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Marketing Plan to Increase UK Sales for Greggs plc
[bookmark: _Toc213512835]1. Introduction and Mission
Gregg plc is one of the established British chains of bakeries that deal with cheap food-on-the-go like sandwiches, pastry and hot beverages. The company, which started in Newcastle upon Tyne in 1939, has expanded to be one of the most popular fast-food retailers in the UK, boasting more than 2,500 stores across the country (Aziz, 2022). Greggs is known to have convenient service, good value money and friendly brand image.
The mission of the company is to bring great-tasting and freshly prepared food to all people. This is an indication of how Greggs aims at providing quality products at friendly prices and still be accessible to any kind of customer. Nevertheless, the UK food market has become highly competitive whereby brands like McDonalds, Costa and Pret a Manager are appealing to the same audience.
This report will prepare a 12-month marketing strategy in order to enable Greggs to maximise its total sales in the UK. The plan will consist of an analysis of the environment of the company, market niche, and marketing mix, and implementation and control strategies to facilitate the further development of Greggs.
[bookmark: _Toc213512836]Situational Analysis
[bookmark: _Toc213512837]2.1 PESTEL Analysis
Greggs is very susceptible to the effects of the external environment on its performance within the UK food-on-the-go market. A PESTEL analysis is useful in knowing the major elements that influence the activities and marketing choices of the company.
Some of the political factors are government and food hygiene regulation, labelling laws, and employment laws. The increase or decrease in the minimum wage and taxes may have an effect on the operating costs of Greggs. Another impact of post-Brexit trade arrangements is on the importation of ingredients, which can have an impact on pricing of products.
There are Economic reasons like inflation, the current cost-of-living crisis, which has decreased the disposable income of the consumers. Nevertheless, the image of Value-for-money of Greggs will make it appealing to the price-sensitive consumers. The company may be able to sustain sales even during the economic challenging times owing to the stability of demand of affordable meals.
The social factors indicate that customers currently become health, ethics, and convenience conscious. Plant-based diets and sustainable choices are on the rise, and Greggs already reacted to it with vegan options and recyclable packaging (Liu, 2024).
Technological aspects also play an important role, with the emergence of the mobile application, online order, and the delivery services. The loyalty app and delivery of Greggs and the collaboration with Just Eat and Uber Eats promotes the digital convenience and customer retention in Greggs (M Madhuritha and G Nedumaran, 2025).
Legal  factors, A national food retailer can have compliance requirements. Greggs will have to comply with the UK food safety and hygiene (handling, storage, allergen disclosure), labelling (calorie/menu labelling, allergens), advertising (CAP/ASA guidance, in particular HFSS products), data protection (UK GDPR with respect to app/loyalty data), and labour law (wage, working time, health and safety). Legal compliance has a direct impact on processes, training, copy on the packaging and marketing approval; otherwise, there may be fines, reputation loss, and changes to the campaign.
The environmental factors include the pressure to minimise packaging wastes and carbon emissions. Sustainability strategy of Greggs is to achieve net-zero by 2040. Lastly, the legal aspects of advertising standards, GDPR, and employment rights must be maintained at all times to defend its brand image.
On the whole, these environmental factors pose challenges and offer opportunities to the marketing strategy of Greggs.
[bookmark: _Toc213512838]2.2 Industry and Competitive Analysis
The fast-food and bakery sector in the UK is very competitive, and Greggs is in a market where there are a number of established brands that compete on the same segment of customers. The Five Forces model created by Porter can be used to determine the intensity of competition and the industry in general.
Threat of new entrants is average. The capital needed to start a small bakery is minimal, whereas the cost of establishing a national brand such as Greggs needs a lot of capital and supply chain connexions and brand loyalty.
The bargaining power of suppliers is not high, since Greggs has more than one supplier of ingredients and long-term relations. Costs may however go up by inflation and variations in the price of raw materials.
The bargaining power of buyers is high as there are numerous fast-food clients who are price sensitive. To uphold loyalty, Greggs will have to maintain quality and value.
There is threat of substitutes. People are free to change to supermarkets, cafes, or convenient stores that provide them with similar fast food.
There is a high degree of rivalry among the established competitors where brands such as McDonalds, Costa Coffee, Pret a Manger and Subway compete in terms of price, quality and convenience.
	Competitor
	Approx. UK Stores
	Typical Price Range
	Positioning

