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[bookmark: _Toc91610624]Introduction and company background 
The growth of any business organisation depends upon the external as well as the internal environment. It has been analysed that the external environment evaluates the macro situation of the business whereas the internal environment examines the potentials and drawbacks of the organisation. In this study, Costa Coffee has been chosen for evaluating the external and internal business environment. This organisation is the top coffee brand in the UK. The majority of the customers belong to the UK market. The café has drawn the attention of customers by offering coffee with an excellent taste and premium quality. In this context, it can also be said that Costa Coffee could also face numerous challenges in the operating market and due to this reason; market analysis is an important part of this discussion. In this study, the process and stages of marketing will be included. The segmentation, targeting, positioning and marketing mix strategy of the chosen organisation will also be evaluated in this study. The situational analysis will be an important part of this discussion. 


[bookmark: _Toc91610625]Processes and stages of marketing 
The marketing process includes customer satisfaction and meeting customer requirements. The way a customer has been treated by a company in terms of purchasing goods and communication has been regarded as a marketing process. Different kinds of processes and actions have been taken by the companies to attract the customer's attention towards the products and satisfy them by selling those products. These processes are called marketing. 
[bookmark: _Toc91610626]Steps of marketing processes
To analyse the need and demand of the market the organisational experts have decided to follow a few steps to understand the way marketing can be utilised. As per Tanasiichuk et al. (2019), the five most important steps of the marketing process are:
· Understand the requirements of the customer
· Develop a strategy
· Make decision
· Execute plans
· Deliver results
Understand the need of the customer: Understanding is the key resource of a successful business. To understand the needs of customers the business has to look into the local surroundings, the analysis of the targeting country market, the customer’s interest and the affordability of the people of that country. As per Charter (2017), the budget of the customers and the company both has to be measured to understand the local standard of the country. 
Develop a strategy: Developing a strategy is very important to make business in a completely different country. The company has to survey the trading locality, the interest of the people, the per capita income of the people and the need of the product that the company wants to start a business with. Without planning and strategising of these things the company cannot stand out in a country where marketing of new products has to be unique. As per Morgan et al. (2019), to beat the competition and to start with uniqueness it is very important to deal with the unique identities of the product.
Make a decision: When the company can finalise the target market of the product and the affordability of people then they can decide on how to form a proper marketing plan. The company has to consider a few things such as:
· Budget
· Product satisfaction
· Product development and improvement
· Marketing promotions of the product
· The date of starting and launching of the product
The tactical decisions and collaborative parameters of the product development have to be built to understand the strategy and make a decision of the planning. The quality of the products has been considered as the great and most important thing to designate the satisfaction of the customers. 
Execute plans: When a company has decided to start a business with new products in a new country then they have to strategically maintain the full activity of the product quality and designations of the marketing planning. As per Olson et al. (2018), the focus of good marketing planning should consist with few things:
· Interest
· Passion
· Competence
The marketing plan and strategy has to be executed under these considerations when the passion, interest and competence of the organisation will be mixed with product initiatives. To execute the plan it is very important to understand the collaborative efforts.
Deliver results: After analysing and planning it is now decided to launch the product in the market. The products have been launched in the market after surveying the market and target audience. The need and demand of the market and the capacity of the people has been measured to understand the proper systems of planning. The systematic planning and strategy of marketing promotion of the product and how the products can be included in the market to designate the understanding of the people's needs and requirements have been analysed in the process of marketing.
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Strengths: The strength of this organisation is that it has dominated the coffee market in the UK and secured its position as the largest coffee chain in this nation. In the global context, it is the second-largest coffee chain after Starbuck. Excellent taste and premium quality are the key strengths of this company. 
Weakness: This brand pays less attention to advertisement and promotion and due to this reason global presence is low. The high pricing strategy of the organisation is also an inhibiting factor to enhance customer's satisfaction.  
Opportunity: The Company has great scope to penetrate the emerging markets as the demand for western coffee beans is high in those marketplaces.  
Threats: Strong competition of Starbuck is a threat for this organisation. It can also be inferred that dropping the price of coffee brands due to pandemic outbreaks is another threat.  
