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1.The role of marketing in creating value for costumers.
INTRODUCTION
The marketing is all about creating value for costumers and capturing the value in return, however, in this report I am going to discuss the importance of the role of marketing in creating value for costumers.
The societal marketing concept is related to the customer relationship and society long-term interest. The branding is what a company represent and its product to the costumers. I am going to analyse Pret a Manger branding importance in relation to marketing creating value for costumer. 
To determine business growth and opportunity for a business, the use of Ansoff Matrix with its four elements is essential. Long term relationship with the costumer for long term engagement benefits business like Pret a Manger. The stakeholders are those who have the abilities to impact a business from inside and outside. A successful business must have a good communication with its stakeholders as they are the ones who serve the business and the reason why the business exists.
THE SOCIETAL MARKETING CONCEPT
The societal marketing concept emphasis the marketing decision that considers the consumers wants, the company requirements and also the society long-term interest (Baines and Page, 2013).  Pret a Manager target market is following the societal marketing concept, it fulfils the requirements of the brand by serving healthy food and creating a healthier and better world. Pret a Manger have been successfully fulfilling wants and needs with the societal market concept.
How the business is determines if the business will be successful or not. Marketing not only maintains demand but also creates new demand and is one of the main keys for a business or a company (Blythe, 2010). Bellow I am going to discuss some of the advantages of marketing:
· Costumer engage- Engaging costumers meaning sharing sharing important information about your own product and business. The marketing exposes the product, service and business to the potential costumers alongside with entertaining conversation regarding those (Hollensen, 2019)
· Builds and maintain reputation- Marketing is used for communication, branding, PR and CSR strategies to maintain the company reputation. The reputation of the brand determines the equity of the brand and is created when the company meets its costumers’ expectations.
· Build costumer relationship- To flourish, a company needs to build a relationship with its customers. The marketing segmentation and targeting meet the needs of customers by creating a relationship with them. Loyal costumers make the assets of the company (Hollensen, 2019).
· Communication channel- Marketing is used as a communication channel to inform costumers about the offered services and products. Through marketing, costumers get to know about the products and other additional information to the product which result into competitive advantage (Lamb and McDaniel, 2011).
· Boost sales- Advertised products and services boost up the sales and if new costumers like the product they act as brand ambassadors of the company which is also an advantage of the marketing.
· Provide insights about business- Marketing results into costumer’s feedback which can be used as a metric to receive insights to avoid guessing the market condition (Baines and Paige, 2013).
· Maintain relevance- Throughout the marketing keeps up the relationship between the company and costumers which is essential for the business so that they do not louse their current costumers.
· Creates revenue options- Marketing gives the analysis a company needs to expand their market by penetrating and developing. Expanding markets creates new revenue generating options.
BRANDING
A brand can be anything that defines and identifies the goods and services of seller such as name, term, symbol, sign, or design, or a mixture of them. In other words, whenever a new name, logo or symbol is created for a new product, a brand is created (Blythe, 2010).
There are many advantages of branding from both the perspective of producer and society. From the perspective of producer or supplier they can be:
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From the society’s point of view:
(Figure 2, by Alina Nicoleta Coman)
Branding is great tool for creating value for customer. At the end, branding is done for the customers to create an image (Lamb and McDaniel, 2011). 
Branding values customers in many ways such as: 
· Branding helps them to identify the products by its name, logo, symbol etc. Pret a Manger’s logo says organic coffee and natural food which surely identifies their agenda.         
· Differentiate quality products from the market and buying quality products. Slogan of Pret a Manger focuses on healthy customers and healthy world. Which is a highlight of their brand and this differentiate their brand from other similar brands.
· It creates new product attraction to the customers. Pret a Manger attract the customers who are health conscious and cares for the world.
· Branding helps to fulfil customers status demand. Owning a brand’s product may fulfil customer status demand. Pret’s customer feel better to address themselves as Pret’s customer.
· Branding saves time and effort of customer to look for various products. When trust is gained customers will try existing brand’s new products. Pret’s customer usually don’t look for other products and brands because they feel like they get what they want form there.
· When customers are fond of a brand and trust that brand, there is a less possibility of cheating from the brand in the minds of the customers. They can easily trust that brand and its products. Whenever Pret tries something new, their customers are there to back them up. 
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(Brandchannel, 2015)

THE ANSOFF MATRIX
The product/market grid or Ansoff Matrix Model is used to determine business growth opportunities (Harms and Johnson, 2000). There are two dimensions in the model: products and markets among many strategies such as SWOT, PESTEL etc. The Ansoff matrix model also creates value for the business by determining the business growth opportunities. By Ansoff matrix the current and new products and markets are analysed then strategies are plan for growth (Wilson and Gilligan, 2012). There are four growth strategies in Ansoff matrix: 
All four of these creates value for the business as well as customers. Market penetration is done when the market is existing and there is a strategy to change incidental clients to regular clients and regular clients into heavy clients. It is done by penetrating with lower price, offering volume discounts, bonus etc (Wilson and Gilligan, 2012). [image: Image result for ansoff matrix diagram]
(CFI Education, 2015-2020)
Pret was founded in 1983 and back then they did not need to penetrate to enter the market. But as for their recent expansion program they have to penetrate certain foreign markets in order to operate there.