	Greggs
	2,500+
	£2–£6
	Affordable, convenient bakery

	McDonald’s
	1,400+
	£3–£7
	Fast food, family-focused

	Costa Coffee
	2,800+
	£3–£8
	Coffee-led, relaxed café

	Pret a Manger
	450+
	£4–£9
	Premium, urban professionals

	Subway
	2,000+
	£3–£7
	Customisable sandwiches


On the whole, Greggs is a competitor with the ability to compete through low-cost, freshly made food products and should keep innovating to remain at the top of this industry.
[bookmark: _Toc213512839]2.3 Internal Analysis – SWOT
The SWOT analysis is beneficial to determine the strengths and weaknesses of Greggs internally and external threats and opportunities that could affect its marketing performance.
Strengths:
Greggs has a powerful brand value and a good reputation of offering affordable and well-prepared food. It has a strong network of stores in the UK with more than 2,500 stores which are convenient and accessible to a high number of customers. The pricing strategy of the company, based on the value and the high quality of its products, contributes to the attraction of the low-end consumers (Greggs, 2025).
Weaknesses:
Even though it is popular, Greggs does not have much evening menu and mostly depends on breakfast and lunchtime sales. This limits the growth in revenue when there is low traffic. There is also a lack of attractiveness of the brand to health-conscious customers because its products revolve around bakery and pastry items, which are normally rich in calorie content.
Opportunities:
Greggs has the opportunity to increase its delivery relationships with such platforms as Just Eat and Uber Eats (Greggs, 2025b). Healthier lines of products, such as low-calorie and plant-based ones, can be worked on. The brand image can be also enhanced with sustainability programmes, e.g. recyclable packaging, and carbon reduction.
Threats:
The increase in the costs of ingredients and energy can squeeze the profit margins. Sales may be influenced by competitor promotions and legal consumer habit alterations.
Key insights:
· The increase of healthier food will enable attracting new categories of customers.
· Convenience and loyalty can be increased by enhancing the digital channels.
· Long term competitiveness can be enhanced through sustainability and ethical branding.
[bookmark: _Toc213512840]Marketing Strategy
[bookmark: _Toc213512841]3.1 Segmentation, Targeting, and Positioning
Marketing is all about knowing the customers and segmenting the market in a meaningful way. Greggs is a competitive UK food on the go industry, where the customers possess diverse needs, and lifestyles.
Segmentation:
· Demographic: 18-35-year-old students and young professionals who tend to eat on the go.
· Psychographic: Convenience seeking and value-oriented consumers who love simple and cheap food.
· Behavioural: Snack or meal purchasers who visit the Greggs App on a regular basis to earn rewards and discounts (Walters, 2025).
Target Market:
It is mainly aimed at young working adults between the age of 18 and 35 who need fast and cheaper food at the workplace. The secondary target consists of commuters and families that want to have an easy meal with a low price in convenient places.
Positioning:
Greggs markets itself as a company offering cheap, fast, and convenient snacks to busy individuals who prefer freshness and speed. This message brings out its advantages such as quality, availability, and price and draws the line between Greggs and high-end competitors such as Pret or Costa.
Perceptual Map (description):
Greggs is seen as premium in the price and convenience and medium-priced in quality and brand prestige (Edison, 2018b). Pret and Costa, in their turn, seem to be more premium, whereas McDonalds is a close competitor in terms of prices and convenient.
This STP plan allows Greggs to make its position to the main customers and enter new markets with innovation and personalization.
[bookmark: _Toc213512842]3.2 Growth Strategy – Ansoff Matrix
Ansoff Matrix assists in determining growth strategy. In the case of Greggs, Market Penetration and Product Development are best applicable.
Market Penetration is aimed at raising the level of sales made by the current customers by encouraging the consumers to visit the store more frequently and spend more. It can be done by the use of loyalty points, online advertising, and offers that are only available on the Greggs App (Kenton, 2025). The expansion and improved delivery partnerships will also enhance access.
Product Development entail’s introduction of new menu production, including healthier snacks, salads and seasonal products. These new products will be attractive to the health-sensitive customers but retain the image of value that Greggs has.
A blend of the two strategies will enable Greggs to expand its customer loyalty and enhance new consumers, which is important since it aims to boost sales by 10 percent in the next 12 months in the UK.
[bookmark: _Toc213512843]3.3 Integrated Marketing Communications (IMC)
A good Integrated Marketing Communications (IMC) strategy will make Greggs deliver a similar message in all channels. The essence is that it is freshly prepared food, quick, and cheap.
The speech must be approachable, daily and welcoming, which is in line with the friendly image of Greggs. A combination of both online and physical platforms will help the brand to reach customers. The use of social media campaigns on Instagram, Tik Tok, and Facebook will present the new products and deals, and the collaboration with the influencers will assist to reach younger audiences (Chandrruangphen, Assarut and Sinthupinyo, 2022).
Personalised rewards and electronic vouchers will be the centre of communication in the Greggs App. Promotions in the stores, PR activities, and community events will support the positive brand image of Greggs.
The primary objectives include a higher brand interaction, more downloads of the apps and more frequent visits. Unified IMC strategy will build stronger customer relationships and provide direct assistance to the sales growth.
[bookmark: _Toc213512844]Marketing Mix – 7Ps
[bookmark: _Toc213512845]4.1 Product