[bookmark: _Toc91610629]PESTEL analysis 
Cafeteria food service has secured a strong position globally. This service is found in hospital facilities. The food service gives importance to the quality of food particularly in the year 2020 they had given Importance to their food quality for the different types of customers and patients. Instead of providing good quality food, this industry is being faced with a huge loss estimated at US$156.9billion (Bashiri et al., 2021). In this discussion, Costa Coffee the famous cafeteria in the UK has been taken into consideration. The discussion will be continued for understanding the legal and organisational structure of the chosen company. The external and internal environment of the company will also be evaluated for identifying the challenges and opportunities.
Political: During the COVID19 government had taken interpose on business administration to override the crowd the government took some legal steps. The government reduces the time duration of the restaurant and cafeteria. The minimum number of people can enter into cafeteria so it's a huge loss for any business (Quiñones-Ruiz, 2020). The famous Costa Coffee also faced the same problem, no matter how big the business is the loss impact every business. Therefore, it can be evaluated that government intervention due to the outbreak of the COVID-19 pandemic has disrupted the growth of the hospitality sector and hence, this has also impacted the business of Costa Coffee. This analysis implies that the political environment is challenging for the business of Costa Coffee. 
Economic: The UK economy grew 0.4%in August 2021. The economy rates boost 9% during this festive season. The data said the economy is now 0.8% smaller than it was before the pandemic. The food service rose by 10.3% in August (Statista.com, 2021). This statistical data of the UK economy implied that the nation is recovering after the hard-hit of the pandemic. On the other hand, inflation in the market has increased the price of the products significantly and due to this reason, it is also very challenging for Costa Coffee. 
Technological: Technology is a volatile factor that has a direct impact on any business. During COVID19 the foodservice, cafeteria proceed their business through the technological mood. The Internet penetration rate in the UK is estimated at 94% in 2020 and hence, it has increased the opportunity to reach out to more buyers (Statista.com, 2021). They increase the home delivery sales and appointed a delivery boy. 
Environmental: The UK governments target to reduce excessive use of carbon and fuel significantly. The government planned to curtail carbon emissions to 0% by 2050 (Statista.com, 2021). Therefore, it has been clearly understood that business organisations should immediately change the pattern of energy consumption for enhancing sustainability. Besides, plastic wastes are other pollutants that affect the environment and the café and restaurants generate a huge mass of plastic wastes while serving guests. Therefore, the use of eco-friendly containers is mandatory in this nation for protecting the environment. Therefore the environment factor is challenging. 
Legal: During COVID19 1,650 workers lost their job. Maximum coffee shops are situated mainly in cities and office-oriented places. As people are working from home so the rate of sales also decreases. Prime Minister Boris Johnson has been encouraging people to get back to their working place (Richey and Ponte, 2021). The government's VAT reduction helped Costa to pass on to customers. The government scheme, "Eat Out to Help Out” is remain high levels of uncertainty.
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Table 1: Influence of different aspects of PESTEL
(Created by Author)
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Porter's five force analysis models help in analysing the competitive environment effectively through the following: bargaining power of suppliers, bargaining power of buyers, threats of new entrants, substitutes, rivalry.
Bargaining power of suppliers:  Supplier strength refers to the number of suppliers present in the market. The higher the rate of suppliers in the market, the lower will be the cost of supply. Bargaining power reflects the supplier's ability to regulate the prices. If the supplier has few options available, it will put the company at risk and will have to buy its raw materials on the supplier's terms. Supplier power does not allow it to be switched from one supplier to another (Chang et al., 2021). The supplier power is weak in this case because there are many suppliers. However, in the case of multiple supplier choices, the suppliers have less bargaining power so the company does not have to face high switching costs.
Bargaining power of buyers: The bargaining power of the buyers is the strongest power of the company as it is related to the ability of customers to drive down prices. It comprises the influence of a customer and the level of cost if a customer will shift from one product to another. Buyer power is high because there are so many options available to them in the market (Dertwinkel and Wey, 2020). And having fewer options and switching options gradually erodes buyer power. A decrease in demand because of the pandemic will affect each of the producers in the value chain, the bargaining power of the various producers in the series are important in determining Which chain partners will manage to survive such cost. 
