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[bookmark: _Toc40352267]1.0 Summary
Costa coffee is the second coffee chain brand in the world. It was set up in 1971. At present, it is the largest coffee chain in UK and has 50 percent of presence in UK. It extends 3041 chain stores in 31 countries and has 18412 employees. Costa coffee is famous for its taste, it has high cost, price and quality. The strongest competitors of Costa is Starbucks.
This report uses SOSTAC to make a marketing planning for Costa coffee. SOSTAC is divided into six parts, includes Situation, Objectives and Strategy, Tactics, Action and Control. This method focuses more on digital marketing, customer relations and professional communications. Objectives have three sections, include selling, services and communication. The objectives are that Costa increases 10 percent of total sales in 2020, providing better services and collect customer feedback. In strategy, customer groups of Costa are middle-age and the target marketing are European countries and Asian countries. In marketing mix, Costa uses product mix and promotion mix to increase the sales. In action, Costa use high cost to ensure high quality. It helps Costa to increase marketing share and total sales. In control, KPIS are set for supervising Costa to know whether Costa achieves objectives.
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2.0 Introduction
Costa coffee is a British chain brand, it is a subsidiary of Coca-Cola Company. It is the largest coffee chain in UK and the second largest coffee chain in the world. Costa coffee was set up by two Brothers Bruno and Sergio Costa in London in 1971. It operates as a wholesale to supply roasted coffee to restaurants and cafes. In 1995, Costa coffee was acquired by Whitbread, then The Coca-Cola Company acquired this brand for£3.9bn in 2019. At present, it has 3401 stores and 18,412 employees in 31 countries, include 2121 stores in UK. It also has over 6,000 Costa Express vending facilities in UK and 1,280 outlets overseas (Costa).

SOSTAC has six steps, includes Situation, Objectives and Strategy, Tactics, Action and Control. SOSTAC is one of the most popular marketing models, it can guide actions to achieve goals and have benefits on the digital growth of a company. Situation analysis can help businesses to determine the condition to draft future strategy. Objectives analysis help businesses to understand the long-term objectives clearly. Strategy is a plan about how to achieve the objectives. It can help businesses to find new potential customers. Tactics are details of strategy and the methods to achieve the objectives. Action is details of tactics. For example, determining who does what. Control means monitoring progress, it is used to ensure things gone as planned. SOSTAC model is used to make business model planning and it help to require assets for efficient reputation management and crisis communications. This method focuses more on digital marketing, customer relations and professional communications (Chaffy, 2020). 

This report uses SOSTAC to help Costa coffee make a definitely new marketing planning and provide limitation and issues at the end. 
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[bookmark: _Toc40352270]3.1 SWOT
SWOT analysis includes Strengths, Weaknesses, Opportunities and Threats four sections. Strengths and Weaknesses are internal factors and Opportunities and Threats are external factors. Internal factors can be controlled, external factors cannot be controlled. Businesses use SWOT to assess their products and projects by analyse internal and external factors. Then, businesses can find positive and negative factors of their projects and take strengths and opportunities to overcome the weaknesses and threats. Companies also can use SWOT to predict future trends and make more effective decisions. But that also has demerit. SWOT analysis cannot find internal potential problem of a company. So, that cannot ensure a company can success after using this theory. (Investopedia, 2019).

Strengths 
Costa coffee is one of largest coffee chain brand in the world. It has a widespread operation. It operates in 31 countries and has 3401 chain stores. 

Costa coffee is known for the good taste. It has a good reputation and a huge number of loyal customers.
Costa coffee is the largest coffee chain stores in the UK, it occupied a majority market share since 2007. There are 2121 Costa chain stores and more than 6000 Costa Express vending facilities in UK. (Investopedia, 2019). In addition, Costa has a really useful device-vending machine that ensure its products can be sold in anywhere. That is a good method to satisfy customer’s demand and take higher marketing share.

