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Introduction
In the business world, the marketing and marketing process, are very strong and competitive sectors that contribute to the success and profit of an organisation. The organisation I am going to analyse in this report is related to the food and beverage industry, one of the largest manufacturing sectors across the world and in UK.
Pret a Manger is an international food-to-go chain with shops and restaurants across 9 countries around the world. Founded in 1986 by Beecham and Metcalfe with the opening of their first shop in London, with the purpose to serve homemade food and organic coffee, alongside with supporting homelessness and charity. Giving away unsold food to homelessness and charity as well as supporting next generation of farmers by selling only 100% organic coffee is what makes it special and unique.  (pret.co.uk official website)
 
Company overview
Pret a Manger is a UK bases international sandwich shop chain with its headquaters based in London. The business has a international expansion with over 450 shops in UK and over 350 around the world(Pret-annual review, 2017). The first Pret a Manger shop opening outside UK was in NewYork 2000 amd since then they have more then 74 shops in USA ( J.M, 2004). JAB Holding Company acquierd Pret a Manger from Bridgepoint on May 29, 2018. Before that in 2001, Mcdonalds bought 33% of noncontroling stake in the company.
Process of Marketing stages including the marketing mix elements.
The marketing definition refers to the activities an organisation undertakes to promote the process of buying or selling a product to the consumer, matching their needs and wants. It also includes advertising and delivering the product to the consumer, therefore matching the product to the consumer ensure the business profitability. (Heidy Cohen, 2011)
The marketing process is comprised by five stages of planning not only the busines success to the market but also, create value and satisfying the consumer unfulfilled needs and wants. To meet customer requirements, company must identify existing opportunities, formulate a strategy plan, to take tactical decision and monitoring the result.

(Marketing process diagram by Alina Coman)
The main stages of marketing process
According to Withey and Lancaster (2013), the main stages in marketing process includes the mission statement, industry situational analysis, marketing strategy, marketing mix, implementation and control.
The first stage is to plan mission, goals and objectives of the company. It should define why the company exist in the market, how they will business and benefit their customers. Mapping out goals and objectives is a part of mission statement.
The industry situational analysis is consisting of marketing analysis such as: Porter 5 forces, SWOT and PESTEL analysis (Mackay and Wilmshurst, 2012) It is to determine the overall position of the organisation in the market and how they are positioned with their customers. SWOT analysis is done to know about the business internal and external factors and PESTEL analysis is to determine the current position and the influence of the environmental factors.
The third stage of the marketing process is the marketing strategy where it defines target, audience, measurable goals and budget development (Kotler, 2009). They need to target their customers to satisfy their needs by segmenting them into different groups and then choosing one or few groups. Then there is the budget development where the budget is determined for the purpose marketing goods and services.
Step four is to develop the marketing mix that consist of product, price, place, promotion and distribution (Kotler, 2009). The product can be goods or services and they need to offer a price to the consumer so that the product can be availed to have the required pricing. Promotion is one of the crucial elements in the marketing mix and the most essential. Promotion can be done in many ways, however reaching out the costumers to make available your product and luring them in to buying it is a way to promote among others.
Lastly the whole plan needs action and the result and performance need to be monitored and evaluated to understand and make any need adjustment to the plan and strategies.

