[image: ]

Marketing Management
                                                        Assessment 2
LCMB7024

Greggs









Tutor Name: Laila Maazouz
Student Name: Utsav Parmar
Student ID: 2423116
Table of Contents
Introduction	2
Task 1: Brand Extension Development	3
Greggs and its brand quality	3
New product (Frozen Meal Range)	3
Product/Service details and USP	4
Task 2: Segmentation, Targeting and Positioning (STP) Strategy	5
Market segmentation	5
Target audience analysis	6
Positioning strategy and brand differentiation	7
Task 3: Customer Persona Profile	9
Task 4: Marketing Mix strategy (4Ps)	11
1)	Product strategy	11
2)	Pricing strategy	11
3)	Place	12
4)	Promotion	12
Conclusion	14
References	15

List of Figures
Figure 1: Customer Persona	9


[bookmark: _Toc193034299]Introduction 
The aim of this report is to develop a brand extension strategy for Greggs, the United Kingdom's top bakery chain brand, by introducing a Frozen Meal Range. This extension aligns with Greggs' brand values of quality, convenience and value and addresses evolving consumer demand for fast and easy meal solutions. This report discusses brand extension development in the context of segmentation, targeting and positioning (STP), consumer profiling and a marketing mix strategy (4Ps in an attempt to enable the successful introduction of the new product into the marketplace. 
Since 1939, Greggs has established itself as a leading United Kingdom food retailer based on its fresh pastry items, hot drinks and sandwiches. Greggs built a loyal customer base by selling affordable and flavourful foods in over 2300 United Kingdom stores. Greggs expanded beyond its core bakery business in recent times by incorporating healthier meal options and plant-based alternatives as consumer tastes have changed (Greggs Annual Report, 2023). Even as demand for meal solutions at home grows, Greggs’ Frozen Meal Range presents a new opportunity for growth by leveraging its brand name and strong client relationship (Greggs Plc, 2023). 




