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[bookmark: _Toc196423422]1. Introduction: Brand Overview and Strategic Need for Extension
The United Kingdom's largest coffeehouse chain-- Costa Coffee-could also be characterized as one of the few brands that emphasize offering freshly prepared high-quality coffee and unparalleled customer service (Ruiz, 2020). Costa Coffee today has a portfolio of over 2,600 stores in the UK and 32 stores in the international arena, having developed from a single London (1971) roastery into the market leader of branded coffee retailing. Since the acquisition by The Coca-Cola Company in 2019, Costa has a lot of support on the global front in terms of infrastructure, marketing, and innovations in beverages (The Coca-Cola Company, 2019). In spite of being at the forefront of the coffee chain, Costa is becoming increasingly challenged by the entry of new brands, such as Starbucks, into the premium arena and midmarket players such as Greggs and Pret A Manger. At the same time, the transformation of consumers-among other contributors-digitalization, flexible working patterns, and the increased demand for healthy and sustainable options-serve as both challenges and opportunities (Zeng, 2023). For continued competition and relevance, Costa really needs to diversify its offering, adopt technology, and move into presently under-served areas. Through strategic brand extension, Costa can gain entry to new markets, build additional engagement with their customer base, and create another revenue stream. This portfolio introduces Costa Coffee+, a smart vending service, offering high-quality coffee and healthy snacks on-demand. The extension follows the same core brand values for Costa: convenience, quality, innovation, while also meeting the new requirements of a busy, health-conscious, and digitally savvy consumer base.
[bookmark: _Toc196423423]2. The New Brand Extension: Costa Coffee+
Costa Coffee+ is a digital-first, AI-powered vending solution providing barista-quality coffee and healthy snacks in convenient, non-traditional locations. Unlike traditional vending machines, Costa Coffee+ combines technology, personalisation, and sustainability to deliver a radically different self-service experience. This service will be integrated into the already-existing Costa Club app, letting customers order products, customise drinks, collect loyalty points, and even pre-book for pick-up. Externally, the machine is sleek, minorly reflecting the iconic Costa red-and-white branding; the interactive interface is intuitive, touchless, and smartphone-enabled. The customer can choose from an extensive menu of drinks, including oat milk flat whites, iced caramel macchiatos, and sugar-free mochas, as well as healthy snacks that include vegan protein bars, gluten-free oat pots, and low-sugar trail mix. All products are served in compostable packaging, and users are encouraged to scan reusable cups for discounts.
Costa Coffee+ is ideal for placement in high-footfall areas where full Costa outlets may be impractical, such as:
· Transport hubs (e.g., train stations, airports, bus terminals)
· Hospitals and NHS sites
· University campuses and libraries
· Corporate offices and coworking spaces
· Shopping malls and fitness centres
There is a brand extension that is not just a product innovation but also service change. Costa Coffee+ enables the brand to be present "on-the-go," adding accessibility and customer touchpoints without the need for traditional staffing or overheads. It directly complements Costa's wider sustainability goals of nudging customers toward lower-waste consumption and reducing reliance on single-use plastics. The vending model allows Costa to extend its reach while reacting to new competitive pressures such as Pret's coffee subscription, Starbucks' delivery partnerships, and the growing attractiveness of boutique "coffee-to-go" startups. It fuses traditions with modernity to build brand equity, diversify revenue streams and change the customer journey through Costa Coffee+.
[bookmark: _Toc196423424]3. Market Segmentation, Targeting and Positioning (STP)
[bookmark: _Toc196423425]3.1. Segmentation
Effective segmentation is crucial to identify and reach the customers most likely to use Costa Coffee+. The following segmentation variables are used:
Demographic: Quite diverse; age ranges from 18-40 years, mainly students and young professionals, as well as shift workers. Very high in the use of mobile phones, consumed coffee every day, and frequented snacks (Ataş and Çelik, 2019).
Geographic: To cover metropolitan and suburban areas of the UK for example, London, Manchester, Birmingham, Leeds, and Glasgow. Strategic location would prioritize the under-served high commuter traffic areas (Stansbury, Turner and Balls, 2023).
Psychographic: Lifestyle-oriented people interested in productivity, convenience, ethical consumption, and digital integration; the crowd often calls for wellness or sustainable diet options (Matharu, Jain and Kamboj, 2020).
Behavioural: The drinkers of coffee who use an app to help with their loyalty program, and the people who are conscious of time and prefer to grab high quality and quick consumption.
