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[bookmark: _Toc211628729]Introduction
Strategic decisions and the competitiveness of a particular organisation are dependent on the marketing environment and the long-term frame of reference. The dynamic interdependence between the macro environment factors and the marketing strategies is researched in this report in the context UK food retail industry. This analysis focuses on Greggs plc, recognised as the pioneer company for its early adoption of technology and cost-leadership innovations, and Pret A Manger, identified as the follower, which adopts and refines proven market strategies. 
[bookmark: _Toc211628730]1. Theoretical Framework
[bookmark: _Toc211628731]1.1 Understanding the Marketing Environment
The marketing environment can be described as any external and internal factors that affect the capability of an organisation to create and sustain successful relationships with customers. Kotler and Keller (2016) split it into micro and macro environments. The microenvironment consists of factors that are directly related to the operations of the company, as they include suppliers, customers, rivals, and middlemen. 
[bookmark: _Toc211628732]1.2 Macro Marketing Environment and Strategic Marketing
The macro marketing environment gives the background for all businesses. Two of the most powerful components are technological and economic forces, in general. 

Figure: Macro marketing environmental actors, (Author)
Innovation, product development and efficiency are determinants of the changes in technologies, whereas consumer purchasing power, market demand, and pricing strategies are determined by the economic conditions (Jobber and Ellis-Chadwick, 2020). Companies that are in a position to foresee and address change in these external factors achieve sustainable competitive advantage. Strategic marketing management is thus in need of continuous environmental scanning and flexibility to ensure that there is no discrepancy between the opportunities presented by the market and the capabilities of the organisation.
[bookmark: _Toc211628733]1.3 Pioneers and Followers in Marketing Strategy
Within the competitive markets, the firms are commonly categorised as pioneers or followers, depending on the time and the type of innovation they bring. First movers, like Greggs plc, can have a first-mover advantage by introducing new products, technologies or business models ahead of their competitors, and this will assist them in creating a high brand recognition and customer loyalty. Late entrants such as Pret A Manger take note of such triumphs and failures of the pioneers. They are refinement, differentiation, cost focus or incremental innovation to market share without taking the high risks that early innovation would give. Both of these strategies may be effective, although the other companies perceive and react to the macro-environmental changes like technological advancements and economic shifts, in various ways.
[bookmark: _Toc211628734]1.4 Linking Environmental Factors with Strategic Responses
When environmental analysis is incorporated into the marketing strategy, it helps firms react well to threats and opportunities. Models like SWOT analysis are used to convert PESTLE results into action plans by detecting the strengths and weaknesses in comparison with the external factors. This theoretical basis identifies the assessment of the adaptability of Greggs and Pret A Manger as pioneer and follower firms to technological and economic modifications in the UK food retailing sector.
[bookmark: _Toc211628735]2. Task 1 – Analysis of Macro Environment
[bookmark: _Toc211628736]2.1 Overview of the UK Food Retail Industry
The food retail market in the UK is one of the most effective and competitive areas of the national economy that brings important contributions to employment and gross national income (Min et al., 2023). In 2025, there is revenue in the Food market of US$169.42bn. The market is likely to expand at an average rate of 5.51 per year (CAGR 2025- 2030). The largest sub-market is the Meat with a market volume of US$32.01bn in 2025 (Statista, 2025). It also consists of supermarkets, food-to-go shops, and convenience stores, including Greggs plc and Pret A Manger (Ajdini and Datta, 2025). Among them, Greggs performs the role of innovator, as it is technologically advanced and introduced digital systems earlier than the rest, while Pret A Manger is a follower, applying the tested technologies to its strategy and changing its model in accordance with the market tendencies.
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Figure: UK’s food and grocery industry’s month and week-based sales data (Retail Economics, 2025)
In the last ten years, the industry has been reshaped by the fast-changing technological trends, the volatility of the economy and the evolving consumer patterns (Chotisarn and Phuthong, 2025). It is now seen that customers are finding greater value in convenience, healthy food and easy online experiences, and retailers are changing the employment of their marketing and service strategies. This change has also been enhanced by the COVID-19 pandemic, which left businesses in the direction of digital ordering, contactless payments, and delivery solutions. These transformations underscore the importance of the fact that technological and economic forces are still important macro-environmental forces that determine the competitive behaviours of the pioneer as well as the follower organisations in the UK food retail industry.
[bookmark: _Toc211628737]2.2 Technological Factor and Its Impact
One of the distinguishing characteristics of the technology in the UK is the increased change in the food retail sector. Almost every food retail organisation are using a wide mixture of technological elements so that they can be highly successful in the market. 
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Figure: Key technological trends for the food retail industry (Retail Economics, 2025)
As per the above picture, some key trends related to technologies and their uses in the industry can be highlighted. When Greggs is considered, technology has been the focus of efficiency in operations and the number of visits by customers. Online tools the company has invested in are Greggs app, click and collection, and the partnership with the service of delivery networks such as Just Eat. These innovations are not only more convenient to access but also allow developing a data-based perception of consumer preferences in order to develop more targeted marketing campaigns (Wolniak, Stecuła and Aydiny, 2024). Use of artificial intelligence and predictive analytics in the supply chain management has also allowed Greggs to maintain its competitive edge as technology has allowed the company to reduce wastage and improve inventory management.