The product strategy of Greggs is based on the offering of low-end, freshly-prepared food that satisfies the evolving customer requirements. The company also needs to introduce more healthy choices in its menu, including sandwiches made with low calories, salads, and plant-based snacks. The seasonal and limited-edition products may bring excitement and raise the frequency of visits (Harvey, 2024).
Due to the trust and satisfaction that will be increased through investing in product quality and ensuring consistency in its quality across stores. A responsible brand image and introduction of sustainable packaging and clear nutritional information can appeal to eco-conscious consumers and promote the responsible brand image of Greggs. The increased variety and the enhanced innovativeness of the products will assist in the rising number of customer interest and recurrent purchases, leading to the rise of sales.
[bookmark: _Toc213512846]4.2 Price
Greggs ought to stick to value-based pricing strategy to stay cheap in times of economic uncertainty. This strategy will appeal to price-sensitive customers and help Greggs strengthen the image of an accessible, everyday brand.
With Greggs App, the company can implement the loyalty-based discounts, including the option of free products after a specific number of orders or discounts at the off-peak time. Such incentives will stimulate the desire to visit again and spend more. Striking a balance between the uniformity of pricing and online cash rewards will enable Greggs to reinforce its customer loyalty, notwithstanding its intention to achieve a total rise in sales across the UK.
[bookmark: _Toc213512847]4.3 Place
The place strategy of Greggs will focus on maximising convenience in terms of various channels. The company ought to pursue increasing the delivery partnership with Just Eat and Uber Eats to target customers both at work and home. The increased number of drive-through restaurants in the retail parks and motorway locations will appeal to motorists and commuters who want fast foods.
There will also be the improvement of convenient places like petrol stations, train stations, and universities which will make it more visible and accessible. The mix of physical stores, delivery, and drive-thru will enhance the area coverage and convenience in customer access, as Greggs will achieve higher sales in the different market segments.
[bookmark: _Toc213512848]4.4 Promotion
The focus of raising awareness and engagement is on promotion. Greggs needs to concentrate on marketing activities on social media platforms over new product offerings, advertisements, and new season releases. Younger consumers can be attracted using platforms such as Instagram, Tik Tok, and X with short videos and user-created content (Pricopoaia and Susanu, 2021).
The 18-35 age group will be reached by influencer relationships, whereas impulse purchases will be promoted by time limitations, e.g., meal deals or purchase bundles. The Greggs App and university cooperation will enhance the involvement of youth by way of student promotions.
Premeditative online advertising of streaming and mobile can be used to reach commuters and remote employees. A unified promotional strategy that incorporates a digital promotion, in-store promotion, and community promotion will aid in boosting brand awareness, frequent visits, and general sales.
[bookmark: _Toc213512849]4.5 People
Individuals are crucial in the success of Greggs. The company ought to invest on the education of staff to provide the best customer service and experiences in all the stores. Motivated employees make a good brand image that facilitates customer loyalty.
Reward schemes can be introduced to promote good performance and satisfaction amongst staff like performance bonuses or recognition programmes (Sabri, Noorazem and Nazir, 2021). Greggs must also ensure it does not lose its friendly culture by efficient internal communication. The way to sustain this trust and satisfaction is through provision of a similar brand experience in store and online which results in sales growth and good reputation.
[bookmark: _Toc213512850]4.6 Process
Providing convenience and reliability cannot be achieved without efficient processes. Greggs ought to automate the process of click and collect and delivery operations so that they become quicker and more reliable. They can be more accurate and fresher by getting better communications with delivery partners.
Order accuracy with the help of digital tools will reduce errors and wastes, and the reduced waiting time obtained with the help of digital payments and queue management will raise customer satisfaction. Constant and uninterrupted service process will support the Greggs brand promise of fast and cheap food.
[bookmark: _Toc213512851]4.7 Physical Evidence
Greggs is influenced by the physical evidence that creates the perception that customers have of their quality. The trust and comfort will be increased by keeping the store design, cleanliness, and friendly layouts at all outlets (Idrus, Yendra and Marihi, 2025).
Sustainable packaging (recyclable cups and bags) as a sign of environmental responsibility and its commitment to the 2040 net-zero target area shows Greggs that it cares about the environment. Existing positive online feedback and ratings serve as an online testimonial of quality services and quality products. Combined, all of these physical and digital will improve customer confidence, brand loyalty and long-term sales growth.
[bookmark: _Toc213512852]Implementation and Control
[bookmark: _Toc213512853]5.1 Timeline and Responsibilities
The marketing plan will be a 12-month plan (January 2026 to December 2026).
· Jan-Mar: roll out healthier product lines and revise menu display. (Marketing Team)
· Apr- June: Greater Greggs App and reward loyalty. (Digital Marketing & IT Teams)
· Jul Sep: Do social media advertising and influencer advertising. Marketing strategies are the major determinants of the success of organisations.
· Oct-Dec: Plan training to the staff, feedback, and analysis of the results. (HR & Operations Teams)
This kind of a schedule would give a balanced development, promotion and evaluation.
[bookmark: _Toc213512854]5.2 KPIs and Balanced Scorecard
Greggs will use SMART goals and a Balanced Scorecard to monitor performance.
Main objectives:
· Grow sales in UK by 10 per cent within a year.
· Boost app engagement by 20%
· Increase customer satisfaction (NPS) by +10 points.
	Perspective
	KPI
	Target
	Initiative

