

	
MARKETING FUNDAMENTALS
PRET A MANGER


Aygyul Shakirova,  ID 1818045




Tushara  Baladran

   


	
	
	








2020








CONTENT

The marketing process and marketing mix  ........................................................3
The advantages of marketing to   consumers....................................................14
Stakeholders......................................................................................................16
Promotion..........................................................................................................18
Conclusion..........................................................................................................20
Recommendation..............................................................................................21
References.........................................................................................................21







The marketing process and marketing mix
Kotler et al (2017:5) give definition of marketing “we define marketing as the process by which companies create value for customers, and build strong relationships in order to capture value from customers in return”.
Marketing process is:
- series of steps to help company to identify and reach its goals.                                                  
  -     the way that company can discovers what its customers want and develop products that meet those needs.
[image: Marketing Process Overview](https://www.smartsheet.com/strategic-marketing-processes-and-planning)

“1. Mission- A mission statement explains why a company is in business and how it can benefit consumers. Sometimes, the mission statement is aspirational, motivating staff and inspiring customers;                                               
2. Situation analysis-Situation analysis provides a clear, objective view of the health of your business, your current and prospective customers, industry trends, and your company’s position in the marketplace.”

Pret a Manger mission is:
   [image: https://cdn.business2community.com/wp-content/uploads/2015/03/Champion-it.png]
   (https://www.business2community.com/branding/employees-must-biggest-fans-businesss-brand-culture-01182421)
Situation analysis for Pret a Manger has described in Annual report: 
“Pret prides  itself on providing high quality food  to customers which is good value. To maintain this value, Pret has continued to drive operational efficiencies throughout the business, Company has negotiated fairly with its suppliers and absorbed costs where it is appropriate to do so, and has introduced products at all price points to ensure that there is something for every customer  The Pret estate now spans over 500 shops in seven markets and Pret is well positioned to continue its growth through disciplined opening of new company-owned stores, increasing sales at existing shops, and opening franchised shops with like-minded capable partners. Pret has significant opportunities to increase its company owned stores in existing markets” 
(http://pret-files.azureedge.net/pretamanger-uk/media-centre/Pret_Annual_Report_2017.pdf )
Kotler et al (2017:46) state: “strategic planning, the company decides what it wants to do with each business unit. Marketing planning involves choosing marketing strategies that will help the company attain its overall strategic objectives”
Pret a Manger’ objectives are: 
“- the continuous improvement of the quality of its offering and operations with exciting food innovation whilst always maintaining attractive and reasonable price points”. (Pret_Annual_Report_2017.pdf)
-improving the taste and freshness of its food, and the speed and engagement of its customer service.
Pret's strategy is to expand its footprint in the United kingdom, the United states and the rest of the world while continuing to improve its existing business and remaining true to its value. (Pret_Annual_Report_2017.pdf)
Kotler et al (2017:52) state that: “marketing implementation- turning marketing strategies and plans into marketing actions to accomplish strategic marketing objectives”. 
The high-level actions needed to deliver Pret a Manger strategy include: 
Open new company-operated shops;                                                                                               
Grow like-for-like sales;
Expand our partnerships;”  (/Pret_Annual_Report_2017)
 Kotler et al (2017:54) describe that: “marketing control measuring and evaluating the result of marketing strategies and plans and taking corrective action to ensure that the objectives are achieved”.
Pret's control is realizing through this way: “The Board of Directors is responsible for identifying significant risks to the business and for ensuring that appropriate internal controls and risk management is in place. These risks are monitored through the risk register, with the task of implementing these processes delegated to operational management.” (/Pret_Annual_Report_2017)
[image: C:\Users\HP\Downloads\15783548414921310349141.jpg]
(https://creately.com/diagram/example/jn2uxnc52/PESTLE%20Analysis%20Template)
PESTEL analysis of Pret a Manger
Political factors  – “Pret A Manger pays taxes in the countries in which it operates, namely the United Kingdom, the USA,Hong Kong, France and China. Pret’s objective is to be a responsible tax payer and operate within both the letter and spirit of legislation. Accordingly, Pret does not take an aggressive stance in its interpretation of tax legislation and does not use “tax havens” to reduce the Group’s tax liability nor does Pret use marketed or aggressive tax avoidance schemes. Pret utilises the framework of reliefs that are available, such as allowances on capital expenditure, to determine its tax.” (/Pret_Annual_Report_2017)

Economic factors – Pret has commercial pressures emerge in its key markets of the UK and US, its Uk consumers have faced stagnant wage growth. Pret has faced increases in business rates of stores in central London. (/Pret_Annual_Report_2017)

Social factors-  Pret offering healthy, chemical-free food is an alternative way to avoid the fast food and provide help to support people's healthy lifestyle. Last years is observing that  has increased  people's preferring to have healthy lifestyle.