Weaknesses
Costa coffee does not pay a huge attention to marketing and advertising except UK market. Costa coffee has a high concentration in UK and Europe, so it has a majority market share in UK and Europe. But Costa coffee has a low concentration in other countries. There are many strong competitors in the market, so the marketing and advertising is important to Costa coffee to attract more customers (Investopedia, 2019).

Starbucks is the strongest competitor foe Costa coffee. The price of Costa coffee is higher than Starbucks, especially in developing countries. It is easy to effect consumer mindset. Costa coffee lose many customers by this reason. 

Opportunities 
Costa coffee can expand in more countries to increase market share. Costa coffee has 50 percent of presence in the UK, other presence is in 31 countries. But Starbucks expand present in 70 countries. So, expansion can increase much competitive power for Costa Coffee (Marketing91, 2018).

Costa coffee acquired Coffee nation. They can corporate with some businesses and restaurants to sale coffee and their coffee vending machines. It can expand their product lines and reputation. At the same time, there are more and more businesses want to corporate with Costa coffee.

Threats 
Costa coffee has many indirect competitions, such as tea. In many countries, the consumption of tea is more than coffee, especially in UK, India and China. It causes Costa coffee lose many sale and revenue.
Costa coffee is lack of marketing and advertising, the value of their brand is decreasing. But their largest competitor Starbucks is expanding aggressively. It is a serious threat for Costa coffee (Research Methodology, 2019).

[bookmark: _Toc40352271]3.2 Competitor
Starbucks was founded in 1971 in Seattle, USA. At present, it has more than 26,000 chain stores in 75 countries. It is the largest coffee chain brand in the market. Starbucks has a strong brand image, its size and the number of their chain stores and loyal customers are growing with the development of time. In 2019 Interbrand ranking, the brand value of Starbucks is $11.7 billion. The annual revenue of Starbucks in 2019 is $26.5 billion, the profit is $3.6 Billion. Starbucks has a strong financial situation.
Starbucks has extensive suppliers in the world, their coffee beans from three regions, Latin-America, Africa, and Asia-Pacific. Starbucks has acquired six famous companies, including Seattle’s Best Coffee, Teavana, Tazo, Evolution Fresh, Torrefazione Italia Coffee, and Ethos Water. These acquisitions are very successful for Starbucks (Business insider, 2020).

Starbucks pays much attention and cost to brand and marketing campaigns. The brand is active on different social mediums, such as Facebook, Twitter, Instagram, YouTube. The brand invests much in mobile marketing. It has own application to attract customers. At present, it has 13 million mobile members and more than 9 million mobile paying customers (Business Strategy Hub, 2018).

[bookmark: _Toc40352272]3.3 Customer insight
Costa Coffee’s main customer groups are social class and wrinkly. Teenagers might prefer sweet-tasting beverages rather than espresso. Adults prefer to drink coffee, because coffee can keep them alert at work. Costa coffee has a higher price, the adult would spend more on Costa coffee than teenagers each month. Adults can enjoy a silent environment to work and rest. But teenagers do not have enough time to rest in cafes and they prefer to join some activities in their leisure time.
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[bookmark: _Toc40352274]4.1 Sell-customer acquisition
In sales aspect, Costa want to increase 10 percent total sales in 2020. In these years, the sales of Costs in a stable condition. The total revenue of that just increased 50 million pounds during 2018 to 2019. But its revenue increased more than 100 million pounds per year between 2010 and 2016. The revenue can reveal whether a company in developing condition. So, the Objective in selling aspect of Costa is increasing 10 percent total revenue in 2020 (The Guardian, 2018). 

[bookmark: _Toc40352275]4.2 Serve – Customer satisfaction
In service aspect, Costa staff need to provide the best service to their customers. They need to say hello or welcome Costa before people order the meals. Not only that, they need to say thank you so much after customers complete their purchase. Then, they need to send customer’s meal to their sets and all extra services are in free and they need keep smile that can make customers feel merry and satisfied. In addition, when people want more napkin or elements such as, sugar, salt and sauces staff need to satisfy their demand. Costa also can provide more vending machine in public that can satisfy more people’s demand (Costa, 2019). 