PESTEL ANALYSIS of Pret a Manger
PESTEL is an acronym for Political, Economic, Social, Technological, Environmental and Legal factors. Its analyses the external factors that impact a company to a certain extent. This analysis is done before the SWOT analysis because is needed the result from the analysis.
The chosen company to relate the macro environment factors is “Pret a Manger”.  It is an UK based international sandwich shop chain which operates in 9 countries (Pret.co.cuk. 2020).
POLITICAL FACTORS
Political factors such as political stability, tax policies, labour laws, etc, has a high impact over a business performance. For Pret, the current government rules and regulation has been stable to operate smoothly and in favour of Pret a Manger business. However, recent Brexit raised eyebrows over business that are originated in UK, therefore for Pret operating in European countries has become more though as they have to go through, any changes in formalities and regulations.
ECONOMICAL FACTORS
Economic growth, unemployment and inflation are some of the economical factors. The GDP of UK is above £1.9 trillion and GDP growth is £1.4% which are in favour of Pret a Manger business. Interest rates, exchange rates play a crucial part too. The economy of UK is huge and increasing slowly but staidly which is a good sign for any UK based business. The GDP per capita is £32.833 and this can demonstrate the spending power of individuals and its surely can affect a business, however for Pret its affects positively.
SOCIO-CULTURAL FACTORS
Pret identity as a healthy food provider meets all expectation of costumers in todays standards. Their costumers are familiar with the environment, service and friendly attitude that Pret has to offer. The staff at Pret is eager to serve their customers (Kotler, 2009). Preparing the food product freshly every day on site and donate the leftover to homelessness and charities result in having a special bond with their costumers and alleviation of poverty. Therefore, as a result of this analysis the socio-cultural aspect is favourable for Pret organisation.
TECHNOLOGICAL FACTORS
Pret just like other big-league companies, has been utilizing technology for their advancement in operating and meeting customer needs (Pret.co.uk, 2020). The introduction of HRM put them in to a good position and also helped the organisation to produce a greater output in les time. Pret us IT to analyse employee resources, task and also house resources, stock control and to-do-list. As they are familiar with technological factors and exploiting their chances when it comes to technology, it is favourable for the organisation.
ENVIRONMENTAL FACTORS
The physical conditions Pret has to deal with are climate change, weather and also recycling and pollution. Environmental factors affect employee efficiency and resources availability. Pret a Manger produces fresh food every day therefore, needs fresh resources every day. Natural disasters can affect the country resources availability. There are few environmental issues in UK such as grazing and air pollution but they are not a concern for Pret a Manger.
LEGAL FACTORS
Legal issues like employment law, consumers law and others, are determinant for an organisation functioning. UK consumers and environmental lows demand the safety of the consumer and the protection of environment. However, Brexit is a concern for Pret and other UK business. As UK has left the European Union, business in the UK has to follow new regulation and legal authorities to operate outside borders. Pret is now facing many new derived rules and regulation due to Brexit. As the Pret a Manger depends on relationship marketing, their main concern is not to serve costumers as well as environment, legal condition of UK is in favour of business like Pret a Manger.
SWOT Analysis of Pret a Manger
INTERNAL FACTORS
STRENGHT	WEEKNESES
Well-established name, achieved 34th consecutive position like-to-like sales and 2018) with an increased revenue of 13.2% to 878.5 million (Pret-annual report 2017)	Loyal customers- 17th most popular in the world (yougov.uk)	Aim to deliver the best		Undetailed packaging--fame and reputation of delivering only natural food free of additive. The Real Bread Campaign complained about the bread “brimming with the stuff (E 920, E 472 and E 471 where recognised on the product) (marketinweek, 2018)	High pricing- competitors offering same product at lower coast.

EXTERNAL FACTORS

OPORTUNITIES	THREATS
Expansion-With the aid of McDonalds	Loyal customers-easily gather important information and exchange values	To many competitors in the same market offering same products at lower cost.