[bookmark: _Toc193034300]Task 1: Brand Extension Development
[bookmark: _Toc193034301]Greggs and its brand quality 
Greggs is a well-established British bakery chain known for its affordable and high-quality baked goods, sandwiches, and beverages. With over 2,300 outlets across the UK, Greggs has built a strong reputation for offering fresh, tasty, and convenient food options at competitive prices (Greggs PLC, 2024). The brand is recognized for its commitment to sustainability, customer-centric approach, and innovation, such as introducing healthier product lines and expanding into the plant-based market.
[image: UK's Greggs says evening openings, delivery to drive growth | Reuters]
Figure 1: Greggs
Source: (Young, 2024)
Greggs has consistently adapted to evolving consumer preferences, evidenced by the successful launches of vegan sausage rolls and plant-based products. Its strong brand equity, loyal customer base, and widespread distribution network make it an ideal candidate for a brand extension (Statista, 2023).
[bookmark: _Toc193034302]New product (Frozen Meal Range)
To extend its brand and tap into the growing demand for convenient, at-home dining solutions, Greggs could introduce a Frozen Meal Range. This range would allow customers to enjoy Greggs' popular menu items at home, expanding beyond its traditional bakery and café model.
The frozen meal range would feature Greggs’ best-selling products, including:
· Frozen Sausage Rolls & Vegan Sausage Rolls – Ready-to-bake versions of Greggs' iconic products.
· Frozen Pasties & Bakes – Popular flavors such as Steak Bakes and Cheese & Onion Bakes.
· Frozen Breakfast Rolls & Pastries – Sausage and bacon rolls, along with sweet treats like cinnamon buns.
· Frozen Ready Meals – Greggs-inspired comfort food like Chicken & Gravy Pie, Mac & Cheese, and Vegan Curry.
By entering the frozen food category, Greggs can compete with major supermarket brands and frozen food specialists like Iceland and Birds Eye, while leveraging its strong brand identity.
[bookmark: _Toc193034303]Product/Service details and USP
Greggs' Frozen Meal Range differentiates itself from competitors through the following key selling points:
1. Authentic Greggs Taste at Home – Customers can enjoy the same Greggs flavors they love, freshly baked at their convenience.
2. Affordable and Value-Driven – The frozen range would maintain Greggs’ reputation for offering budget-friendly meals.
3. Health-Conscious Options – Including vegan, low-calorie, and high-protein meals to cater to different dietary needs.
4. Sustainable Packaging – Using eco-friendly materials to align with Greggs' corporate sustainability goals (Greggs ESG Report, 2023).
5. Retail Expansion – Available in major UK supermarkets (Tesco, Sainsbury’s, Asda) and online grocery platforms to increase accessibility.
Greggs’ entry into the frozen meal market would allow it to diversify its product offerings, enhance brand reach, and strengthen its competitive position in the UK food industry.
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For Greggs’ Frozen Meal Range, an effective STP strategy is crucial for identifying the right market segments, targeting potential consumers, and positioning the product to differentiate it from competitors.
[bookmark: _Toc193034305]Market segmentation 
Market segmentation divides potential consumers into different groups based on shared characteristics. Greggs’ Frozen Meal Range will use demographic, geographic, behavioural, and psychographic segmentation strategies to effectively target customers (Mintel, 2023).
1. Demographic Segmentation
· Age: The primary target includes young professionals (25-45 years), families, and students who seek convenient meal options (Statista, 2023).
· Income Level: Middle-income consumers (£20,000 - £50,000 annually) who prioritize affordability and value.
· Household Structure: Households with working parents and single individuals who prefer quick meal solutions.
2. Geographic Segmentation
· Urban & Suburban Areas: Consumers in major UK cities like London, Manchester, and Birmingham, where Greggs has a strong brand presence (Greggs PLC, 2024).
· Retail Availability: Products will be stocked in major supermarkets such as Tesco, Sainsbury’s, and Asda, as well as online grocery platforms.
3. Behavioural Segmentation
· Convenience Seekers: Consumers who prefer easy-to-prepare meals due to busy lifestyles (The Grocer, 2023).
· Brand Loyalists: Existing Greggs customers who already enjoy its in-store products and would like to replicate the experience at home.
· Price-Sensitive Buyers: Those who seek affordable, good-quality frozen food options compared to restaurant takeaways.
4. Psychographic Segmentation
· Health-Conscious Consumers: Those looking for lower-calorie, protein-rich, and plant-based frozen meals.
· Sustainability Advocates: Consumers who prefer brands committed to eco-friendly packaging and responsible sourcing.
[bookmark: _Toc193034306]Target audience analysis 
Based on segmentation, the Frozen Meal Range will primarily target:
1. Busy Working Professionals (25-45 years old)
· Often lack time to cook and seek convenient meal solutions.
· Willing to pay for branded, ready-to-eat frozen food from a trusted name like Greggs (Mintel, 2023).
2. Families with Children
· Parents looking for quick, affordable meals for their children.
· Demand for kid-friendly options, such as sausage rolls and cheese bakes.
3. University Students and Young Adults
· Prefer budget-friendly meals that are easy to store and prepare.
· Frequently shop in supermarkets where Greggs Frozen Meals will be available (Statista, 2023).
4. Health-Conscious & Vegan Consumers
· Interest in plant-based frozen meals like vegan sausage rolls and curries.
· Looking for healthy alternatives that do not compromise taste.
5. Greggs Brand Enthusiasts
· Loyal customers who enjoy Greggs products and want them for home consumption.
· Consumers who already buy Greggs bakery items from supermarkets (Greggs PLC, 2024).
[bookmark: _Toc193034307]Positioning strategy and brand differentiation  
Positioning involves creating a distinct market perception for Greggs’ Frozen Meal Range, differentiating it from competitors like Iceland, Tesco’s Own Brand, and Birds Eye.
Positioning Strategy
Greggs will position the Frozen Meal Range as:
· "The authentic Greggs experience at home" – Bringing the taste of Greggs to consumers’ kitchens.
· "Affordable, quality frozen meals for everyone" – Providing accessible pricing for budget-conscious consumers.
· "Convenience without compromise" – Offering high-quality, ready-to-cook options without sacrificing taste or nutrition.
Brand Differentiation
Greggs’ Frozen Meal Range stands out in the market through:
1. Trusted Brand Recognition
· Greggs is already a household name in the UK, making the frozen range instantly appealing (Greggs PLC, 2024).
· Customers trust the quality and consistency of Greggs products.
2. Signature Taste and Authenticity
· Unlike generic supermarket frozen foods, Greggs offers well-loved, iconic flavors customers recognize.
3. Affordable Pricing Strategy
· Competitively priced compared to restaurant takeaways and premium frozen meals.
· Offers value bundles (e.g., family packs, meal deals).
4. Health-Conscious & Vegan Options
· Provides low-calorie, high-protein, and plant-based alternatives, aligning with modern dietary trends (The Grocer, 2023).
5. Sustainability Commitment
· Uses eco-friendly packaging and promotes responsible sourcing, appealing to ethical consumers.
By leveraging its strong brand reputation, affordability, and convenience, Greggs can successfully position its Frozen Meal Range as a must-have product for busy, price-conscious, and health-aware consumers.