[bookmark: _Toc40352276]4.3 Speak – Engaging customers
In communication, Costa need to ensure their staff have more communication with their staff. They can enquire how hot they need, how sweetness they need, do you need some others and far more. That make people feel satisfied, because they will not choose any wrong of coffee. In addition, Costa staff also need to observe whether customer like their products. They can do survey to the customers who drink coffee in store to know the satisfaction. 
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[bookmark: _Toc40352278]5.1 Segments
Costa’s main product is coffee and they provide silent and comfortable environment for customers. In this situation, the aim customer of Costa is wrinkly and middle-aged people, because they have enough time to drink coffee in store. Under this circumstance, more and more children and teenager have higher pressure in huge amount of countries. They need to learn more knowledge to pass their exam even over-step Learning. Some primary students learn middle school knowledge for getting better ranking in class. That take up almost entire their leisure time. On the other hand, Costa can provide a silent environment to middle-aged people and wrinkly to chat with their friends. That can enrich their lives.

[bookmark: _Toc40352279]5.2 Target markets
The target markets of Costa include European countries and Asian countries. The central market of Costa is UK, because there is the cradle of Costa and Costa is the first coffee brand in UK. Under this circumstance, costa can get the sufficient ingredients and the largest number of loyal customers in UK. In addition, the culture of coffee is strong in UK and people have enough leisure time not only wrinkly and middle-aged people, but also children and teenagers. So, all people can be customer of Costa in UK. It also has more than 50 percent store in the world. All of them shape Costa's market in the UK. 

In other European countries, people also have enough leisure time to drink coffee in store. They have gentle pace of living. That support them enjoy it in store. They also have strong culture of coffee that ensure Costa can get high sales and profit in these areas. In addition, these countries are near UK. So, the ingredients are easy provided to these countries. 

In Asian countries, such as, China, Japan and Korea are also the target markets of Costa. In these countries, people have fast-paced life and the pressure of them become higher and higher in these years. The main reason of that is competition became more intense. That lead to young people and mid-aged people need to stay up late to complete their work and study. Under this circumstance, people need coffee to support them full of energy to complete that. So, Costa can set target market in these countries. 
[bookmark: _Toc40352280]5.3 Objectives
The objective of Costa is increasing 10 percent total revenue in 2020. But in different area Costa has different objectives. In UK, the selling is really high at present. That is hard to increase. So, the objectives of it is take the market share in coffee industry in UK to 65% by discount or advertise promotion. In other European countries and Asian countries, the objective is increasing 12 percent of total revenue. 
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[bookmark: _Toc40352282]6.1 Marketing mix
[bookmark: _Toc40352283]6.1.1 Product mix
The main product of Costa is Coffee. But the aim customer is who drink coffee in store. So, Costa can launch set meal which include coffee and dessert or sandwich for its customers. They even can set set-meal as breakfast that can attract more people to purchase. Meanwhile, Costa can provide discount of dessert or sandwich for the customers who purchase any coffee. That also can increase the sales and revenue of Costa. In addition, Costa also has some accessories such as cup, envelop and mat. Costa can provide once discount to the customers who purchase cup (Costa, 2020). 

[bookmark: _Toc40352284]6.1.2 Promotion mix 
Costa can use various promotion method at same time. For example, they can provide opportunity to buy extra beverage have discount for the customer who purchase set meal. They also can use cut or other accessories to attract customer and provide coffee discount of customer who purchase the cup. But the most useful method of promotion is advertisement. Costa can cooperate with famous social media to make advertisement for it. That can increase its reputation directly and quickly.

