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[bookmark: _s4d1k5dv5iq4][bookmark: _Toc192084850]Task 1: Questionnaire analysis
[bookmark: _llbd6tkhaof2][bookmark: _Toc192084851]Introduction
The present task incorporates an application of digital skills to evaluate the business scenario of Pret a Manger that is a popular organic coffee and snacks chain based out of UK. The company's speciality reflects in its fresh offerings, which is evidenced in its mission statement of serving freshly made food and organic coffee while trying to do the right thing (Pret A Manger, 2023). 
[bookmark: _nusojuy3s8mp][bookmark: _Toc192084852]Questionnaire analysis
Email and website marketing strategies ensure increased brand outreach 
[image: Forms response chart. Question title: Q7: Do you believe the email and website marketing strategy of Pret a Manger enhances its brand outreach?. Number of responses: 25 responses.]
Figure 1: Responses to question seven 
(Source: Self-developed)
The responses gathered from the survey have informed the key consumer trends prevalent among the target audience of Pret a Manger. The response to question seven reflects that the marketing strategies using email and websites can provide the business with an advantage of increased brand outreach. As stated by Pinto and Pinto (2020, p. 135), brand outreach refers to the measure of the consumer volume or audience strength that a company is able to reach out to and marks as a measure of the brand strength and its visibility within its industry of operations. An enhanced brand outreach supports an increased volume of sales, higher consumer engagement, and thus improved ability of the business to meet its objectives. As mentioned by Agustian et al., (2023, p. 91), digital marketing tools provide the business with the ability of personalised and targeted communications which enhance its ability to advertise its products and services and engage customers. The concerned approach empowers businesses to deliver target content directly to potential customers’ inboxes, thereby driving website traffic and fostering engagement through personalised communication. This results in enhanced brand awareness and recognition of the target audience through lead generation and enforcing a structured approach that leads consumers to take action resulting in increased sales.  
Tailor-made order choices as preferred by majority of customers 
[image: Forms response chart. Question title: Q9: How likely are you to prefer the presence of tailor-made order choices at Pret a Manger?. Number of responses: 25 responses.]
Figure 2: Responses to question nine
(Source: Self-developed)
The responses to question nine reflect that the potential customers of Pret a Manger have a high interest in tailor-made order choices. As mentioned by Soltanifar et al., (2021), tailor-made order choices refer to the strategy of empowering customers to choose their basket or combo offerings from the range of products offered by the business. It also includes modifications in terms of altering the ingredients of the specific product like coffee or sandwiches to meet their inherent preferences. The approach empowers consumers with enhanced diversity in product portfolios and services to enhance consumer satisfaction rates. The competitors of Pret a Manger such as Costa Coffee offer consumers the ability to purchase coffee and snacks based on their preferences and ensure that they pay only for what they intend to consume. The strategy enables consumers to save additional costs as well as enhance their satisfaction scores by ordering a combination of meals and snacks that suit their preferences. It is suggested that Pret a Manger introduce a rational approach towards product customisation across its retail outlets and online platforms to meet the prevalent consumer trends.
Need for improving consumer experience to increase customer retention rates 
[image: Forms response chart. Question title: Q10: Do you believe there is a need for enhanced focus on customer experience to enhance consumer retention rate of Pret a Manger?. Number of responses: 25 responses.]
Figure 3: Responses to question ten
(Source: Self-developed)
In response to the tenth question of the survey, there is evidence that the improvement in customer experience can lead to an increase in customer retention rates. As mentioned by Kingsnorth (2022), customer retention rates refer to the measure of the company’s ability to retain its customers over a given period, the higher the consumer retention rate the higher is brand sales and loyalty. An emphasis on building consumer engagement and achieving improved customer satisfaction is key to enhancing customer retention rates. As opined by Hussain et al., (2023, p. 98), consumer experience relates to the overall behavioural, tangible and intangible cues that define the nature of interaction that a consumer has with a business. The approach of consumer retention can emerge from enhancing the customer experience, which evidences in the results gathered from the survey results. Pret a Manger in order to improve its sales volume and drive business growth needs to emphasise on adoption of strategies, which are crucial to shaping consumer experience and satisfaction rates. Personalised communications, introducing tailor-made offerings and enhanced focus on shaping the consumer experience during their interactions with business can prove beneficial in enhancing customer retention scores (Caliskan et al., 2021, p. 1271). 
