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Introduction
	Costa Coffee is a British coffee organisation created in 1971, London, by two brothers (Costa Coffee, 2020). The organisation became a billion-pound company, opening worldwide and creating a charitable foundation in 2006 to provide for coffee-growing communities. The brand was purchased by the Coca-Cola company in 2019 from the Whitbread company for $5.1 billion, allowing the Costa platform to reach across Europe, Asia, Middle East, and Africa (Trefis Team, 2018). Thus, we believe that the partnership with the Coca-Cola company would help us open in new locations. One location it would be essential to open in would be Bangladesh. This business plan will discuss why we believe opening a chain in Bangladesh would bring a considerable profit.
Why Bangladesh?
Bangladesh is a developing country, being the seventh largest population in the world with over 150 million individuals, where the population has been increasing since 1972 (Mamun, Rahman, & Khanam, 2020). This suggests an increase in Bangladeshi youths, showing it would be essential to develop a Costa Coffee in Bangladesh because youths are attracted to caffeinated consumption. The marketing industry links caffeine with providing hydration, increased brain function, physical performance, and energy (Smith and Richards, 2018). This would predominantly appeal to Bangladeshi youths because they may be university students who want to perform well. It would also appeal to Bangladeshi workers because they need the caffeine to provide energy to work more. Thus, developing Costa in Bangladesh would be profitable because there would be an attraction towards the caffeinated consumption among hard workers. 
Bangladesh emerged in 1971, where the country was viewed as placing more identity on their religion (Islam, 2018). Recently, young Bangladeshis aim to make their country successful and have placed more focus on their culture. Thus, it would be essential to develop Costa Coffee in Bangladesh because it may be more appealing to the young and modern generation, who are beginning to develop their identity by mixing cultures, such as having the British revenue in Bangladesh. However, Bangladesh places most of their economic focus and domestic investment on land improvements, plant machinery, equipment purchases, and the construction of essential buildings, railways, and roads (Mamun et al.). Despite that, this suggests developing a Costa Coffee café in Bangladesh may boost their economic growth, because it will give the people of Bangladesh a new experience.
Moreover, it would be essential to provide Costa in Bangladesh because it would provide a dietary change. Bangladesh’s food consumption is typically poor because of the rural and urban areas, leading to a limited improvement in nutritional status (Waid, Ali, Thilsted, & Gabrysch, 2018). Alongside caffeinated and non-caffeinated beverages, Costa provide food including wraps, sandwiches, pastries, bakery items, fruits, and vegetables (Costa Coffee, 2020). This suggests Bangladeshi people will be intrigued to try different food to change their dietary habits. This would bring a profit to Costa, but also increase healthy eating and a dietary change among the Bangladeshi population. 
Therefore, developing a Costa café in Bangladesh would be essential because it would be a new experience for the population, thus bringing profit for the organisation because it will attract fascination.
Competitive Analysis
Businesses are often developed to target an audience for social opportunities, leading to a beneficial development in society (Rashid & Rashid, 2020). Thus, a Competitive Analysis will be conducted to show the competition in our coffee industry (DreamALatte, 2015). To analyse Costa Coffee in Bangladesh, I will use the factors Preparation, Advertising, Communication, Production, Packaging and Brand Personality, retrieved from Gorgoglione et al. (2018. Information from: Costa (2020), CoffeeBean (2015), SecondCupBangladesh (2020), and GloriaJeansCoffees (2020).
	Name
	Preparation
	Advertising
	Communication
	Production
	Packaging
	Brand Personality

	Costa
	Storing, blending, roasting, grinding, and pouring
	‘Save world from mediocre coffee’
	Providing a charitable organisation
	85 stores worldwide
	Pledging to recycle coffee cups since 2016
	Established in Britain - 1971

	The Coffee Bean & Tea Leaf – Bangladesh
	Imported Arabic Coffee
	Website, Facebook page
	Messaging through Facebook

	Coffee beans roasted daily
	Usage of state-of-the-art equipment
	Established in America - 1963

