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[bookmark: _Toc217153128]Introduction
With a great and strong strategy, organisations make decisions for internationalization and market entry mode in business markets (Whittington et al., 2020). Strategic management is the continuous process of setting long-term goals and strategy, analyzing the available external and internal business environment, formulating and implementing strategies and plan, and monitoring the performance of the strategy to achieve the business objectives. Strategic management in any firm is highly important as the companies can stand out by assessing and understanding the market trends, dynamics and positioning of the business (Hill et al., 2020). With proper application of SM, the organisations can get direction and vision for internationalization and market growth. Business organisations have to pay attention to SM and different tools to work on a new strategy for market entry and business expansion in new markets (Wheelen et al., 2018). The purpose of the report is to assess the market entry strategy of Costa Coffee in a new market. The study will start with the rationale of the location and target markets of the new market for the company, the external and internal business environment, and strategy formulation. Finally, strategy implementation and a summary of the study will be provided. 









[bookmark: _Toc217153129]Section 1 Selection of Organisation and Target Market
[bookmark: _Toc217153130]1.1 Costa Coffee
Costa Coffee started the business in London, in the year 1971. The 50 years’ experience of Costa Coffee for crafting the finest quality coffee has added value to competitive advantages. The commitment to quality, revolutionary methods and customer services have improved the position and brand value of Costa Coffee (Costa Coffee, 2024). Also, the company was owned by the Coca Cola Company with more power to the brand in business market. 
[image: ]
Figure 1 Revenue of Costa Coffee worldwide 2010-2019 
Source: (Statista Research Department, 2019)
The figure shows that the revenue of Costa Coffee increased in the year 2019. The reported revenue of the company was 1.34 billion in 2019, with an increase compared to the previous years. Costa Coffee was owned by the Coca-Cola Company and recently, the market share and value of Costa Coffee have been decreasing. Costa Coffee is losing ground despite being a large end of the market (Financial Times, 2025). The costs of the businesses are rising, as coffee beans are becoming more expensive. Wages, rents, costs of resources and energies are rising with impacts on operational costs and revenue of Costa Coffee (Financial Times, 2025). Thus, the company needs to work on an expansion and growth strategy in a new market to gain access to revenue, target market and growth opportunity.
[bookmark: _Toc217153131]1.2 New International Market for Expansion. 
Expanding any business in an international market requires the selection of the right location, a strategy for market entry and objectives of the business growth and success (Whittington et al., 2020). Selecting and entering any market can affect the brand value and reputation of a business. The vision of Costa Coffee is to be the favorite coffee house in the world, where the mission statement is to deliver high-quality, built culture for a safe, inclusive environment for team members and operate sustainability in business. For business growth and expansion of business, Costa Coffee will be selecting a market that is suitable enough with an impact on business and revenue. Considering the market suitability and feasibility, Costa Coffee will be entering Finland. 
[image: ]
Figure 2 Coffee Consumption in countries 
Source: (Arms, 2025)
The figure represents that Finland is an attractive market for the coffee sector and organisations. Coffee consumption per capita is higher in Finland than in Luxembourg. Based on evidence, Nordic countries are well known for a higher preference and high consumption of coffee, which represents growth opportunities for coffee chains (Jan Conway, 2025). Finns have been the second most avid drinkers of coffee worldwide and they can be a great and attractive target market for coffee products as well. According to Jan Conway (2025), in Finnish society, coffee drinking is highly rooted. Despite not being known as a coffee culture, Finnish consumers mostly drink coffee and coffee is popular and accepted among all age groups and target customer segmentation (Jan Conway, 2025). Thus, Finland will be a suitable market for the new location and expansion of the business of Costa Coffee. 












[bookmark: _Toc217153132]Section 2 Comprehensive Strategic Analysis 
Analysing the market factors and macro-environmental factors is important for the firm to assess the competitive position, threats and opportunities for the businesses (Hill et al., 2020). Different tools and methods are applied for assessing macro-environmental and micro environmental factors and internal business environment of the firm which influence decisions and strategy for internationalization and market entry. Some of the tools are applied in the context of Costa Coffee. 
[bookmark: _Toc217153133]2.1 PESTEL Analysis
PESTLE analysis is the significant model helping business to understand and assess the external macro-environmental factors and their impacts on business for better strategic planning, managing threats, identifying opportunities, developing value and gaining a comprehensive view (Segura et al., 2023). This is one of the common tools for assessing external business factors of different markets. 
