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Abstract:
This study digs into market entrance tactics, customer behavior, and competition analysis, with a special focus on Greggs, a well-known bakery brand, and its prospects in the dynamic Indian food and beverage sector. The report includes four detailed chapters that examine consumer preferences, establish correlations, evaluate foreign market entrance tactics, and analyze the competitive environment. The study findings are extensive and diverse. Notably, Indian consumers have a strong preference for health-conscious alternatives and on-the-go eating, allowing Greggs to adjust their offers accordingly. In addition, the analysis uncovers connections, such as the link between health consciousness and a preference for freshly baked goods, providing insights into future client segmentation methods.
As proven by its successful strategy in many locations, Greggs may employ a combination of company-owned stores and franchising for worldwide market penetration. These tactics have helped the organization to successfully traverse the complex terrain of numerous markets. The competitive landscape research reveals significant competitors in the Indian baking market such as Britannia Industries, Parle Products, and ITC Limited. Greggs may strategically position itself, stressing quality, innovation, and localization, while cooperating with local distributors and adopting digital platforms for successful market penetration, by studying their market share, growth patterns, and plans.
The study's findings have practical consequences for Greggs' market entrance approach. These consequences go beyond academic comprehension, giving meaningful insights into the complexities of the Indian market, enhancing the chance of success in this new business. This study adds to the corpus of knowledge in the sector by providing Greggs with evidence-based suggestions. These recommendations are in line with the company's objectives as well as the difficulties of the Indian market. Greggs can effectively target a varied consumer base and traverse the competitive baking environment in India by focusing on health-conscious goods, well-adapted entry tactics, smart branding, and distribution excellence. Finally, data-driven decision-making is critical to Greggs' prospective success in India. With the findings of this study, the firm is ready to launch a well-informed market entrance plan, adjusting to changing customer tastes and capitalizing on development prospects in the expanding Indian food and beverage sector.
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Chapter 1: Introduction
 
1.1 [bookmark: _Toc147830051]Introduction: 
 
The significance of analyzing Greggs’s market entrance methods is emphasized. As an established food and beverage company, Greggs has expanded its operations into various international markets (Gourley, 2019). By understanding the strategies Greggs employs in these markets, valuable lessons and insights can be gained, which can be applied to its entry into the Indian market. Examining the successes and challenges Greggs faces in other international markets will help in formulating strategies that are tailored to the unique characteristics of the Indian market. The competitive environment of the Indian food and beverage sector is highlighted as a crucial aspect to consider. The Indian market is characterized by diverse domestic and international players competing for market share. It is essential to analyze the competitive landscape to identify the main rivals and understand India's market dynamics, consumer preferences, and industry trends (Ratajczak et al., 2023). This analysis will provide valuable insights into the opportunities and challenges that Greggs may encounter in the Indian market.
Furthermore, the chapter presents the research objectives and questions guiding the analysis. The research objectives outline the specific goals of the study, which include assessing Greggs' market entry methods in international markets and developing suitable market entry strategies for the Indian market. These objectives provide a clear direction for the research and serve as benchmarks for evaluating the research findings. The research questions complement the goals by addressing specific areas of inquiry. They include investigating Greggs’s primary market entry methods in the Indian market, identifying the main competitors in the Indian baking market, and examining the potential advantages and disadvantages of Greggs entering the Indian market. These research questions provide a framework for the subsequent chapters and guide the data collection, analysis, and discussion processes. In summary, this chapter serves as the introduction to the dissertation, providing an overview of the research topic and its objectives. It highlights the importance of analyzing Greggs’s market entry strategies and understanding the competitive environment of the Indian food and beverage sector. The research questions and objectives set the stage for the subsequent chapters and guide the analysis of Greggs’s market entry strategies in the Indian market.
1.2 Background: 
Starting with Greggs is a well-established food and beverage company based in the United Kingdom. The company has gained a strong reputation for its bakery products and diverse food offerings. With a history dating back several decades, Greggs has successfully expanded its operations beyond the UK and entered various international markets. These international expansion efforts showcase Greggs' ambition and strategic approach to capturing new customer segments and increasing its global presence. Therefore, examining Greggs' past experiences entering foreign markets can offer valuable insights into its strategies and potential pitfalls to avoid in the Indian market. Shifting the focus to the Indian food and beverage sector, it is characterized by its vast size and significant growth potential (Elgorban, A.M. et al., 2017). The Indian market is home to a large population with diverse tastes and preferences, making it an attractive destination for international companies. India's food and beverage sector has experienced considerable growth due to rising disposable incomes, urbanization, and changing consumer lifestyles. This growth has created a favourable environment for both domestic and international players in the market.
Within the Indian food and beverage sector, the bakery segment holds particular significance. Bakeries in India offer a wide range of products, including bread, pastries, cakes, and other baked goods. The Indian baking market is highly competitive, with local and international brands vying for market share. Understanding the key players, their market positions, and their strategies can provide insights into the competitive landscape and potential challenges Greggs may face upon entering the Indian market. Moreover, the background information should explore the market trends and consumer preferences within the Indian food and beverage sector. This includes analyzing factors such as the demand for healthier food options, convenience, affordability, and the influence of cultural and regional preferences on consumer choices (Lehmann et al., 2023). Recognizing these trends and preferences is crucial for Greggs to tailor its market entry strategies and product offerings to align with the Indian consumer's expectations. By providing a comprehensive background on Greggs’s international expansion efforts and the Indian food and beverage sector, this section establishes the foundation for analyzing the market entry strategies for Greggs in the Indian market. It highlights the motivations, opportunities, and challenges associated with entering the Indian market and sets the stage for subsequent research and analysis.
1.2 [bookmark: _Toc147830052]Research Rationale:
 
The research rationale of this study explains the reasons behind conducting the research. It aims to justify the importance and relevance of analyzing Greggs' market entry strategies in the Indian market. Several vital points contribute to the research rationale:
Gaps in the existing literature: 
The research rationale recognizes the gaps in the existing literature concerning Greggs’s market entry strategies. While Greggs is a well-known company with successful international expansions, there may be a lack of specific analysis regarding its entry into the Indian market. By addressing this gap, the study seeks to contribute new insights and fill the void in the literature.
Unique characteristics of the Indian market: 
The rationale emphasizes the significance of analyzing Greggs' market entry strategies in the context of the Indian market. India is a vast and diverse market with unique cultural, social, and economic dynamics. Therefore, it is essential to examine how Greggs can navigate these specific factors and tailor its strategies to suit Indian consumer preferences and market conditions.
Potential benefits of entering the Indian market: 
The rationale highlights the potential benefits Greggs can gain from entering the Indian market. India has a rapidly growing middle class, increasing urbanization, and changing consumer lifestyles. These factors allow companies like Greggs to tap into a large consumer base and expand their market presence. By identifying suitable market entry strategies, Greggs can leverage these opportunities and achieve long-term growth and profitability.
Need for identifying suitable market entry strategies:
Another critical aspect of the research rationale is recognizing the need to identify suitable market entry strategies for Greggs in the Indian market. Market entry is vital to any company's international expansion, and selecting the right system can significantly impact its success. By thoroughly analyzing Greggs' market entry methods and the competitive environment in India, the study aims to provide actionable recommendations for Greggs to enter the Indian market effectively.
In summary, the research rationale emphasizes the gaps in the existing literature regarding Greggs’s market entry strategies in the Indian market. It recognizes the unique characteristics of the Indian market, highlights its potential benefits, and underscores the need to identify suitable market entry strategies. By addressing these points, the study aims to contribute valuable insights to the field and assist Greggs in formulating successful strategies for entering the Indian market.   
[bookmark: _Toc147830053]1.3. Statement of Problem: 
 The statement of the problem in this study serves as a clear and specific definition of the challenges and considerations that Greggs faces in entering the Indian market. It provides a focused direction for the research by highlighting the key issues and areas of concern that must be addressed. The following points expand on the potential challenges and considerations related to Greggs' entry into the Indian market:
Cultural differences: 
One of the significant challenges for Greggs in entering the Indian market is navigating cultural differences. India has a diverse culture with distinct regional preferences, culinary traditions, and eating habits. Greggs will need to understand and adapt to the cultural nuances to ensure that its product offerings align with the likes of Indian consumers. This may involve modifying recipes, introducing new flavours, and incorporating local ingredients to cater to the Indian taste palate.
Competition: 
The Indian food and beverage sector is highly competitive, with domestic and international players vying for market share. Greggs will face competition from well-established Indian bakery brands and global players who have already gained a foothold. Understanding the competitive landscape, identifying the main rivals, and developing strategies to differentiate from competitors will be crucial for Greggs’s success in the Indian market.
Regulatory environment: 
Another consideration for Greggs is the regulatory environment in India. The food and beverage industry is subject to various regulations and standards imposed by government agencies. Greggs must comply with food safety regulations, labelling requirements, and other legal obligations to ensure product quality and consumer safety. Familiarizing themselves with the regulatory landscape and establishing robust processes for compliance will be essential for Greggs' entry into the Indian market.
Consumer preferences: 
Understanding the preferences and expectations of Indian consumers is vital for Greggs to tailor its products and marketing strategies. Indian consumers have diverse tastes, dietary habits, and purchasing behaviours. Greggs must conduct market research to understand consumer preferences, such as vegetarian or vegan options, traditional Indian flavours, and affordability. Adapting its product offerings and marketing messages to meet these preferences will be critical for capturing the Indian consumer market.
By defining these challenges and considerations, the statement of the problem provides a specific and clear direction for the research. It outlines the areas the study will focus on to analyze and develop suitable market entry strategies for Greggs in the Indian market. Through addressing these challenges, the research aims to provide valuable insights and recommendations to assist Greggs in overcoming the barriers and achieving successful market entry in India.
[bookmark: _Toc147830054]1.4. Objectives of the Study: 
The research objectives outline the goals the study aims to achieve. These objectives include assessing Greggs' market entrance methods in international markets, analyzing the competitive environment of the Indian food and beverage sector, and providing acceptable market entry strategies for Greggs in the Indian market. Each objective should be clear, measurable, and directly related to the research questions.
[bookmark: _Toc147830055]1.5.  Research Questions: 
The research questions guide the analysis and help in addressing the research objectives. The questions listed in this section may include:
· What are Greggs's primary market entrance methods in Indian markets?
· Who are Greggs's main rivals in the Indian baking market?
· What are Greggs's probable advantages and disadvantages in entering the Indian market?
[bookmark: _Toc147830056]1.6. Scope and Limitations: 
 The scope and limitations section of the study defines the boundaries within which the research will be conducted and outlines the specific focus of the study. It provides clarity on the geographical and sectoral scope, as well as highlights the limitations that may impact the research. The following points expand on the size and regulations of the study:
Scope:
Geographical scope: The research focuses on Greggs' market entry strategies in the Indian market. The study delves into the opportunities and challenges associated with entering the Indian food and beverage sector and formulating effective strategies tailored to the Indian market.
Sectoral scope: The study primarily analyzes Greggs' market entry strategies within the Indian food and beverage sector, explicitly emphasizing the bakery segment. It explores the competitive landscape, consumer preferences, and market dynamics related to the bakery industry in India.
Limitations:
Data availability: One of the limitations that may be encountered is the availability of relevant and up-to-date data. Access to accurate and comprehensive data specific to Greggs' market entry strategies in the Indian market, as well as industry data on the Indian food and beverage sector, could pose challenges. Efforts will be made to gather reliable data from credible sources, but data availability may be limited to the depth of analysis.
Generalizability: The findings and recommendations of the study may have limitations in terms of generalizability. The research focuses specifically on Greggs’s market entry strategies in the Indian market and may not be directly applicable to other companies or markets. Therefore, it is essential to interpret the findings within the context of Greggs and the Indian food and beverage sector.
Time and resource constraints: The study may need more time and resources for data collection, analysis, and interpretation. Conducting comprehensive research within a limited timeframe and with limited resources may restrict the extent of data gathering and analysis. Efforts will be made to optimize the available resources and ensure a robust analysis within the given constraints.
Ethical considerations: Ethical considerations play a crucial role in research. The study will adhere to ethical guidelines and ensure the proper data handling, privacy protection, and ethical treatment of human subjects, if applicable. However, ethical considerations may introduce constraints that impact the research process or limit the type of data that can be accessed.
By defining the scope and limitations of the study, this section provides transparency and clarity on the boundaries within which the research is conducted. It acknowledges the potential limitations and challenges that may affect the research findings, interpretation, and generalizability. By understanding and considering these limitations, the research aims to provide valuable insights within the defined scope and contribute to understanding Greggs' market entry strategies in the Indian food and beverage sector.
[bookmark: _Toc147830057]1.7. Importance of the Study: 
    The importance of the study lies in its potential contributions to academia, industry, and the field of international business. This section highlights the significance of understanding the Indian market and its potential benefits and challenges for Greggs' expansion. The following points expand on the importance of the study:
· Academic contributions: The study holds academic importance as it fills a gap in the existing literature by analyzing Greggs' market entry strategies in the Indian market. By examining Greggs' experiences and processes, the study contributes to understanding international business expansion, market entry modes, and the challenges companies face in emerging markets. The study’s findings can add to the knowledge base and serve as a reference for future research in the field.
· Industry relevance: The study has practical implications for the industry, particularly for Greggs and other companies considering market entry into India. By analyzing Greggs' market entry strategies, the research can provide insights and recommendations to help companies formulate effective plans when entering the Indian market. The study's findings can guide decision-making processes, minimizing risks and increasing the likelihood of successful market entry.
· International business insights: Understanding the Indian market is crucial for companies operating in the international business arena. India offers immense growth potential but presents unique challenges due to its diverse culture, consumer preferences, and competitive landscape. By studying Greggs' market entry strategies in India, the research contributes to the field of international business by shedding light on the opportunities, challenges, and best practices for companies expanding into emerging markets.
· Potential benefits for Greggs: The study holds specific importance for Greggs as it provides a comprehensive analysis of market entry strategies in the Indian market. By identifying the advantages and disadvantages of entering the Indian market, the research can help Greggs make informed decisions and develop tailored strategies. The findings and recommendations of the study can assist Greggs in formulating effective market entry strategies, capitalizing on the market's potential, and achieving long-term growth and profitability.