[bookmark: _Toc193034308]Task 3: Customer Persona Profile 
James Carter is an ideal customer for Greggs’ Frozen Meal Range. As a busy working professional, he values convenience, affordability, and quality, making him the perfect target audience for a well-known and trusted brand like Greggs.
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[bookmark: _Toc193034335]Figure 2: Customer Persona
Source: (Author, 2025)
Demographic Insights
James falls within the millennial age group (25-45 years old), which forms a key demographic for frozen meal consumption. His £38,000 salary places him in the middle-income segment, where cost-effective yet high-quality meal options are appealing. Being a London resident, he has access to large supermarket chains like Tesco and Sainsbury’s, where Greggs’ Frozen Meal Range will be widely available.
Psychographic Insights
James likes to eat well but does not have much time to cook and so looks to fast and simple meal solutions. He values health and nutrition but also likes comfort food every now and again. His brand allegiance towards Greggs means he will be inclined to use their frozen meal range over own-brand options in supermarkets because he trusts the quality of Greggs' products.
Buying Behaviour
He prefers to purchase established and reliable brands as a brand-conscious consumer. In-store and on the Internet, he shops around and compares the price and nutritional values of products before buying them. Promotions and discounts influence him and he reacts to marketing promotions in the form of offers for a special purchase only and multi-buy offers.
Goals and Pain Points
His end goal is to enjoy healthy and flavourful frozen meals at the expense of neither health nor affordability. His pain points include lack of cooking time, lack of access to healthy and flavourful frozen meals, and hesitation in buying unbranded or low-quality frozen meals.
By marketing Greggs' Frozen Meal Range as a premium yet budget-friendly frozen meal solution, the business can win over shoppers like James easily and obtain strong sales growth, brand loyalty, and retention of customers.



[bookmark: _Toc193034309]Task 4: Marketing Mix strategy (4Ps)
To succeed, a brand extension must have a defined marketing mix strategy to promote the new product to the right audience in an optimal manner. Greggs Frozen Meal Range will be positioned as an affordable and quality meal solution on the basis of Greggs' brand equity. Following below is an in-depth analysis of the 4Ps: Product, Price, Place, and Promotion strategy of this new product. 
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Figure 3: 4Ps
Source: (Mageplaza, 2019)
1) [bookmark: _Toc193034310]Product strategy 
Greggs is well known for its affordable bakery items and ready-to-eat meals, making the Frozen Meal Range a natural extension. This product line will feature frozen versions of popular Greggs dishes such as chicken bakes, steak bakes, vegan sausage rolls, and breakfast wraps.
Key Features and Unique Selling Proposition (USP):
· High-Quality Ingredients: Maintaining Greggs' signature taste and texture.
· Quick and Convenient: Easy to cook in microwaves, ovens, and air fryers, catering to busy professionals and families.
· Health-Conscious Options: Introducing low-calorie, high-protein, and vegan-friendly frozen meals to attract health-conscious consumers.
· Trusted Brand Name: Leveraging Greggs’ reputation to compete with supermarket private-label frozen foods.
By focusing on taste, convenience, and affordability, Greggs' frozen meals will differentiate themselves from other brands like Iceland, Birds Eye, and supermarket frozen food sections.
2) [bookmark: _Toc193034311]Pricing strategy
Greggs will adopt a competitive pricing strategy, ensuring its frozen meals are affordable yet premium in quality.
Key Pricing Considerations:
· Value for Money: Greggs' frozen meals will be priced between £2.50 and £4.50 per item, aligning with competitors like Iceland but with a stronger brand reputation.
· Bundle Discounts: Multi-pack options (e.g., 3 for £10) will encourage bulk purchases.
· Loyalty Rewards: Greggs' loyalty app users will receive discounts and exclusive frozen meal offers.
· Promotional Pricing: Initial launch discounts and supermarket deals will create demand.
By maintaining affordable pricing with premium branding, Greggs will attract both budget-conscious and quality-focused customers.
3) [bookmark: _Toc193034312]Place
Greggs’ Frozen Meal Range will be available through multiple sales channels to maximize reach and convenience.
Primary Distribution Channels:
1. Supermarkets: Available at Tesco, Sainsbury’s, Asda, and Iceland, ensuring nationwide coverage.
2. Greggs Outlets: Selected Greggs stores will stock frozen meal options, creating an in-store trial experience.
3. Online Grocery Platforms: Partnering with Ocado, Tesco Online, and Amazon Fresh for home deliveries.
4. Greggs Mobile App & Website: Future integration of frozen meals for click-and-collect or home delivery.
By leveraging both offline and online sales channels, Greggs will ensure maximum product availability and convenience for its target audience.
4) [bookmark: _Toc193034313]Promotion  
To drive awareness and sales, Greggs will use a multi-channel marketing strategy, combining digital and traditional marketing methods.
Key Promotional Activities:
· Social Media Campaigns: Engaging content, influencer partnerships, and paid ads on Instagram, TikTok, and Facebook showcasing meal convenience.
· In-Store Promotions: Free samples and bundle discounts in supermarkets and Greggs outlets.
· TV and Radio Ads: Short commercials highlighting taste, ease of cooking, and affordability.
· Influencer and Food Blogger Reviews: Collaborations with food vloggers and TikTok creators to promote product trials.
· Loyalty Program Integration: Offering exclusive discounts and rewards through the Greggs Rewards App.
By combining aggressive digital marketing with in-store promotions, Greggs will build strong initial demand for its frozen meal range.
Greggs' Frozen Meal Range marketing mix strategy focuses on four key elements: Product, Price, Place, and Promotion to accomplish successful launch and market entry. The product strategy involves quality frozen meals made from Greggs' bestsellers such as sausage rolls, steak bakes, and vegan pasties. These meals cater to busy professionals, families, and budget-conscious buyers and are a balance of taste, convenience, and value.
The pricing strategy adopts a value-based and competitive approach to maintain the frozen meals at affordable yet profitable levels. Strategically, the prices will be positioned in alignment with supermarket frozen food competitors, and multi-buy discounts and offers will be implemented to promote trial and repeat business. The place strategy involves supermarkets, convenience stores, and grocery websites to maximise accessibility. With partnerships with major UK retailers including Tesco, Sainsbury’s, and Asda, Greggs can reach a greater number of people beyond its own network of stores.
The promotional strategy involves a social media advertising campaign, in-store promotions and collaborations with food influencers. In-store displays in supermarkets and social media advertising and email marketing will create awareness and push sales, and rewards in the programs will cause retention. This all-inclusive marketing mix positions Greggs' Frozen Meal Range as a strong contender in the frozen foods sector in the UK and ensures lasting success.