[bookmark: _3dwo3bj01mw2][bookmark: _Toc192084853]Conclusion 
The results of the survey depict the trends evident along the lines of Pret a Manger’s potential consumer base. It further depicts the three key themes that have derived from the analysis and which entail the company with an efficient understanding of market dynamics to plan their subsequent strategy development processes. 


[bookmark: _1b3mszf9lkjg][bookmark: _Toc192084854]Task 2: Design of the website and marketing materials 
[bookmark: _go21fe4lxkp][bookmark: _Toc192084855]Introduction
As stated by Paley (2021), marketing refers to the practice of promotions and advertising to drive business sales and revenue growth. In the present segment of the portfolio, evidence of developing marketing materials as well as a website to inform the strategic practice of Pret a Manger illustrates. The company envisages adopting a digital marketing approach within its premise to cater to evolving consumer trends and adopt the insights gained through the survey results. 
[bookmark: _w9oedjv4vjk8][bookmark: _Toc192084856]Deploying the questionnaire results into creation of website and marketing materials 
[image: ]
Figure 4: Marketing material 
(Source: Self-developed)
The survey results have discussed in detail the consumer trends, their preferences in terms of frequency of consuming coffee and considering organic coffee as a substitute for traditional coffee. The results highlight a positive inclination in response to both the questions, which strengthens the applicability of the business model. Based on the insights gained the marketing materials have been prepared depicting the sequential approach that the company can adhere to meet its imperatives. The first step refers to the conduction of market research, which involves analysing consumer trends, mapping competitor approaches and gaining an understanding of key external environment factors like economic and political merits. Market research enables the business to identify the aspects that can play an influential role in the success or failure of its marketing strategies and thereby entrust them with the advantage of adopting adequate risk management methods (Irwanto et al., 2021, p. 878). The foray of market research can progress by integration of the STP or segmentation, target market and positioning framework within the purview of Pret a Manger. As opined by Purnomo (2023, p. 59), segmentation refers to the practice of grouping customers based on the common trends depicted by them in terms of demography, behavioural traits, psychographic and geographical attributes. The survey results indicate that the majority of the potential audience of Pret a Manger falls under the ambit of young age, which is below thirty-five years. Subsequently, the males form a high majority of the target audience followed closely by female participants. Apart from this, the survey results also investigate the consumer trends along psychographic and behavioural traits where the consumer’s frequency of consumption, preference for organic coffee and attributes that guide their cafe choice elucidate. Such descriptive insights are crucial in shaping the understanding of consumer trends as well as their integration within the strategic development foray. 
The preparation of the marketing material has progressed based on the insights gathered from the survey results, which reflects in its alignment of the structured approach to marketing plan development. In the next stage, the Pret a Manger team is to develop the proposed services of tailor-made offerings across its retail outlets and online platforms. Subsequently, the promotions approach is to follow where the business is to work towards enhancing the outreach of its new service portfolio among its target audience. The selection of media channels which are namely website and email marketing is to follow its integration into the business’s marketing practices. Lastly, key performance indicators or KPIs such as sales volume, website traffic, consumer engagement score, and consumer retention score support the entity in monitoring and evaluating its marketing strategies (Blakeman, 2023).   
A key aspect of the marketing materials relates to the application of SEO or search-engine optimisation techniques. The concerned techniques entail the business with an ability to induce a targeted approach to communications to meet business deliverables. As mentioned by Husin et al., (2022, p. 174), SEO concerns with practice of improving the visibility of a company’s website on the search engines. It involves in its purview use of a range of methods and techniques including content marketing, keyword search, link building, and image SEO. The purpose of integrating SEO within Pret a Manger’s marketing approach is to entrust the business with enhanced visibility among its target audience and improve its ranking across major search engines like Google. This can assist the company to enhance the ease of access of its products or services in the localised area of operations of its major outlets across UK, thereby driving its inherent sales and promotion of the proposed business idea. The inclusion of the SEO approach of marketing within Pret a Manger’s strategy is a result of the insights gathered from the questionnaire results. The consumers have responded with positive apprehension regarding the use of SEO to drive customer engagement and brand visibility. Moreover, it reflects in the results that email and website marketing can enable the company to increase its visibility and brand outreach among its target audience to drive its sales and revenue volume.