Technological factors – Prêt uses the capabilities of technology  to create  awareness to potential customers through making attractive website, facebook or twitter - https://www.pret.co.uk/en-gb/media-centre

Environmental factors -“ At Prêt, we take a strategic approach to reduce our impact on the environment and to have a positive effect on the communities in which we work. We’ve achieved a great deal since we started but there is still much more to do. Pert’s global plastic pledge:  
Make it 100% recyclable, reusable or compostable;
Eliminate all unnecessary single-use plastic;
Help customers to recycle effectively in our shops” 
(https://www.pret.co.uk/en-gb/sustainability)





Legal factors – “The Pret Foundation Trust runs a fleet of Charity Run vans, gives financial support to charities all around the country, and runs the pioneering Rising Stars programme. This scheme offers homeless people the opportunity to get back into work and get their lives back on track. Pret continues to work with organisations such as Compassion In World Farming to improve the lives of animals. In 2017, we received a Cage Free Award for our commitment to animal welfare.” (https://www.pret.co.uk/engb/sustainability)                                                                                                                               “Pret cares about your privacy and is committed to processing your personal information fairly and transparently and in accordance with data protection law, including the General Data Protection Regulation ("Data Protection Law").”(https://www.pret.co.uk/en-gb/privacy-policy)
“ Pret’ employee relations Clear and practical employee relations guidelines, detailed training with opportunity for career progression and a focus on fair treatment are the cornerstones of Pret’s employee relations. Employment of disabled persons The Group recognises its responsibilities towards disabled persons and gives full and fair consideration to applicants for positions suited to their own particular abilities where appropriate openings exist” (Pret_Annual_Report_2017)

[image: Porter's Five Forces analysis]
https://www.lucidc hart.com/blog/what-is-strategytyttt

Threat of new entry – Pret has routine consumers who are loyal to the Pret a Manger brand, new entries have to find a route to market,  The Pret estate now spans over 500 shops in seven markets, there are so many Pret’s branches around universities, hospitals and underground stations. – low level
Threat of substitution – so far there is substitute to offer health and non-chemical foods and a wide range of vegetarian food and good quality drinks of 100 % organic milk or coffee at an affordable price and following philosophy as such “make today gone today” – low level
Supplier power – large number of suppliers available for Pret – low level
Buyer power - Pret introduced products at all price points to ensure that there is something for every customer -high level
Competitive Rivalries - Pret has routine consumers who are loyal to the Pret a Manger brand, Pret mades organic foods and drinks with high quality ingredients and provide excellent customer services – high level
There are some limitations to the porters of Five Force Analysis. This model implies a classically perfect market. The model assumes a relatively static market structure. Moreover, this model does not take into account strategic alliances, electronic linking of the information system of all value chain companies, etc. The model is based on the idea of competition; furthermore, it accepts that the companies are trying to gain a competitive advantage over other market players as well as suppliers and customers.
Segmentation
Kotler et al (2017:194) state that: “marketing segmentation-dividing a market into smaller groups of buyers with distinct needs, characteristics or behaviours that might require separate marketing strategies or mixes.”
https://www.slidegeeks.com/business/product/market-segmentation-ppt-powerpoint-presentation-pictures-graphics-designg
[image: https://www.slidegeeks.com/pics/dgm/l/m/Market_Segmentation_Ppt_PowerPoint_Presentation_Pictures_Graphics_Design_Slide_1-.jpg]


Geographic –Pret has grown to over 500 shops in 7 markets around the world, serving more than 520,000 customers every day.
Demographic –Customer for Pret are young people – students or business professionals with middle -class income.
Psychographic - customers give importance to what they eat and need a variety of quality food in their daily lives. Pret provides a wide range of this type of food
Behavioural -in the fast-paced daily life, customers need a quick breakfast or lunch at a good price.





Targeting
Kotler et al (2017:194) state that: “marketing targeting - evaluating each market segment's attractiveness and selecting one or more segments to enter”
Kotler et al (2017:203) describe that: “target market- a set of buyers sharing common needs or characteristics that the company decides to serve
Pret serves clients who have a dynamic daily life, such as students and working professionals who are picky about what they eat and uphold the standard of healthy eating or they are vegetarian.