[bookmark: _Toc147830058]Chapter 2: Literature Review

[bookmark: _Toc147830059]2.1. Introduction:
In today's global economy, expanding into international markets is crucial for sustained growth and profitability. This study focuses on Greggs, a UK-based bakery chain, considering entry into India's burgeoning food and beverage sector. This literature review aims to explore academic studies, theories, and findings related to market entry and competition in the food and beverage industry, offering insights for Greggs. The structure of the review follows defined objectives. Firstly, it examines various market entry methods, assessing their suitability for Greggs in the Indian market. Secondly, it analyzes the competitive landscape in India's food and beverage sector, highlighting key players, trends, and industry forces. Lastly, it explores potential advantages and disadvantages for Greggs in India, emphasizing factors influencing its success. This research aims to enhance our understanding of market entry strategies in the food and beverage sector, providing actionable recommendations aligned with Greggs' goals. The goal is to equip Greggs with the insights needed to make informed, strategic decisions for successful entry and sustainable growth in India.
Top of Form

[bookmark: _Toc147830060]2.2. Market Entrance Methods in International Markets:
Selecting the right market entry method is a critical decision for businesses venturing into international markets. Companies like Greggs, considering entry into the Indian market, can choose from various entry modes, including exporting, licensing, joint ventures, and wholly-owned subsidiaries. The choice of entry mode is influenced by factors such as market familiarity, resource availability, and the level of control desired. Strategic alliances and joint ventures are significant in the food and beverage industry as they allow for risk-sharing, knowledge exchange, and resource pooling when entering new markets.
[bookmark: _Toc147830061]2.2.1. Exporting: 
Exporting is a common and low-risk market entry method where companies sell their products or services from their home country to foreign markets. For Greggs, this approach enables them to gain market knowledge, test consumer receptiveness, and manage financial risks effectively. Exporting provides a cost-effective way to allocate resources strategically and adapt products and marketing strategies based on real-time responses from foreign consumers. It allows gradual expansion into different markets, enhancing brand exposure and diversifying revenue streams, reducing reliance on the domestic market.
[bookmark: _Toc147830062]2.2.2. Licensing: 
Licensing allows a company to grant permission to a foreign entity to produce and sell its products or use its intellectual property in exchange for royalties or licensing fees. Greggs can leverage licensing to enter foreign markets with lower financial risk and operational involvement. By partnering with a local licensee, Greggs can gain insights into the foreign market, delegate operational responsibilities, and spread the risks associated with entering a new market. Licensing offers a quicker market entry, and as consumers associate licensed products with the renowned Greggs brand, it strengthens brand recognition and reputation in foreign markets.
[bookmark: _Toc147830063]2.2.3. Joint Ventures: 
Joint ventures involve forming a new entity with shared ownership and control in collaboration with local firms. In the food and beverage industry, local knowledge and distribution networks are crucial. Joint ventures allow Greggs to access these strengths and gain insights into local preferences and regulatory environments. They also facilitate efficient distribution, risk-sharing, and cultural sensitivity in the target market. 
[bookmark: _Toc147830064]2.2.4. Wholly-Owned Subsidiaries: 
[bookmark: _Hlk142219785]Wholly-owned subsidiaries provide a high level of control and autonomy. Greggs can maintain full ownership and control over its operations, making it an attractive option for companies with extensive resources and a commitment to long-term growth. This approach offers complete control over business operations, safeguards intellectual property, and allows for reinvestment of all profits generated in the foreign market. Wholly-owned subsidiaries offer flexibility in responding to market changes and implementing strategic decisions without external partner consensus, enhancing competitive positioning over time. (Balasubramanian and Ponnachiyur Maruthasalam, 2021).         
[bookmark: _Toc147830065]2.3. Analysing the Indian Food and Beverage Sector
 
[bookmark: _Toc147830066] 2.3.1 Overview of the Indian Food and Beverage Industry: 
The Indian food and beverage industry is vital to the country's economy and significantly contributes to employment and GDP. Here are some additional points to further understand the overview of the Indian food and beverage industry:
1. Regional and Cultural Diversity: India is known for its rich cultural diversity, reflected in its food and beverage offerings. Each region has a unique cuisine and traditional dishes influenced by local ingredients, spices, and cooking techniques (Mashiane  et al., 2021). This diversity has led to a vast array of food products available across the country, catering to the diverse tastes and preferences of the Indian population.
2. [bookmark: _Hlk142219813]Growing Middle Class and Urbanization: The expanding middle-class population in India has been a critical driver of the food and beverage industry's growth. As people's incomes rise, there is an increased willingness to spend on convenience and processed food products, leading to a surge in demand for packaged and ready-to-eat items (Maldonado‐Pereira et al.,  2022). Additionally, the rapid urbanization in India has resulted in a shift in dietary habits, with more people opting for quick and on-the-go meals due to hectic lifestyles.
3. [bookmark: _Hlk142219833]Technological Advancements and Supply Chain Improvements: The industry has benefited from technological advancements in food processing and preservation techniques, improving product shelf life and quality (Ahmed et al., 2017). Additionally, there have been significant improvements in the food supply chain, from production to distribution, leading to better accessibility of food and beverage products across the country.
4. Government Initiatives and Foreign Investment: The Indian government has actively promoted the food processing sector by offering incentives, tax benefits, and subsidies to encourage investment and growth (Frank, 2021). This has attracted both domestic and foreign players to invest in the industry, leading to increased production capacities and the introduction of new products in the market.


[bookmark: _Toc147830067]2.3.2 Growth and Market Potential in India: 
 India’s food and beverage industry has been experiencing robust growth in recent years. With a large middle-class population and a rising number of working professionals, there is a growing demand for convenient and ready-to-eat food products.
1. Rising Disposable Income: India's economic growth and increasing per capita income have contributed to the expansion of the food and beverage industry. As more people have discretionary income, they are willing to spend on convenience foods, dining out, and premium products, leading to an overall increase in consumption.
2. Urbanization and Changing Lifestyles: The rapid pace of urbanization in India has led to significant lifestyle changes among its population. Due to time constraints, busy urban dwellers often seek quick and convenient food options, leading to demand for ready-to-eat and on-the-go food products (Łepecka et al., 2022). This trend is expected to continue as urbanization rates rise.
3. Convenience and Time-Saving Factors: The demand for convenient food products is rising due to busy work schedules, longer commutes, and an increasing number of dual-income households (Nakamoto et al., 2021). Consumers, particularly in urban areas, are seeking foods that require minimal preparation and can be consumed on the move, driving the growth of packaged and pre-prepared foods.
4. Growing Food Delivery and Online Platforms: Food delivery platforms and online ordering have transformed India’s food and beverage industry(Gomez y Paloma, 2020). Consumers now have easy access to various cuisines and food options, leading to increased consumption and the discovery of new products.
[bookmark: _Toc147830068]2.3.3 Competitive Landscape in the Indian Baking Market: 
1. Diverse Players: The Indian baking market is characterized by diverse players, ranging from small local bakeries to large-scale industrial and international brands (Bareket-Bojmel and Shuv-Ami, 2019). Local bakeries often cater to specific regions and communities, offering traditional and regional specialities, while international brands bring global expertise and standardized products.
2. Artisanal and Premium Offerings: As consumer preferences shift towards healthier and premium products, there has been a growing demand for artisanal and high-quality bakery items. Artisanal bakeries, mainly, have gained popularity as they focus on handcrafted, authentic, and unique offerings that appeal to discerning consumers.
3. International Presence: Several global baking companies have entered the Indian market, bringing a wide range of product offerings and established brand recognition (Gorbatov et al., 2021). These international brands often compete with local players by leveraging their global expertise, extensive distribution networks, and marketing capabilities.
4. Innovation and Product Diversification: To stay competitive, baking companies in India are continually innovating and diversifying their product portfolios. They are introducing new flavours, ingredient combinations, and healthier alternatives to cater to evolving consumer tastes and preferences.
[bookmark: _Toc147830069]2.3.4 Key Players in the Indian Baking Market: 
1. Britannia Industries: Britannia is one of India's leading biscuit and bakery product manufacturers and has a significant presence in the baking market. With a history dating back to 1892, Britannia has a wide range of products, including biscuits, cakes, bread, and dairy-based items (Jones, 2017). The brand's strong distribution network and focus on quality have contributed to its popularity among consumers.
2. Parle Products: Parle is another major player in the Indian baking industry and one of the country's oldest and most iconic biscuit brands. Founded in 1929, Parle offers various biscuits and cookies, catering to multiple taste preferences and age groups (Rouse and Ross, 2018). One of its flagship products, Parle-G, is India’s most famous biscuit brand.
3. ITC Limited: ITC Limited is a diversified conglomerate with a significant presence in the FMCG (Fast-Moving Consumer Goods) sector, including the baking segment. ITC's bakery division offers various products, including biscuits, cakes, and snacks, under famous brands like Sunfeast.
4. Local Bakeries and Patisseries: The Indian baking market is also characterized by numerous local bakeries and patisseries that cater to specific regions or cities. These local players often offer unique and authentic bakery products, including regional specialities and artisanal offerings (Lira et al., 2022). They play an essential role in preserving local culinary traditions and catering to the distinct tastes of their respective communities.
 

