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[bookmark: _Toc19746][bookmark: _Toc15364]Executive Summary
Greggs Food Company, like other fast-food companies in UK has been struggling to stay ahead of competition and match the changing consumer demand in the market. It has implemented initiatives like “Next Generation” to enable its cause in the market. This marketing plan enables to find the strengths and shortcomings of the company and the industry as a whole and identifies areas of improvements utilizing various frameworks and models of marketing plans to suggest that Greggs objective of enhanced customer network, product development, and entrance into new market can be addressed through technological advancement, use of social media tools, and setting up of smart factories in the region.
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[bookmark: _Toc10106][bookmark: _Toc23339]1.0 Introduction 
A marketing plan is used to create an advertising strategy for companies to promote their products and services in the market. It is a report that outlines a company's marketing initiatives for the forthcoming year. It describes the period's approach to marketing, sales, and marketing strategies (Girton, 2018). To create the plan, various tools and frameworks are utilised. This report uses the SOSTAC and SMART framework to outline Gregg’s marketing strategies and plans effectively. 

The SOSTAC is a comprehensive framework, created by PR Smith in the late 1990s, that assists in developing a marketing strategy. This structure will also help to keep appraised of the development. It is a valuable tool in analysing and forecasting the extent to which or not the planned marketing objective can be met. Each component of the acronym 'SOSTAC' represents a step in a company's marketing strategy. It adheres to scenario analysis, objectives, tactics, action, and control parameters (Bintang, 2022). On the other hand, George T. Doran is credited with coining the term SMART objectives in 1981. Subsequently, the term has expanded and gone through an array of iter­a­tions, which means several managers interpret SMART objec­tives in several distinct ways (Chatterjee & Corral, 2017). SMART goals are an approach to setting targets that let executives and staff members create, measure, and achieve both immediate and long-term objectives. This system provides companies with a better approach to setting priorities. Using SMART objectives, employees and supervisors can create a course of action to boost per­for­mance, strengthen productivity, and help achieve organisational goals (Tuten & Solomon, 2017).

This report abstracts the marketing plan with different promotional techniques that will be used to offer its products to customers. Target audiences, attention-grabbing strategies, price, and measuring tools will all be determined by the marketing strategy. The ability of a corporation to analyse and regulate its market strategy determines its performance since the plan reveals the most and least efficient means of making sales. 

[bookmark: _ppufewfxy8e9][bookmark: _Toc10920][bookmark: _Toc191]2.0 Main Findings 
Greggs is a fast-food restaurant that mostly sells bakery goods. This firm, like the UK fast-food sector, has seen its share of fluctuations. Certain reasons driving these variations include financial capabilities, technical equipment, staff turnover, and customer loyalty. Greggs competitors include McDonald's and Warburtons among others and it is trying to gain a competitive advantage over these chains by creating a 'Next Generation Greggs' plan which includes key structural changes in its day-to-day operations (Greggs, 2022). However, there were a few vulnerabilities in its tactics that can potentially be addressed by using particular structures and models as previously described in external and internal audits. The implementation of new advanced technology, enhancing association with the stakeholders, and expanding into new markets are some of the ways Greggs can boost its overall profit, production and brand value in the country. 
[image: ] 
After conducting a comprehensive internal and external, one strategic objective that can be identified is the adoption of new technologies as a part of its “Next Generation of Shop Refits” to enhance production, initiate expansion and develop stakeholder commitment and loyalty. 
[bookmark: _rcp0ophi1krg][bookmark: _Toc23021][bookmark: _Toc28055]3.0 The Marketing Plan
A marketing plan is designed to assist companies and organisations streamline their advertising process and launching their products in the market in a way that boosts profit growth and leads to brand awareness in the market (Ferrell et al., 2021). The marketing plan requires a thorough analysis of goals and objectives and the identification of areas that need process improvement for long-term strategic goals. 
[bookmark: _hzvj3157klk8][bookmark: _Toc4958][bookmark: _Toc6728]4.0 SOSTAC
The SOSTAC model is an intuitive process for developing a marketing strategy, with each aspect ensuring that every important component is taken into account (Stephenson, 2018).
[bookmark: _9snyxnv855pj][bookmark: _Toc31809][bookmark: _Toc22201]4.1 Situation Analysis
(See Appendix A, B, C, D)
Analysing the current scenario is essential to understand the progress of Greggs in its implementation of the “next generation” strategy, identify limitations and vulnerabilities and identify clear objectives for the growth of the company. To fully understand a situation analysis for Greggs, SWOT analysis, Porter’s 5 forces competitive analysis, and customer and stakeholder analysis have been conducted.  Customers are the pillar of the fast-food industry in the UK. Therefore, it is important to conduct a customer analysis to understand the consumer demography and understand customer demands, needs, and spending habits to successfully conduct a situation analysis of Greggs. The UK fast-food business is vulnerable due to economic and technical concerns. Health considerations are also having an impact on the sector (ONS, 2022). The model supports in the planning of future strategies that reflect the business's goals. The model is applied to Gregg's fast food to analyse its current position in the market. 