	Second Cup Bangladesh
	Brewing organic Arabic coffee
	250 cafes worldwide
	Embrace local cultures
	Pledge to no child labouring
	Sell merchandise and gifts
	Established in Canada - 1975

	Gloria Jean’s Coffees Bangladesh
	Coffee beans retrieved worldwide
	90K+ coffees sold worldwide daily
	Pledge to make customers feel welcome 
	Predominantly America, Africa, and Asia
	Sell ‘meal boxes’
	Established in America - 1979



SWOT Analysis
From the Competitive Analysis, it is understandable that Costa will face competition from companies that have been established for decades. Thus, a SWOT analysis has been conducted to view how Costa will perform in Bangladesh.
	Strengths
	Weaknesses
	Opportunities
	Threats

	· Popular in the UK
· Thousands of stores worldwide
· Will be familiar to British-Bengalis who frequently visit
	· Unfamiliar with Bangladesh = Risky
· Bangladesh already have many coffee cafés
· Finding the right employees
	· There is no Costa Coffee in Bangladesh
· First popular British coffee company
· Can attract tourists – i.e., Americans
	Competing against coffee companies that are: 
· known worldwide, 
· have been established at the same duration of Costa, 
· have loyal customers



The SWOT analysis shows that Costa will face many weaknesses and threats, however, the strengths and opportunities outweigh the costs because it will be the first British coffee company to develop a coffee revenue in Bangladesh.
Competitive Strategy
	Moreover, a Competitive Strategy analysis will allow Costa to gain a competitive advantage over the rival coffee companies in Bangladesh (Farooq, 2018). This will look at Cost Leadership Strategy, Differentiation Leadership Strategy, Cost Focus Strategy, and Differentiation Focus Strategy. Costa does not solely focus on one strategy, as it uses a mixture of different strategies (Bhasin, 2018). 
	Cost Leadership Strategy urges the organisation to produce the items at lower costs. From analysis, Costa provides premium pricing for food and beverage in comparison to other big branded coffee organisations, such as Caffé Nero (Nightingale, 2019). This is because there is emphasis on paying for quality over quantity. Costa is a big organisation, who can still earn a profit despite selling premium priced coffee. Thus, Costa in Bangladesh would be ideal because it would provide premium coffee to a developing country.
	Differentiation Leadership Strategy describes organisations to differentiate from similar products, such as adding features. Costa does this by blending Arabica and Robusta coffee beans and retrieving them from 100% Rainforest Alliance Certified farms (Costa Coffee, 2020). This shows Costa’s aim to differentiate themselves from similar organisations. Therefore, developing Costa would differentiate from the other brands that are already produced in Bangladesh, including Second Cup, as mentioned earlier.
	Additionally, Cost Focus Strategy recommends organisations to target a specific product and offer the lowest price to appeal to consumers. For example, Costa offered ‘Babyccino’ that was priced at 55–70p, but eventually led to being free for young children (Gladwell, 2018). This shows the strategy to appeal to consumers, as they will receive the signature drink for a low price. Thus, if Costa were to develop in Bangladesh, it would be ideal to sell this drink to appeal and gain customers, especially in a country that may not have heard of Costa. 
	Furthermore, Differentiation Focus Strategy expresses the ability to offer unique features to differentiate from competitors. For example, Costa frequently offer free coffee during important dates, such as celebrating the opening of Costa after the pandemic lockdown (Costa Coffee, 2020). Costa would differentiate from the other coffee organisations in Bangladesh because it would provide a loyalty scheme and can provide free beverages, such as the day of Bangladesh’s Independence Day. 
	Therefore, Competitive Strategy shows that it would be ideal to develop Costa Coffee in Bangladesh, because Costa provides unique segments within the organisation that other coffee branches may not have in Bangladesh.
Marketing Mix
