Model – The company can apply product life cycle model, to navigate its product offerings and marketing efforts throughout the lifecycle of the product (Gräßler and Pottebaum, 2021).
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Figure 3 – Product lifecycle
(Source - Gräßler and Pottebaum, 2021)
The company can follow the following steps to enhance its marketing strategies:
First stage – Introduction 
The company is recommended to focus on the new market and aim to establish solid market presence and build awareness about its unique coffee beans’ quality, which make its stand out in the UK. In this stage, the company is suggested to utilise digital marketing strategies such as pay-per-clicks, email marketing, offer promotional strategies. This will help company encourage new customer base in the new market for example – in the Unted States.
Second stage – Growth
The company is recommended to focus on accelerating the market and expand business. In this stage, the company is suggested to promote the unique feature of its products, which make it stand out in the UK market. This can be done by adopting certain lucrative strategies such as limited time offers, celebrity endorsement, influencer marketing, etc. Jin et al (2019) stated that celebrity endorsement and influencer marketing is one of the effective marketing strategies, in which a company partner with well-known personalities in order to influence consumers’ perception and buying decision. Most of the consumers follow their influencers and tend to buy the things promoted by their influencers and favourite celebrities. This will help company grow it market and customer base in the new market for example – in the Unted States. 
Third stage - Maturity
The company is recommended to focus on differentiation and maintain customer loyalty. By introducing its new range of coffee beans in the new market in order to innovate and maintain differentiation in the new market. Also, the company can focus on the reviews it receives through social media platforms, increase in the number of website visitors. This can be done by monitoring key performance indicators such as review ratings in e-commerce platforms, website traffic, bounce rate, customer satisfaction score, social media click-through-rate. This will help company gain insights into its new presence in the new market and evaluate the effectiveness of the suggested marketing strategies. 
Fourth stage – Decline 
The company is suggested to manage its established position in the new market and keep on innovating or updating its product in order to maintain its established customer base and attract new customers. this can be done with the help of re-packaging, new marketing campaign, highlighting its new offerings etc. Failing to do so can decline company’s sales and revenue in the new market as the customers might starting to prefer its competitors because of its uniqueness or innovation.
[bookmark: _Toc143021535]Conclusion
To conclude, it can be stated that marketing management is one of the crucial approaches for any company for long-term success as it help it maintain its position in the market. This report is entirely based on Cafepod Coffee Co. and its marketing management. It has been found that the company lack effective marketing approaches and has limited its business expansion, despite being the renowned coffee company in the UK. This report focuses on providing strategic recommendation to the company and help it grow in the future in the new market with robust marketing strategies and efforts.
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