Positioning 
Kotler et al (2017:194) stat that:  positioning - arranging for a market offering to occupy a clear, distinctive and desirable place relative to competing products in the minds of consumers”
“ Pret leverages two key competitive advantages: the taste and freshness of its food, and the speed and engagement of its customer service. Pret also pay great attention to other key success factors, such as product innovation, site selection, staff and culture, and engaging communication.” (Pret_Annual_Report_2017.pdf)









https://yourfreetemplates.com/marketing-mix-template/

[image: C:\Users\HP\Downloads\IMG-20200106-WA0000.jpg]

Product –Pret’s sandwiches and salads are freshly prepared in its shops and its menu is designed to suit a wide range of tastes and preferences in a world where health and wellness are increasingly important factors in consumer behaviour. (Pret_Annual_Report_2017.pdf
Price –Pret supported pricing strategy that responds to the purchasing power of difference class and status people.
Place – “Pret is in the early stages of its global growth strategy, and at the end of 2017 had 502 system-wide shops: 360 in the UK, 90 across five American cities, and 52 in its other markets of France, China, Hong Kong, Singapore and Dubai. Of these shops, 483 were company operated” (Pret_Annual_Report_2017.pdf) Pret provide online order and delivery services.
Promotion – digital marketing and social media marketing
Physical evidence - Pret shops are cozy with interesting wall decor that gives more detailed information about the essence of the company
People – Pret has recognised that its people are key to its success. So Pret always hire people who are warm, energetic and work well together. Clear and practical employee relations guidelines, detailed training with opportunity for career progression and a focus on fair treatment. During 2017, Pret awarded a pay rise to its UK Team Members to support its strategy of paying well above industry norms in recognition of their hard work and commitment. (Pret_Annual_Report_2017.pdf)
Process – Standart service level in each store. Pret   spent attention about the speed and engagement of its customer service  and about feedback received of  its customers
The advantages of marketing to consumers
Kotler et al (2017:609) describe that: “following the principle of societal marketing a company makes marketing decisions by considering consumers’ wants, the company's requirements, consumers' long - run interests and society's long-run interests. Alert companies view societal problems as opportunities.”                                                            
   “Pret is determined to reduce its impact on the environment and  tries to has a positive effect on the communities in which  works. In 2017 Pret  donated some 3.4 million food items to charity, ensuring that as much of its unsold food as possible is given to people who really need it. As part of its commitment to reduce plastic waste Pret commenced trials of selling reusable water bottles and installing filtered water stations in many of its stores and Pret regularly consults with customers to find packing solutions that are both environmentally and user friendly.” (Pret_Annual_Report_2017.pdf


Branding


Kotler et al (2017:233) describe that:” brand - a name term sign, symbol or design, or a combination of these, that identifies the products or services of one seller or group of sellers and differentiates them from those of competitors. Branding helps buyers in many ways. Brand names help consumers indentify products that might benefit them. Brands says something about product quality and consistence, branding also gives the seller several advantages: brand name becomes the basis on which a whole story can be built about a product's  special qualities, the seller's brand name and trademark provide legal protection for unique product, branding helps the seller to segment markets”.
Pret’s  core areas of sustainability are aligned to areas it knows it can impact, influence and which are aligned with its brand. the work in its sustainability strategy falls predominantly in four key areas – positive contribution to society, using fewer resources, sustainable farming, and healthy food (Pret_Annual_Report_2017.pdf)
Pret a Manger name is French and means ‘ready to eat’,

