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Case Assignment: Pret A Manger
Pret A Manger, commonly referred to as Pret, is a phrase borrowed from French whose meaning is “ready to eat” (Chaudhuri, 2015, para.1). The British-based venture was initially launched as a sandwich chain in 1986 with an establishment near the Victoria Station in London. Its first foreign outlet was established in New York in 2000. The MacDonald Corporation bought 33% of Pret’s stakes in 2001. This was followed by an aggressive entry into Japan where Pret established 14 chains (Chaudhuri, 2015). All the 14 establishments were launched in the Metropolitan area of Tokyo with a huge ambition of raising the number to 80 outlets by the end of the year 2004. Unfortunately, the ambition was only short-lived as Pret closed down all the 14 chains with the last establishment closing in Early April 2004 (Sanchanta, 2004). This, however, did not hamper expansions in other global regions. 
[bookmark: _GoBack]By the year 2015, Pret had expanded tremendously with 288 outlets in Britain, sixty in the United States, while Shanghai, Hong Kong, and Paris had a total of 26 outlets distributed among them (Chaudhuri, 2015). A review of current data in alignment with Pret’s global operations reveals that the chain had 530 outlets in Britain; 92, 26, and 24 in the US, Hong Kong, and France respectively; two in Denmark and Dubai, and one each for Netherlands and Singapore (Partington, Butler & Neate, 2018). This as per the data provided towards the end of May, 2018. 
This report embarks on proposing a country of international expansion taking into consideration that the company had managed to fully establish its operations in Britain, the US, France, Hong Kong, and China by 2014 (Junqian, 2014). Current data also shows that Pret has managed to successfully launch operations in Denmark, the Netherlands, Dubai, and Singapore (Partington, et al., 2018). As such, the report will embark on another country which depicts potential for international expansion and the choice taken, in this case is India.
The Bid for India
The main reason for choosing India as a place for international business expansion is its high population. This is also the main reason why food chains choose China which is ranked at the top in the world as far as the population is concerned. India is second in this regard and, therefore, is as fit as China for a food chain, like Pret, which aims for success. one distinctive feature of India in comparison to any other candidate is that it has the highest youthful population in the world (Gauba, 2015). This aligns with Pret’s strategy of expansion with an eye on the youthful working class (Junqian, 2014). Targeting the youths has been Pret’s way of engaging in business and this means that the idea of venturing in India would not be a waste of effort. All that is required is to set the right pace in attracting and retaining consumers. India is a ready market and in which fast food entrepreneurs, such as the Kentucky Fried Chicken (KFC) and McDonalds, have already invested. 
The idea of adopting local foods’ menu, and which Pret upholds (Junqian, 2014), is another tactic that would yield success in India. This tactic has been applied by the McDonald ventures and is credited for driving sales in India (Gauba, 2015). KFC was slightly favored against McDonalds for its spicy chicken in a country where spices are highly valued among the populations. Other factors that may guarantee success if utilized well by Pret include, the ongoing entry of youths into the labor market, the rapidly growing economy, the change in consumers’ preferences in alignment with food intake, the rise in the numbers of female employees in the labor market, and the high mobility of consumers (Gauba, 2015). A consideration of the country’s local values is critical to determining success for food chain venture. This would mean refraining from offering foods that contain beef as a cow is a sacred being in the Indian context. 
According to de Kluyver (2012), consumers’ evaluation of a global venture is founded on the cultural value perceived in the what a firm has to offer. The ideas of quality, cultural connotations, and commitment to global citizenship are among the elements sought by a consumer before subscribing to the purchase of various goods and services and depicting loyalty in the long run. As such, Pret would need to study the Indian cultural values as a single incidence of non-compliance may yield failure which would then culminate into exit like the Japan’s case (Sanchanta, 2004). 
The political system also emerges as a critical determinant for success in foreign investments (de Kluyver, 2012). For the case of India, the United Kingdom (UK) is one of trading partners and this makes it a bit easier for Pret to enter such a market than if the UK never had such relations. Again, Narendra Modi, the newly appointed prime minister of India in 2015, emphasized the need for foreign investment into the country as a way of boosting economic progress (Gauba, 2015). This depicts a positive political system in which foreign investors would be judged by the benefits to the economy rather than being treated like imperialists.
Mode of Entry
Carpenter and Dunung (2012) suggest five strategies that can be used by a firm enter a new foreign market. These include exportation, licensure and franchising, partnership and strategic liaison, acquisition, and establishment of new, wholly owned ventures. These strategies are broken down by other scholars, such as Jeyarathmm (2008), break up the licensure and franchising into two independent strategies thus ending up with six strategies. De Kluyver (2012) combines acquisition and greenfield ventures into one strategy called the foreign direct investment (FDI). 
Recommendations for FDI are prominent in various countries as it enables the calculation of the benefits offered by a venture directly. Yadav (2016) argues that India took the first position in FDI in the first half of 2015. This depicts it as a country where seeking a greenfield venture could probably be easier than in most countries. Yadav (2016) cites political stability, FDI stipulations, and the ease of conducting business as the major factors in enhancing FDI. For Pret, the greenfield venture would work well since it would enable it to build its reputation and create connections with the local consumers. 
The main advantage of the greenfield venture is that it guarantees full control of the investment and every undertaking by the parent firm. Through this control, Pret would be in a position to establish itself as a brand of preference among the consumers by stipulating the standards that depict it as an independent investment that is sensitive to the needs of the locals. Although it is a costly endeavor and one that takes quite a lengthy time to establish as compared to the use of any other strategy (Jeyarathmm, 2008; Carpenter & Dunung, 2012; de Kluyver, 2012), the greenfield venture enables a firm to monitor everything and identify ways of improving the operational tactics in a bid to boost the gains and eventual sustainability.
The greenfield venture is evidenced by Pret as its strategy to entering new markets. In the case of Japan, for instance, Pret had opened 14 facilities that were wholly owned by the parent company (Chaudhuri, 2015). For the case of Dubai, Clowes (2018) reported that Pret was opening a branch at Dubai mall. The search for a location in Dubai had commenced in 2017. 
Conclusion
  	Pret is a well-established food chain that mostly deals with sandwich. It has its headquarter in Britain where it operates more than 500 facilities. It has also managed to enter in France, the US, China, Hong Kong, Dubai, the Netherlands, Denmark, and Singapore. India is proposed herein as a country where Pret could do well by establishing a greenfield venture. India high population, particularly the youthful generation, is a driving factor as it aligns with Pret’s target. Again, India’s political sanity, openness to investment, consumers’ flexibility, and pace of economic growth make it a country of preference. The reason for choosing the greenfield venture is that it is the strategy mostly used by Pret and it also offers a chance for the direct control of the business endeavors. Although costly and time consuming, the gains of the greenfield venture would eventually enable a firm’s sustainability by embracing the opportunities presented by continuous monitoring of the business undertakings and the competition patterns.
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