[image: PESTEL analysis. Source: the authors. | Download Scientific Diagram]
Figure 3 PESTEL analysis
Source: (Segura et al., 2023)
With the help of PESTEL analysis, the organisation can gain 360-degree understanding of the trends, factors and impacts of the macro-environment for the business which also supports in future planning, decision-making, risk assessment and management, and assessing potential opportunities and future risks (Segura et al., 2023). On the other hand, PESTEL analysis can generate excessive and complex information, where the findings can be challenging and understanding of the factors can be subjective. This can lead to different results and outcomes, resulting to confusion (Whittington et al., 2020). However, in case of assessing the uncontrollable factors in the external business era for the new market of Costa Coffee, the PESTEL analysis is as follows:
Political factor: Political business environment represents the stability and instability of the political era, rules and regulation under political environment, tax and trade system which have direct impacts on business formation, expansion, operation and activities in business markets (Hill et al., 2020). As a Nordic country, Finland has stability in the political environment with less international challenges for the business (David, 2022). The country has been managing neutrality concerning several foreign policy system and issues over the periods (David, 2022). Thus, the political environment for Finland can be positive for Costa Coffee’s expansion. 
Economic factors: Economic environment represents the GDP, employment rate, inflation rate, spending pattern, income level and so on which shape the business threats, opportunities and growth options for the firm (Johnson et al., 2020). Finland’s GDP is forecast to be around $266.00 billion in 2022 (David, 2022). The country has economic stability with negotiations between employers and employee representatives. Different sectors are booming in the country with one of the highest Human Development Index levels (Statista Research Department, 2025). The growth of the import and export and other sectors has also contributed to the options for income level and profitability of Costa Coffee. 
Social factors: Social and cultural factors in the new market represent the culture and social norms of target markets, customers, employees, and stakeholders (Whittington et al., 2020). Finland, as the target market, is well-known for its GDP, good education system and high life expectancy, where the current population of the country is over 5.5 million (David, 2022). Personal religious views and perceptions of the people are widely respected in Finland with a good degree of equality. But in the market of Finland, labour shortage is visible as it has an ageing population. However, in case of expansion, this market can help Costa Coffee to follow the local culture and social norms while managing business and products for the markets. Finns are addicted to coffee, which can increase the opportunity for the coffee sector day by day (Statista Research Department, 2025).
Technological factors: Technological advancement is one of the significant part for the growth, performance and external business environment of firms (Hill et al., 2020). The technological advancement in the new market influences the performance and growth level of the organisation. Finland, with a technologically advanced society, can help with technological innovations for the firms (David, 2022). The technological advancement in Finland can help Costa Coffee to use technologies and tools to promote the brand, develop the finest quality full coffee product and improve the operation of the business in the new market. 
Environmental factors: The environmental factors in the business markets influence the decision for sustainability, corporate social responsibility and ethical practices to maintain roles and responsibility towards the environment, society and stakeholders (Johnson et al., 2020). In Finland, the organisations are offered the natural resources and environment where they are expected to maintain their responsibility towards the environment (David, 2022). Finland is dealing with environmental challenge and climate issues, where Costa Coffee has to be careful about the production, manufacturing, operation and supply chain management in the markets. 
Legal factors: The final component of this PESTEL analysis is the study of the legal environment, which represents legal factors, legal rules and regulations, the regulatory environment and laws that influence the decision for business strategy, expansion, and operation in different markets (Wheelen et al., 2018). In Finland, an independent judicial system and transparent government are very effective for business (David, 2022). Thus, Costa Coffee has to adhere to the rules and regulations while managing internationalization, market entry, and operation of the business in the new market. 
[bookmark: _Toc217153134]2.2 PORTER’S Five Forces Model
Porter's Five Forces Model is a strategic framework analyzing the industry's competitive business era, and attractiveness with the examining of 5 factors (Isabelle et al., 2020). The model offers both advantages and disadvantages for the organisation. With the help of Porter Five Forces Model, the organisation can have structured industry analysis while guiding long-term strategy and planning for the businesses (Isabelle et al., 2020). On the other hand, the model lacks in quantification and cannot fit to all industry level. This can affect the decision and strategy of the organisation in the new markets. The Porter five forces model for Costa Coffee in Finland is as follows:
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Figure 4 Porter’s Five Forces model
Source: (Carrier, 2019)
Threat of New Entrants: The competitive business era in the market can represent threats of new entrants that affect the position and value of the existing organisations (Whittington et al., 2020). Finland has options for coffee consumption and growth of the business, where threats of new entrants are moderate to high in nature. This can influence the decision for Costa Coffee in internationalization, with more threats from other entrants in the markets. 