When the Market is new and the product is existing, business opt for market development. Creating a market standard for their existing products and luring away existing customers from competitors by introducing the existing products to markets or introduce a new brand name (Harms and Johnson, 2000). Pret usually enter markets which are well developed and when the economy of the hosting country is developed. As their products are bit expensive than their competitors, they can’t survive in developing and underdeveloped economies. Food chains are uncommon in under developed and developing countries as a result the markets are new but Pret won’t fancy the markets.
Product development is opted when entering a current market with different products and services. This is done by introducing new products, add-ons to existing products and even accessories. Regular clients of existing products are the targeted customer for this product development strategy (Wilson and Gilligan, 2012). Pret is working on some new products alongside their sandwich and beverage. Pret is opting product development in existing operating market and potential market to increase the market share and customer relation.
At last the diversification strategy is taken when both the market and the products is new. It is also the riskier of all 4 because there is a credibility focus in explaining why the company entering new markets with new products and services. This consist of both developing a new product as well as new market (Wilson and Gilligan, 2012). 
For Pret’s, diversification strategy is not considered because every developed country has various food chains where underdeveloped countries have less. Where diversification is needed, it is either underdeveloped or developing country. Quality foods and beverage cost a bit more than usual foods and beverage. The buying power of customers is a big factor when it comes to diversification. Customers from economically sound countries fancy good products and services like from Pret a Manger.
THE MARKETING RELATIONSHIP
Pret a Manger follows relationship marketing strategy to foster customer loyalty and long-term engagement (Hollensen, 2019). Relationship marketing focuses on long term customer engagement and relationship rather than short term goals such as individual sales. This type of marketing develops strong customer connections by providing them with related information suited to their interest (Wong and Miles, 2000). 
Pret’s mission is to serve freshly made food and organic coffee. Their food is freshly made every day and they are also environment cautious. They use recycled paper, gives charity and feed poor and homeless. They have loyal customers who love them and their whole system of business. Pret is certainly looking for long term relationship with customers rather than short term and individual values with the help or Relationship Marketing. 
As the marketing environment is changing, more and more companies are opting for relationship marketing rather than traditional marketing to have a get a good image and also satisfy environment friendly customers. Customers love those brands who cares for nature and their well-being (Makatouni, 2002). 

2. Stakeholders engagement and their impact on the marketing activities of Pret a Manger
STAKEHOLDERS
Stakeholder can be an individual or a group of people without whose support a business would not operate and exist. Stakeholders have legitimate interest in the company and can affect and be affected by the actions of a company (Blythe, 2010). The types of stakeholders are: customers, employees, investors, suppliers and vendors, communities and government. 
Basically, stakeholders are categorized in two parts: Internal stakeholders and External Stakeholders. Internal stakeholders have direct impact on business where as external stakeholders have indirect impact on the business (Baines and Page, 2013).
Internal stakeholders: Internal stakeholders are groups or individuals within an organization whose interest in the organization comes through direct relationship. They are part of planning process and overall strategy (Homburh and Krohmer, 2003). Pret’s internal stakeholders are owners, employees, Board of Directors, Managers in internal stakeholders. They usually have a financial interest within the organization. McDonalds bought 33% of non-controlling stake in the company so McDonalds is an example of their stakeholders. JAB holding company is a new part of Pret’s management thus a stakeholder in the company. Their main interest in the success of the organization as a whole. Some of the other internal stakeholders are: sales, management, marketing, designer, manufacturing, purchasing, experts and assembly (Homburh and Krohmer, 2003).
External Stakeholders: External stakeholders are groups or individuals who are not part of the management but indirectly affect and be affected by the business. They are also known as secondary stakeholders. The different types of External stakeholders in related with Pret a Manger:

· Suppliers: They provide an organization with raw materials and other procurement. Any change in the supply of materials and demand affects a business. Planet Coconut and Coyo are two of the suppliers of Pret a Manger.
· Customers: Customers are the main head of the business because they are the ones who purchase and consume the products and services (Mitchel and Greatorex, 1990). Pret’s customers support them with every purchase they make and each purchase guides Pret to understand where to make further investments. 
· Creditors: They provide funds to the organization has a great impact on their business. Creditors can be banks or even single entity. Pret a Manger recently negotiated £375m of new facilities to repay loans owed to Bridgepoint. Along with Bridgepoint Bank of Ireland, BNP Paribas, HSBC, ING, Rabobank, The Royal Bank of Scotland and Société Générale are creditors of Pret a Manger.
· Intermediaries: Intermediaries create marketing channels to link the organization between product distribution channels like wholesaler, retailer etc. The People’s Pension, provided by B&CE is a recent intermediary of Pret’s.