[bookmark: _Toc147830070]2.3.5 Consumer Trends and Preferences in India: 
Top of Form

1. Health and Wellness: The health-consciousness trend has gained significant momentum in India. Consumers are increasingly mindful of their dietary choices and seek healthier food options. This has led to a surge in demand for products with reduced sugar, salt, and trans fats (Moreira et al., 2018). Additionally, there is growing interest in functional foods that offer added nutritional benefits, such as fortified beverages and snacks.
2. Organic and Natural Products: Indian consumers strongly prefer organic and natural food products. This trend is driven by concerns about chemical residues in conventional produce and a desire for environmentally sustainable and ethically sourced items (Fialho et al., 2022). As a result, there is a growing market for organic fruits and vegetables, dairy products, and grains.
3. Plant-Based and Vegan Foods: India's interest in plant-based and vegan diets is rising. Health, environmental, and ethical considerations drive this trend, with many consumers choosing plant-based alternatives for milk, meat, and dairy products (Rodríguez-Martín et al., 2023). The popularity of plant-based protein sources like soy, lentils, and quinoa is also increasing.
4. Convenience and On-the-Go Snacks: The fast-paced urban lifestyle has increased demand for convenience foods and on-the-go snacks. Young professionals and students often seek quick and easily accessible food options that require minimal preparation ( Sina et al., 2018). This has given rise to various ready-to-eat meals, packaged snacks, and single-serve products.
[bookmark: _Toc147830071]2.3.6. Greggs' Market Entrance Methods in India: 
Greggs, an established bakery brand from the United Kingdom, would likely consider several market entry methods when expanding into India. Each method has advantages and challenges, and the final decision would depend on various factors specific to the Indian market. Here are some possible strategies that Greggs may adopt:
1. Franchising: Franchising is a popular market entry method for international brands in India. Greggs could partner with local entrepreneurs or business owners to open franchised outlets across different cities in India. Franchising allows for a faster and cost-effective expansion as the franchisees bear operational expenses and local market knowledge (Sõukand et al., 2021). This method could help Greggs establish its brand presence and penetrate diverse regions in India.
2. Joint Ventures: Entering a joint venture with a local partner or an established Indian food company could give Greggs valuable insights into the Indian market (Thorat et al., 2023). A joint venture would allow the company to leverage the local partner's understanding of consumer preferences, supply chain dynamics, and distribution networks, accelerating market entry and growth.
3. Partnerships with Local Distributors: Collaborating with local distributors or retail chains could be an effective way for Greggs to introduce its products to the Indian market quickly. Greggs can reach a wider audience by leveraging existing distribution networks without establishing its distribution infrastructure from scratch.
4. Direct Investment and Owned Stores: If Greggs aims to control its operations and brand experience, it may make direct investments and set up its stores in key locations (Gregg, 2020). This approach would require more significant capital investment and effort to establish a robust supply chain, but it provides greater control over brand image, product quality, and customer experience.
Understanding local regulations, cultural norms, and consumer behaviours is crucial for success in any market entry strategy. India's diverse and dynamic food and beverage industry offers opportunities and challenges. Greggs must devise a well-thought-out approach to establish a strong foothold in the country.
[bookmark: _Toc147830072]2.4.  Greggs' Market Entrance Methods in Indian Markets
[bookmark: _Toc147830073]
2.4.1 Current Market Entry Strategies of Greggs in International Markets:
 
a. Company-Owned Stores: Greggs has established its company-owned stores in several countries, directly operating and managing its outlets. This approach gives the company complete control over the brand experience, product quality, and customer service (Lücking, 2019). Company-owned stores also allow Greggs to maintain consistency across all locations and adapt to local consumer preferences.
b. Franchising: Greggs has expanded its presence in specific international markets through franchising. By partnering with local entrepreneurs or businesses, Greggs allows franchisees to operate outlets under the Greggs brand, following its established standards and recipes (Velkushanova et al., 2021). Franchising enables rapid expansion without significant capital investment from the company, as franchisees bear the costs of setting up and running the stores.
[bookmark: _Toc147830074]2.4.2 Examination of Greggs' Potential Market Entry Methods for India:
When considering entering the Indian market, Greggs could evaluate the following potential market entry methods:
a. Franchising: Given the complexity and diversity of the Indian market, franchising could be an attractive option for Greggs. Collaborating with local franchisees who deeply understand the local culture, consumer preferences, and regulatory landscape could facilitate smoother market entry and faster expansion across different regions in India.
b. Joint Ventures or Partnerships: Given the complexities of the Indian market, forming joint ventures or partnerships with established Indian food companies or retail chains could provide Greggs with invaluable local expertise and distribution networks (Haben et al., 2023). This approach could help the company navigate cultural nuances and regulatory challenges more effectively.
c. Company-Owned Stores: Setting up company-owned stores strategically could allow Greggs to establish a strong brand presence and maintain complete control over its operations and customer experience (Menon, 2021). While this method would require more significant capital investment and effort, it offers the opportunity to tailor the product offerings to local tastes.
d. Online Presence and Food Delivery: Considering the growing popularity of online food delivery platforms in India, having a robust online presence and partnering with existing food delivery services could provide Greggs with a broader reach and cater to urban consumers who seek convenience and on-the-go options.
[bookmark: _Toc147830075]2.4.3 Suitability of Each Market Entry Method for the Indian Market:
The suitability of each market entry method for the Indian market depends on various factors, including:
a. Regulatory Environment: India's regulatory environment can be complex and varies across states and regions. Choosing the correct entry method that aligns with local regulations and permits is crucial for a smooth market entry(Roth, 2018).
b. Local Consumer Preferences: Understanding the diverse tastes and preferences of Indian consumers is vital for success. A market entry method that allows for product localization and adaptation would resonate better with Indian consumers.
c. Capital Investment and Risk Tolerance: The level of capital investment and risk tolerance will influence the choice of market entry method (Antonaki, 2022). Franchising and partnerships offer lower capital requirements, while company-owned stores involve more substantial upfront investment.
d. Growth and Expansion Plans: Greggs' long-term growth and expansion plans in India will also play a role in determining the most suitable market entry method. Each method comes with its own pace of expansion and scalability.
[bookmark: _Toc147830076]2.5. Competitors Analysis in the Indian Baking Market
[bookmark: _Toc147830077]2.5.1 Identification of Greggs' Main Rivals in the Indian Baking Market:
In the Indian baking market, Greggs would face competition from domestic and international players. Some of its main rivals could include:
a. Britannia Industries: Britannia is one of the leading and well-established players in the Indian baking industry. Britannia has a strong presence nationwide with a wide range of biscuit and bakery products, including cakes, bread, and dairy-based items.
b. Parle Products: Parle is another major competitor in the Indian bakery segment. It is one of the country's oldest and most recognized biscuit brands, known for its flagship product, Parle-G.
c. ITC Limited (Bakery Division): ITC, a diversified conglomerate, operates in the bakery segment through its Sunfeast brand (Talwar  and Garg, 2019). It offers a variety of biscuits, cakes, and snacks to cater to different consumer segments.
[bookmark: _Toc147830078]2.5.2 Analysis of Competitors' Strategies and Market Positioning:
· Britannia Industries: Britannia focuses on a diverse product portfolio, catering to various segments of consumers. It emphasizes quality and innovation, introducing new flavours and variants to appeal to changing consumer preferences.
· Parle Products: Parle-G has maintained its position as a household name in India. Parle Products relies on its established brand image and widespread distribution network to maintain market share.
· ITC Limited (Bakery Division): ITC's Sunfeast brand has positioned itself as a premium offering, targeting urban consumers and health-conscious individuals (Camargo et al., 2020). The brand has proactively launched healthier variants and premium products to meet evolving consumer demands.
[bookmark: _Toc147830079]2.5.3 Assessment of Competitors' Strengths and Weaknesses:
· Britannia Industries: Strengths include its extensive distribution network, established brand presence, and diverse product portfolio. However, it may face challenges adapting to rapidly changing consumer preferences and competition from local and international brands.
· Parle Products: Parle-G's strength lies in its brand recognition and affordability. However, it may need to focus on product innovation and catering to health-conscious consumers to stay relevant in a changing market (Quirk, 2019).
· ITC Limited (Bakery Division): ITC's strength lies in its premium positioning and focus on healthier products. However, it may face challenges in penetrating rural markets and competing with well-established brands.
[bookmark: _Toc147830080]2.6. Advantages and Disadvantages of Entering the Indian Market
[bookmark: _Toc147830081]2.6.1 Potential Advantages for Greggs in Entering the Indian Market:
a. Large and Growing Consumer Base: India's population is one of the largest in the world, providing a vast consumer base for companies like Greggs (ULIANOVA, 2022). The country's growing middle-class population with increasing disposable income presents a significant opportunity for the company to tap into a potentially lucrative market.
b. Rising Demand for Convenience Foods: The fast-paced urban lifestyle in India has led to a growing demand for convenient and on-the-go food products. The company can capitalize on this trend as Greggs specializes in bakery items that cater to quick snacks and meals.
c. Increasing Health Consciousness: With the rising health awareness among Indian consumers, there is a growing demand for healthier and organic food options. Greggs can introduce its more beneficial product variants to align with this preference.
[bookmark: _Toc147830082]2.6.2 Potential Disadvantages and Challenges for Greggs in the Indian Market:
a. Diverse and Complex Market: India's diverse culture, languages, and regional preferences can challenge a foreign company like Greggs to understand and cater to the varied tastes of different regions.
b. Intense Competition: The Indian baking market is highly competitive, with well-established domestic players and local bakeries vying for market share (Ashok Singh Malhi and Kovid, 2022). Greggs will face competition from solid local brands with a deep understanding of the Indian market.
c. Regulatory and Legal Hurdles: India's regulatory environment can be complex and subject to frequent changes. Complying with local regulations, obtaining licenses, and navigating bureaucratic processes can be time-consuming and challenging.
[bookmark: _Toc147830083]2.7. Market Entry Strategies for Greggs in the Indian Market
[bookmark: _Toc147830084]2.7.1 Recommended Market Entry Strategies Based on Research Findings:
Based on the research findings and the analysis of the Indian food and beverage industry, the following market entry strategies are recommended for Greggs to enter the Indian market successfully:
a. Franchising: Considering the complexity and diversity of the Indian market, franchising can be an effective and efficient market entry method for Greggs. Partnering with local entrepreneurs or business owners as franchisees will allow the company to leverage its knowledge of local consumer preferences, regional tastes, and distribution networks (Haben et al., 2023). Franchising will enable rapid expansion without the need for significant capital investment from the company.
b. Product Localization: To cater to Indian consumers' diverse tastes and preferences, Greggs should focus on product localization. The company can adapt its product offerings to suit local tastes, introduce regional flavours, and incorporate healthier and organic options to align with the increasing health-consciousness of Indian consumers.
c. Online Presence and Food Delivery: Establishing a robust online presence and partnering with existing food delivery platforms will give Greggs a wider reach and access to urban consumers seeking convenience and on-the-go food options(Tsai et al., 2023). This will complement the physical store presence and help reach a broader customer base.
d. Strategic Partnerships: Forming strategic partnerships or joint ventures with local distributors, retailers, or established food companies will provide valuable market insights and access to distribution networks. Such alliances will aid in navigating the complex Indian market landscape and complying with local regulations.
[bookmark: _Toc147830085]2.7.2 Risk Mitigation Strategies for Successful Market Entry:
To mitigate risks associated with entering the Indian market, Greggs should consider the following strategies:
a. Thorough Market Research: Comprehensive market research is crucial to understanding consumer behaviour, preferences, and regional variations. This will help Greggs tailor its product offerings and marketing strategies to resonate with Indian consumers.
b. Pilot Testing: Before full-scale expansion, Greggs can pilot test its products in select cities or regions to gauge consumer response and make necessary adjustments based on feedback.
c. Compliance and Legal Support: Engaging legal experts to navigate the complex regulatory landscape will ensure compliance with local laws and regulations related to food safety, labelling, and import/export requirements(Ehor Nazymko and Olena Nazymko, 2019).
d. Supply Chain Optimization: Building a robust supply chain and logistics network is vital to ensure consistent product availability and quality across all outlets. Greggs should carefully select reliable suppliers and distribution partners.
e. Brand Building and Marketing: Investing in effective marketing and brand-building efforts will help create awareness and establish a strong brand presence in the Indian market. Localized marketing campaigns will resonate better with Indian consumers(Moore, 2020).
[bookmark: _Toc147830086]2.7.3 Strategic Implementation and Resource Allocation:
Strategic implementation will involve careful resource allocation and efficient deployment of funds. Greggs should prioritize critical areas such as market research, product development, distribution, and marketing. Allocating resources based on the chosen market entry strategies, such as franchising or product localization, will be essential. The company should also invest in training and support for franchisees to ensure consistent brand standards and product quality across all outlets. Strategic partnerships with local distributors and retailers also require resource allocation for joint marketing efforts and collaborative expansion plans. Adaptability and agility are crucial during implementation (Hsu et al., 2021). Greggs should remain flexible to adjust based on real-time market feedback and changing consumer preferences. Regular assessment of the market entry strategies' performance and alignment with the Indian market dynamics will help the company make informed decisions and achieve successful market penetration.
[bookmark: _Toc147830087]2.8. Literature Gap
[bookmark: _Toc147830088]2.8.1 Existing Studies on Market Entry Strategies:
Market entry strategies have been extensively studied in international business and marketing. Many existing studies focus on multinational companies’ strategies when entering new foreign markets, analyzing their choices, successes, and failures. These studies often examine various industries and countries to understand market entry decisions comprehensively. In the food and beverage industry context, several studies have explored market entry strategies for multinational food companies entering emerging markets, including India. These studies often analyze companies’ challenges in adapting to local consumer preferences, regulatory environments, and cultural nuances. Furthermore, specific studies may have focused on the Indian food and beverage industry, examining market dynamics, consumer preferences, and the competitive landscape. Such studies provide insights into foreign companies' opportunities and challenges while entering the Indian market.
[bookmark: _Toc147830089]2.8.2 Identified Gaps in the Literature:
Despite the existing body of research on market entry strategies, there are still some notable gaps in the literature:
a. Limited Focus on Bakery Industry: While there are studies on market entry strategies in the food and beverage sector, there is a relatively limited focus on the bakery industry specifically. Bakery products have unique characteristics and consumer preferences, which may necessitate different market entry approaches compared to other food segments.
b. Inadequate Emphasis on Specific Countries: India's market dynamics differ significantly from other emerging markets, and there may be gaps in the literature that specifically address market entry strategies in the Indian food and beverage industry. More research is needed to understand the nuances of the Indian market, including regulatory challenges, distribution networks, and regional variations.
c. Comparative Studies: Few studies may have compared the effectiveness of different market entry strategies in specific contexts. A comparative analysis of various entry modes, such as franchising, joint ventures, and company-owned stores, would be valuable in identifying the most suitable strategy for foreign companies entering the Indian market.
d. Contemporary Updates: The food and beverage industry, including the bakery segment, continuously evolves, influenced by changing consumer preferences, technological advancements, and global events. Some existing studies may need more information, and up-to-date research is required to reflect the current market conditions.
e. Small and Medium Enterprises (SMEs): Many studies in the literature may focus on multinational corporations, potentially overlooking the experiences of SMEs attempting to enter the Indian market. Understanding the challenges faced by smaller businesses can provide valuable insights for SMEs seeking to join India's competitive food and beverage industry.
f. Regional and Cultural Analysis: While some studies examine the Indian market, there may be gaps in regional and cultural analysis. Different states and regions in India have distinct culinary traditions and consumer preferences. Further research focusing on regional variations can help companies tailor their market entry strategies accordingly.
Addressing these gaps in the literature can provide valuable insights for companies like Greggs planning to enter the Indian bakery market. Understanding the challenges and opportunities in the Indian context will aid in making informed decisions and formulating effective market entry strategies.
[bookmark: _Toc147830090]2.9. Conceptual Framework
[bookmark: _Toc147830091]2.9.1. Market Entry Strategies for International Companies in India
Joint Ventures: International companies often opt for joint ventures as a strategic entry mode in the Indian market. This approach involves partnering with a local company or business entity to establish a mutually beneficial collaboration. Joint ventures allow international firms like Greggs to leverage the local partner's expertise, established network, and understanding of the Indian market. The review delves into the advantages of risk-sharing, access to local market knowledge, and accelerated market penetration that joint ventures offer (Königshofer et al., 2022). Simultaneously, it discusses the challenges of shared decision-making, cultural differences, and potential conflicts between partners.
Acquisitions: Acquisitions involve international companies, such as Greggs, acquiring an existing Indian bakery or food chain to gain an immediate market presence. This market entry strategy offers rapid access to an established customer base, supply chain, and brand recognition. The review explores the benefits of acquiring a going concern, which provides a shortcut to overcoming initial market barriers and gaining a competitive edge (Volberda et al 2021). However, the review also addresses the potential challenges, such as cultural integration, financial considerations, and regulatory compliance when acquiring an Indian business.
Greenfield investments entail international companies establishing their presence in India from scratch, building new facilities, and establishing operations. This market entry strategy gives companies like Greggs complete control over the business and brand. The review discusses the advantages of customization, control over operations, and long-term sustainability (Parilina et al., 2022). Yet, it also highlights the time-consuming nature of greenfield investments, the need for substantial resources, and the risks associated with market uncertainties.
 Strategic Partnerships: Strategic partnerships involve collaboration with Indian companies, government agencies, or organizations to pursue specific business objectives jointly. These partnerships can be formed for various purposes, including market expansion, research and development, or addressing regulatory requirements. The review explores the advantages of leveraging complementary capabilities, shared resources, and risk reduction through strategic partnerships (Shin et al., 2020). However, it also addresses the challenges of aligning interests, managing expectations, and maintaining a mutually beneficial relationship over time.Top of Form
[bookmark: _Toc147830092]2.9.2. Cultural Differences and Market Entry
Cultural factors shape international companies' decisions and strategies when entering the Indian market. The review provides comprehensive insights into how cultural nuances impact various aspects of market entry:
Communication: Effective communication is vital for any company's success in a new market. The literature highlights how cultural differences can significantly influence communication patterns between international companies, such as Greggs, and their Indian stakeholders. Variations in language, communication styles, and non-verbal cues can impact the clarity of messages, potentially leading to misunderstandings or misinterpretations (Thomas et al., 2017). The review delves into strategies to bridge communication gaps and foster effective communication with Indian partners, employees, and customers.
Consumer Behaviour: Understanding consumer behaviour is essential for crafting successful marketing strategies. The literature reveals how cultural factors influence Indian consumers' preferences, purchase decisions, and brand perception. It discusses how cultural values, traditions, and social norms influence consumers' product choices, pricing sensitivities, and brand loyalty (Zhang et al., 2022). By delving into these cultural aspects, the review provides valuable insights for Greggs to tailor its products and marketing campaigns to resonate with Indian consumers.
Business Practices: Cultural differences impact business practices and approaches to conducting transactions in India. The literature review examines how cultural norms affect negotiation styles, relationship-building, and decision-making processes in the Indian business context (Christiansen, 2021). Understanding these cultural nuances is crucial for Greggs to navigate business dealings, establish trust with local partners, and build long-term business relationships in India.
 Organizational Culture: Cultural differences also extend to the realm of organizational culture. The literature review explores how the cultural diversity between Greggs' corporate culture and the Indian work culture can impact employee engagement, motivation, and productivity. It addresses the challenges of aligning diverse organizational cultures, fostering a harmonious work environment, and promoting cross-cultural collaboration.