[bookmark: _Toc40352285]6.1.3 Place mix
In this aspect, Costa can utilize its resources to achieve place mix. Costa, not only have store to provide drinks and foods. It also has vending machine to help it achieve high sales. Costa can set vending machine in gas station, highway rest stop and office building which have huge demand of coffee. In these areas, people need to drink coffee to keep spirit. That can utilize Costa’s machine. Costa also can set vending machine in the shopping mail that do have Costa store. Under this circumstance, people can purchase Costa Coffee by machine when they want to drink it. That is very popular for loyal customers.

[bookmark: _Toc40352286]6.2 Content/contact plan
In Costa, majority customers decide to drink coffee in store. Under this circumstance, Costa’s staff can do survey of them. For example, they can use this time to enquire customers about the experience about environment, service and food zest. That can get feedback for the company. Then, they can coordinate some aspects through the feedback.
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[bookmark: _Toc40352288]7.1 Responsibilities and structures
In responsibility, Costa needs to ensure all ingredients and tools are safe for customers and staff. In customer aspect, if any customer has body problem after they drink Costa coffee or eat food of Costa, Costa needs to compensate the customer. Costa not only need to pay the all medical fee, but they also need to compensate 2000 pounds for the customer. In staff aspect, if any staff get injury when they work in store or on the way to work, Costa should to pay all medical fee for the staff and give them paid leave opportunity. Under these responsibilities, customers can eat with confidence and more and more people will choose Costa coffee. In addition, more and more people who want to become a professional barista will choose Costa as their work place.

The structure in Costa can be set hierarchy. That include employees, managers, comptroller and stakeholder. The employees in Costa all need to control standard coffee skill. All of them can make coffee. That ensure the employee mobility. Employees can take turns doing different jobs. That can pledge they will not feel tedious about their work. Managers need to manage the employees in one store. Checking whether they complete their work today and arrange what they need to do every day. Managers need to ensure the benefit of a store. The comptroller is the people who should to view all relevant information about every stores. They need to evaluate whether a store have a good sales condition per month. They come from the head office of Costa coffee. Finally, the stakeholder is the people who invest Costa and the right to decide any major policy decisions. They assure the company can be operated in good condition. 

[bookmark: _Toc40352289]7.2 Internal resources and skills
The internal resources of Costa are the high-quality milk, coffee beans and professional baristas. Costa uses high-quality mike, coffee, diary and other ingredients to make the safe and delicious foods and drinks. That let customers feel safe to eat and provide the best environment. The all baristas in Costa get the professional practice. In the best Costa Coffee store, there are the baristas who have international barista certificate that symbol the highest honour of a barista. They know the exact proportion of mile, water, coffee beans, sugar and other ingredients. That ensure they can make the best flavour coffee which can satisfy customers. That the two main reasons why significant amount of people like Costa coffee. 

In addition, Costa also has huge amount of vending machine that can satisfy the demand of customer who want to drink coffee in their working time. That is a characteristic in Costa. In UK, people can find this vending machine anywhere even in highway rest stop and gas station.

[bookmark: _Toc40352290]7.3 External agencies
In external aspect, Costa can cooperate with other restaurant industry. Such as, Pizza Hut, KFC (Kentucky Fried Chicken) and Burger king. They have the dominant position in fast food. Costa can cooperate with them and become the sole coffee supplier. That can help Costa develop market to more countries and get more marketing share. That a good method to help Costa to increase its sales and revenue. Costa also can through this method to take more marketing share and compete with its competitors.
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[bookmark: _Toc40352292]8.1 KPIS (key performance indicators)
In selling aspect, the total aim KPIS is increasing 10 percent total sales in 2020. Costa uses discount and set meal to increase its sales. Costa provides discount of dessert and sandwich for the customers who purchase any coffee. In addition, it also provides set meal for any time. That can attract more people to test it.