The Ansoff Matrix
[image: https://i.pinimg.com/564x/69/f1/67/69f167c5783885cd781571e6c8c5b872.jpg]
(https://images.app.goo.gl/fzWdquTGwJDvuUYdA)
Market penetration (an existing product in an existing market) – Pret promotes free coffees to its loyal customers.
Product development (new products for existing markets ) - in 2016, Pret opened its first Veggie Pret shop and are continuing to open more with an ever-growing veggie and vegan menu in all of its shops.
Market development –( new market for existing product) - Pret is in the early stages of its global growth strategy, and at the end of 2017 had 502 system-wide shops: 360 in the UK, 90 across five American cities, and 52 in our other markets of France, China, Hong Kong, Singapore and Dubai. Of these shops, 483 were company operated. (Pret_Annual_Report_2017.pdf)
Stakeholders
“A stakeholder is any individual,  a group of people or an organization that can affect or be affected positively or negatively by the project. Internal Stakeholders are meant to serve the organization, are influenced directly by the activities. External Stakeholders always deal with the company from an outside party. (https://project.pm/project-stakeholders/)
[image: internal AND external STAKEHOLDERS](https://project.pm/project-stakeholders/
Internal stakeholders of Pret -                                                                                            “Employees - the group has a hard-working workforce of over 11,700 employees: 8,581 located in the uk, 2,345 in the usa, and 870 across the rest of the world, representing over 118 different nationalities. within the uk, 28% of pret employees work part time, ensuring a flexible workforce.” (Pret_Annual_Report_2017.pdf)                                                                                                                                                                         “General Managers are accountable for Pret shops, they work to improve performance, help drive the business, embed change and are the gatekeepers for Pret knowledge. Pret’s Assistant Managers support Pret’s General Managers and are responsible for implementing fantastic standards and building passionate, happy teams.” (https://www.pretjobs.co.uk/team-pret-roles/manager)

Internal communication way –“ Pret conducts global employee opinion surveys with the latest achieving an industry leading response rate of 98% and overall employee ‘happiness’ rating of 86%. A series of actions have been undertaken in each country as a result of feedback to drive further improvement for 2018.” (Pret_Annual_Report_2017.pdf)
External stakeholders of  Pret                                                                                                                          Customers - Pret has loyal customers who have trusted its brand.                                                           Suppliers  -“ National fresh produce and dairy supplier Reynolds will continue to supply fruit, vegetables and salads to Pret, delivering into Bidvest Logistics.” (https://www.thecaterer.com/products/pret-to-adopt-consolidated-supply-chain-from-2016)  
External communication way – Pret uses social media – facebook, twitter, CEO blog


Promotion
 “Communication is the activity of conveying information through the exchange of thoughts, messages, or information, as by speech, visuals, signals, writing, or behaviour.”
Communication model –“Communication requires a sender, a message, and a recipient, although the receiver need not be present or aware of the sender's intent to communicate at the time of communication”
                     [image: http://1.bp.blogspot.com/-0GoR_-5yOwo/UKUSuTsOVQI/AAAAAAAAAHg/3CmBLhKEz4c/s1600/communication-process-mbaknol.gif]         (  http://marketingcommunique.blogspot.com/2012/11/the-communication-process.htm    )            
Definition of integrated Marketing Communication
    Kotler et al (2017:411) describe that:  “integrated marketing communication- carefully integrating company's many communications channels to deliver a clear, consistent and compelling message about the organisation and its product .its pr materials are consistent with website, online, social media and mobile marketing content”
 Kotlet et al (2017:507) describe that:
“online marketing - marketing via internet using company websites, online ads and promotions, e-mail, online video and blogs;
 marketing website- website that engaged consumers to move them closer to a direct purchase or other marketing outcome ;
branded community website- a website that presents brand content that engages consumers and creates customer community around a brand.”
Kotler et al (2017:510) state that: “blogs - online journals where people  and companies post their thought and other content, usually to narrowly defined topics”

Pret performs combination of Promotions through uses digital marketing and online social media marketing - website, social media - CEO blog, faceebook, twitter,
Strengths and weaknesses of Pret promotional strategy, such as digital marketing  and online social media marketing, are:
strengths of Pret promotional strategy - social media are  independent and commercial online communities, where people exchange views, ideas and information. Social media are targeted and personal, are interactive through providing customer feedback. Social media are speedy and timely.
weaknesses of Pret promotional strategy – social media’ users have so much control over social media content has a risk some people to take your idea and try to fragment and to find what is weak or stupid

    
 

Conclusion
  Pret Munger develops its market in a favourable macro environment by successfully positioning itself in the market and demonstrating adaptability to the macro environment.
Pret’s marketing director Mark Palmer shares the key of successfully business:“Giving consumers what they want, which is fresh, healthy food prepared in a proper kitchen at a time where there is too much junk food, is fundamental to our growth.” (https://www.marketingweek.com/pret-a-mangers-marketing-boss-on-succeeding-without-advertising/)




Recommendation:
Pret should  uses its opportunity to extend its scope of marketing segmentation and target market by following this method:
1. Using opportunities to attract customers who are family by offering a kids menu or some discounted meal package
 2. Organizing periodic feedback in its stores to get clear picture of Pret's opportunities and threats in its segment and target marketing strategy
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