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[bookmark: _Toc30003312]Introduction 
Marketing is an important aspect of the business, as it helps to build a two-way communication between the customer base and respective organizations. Value is one of the biggest marketing fundamentals that can retain potential customers. This task will be describing Pret a Manger a renowned company situated in the UK. Pret a Manger is a sandwich shop that has many outlets in various regions of the UK. This company must have a market process and stages that will be analyzed in this task. Marketing Mix is a marketing fundamental tool that will be utilized to extract the 4Ps of this company. Pret a manger must have the role of marketing to increase customer's value that will be mentioned below. Stakeholder engagement is the vital factor that has an impact on the activities of Pret a Manger.
[bookmark: _Toc30003313]Processes and Stages of Marketing 
Pret a manger is famous for selling sandwich with organic beverages; this company is situated in United Kingdom. There are 450 shops in nine countries. Pret a Manger is a French word that termed as "Ready to eat". This company is famous for making organic sandwiches every day. The key product of Pret a Manger is hot drinks, salads, baguettes, desserts and snacks. The mission of this company is to "Make homemade food avoiding obscure chemicals” (Pret.com, 2020). The company's process of marketing include five sustainable standards such as -
Waste management- control waste from each stage of the supply chain, and zero waste is managed from shops
The positive contribution of society- providing charitable facilities for the workers who work in Pret a Manger (Blut, Teller and Floh, 2018)
Sustainable sourcing- extracting resources from suppliers who support animal and environmental welfare
Freshly prepared food- According to the mission company always prepare healthy and organic food
Resources- the Company utilize energy efficiency resources for preventing misuse of water and energy these are five sustainable marketing strategy of Pret a Manger that is promoted through blogs and official website. The company posted a new product in the official wages through blogging to notify the potential customers. Pret a Manger has set up their benchmark and now they are pursuing various projects to make their position stronger in the market. Recently the company is focusing on a project KILL-A-WATT for reducing their electricity consumption in each store. Nowadays Pret a Manger is reducing waste by operating LPG vans that deliver 12000 fresh foods for people who are leaving homeless in UK (Pret.com, 2020). Pret a Manger is improving their marketing of the product by continuous development in the standard and quality of the food. According to Ansoff matrix theory, this company always maintain a good relationship with their customers and generate buzz among the customers so that the "Product will speak itself" regarding company's mission (Pret.com, 2020). It has been observed that Pret has limited advertisement all over the country, which provides them with an enormous response in every outlet.
Pret a Manger always focuses on changing the packaging system more attractive way, due to which the food always looks fresh and bright in nature. Like other food, company's Pret a Manger never advertise in any discount scheme or meal deals that will attract customers. They only focus on food qualities that attract customers rather than spending money on advertisements and schemes (Dadzie et al. 2017). Pret also sell some part of its shares to McDonald's in 2001 for sustainability in the long term. As Pret, a Manger is having continuous profit from all the chain they are improving the security process of the company. The basic trademark of Pret a Manger is to serve quality product and excellent customer service. In addition to the marketing, process Pret trains their employees who are providing efficient effort to develop the business. According to SWOT analysis theory, Quality training is a strength that helps employees to understand innovative technology through which they can improve the marketing value of Pret a Manger (Wu and Li, 2018). The company always set up a deadline for selling the quantity of product. Whenever they fail to estimate their product, it becomes difficult for them to re-sell them on the next day.

Figure 1: 7Ps of Marketing Mix
The biggest strategy of Pret a Manger is not supporting franchise to make their business more complicated rather expand own food chain in different countries to expand their brand (Rajavi, Kushwaha and Steenkamp, 2019). According to Pret, a poor franchise can spoil the entire position and Reputation Company has gained from potential customers. In addition to the Pret outlets in the UK are mostly nearby so that they can forward fresh food for the customers (Liu et al. 2017). This company also wants to set up that they have standard employees in their company who are trained to provide standard service. According to Julian Metcalfe, simple things can have a positive impact on the business (Pret.com, 2020). 
[bookmark: _Toc29999425]Role of Marketing Mix:
In the marketing process, the role of Marketing Mix theory has an intensive position for developing the position of a company in the market. Marketing Mix helps to create a clean mix creation; it helps to develop a product portfolio to understand the depth of the product. New product development can be improved through marketing mix (Harrington et al. 2017). Marketing mix guides a company to improve its business strategically. There are dynamic changes observed when a company imposes Marketing Mix. Pret a Manger has developed its business by implementing a marketing mix.
	Marketing Mix of Pret a Manger