Consequently, the selection of the media channels such as email and website is also a result of the trends evident within the results gathered from the questionnaire. Consumers have noted that email and website marketing offers immense opportunities to enhance personalised communications and improve customer engagement. As opined by Kotler and Armstrong (2023), email marketing entails businesses with the benefit of interacting with consumers in a personalised manner, which is essential to building consumer-business relationships that drive customer satisfaction and retention scores. The customer experience is another key aspect, which organisations emphasise to drive the success of their marketing strategies (Munsch, 2021, p. 21). The results of the questionnaire have significantly contributed towards enhancing the understanding of inherent development and transformations in relation to Pret a Manger. The marketing materials thereby serve as a medium to meet consumer needs through planned marketing strategy development and integration to support organisational growth. 
[bookmark: _wubf7cardf2c][bookmark: _Toc192084857]Conclusion 
The proposed business idea, which relates to the introduction of tailor-made product offerings at Pret a Manger, is to support the company in meeting its defined objectives of growth. The task elucidates in its premise evidence of the marketing materials, which guide the practice of marketing strategy development in alignment with consumer trends and business objectives. The marketing materials reflect in its view and application of the insights gathered through the questionnaire where email and website marketing are key channels sought for engagement with the business along with the use of SEO techniques to enhance brand outreach and consumer engagement.

[bookmark: _Toc192084858]Task 3: Microsoft Excel to project the finances of a small business over period of one year
Topic: Importance of Excel in the digital era
[image: ]
Figure 1: Income and expenses of a small business 
(Source: Self-developed)
[image: ]
Figure 5: Income and expenses comparison for over three months of a small business 
(Source: Self-developed)
[bookmark: _io8nx49xtgi0][bookmark: _Toc192084859]Introduction 
As opined by Reedy and Parker (2017), the present digital business environment reflects in its premise the wide scale application of technological tools, which enhance the productivity, and efficiency of the organisation. In the current, essay the discussion centres around the significance of MS Excel in business organisations and their importance in the evolving nature of business practices. 
[bookmark: _xel4mpx4kqz9][bookmark: _Toc192084860]Discussion 
According to Dadwal (2020), excel is a popular software accounting program developed by Microsoft that supports users to record, tabulate and analyse data in a spreadsheet format. The concerned software has several advantages in the business context as it supports advanced statistical analysis, forecasting, and visualisation using graphs to support efficient decision-making. Excel contains several in-built functions such as graphs and formulas that make daily operations of accounting and data analysis easy for businesses. Moreover, the compatibility of the software with additional features like high-level mathematical models and testing including recession analysis, covariance test and problem solver add-ins enable it to support research activities within business contexts. As mentioned by Rebman et al., (2023, p. 41), the inbuilt formulation functions, the prevalence of grid-like structure and auto sum, product or percentage add to the ease of daily accounting and data recording needs of an organisation. For instance, the above table and graph list the manner in which Excel finds applicability in data recording and analysis within businesses to map their financial trends across a year. Subsequently, the graphical illustration reflects the manner in which insights can be visualised using Excel to inform the decision-making practice of senior management of an organisation. The insights development and storytelling feature of Excel using dashboards and graphs is a significant feature that analysts use to enhance their efficiency emphasise key insights gathered through data analysis and ensure that the management is able to make informed decisions. 
As stated by Sandhu (2020), excel entails formatting tools where users can highlight information by using bold, italics, and colour features as well as use different colours to enhance the appeal of the information. It entrusts the users with the ability to emphasise the merits of comprehensibility of information and ensure high stakeholder engagement. Excel files are easy to share across devices including Windows and iOS which makes it easier for the organisation to maintain a steady database using compatible software programs. As mentioned by Paulus and Nijstad (2021), the presence of security features where the files can be safeguarded through passwords helps businesses meet the privacy and security needs of organisational information. Excel is useful across every business department starting from finance, and human resources to operations and marketing. The finance department of businesses utilises excel to record daily transactions, maintain balance sheets, cash flow statements and similar other financial activities. Similarly, the human resources department uses Excel to maintain attendance records of its employees track their performance and evaluate organisational recruitment requirements. As opined by Bencsik (2017), the marketing unit can use Excel to automate their key performance indicators monitoring and evaluation tasks while also maintaining a record of consumer trends, transactions, and preferences. Lastly, the operations team uses Excel to maintain a record of inventory, production, and logistics, which supports them in the efficient management of daily business activities. Each of the business units utilises Excel to record data based on their needs, which are then shared across teams to develop strategy and perform a quantitative analysis of the business functionality informing the decision-making practice. 
