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[bookmark: _Toc33792159]Introduction 
[bookmark: _GoBack]The purpose of this report is defining a problem of Costa and provide suggestions to address this problem.

Costa is world renowned coffee brand. Costa was built in London in 1971 by brothers Sergio and Bruno Costa. In 1978, they opened their first coffee shop. Since 1999, Costa coffee began to expand their market to other countries. In 2006, Costa set up the Costa foundation which improves the social and economic welfare of coffee-growing communities. At present, Costa is the largest and fastest growing coffee shop chain in the UK (Costa, 2019).

In these years, the sales of Costa Coffee suffered decrease at its high street stores and the office warned the demand would continue in negative. In September to November in 2017, the sales had fallen 1.5% in store in UK and the increase sales is from petrol stations and convenience stores. That increased 6.7% at same time (The Guardian, 2018). Costa's more profitable coffee products and the newly-launched Cold Brew and Frostino lines are not helping to improve sales and margins (BBC, 2018). As a result of increasingly number of new competitors the competition become more serious that separate consumers to other company. The main reason of that is the fast pace of life more and more people do not have time to drink coffee at store. In significant number of countries, people prefer to buy some instant coffee or bottled coffee and store them at home. That can prepare for their stay up late and they do not need to feel worry when they need coffee but coffee stores are closed. Costa Coffee also has bottled coffee, but that is published last year. Until now, dramatic amount of people still do not know or familiar this product. That also restricts Costa’s revenue. 







[bookmark: _Toc33792160]2.0 Project Justification
[bookmark: _Toc33792161]2.1 Aims and Objectives
The aim of this project is to find the sufficient method to increase ten percent total revenue by increasing sales of Costa’s Ready-to-drink coffee.

The objectives are the steps which can achieve the aim at the end. Firstly, analysing the selling condition of Costa’s Ready-to-drink coffee and Costa’s revenue. Through that can know which country’s people like drink instant coffee and promote this product to these areas. 

Secondly, researching secondary resource to know whether Costa’s Ready-to-drink coffee have a good famous, does majority people see the advertisement in websites, TV and applications, whether have a good sales condition in supermarket and Costa store. That can help me to make decision about using what method to make sales promotion. 

Thirdly, comparing the revenue and sales condition with Starbucks’ bottled coffee products. 

Finally, through secondary research and analysis to know the sales condition of Costa’s Ready-to-drink coffee and pertinent the problem and condition to provide useful suggestions to Costa to address sales problem.

[bookmark: _Toc33792162]2.2 Rational
This project is a key factor to transect Costa’s revenue bottleneck problem. The ascensional range of total revenue is restricted in Costa. The total revenue increased approximately 150 million pounds any year from 2010 to 2016. That ascended from 425 million pounds to 1103.2 million pounds. Then, Costa coffee hard to increase their total revenue even that just enhanced by 52 million pounds from 2018 to 2019. That the most important problem which Costa coffee needs to transect priority (Statista, 2020).

In recent year, Costa's more profitable coffee products and the newly-launched Cold Brew and Frostino lines were not helping to improve sales and margins, because increasingly number of people do not choose to drink coffee in store. Therefore, promoting sales of Costa’s Ready-to-drink coffee is an efficiency and necessary project to achieve higher total revenue. Not only that, there are some new coffee brand appear now. Such as, Luckin coffee, Sandows and Berry Beans. They absorb a part of market share. In this situation, Costa must to do response. If Costa does not do any action, more and more customer maybe will be robbed by other brands. Therefore, this project can steady status of Costa in coffee industry and get more profit in synchronisation. 

This project also can be analysed by SWOT analysis. SWOT analysis is a planning procedure. That can help the company to undertake challenge and confirm new aim. The purpose of SWOT analysis is helping company to develop a complete awareness. Though that, the company can make a successful decision. Companies need to execute SWOT before they have action. That can be used in making new project, amending policy or changing industry. That can check present business perspective and analyse the best way to develop (Mind Tool, 2019). 

In strength aspect, Costa Coffee is the second largest coffee chain in the world. It has a presence in 31 countries. Therefore, Costa’s reputation and popularity can support its new products to get more market. That can make their products have good sales. Not only that, Costa coffee strives to build a premium image all over the world.

In weakness aspect, Costa Coffee lack advertisement and marketing. Costa do not expense ample capital on marketing and advertising for its products. That is a big impact of its sales. It cannot use efficiency method to attract more customers and get more revenue. In addition, Costa open too much stores in European countries, but they do not have sufficient store outside EU countries (Doyle, 2011). 

In opportunity aspect, at present, the majority store of Costa coffee in UK. That means they can expend their industry to more other outside EU countries. Through this method, Costa can increase their reputation and get more market share to intensify their global industry. On the other hand, Costa can use strategic alliances. Costa can build relationship with chain restaurant to provide their products in these restaurants. 

In threat aspect, Costa has the biggest opponent-Starbucks. It opens stores in 71 countries. Therefore, they take more market share to intervene Costa. Not only that, because of Costa does not use advertisement to propaganda itself. The brand value of Costa is declining. 

























[bookmark: _Toc33792163]3.0 Business Case and Project Approach
[bookmark: _Toc33792164]3.1 Benefits to the Organisation
The decrease of sales due to more and more people want to buy bottled coffee and drink at home. Therefore, this merchandising can increase the number of people know and purchase Costa’s Ready-to-drink coffee. On the one hand, as an old brand, Costa can with the help of its brand and reputation to attract more customers. The advertisement will have tremendous influence. That can improve Costa win more market share. On the other hand, although, Costa publish these products definitely late. They also can gain considerable revenue. After 1 year, this project can increase 10 percent total revenue base on 2019 revenue and help Costa to recover the finance increase. 