Threats of new entrants:  The threat of new entrants in the coffee industry is always high as the number of barriers to entering the market is limited. Competitors do not require big capital or cafe to start a business, a logo and take away or canopied roadside corner stall is enough for a coffee business to flourish. There is intense competition in the aspects of fixing the cost of products within the markets. Therefore, it can be assumed that the required capital for new entrants is not a hindrance to start up the coffee business and on the other hand, high technical skills are also not required but a professional attitude and generosity is required to deal with the customers, therefore, makes it easier for new entrants to enter the coffee industry (Mighty, 2017).
Substitutes: Costa coffee experiences a strong force or threat of substitution as there are multiple availabilities of substitutions. During this pandemic, people are switching onto products that are comparatively cheaper in rate without compromising the quality, goods and services and standard of the product (Baveja et al., 2020). The company is facing difficulties in creating a unique experience to attract its customers with some alluring tastes as in many areas people prefer tea to coffee that is the major threat for the company. Brands often achieve high brand loyalty because they can increase and create positive customer engagement by offering a suitable price for their product and including ample options on their menu for the customer. 
Rivalry: Rivalry refers to the amount of competition that the company is facing within the market. It can be observed that the greater is the competition within the industry, the more difficult it is to earn profit. The competitors used various tactics to attract other company customers with the best price options, seasonal offers, coupons, brand promotion and advertisements. The competition is getting tougher to stay afloat in the market as various companies offer tough competition which increases the competition in the market. Therefore, Costa Coffee Shop Company has to face a strong force even from established companies like Starbucks, Greggs, and Nero and has to go through tough competition.

Figure 1: Porter’s five forces
(Source: Baveja et al., 2020)
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Market segmentation has four different kinds such as geographic, demographic, behavioural and geographic by nature. As per the view of Visser, Sikkenga and Berry (2019), demographic segmentation is based on the income, age, sex and background of the consumers.  Besides this, psychographic segmentation refers to the pattern of thinking, people's lifestyle and status. Hence, it can be stated that due to psychographic changes the review of the products differs from one person to another. Therefore, according to Hollebeek et al. (2019), the geographic segmentation is based on the altitudes, location, landforms etc. On the other hand, behavioural segmentation focuses on the consumer’s attribution. 
Costa Coffee has focused on both geographic and demographic marketing segments in the contemporary situation. While applying geographic segmentation, Costa Coffee can launch various products for the specific market as well as use various marketing strategies for more attraction. On the other hand, the demographic marketing segment of Costa Coffee is based on the needs and demands of the consumers. Hence, the company focuses on which type of coffee product the consumers prefer more. Besides this, understanding the income level of the consumers is one of the demographic segments of Costa Coffee. Therefore, it has been observed that the privileged group of people spends more money on coffee than the lower and middle class (Rumiyat and Syafarudin, 2021). Analysing this fact, Costa Coffee tries to adjust the price rate of coffee accordingly.   
[bookmark: _Toc91610633]Targeting
Costa Coffee has a well-grounded reason for targeting the consumers who give more preference to coffee. As per the view of Kumar (2020), day by day the rate of consuming coffee has been increased by 2%. Hence, the people aged 15 to 45 years are the targeted customers of Costa Coffee as this group of people prefers to make experiments with the creative, blended as well as innovative beverages of the respected organisation Costa Coffee. In India, the amount of consuming coffee is around 85 grams. Therefore, it can be stated that the developing countries may be huge potential for the respected company Costa Coffee. On the other hand, the catchy tagline "I was made for loving you" of Costa Coffee helps to attract the targeting consumers on large scale.  
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Figure 2: Positioning of Costa Coffee
(Created by the learner)
The positioning of Costa Coffee has been depicted in the above map. Hence, it is clarified that Costa Coffee and Starbucks have high price value and high-quality coffee products at the same time.  The products of Cafe Nero have high prices however they are very low in quality. On the other hand, the Coffee to go stands has the cheapest value as well as lowest product quality. Therefore, it is vivid that the positioning of Costa Coffee indicates the economic growth in the future aspect as the people of the modern world are preferring the best quality product and they do not agree to compare with product price whether high or low. 


