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1. Introduction
To achieve a Competitive Advantage in a Business Environment there are certain Competitive Strategies used by the companies, the strategies are established by considering the Marketing Mix.
For a better understanding first, the terms Competitive Advantage, Business Environment, Segmentation, Targeting and Positioning will be defined.  
According to Kotler (2021, p.222), a Competitive Advantage is an advantage over the competitors attained by giving the customers a better value. This advantage can be achieved by using competitive strategies like overall cost leadership, differentiation, focus, operational excellence, customer intimacy and Segmentation, and Targeting and Positioning (STP). Segmentation, targeting, and positioning is a consumer-centric approach that assists in delivering relevant, personalized messages to target audiences (Decker, 2021).
 It is important to mention that a key task for marketing specialists is to analyse the business environment before strategizing for adapting the marketing mix if it is necessary. Blythe (2019) states that “the business environment represents a complex array of threats and opportunities for the organisation” which can be internal or external. 
This report will explain the use of Segmentation, Targeting and Positioning for Pret a Manger in order to attain the Competitive Advantage. As well as the Role of the Marketing Mix will be described in Pret’s strategies. Pret a Manger opened in London in 1986 to sell fresh food and good coffee. Nowadays it is a successful company that has over 550 shops in the UK, US, Hong Kong, France, Dubai, Switzerland, Belgium, Singapore and Germany this success was highly influenced by its Marketing Strategy (Pret, 2022a).
2. Discussion
The role of marketing is to create customer value and profit for the business. To achieve that the company establish a marketing strategy which is the general mission and its aims. Then it decides what audience it will serve, which is called segmentation and targeting, and how which is known as positioning. Then the whole market is separated into segments and identified the most advantageous one and after all, concentrating on fulfilling the consumers of selected segments (Kotler, 2021, p.204).
Pret a Manger’s overall mission is to serve freshly made food and good organic coffee at affordable prices. A takeaway lunch is usually fast food which is highly processed and low in nutrients, but Pret managed to create a healthy lunch option which is freshly made in the shop’s kitchen daily (Pret, 2022b).  Therefore, it is healthy, sustainable and affordable, it fulfils customers’ needs by creating value for them and profit for the company. 
As the market consists of many different customers with different needs, the business has to find the segment that has the best possibility for the business to get a profit. Consumers can be divided by demographic, psychographic, behavioural, and geographic needs, as it is difficult to create a product that will suit everyone (Kotler,2021, p. 206). Kottler (2013, p.163) suggests that firms have to divide the market into a few potential levels: the most responsive to the offer, the secondary and then the tertiary group, so if it is not bought by the first group, they can move to the following two. After selecting the segment, the business starts market targeting, which means evaluating how attractive is the market and choosing one or more segments to enter (Kottler, 2021, p.207).
[bookmark: _Hlk107135597]Pret a Manger, according to Celentano (2018), selected the segment of customers who love upscale, healthy, on-the-go, fresh yet affordable food. Before the pandemic, according to Nelson (2020), Pret had selected a segment which served the office workers, but when the workers started working from home and the company started struggling as its sales dropped by 74%. One of the biggest advantages of its central location became at that time a disadvantage. Thus, the company initially decided to serve only a few segments or market niches, but in September 2021, it was announced that the chain planned to open 200 shops by 2026 on motorway service stations and transport hubs (Munbodh, 2021). By expanding the business and opening stores in locations they did not serve before, the company attempts to reach another market segment and target it, to help with the business’s recovery after the pandemic. Another way to target another segment was by establishing partnerships with major supermarkets such as Tesco, Sainsbury’s, Amazon and other leading retailers to sell frozen croissants, granolas, ketchup and coffee for the customers to use in the comfort of their own homes (Munbodh, 2021). In this way, Pret targets a vast market, the customers of Tesco, Sainsbury’s and Amazon, they are not restricted to the segment of office workers anymore. 
After selecting the segments to target the company has to decide on the positions it desires to occupy in the chosen segments. According to (Fayvichenko, 2018) positioning is a process of creating a company’s own image, distinctive properties, positive associations and values in consumers’ minds in order to create a sustainable trademark image and ensure consumers’ attachment to this trademark. Marketing professionals need to create a position that differentiates their products from the competitor’s products and gives them an advantage in the market. For instance, McDonald’s slogan positioned itself as fast, tasty, and affordable food that you can buy without too much effort. 
Kottler (2021) suggests that first, the business has to determine the differences between the client’s values that create a competitive advantage and then the position based on that. In Pret’s case, the company positioned itself as a shop selling organic coffee and milk as well as healthier, but still, affordable food and drinks which is an advantage if it is compared with their competitors. Costa Coffee and Starbucks for example, do not offer organic coffee to their clients, but the price for a regular Americano is respectively £2.40, and £2.40, Pret a Manger sells it for £2.10. Then Starbucks does not have its own kitchen at the back of the shop to prepare fresh and healthy food for its customers, and this way Pret demonstrates that it is different from its competitors and creates a competitive advantage by using STP (Starbucks, 2022), (Costa Coffee,2022).
Marketing mix
Marketing Mix is one of the major concepts in modern marketing because for a business to be successful when establishing the marketing strategy, it has to integrate the 4Ps: product, price, promotion and place”. Marketing Mix is defined by CIM as “the combination of marketing inputs that affects customer motivation and behaviour (CIM, 2022).  All the Ps are used to design an effective marketing program for attaining the firm’s goals by delivering value to the clients, as well as it is the tactical tool used to strongly position the business on the target market. (Kottler, 2021, p.68). 
Product, the first element of the 4 Ps is the service or goods the company delivers to their customers. Therefore, marketers present the product to the clients for a price, and it is considered the essential pillar of the marketing mix (Thabit, 2018). For a company to be successful it has to scan the business environment, establish the needs of the customer and then develop and adjust, the product if necessary (CIM, 2015).
In the case of Pret a Manger since opening its first shop in 1986, its mission to serve freshly made food and good organic coffee didn’t change. After analysing the business environment and determining its customer’s needs, they decided to create a different product and target a specific market. Its main product has been healthy and freshly made sandwiches since its opening. However, in the USA it is considered an anomaly as before, the sandwich shops were considered fast-food establishments, unlike Pret- a more to-go restaurant. Additionally, if visiting a shop in Manhattan, it is visible that the portion sizes are the same as in the UK, which is an effective product positioning when considering the high levels of obesity and the client’s need for healthy food. However, the menu of UK shops has differences from the one in the USA, for example, Americans do not prefer mayonnaise unlike UK customers, and that was reflected in the sandwiches. (Celentano, 2018).
In the UK, after analysing Costa Coffee and Starbucks websites, it was noticed as mentioned before that the regular latte was cheaper in Pret a Manger, and this since the coffee has 450 ml, unlike the one sold by the competitors that had 500 ml. Therefore, marketers adjusted the quantity of the product so it can be sold at a lower price without compromising on the quality and still deliver value to the customers. (Pret, 2022b).

3. Conclusion
This paper highlights the importance of scanning the business environment for a company to succeed and gain a competitive advantage. It is the first element in the marketing process which doesn’t have to be neglected as it leads to establishing the right marketing strategy by integrating all the elements of the marketing mix. Marketing strategy involves two main points: which segments to serve and how to create value for the customers (positioning). And Pret a Manger demonstrated how important is to have the right strategy and adapt to the business environment. Before the pandemic, they used to serve only a few segments and the sales decreased dramatically. However, their marketers realised that they needed to start serving more segments and adapted their marketing mix by adding new products, opening shops in other locations than city centres and targeting a new market. All this assisted in the company’s regeneration and planning to expand the business. 
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