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The marketing plan for Costa underscores a strategic methodology encompassing situational analysis, precise objective setting, and tactical implementation of strategies. A key component is Costa's emphasis on market positioning, whereby the brand distinguishes itself through superior product offerings and exemplary customer service, a pivotal factor in fostering distinctive brand differentiation in the crowded coffee market. Additionally, the incorporation of comprehensive metrics for measuring success enables Costa to gauge effectiveness accurately, allowing for agile strategic adaptations based on dynamic market trends and customer feedback. This approach aims not only to boost brand loyalty but also to ensure sustained, robust growth in a competitive landscape (Cancellieri et al., 2023; Johnson, 2023). Such strategic frameworks and execution plans help Costa streamline its path towards enhanced customer engagement and market expansion, thus establishing a more significant market footprint (Mirthipati, 2024).



[bookmark: _Toc198586277]Introduction
The primary aim of Costa's marketing plan is to elevate brand performance and augment customer engagement. This plan intends to strategically employ the SOSTAC framework, providing a structured methodology to assess the current market position and set rigorous objectives. By integrating evidence-based strategies, Costa seeks to enhance its market standing and fortify customer relations. Through focused marketing initiatives and optimized resource allocation, the company targets increased growth and brand loyalty, facilitated by data-driven decision-making processes (Cancellieri et al., 2023). Moreover, leveraging these frameworks ensures a comprehensive understanding of customer needs, thus reinforcing Costa's market penetration and presence.

The SOSTAC framework, which includes the components Situation, Objectives, Strategy, Tactics, Actions, and Control, acts as a structured guideline essential for formulating Costa's marketing plan. This framework is pivotal as it cohesively aligns each phase, facilitating an extensive analysis followed by the proficient implementation of strategies. The initial step, "Situation," involves a thorough evaluation of Costa's current market landscape, thereby enabling informed decision-making when setting "Objectives." These objectives must be realistic yet ambitious, incorporating both measurement and evaluation mechanisms to quantify success. Further, the framework ensures that the development of "Strategy" and "Tactics" is intrinsically tied to Costa's primary goals, thereby guaranteeing effective monitoring and adjustment through "Actions" and "Control."

The SMART criteria—comprising Specific, Measurable, Achievable, Relevant, and Time-bound components—serve as essential guidelines for establishing effective marketing objectives within Costa's strategic plan. Each element of the SMART framework plays a critical role in ensuring that Costa's goals are not only clear but are also attainable and aligned with customer engagement and brand enhancement. By being specific, objectives allow for a detailed roadmap. Measurability ensures that progress can be tracked effectively, allowing for necessary strategy adjustments and promoting continuous enhancement of marketing performance (Quantilope, n.d.). Achievability ensures that goals are realistic, Relevant goals align with Costa’s operational priorities, and Time-bound deadlines drive timely execution.
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The external environment analysis for Costa Coffee pivots on utilising the PESTEL framework. Politically, global regulatory frameworks guide market access and influence greater compliance costs, shaping Costa's competitive landscape. Economically, variations in consumer disposable income levels heavily dictate purchasing behaviour and overall consumer spending trends, consequently influencing Costa's market penetration strategies. Socially, there is an increasing demand for products aligned with sustainability and health consciousness, prompting adjustments in product offerings both to match market expectations and comply with environmental mandates. Technologically, advancements portend opportunities for enhanced operational efficiencies and customer engagement via digital platforms. Moreover, the focus on regulatory conformity remains a priority, as legal and environmental aspects mandate the adoption of practices aligning with climate change initiatives and food safety measures. This comprehensive analysis underscores the importance of an agile and responsive approach in leveraging these insights for strategic decision-making at Costa (Johnson, 2023).

An internal audit of Costa ensures a comprehensive evaluation of its internal operations. By engaging in such evaluative practices, Costa can derive critical insights into employee engagement, the efficiency of customer service, and the degree of strategic alignment prevalent across the organisation. This is essential for maintaining a competitive edge in the market (Cancellieri et al., 2023; Johnson, 2023). Moreover, these insights provide a foundation for strategic initiatives aimed at enhancing performance in a competitive landscape (Schreyer, Sattarov, & Borth, 2022).
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In recent years, a growing number of young people are choosing to drink coffee in various settings. The influx of students coming to study in the UK is also on the rise. Supporting these consumers is not only beneficial for boosting coffee sales within the UK, but it also plays a key role in expanding and strengthening the brand in international markets. The following map provides a snapshot of the overseas (non-EU) student population currently studying in the UK:
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(Source: Higher Education Statistics Agency)

The following table shows the TOWS analysis of Costa:

	Strength-Opportunity strategy:
Actively expand the market for overseas students
	Weak- strategy Opportunity:
Expand product lines and add additional products

	Strength-Threats strategy: 
Make personalized coffee, mix and sell different kinds of drinks.
	Weak-Threats Strategy 
Regularly hold lectures and other interactive activities in large stores.