Threat of Substitutes: The substitution of products and services often affects the growth and sustainability of the organisations (Johnson et al., 2020). In Finland, the threats from substitute products and services are low to moderate in nature. Hence, Costa Coffee can work on the finest quality and variation of the coffee products with positive and effective customer service and experience in the business market.
Bargaining Power of Customers: The bargaining power of the customers relates to the switching costs of the customers to other brands and products (Hill et al., 2020). In Finland, the bargaining power of customers of Costa Coffee and switching costs of the customers can be moderate to higher in the business, regarding available products and competitors and pricing strategy of the organisation. Thus, Costa Coffee will pay attention to market penetration strategy, product strategy and pricing strategy to navigate the threats of bargaining power of buyers. 
Bargaining Power of Suppliers: The switching costs, availability and affordability of materials and resources can influence the bargaining power of suppliers in the markets (Wheelen et al., 2018). The costs of the coffee beans are higher where the availability of suppliers can balance the bargaining power of suppliers in Finland for Costa Coffee. The lean principles, distribution channel strategy and supply chain principles can help Costa Coffee to handle the bargaining power of suppliers. 
Competitive Rivalry: The competitive business era in the local market can create chaos and challenges for the new entrant (Wheelen et al., 2018). In Finland, one of the best-known coffee brands is Juhla Mokka by Paulig, which is a Finnish family-owned international enterprise (Jan Conway, 2025). The organisation is reputed based on its high-quality brands and services. The existing competitors can create challenges and threats to Costa Coffee in Finland.
 
[bookmark: _Toc217153135]2.3 SWOT analysis
In order to analyse the internal environment of an organisation, SWOT analysis is a simple tool for strategic planning and assessment (Benzaghta et al., 2021). With the help of SWOT analysis, the organisation can easily understand the situation, identify core competencies of the business and anticipate threats in the business. On the other hand, SWOT analysis relies heavily on available data and opinion, which can create bias and superficial result for the business (Benzaghta et al., 2021). However, in case of assessing the internal strengths and abilities along with challenge and threats for the new market, the SWOT analysis of Costa Coffee is as follows:
Costa Coffee Strengths: Strengths of the business demonstrate the capability, skills and knowledge which create competitive advantages and value for the business (Fuertes et al., 2020). The brand recognition and value of Costa Coffee are considered strengths for the business. The extensive global reach of Costa Coffee with thousands of outlets worldwide has also improved its competitive advantages in the markets (Bhasin, 2025). The loyal customer, diverse product portfolio with large range of drinks and food, ethically sourcing materials, innovative offerings, strong parent company such as the Coca-Cola Company, effective marketing campaign and customer engagement programs, experienced management and leadership, investment in technology, reliable and efficient supply chain, quality assurance, training program for employee, sustainability initiatives, customer focus and adaptability are the strengths of Costa Coffee which can help in entering in the new market  (Bhasin, 2025)
Costa Coffee Weaknesses: Costa Coffee has certain weaknesses and challenges that can create issues with the new markets. Costa Coffee tends to rely largely on the UK market (Bhasin, 2025). The limited diversification of coffees in Costa Coffee and higher operational costs can create challenges for Costa Coffee (Bhasin, 2025). Costa Coffee must maintain a quality customer experience, quality products and service at a competitive level with Independent Coffee Shops. Price level of coffee beans, changing preferences of customers and adaptability issues to local preferences are also considered as weaknesses for Costa Coffee. More weaknesses can affect the ability of organisation to survive and sustain in the existing markets (Hill et al., 2020). 
Costa Coffee Opportunities: The business opportunities in the new business market relate to the technology, expansion option, innovation, product and customers (Fuertes et al., 2020). Costa Coffee is thinking of entering the new market and business opportunities are available for the business. Costa Coffee has potential for business expansion into emerging market and profit from the international expansion (Bhasin, 2025). By producing a variety of products and digital expansion, Costa Coffee can attract new customers in the markets. The sustainability initiatives, partnership and collaboration, distribution channels, localized offering, workplace condition, and loyalty programs can create opportunities for the business of Costa Coffee in the new market.