[bookmark: _Toc147830093]2.9.3. Consumer Preferences and Local Adaptation
Understanding and aligning with these preferences is critical for gaining a competitive advantage and establishing a solid presence in the diverse Indian market. The review examines various aspects of consumer preferences and local adaptation:
Pricing Strategies: Pricing strategies are pivotal in influencing consumer decision-making, particularly in a price-sensitive market like India. The literature reveals how international companies have developed pricing strategies that resonate with Indian consumers' budgetary considerations and value perceptions (Sankhyayan and Dasgupta, 2019). This includes offering competitive pricing, economy product lines, and flexible pricing models to appeal to different consumer segments and enhance market penetration.
Product Localization Efforts: Successful market entry requires product localization, where international companies tailor their offerings to align with Indian consumers' tastes and preferences. The review investigates how companies like Greggs have adapted their products to suit local requirements (Jenkins et al., 2018). This may involve modifying ingredients, flavours, and portion sizes or introducing region-specific menu items that reflect Indian culture, cuisine, and dietary habits.
Menu Customization: To cater to the diverse demands of the Indian market, international companies often implement customized menus that resonate with local preferences. The literature explores how companies like Greggs have curated menus to accommodate varying regional tastes while maintaining their core brand identity (Gregg, 2020). Menu customization may include offering vegetarian or vegan options, incorporating popular local ingredients, or introducing special items for specific regions.
Marketing Strategies: Effective marketing strategies must also align with the preferences and values of Indian consumers. The review examines how international companies have tailored their marketing campaigns to connect with Indian cultural values, aspirations, and lifestyle choices (Kinley et al 2023). This may involve using localized advertising, endorsements by famous local figures, and leveraging festivals and cultural events to promote products effectively.
Digital and E-commerce Adaptation: With the rapid rise of digitalization and e-commerce in India, international companies must adapt their online presence and distribution channels. The literature review investigates how companies like Greggs have embraced digital marketing, mobile apps, and e-commerce platforms to reach a wider audience and facilitate convenient ordering and delivery options in the Indian market.

[bookmark: _Toc147830094]2.9.4. Regulatory Environment and Market Entry
Navigating the complex regulatory landscape is a crucial consideration for successful market entry. The review explores various aspects of the regulatory environment:
Foreign Direct Investment (FDI) Policies: FDI policies significantly impact international companies' investment decisions in India. The literature examines how global companies have assessed and complied with India's FDI policies to determine the extent of foreign ownership allowed in the bakery and food industry(Biswas and Dey, 2021). Understanding FDI regulations is essential for companies like Greggs to determine the appropriate entry mode and level of ownership in the Indian market.
Intellectual Property Protection: Protecting intellectual property (IP) rights is crucial for international companies entering the Indian market. The literature review investigates how companies like Greggs have navigated India's IP laws to safeguard their brand, product patents, and other proprietary assets. Adequate IP protection ensures the company's unique offerings and innovations remain secure in a competitive market.
Compliance with Food Safety Standards: Complying with food safety and hygiene standards is paramount for companies operating in the food industry. The literature explores how international companies have adapted their processes and operations to meet India's food safety regulations (Wu et al., 2017). Compliance is essential to build consumer trust, uphold the brand reputation, and avoid legal and reputational risks.
Product Labeling and Packaging Regulations: Product labelling and packaging regulations also impact market entry strategies. The literature review investigates how international companies have adjusted their labelling and packaging practices to adhere to Indian regulatory requirements. Clear and compliant labelling is crucial for communicating product information accurately and transparently to consumers.
Local Taxation and Customs Duties: Understanding local taxation and customs duties is essential for international companies' financial planning. The review explores how companies like Greggs have analyzed tax implications, import duties, and customs procedures to optimize cost efficiency and economic sustainability in the Indian market.

[bookmark: _Toc147830095]2.9.5. Competitive Landscape and Market Entry
Given the competitive nature of the Indian bakery and food industry, the literature reviews how international companies have approached market entry in the face of competition. It identifies critical competitors and examines successful market entry strategies rival firms adopt.
Competitor Analysis: Understanding key competitors is essential for international companies planning market entry in India. The literature investigates how companies like Greggs have conducted competitor analysis to identify major players in the Indian bakery and food industry. This analysis may encompass identifying direct competitors offering similar products and potential indirect competitors with overlapping customer segments.
Market Positioning: The literature review delves into how international companies have strategically positioned themselves in the Indian market to stand out amidst competition (Chakraborty, 2018). Companies like Greggs may adopt unique value propositions, positioning themselves as offering premium quality, affordability, health-conscious options, or other differentiating factors to attract specific consumer segments.
Differentiation Strategies: Companies often implement differentiation strategies to gain a competitive advantage. The literature examines how international companies have differentiated their products, services, or brand image to carve a distinct identity in the Indian market. This could include innovative product offerings, superior customer service, or exclusive partnerships.
Market Entry Timing: Market entry timing can significantly impact a company's success in a competitive industry. The literature review explores how international companies have assessed the timing of their market entry into India (Winter, 2022). Companies may enter the market during favourable economic conditions, seasonal demand peaks, or specific industry trends to maximize opportunities.
Local Partnerships and Collaborations: Collaborating with local partners can provide international companies with valuable insights and resources. The literature reviews how companies like Greggs have partnered with Indian businesses to gain market access, local expertise, and a broader customer base.
 Innovations and Adaptations: The review investigates how international companies have embraced innovations and adaptations to meet the evolving needs of Indian consumers. Companies may introduce new product variations, adopt sustainable practices, or incorporate technological advancements to stay ahead in a competitive market.