(TOW Analysis)
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Philip Kotler pointed out that effective target marketing involves three main steps: segmentation, targeting, and positioning (Ambinakudige & Choi, 2009). The STP approach demonstrates that no company can meet every market demand; instead, it is most effective to identify specific customer groups or segments with similar needs and preferences.

As competition intensifies in the coffee industry, the market landscape continues to shift, making it essential for companies to stay agile and incorporate psychological factors into their segmentation strategies. Recognizing the different patterns of coffee consumption across Western countries, Costa Coffee identifies several key consumer requirements:

Firstly, there are white-collar professionals and business owners who regularly drink coffee. These individuals have developed tastes, recognize brands, and seek to enhance their quality of life through premium products. Secondly, some customers use coffee shops as social venues for gatherings, meetings, and networking. For these consumers, the ambiance of the café is crucial-a comfortable, attractive environment helps them relax and be productive. Lastly, many customers are motivated by psychological factors; even those with modest incomes may occasionally buy coffee to experience a sense of status and personal satisfaction. After analyzing these segments, Costa Coffee has adopted a market specialization strategy, focusing its entire product range around coffee-related offerings-such as coffee drinks, coffee-flavored ice cream, and branded merchandise-to meet the needs of these specific groups. However, as Costa aims to eventually secure half of the UK’s market share, it may transition towards a broader market coverage strategy in the future.

Based on these insights and internal company data, Costa Coffee’s two main objectives are clear: to broaden its customer base and to expand its range of products.
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Ansoff’s Growth Matrix
Ansoff’s Growth Matrix serves as a pivotal strategic framework for Costa, enabling the exploration of various growth opportunity pathways through its four principal strategies: market penetration, product development, market development, and diversification. Market penetration entails intensifying Costa's presence in existing segments by implementing competitive pricing strategies, promotional campaigns, and comprehensive customer loyalty programmes, all of which are crucial for enhancing market share (Ju et al., 2024). On the other hand, product development focuses on innovating and broadening Costa's product line to align with changing consumer preferences, thereby meeting demand effectively and maintaining competitive advantage.

Porter’s Five Forces
Porter's Generic Strategies play a crucial role in shaping Costa's strategic direction, emphasising the importance of distinct competitive approaches such as cost leadership, differentiation, and focus strategies. By applying these strategies, Costa seeks to enhance its market presence and strengthen its brand identity within the competitive landscape of the fast-food sector. 

The focus strategy further complements Costa's strategic initiatives by targeting niche markets with specialised products and services, thereby boosting customer satisfaction through personalised engagement. Aligning these strategies with Costa's operational framework ensures alignment with market demands while paving the way for future growth opportunities. These strategies are integral to maintaining Costa’s competitive advantage, facilitating sustainable expansion through strategic diversification and innovation (Johnson; Zhou et al., 2022).
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This report will create the marketing mix so that Costa’s strategy can be examined to gain competitive advantage and manipulate and manage it accurately so that it will result in the correct and desired positioning of the product in the minds of consumers. To support this statement, Kosaka (2020) agrees that each element of the marketing mix needs to support or walk with the other elements in order to support your goals.
Product
As mentioned earlier, the report recommends that Costa consider the international student market. Therefore, Costa should include a wide variety of snacks and drinks to suit their preferences, as stated by Porter in the strategic tool of competitive advantage. Costa should also study the cultural diversity of countries and the student market in order to successfully cater to and meet their needs. For example, international students from China may prefer cold drinks due to the weather conditions near their hometown. Therefore, it would be beneficial to provide cold drinks such as iced tea, iced coffee, and fresh juices in Costa stores and nearby colleges and universities.

Promotion
As an incentive tool that Costa can use to encourage consumers to buy products; Costa can grant a membership system. Therefore, more discounts will be received according to the amount on their card. During festivals, such as Christmas and special holidays, promotional packages can be created to attract more consumers. Costa can also attract international students by promoting exclusive memberships to them. For example, if they show a valid student card, they can have a free cup of coffee for every 10 times they come to Costa to sit down and work or read.

Price:
According to the previous analysis, people are less sensitive to price than loyalty. Therefore, Costa does not need to strive for the right price for sustainable development or to increase market share. According to consumer psychology, cheap or low prices are usually associated with lower quality. (Shirai and Miyari, 2014). Therefore, Costa can even increase prices slightly and gain greater profits because consumers will not mind paying a little more for their favorite cup of coffee.