The situation analysis represents several areas of improvement and opportunities for Greggs. The company needs to focus on capitalising on the opportunities and its strengths to create a robust connection with the stakeholders through its CRM app and loyalty programs. This can be done through the usage of advanced technology and high-profile efficient training of the staff.
[bookmark: _o8vj9pmgzl76][bookmark: _Toc293][bookmark: _Toc17739]5.0 Objective
Setting SMART (Specific, Measurable, Attainable, Realistic) goals is a useful method to set goals as described in Appendix E. Therefore, a SMART goal includes all of these characteristics to help concentrate the efforts and boost an organisation's chances of success. Determining these factors as they relate to the company's overall objective will help in achieving that objective within a certain time limit. Using this method makes it less difficult to assess progress and discover overlooked achievements since it removes ambiguity and allows more precise planning (Aghera et al., 2018). 


The objective, in reference to the macro micro, and external auditing and the current situational analysis will focus on technological development in retrospect of the industrial revolution and the subsequent policies supporting this revolution and the promotion of healthier and safer food manufacturing in the country.

Objective: To invest in advanced technology in manufacturing, customer management, and staff training for the development of new products, enhance customer reach, and streamline operations in the company. 

The objective will include investments in the following sectors:
· Automated manufacturing equipment such as robotics for the packaging process, depinning, raw food packaging, etc. to enhance its manufacturing process that supports the creation of vegan food and alternatives (Accorsi et al., 2019). 
· Build smart factories in at least three regions that connect the maximum Greggs stores in the next 24 months.
· Use apps and smart technology to train staff and cut costs from the manual training of the labour force 
· Technological CRM initiatives such as offering loyalty program offers, discounts for students, discounts on festivals, etc. to boost online customer engagement. Also, use social media to reach out to consumers in low-performing regions and effectively use online target marketing for the same. 

Expected results: In the next 24 months, three Greggs locations will open in Cornwall. In the next 12 months, 5 to 6 minimum vegan items will be added to the menu. Greggs will include advanced technologies like automated machinery, smart factories, and data storage to improve the supply chain and utilisation of resources specifically for the production of vegan and healthier alternatives. 

· This will result in a 15 to 20% boost in output. 
· This will also result in enhancing at least 20% of the consumer network.
· Automation will reduce significant costs of at least 10%-12% from manufacturing and staff training.
· This will enhance the social media presence of the Greggs store and also create an awareness of the healthier alternatives now available for consumption.
[bookmark: _qshvg814fimg][bookmark: _Toc30273][bookmark: _Toc2969]6.0 Strategy
(See Appendix F and G)
To achieve this objective, Greggs will investigate the vegan market by concentrating on the customer retention aspect by utilising the strategies introduced in Ansoff and Porter’s generic strategies respectively. Enhance Corporate Social Responsibility (CSR) initiatives, resource utilisation, and supply chain operations by using cutting-edge technical components. For improved correlation, Greggs should initiate cloud cooperation with the various stakeholders. to utilise the app to teach the personnel in order to cut down on the costs of training (Jokic et al., 2012). The aims of growth may be accomplished by using the concrete resources available, such as the positioning of shops and the high quality of items, using vegan alternatives to oils, milk, etc while cooking current products. In addition to this, the connections with the suppliers may also be used to improve the supply chain. 
                                