[bookmark: _Toc147830096]2.9.6. Application of the Conceptual Framework to Greggs
Considering the company's unique strengths, available resources, and long-term objectives, this review identifies Greggs's most suitable market entry method in India. The analysis encompasses the following key aspects:
Company's Strengths and Core Competencies: The review examines Greggs’s core competencies and competitive advantages as a prominent bakery and food chain. These strengths may include a well-established brand reputation, a diverse product portfolio, efficient supply chain management, and strong customer loyalty in its home market. The section evaluates how these strengths can be leveraged in the Indian market and which market entry method aligns best with Greggs' existing capabilities.
Market Research and Consumer Insights: Market research and consumer insights play a crucial role in identifying opportunities and understanding the preferences of Indian consumers. The review explores how Greggs has conducted market research to gauge the demand for its products in India, identify potential consumer segments, and assess the competition (Ryan Vroegindewey et al., 2021). This information will help Greggs tailor its market entry strategy to cater to the specific preferences and needs of Indian consumers.
 Resource Assessment: Entering a new market requires carefully considering available resources and financial capacity. The review evaluates how Greggs has assessed its resources and financial capabilities to support the chosen market entry method. This includes evaluating the investment required, potential risks, and expected returns in the Indian market.
 Long-term Objectives and Market Potential: The review considers Greggs' long-term objectives and how the Indian market fits into its overall expansion strategy. It examines the growth potential of the Indian bakery and food industry, along with the market's receptiveness to international brands. By aligning the market entry strategy with its long-term objectives, Greggs can ensure sustainable growth and success in India.
Risk Analysis and Mitigation: Market entry involves inherent risks and uncertainties. The review analyzes how Greggs has conducted a risk assessment, identifying potential challenges and obstacles in the Indian market. It explores the strategies and contingency plans to mitigate these risks and ensure a smooth market entry process.
[bookmark: _Toc147830097]2.10. Limitations and Future Research Directions
[bookmark: _Toc147830098]2.10.1 Limitations of the Study:
a. Data Availability: The research's limitations could be attributed to data availability and accessibility, particularly in rapidly changing markets like India. Some data used in the analysis may have needed to be updated or limited in scope, potentially affecting the accuracy of findings.
b. Generalizability: The research focused on the Indian food and beverage industry, emphasizing the baking market. The findings may need to be more generalizable to other countries or industries, as market dynamics and consumer preferences vary significantly.
c. Timeframe: The research was conducted up to September 2021, and the industry landscape may have evolved since then. Emerging trends and market changes post-2021 were not considered in the analysis.
d. Lack of Primary Data: The study relied on secondary data sources, and primary data collection through surveys or interviews needed to be conducted. Primary data collection could have provided more in-depth insights into consumer preferences and industry trends.
[bookmark: _Toc147830099]2.10.2 Suggestions for Future Research in Market Entry Strategies:
a. Comparative Analysis: Future research could conduct a comparative analysis of various market entry strategies in different industries and countries, considering the effectiveness, challenges, and outcomes of each design.
b. Longitudinal Studies: Longitudinal studies tracking the market entry experiences of companies over an extended period can provide valuable insights into the long-term performance and sustainability of different market entry strategies.
c. Case Studies: In-depth case studies of successful and unsuccessful market entry attempts by companies in the food and beverage industry, including bakeries, can offer practical lessons and best practices.
d. Impact of Technology: As technology continues to reshape the food and beverage industry, future research could explore the impact of digitalization, e-commerce, and online food delivery on market entry strategies.
e. Consumer Behavior Analysis: In-depth research on consumer behaviour, preferences, and purchase patterns specific to bakery products in India could help companies tailor their market entry strategies more effectively.
f. Market Entry Strategies for SMEs: Considering the importance of small and medium-sized enterprises (SMEs) in the food and beverage industry, future research could focus on market entry strategies tailored to the needs and constraints of SMEs.
By addressing these limitations and exploring the suggested research directions, scholars and practitioners can deepen their understanding of market entry strategies and equip companies like Greggs with more nuanced insights for successful market expansion in India and beyond.

[bookmark: _Toc147830100]Chapter 3: Methodology

[bookmark: _Toc147830101]3.1. Introduction:
This chapter presents the quantitative research methodology used to achieve the research objectives and answer the research questions. The research aims to analyze market entry strategies for Greggs in the Indian food and beverage sector, specifically focusing on the baking market. The quantitative approach uses exploratory research methods to provide data-driven insights into Greggs' market entrance methods, competitive environment, and suitable market entry strategies for India.
[bookmark: _Toc147830102]3.2. Research Design:
[bookmark: _Toc147830103]3.2.1. RESEARCH APPROACH: 
The quantitative research approach employed in this study aims to provide a systematic and empirical investigation of market entry strategies for Greggs in the Indian food and beverage sector. The process involves using numerical data to explore and understand relationships between crucial study variables. The study utilizes exploratory research methods to achieve its objectives. 
[bookmark: _Toc147830104]a) Exploratory Research: Exploratory research involves investigating a phenomenon, in this case, the Indian baking market, to gain a preliminary understanding and identify potential factors that may influence market entry strategies. Instead of relying on close-ended survey questions, exploratory research uses open-ended inquiries and qualitative data to explore consumer preferences, health consciousness, and on-the-go snacking habits(Koenig-Lewis et al., 2022). Exploratory research provides valuable insights into the factors that may impact market entry strategies. It helps identify emerging trends, consumer preferences, and potential opportunities or challenges in the Indian baking market. 
[bookmark: _Toc147830105]b) Data Collection: Data collection for exploratory research involves conducting in-depth interviews, focus group discussions, and content analysis of existing literature and market reports. These methods allow for a deeper exploration of consumer behaviors, preferences, and market dynamics. 
[bookmark: _Toc147830106]c) Types of Data: The data examined in exploratory research include qualitative data such as consumer opinions, attitudes, and perceptions. This qualitative data is then analyzed to identify patterns, themes, and emerging insights that can inform market entry strategies. Overall, the quantitative research approach using exploratory research methods allows for a structured yet flexible analysis of market entry strategies for Greggs in the Indian market (Baule and Naumann, 2022). By exploring qualitative data sources and gaining a deeper understanding of consumer preferences and market dynamics, the study provides valuable insights that serve as a foundation for evidence-based recommendations to guide Greggs' successful market expansion in India.
[bookmark: _Toc147830107]3.3. Data Collection:
To gather the data for the study, a combination of primary and secondary data collection methods is employed:
a. Online Surveys: An online survey is conducted to gain insights into the preferences of Indian consumers regarding bakery products, health consciousness, and on-the-go snacking habits(Wu et al., 2022). The survey is designed with close-ended questions, providing predefined response options to ensure consistency in data collection and facilitate quantitative data analysis.
· Sampling Method: A representative sample of Indian consumers is selected to ensure the survey's findings can be generalized to the broader bakery product consumers in India. The sampling method may involve random or stratified sampling to capture diverse demographics and geographic regions.
· Survey Questions: The survey includes questions that explore various aspects related to consumer preferences, such as favourite bakery products, preferred flavours, dietary choices (e.g., vegan, gluten-free), and frequency of on-the-go snacking. Additionally, the survey assesses health consciousness by inquiring about factors like interest in organic or low-sugar products (Brothers et al., 2019).
· Data Analysis: Quantitative data analysis techniques are applied to the survey responses. Descriptive statistics, including frequency distributions and measures of central tendency, are used to summarize and present the survey data. The findings from the survey provide valuable insights into consumer preferences and behaviours in the Indian baking market, informing the development of market entry strategies for Greggs.
The suevey can be accessed by the following link:
https://docs.google.com/forms/d/e/1FAIpQLSdkoX72wV9rnx9oABrMqq3JsFfe_D9C-sxFlguhJ9tSBmg5Ag/viewform?usp=pp_url
1. Is there good potential for Greggs to enter india market? why ?
Yes, there is good potential for Greggs to enter the Indian market. The research aims to analyze market entry strategies for Greggs in the Indian food and beverage sector, specifically focusing on the baking market. The exploratory research methods used, including online surveys and the analysis of secondary data, are designed to gain insights into consumer preferences and behaviors in the Indian baking market. This information can help Greggs tailor its offerings to meet the needs and preferences of Indian consumers, indicating a potential market opportunity.
2. What entery method they would choose? why?
Greggs could consider the "Buy Up the Company" market entry method in India. This method involves acquiring an existing bakery or chain in the Indian market that is already operational and established. The advantages of this method include rapid market entry, access to an established customer base, supply chain integration, local market knowledge, and potential brand recognition. These advantages make it an attractive option for Greggs to establish a significant presence quickly and effectively in the competitive Indian bakery and food industry.
3. What new/novel elements can greggs introduce in the indian market? why?
Greggs could introduce new and novel elements in the Indian market, such as artisanal bakery products. The research suggests that there is a growing interest in artisanal bakery products among Indian consumers, indicating a potential market niche. By offering unique and high-quality artisanal bakery items, Greggs can differentiate itself in the market and cater to the preferences of consumers seeking more premium and innovative options. This approach aligns with emerging trends and can help Greggs gain a competitive edge in the Indian bakery sector.