Costa Coffee Threats: The international business market is full of competition and challenges for existing and new entrants (Grant, 2018). Costa Coffee can deal with the intense competition in Finland. In the meantime, Costa Coffee cannot ignore the changing preference and tastes of the consumers, rising operating costs and economic issues in the markets, which might affect the sales and revenue of Costa Coffee. The regulatory changes, supply chain disruption, and technological disruption can create challenges for Costa Coffee in the new markets.
[bookmark: _Toc217153136]2.4 McKinsey 7-S Model
The McKinsey 7S Model is a flexible and effective strategic framework used by organisations for analysing internal elements to assess organizational effectiveness and assess the change level for the business (Johnson et al., 2020). With the help of the McKinsey 7S Model, the firm can get a holistic view of the internal business, which leads to the strategic planning and objectives of the businesses. On the other hand, the model ignores the external business factor, which can be complex in nature for decision-making and planning for strategy (Mintzberg et al., 2020). The McKinsey 7s framework analysis for Costa Coffee is as follows:
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Figure 5 The McKinsey 7-S Model
Source: (Whittington et al., 2020)
Hard Elements: The hard elements following the framework are the strategy, structure and system of the organisations (Hill et al., 2020). These elements shape the soft elements and business strategy in the long run. Also, the structure, strategy and system represent how the organisation maintains reporting, chain of command and authority in the management (Fuertes et al., 2020). The strategy of Costa Coffee is to fit the vision while aiming for global growth, integrating coffee products into the brand portfolio and managing consumer choice. The structure of Costa Coffee has helped the business to streamline its operations, where the extensive global distribution is considered an effective system of the business. 
Soft Elements: Soft elements are the intangible elements of the organisation which demonstrate shared values, styles, staff, and skills of the firm (Whittington et al., 2020). The shared value of Costa Coffee, such as value towards sustainability, consumer choice and positive impacts, influences the culture development. Costa Coffee has adapted to leadership style to guide the change, provided new training opportunities for the employees, and broader skills and capabilities for the business. These can help with improving the expansion option for business of Costa Coffee business in Finland.











[bookmark: _Toc217153137]Section 3 Strategy Development and Formulation
Strategic models and tools are applied considering the business environment, threats and opportunities available in the business (Wheelen et al., 2018). In case of entering Finland with the right market entry strategy, the models for strategy development and formulation for Costa Coffee are as follows:
[bookmark: _Toc217153138]3. Porter’s Generic Strategy
Porter's generic strategy model is one of the strategic models available for the organisation for decision-making to grow within either a broader market or a niche market (Barney & Hesterly, 2015). The model analyses the business environment, market trends and changes, and impacts of the business environment, and develops a strategy for the business expansion and growth of the business (Grant, 2018). In case of the market entry in Finland and expansion of the business, Costa Coffee will be applying this model. 
[image: Porter's generic strategies]
Figure 6 Porter's generic strategy
Source: (Subrahmanyam, 2019)
Based on the findings from PESTEL analysis and Porter Five Forces Model, Costa Coffee has analysed the market suitability and feasibility. Finland is suitable enough for the business growth and expansion of the business for Costa Coffee. Considering the findings of the SWOT analysis and internal business environment, Costa Coffee has the capabilities and skills for market expansion. Applying the Porter generic strategy, Costa Coffee will be applying the Broader Differentiation Strategy in the new markets. Differentiation strategy in a broader market segment allows organisations to target broad market segments and differentiate the brand and products effectively (Whittington et al., 2020). The Porter's Differentiation Strategy in the organisation focuses on the development of competitive advantages, uniqueness of the products and services, and loyalty development. In the case of creating and managing a differentiation strategy, business firms invest in innovation, marketing, R&D, and operational strategy (Hill et al., 2020). Costa Coffee will be selecting and applying a differentiation strategy in the business expansion in Finland while following different strategies in the firm. The organisation can differentiate its products with quality ingredients and materials, unique coffee blends and a variety of menus. The brand image can be differentiated by the luxury, comfort, quality and excellence (Wheelen et al., 2018). The service can be differentiated based on quality customer experience, where the differentiated strategy can be related to a broad scope in business. In essence, Costa Coffee can leverage its skills, quality, variation, atmosphere and brand value to expand into the business market.