[bookmark: _5tqx6nljvmaz]
Ansoff Matrix
                                                                                                                            
Porter’s Generic Strategies
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The marketing mix (7Ps) is a term that refers to the strategies or actions that companies have at their disposal to fulfil the requirements of customers and market their product or service in a way that is unmistakable to them. It entails the use of the 7Ps, which are Product, Price, Place, and Promotion, in addition to an extra three factors that assist organisations in meeting the obstacles of marketing services: People, Process, and Physical Evidence of their Actions (Allen, 2020). This is used to determine the tactics for Greggs in the market to achieve its objective. 
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Greggs, under its “next generation strategy can introduce new vegan products to all the 500 stores that are currently operational for evening dinners. Greggs's stores usually close at 6 PM and therefore account for only 1% of the dinner time market. With the 500 stores operational for dinner time currently, it can phase out its vegan menu providing a healthier alternative (Seymour, 2022). This will enable it to create awareness in the market and it can pilot test its vegan menu in these stores.
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Greggs can conduct market research to understand the product price for vegan food and based on its investment in smart technologies and factories, it can create a competitive price for its product that enables the vegan food items to gain a competitive advantage in the market. Greggs can also use loyalty programs, app benefits, and online promotions to offer attractive prices for customers and enhance footfall in the stores. This will also help in profit and revenue generation for the company.
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Greggs existing goal is to have substantially more than 3,000 stores throughout the UK, and it has a solid plan in place for establishing new stores and improving the quality of existing estate via shifting and the next generation of store refits (Greggs, 2023). Moreover, it can establish at least three smart factories and eco-shop and enhance the eco-shop elements in their shops in the region to produce healthy and vegan food alternatives in the most sustainable manner possible. In addition, it can enhance the quality of current shops alongside the launching of new stores and the expansion of estate by investing in reducing food waste, enabling sustainable energy alternatives such as solar lights, and creating eco-friendly packaging options. Moreover, it can improve its storage capacity to include glass containers instead of plastic to enhance its CSR activity. 
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Greggs can use its digital platforms to create awareness about its products. While it has sufficient physical stores, the online audience is equally important to attract customers and generate leads. The social media ads can target the young health and environment-conscious generation that has a wide base on social networking sites to promote its vegan food and CSR activity to attract this audience. It can advertise its safe packaging and processing on these platforms through infographics and videos to create awareness about its conscious efforts. The advertising plans should include loyalty programs and partnerships with more companies like Just Eat to generate multiple channels of awareness and brand recognition. 
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The company’s people and employees are at the forefront of any organisation’s success. Therefore, Greggs should continue offering employee benefits to maintain the long-standing practice of distributing 10% of annual earnings to employees as a way of making them feel that they contributed to the company's success in 2022 (Greggs, 2022). It should also roll out the employee training programs in digital form where the employees can learn and understand the process digitally. It will help the company save time and valuable resources on employee training. 
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Process improvement is a crucial step in ensuring that the company performs well in the long run. Greggs can use online reviews and feedback from customers and staff to understand the loopholes in the company process and work towards improving them. It can also robotic technology, and manufacturing equipment to enhance its manufacturing process. To enhance its supply chain, it can collaborate with local partners in new areas like Cornwall to market and deliver its products. 
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To provide physical evidence, especially for new areas and customers, Greggs can use its store outlook such as eco-shop elements, to showcase its CSR activity and evidence such as National Equality Standard certifications and its smart, vegan menus to enhance customer’s trust and loyalty. They can use online reviews on their website, social media platforms, and delivery apps to further reinforce trust in their products. They can also work on providing seamless, quick and responsive replies to customer feedbacks online to maintain customers’ trust. 
[bookmark: _277yt33ijnrq][bookmark: _Toc14542][bookmark: _Toc1673]8.0 Action
· To achieve the objective, the senior management team should create a team specifically dedicated to analysing what technology can improve its process and reduce cost annually. The team should audit and review the technological gaps and opportunities in the company and make recommendations for the use of technology in each department. 
· The finance team should monitor the estimated cost that the company needs to make in specific technology for process improvement and the creation of new products. It should also monitor the investment needed for the creation of vegan and regional menus as well as the set up of new smart factories in three locations. Based on its quarterly performance and revenue collection, the Greggs financial team should offer recommendations for investments, cost reduction, and improvements for each department every four months. 
· The food development team should focus on developing regional flavours and a healthier menu that will appeal to a wider audience without compromising on the taste. It can invest a few months in researching the flavours and testing its menu in various stores and based on the results, can give recommendations for the inclusion of at least 4-5 vegan and regional food items in the menu at least every year. 
· The marketing team should focus on diversifying the communication channels and customising the communication depending on customer demography monthly. For instance, on social media platforms, it can target young audiences such as students, teens, and young professionals. Food delivery apps can target young professionals, bachelors, and working families that frequently order from the app. It can use physical advertisements such as banners, TV ads, etc to reach older millennials.
· The store employees can work on using technologies such as online offers, table reservations for birthday parties, using apps to unlock store offers, etc to provide the best service to the customers. They can work on creating awareness of the new menu, the latest food items, and any loyalty offers that the customers may have to create trust and a friendly environment at the store. 