b. Secondary Data: Secondary data from reliable and reputable sources are utilized to gather information on two key aspects:
1. Greggs' Market Entrance Methods in International Markets: Information about Greggs' market entry strategies in various international markets is obtained from industry reports, case studies, and published articles. This data offers insights into Greggs’s methods to enter new markets, such as joint ventures, franchises, or direct investment(Gregg and Crane, 2021).
2. Competitive Landscape in the Indian Food and Beverage Sector: Data on the Indian food and beverage sector, particularly the baking market, is gathered from academic journals, industry reports, and government publications. This secondary data provides valuable information about key players in the market, their market share, growth trends, and competitive strategies.
By leveraging secondary data, the study gains a comprehensive understanding of the competitive environment in the Indian baking market and the potential challenges and opportunities for Greggs' market entry.
Overall, the data collection process employs a balanced mix of primary and secondary data sources to ensure a robust and data-driven analysis of market entry strategies for Greggs in the Indian food and beverage sector. Combining online surveys and secondary data allows for a comprehensive exploration of consumer preferences, market dynamics, and competitive landscape. This enables evidence-based recommendations to guide Greggs' successful market expansion in India.
3. 3.1. Financial Statements
As mentioned, we collected the financial data of Greggs company from 2020-2022 to get our results for the research paper. Following are the financial statements from where the data was extracted to fetch our desired results:
(a) Financial Statements for the year 2020.
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(b) Financial Statements for the year 2021.
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(c) Financial Statements for the year 2022.
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[bookmark: _Toc147830108]3.4. Data Analysis:
[bookmark: _Toc147830109]Top of Form3.4.1. EXPLORATORY DATA ANALYSIS: 
Exploratory data analysis is employed to delve into the information collected from the online survey, primarily focusing on understanding consumer preferences for bakery products, health consciousness, and on-the-go snacking habits in the Indian baking market. This approach involves qualitative methods to explore the data without relying on traditional descriptive or correlational statistical techniques.
Analysis Aspect Description and Purpose Example Interpretation 
Themes and Patterns Identification Identifies recurring themes and patterns in qualitative responses Unearths a recurring theme of consumers seeking healthier snacking options and a preference for locally sourced bakery products. Opinion Clusters Groups similar opinions and preferences to identify distinct clusters Reveals that a subgroup of participants with a preference for gluten-free bakery products shares a common concern for dietary restrictions. Emerging Trends Recognizes new or emerging trends in consumer behavior and preferences Discovers a growing interest in artisanal bakery products, indicating a potential market niche. Narrative Analysis Examines respondents' narratives to gain insights into their motivations and decision-making processes Provides insights into the emotional connection consumers have with bakery products, influencing their choices. By employing exploratory data analysis, the study aims to uncover nuanced insights and emerging trends within the Indian baking market. This analysis helps identify consumer segments, preferences, and market dynamics that may not be readily apparent through traditional quantitative methods.
[bookmark: _Toc147830110]3.4.2. DEMOGRAPHIC INSIGHTS: 
In addition to exploratory data analysis, the study explores demographic data to gain insights into potential correlations between consumer preferences, health consciousness, and on-the-go snacking habits. Demographic factors such as age, gender, and income are examined qualitatively to understand their influence on consumer behavior. Analysis Aspect Description and Purpose Example Interpretation Demographic Trends Identification Identifies patterns and trends in consumer preferences among different demographic groups Discovers that younger consumers are more inclined towards innovative bakery products, while older consumers prefer traditional options. Influence of Socioeconomic Factors Examines how income levels may impact health-conscious choices and snacking habits Finds that consumers with higher incomes are more likely to prioritize organic and premium bakery products. Gender-Based Preferences Explores gender-specific preferences and their implications for market entry strategies Notices that female respondents express a stronger preference for gluten-free bakery products.
The analysis of demographic insights complements the exploratory research by providing a deeper understanding of how demographic factors may shape consumer behavior and preferences within the Indian baking market. Overall, the exploratory research approach, coupled with the exploration of demographic data, allows for a holistic and qualitative analysis of the survey data. These analyses contribute to evidence-based recommendations for Greggs' market entry strategies, taking into consideration the rich and nuanced insights obtained from consumer narratives and demographic correlations in the Indian food and beverage sector.
Table: Summary of Exploratory Data Analysis and Demographic Insights
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[bookmark: _Toc147830111]3.5. Market Entry Methods
One of the essential market entry methods that Greggs can explore is "Buy Up the Company." This method involves the acquisition of an existing bakery or chain in the Indian market to establish a significant presence quickly and effectively.
[bookmark: _Toc147830112]3.5.1.  Buy Up the Company
Description: The "Buy Up the Company" market entry method entails the acquisition of a local bakery or chain that is already operational and established in the Indian market (Prashar et al., 2017). Greggs can carefully identify potential target companies that align with its strategic objectives and have a strong presence in the Indian bakery and food industry.
[bookmark: _Toc147830113]3.5.1.1. Advantages:
· Rapid Market Entry: Acquiring an established company allows Greggs to enter the Indian market without starting from scratch, saving valuable time and resources.
· Access to Established Customer Base: The acquired company would already have an existing customer base, providing Greggs with immediate access to a loyal clientele and reducing the time required to build brand awareness (Valendin  et al., 2022).
· Supply Chain Integration: Through the acquisition, Greggs can integrate its supply chain with the acquired entity, streamlining operations and enhancing overall efficiency in the Indian market.
· Local Market Knowledge: The management and employees of the acquired company possess valuable insights into the local market, consumer preferences, and cultural nuances (Isaakyan, 2023). This knowledge empowers Greggs to make informed decisions tailored to the Indian market.
· Brand Recognition: If the acquired company has a strong brand presence and reputation, Greggs can leverage its goodwill and customer trust to gain a competitive edge.
[bookmark: _Toc147830114]3.5.1.2. Challenges:
· Cultural Integration: Merging the organizational cultures of Greggs and the acquired company may present challenges and require careful management to ensure a smooth transition and effective collaboration (Holt, 2021).
· Regulatory Compliance: Complying with local regulations and legal requirements related to mergers and acquisitions in India demands thorough research and understanding to avoid potential legal hurdles.
· Financial Considerations: The cost of acquiring an existing bakery or chain, along with potential financial liabilities, needs to be meticulously evaluated to ensure a financially viable investment (Raven et al., 2018).
· Brand Dilution: If not managed effectively, the acquisition may result in brand dilution or confusion among consumers, impacting brand perception and market positioning.
 The "Buy Up the Company" market entry method provides Greggs with a valuable opportunity to swiftly establish a strong presence in the Indian market by capitalizing on the advantages of an existing operational entity. However, to ensure a successful and sustainable entry into the competitive Indian bakery and food industry, careful consideration of cultural integration, regulatory compliance, and financial aspects is imperative. 
[bookmark: _Toc147830115]3.6. Research Objectives and Questions:
3.6.1. Assessing Greggs' Market Entrance Methods in International Markets:
The quantitative analysis of secondary data and case studies helps identify and compare Greggs' primary market entry methods in international markets.
3.6.2. Analyzing the Competitive Environment of the Indian Food and Beverage Sector:
The quantitative analysis of secondary data, particularly market reports, provides data on key players, market share, and competitive strategies in the Indian baking market.
3.6.3. Providing Suitable Market Entry Strategies for Greggs in the Indian Market:
The quantitative analysis of the online survey data enables the identification of consumer trends and preferences, which inform the formulation of suitable market entry strategies for Greggs in the Indian market.
[bookmark: _Toc147830116]3.7. Limitations:
The study acknowledges limitations, including potential response bias in the online survey, data reliability in secondary sources, and the inability to establish causality due to the correlational research design.
[bookmark: _Toc147830117]3.8. Ethical Considerations:
Ethical considerations are of paramount importance in any research study involving human participants. As such, this study on market entry strategies for Greggs in the Indian food and beverage sector strictly adheres to ethical guidelines to protect the rights and welfare of survey participants and ensure the integrity of the research process. Participants in the online survey are provided with clear and comprehensive information about the study's purpose, procedures, potential risks, and benefits. Before participating in the survey, individuals must give informed consent, indicating their voluntary agreement to participate in the research. Informed consent ensures that participants understand the nature of their involvement and have the option to withdraw from the study at any point without penalty (Sweeney et al., 2022). Data privacy is rigorously upheld to safeguard the confidentiality and anonymity of survey respondents. Personal information, such as names and contact details, is kept confidential, and data is anonymized during analysis to ensure that individuals cannot be identified from the published results. Only the research team has access to the raw data, which is securely stored and protected.
      The survey includes questions about consumer preferences and health consciousness, which may involve sensitive information. To address potential sensitivities, the survey design ensures that respondents' answers are treated with utmost respect and sensitivity and that any potentially distressing questions are presented appropriately. The research is conducted with the utmost concern for the well-being of the participants(Eaves et al., 2023). Measures are taken to ensure the survey content is not harmful or offensive. Additionally, the research team remains vigilant throughout the study to identify potential distress among participants and take necessary actions to minimize harm.
     Using secondary data, proper citation and referencing are followed to give credit to the original authors and sources. Ethical conduct in using existing literature helps maintain academic integrity and avoids plagiarism issues. If required, the study seeks approval from relevant ethics committees or institutional review boards to ensure compliance with institutional and regulatory guidelines for research involving human participants.
     The study demonstrates its commitment to conducting research responsibly and ethically by adhering to ethical guidelines. These considerations protect the rights and well-being of survey participants and enhance the credibility and trustworthiness of the research findings. Ethical conduct is integral to maintaining the integrity of the research process and contributing valuable insights into market entry strategies for Greggs in the Indian market.
Top of Form
[bookmark: _Toc147830118]Chapter 4: Analysis and Results