	Product 
	organic food, no preservatives, Key products- drinks, sandwiches, crisps, organic coffee, salad wraps, sushi, and desserts

	Price 
	Food prices are not expensive compared to other off outlets 

	Place 
	Target market is urban area,450 shops in 9 countries, office going people look for healthy food(Pret.com, 2020) 

	Promotion 
	Do not have various promotional tools, CSR activities, charity, social media site such as Twitter and Face book (Pret.com, 2020)

	Process 
	Fresh and selective ingredients, fresh food is cooked every day, take suggestions from the customers

	Physical Evidence
	They have the tagline " Made today, Gone by tonight”, have fresh food mentioned with calories, use recycle plastic pots (Pret.com, 2020) 

	People 
	Highly trained and skilled, friendly nature, complete food process on time without any hassle 


Table 1: Marketing Mix of Pret a Manger
[bookmark: _Toc30003314]Role of Marketing in Creating Value for Customers 
Creating customer value is one part of the marketing process. Firstly, the company needs to understand the need of the customers around them. The company need to survey observe the action and reaction of the customer on the existing products then set up the company's opportunities. Companies need to create new value from their products in the market to across the existing value the customers. The company needs to analyze other customers who are surviving among them who can create more value in the market. After analyzing the customer's needs company, need to manage their process for getting more demand in the market. Lastly, companies need to focus on value customers and customize the service to retain potential customers.
In Pret a Manger, they are creating customer value with the help of providing remarkable quality food with appreciable services. Price model of Pret is always based on customer value in the market (Ramanathan, Subramanian and Parrott, 2017). This company always target to high-class customers, they set up the practices according to customer perception. The level of pricing is dependent on the customer's expectation and overall benefit of the company. Pret a Manger believes in good customer experience in their outlets, they want loyal customers to spread their feelings to others so that they will come to enjoy their services. Few strategies Pret a Manger can follow to create more value from the customers-
Always consider customers perspectives: extra value can be added in the company with the help of running a business according to customer's perception (Sahi, Gupta and Lonial, 2018). 
Innovative thinking to satisfy customers: constant execution of making something creative to satisfy customer more than their expectation
Implementation of marketing module to develop the strategy: Strategies can be shaped properly with the help of implementing marketing module in the company
Lastly create memorable customer experience: whenever a customer comes, they must feel special with service and product. Every time making a memorable experience will create customer value 
Never underestimate free resources: Company must provide company's calendar or printed PDF that will create value within the customers. Customer feeling like guest always adds value within the company. 
[bookmark: _Toc30003315]Impact on Stakeholder Engagement on Marketing Activities
Engagement of Stakeholder is important to improve marketing activities. Stakeholder engagement is a process that achieves a positive outcome from the customer through collaborative work.
Identify stakeholders: it is important to understand stakeholders who are working under some company. There are diversified stakeholders who are involved in a company playing different roles (Sterling et al. 2017). When a company will have accurate knowledge regarding the ability of their stakeholders, it becomes easy for them to achieve their goals.
Creating and analyzing stakeholder profiles 
After identifying stakeholders, it is important to make them understand their responsibilities. The company needs to observe stakeholder's interest in a different part of the marketing activities. Different attributes of the stakeholder help a company to fix the responsibilities (Lim and Greenwood, 2017). The company needs to focus on the communication channel that helps them to interact with each stakeholder. Lastly, companies need to analyze the power of each stakeholder hold with the system.
Redefining the stakeholder engagement strategy
The company needs to manage the expectations of the stakeholders by incorporating adequate resources. Stakeholder profile needs to be kept safe and securely for emergency execution. The company need to analyze the culture and society from which stakeholder is belonged to (Reed et al. 2018). 
Engaging the stakeholder 
According to Stakeholder mapping theory now, stakeholders need to understand their role within a company. There must be conference or meeting in which stakeholders need to understand their activities that will improve the market value of the company (Viglia, Pera and Bigné, 2018). 
Measuring the effectiveness
Companies need to examine the determination of the stakeholder with the help of checking the effectiveness. Progressive changes in the company will be evidence of stakeholder’s effort. 