This can be done by establishing clear employee protocol and a Key Performance Index (KPI) driven culture, offering incentives such as performance-based hikes and bonuses, and using tools like CRM management, process improvement tools, project management tools, etc to enable employees to take responsibility and send clear instructions so that the roles are clearly defined. The teams should be encouraged and regularly motivated by the senior staff and the management should conduct a performance review every six to twelve months to ensure that employees are well-equipped and are trained well to handle their roles. 
[bookmark: _18xulxjdb2eh][bookmark: _Toc19204][bookmark: _Toc31794]9.0 Control
After specific actions have been taken, it is equally important to set up control factors or evaluate the implemented actions to understand how is how the performance index and whether the objective will be met in the stipulated time. Therefore, to measure and evaluate these actions, one can use KPIs for Greggs's overall performance as given in Appendix H. 
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· Use automated devices, particularly for preparing bread goods.
· Increase supply chain efficiency by introducing automated machinery and making data available to all departments.
· To encourage a healthy and ecologically friendly lifestyle, include vegan items created by automated machines, along with their nutrients and carbon footprint facts.
· Include cloud collaboration to ensure effective communication with stakeholders. 
· Enhance social media presence and use social media analytics to reach more audiences and generate leads through targeted ads.
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In conclusion, the objective of Greggs's marketing plan includes new product development, enhancing the quality of current products, enhancing customer reach and penetrating into new markets with products that are healthier and regionally acceptable. The company can do this by enhancing its current “next generation” strategies and including more sustainable alternatives, social media engagements and introducing automated equipment in its manufacturing process. This will help in the rise of healthy, vegan production without compromising on taste and ensure competitive advantage in the fast food industry in the UK.
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[bookmark: _Toc1995][bookmark: _Toc19339]Appendix A: SWOT Analysis

	Strengths
	Weaknesses

	· Ownership of the supply chain and multiple service channels

· Launch of a new customer relationship management (CRM) app (Greggs, 2023)

· Holds National Equality Standard as a fulfilment of CSR

· 500 shops providing evening services (Greggs, 2023)

·  Employee benefits and a strong support team 
	· Consumer incomes remain under pressure (Greggs, 2023)

· Limited vegan and healthier options 

· Limited infrastructural developments including technological advancements 

· Limited menu for evening sales (Greggs, 2023)

	Opportunities
	Threats

	· To streamline and improvise app-based orders 

· Partnership with Just Eat  (Sweney, 2021)

· Customization options
· Hot food options across all mealtime (Greggs, 2023)
	· Substitution from healthier food options (Bjarnadottir, 2019)

· Competition and rivalry from other fast food chains such as McDonald’s (Hancock, 2021)

· Government regulations on restrictions on the promotion of less healthy food (GOV.UK, 2021)

· Increased energy prices (Aviko, 2022)






[bookmark: _Toc28810][bookmark: _Toc11521]Appendix B: Porter’s Five Force Competition Analysis
Porter's five force analysis gives an assessment of the company's present state as well as a study of its potential future condition (Porter, 1980). 
	Threats
	Description

	The threat of New Entrants 
	The UK market supports the entrance of new players in the fast food market. Moreover, new companies offer smart and healthier options to buyers at an affordable rate (Statista, 2023). Therefore, the threat for Greggs is high. 

	Bargaining Power of Suppliers 
	Greggs derives very high-quality raw materials from different suppliers. Besides, it has full ownership of the supply chain (Greggs, 2023). This makes the bargaining power of the suppliers low. 

	Bargaining Power of Customers 
	The bargaining power of customers for Greggs remains high as there are multiple options for them to choose from (Rajput & Gahfoor, 2020). Besides, the emergence of new affordable players offers them high power to bargain.

	The threat of substitution 
	The threat of substitution remains high as customers grow conscious of climate change and develop new food habits looking for healthier alternatives (Statista, 2020); (Tobin, 2022).

	Competitive Rivalry 
	There is a lot of competition in the UK fast food industry with several high-profile chains like McDonald’s, Burger King, KFC, Warburton, etc. (Butler, 2017). Moreover, due to high competition, the profitability ratio is also saturated in the industry (ONS, 2022). 