[bookmark: _Toc196423426]3.2. Targeting
The main target market includes millennials and Gen Z professionals and students aged approximately 20-35. These consumers are digital natives who have grown up using mobile applications for daily transactions and expect seamless and personalized experiences (Salam et al., 2024). They value innovation and respond best to environmentally conscious brand values, which makes them prime early adopters of Costa Coffee+. The secondary target includes hospital staff, retail workers, and commuters aged 30-50 with irregular hours and limited access to café-style offerings in the course of their day. Their needs are in alignment with the value proposition of Costa Coffee+: Reliable, quick, and high-quality refreshments.
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Costa Coffee+ is positioned as the go-to smart coffee solution for consumers who demand speed, customisation, and ethical quality—anywhere, anytime.
[bookmark: _Toc196423428]3.4. Positioning Statement:
“For busy, modern consumers, Costa Coffee+ is the smart, sustainable vending experience that delivers barista-style beverages and healthy snacks on the go—because great coffee should fit your lifestyle, not the other way around.”
The key differentiators are:
· Premium quality matching in-store standards
· Seamless digital integration
· Personalisation through technology
· Focus on sustainability and convenience
This positions Costa Coffee+ above conventional vending machines and tech-free alternatives, while complementing Costa’s existing in-store and drive-thru presence.
[bookmark: _Toc196423429]4. Customer Persona: Emma the Efficient Explorer
To gain a deeper understanding of the core customer, we present a customer persona that reflects the primary target market for Costa Coffee+:
[bookmark: _Toc196423430]Persona Profile
Name: Emma Johnson
Age: 27
Occupation: Marketing Executive at a tech startup
Location: East London
Education: Bachelor’s degree in Business & Media
Income: £35,000 per annum
Lifestyle: Lives with flatmates in a city apartment, enjoys HIIT workouts, yoga, brunches, and streaming podcasts on productivity and wellness.
Values: Efficiency, wellness, sustainability, and brand authenticity
Digital Habits: Uses mobile apps for banking, travel, fitness, and food ordering; active on Instagram and LinkedIn
Coffee Behaviour: Consumes 1–2 coffees daily, prefers oat milk lattes and sugar-free syrups; typically purchases coffee while commuting or between meetings
Pain Points: Long queues at cafés, limited healthy snack options near the office, poor quality vending coffee, and lack of customisation
Emma is tech-savvy, brand-conscious, and committed to her lifestyle goals. She embodies a customer who wants rapid, healthy, and customizable options to fit with her busy schedule. For this personality, Costa Coffee+ offers the ultimate gratification—coffee-shop quality without the hassle. She is very likely to also be an early adopter, keen to try any new formats that will increase her convenience without compromising on ethics or taste. By formulating marketing strategies aimed at customers like Emma, Costa Coffee+ will reach out to its target users effectively, generating loyalty and encouraging habitual engagement carried out through digital or word-of-mouth (Belli et al., 2021).
[bookmark: _Toc196423431]5. Marketing Mix Strategies (7Ps)
[bookmark: _Toc196423432]5.1. Product
Costa Coffee is a beautiful product and innovation by technology that will redefine the traditional vending and will make possible the premium customer experience through machines powered by Artificial intelligence. Apart from the fact that this object includes a collection of higher-quality Costa coffees ranging from espresso to flat whites, cappuccinos, and iced lattes, it also comes with plant-based milk and sugar-free syrup options perfectly made for health-conscious customers. What they're serving with this machine includes other very fine selections of snacks, such as plant-based protein balls, gluten-free oat pots, low-sugar nut mixes, and many more. Everything put inside this machine is compostable kitchenware (Costa Coffee, 2013). This is because Costa believes in its sustainability initiatives. It will offer an incredible service by integrating its Costa Club mobile app into the general service, allowing customers to create orders, add loyalty points, and make payments contactless to ensure seamless experiences that befit the lifestyles of present-day consumers.
[bookmark: _Toc196423433]5.2. Pricing:
The price strategy for Costa Coffee+ is very much a balance of economy and the air of the brand. In fact, coffee drinks start at £2.20, with a accessory priced slightly higher for elaborate customization. Snack items range from £1.20 to £3.50 so that customers can build a meal or snack combination. Costa will also include options for bundled pricing, such as a breakfast deal that comprises coffee and a snack for less (Gan, 2024). Costa's adoption of app-based subscription packages, such as 10 drinks for £12 per month or unlimited drinks with a snack allowance each day for £20, is meant to encourage repeat usage and loyalty. Using Costa Club loyalty points on vending purchases would stimulate regular engagement, while the initial launch has a free drink promotion for first-time users of the app. 