[bookmark: _Toc193034314]Conclusion 
The introduction of Greggs’ Frozen Meal Range represents a strategic brand extension that aligns with changing consumer preferences for convenient, affordable, and high-quality frozen food options. By leveraging Greggs’ strong brand reputation, the new product will enhance accessibility while maintaining the taste and quality Greggs is known for.
Through a well-defined segmentation, targeting, and positioning strategy, the frozen meals will appeal to a broad demographic, including busy professionals, families, and budget-conscious shoppers. The customer profile analysis further ensures a tailored marketing approach, addressing consumer needs and pain points effectively.
The marketing mix strategy (4Ps) provides a roadmap for the successful launch and market penetration of the Frozen Meal Range, utilizing competitive pricing, widespread distribution, and a robust promotional plan. This brand extension strengthens Greggs’ market presence, positioning it as a leader in both fresh and frozen meal categories.
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Customer Persona

James Carter

Age: 32

Occupation: Marketing
Executive

Location: London

Income: £38,000 per year

DESCRIPTION

A busy professional looking for convenient,
affordable, and tasty meal options that fit his
lifestyle.

BUYING BEHAVIOUR

Prefers trusted brands, values affordability
and quality, purchases both online and in-
store, and responds to promotions and
discounts.

- Find high-quality frozen meals that
balance convenience and taste.

- Stick to a budget while maintaining a
healthy diet.

- Reduce time spent on meal preparation
without compromising on quality.

PAIN POINTS

- Limited time for home cooking due to work
schedule

- Struggles to find quick,
affordable meal options

- Prefers brand reliability over
supermarket frozen food brands

healthy, and

generic

PREFERRED CHANNELS

Social media (Instagram, TikTok), email
newsletters, and health-focused blogs.

TECHNOLOGY USE

Frequently orders groceries online and
follows food brands on social media

STOMER JOURNEY

1. Awareness: Sees Greggs Frozen Meal
Range on social media or in-store
promotions.

2. Consideration: Compares Greggs'
frozen meals with other brands like
Iceland and Tesco.

3. Purchase: Buys from the supermarket
or through online grocery platforms.

4. Experience: Cooks the meal quickly
and enjoys the taste, quality, and portion
size.

5. Loyalty: Becomes a repeat buyer and
shares recommendations with family and
friends.
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