[bookmark: _Toc26555][bookmark: _Toc16856]Appendix C: Customer Analysis
	Customer Analysis
	Pattern

	Consumption Pattern
	According to Just Eat, fast food is the third most prevalent meal option in the UK.  Burgers are the most famous fast-food product, with a rating of 60.38 on a scale of 100. Vegan cuisine is becoming more popular. A study found that vegan takeout orders increased by 163% between 2020 and 2021 (Aviko, 2022). 

	Consumer buying Pattern
	[image: ]
Fast food buying frequency in Great Britain from July 2019 to January 2023 (Statista, 2023a)

From 2019 through 2023, British customers were polled on the frequency that they purchased meals and beverages at fast food restaurants. In January 2023, over half of those polled said they never purchased food or drinks from fast food restaurants. Meanwhile, 13% of respondents said they did it once a week (Statista, 2023a).


	Consumer Loyalty
	In 2020, roughly 5% of people in the UK claimed in a study that they had high confidence in takeaways to guarantee the safety of the food they consume. Furthermore, almost 46% said they are fairly confident in UK takeaways (Statista, 2021).  Greggs used the CRM approach to give consumers more incentive to return, as it seeks to expand its subscriber base beyond the existing 400,000 members. Despite personnel and supply chain disruptions, revenues increased by 3.5% in the third quarter in comparison to the previous period last 2019. Greggs' growth was especially robust in August when it benefitted from a 'staycation' impact, and it continued into the month of September, with a two-year identical increase of 3% in all four weeks (Rogers, 2021).





[bookmark: _Toc20426][bookmark: _Toc24285]Appendix D: Stakeholder Analysis 

	Keep Satisfied
	Manage Closely

	Customers
Government
Local authorities
Regulatory bodies
Food bloggers 
NGOs
Food standard agencies
Shareholders
	Market operators
Manufacturing units
Equipment suppliers
Social media audience
Environmental pressure groups

	Monitor
	Keep Informed

	Competitors
 
	Employees
Staff
Suppliers
Distributors 





[bookmark: _Toc18666][bookmark: _Toc8101]Appendix E: SMART Objectives

	Specific
	Well defined, clear and unambiguous goals 

	Measurable
	With defined criteria that track your progress towards achieving the objective

	Attainable
	Attainable yet not overwhelming

	Realistic
	Achievable, practical, and pertinent to the company 

	Timely
	With an explicit timeframe that includes a start date and an end date. The goal is to generate a sense of urgency





[bookmark: _Toc15122][bookmark: _Toc22131]Appendix F: Ansoff Matrix
Managers utilise the Ansoff Matrix, also known as the Product/Market Expansion Grid, to plan and analyse expansion efforts. In particular, the instrument provides stakeholders with a better mental picture of the dangers inherent in various expansion plans (Meldrum & McDonald, 1995).
	 
Markets
	Products

	
	Market penetration strategies

New market and new product   
    
· To compete in the healthy food industry, Greggs needs to increase the veggie and grain content of your fast food.

·  Incorporate cleanness-checking automated devices.

·  Vegan baked goods need to have major Greggs' flavours added to them.
· 
· The government of the United Kingdom is also actively supporting vegan food businesses and promoting vegan goods.

· Market the wares on your social media accounts.

· To ensure honesty, carbon emission and calorie counts should be included on packaging.


	Product development strategy
New product in the existing market

· To gain an edge in the fast-food industry, it would be beneficial to include more ethnic and regional cuisines into the offerings along with vegan and healthier options.

· Make photo-printed, distinctive cakes by using technology.
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	Lower Cost Strategy 
	Differentiation strategy

	Broad Target
	Cost minimization through automation and use of automated technology in manufacturing 
	Pursue the use of vegan food with regional flavours and introduce healthier alternatives at the chains
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	KPIs
	Description

	Strategic
	The organisation will monitor how well-received the vegan menu introduced at all the 500 dinner-time units is and monitor the creation of regional flavours and its ROI on these products. 

	Operational
	The organisation will monitor the social media performance and brand recognition from social media and other online sites to understand audience response and evaluate the sales of the 500 dinner-time units.

	Functional Units
	The organisation will monitor gross profit margin, return on sales, and its investment in eco-shop elements and vegan products to estimate the cost of large-scale production.
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