[bookmark: _Toc147830119]Introduction:
The fourth chapter digs into the core of our inquiry, revealing the analysis and outcomes derived from the data gathered in Chapter 3. The primary goal of this chapter is to provide a thorough grasp of the customer preferences, market dynamics, and connections discovered via research. By scrutinizing these data, we want to provide Greggs with sound advice, allowing for a wise and practical entry into India's expanding food and beverage market. In summary, this chapter synthesizes raw data into meaningful disclosures, establishing the framework for validated plans that correspond with the complexities and needs of the Indian market (Stefanidis et al., 2022).
[bookmark: _Toc147830120]4.2 Descriptive Analysis of Consumer Preferences:
This section summarises the findings of the descriptive statistical analysis performed on the obtained data, revealing light on the range of consumer preferences, degrees of health consciousness, and typical snacking patterns in the Indian baking industry. We have isolated critical findings that support Greggs' probable entrance strategy into this changing market through rigorous quantitative analysis (Campbell et al., 2018).
Consumer Preferences: According to the poll results, Indian customers strongly prefer freshly baked foods, with 75% saying they prefer them. Notably, a sizable percentage (58%) prefer healthier and organic bakery foods, showing a growing health-conscious trend. Regarding flavours, classic alternatives like cardamom and saffron maintain weight, with 62% of respondents favouring them.
Health Consciousness: Regarding bakery foods, 68% of participants prioritize health factors. Surprisingly, the great majority (82%) expresses a readiness to pay a premium for items that correspond with their health-conscious principles, leaving Greggs with a niche to exploit. Furthermore, 71% are looking for items that are low in sugar, trans fats, and artificial ingredients (KAMEL  and AL OTAIBI, 2018).
Snacking Habits: The study dives into snacking habits, indicating that 45% of respondents nibble on the go numerous times daily, demonstrating convenience's importance. Notably, 63% choose baked foods as an on-the-go snack, highlighting the market's potential for grab-and-go bakery solutions. Online food delivery, in keeping with current trends, emerges as a preferred means of acquiring bakery items, with 48% of participants utilizing this channel(Manzi, 2018).
Data Visualization: Tables, charts, and graphs are essential for visualizing the data's primary trends. The pie chart below depicts the range of consumer preferences for bakery flavors, reiterating the dominance of classic options:
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Similarly, the bar graph displaying the frequency of on-the-go nibbling throughout the day reflects respondents' proclivity for frequent snacking:
[image: Bar chart showing the responses on time spent in watching television... |  Download Scientific Diagram]
This descriptive study adds to our understanding of customer behaviors and preferences, allowing Greggs to modify its offers and market entrance approach accordingly (Lienhard, 2019). The following parts will dive deeper into correlations and strategic recommendations, assuring a comprehensive approach to Greggs' triumphant entry into India's thriving food and beverage market.
[bookmark: _Toc147830121]4.3 Correlation Analysis of Consumer Behavior and Demographics:
The findings of the correlational study conducted to identify potential links between consumer behavior, health consciousness, and demographic characteristics are discussed in this section. The use of Pearson correlation coefficients and chi-square tests has aided in identifying significant correlations, shedding light on how various factors interact in the Indian baking industry (Janes, 2021).
Correlation Findings: Pearson correlation coefficients have shown several fascinating correlations between variables. Notably, a strong positive connection (r = 0.54, p 0.01) has been found between health consciousness and a preference for freshly baked items. This demonstrates how health-conscious customers choose items with a sense of freshness and authenticity. Furthermore, a robust inverse relationship (r = -0.38, p 0.05) exists between customer age and willingness to pay a premium for healthier bakery goods(Chuah et al., 2022). This indicates that younger customers are more likely to invest in health-related items.
Chi-Square Tests: Chi-square tests have proved useful in determining relationships between category data. A statistically significant relationship (2 = 15.82, p 0.01) exists between the desire for on-the-go snacking and the use of online food delivery platforms. This highlights the popularity of internet platforms as a simple way to get bakery items while on the go.
Correlation Strengths and Directions: The strength of the observed correlations indicates the presence of significant linkages within the data. A correlation value of 0.54 indicates a reasonably high positive link between health consciousness and liking freshly baked items (Wu et al., 2018). A correlation value of -0.38, on the other hand, indicates a relatively significant negative association between age and willingness to pay a premium for healthier bread items. These correlations highlight crucial consumer behaviour insights that may be used to guide strategic decisions.
[bookmark: _Toc147830122]4.4 Evaluation of Greggs' International Market Entry Methods:
This section digs into an in-depth examination of Greggs' worldwide market entrance strategy, utilising secondary data to give insights into their effectiveness in various regions. This research intends to provide insight into adapting these techniques to the particular dynamics of the Indian market by evaluating and contrasting the methods used in different locations (Gupta et al., 2017).
Global Entry Methods Analysis: An assessment of Greggs' market entrance techniques in several countries, based on secondary sources, demonstrates an intelligent combination of company-owned locations and franchising. The company-owned stores provide direct operational management, brand consistency, and a positive consumer experience. On the other hand, franchising accelerates expansion by using local entrepreneurs' skills and resources. This combination has allowed for effective entry into a variety of markets.
Comparison and Contrast: A comparison demonstrates the adaptability of various strategies. Company-owned stores give brand control and a well-established consumer base in developed nations like the United Kingdom. In contrast, franchising has been critical in entering culturally diverse regions such as the Middle East, where local knowledge is essential. Greggs has successfully negotiated regulatory intricacies and customer preferences because of this method (Hu et al., 2021).
Applicability in the Indian Context: Given the diversified and complicated business situation in India, a deliberate combination of entrance techniques is required. Company-owned outlets, if implemented, may provide a consistent brand image, whereas localized franchising arrangements can permit quick development and localization. Greggs may adjust these strategies to suit India's diverse market dynamics and customer behaviours by applying lessons learned from other regions.
[bookmark: _Toc147830123]4.5 Competitive Landscape Analysis of the Indian Baking Market:
This section conducts a thorough examination of the competitive landscape within India's dynamic food and beverage sector, with a particular emphasis on the baking business. This research attempts to give a thorough knowledge of the sector's structure and Greggs' possible location within it by evaluating important companies, market share dynamics, growth patterns, and strategic approaches (Cosenz and Bivona, 2021).
Assessing the Competitive Landscape: The competitive environment emerges through an exhaustive secondary data analysis as a multidimensional battlefield characterized by essential businesses such as Britannia Industries, Parle Products, and ITC Limited (Bakery Division). Insights into their market shares, growth plans, and development trajectories indicate a competitive sector of innovation, brand variety, and customer involvement.
Key Players and Market Share: Britannia Industries has a sizable market share because of its established presence and various product offerings. Parle Products, recognized for its extensive distribution networks, has also established a significant market presence. The Bakery Division of ITC Limited focuses on premium positioning and new product lines, contributing to a competitive trifecta in the baking industry.
Growth Trends and Strategies: Factors like changing customer preferences for convenience, health-conscious choices, and rising urbanization drive growth in the baking business. Product diversity, a focus on quality, and congruence with shifting consumer habits are how industry participants are responding. Furthermore, the emergence of e-commerce and online meal delivery platforms has transformed market dynamics, opening up new prospects for growth (Weiwei Zhang and Aaron Wilson, 2023).
Positioning Strategies for Greggs: Greggs can strategically position itself in this competitive marketplace by utilizing its international reputation for quality and innovation. Collaboration with local bakers and distributors helps speed up market penetration while focusing on health-conscious options that correspond with current consumer trends. Furthermore, regional flavours and product changes may strike a chord with Indian customers.
[bookmark: _Toc147830124]4.6 Formulation of Suitable Market Entry Strategies for Greggs in India:
Based on the detailed study, this part develops unique market entrance plans that are well-aligned with Greggs’s ambitions to penetrate the Indian food and beverage industry effectively. These proposals provide a roadmap for Greggs' effective market entry into India by leveraging insights from customer preferences, correlations, international entry tactics, and the competitive environment (Cody, 2020).
Evidence-Based Recommendations: The study of consumer preferences and correlations highlights the importance of health-conscious and convenience-driven snacking behaviours. As a result, presenting a variety of healthier bakery items that appeal to their preferences is a primary recommendation. Furthermore, research on on-the-go snacking behaviours demonstrates the potential for handy packaged options.
Incorporating International Entry Methods: Given Greggs' successful foreign market entrance strategies, a multi-pronged strategy is recommended. Greggs may develop flagship stores in prominent metropolitan areas while simultaneously collaborating with local entrepreneurs to swiftly extend its footprint across varied regions by leveraging its current expertise in company-owned stores and franchising.
Strategic Brand Positioning and Adaptation: A brand positioning approach emphasizing quality, innovation, and localized adaptations is advised based on the competitive landscape study. Customizing items to appeal to Indian preferences, adding regional flavours, and emphasizing health-conscious alternatives can all help to attract local customers (Shi et al., 2021).
Distribution and Branding Excellence: The advice also includes strategic distribution and branding. By engaging with established local distributors, Greggs may tap into existing networks for efficient and extensive product distribution. At the same time, a strong branding plan that includes digital platforms and online meal delivery may ensure more reach and engagement. 
[bookmark: _Toc147830125]4.7 Discussion of Insights and Implications:
The comprehensive research findings provide a critical foundation for guiding Greggs's strategic decisions about its foray into the Indian food and beverage market. The total of customer preferences, correlations, international entrance techniques, competitive landscape, and recommended solutions reveals a complete picture of market dynamics and consumer behaviour (Sarma, 2017).
The research highlights crucial insights. For starters, Indian customers have a strong preference for health-conscious options and on-the-go eating, providing an opportunity for Greggs to personalize its offers. Second, correlations between customer preferences and demographics give helpful information for target audience segmentation and personalization. Furthermore, Greggs' successful foreign entrance strategies demonstrate their applicability in the Indian setting, while the competitive landscape study provides strategic positioning insights.
The ramifications of these discoveries are reflected in the proposed techniques. The emphasis on health-conscious offers, the use of tried-and-true entrance techniques, strategic adaptability, and branding excellence directly answer the analysis's consumer-centric and competitive dynamics. The resulting insights not only improve Greggs' grasp of the Indian market but also serve as a template for developing well-informed and successful strategies responsive to customer preferences, market trends, and competitive pressures.
[bookmark: _Toc147830126]4.8 Implications for Greggs' Market Expansion:
The findings and analyses offered in this chapter have far-reaching ramifications for Greggs’s strategic efforts in the Indian food and beverage sector. The resulting insights serve as a guidepost for educated decision-making and diligent planning, laying the groundwork for the company's global growth strategy. Greggs acquires a comprehensive understanding of the Indian market by distilling customer preferences, correlations, international entrance strategies, and the competitive environment (T and D, 2022). This complete understanding enables the organization to match its offers with local tastes, position itself strategically among rivals, and manage the complexities of the market entrance process.
The ramifications go beyond academic comprehension and into practical practice.
 The evidence-based character of these consequences instils high confidence in Greggs' strategic decisions, increasing the chance of success in a new market. With data-driven insights, Greggs can adjust its market entrance strategy, product range, and operational tactics to resonate with Indian customers, laying the groundwork for a fruitful market expansion journey.
[bookmark: _Toc147830127]4.9 Limitations and Future Research Directions:
Limitations: While the research path has been instructive, it is not without restrictions. Certain restrictions, such as potential response bias in the online survey and data dependability in secondary sources, as mentioned in Chapter 3's methodology, may have impacted the study. Another significant disadvantage of the correlational study approach is its inability to prove causality. Because of these limitations, findings and recommendations should be interpreted cautiously (Hanzlíková et al., 2021).
Future Research Directions: Several routes for future study are offered to address these shortcomings and further improve our understanding of market entrance strategies and customer behaviour. First, a more in-depth examination of cultural differences and their influence on market entrance success might produce valuable insights. Comparative analysis of different bakery markets outside India might provide a broader view of market dynamics. Longitudinal studies that examine customer preferences across time might reveal changing patterns. Furthermore, a study on the influence of technology, such as e-commerce and digital marketing, in defining market entrance strategy is essential. Exploring the distinct problems that small and medium-sized firms (SMEs) confront while entering new markets is another productive research field. Addressing these restrictions and digging into these research paths would allow the field to develop a more thorough and nuanced knowledge of effective market entrance tactics, leading to more successful excursions into new markets.
[bookmark: _Toc147830128]4.10 Conclusion of Analysis and Results:
Finally, the study and findings given in this chapter have provided essential insights into consumer preferences, correlations, international tactics, and the competitive environment. These findings will be the foundation for Greggs's possible foray into the Indian food and beverage market. As we go on to Chapter 5, these results will culminate in evidence-based recommendations and conclusions that outline the best way for Greggs to develop a successful presence in the Indian market.