In the case of Pret A Manger, which was a follower, technology implementation was made later and strategically. The brand also expanded its loyalty application and came up with digital subscriptions to coffee and meals to maintain customer engagement. Nonetheless, as a follower, Pret A Manger presents the challenge of distinguishing its offering of technology when the technology has already been used by other innovators. The opportunities of digital transformation include customer retention and personalised service; however, the threats associated with them include the increasing cost of cybersecurity, the constant change of software, and reliance on third-party delivery services.
In a more general view, technological progress has heightened customer demands in terms of speed, convenience, and personalisation. Those businesses that do not embrace technology well are likely to lose their relevance. To innovators such as Greggs, there is brand loyalty, and strong investment gains must be continued to maintain the lead over the pack (Min et al., 2023). In the case of Pret A Manger followers the pressure would be to ensure that the technological innovation is equally matched but the financial load does not become overburdened.
[bookmark: _Toc211628738]2.3 Opportunities and Threats from Technological Developments
The changing technology exposes one to both opportunities as well as threats. First-mover advantages are more disadvantageous to Greggs, such as a higher retention rate and a perception of the company as an innovator (Greggs, 2024). It has the capability of predicting consumer preferences and initiating food items as per the demand using data analytics in real time. Instead, technological leadership exposes the firm to excessive cost of R&D and system integration. On the other hand, Pret A Manger has a competitive edge in error positions, which can be enhanced by refining polished advances of the current technologies at a lower risk. It is, however, an instant response method that might limit the Pret's ability to become a memorable brand that may not advance in brand building without a motivated innovation.
Also, the organisation structure is being changed by the growing trend of automation and implementing online payment. Both companies are exposed to the risk of not only displacing the workforce but also reskilling the employees to make them digital competent. Most of the technological aspect thus becomes a two-sided sword; strategic growth comes with it, but there is a constant need to adapt.
[bookmark: _Toc211628739]2.4 Economic Factor and Its Impact
The UK food retail market is highly affected by economic conditions, particularly with the inflationary pressures and the cost-of-living crisis. Consumer behaviour has changed to favour cost-effectiveness, with many focusing on the value of money (Adulyasak et al., 2023). In his role as an innovator, Greggs reacted by taking the initiative and keeping the prices in their menus down and offering affordable meal deals to appeal to the low-income earners. Its image of being a low-cost high quality food provider enabled it to grow when other retailers experienced a recession.
Pret A Manger, on the other hand, had a more up-end market orientation in the traditionally more affluent urban market at high prices. Nevertheless, the declines in the economy have compelled it to re-strategise on pricing and product portfolio. The launch of the Pret coffee subscription was initiated in reaction to falling footfall and low consumer buying capacity. Even though this has contributed to retaining customers, the brand perception that Pret is a high-end product still restricts its accessibility in periods of financial crises.
There is also an economic challenge through fluctuations of the currency and supply chain derailments. Brexit trade accommodation had a direct impact of increasing the cost of raw materials on the profit margins. External shocks have been alleviated through the performance of the supply chain and the good domestic sourcing model of Greggs. Pret is the company vulnerable to fluctuations of the prices of imports, being a global supply chain company. These economic stressors are forcing business firms to adopt dynamic prices, effective buying and cost reduction measures in order to stay competitive.
[bookmark: _Toc211628740]2.5 Opportunities and Threats from Economic Conditions
Economic unpredictability is a source of risks and opportunities to the firstcomers and the secondcomers. Greggs is in a position to use its brand image and economies of scale to retain growth in lean times. It is focused on low prices, attracting as many customers as possible, and economic constraints present a marketing growth opportunity. Nonetheless, increased wage inflation and the cost of operation are jeopardising profitability. Pret A Manger has a finer line to walk. Being a follower in the process of adapting prices, it has to strike a balance between a high image and lower prices (Chotisarn and Phuthong, 2025). This poses a threat of brand dilution in case discounts and subscriptions do not uphold its perceived exclusivity.
Consumer behaviour in sustainability and local sourcing is also the case by the economic conditions. Both companies can adjust their marketing strategy to the trends of ethical consumption, providing locally based low-cost products, adjusting the strategy according to the new economic and social values.
[bookmark: _Toc211628741]2.6 Comparative Summary
Under technological and economic factors, one can notice that two matters are interconnected and define the strategic landscape together. Being a pioneer, Greggs is more likely to exploit early adoption and cost leadership and turn adversities into innovation and development opportunities. Pret A Manger, being a follower, follows in making such proven technologies, but tries to hone down its offerings, and struggles to differentiate in the saturated market (Adulyasak et al., 2023).
Technological progress provides the prospects of innovation and customer interaction, but presupposes constant investment and adjustment. Economic pressures put the pricing strategies and operation models to the test. A combination of these macro-environmental determinants determines the way in which pioneers and followers manage to make decisions under uncertainty and remain competitive in the changing UK food retail industry.