[bookmark: _Toc217153139]3.2 Ansoff Growth vector
In the case of business growth options, the organisations pay attention to applying the right strategy and staying competitive (Barney & Hesterly, 2015). Models and theories are applied and justified for the selection of expansion of business and business growth options. The Ansoff Matrix is another tool used for the market growth and the development of the (Lynch, 2018). Following the preference and requirements of the business, Costa Coffee will be applying the growth matrix. 
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Figure 7 Ansoff Growth Matrix
Source: (Barney & Hesterly, 2015)
Market penetration strategies: The market penetration strategy allows firms to work on business growth in the existing markets (Mintzberg et al., 2020). The market penetration strategy ensures that organisations improve existing business strategy and available products and services to stay competitive in the existing business market and consumer segmentations (Barney & Hesterly, 2015). Costa Coffee can work on the market penetration strategy in the UK with the improvement of existing products and services. This can add value and income level of Costa Coffee in the UK and existing markets. 
Market development strategies: The market development strategy allows organisations to enter into new market, develop new market segment, and apply existing strategies and products to the markets and consumers (Whittington et al., 2020). In the new market, such as Finland, Costa Coffee can apply market development strategies to offer existing products and services to the customers. The organisation will be targeting and attracting the new customers, applying marketing and promotional approaches in the markets and offering products available in the market. 
Product development strategies: The product development strategies allow organisations to develop new products and services for the available target customer segmentations and existing business markets (Wheelen et al., 2018). The product development options have not been selected in Costa Coffee, as these can relate to costs and challenges for the new market. In the meantime, this option would not be the right choice for Costa Coffee in Finland. 
Diversification strategies: a product diversification strategy is another option available for the organisation in a new market, with new customer and new products (Hill et al., 2020). The organisation, thinking of entering into a new market with new customer segments, can work on a new product and a diversified product strategy to attract customers. Costa Coffee will be working on these strategies to enter into new market, which can help the business to add new products to the markets for new target customers. 
 The product diversification strategies have advantages and disadvantages for the business in the long run (Mintzberg et al., 2020). The product diversification helps with adding value and competitive advantages for the business, where it can differentiate the brand in new markets. But, a product diversification strategy can be costly for the brand while targeting new markets and investing in R&D and technology (Gamble et al., 2015). However, Costa Coffee has fund, resources and capabilities to differentiate the brand and develop product diversity. Thus, a differentiation strategy with a product diversification strategy can be a suitable strategy for Costa Coffee. Following the strategies, Costa Coffee can enter Finland with direct investment in the business market.






[bookmark: _Toc217153140]Section 4 Performance Evaluation Framework
The organisation needs to be careful about the expansion and progress of expansion initiative of the firm in the market (Johnson et al., 2020). Different models and frameworks are applied as the part of performance evaluation framework for the business. In case of assessing and evaluating the performance of expansion initiative of Costa Coffee, balance scorecard is as follows:
Balanced Scorecard involves outlining the four key perspectives to define strategic objectives, targets, measures, and initiatives that also align with the strategy and goals of the organisation (Amer et al., 2022). This tool also makes decisions for the expansion strategy and growth option in firm. This is as follows:
[image: Balanced Scorecard Perspectives [1].]
Figure 8 Balance Scorecard 
Source: (Amer et al., 2022)
Financial Perspective
The objective of financial performance of the organisation in the new market represents the preferred achievement of the project financially (Mintzberg et al., 2020). The objectives of Costa Coffee for the new expansion in Finland are to develop a new location, store, target customer, sale and revenue, and business profit. 
The metrics or KPI for tracking performance and program of the financial performance of the organisation relate to selected options (Grant, 2018). Costa Coffee will be using revenue growth rate, sale rate, operating and gross margin and ROI to track the performance and progress of the project. 
Under clear target of financial performance, Costa Coffee is thinking of developing revenue and sale volume by 20% with the expansion activity. The organisation will also improve its ROI by 15% while reducing costs by 25% in the business in new market. 
In case of the business financial performance development, organisations tend to approach different initiatives and strategies to achieve the targets within given time (Hill et al., 2017). In such situation, Costa Coffee will be entering into new market, Finland for the development of financial performance and achievement. 