· Competitors: These are the companies who competes with the organization for the resources and the market to capture value. Pret a Manger’s competitors are Starbucks, White Castle, Krispy Kreme and Greats.
· Society: As organizations use the resources from society, it has its responsibilities towards society. The interest of the society holds a firm impact on the business of the organization. People, groups, interest parties are stakeholder of Pret’s. Any scandal or incident against them from the society will hamper with business. Pret a Manger not only serves the customers but also the society by various charity, giving foods to poor etc. A good image in the society and society’s power to affect the company’s image makes Society a factor to become a stakeholder.
· Government: Every firm has to abide by the rules and regulations guided and controlled by a government. Government holds a great impact on the business of the organization. Pret pays taxes to the government of UK and wants government to utilize the funds in proper ways to maintain and increase the development of economy. Sudden changes withing the government and rules and regulation impacts a business like Pret a Manger. As government can affect Pret’s business in many ways, it is an external stakeholder of Pret a Manger.
HOW PRET COMMUNICATE WITH THE STAKEHOLDERS
Pret a Manger communicates with their internal and external stakeholders by communications and strategy planning, social media, advertising, public relations, sponsorship, internal marketing, websites, branding, sales promotion etc. To communicate with internal stakeholders’ various communication channels are used. They set up meetings and have management direction from the above. Success also communicates with internal stakeholder as they hold financial interest in the organization. 
To communicate with external stakeholders like customers, society, intermediaries etc. Pret a Manger uses websites, branding, marketing, social media, customer feedback, blogs, business magazine etc. To communicate with customers there are marketing promotions, branding and customer feedback. It is by understanding what customers want and where they are with the demand.
 Communication with the suppliers starts with initial understanding between them and urge to find suppliers for the business. What resources they want then quality and quantity of the resources required (Homburh and Krohmer, 2003). Funding for the business starts communication and between creditors and business. Competitors are a part of stakeholders too. They hold the indirect power to influence the business of an organization (Lamb and McDaniel, 2011). 
Analysing and surveying the competitors’ performance results in the communication with the stakeholders. The communication among organization, society and government is done by CSR. As Pret cares for their customer and environment, they produce fresh foods every day, use recycling and there are also charity and feeding the poor and homeless. Their responsibility to the society and their actions and performance towards society results into communication between them. Society and government hold indirect power to influence an organization’s overall performance. Government rules and regulation and various contract with the government also government guidance results communication with the government (Harms and Johnson, 2000).
STAKEHOLDERS IMPACT ON PRET A MANGER ACTIVITIES
Both internal and external stakeholders impact a business’s activities in various ways. Some have direct power to influence the business and some have indirect power. Below, various stakeholder’s impact on Pret a Manger is briefly given
Shareholders and owners: As they make the decisions about the activities of the business and provide funding to start the business and grow, they have the most impact on the business.
Managers: Managers recommendations and decisions influence the activities of business. Any wrong decision may become a reason of downfall.
Employees: The standard of the employees and their services impact on the businesses heavily. Pret’s employees are eager to satisfy the customers hence it made good impressions on them and this helped their business grow. Employee performance is crucial to a company.
Customers: They are the entities that buy the products and services and give feedback to the business. They have a great impact on the business. Pret care for their customers by providing them healthy and fresh foods and beverages. Customers can influence others in a good way or bad way which can lead to the success or failure of the company (Hollensen, 2019). The buying power of customers plays a great role in the impact on the business (Mitchel and Greatorex, 1990).
Suppliers: The bargaining power of suppliers impacts a business to all extent. Any change in the quality and reliability can have a significant impact on the business (Wilson and Gilligan, 2012).
Government: New laws, tax rate change and also government spending impacts one’s business. Also, government changes and political power impacts a business. Good relationship with the government helps a business to flourish and grow (Harms and Johnson, 2000).

CONCLUSION
A business’s grow and success depend on the marketing of the products and services of the business (Blythe, 2010). A good relationship needs to be maintained with the stakeholders to control and maintain the business (Wong and Miles, 2000). Direct and indirect influence from the stakeholders have the same importance when running a market analysis. Stakeholders are part of the company from the withing and also from outside and have the same importance as they hold power to influence the overall activities of the business (Harms and Johnson, 2000). The societal marketing approach is all about the long-term relationship with the customers rather than profits (Hollensen, 2019). Brand and branding are crucial for any business related with products and services. 
RECOMANDATION
Pret has a history of facing losses due to extensive expansion rather than working on current stores and their quality. For expansion and to determine business growth opportunities Pret a Manger should follow Ansoff matrix model to understand the market and also their product and capability to add new products. They can advertise more about the quality of the products and services and also showcase their charity functions.
 Pret has a very good brand value. To compete with their competitors, they can use more of media and IT. Use of media and IT results into more and more engage with their potential customers. Though market expansion is necessary to capture customer value and profitability, Pret should mainly focus on the existing market than expanding. Pret should also try to provide different products to their current customer to keep them interesting and maintaining customer relationship.
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