Moving forth, Marketing Mix looks at 7 factors (7Ps) as a strategy tool to follow (Hanlon, 2019). Firstly, the main ‘Products’ of Costa is coffee; however, Costa provide other signature beverages including ‘Frostinos’ (Bhasin, 2019; Costa Coffee, 2020). Thus, the products and unique names associated with Costa would appeal to customers in Bangladesh, because they will be intrigued as it different compared to the other coffee chains in Bangladesh. As discussed earlier, Costa ‘Prices’ are premium in comparison to other well-known coffee chain brands, therefore this will appeal to Bangladeshi customers because people are attracted to receiving quality items. This includes the pricing of Babyccinos, as extra toppings (quality) would cost extra pricing. ‘Places’ would express Costa’s distributing options for customers. For example, we would aim to develop Costa within Dhaka, as it is the capital of Bangladesh and may also attract tourists. Costa already have online services for thousands of locations within the UK, so if Bangladesh’s Costa does well, there is an aim to open an online service too.
Additionally, ‘Promotions’ would refer to the loyalty schemes we have implemented across our revenues. Therefore, if Bangladesh’s Costa becomes successful, customers can be rewarded with free beverages. ‘Physical Evidence’ would urge Costa to reassure customers that the coffee chain is successful. For example, new employees would be thoroughly trained to ensure the same standard as the 170,000 worldwide baristas. This would ensure the customers the motivation to provide them with the same experiences as the British customers receive. Moreover, ‘People’ refers Costa’s target market. Costa aims to provide for all people of any age, however, as mentioned earlier, millennials are mainly attracted to new brands and caffeinated products. Thus, the same premium-cost items would be provided to appeal to customers. Furthermore, Costa are not currently seeking for ‘Partners’ yet, as we would like to market our branch as being ‘British’ in Bangladesh. This would emphasise Costa as being the first British coffee branch, in comparison to the many American coffee branches within Bangladesh.
Therefore, the Marketing Mix would urge us to treat our Bangladeshi Costa revenue the same as we treat our other revenues, to ensure the same guidelines and skills are being implemented, leading to a profit.
Finance
Many Asian companies are financially troubled (Nahid, Gomez, & Yacob, 2019); thus, we believe that as a British company, Costa will do well in Bangladesh because of the company’s financial stability. Bangladeshi companies usually fail to survive overtime because of political instability, economic fluctuations, and other factors such as violence and war. This suggests that we may not face such negative impacts because we are a British company, with stability across the organisation. 
Additionally, many Bangladeshi companies fail to have a successful leader, because majority of the leaders are not from middle-class backgrounds and fail to have the knowledge, experience, or application towards the organisation. Therefore, developing a Costa in Bangladesh would be essential because we have over 170,000 coffee baristas worldwide who all have similar knowledge, experience, technical skills, presentation, personality, and passion to work (Costa Coffee, 2020). The prototype skill set will mean there will be a stable workforce, matching to the worldwide revenues. Developing Costa in Bangladesh would be necessary because we have an organised structure worldwide that could be implemented. 
Therefore, the financial stability, leadership and skills across Costa would support the revenue in Bangladesh.
Conclusion
	To summarise, it would be essential to develop Costa Coffee in Bangladesh, because they are a developing country who are beginning to place more focus on culture. This is because the youth are placing more focus on becoming a successful country. This has led to multiple coffee organisations being developed in Bangladesh because millennials are attracted to caffeine, as it is associated with increasing performance while providing taste. However, developing Costa in Bangladesh may have problems because several coffee chains exist with loyal customers. Despite that, having a Costa in Bangladesh would attract many customers, including tourists who visit home, because it would be the first British Coffee chain in Bangladesh. Thus, Costa would provide unique segments to target customers and differentiate from existing chains in Bangladesh, such as providing cheap, free, and promotional coffees. Moreover, the stability within our organisation would support the revenue in Bangladesh, by ensuring the same procedures and standards are carried out the same as the British revenues. To conclude, it would be important to develop a Costa Coffee in Bangladesh, because there is a position to be the first British coffee chain there, leading to new customers and a profit.
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