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Costa Coffee+ takes the brand even further in terms of physical reach for Costa through the placement of vending machines in a footprint-high but less exploits area. For example, installations will be made in transportation hubs such as train stations or airports, where the feature convenience provides a bigger opportunity. The machines would also be installed in corporate buildings, university campuses, shopping centers, and NHS facilities where there might not be all the space or a full-service Costa store (Elgazar, 2021). This place strategy will also make sure that Costa Coffee+ reaches out to customers who are very conscious of time and thus seek fast but reliable options for refreshment. As a result of that, Costa is now moving towards a diversified distribution beyond being a traditional café, strengthening the brand at greater length and making it more available to individuals who otherwise would not deal with the brand during their daily routine.
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Costa Coffee+'s promotional strategy centers on digital engagement, maintaining brand awareness, and ethical consumption. Marketing efforts include conducting a digital campaign focusing on Instagram, TikTok, and YouTube, mainly with influencers and lifestyle content creators who can relate to Costa's target audience. The #CostaOnTheGo campaign encourages users to post about their vending experiences thus creating social proof and organic brand advocates. App-based promotion, including a free drink for first-time customers and referral bonuses, ensures that the app can be downloaded and used repeatedly. The campaign even highlights Costa's sustainability values through rewarding customers who bring along their reusable cups and those opting in for digital receipts. There will be signs made available in store, and digital displays will be provided in existing Costa locations to introduce new customers to the vending idea, creating synergy between the brand's physical and digital touchpoints.
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While the Costa Coffee+ model is fully self-service, the relevance of maintaining the "People" element comes forth to support brand quality and customer satisfaction. The machines are supported by trained technicians who make sure operations run smoothly, from hygiene to stock replenishment. In the Costa app, remote customer service representatives are available to solve user problems, assist them with app features, and provide feedback. Brand ambassadors in existing Costa stores are essential in the dissemination of knowledge on the new vending machines while encouraging their use. These employees maintain a cohesive brand experience that upholds Costa's image of fine service even within a situation of self-service.
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The Costa Coffee+ process involves a smooth and efficient customer journey. This starts when a user approaches the machine or opens the app to customize their beverage. Customers pick their drink size, milk preference, syrup additions, and snack combinations with just a few taps. Payment is taken via contactless mediums or app credit, ensuring speed and hygiene. After that, the order is typically ready within 60 seconds, owing to a high level of automation and precision engineering. The back-end processes make real-time inventory tracking, predictive maintenance alerts, and automated cleaning schedules work hand-in-hand on operational efficiency, ensuring the machines consistently deliver high-quality results with minimal downtime.
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Costa Coffee+ uses many physical cues to support its brand promise. Vending machines brightly display Costa’s red-and-white color palette, while their industrial design draws on the idea of minimalism, calling attention to the machine and indicating quality. A high-resolution, touch-less interface offers an intuitive digital experience akin to the Costa app and in-store displays. All packing, from cups to snack wraps, displays the Costa brand with logos and sustainable messages. Receipts are emailed, further establishing the brand's green credentials. Rewards points and custom drink history become elements providing digital pointers back to the experience, creating a strong link between the user and the Costa brand wherever its individuals find themselves physically.
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With the launch of Costa Coffee+, Costa takes a bold and innovative step towards further evolution as the UK's foremost coffee brand. This brand extension is about granting convenience and health-conscious options with sustainable consumption and digital innovation so that Costa truly is a customer-centric entity. Smart AI vending opens its avenues beyond the traditional retailing ambience of quality coffee and nutritious snacks into places where access, time, and mobility matter. It targets its segmentation not through conventional means but rather by deep market segmentation and customer profiling, and precise brand positioning so that Costa Coffee+ answers the needs of young, urban, tech-savvy professionals and students who want speed and high levels of personalisation. The building of a solid persona of the consumer creates a reality-based environment wherein product and marketing decisions are delivered from actual consumer behaviour expectations. The integrated marketing mix will form a solid launching pad—with regards to product innovation, competitive pricing, strategic placement, digital promotion, process calibration, and brand consistency—for the success of the extension. Costa Coffee+ gives Costa a competitive edge and retains market relevance along an avenue of industry competition. It allows the company to ride trends like automation, app-based personalisation, and ecology-conscious retail, and fosters the growth of loyalty via digitally integrated experiences. Costa Coffee+ is not a reactive response on consumer demand and thus a proactive campaign that furthers Costa's beverage leadership while creating a new benchmark in coffee-to-go for customer-centric innovation. Of all the activities in their business, what will matter for its long-term growth and relevance is its flexibility and willingness to innovate to meet the new behaviours of consumers. Costa Coffee+ is a way of showing that vision—delivering barista-quality coffee anywhere, anytime, without compromise on the quality of coffee or ethics or experience.
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