Customer Perspective
In this situation, the brand needs to address how the customers value and perceive the brand in business markets (Amer et al., 2022). The objectives in the section for Costa Coffee are to increase market share and brand value, improve customer satisfaction and experience, and enhance customer relationship management. The customer satisfaction, service and relationship development can help Costa Coffee to improve customer perception and view towards the brand (Johnson et al., 2020). The KPIs of this section assess customer-focused performance with different rates and tools. In this situation, Costa Coffee will be analyzing market share, Customer Satisfaction Score, Net Promoter Score, and brand value. Even Costa Coffee will assess customer engagement rate after the expansion initiative. 
In case of developing customer point of view and perspective towards the brand in Finland, the specific goals and targets are to increase of 20% of market share and brand value, 30% of customer engagement rate, and 85% of customer satisfaction rate. In order to develop and reach to target from the customer perspective, Costa Coffee will be applying marketing strategies, campaign, promotional approaches and advertisement. In order to enhance perception and views of the customers, the organisations can also enhance the engagement process, promotional approach and customer relationship management (Mintzberg et al., 2020).
Internal Process Perspective
Internal process perspective represents the excellence and ability of the firm internally. This helps firms to make decisions about the capability and strategy of the organisation (Johnson et al., 2020). After analysing internal processes, the firms can make decisions for the expansion strategy and initiatives (Grant, 2018). The objectives of the internal process perspective for Costa Coffee in Finland are to develop operational efficiency, service management and quality development. The metrics for the internal processes for Costa Coffee are process efficiency, operational control and quality control management. The organisation can assess the defect rates, success rates and efficiency of the operation. 
The targets for internal processes allow firms to be specific for skills and capabilities development (Campante et al., 2023). Costa Coffee will be working on process efficiency, quality development and service management in the firm. Thus, specific goals for the selected measures are to reduce defect rate by 40%, success rate by 55% and efficiency rate by 80%. The initiatives and actions for the improvement of the actions of Costa Coffee are to apply a quality control program, lean principles and TQM. Lean management, TQM, and quality control programs can help firms to improve the quality of the operation, products, brand and services in markets (Hill et al., 2017). Costa Coffee will be giving more priority to quality management with a diversified product strategy in the market. 
Learning & Growth Perspective
This section allows organisation to understand the ways to grow and learn to adapt to the business challenges and threats (Amer et al., 2022). The options for learning and growth in the firm for the new market relate to skills and capabilities for the firm. The objectives for the learning and growth perspective relate to organisational capacity, people, and culture for business (Hill et al., 2017). From a case learning and growth perspective, Costa Coffee will be working on innovation and creativity in the product strategy, employee skills development, and satisfaction of employee satisfaction in the workplace. Thus, KPIs for the selected objectives of Costa Coffee in Finland will be employee satisfaction rate, number of new products, IP and etc. The target for the measures selected in the goals will allow firms to be specific about the activities and strategy (Campante et al., 2023). Costa Coffee will be working on 90% of employee engagement and satisfaction rate, 20% of product development and 20% of innovation rate. Finally, the project for Costa Coffee will be working on a training and development program for employees, innovation workshops and programs for the team leaders. The employees with training and supports from leaders can innovate and contribute to innovation and product development for the company. Moreover, the organisation will be using different tools and metrics to monitor and measure the performance level of the expansion project.
[bookmark: _Toc217153141]Conclusion 
Entering into any business market can be challenging for firms in different business environments and market factors (Mintzberg et al., 2020). Analysing and evaluating the external business environment, including macro and micro business environment, helps business organisations to assess business opportunities and options for expansion and internationalization. In the meantime, organisations are expected to apply more tools to analyse the internal business environment and growth options, considering the requirements and market factors (Campante et al., 2023). The findings of the study have demonstrated that Costa Coffee has chosen Finland to enter into a new market for a new target market. The market is attractive and suitable enough for the business expansion, where the target market values coffee products. The higher consumption of coffee has already created the attractiveness of Finland as a new market for Costa Coffee. Based on the findings from the tools applied to Costa Coffee, the internal capabilities and resources can help the brand navigate the challenge and accept the business option. The organisation can adopt a differentiation strategy and product diversification strategies in a new market, which can add value to competitive advantages and a successful option. 
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Top 10 Countries — Coffee Consumption Per Capita (2025)

Rank Country kg per person/year Approx. cups/day
1 Luxembourg 12.5 5.3
2 Finland 96 4.1
3 Norway 9.4 4.0
4 Iceland 2.0 38

5 Denmark 87 37
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