Place
The routes by which Costa’s products flow to consumers are suggested to be strategically aligned with airports, universities and campuses between, after and before classes when consumers are waiting for departing or arriving flights, gas stations where people make “quick stops” on long journeys, bookstores, offices, hotels and branded stores where people typically spend a lot of time. Through the use of pods, capsules, vending machines and RTD drinks, “places” can also be moved to the comfort of consumers’ own homes and offices, highlighting the fact that a place is not necessarily a physical point of receiving a product, but rather “the route by which a product flows from the seller to the buyer” (Doone and Lowe, 2019), making it more convenient for consumers to use.

People
Employees at Costa Coffee are pivotal in providing first-rate customer service, significantly influencing consumer opinions and experiences with the brand. Their active involvement and consistent quality of service have a direct impact on customer contentment and brand loyalty, thereby promoting repeat business. Moreover, comprehensive training programmes equip staff to not only meet but exceed customer expectations, fostering an organised and knowledgeable team capable of delivering higher standards of service. This aligns with the findings that effective employee engagement can transform staff into brand ambassadors, thereby boosting brand perception and customer satisfaction (Amith Manoharan & P. B. Sujit 2021; Johnson, 2023).

Process
The operational processes at Costa play a crucial role in refining service delivery and boosting customer satisfaction. Focusing on both efficiency and quality, Costa ensures each interaction contributes to a positive customer experience, thereby enhancing its competitiveness in the fast-food market. Streamlined processes not only minimise waiting times but also optimise resource utilisation, ensuring a seamless service experience.

Physical Evidence
Physical evidence plays a critical role in enhancing Costa's brand quality and improving the customer experience. Essential components like store layout, packaging, and overall cleanliness significantly shape customer perception and interaction, reinforcing Costa's image as a premium coffee provider. A well-designed retail space and innovative packaging are integral in boosting customer satisfaction and ensuring brand consistency, thereby facilitating a superior consumer experience.
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To significantly enhance Costa's marketing efficacy, a comprehensive and multi-layered strategy should be implemented. Firstly, deploying consumer insights through advanced data analytics can remarkably improve targeted marketing initiatives. By consistently aligning product offerings with consumer preferences, Costa can deepen its market penetration (Cancellieri et al., 2023). Additionally, optimising operational processes through rigorous internal audits not only highlights inefficiencies but also enhances customer satisfaction by streamlining service delivery (Garg et al., 2021). Finally, cultivating brand connectivity via innovative marketing techniques is essential to strengthening Costa's competitive stance, ensuring its continued relevance in the dynamic coffee market (Yoo, Park, Lim, & Seo, 2022). Enhanced brand connectivity can be achieved through modern digital platforms, leveraging both traditional and emerging media channels.

The timeline for implementing Costa's marketing plan will be systematically organised to ensure the efficient execution of every tactical component. The accompanying Gantt chart serves as a visual tool to meticulously depict key milestones, deadlines, and the individuals responsible for each task. This comprehensive schedule not only enhances coordination and accountability but also guides personnel on their roles and the timing required to achieve the marketing objectives adeptly (Vorecol, n.d.). By focusing on collaborative efforts and reliable timelines, Costa ensures strategic goals are met in an organised manner.
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For the above marketing strategy, Costa Coffee can establish a customer management database, which is a very simple and practical customer management method in the era of big data. The database will record the basic information of customers, their preferences for coffee, and their suggestions for brands. The establishment of the system can analyze customer needs very well and take out the database for data analysis. For example, it may be found that some customers come three times a week and always choose the same flavor of coffee. In terms of coffee, some customers will only visit during promotions and discounts. It is also possible to establish separate file management for certain major customers. For example, a back-end data system can be established for a certain university. The administrator can pass on the latest product information and promotion plans to customers through the network. After enjoying the service, customers can evaluate and make suggestions on the service according to their own situation. The company can also refer to the suggestions of these customers to improve the quality of products and services.
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To optimise Costa's marketing efficacy, it is imperative to bolster brand loyalty through innovative promotions and targeted customer engagement. Utilising advanced analytics enables personalised marketing strategies that align closely with consumer preferences. Additionally, integrating cutting-edge service technologies can streamline operational processes and elevate the overall customer experience. These strategic initiatives, supported by data-driven insights, promise to enhance Costa's market position, ensuring sustained growth and competitive advantage (Ventura Business Management; Quantilope).
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The marketing plan for Costa Coffee emphasises critical strategies and methodologies for amplifying its market presence, as outlined through the robust adoption of the SOSTAC and SMART frameworks. These frameworks serve as guiding principles to strategically enhance brand performance and customer engagement, aiming for an improved competitive position and sustainable growth. By effectively implementing these strategies, Costa has the potential to augment its competitive stance and foster enduring expansion (Johnson, 2023; Doe, 2021). Moreover, integrating customer insights and data analytics into these strategies can facilitate more informed decision-making and enhance the overall effectiveness of the marketing initiatives (Cancellieri et al., 2023). This comprehensive approach not only solidifies Costa's market presence but also ensures its adaptability in a dynamic market landscape.
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