[bookmark: _Toc211628742]3. Task 2 – Strategic Response of Pioneers and Followers
[bookmark: _Toc211628743]3.1 Strategic Response Overview
Technological and economic forces in the UK food retail industry are still transforming the competitive strategies. Innovation and early adoption are the transforming forces of the pioneer, e.g. Greggs plc, but the refined approaches embraced by followers, i.e. Pret A Manger, are founded on established trends in the market (Arianpoor and Moghaddampoor, 2024). This section critically evaluates the strategies through which the two organisations react to the identified macro-environmental factors in a strategic manner to remain competitive and profitable.
[bookmark: _Toc211628744]3.2 Pioneers’ Strategic Response to Technological Factors
Greggs has continuously made technology the core of its growth strategy. It identified the evolving demand of the digital consumer and embraced online order, mobile apps and no-touch checkouts earlier than the majority of its competitors. The Greggs App lets the customer place a pre-order, earn loyalty points, and get personalised deals (Alhosseiny, 2022). In order to reach more consumers outside of physical stores, Greggs has shifted its place strategy and expanded its online presence through partnerships with services such as Just Eat and Uber Eats. By providing individualised services at competitive prices, this technology integration enhances pricing and product strategies.
The data analytics are also applied to track consumer behaviour and anticipate demand trends in the company. Observation through online transactions assists in promoting product advantages and improving supply-chain logistics. This is the decision-making based on data, and this enhances inventory management as well as minimises wastage. 
[bookmark: _Toc211628745]3.3 Followers’ Strategic Response to Technological Factors
As a follower, Pret A Manger strategically used technology, emphasising user experience enhancement over the development of whole new systems. A digital coffee subscription model that offers unlimited beverages for a monthly price is part of its product strategy; this model increases customer loyalty and generates recurring income (Adulyasak et al., 2023). By improving its mobile app and extending online delivery through collaborations with Uber Eats and Deliveroo, Pret also broadened its reach and enhanced its place strategy.
The digital transformation of Pret will be focused on striking a balance between efficiency and its high-end brand. The brand is not opposed to technology as it offers a convenient experience, yet it does not support it through automation to the extent of depriving it of human-centred service experience. One such product is Pret, which is an in-store interaction product and facilitates mobile payments. This balance is employed in preserving its distinctive brand culture.
[bookmark: _Toc211628746]3.4 Pioneers’ Strategic Response to Economic Factors
The economic instability has made Greggs more competitive in terms of cost leadership. This has been able to provide quality products at a low price that has been able to withstand the inflationary times and the cost-of-living crisis. The low-cost orientation of Greggs has enabled it to enjoy a wide audience of consumers and remain profitable (Ajdini and Datta, 2025). The low-priced specials and breakfast packages introduced enforce their value-based price tag. Like the promotion of meal specials in the form of deals that begin at £3.60 and are way cheaper than their competitors like Pret A Manger where the same will go over £6.

Figure: Starting meal price comparison, (Author)
Its supply chain is vertical, and the company offers stability in areas of inflation and QI changes in the price of imports. The majority of the ingredients are sourced locally, and the company is not susceptible to exchange rates and trade restrictions. In times of economic recessions, Greggs increases efficiency by streamlining its work and minimising unnecessary costs. It also uses targeted marketing campaigns where the price factor and convenience are mentioned.
[bookmark: _Toc211628747]3.5 Followers’ Strategic Response to Economic Factors
The consumers of Pret A Manger have always been focused on higher-income consumers, but the economic pressure has compelled the company to switch its focus to affordability, as well as flexibility. The subscription model is not only a technological revolution but a financial adjustment to the reduced customer expenditure (Chotisarn and Phuthong, 2025). It ensured steady revenue as the shops were visited less often during the pandemic and the financial challenge in its wake.
Pret also varied its pricing strategy by providing products on tiers and promoting meals. It has expanded its business to the outskirts of the city centres where the competition is less and the rent is also low. This geographical diversification is useful in alleviating the fall in urban demand. 
[bookmark: _Toc211628748]3.6 Comparative Strategic Analysis
The Greggs and Pret A Manger comparison shows that there are definite differences in how they reacted to technological and economic pressures. The forthcoming strategy championed by Greggs is based on innovativeness, economy and active change, whereas the follower strategy of Pret is based on streamlining, customer journey, and adaptable pricing.
Greggs adopts early adoption to create efficiency and loyalty of customers, whereas Pret adopts selective integration to create a better engagement. On the economic front, Greggs targets consumers with price-consciousness, whereas Pret strikes a balance between value and its luxury brand name (Min et al., 2023). Both companies have a successful application of digital platforms and data insights, but the reasons are different.
[bookmark: _Toc211628749]Conclusion
The UK food retail industry is highly influenced by technological and economic forces in its strategic marketing decision-making. It is the active innovation and economic leadership that Greggs normally follows, and the flexible adaptive resilience and brand agility that can be seen in Pret A Manger. In the two strategies, there is a focus on how innovators and followers could fulfil their competitiveness through being strategic and responsive to the market.
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