[bookmark: _Toc91610635]Marketing mix strategy of Costa Coffee 
The marketing mix strategy of Costa Coffee covers the 4Ps such as product, price, place and promotion. Hence the planning and product innovation, costing approach and other marketing strategies help the company to achieve long term profitability as well as brand success. Therefore, while using the 4Ps marketing mix within the business operation, achieving the marketing objectives and target become easier and the company will get the competitive advantages in the market (Camilleri, 2018). 
Product: Costa Coffee is the best coffee chain organisation all over the world. The company sells various products such as beverages, coffee and snacks. Besides this, various flavoured coffees are available at the outlet of Costa Coffee like espresso, cappuccino, mocha, latte, Americano, flat white etc. (costa.co.uk, 2021). On the other hand, there are ice melted products such as lemonade, coffee cream, mocha cream frosting etc. Costa Coffee sells coffee vending machines to the corporate sectors as well as colleges with the brand name Costa Express. Therefore, it can be stated that the main driver of the marketing strategy is the products offered by the chosen company Costa Coffee. With product variety, the company always tries to attract more consumers. Therefore, it has been observed that Costa Coffee has believed in sharing moments with the consumers. Moreover, Costa Coffee has launched a new canned product by making collaborating with Coca Cola for the retailing sectors of the business organisation.
Price: While influenced by the premiums and the modern day's competitions, Costa Coffee has offered a diverse costing range. Hence, it is noticeable that the products of Costa Coffee are of premium price due to their quality and value (Sudari et al. 2019). The respected company has a belief that the costing is not the first preference while the consumers focus on the quality of the products. Two types of variants large and small have been provided by Costa coffee where the price is proportional to the quantity. Besides this, the company sells vending machines which have a competitive advantage in cost while compared with Cafe Coffee Day and Starbucks. On the contrary, the cost of the coffee products depends and changes with the variation of extra supplements like chocolate, ice, cream etc. Hence, it has been noted that the Covid 19 pandemic harms the sales of beverage products. However, takeaways have been made afterwards to overcome the difficult situation. Nowadays, the yearly revenue of Costa Coffee is near 1 billion dollars (costa.co.uk, 2021).
Place: Costa Coffee uses a distribution strategy while maintaining the 4Ps marketing mix. It has been observed that it has 3000 outlets in 30 countries around the world. Besides this, Costa Coffee has a marketing operation in more than 2100 UK restaurants. More than 1200 outlets of the company have been spread the overseas. Hence, as per the view of Ngugi, Mcharo and Munge (2020), the rich, as well as the upper-middle-class consumers, are the main targets of the respected company Costa Coffee. Mostly, the retail shop or outlets of Costa Coffee are available in the airport, shopping malls as there are high chances of more footfalls. Besides this, the menu of Costa Coffee always has modifications according to the specific country to obtain more consumers. Moreover, the consumers can have the opportunity to place the product order online which is delivered by the delivery person of that specific region. 
Promotion: As Costa Coffee is a premium brand, it does not focus much on advertisements on TV or social media. Rather the Costa Coffee follows the business strategy of mouth publicity from satisfied consumers. Not only is the product quality, but the good experience of the consumers also laid within the marketing strategy of Costa Coffee.  Besides this, it has been noted that the company offers free sampling for the promotion of new coffee products. The campaigns of Costa Coffee are promoted in the digital platform sometimes to increase the purchase attention of the buyers. 


[bookmark: _Toc91610636]Conclusion 
From the above discussion, it could be concluded that Costa Coffee is a famous coffee brand in the UK. The external environment is quite challenging for this organisation. On the other hand, a strong presence in the UK market is its strength. It has been observed that the high pricing strategy of the company is a hindering force to satisfy customers but this organisation has chosen this strategy for targeting high-income group customers. Besides, the lack of proper branding and promotion has increased the threat to the organisation. It can be understood from the discussion that the global market it has strong rivals and due to this reason, marketing and business operations should be modified. 
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