Stakeholder engagement has both positive and negative influence on the activities practiced  for developing marketing value. When a company will analyze the interest of their stakeholders and give them responsibility, it becomes beneficial for the market value of the company. Stakeholder getting responsibility in their field helps them to evaluate skills and create something innovative for the company (Dale et al. 2018). As a result, companies can achieve their goals with intensive stakeholder engagement. On the contradiction, if companies fail to analyze stakeholder's interest and put them in a different field where the stakeholder is having zero knowledge will have a direct impact on the market reputation (Kim et al. 2018). 
Pret a Manger has achieved their goals with the help of involving stakeholders who are interested in their industry. Pret a Manger has sold some of their shares under McDonald is who one of the major stakeholders of this company is. JAB is another company who provides rich coffee to Pret and Manger. Therefore, it can be understood that Pret has achieved its position due to excellent stakeholder engagement with McDonalds and JAB. Relationship with other stakeholders helps them to work collaboratively in the market to gain more profit.
[bookmark: _Toc30003316]Conclusion 
This task is based on marketing fundamentals that are important for a company to increase its marketing value. Pret a Manger is an international company situated in United Kingdom made a benchmark by providing high-quality food and customer service. Pret a Manger has implemented different types of the Marketing process to develop their value within the customer base. Nowadays this company is focused on different projects that will increase sustainability in the environment. Marketing Mix is a fundamental tool have vital role in developing marketing value has been mentioned above. Pret a Manger's Marketing Mix has been mentioned above that has created a trademark in the market. Customer’s value can be created through various strategies that have been mentioned above. The customer itself creates Pret customer value. This company does not believe advertisements and focus on the product quality so that product will speak itself. Lastly, intensive stakeholder engagement helped Pret a Manger to execute their internal system smoothly and achieve their objectives. 
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[bookmark: _Toc30003318]Reflection on Tactical Communication Tools
After doing the essay on marketing activities, I have understood that a company needs a different type of tactical communication tool to improve their marketing activities. The current world is rapidly changing with changes in customer demands (Diva-portal.org, 2020). A competitive market is making companies more concerned regarding their products and constantly introduce the innovative product in front of the customers. However, companies need to utilize tactical communication tools for interacting with customers and notifying them new product or service that a company is providing in a particular region (Agboka and Matveeva, 2018). 
There are various kinds of communication tools that can be implemented by a company to reach its facilities into potential customers. In this task, I am discussing Pret a Manger who has incorporated Blog as a tactical communication tool. Recently, this company has published a sandwich with the specification of basil, chicken and avocado (Pret.com, 2020). Pret has made this sandwich to attract customers who are fond of nutritious products in breakfast. 15% of people in the UK are fond of a healthy diet and 67% of people want nutritious sandwich as a breakfast (Pret.com, 2020). The company has made a twist with a regular sandwich for increasing its marketing value that has been mentioned in the blog. Pret has charged £ 2.99 for each sandwich, which was affordable for the people. Apart from that, Pret has also mentioned their products are available in both online and offline sources (Pret.com, 2020).
 Apart from blogs, there is other tactical communication tools that Pret can implement in their marketing activities is the mobile application. Mobile application helps a company to describe regarding their product and facilities briefly in the application. A company takes feedback for the customers personally (Pret.com, 2020). According to contextual design theory, Social media and websites are two different types of communication tools that Pret utilize to inform about their products and services (Agboka and Matveeva, 2018). Pret has a site on Face book and Twitter where they post photos and videos of food production. Direct messaging and private chat are more attractive to keep a connection with customers. In direct messaging company can customize their marketing activities according to the customer to get a better response. Pret do not spend money on banners or posters, however, if they are going to advertise their products on these tools they will get more response from the customers.
According to the ACT theory of communication, the company needs to host a gathering where customers can connect it with the products and facilities openly and experience them fully. Flyers and brochures, pamphlets are a significant communication tool that attracts customers to visit the place and enjoy their food (Nagle and Müller, 2017). Communication tool helps companies speak with the public directly or indirectly for retaining their customers with new products. Lastly, a company can impose paid advertisement under radio, online, TV and outdoor. This type of communication tools helps companies to reach customers faster compared to the traditional system (Nagle and Müller, 2017). Companies can increase their marketing activities through these communication tools to maintain their reputation. 
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