[bookmark: _Toc33792165]3.2 Background Literature
The Costa store total revenue decreased 1.5% in all stores in UK since September to November in 2017. The main increase is from petrol stations and convenience stores that sales increased 6.7% at the same time. The Whitbread chief executive, Alison Brittain, said because the structural change to the online shopping, increasingly number of people do not want to go shopping on streets. That decrease the sales of stores directly (Kollewe, 2018). Not only that, increasingly number of people have fast life style, so they do not have enough time to drink coffee at stores. The bottled and instant coffee become famous and the sales of them increase immediately. Although, Costa publish their bottled coffee in 2019. They did not make advertisement and promote them. That make their new products do not have good sales to improve their revenue. 

The senior market analyst Neil Wilson said Costa also publish new more profitable coffee products and the newly-launched Cold Brew and Frostino lines, but that also do not improve their sales and margins (BBC, 2019) In these years, there are some new brand of coffee appear which have the big influence of market. Such as, Luckin coffee, Sandows and Berry Beans. 

At present, the evolution of the whole company is providing the drink make more people like. They want to create lower categories, package options and calorie counts. Therefore, Costa’s Ready-to-drink coffee include less 30 percent sugar than other bottled coffee. That can make people have a good healthy. In future, they decide to launch in Poland and China. 

[bookmark: _Toc33792166]3.3 Potential Risks
During making this project, the secondary research maybe cannot find the accurate statistics about the sales of each country. That obstacle the project to provide the best suggestion which country is the best aim market. 

Secondly, during making this project, maybe Costa coffee also executes some method which mentioned to address their sales problem. That will impact the project to update suggestions.

Finally, during making this project, maybe people change their mind. People do not want to buy bottle or instant coffee. That will impact the project to find new method to attract more customers. 

















[bookmark: _Toc33792167]4.0 Research Methodology
[bookmark: _Toc33792168]4.1 Secondary Research
The project used secondary research method to get the information and statistic about Costa’s revenue. The secondary research is one researching method which cite other people’s reports or analysis to analyse yourself project. That can help people to collect significant amount of data by many methods. such as, document, news, dissertation, annual reports and so forth (Doyle, 2011). 

The advantages of secondary research are that include significant amount of information about project. Therefore, it can provide more accurate and official statistic and analysis of project. In addition, secondary research also can save more time for people who need to do project. They can find the result directly and do not need to do any face to face research by self. 
That also has some demerits. For example. People maybe cannot find the most suitable analysis result about their project and they maybe cannot find recent year information. This project gets secondary research through academic website, annual reports and school library. All information is official. 


[bookmark: _Toc33792169]4.2 Primary research 
The primary research is a research method which collect information and statistics by yourself. That include surveys, interviews, observations, and ethnographic research. Dramatic number of companies decide to use primary research to ensure veracity and authentically of statistics. That also can make people convince the information and the all elements in it are useable. But that also have disadvantage. For example, that expense tremendous labour and capital (Research Optimus, 2019). 
This project does not use primary research.






[bookmark: _Toc33792170]5.0 Project Plan
Chart 1: The Gantt Chart illustrates the time line of this project 

The entire project takes 94 days to make the ultimate decision for Costa Coffee. That is a complete project for Costa to develop its new products. 

At the beginning, this project takes 8 days to choose the company and find what problem it has. The project choosing Costa coffee as the aim company to transect its marketing problem. Costa coffee produced new bottled coffee product, but the sales of that is not considerable. In these years, instant coffee occupies significant amount of market share. That began at 29th January and end at 5th February.

Secondly, the project takes 14 days to set the aim and objectives to address this problem. That began at 6th February and end at 19th February. During this time, there were complete objectives created. That has the clear step about what need to do in this project.

Thirdly, the project takes 6 days to think what benefit can be get by Costa. That began at 20th February and end at 25th February. During this time, benefit of the project is explicated clearly. 

Fourthly, the project takes 2 days to complete the potential risk of this project. That began at 26th February and end at 27th February. 

Fifthly, the project takes 10 days to research the sales condition of RTD through news, annual report and official report. That help me know the real situation of that. That began at 28th February and end at 8th March.  

Sixthly, the project takes 10 days to research whether store promote RTD. That can help me to know what type of suggestion can be suggested to Costa. That began at 9th March and end at 18th March.  

Seventhly, the project takes 10 days to research whether have advertisement to promote RTD through website, TV and application. That can help me to know what type of suggestion can be suggested to Costa. That began at 19th March and end at 28th March.  

Eighthly, the project takes 10 days to research whether have discount of RTD. That include supermarket and store. That can help me to know what type of suggestion can be suggested to Costa. That began at 29th March and end at 7th April.  

Finally, the project takes 24 days to make promoting method for Costa. That began at 8th April and end at 1st May. The project will provide sufficient and useful method to increase the sales of RTD. 
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The time line of Project

Beginning 	Total time line	Choose company and find problem	Make aim and objectives to address problem	Think benefit of project	Find the potential risk of this project	Research the sales condition of RTD	Research whether store promote RTD	Research whether have advertisement 	Research whether have discount	Make promoting method	43859	43859	43867	43881	43887	43889	43899	43909	43919	43929	During	Total time line	Choose company and find problem	Make aim and objectives to address problem	Think benefit of project	Find the potential risk of this project	Research the sales condition of RTD	Research whether store promote RTD	Research whether have advertisement 	Research whether have discount	Make promoting method	94	8	14	6	2	10	10	10	10	23	
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