	Financial
	Revenue growth %
	+10%
	Implement 7Ps strategy

	Customer
	NPS / repeat rate
	+10 pts / +15%
	App rewards, improved service

	Internal
	Service speed
	<3 mins avg
	Process optimisation

	Learning & Growth
	Training hours
	+8 hrs/quarter
	“Greggs Service Academy”


Tracking such KPIs in the quarter will enable Greggs to maintain quality, evaluate success and deliver its sales objectives.
[bookmark: _Toc213512855]5.3 Risk and Mitigation
Some of the risks include inflation that can increase costs and impact on profitability. Greggs needs to progressively lower the prices of the menu to retain its value image. The other risk is low campaign reach that can be minimised through reinforcing social media targeting and digital strategies refinement (Carroll, 2025). Lastly, the competition can steal customers through promotions; Greggs can answer with time-only promotions and rewards in the form of an app. The regular monitoring of these risks will contribute to the stability and growth.

[bookmark: _Toc213512856]6. Conclusion and Recommendations
Greggs enjoys a good reputation in the UK market because of its brand name, cheap prices and reachability of its products across the country. Nonetheless, to be successful in the future, the company needs innovation, digital involvement, and attention to customer experience. The 7ps marketing mix, the proposed STP strategy and IMC plan are designed to ensure that the sales are improved by 10 percent in 12 months.
[bookmark: _Toc213512857]Key recommendations:
· Introduce a healthier and more vegetarian line.
· Grow Greggs App advertising and loyalty programmes.
· Enhance delivery platform alliances.
· Train the staff further in order to enhance the quality of service.
· Utilise social media specific campaigns to attract the younger generation.
These will assist Greggs increase brand loyalty, new customers and long-term growth to the competitive UK market of food on the go.
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