As asserted by Byrd (2021), the use of Excel in business organisations helps the users to emphasise specific information sets, and reduce irrelevant data from the aggregated information to enhance research accuracy and practice. Sales tracking, reporting, project management, HR management data analysis, budgeting and financial modelling all such business activities rely on the use of Excel. In the current business environment, excel serves as a crucial supportive tool to support business development and planning as well as maintaining its functionality. 
[bookmark: _igixyg623pb2][bookmark: _Toc192084861]Conclusion 
The essay reflects on the significance of Excel across business functionality and the manner in which it shapes organisational development. It evidences from the discussions that Excel is an integral part of the current business environment as it finds applicability across all business units. Its features of data recording, tabulation of information, analysis using mathematical and statistical models along visualisation are key factors that have supported its wide scale adoption across organisations. 
[bookmark: _yxiq1z94agso]

[bookmark: _pscm8grho5t2][bookmark: _Toc192084862]Task 4: Video advertising of Pret a Manger 
Link to storytelling Techniques YouTube:
https://youtu.be/d1LVB0L4a3A?feature=shared 

Slide 1: Title Slide 
[image: ]
Slide 2: Introduction (Brand overview and product offered)
[image: ]
· Pret A Manger is a UK based chain of organic Coffee and sandwich shops functional since 1986 in London (Pret A Manger, 2023).
· The company plans to introduce a new set of services, “Build Your Own” which empowers customers with a higher degree of customization in product choices to ensure efficient consumer trends alignment. 
Speaker Notes 
As opined by Soltanifar et al., (2021), advertising relates to the practice of promoting a product or service online using innovative strategies to ensure higher outreach among the target audience. The present advertisement plan builds on a similar idea where Pret A Manger envisages introducing a new line of service offerings at its outlets where customers have the advantage of choosing their preferred materials for brewing organic coffee. The consumers can choose their orders, and tailor them by making combos as well as entailing them with the choice of plant-based milk for their coffees. Customers can either choose normal milk or have the options of oats, almond or nutseeds-based milk to brew their coffee thus entailing the business with a higher outreach. 
Slide 3: Advertisement plan development
[image: ]

Steps of advertisement plan  
· Recognise the target audience using the segmentation techniques or STP model.
· Develop clear marketing objectives
· Framing of the marketing campaign
· Selection of digital media channels like website, email and social media marketing
· Adoption of search engine optimisation or SEO techniques and digital market campaigns
· Monitoring and evaluation to track the performance
Speaker Notes 
In order to develop the advertising plan of the new service the company needs to adhere to a structured approach of marketing and strategy development. I believe the first step that the business is to emphasize is to recognise the target audience of the proposed service, which can progress using the segmentation techniques or STP model. In the next step, the company is to develop clear marketing objectives, which inform the directed progression of the marketing plan. This can enhance brand engagement and awareness through diversification across various digital media channels. The framing of the marketing campaign follows the choice of digital media channels like website, email, and social media marketing (Jadhav et al., 2023, p. 87). The subsequent stage entails the adoption of search engine optimisation or SEO techniques and digital market campaigns to achieve increased brand outreach, while the last step concerns monitoring and evaluation to track the performance of the marketing strategy.  
Slide 4: Advertisement strategies for Pret A Manger 
[image: ]
· Pret a Manger is to deploy email and website marketing using SEO techniques 
· Advertising using digital campaigns across social media websites like Facebook and X also to reflect 
Speaker Notes 
I think that adherence to website marketing using SEO can assist in enhancing the company’s outreach among its target audience. Email marketing is to support personalised communication, while digital campaigns across social media channels ensure higher consumer engagement and awareness (Burgess et al., 2018). 
Slide 5: Conclusion 
[image: ]
· The study reflects in its practice that adherence to a structured marketing strategy supports efficient planning and segmentation of activities for improved accuracy in outcomes. 
Speaker Notes 
Pret A Manger’s marketing activities reflect the deployment of digital media channels using established and efficient methods of SEO and digital campaigns to meet the marketing needs of its new service offerings. 
Slide 6: References 
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Slide 7: Thank You 
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Appendix 1: Questionnaire 
Q1: What is your age?
1. 18-24
2. 25-30
3. 31-35
4. above 35 years
Q2: What is your gender?
1. Male
2. Female 
3. Do not wish to answer 
Q3: How frequently do you consume coffee?
1. Twice daily 
2. Once daily 
3. Weekly 
4. Rarely 
Q4: Do you prefer organic coffee to traditional coffee?