SWOT is one to analyse the main competitors and internal aspect which can surely help PESTEL analysis by providing some economic aspects.
Some overlap can be founded between SWOT and PESTEL. From both of SWOT and PESTEL analysis it can be concluded that most of the forces for Pret to run their busines is the view of external and internal environment are pretty similar and are in favour for Pret. From SWOT, the external factors: threats and opportunities are similar to macro environmental factors Each of the models indicates the threats from the environmental factors as well as market condition like growing competitors and political activities such as Brexit. Opportunities to exploit the potential customer and economic condition of United Kingdom can be seen as a similarity too.
SEGMENTATION, TARGETING AND POSITION
A business can not serve all the people and fulfil their demand. It comes with specific products for specific costumers (Kotler,2009). The purpose of Pret a Manger has always been to serve healthy food therefore, Pret has segmented their costumers into different sections and targeting costumers whom are health conscious and also caring for the environment. Segmentation is done to put costumers and their demands in different categories and then, one or more categories are targeted which are best suited for the company interest. For Pret a Manger, the target costumers align with the business policies of serving fresh food and beverage every day as well as taking care of the environment.
Positioning refers to the image a costumer has in mind. It also refers to how a costumer reacts to a particular brand name and its purpose.  Pret a Manger has been a brand of trust throughout its history. The brand is pretty much successful on the targeting and positioning on costumer’s mind.
THE MARKETING MIX ELEMNTS.
In the modern marketing mix the components are: product, price, place, promotion, people, process and physical evidence. The marketing mix is how value is created and captured for costumers. In the early stage, there were 4 elements in the marketing mix which are: product, price, place and promotion, however later is been expanded to more like people, process and physical evidence. 
Product
Products are the value we offering to the costumer in return of a price. Pret a Manager always maintain the quality and brand image of its product to attract the targeted costumers. Its also ensures fresh food and beverage. Their products line consisting of sandwiches, salads, sushi. Soups, coffees and snacks is always made daily on sites of each shop as well as using organic coffee and recycling bags.
Price
Pret a manger mainly follows value-based pricing strategy in which the products prices are estimated based on the on interest or perceived value of the product. Pricing refers to the amount of money one has to spend to buy a product. According to Withey and Lancaster (2013), price is what Pret costumers pay to obtain their product. 
As Pret a Manager produces fresh food every day and use organic products, their price is a bit higher than their competitors.
Place
The place is where the products are available for selling. Pret a Manger is an international shop chain who has over 450 shops across UK and many others across the globe. The organisation is providing service online and offline, however even with Brexit changes they are still operating smoothly as before.
Promotion
Promotion activities such as offers, discounts, loyalty card are part of marketing mix. Pret a Manger’s advertising activities are a part of their marketing mix. They have their own website and app where people can easily choose the products and services and know about the business. Pret a Manger currently has promotions like Cool Down Summer, Cool Down August and Enjoy 5 free drinks when you download the Pret app. They have gift cards also £20 voucher which can be used for 20 coffees.

Process
Processes define the service of the organization and how they are delivered to the customers for what they are paying (Kotler, 2009). Pret a Manger has delivery partners: delivero, Just Eat, UBER Eats who deliver foods and well as physical shops. They have several other process and system to reach customers such as Picnics deliver, and office deliver. 
People
People are a very important component of marketing mix because all organizations rely on people from managing the organization to the customers who buy their products which is also an element of Pret marketing mix. Pret employees are hardworking and overly eager to serve the customers. But employees are complaining about the overall management and how they are badly paid for their hard work according to the reviews on Kununu.
Physical evidence
Lastly, physical evidence refers to some physical elements even if the consumer is paying for services not products. It is the physical environment experienced by customers. For Pret, their unique easy to use website, mobile application, unique logo, payment receipt etc are their physical evidence of marketing mix.
CONCLUSION
Pret a Manger is a well-established company with many loyal followers around the world (Pret.co.uk. 2020). Their brand of loving nature and providing healthy food to everyone makes them standout in the pool of competitors. Pret one downside that that their pricing is higher than their competitors. The brand uses recycled paper and supports charities and help the poor, homeless by providing them with foods. Their strength is that they provide healthy foods and their service is speedy too. The analysis used to understand and determine internal factors, external factors and also environmental factors help companies like Pret to survive in the market and deal with customers, competitors and market factors.
RECOMANDATION
Pret a Manger should conduct sales and other promotions to attract new customers to have a go at their products. They should opt for various engaging activities to show their potential customers about the quality and not expensive pricing. Quality assurance and customer feedback to verify whether Pret meets customer expectation to grow and retain customers. Their marketing strategy should focus on existing market rather than expanding their market and on providing different products to their customer to maintain customer relationship. 
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