In service aspect, the aim KPIS is achieve 90 percent total satisfaction of customers. That can be divided to section. The satisfaction needs to achieve 95 percent of customers who choose take away. The satisfaction needs to achieve 88 percent of customers who choose eat in store, because when people eat in store there are more reasons will impact their feeling. Such as, noise, weather and other customers. But people choose take away just flavour will influence their satisfaction. 

In communication aspect, the KPIS need to achieve 70% person who eat in store have been answered by staff. That can ensure Costa get comprehensive survey for all type of people. That is effective for developing. 

[bookmark: _Toc40352293]8.2 User experience reviews
The aim of customer satisfaction of Costa needs to achieve 85%. That can be separated to eat in store and take away. In former one, the satisfaction needs to achieve 80%. In the later one, the satisfaction needs to achieve 95%. 

Almost all customer who decide take away are satisfied with Costa coffee. They think the flavour of coffee is better than others brand. That increase their living quality. 

[bookmark: _Toc40352294]8.3 Conversion rates
In conversion rates aspect, the aim of total purchasing conversion rate needs to achieve 50 percent in 2020. Half people will purchase products after they enquire the information and ingredients of one Costa’s food. But that also have difference in different foods. In Frastino and Cold Brew, they are the signature product of Costa. So, the purchasing conversion rate of them need to achieve 70 percent. The other foods just need to achieve 30 percent.



























[bookmark: _Toc40352295]9.0 Limitation and issues
Although, Costa is the fastest development coffee brand, it also will face some challenges when it developed. 

Firstly, during Costa expand its market, it has better do not enter American market, because Starbucks is the dominator in America in coffee industry. That is the largest coffee brand in the world. Not only that, Starbucks use discount, new products and accessories to attract customers. In addition, Starbucks also penetrate its products to any supermarket and shop. It takes up approximately 80 percent Ready-to drink coffee marketing share in the world. But American is the country with the largest demand for coffee in the world. In this condition, Costa will loss big opportunity to increase its sales and revenue and get more marketing share. 

Secondly, in these years, there are more and more new coffee brand have been appeared. That include, Brothers and Lukin coffee they also full of competitive. At present, they do not want to develop to all over the world. But they want to get considerable marketing share in local market. That make Costa harder to get more marketing share in other countries. So, this trend will impact sales and revenue of Costa. 












[bookmark: _Toc40352296]10.0 Conclusion 
This report is making a marketing plan for Costa. That create a complete marketing planning which include, objectives, strategy, tactic, active and control. The objectives are divided to different sections. In selling, the objective of Costa is increasing 10 percent total sales in 2020. In services aspect, staff can send customer’s food to their sets and provide anything which they can give. In communication aspect, Costa do survey of customers who eat in store. They can use that collect feedback which can help the company improve. 
 
In strategy, Costa sets wrinkly and middle-aged people as main customer group, because they have enough time to support them eat in store. In addition, these people need this silent environment to communication and relax. In target market aspect, Costa choose European countries and Asian countries as target markets, because Costa was established in UK. That can pledge European countries can stable supplier to provide ingredients. In Asian countries, the demand of coffee is increasing that the main reason why Costa sets target market in Asian countries. That can help Costa get more revenue and increase its total sales. 
 
In marketing mix, Costa use product mix and promotion mix. Costa mix coffee and dessert or sandwich as set meal for customer. On the other hand, it uses different promotion method to increase the sales. 
 
In action, Costa uses high compensation to ensure the quality of products. That make people can rest assured to eat. The structure in Costa is hierarchy that help Costa have a good supervision institution which can improve every Costa store to get higher performance. Costa have high quality ingredients and professional baristas that are the internal resources of Costa which can help Costa to get more marketing share and increase sales. Costa also can cooperate with others famous restaurant. That can help Costa get higher marketing share and total sales. 
 
The KPIS are set for supervising Costa. Through them can know whether Costa achieves the objectives in the next year. The important index also include customer satisfaction and conversion rates that can reflect whether customers are satisfied about any relevant elements of Costa and purchase rate.
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