1. Yes 
2. No 
3. Rarely 
Q5: What are you most likely to consider when choosing a cafe?
1. Price 
2. Consumer service quality 
3. Product quality 
4. Cafe ambience 
Q6: Do you think that the unique organic coffee offerings enhance Pret a Manger’s competitive advantage?
1. Strongly agree
2. Agree
3. Neutral
4. Disagree
5. Strongly Disagree
Q7: Do you believe the email and website marketing strategy of Pret a Manger enhance its brand outreach?
1. Strongly agree
2. Agree
3. Neutral
4. Disagree
5. Strongly Disagree
Q8: Do you think there is a need for improved accuracy in search engine optimization and consumer engagement to improve brand loyalty of Pret a Manger?
1. Strongly agree
2. Agree
3. Neutral
4. Disagree
5. Strongly Disagree
Q9: How likely are you to prefer the presence of tailor-made order choices at Pret a Manger?
1. Strongly agree
2. Agree
3. Neutral
4. Disagree
5. Strongly Disagree
Q10: Do you believe there is a need for enhanced focus on customer experience to enhance consumer retention rate of Pret a Manger?
1. Strongly agree
2. Agree
3. Neutral
4. Disagree
5. Strongly Disagree
Appendix 2: Graphs 
Q1:
[image: Forms response chart. Question title: Q1: What is your age?. Number of responses: 25 responses.]
Q2:
[image: Forms response chart. Question title: Q2: What is your gender?. Number of responses: 25 responses.]
Q3:
[image: Forms response chart. Question title: Q3: How frequently do you consume coffee?. Number of responses: 25 responses.]
Q4:
[image: Forms response chart. Question title: Q4: Do you prefer organic coffee over traditional coffee?. Number of responses: 25 responses.]
Q5:
[image: Forms response chart. Question title: Q5: What are you most likely to consider when choosing a cafe?. Number of responses: 25 responses.]
Q6:
[image: Forms response chart. Question title: Q6: Do you think that the unique organic coffee offerings enhance Pret a Manger’s competitive advantage?. Number of responses: 25 responses.]
Q7:
[image: Forms response chart. Question title: Q7: Do you believe the email and website marketing strategy of Pret a Manger enhances its brand outreach?. Number of responses: 25 responses.]
Q8:
[image: Forms response chart. Question title: Q8: Do you think there is a need for improved accuracy in search engine optimization and consumer engagement to improve brand loyalty of Pret a Manger?. Number of responses: 25 responses.]
Q9:
[image: Forms response chart. Question title: Q9: How likely are you to prefer the presence of tailor-made order choices at Pret a Manger?. Number of responses: 25 responses.]
Q10: 
[image: Forms response chart. Question title: Q10: Do you believe there is a need for enhanced focus on customer experience to enhance consumer retention rate of Pret a Manger?. Number of responses: 25 responses.]
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[February [March [April _[May |June |July |August [September [October _|November [December
[Sales Tncome £57,750{ £60.638] £63.669| £70,036| £77,040 £84.744] £03,218] £1,02,540 £1,12,704] £1,04.074] £136.481
[Wages £9,000|_£0.000| £0.000] £9,000] £9,000[ £9,000] £9,000] £0,000] £9,000] £9.000] _£9,000]
Salaries £6,000]_£6.000 £6.000| £6.000] £6,000] £6,000 £6,000] £6,000] £6,000] £6,000] £6,000]
[Production costs £10,100[£10.201]£10,303[£10,406[ £10,510( £10,615] £10.721]  £10.820]  £10,037] £11.046] £11.157)
[Rent, Rates & Taxes £3,000_£3.000[ £3.000] £3,000] £3,000[ £3.,000 £3,000]  £3.000(  £3,000] £3.000]  £3.000]
[Raw materials £5,000 £5.000[ £5.000] £5,500] £5,500] £5,500( £6,000]  £6,000] £6,000] £5,000] £5,000]
[Transportation £3.060] £3.121] £3.184] £3.047] £3.310] £3.378] £3446]  £3515|  £3,585]  £3.657]  £3.730]
[Total Expenses £36,160(£36.322[£36.487| £37,153(£37.320[£37.494] £38,167] _ £38.344]  £38,520] £37,703| £37.887)
Profit £21,500(£24,315[£27,183( £32,883( £30.718[ £47,050] £55,051] £64.107]  £74.072] £86,370] £98.504)
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