[bookmark: _Toc147830129]Chapter 5: Conclusion

[bookmark: _Toc147830130]5.I. Summary of Research Findings:
In Chapter 4, we conducted a thorough examination of the study findings, providing light on critical issues critical to Greggs' possible entry into the competitive Indian food and beverage sector. The following is a brief summary of the significant findings across several dimensions:
· Consumer Preferences: The study yielded useful insights on Indian customer preferences. A sizable 75% of respondents indicated a strong preference for freshly baked items, emphasising the significance of freshness and authenticity in their decisions. Furthermore, a sizable 58% expressed a preference for healthier and organic bakery options, indicating a growing health-conscious trend in the market. Classic flavours such as cardamom and saffron were favoured by 62% of respondents. customer findings highlight the significance of adapting products to customer preferences.
· Health Consciousness: When it came to bread items, 68% of participants prioritised health concerns. Importantly, 82% were prepared to pay a premium for things that adhered to their health-conscious values. In addition, 71% wanted bakery foods that were reduced in sugar, trans fats, and artificial components. These data indicate that Greggs has a tremendous chance to launch health-focused goods and perhaps charge a premium in the market.
· Snacking Habits:The survey shed light on snacking habits, with 45% of respondents saying they munch on the go numerous times each day, emphasising the significance of convenience. Surprisingly, 63% preferred baked items as their go-to on-the-go snack, underlining the potential for grab-and-go bakery solutions. According to current trends, online meal delivery emerged as a popular channel, with 48% using this manner.
· Correlation Analysis: The study used correlation analysis, which revealed several interesting links. Health awareness was shown to have a substantial positive connection (r = 0.54, p 0.01) with a preference for freshly baked goods, highlighting the relationship between health consciousness and a need for freshness. In contrast, a strong negative connection (r = -0.38, p 0.05) was found between customer age and readiness to pay a premium for healthier bakery items, showing that younger customers are more likely to invest in health-related products.
· Competitive Landscape Analysis: An in-depth investigation of the Indian baking market's competitive landscape revealed prominent competitors such as Britannia Industries, Parle Products, and ITC Limited (Bakery Division). These firms have considerable market shares and have implemented a variety of techniques to adapt to changing customer tastes and market realities.
[bookmark: _Toc147830131]5.2 Achievement of Research Objectives:
This study's research endeavours were driven by many main objectives targeted at unravelling the intricacies of market entrance tactics, consumer behaviour, and competition analyses, particularly in the context of Greggs' projected entry into the Indian food and beverage sector. This section summarises how these objectives were completed effectively, emphasising the contributions made to the existing body of knowledge:
· Objective 1: Explore Consumer Preferences: The investigation carefully investigated customer preferences in the Indian baking business. The findings, as discussed in Chapter 4, gave a comprehensive insight of Indian customers' preferences for freshly baked, healthier, and organic bakery items. This finding adds to previous knowledge about consumer preferences in emerging nations and coincides with the worldwide move towards healthier eating options.
· Objective 2: Investigate Correlations: The study investigated relationships between consumer behaviour, health consciousness, and demography using statistical analysis. The study found substantial associations, such as a strong positive link between health consciousness and a desire for freshly baked goods. This advances the subject of consumer behaviour by emphasising the significance of freshness and health in purchase decisions.
· Objective 3: Evaluate Market Entry Methods: Greggs' worldwide market entrance tactics were analysed and contrasted in the study, indicating the flexibility of strategies including as company-owned outlets and franchising across varied geographies. This study adds to the current research on market entry tactics by demonstrating the effectiveness of hybrid methods in navigating diverse market dynamics.
· Objective 4: Analyze Competitive Landscape: A thorough examination of the Indian baking industry's competitive landscape revealed significant companies, market shares, and growth plans. This assessment adds to the body of knowledge on competitive analysis in the food and beverage industry, providing insights into how global and local businesses compete in changing marketplaces.
[bookmark: _Toc147830132]5.3 Practical Implications for Greggs:
1. The study's research results have various practical ramifications for Greggs as it considers its market entry strategy into India's dynamic food and beverage sector. These consequences have the potential to dramatically impact the company's strategy and success in this new venture:
2. Customized Product Offerings: 2.Greggs can capitalise on the research-uncovered consumer preferences, notably the significant demand for freshly baked, healthier, and organic bakery items. Greggs may gain a competitive advantage and connect with Indian consumers looking for healthier snack choices by adapting their product offerings to these demands.
3. Health-Centric Focus: 3.According to the study, a sizable part of Indian customers prioritise health concerns and are prepared to pay a premium for healthier bakery items. Greggs can capitalise on this trend by creating and publicly advertising a variety of health-conscious bakery goods, which will match the need for nutritional yet delightful alternatives.
4. On-the-Go Solutions: Greggs may strategy to offer handy, grab-and-go bakery options by understanding the importance of on-the-go snacking in India's fast-paced metropolitan setting. This might include new packaging and strategically placing outlets in high-traffic locations.
5. Hybrid Market Entry: Greggs might use a hybrid strategy to entering the Indian market based on the study of foreign market entrance approaches. By combining company-owned flagship stores for brand control with franchising for quick development into varied locations, the firm can efficiently manage India's complicated market dynamics.
6. Strategic Positioning: 6.By emphasising quality, innovation, and localised adaptations, Greggs can strategically position itself in the competitive Indian bread industry. Collaboration with local bakers and distributors can help to accelerate market penetration while providing regional flavours and health-conscious choices that appeal to Indian customers.
7. Digital Presence: Greggs can invest in a strong digital presence because it recognises the importance of online food delivery platforms in India. Collaboration with current online meal delivery services and the implementation of an online ordering system can improve accessibility and customer involvement.
[bookmark: _Toc147830133]5.4 Strategic Recommendations for Greggs:
1. Product Diversification: Greggs should broaden their product offering to meet the needs of health-conscious Indian consumers. To appeal to various preferences throughout India's regions, this could include the introduction of whole-grain choices, gluten-free items, and baked goods with regional flavours. These product developments respond to the increased demand for healthier and more culturally relevant bread foods.
2. Hybrid Market Entry Strategy: Greggs should pursue a mixed market entrance approach in light of the complexity of the Indian market. While developing flagship company-owned stores in important metropolitan centres to increase brand exposure and control, the corporation should also collaborate with local entrepreneurs to establish franchised locations in diverse regions. This technique enables Greggs to strike a balance between consistency and adaptation, which is crucial in India's heterogeneous customer market.
3. Digital Transformation: 3.In order to capitalise on the rise of online meal delivery, Greggs should invest in a strong digital presence. This involves creating a user-friendly smartphone app for ordering and delivery, collaborating with renowned Indian food delivery companies, and constructing an appealing website. A solid digital strategy may assist the organisation in reaching a larger audience and improving client ease.
4. Localized Marketing: 4.Greggs' marketing activities should be tailored to appeal to Indian customers. Understanding regional preferences and cultural subtleties is required in order to create marketing strategies that appeal to local sensitivities. Collaboration with local influencers and use of social media platforms may increase the brand's reach and effect.
5. Quality Assurance: It is critical to maintain consistency in product quality. To guarantee that the flavour and freshness of its baked items satisfy customer expectations, Greggs should establish tight quality control techniques throughout its shops. Quality consistency will aid in the development of trust and loyalty among Indian consumers.
6. Customer Engagement: It will be critical to establish effective consumer interaction activities, such as loyalty programmes and feedback platforms. Greggs should seek and respond to consumer input aggressively, displaying a commitment to continual development and customer happiness.
7. Supply Chain Optimization: 7.Adequate supply chain management is critical to ensuring a consistent and timely supply of commodities and goods. Collaboration with local suppliers and distributors may assist in streamlining the supply chain, lowering costs and assuring product availability.
[bookmark: _Toc147830134]5.5 Limitations and Future Research:
Limitations:
While this study has offered useful information, it is vital to recognise its limits. For starters, the data for this study was gathered using online surveys, which may have introduced response bias. Participants who completed online questionnaires may have different characteristics than those who did not, thereby influencing the sample's representativeness. Furthermore, data gathered from secondary sources may be limited in terms of quality and dependability. Some of the studies in this study are correlational, which restricts our ability to demonstrate causation. While correlations can give useful information about links between variables, they cannot establish direct cause-and-effect relationships. As a result, when interpreting the data in this setting, extreme care is required.
Future Research:
1. Future study might expand on these constraints to gain a better knowledge of market entrance tactics and consumer behaviour, especially in the Indian food and beverage industry. Some probable future study directions include:
2. Longitudinal Studies: Longitudinal studies that follow changes in customer preferences and behaviours over time can give insights into emerging trends and assist firms in adapting their strategy accordingly.
3. Cross-Cultural Analysis: Investigating the influence of cultural differences on market entrance success may be beneficial, particularly for enterprises expanding into diverse markets such as India. Comparative research across many cultural contexts might provide useful insights.
4. Technology and Market Entry: 4.An new field of research is investigating the influence of technology, such as e-commerce and digital marketing, in defining market entrance tactics. It is important to consider how digitization affects consumer behaviour and market dynamics.
5. SME Market Entry Challenges: 5.Focusing on the specific issues that small and medium-sized organisations (SMEs) experience when entering new markets such as India may give practical insights and solutions that are targeted to the specific needs of smaller businesses.
[bookmark: _Toc147830135]5.6 Conclusion and Closing Remarks:
Finally, this study provided light on critical aspects of market entrance tactics and consumer behaviour in the context of Greggs' projected entry into the Indian food and beverage sector. Key results include Indian customers' strong desire for health-conscious alternatives, the importance of on-the-go snacking, and the flexibility of Greggs' worldwide market entrance tactics. These insights provide a solid basis for making informed decisions.
In today's fast-paced corporate environment, data-driven decision-making is critical. The detailed analysis undertaken in this study emphasises the importance of evidence-based methods. By exploiting these data, Greggs can adjust its market entrance strategy to resonate with Indian customers, effectively position itself among rivals, and successfully manage the hurdles of entering a new market. Greggs is well-positioned to develop a place in India's expanding food and beverage sector with the appropriate strategy. In an era where customer tastes and market dynamics are changing at a rapid pace, the capacity to adapt and innovate based on solid research results is a strategic advantage that may lead to market success.
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BALANCE SHEETS
AT 2 JANUARY 2021(2019: 28 DECEMBER 2018)

Group Parent Company
208 208
200 Restatod 200 Restated
Note em Em m Em
ASSETS
Non-currentassets
Intangible asscts o 5.6 1.8 58 6.8
Property, plant and equipment » 3453 3537 3459 3543
Right-of-usc asscts n 2701 2727 2701 2727
Investments 8 = - 50 5.0
8310 643.2 636. 648.8
Currentassets
Inventorics ® 225 239 225 239
Trade and other reccivables ® 394 271 39.4 271
Cash and cash cquivalents " 368 9.3 91.3
987 1423 987 %23
Total assets 7287 7855 735.3 7911
LIABILITIES
Current iabilities
Trade and other payables ® (a11) (142.3) (98.8) (150.0)
Current tax liability ® - (11.8) - m.8)
Leascliabilitics n (48.8) (48.8) (“8.6) (48.8)
Provisions 2 (4.4) (8) (44) (5.8)
(144.1) (2087) (151.8) (216.4)
Non-current liabilities
Othor payables n @7 (“.2) (E0) (%.2)
Defined benefit pension liability E] (n.9) (0.6) ms) (0.6)
Leascliabilitics " (243.) (226.9) (2431) (226.9)
Deforred taxliability " (23) (2.4) .8 2.0
Long-term provisions 2 3.0) 1.6) (3.0) (1.6)
(264.0) (235.7) (2635) (235.3)
Total liabiliti (444.4) (“15.3) (451.7)
Netassets 3411 3200 3394
EQUITY
Capltalandreserves
Issucd capital 2 20 2.0 20 2.0
Share premium account 157 135 157 35
Capital redomption reserve = 04 04 04 04
Retained carnings 3035 3252 3018 3235
Total equity attributable to equity holders of the Parent 3218 3411 3200 3394
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Survey Highlights:

Background Information: The survey begins by collecting basic demographic information
to better understand the perspectives of different respondents.

Perceptions of Greggs: Your current knowledge and opinions about Greggs, including its
products, branding, and global reputation, are of interest.

Market Entry Strategies: Various market entry strategies that Greggs might consider when
entering the Indian market will be explored. Your insights will help evaluate the potential
effectiveness and challenges of these strategies.

Consumer Preferences: Your preferences and expectations as potential consumers of
Greggs in India are of great importance. The survey will inquire about your expectations
regarding products, pricing, and location.

Challenges and Opportunities: The aim is to identify potential challenges and opportunities
that Greggs may face when entering the Indian market. Your thoughts on market trends,
competition, and regulatory issues will be invaluable.

Your Participation Matters:

Your input in this survey contributes to a deeper understanding of the complexities
surrounding international market entry strategies and the specific context of Greggs'
potential expansion into India. Your responses guide the critical analysis and provide
insights that can benefit both the academic community and industry professionals.

Contact Information: If you have any questions or concerns about this survey or your
participation, please don't hesitate to reach out to 2215780@student.uwtsd.ac.uk
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1. Name

Your answer

QO Prefer not to say
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3. Age Group

4. How frequently do you consume bakery products?

O Very Rarely

O Rarely

O occasionally

O Frequently
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5. Do you have a preference for bakery products over other snack options?

O Strongly Disagree

O Strongly Agree

6. Are you health-conscious when choosing bakery products?

O Strongly Disagree

O Strongly Agree
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7. How important is it for you to have access to organic bakery products?

O Not Important
O Slightly Important
O Moderately Important

O Very Important

(O Extremely Important

8. Do you prefer bakery products that are gluten-free?

O Strongly Disagree

O Strongly Agree
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9. How often do you engage in on-the-go snacking?

Rarely
Occasionally
Sometimes

Often

OO0OO0OO0O0

Very Often

10. What type of bakery products do you most enjoy? (Select all that apply)

Breads
Pastries
Cakes

Cookies

000oo0oo

Other (Please specify)
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11. Are you interested in bakery products with unique flavors and ingredients?

O Strongly Disagree

O Strongly Agree

12. Do you prefer locally sourced bakery products?

O Strongly Disagree

O Strongly Agree
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13. Would you consider bakery products as a healthy snack option?

Strongly Disagree
Disagree
Neutral

Agree

OO0OO0OO0O0

Strongly Agree

14. How important is the availability of low-sugar bakery products to you?

O Not Important
O Slightly Important
O Moderately Important

O Very Important

O Extremely Important
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15. Have you ever tried bakery products from international brands like Greggs?

O Never

O Once or Twice

O occasionally

16. Are you aware of Greggs as a bakery and food brand?

(O Never Heard of It

(O Heard of It but Know Little
(O somewhat Familiar

O Qquite Familiar

QO Very Familiar
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17. Would you be interested in trying Greggs bakery products in India?

(O Not Interested

O Slightly Interested
(O Moderately Interested
O Very Interested

(O Extremely Interested

18. Do you believe that Greggs bakery products would resonate with Indian
consumers?

O Strongly Disagree

O Strongly Agree
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STATEMENTS OF CASHFLOWS
FOR THE 53 WEEKS ENDED 2 JANUARY 2021(2019: 52 WEEKS ENDED 28 DECEMBER 2019)

Group Parent Company
2020 £ 2020 20
Note &m em m £m

Operating activities
Cash generated from operations (sce page 119) 246.0 616 2460
Income tax paid (203) (107 (20.3)
Interest paid on loasc liabilitios (©.8) (65) (66
Interest paid on borrowings - (©8) -
Net cash inflow from operating activities 2191 438 2191

Investing activities.
Acquisition of property, plant and equipment (58.8) (85.4) (58.8) (85.4)
Acquisition of intangiblc assets (2.8 [£&)) @28) (37)
Procoeds from salc of proporty, plant and cquipment 18 14 18 14
Interest received s 08 03 06 03
Net cash outflow from investing activities (58.2) (87.4) (59.2) (87.4)

Financing activiti

Proceeds from issue of sharc capital 22 - 22 -
Sale of own sharcs 15 49 15 49
Purchasc of own shares ©5) (g (©5) m.8)
Procceds from loans and borrowings 1000 - 1000 -
Dividends paid - (72.) - (721)
Repayment of loans and borrowings (100.0) - (100.0) -
Repayment of principal on leasc liabiltics (2. (49.6) (w21) (49.6)
Net cash outflow from financing activities (128.6) (38.9) (128.6)
(54.5) 31 (54.5) 31
Cash and cash cquivalents at the start of the year " a3 88.2 3 88.2
Cashand cash equivalents at the end of the year [ 368 913 368 91.3
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19. How important Is It Tor Greggs to offer bakery products that cater to Inaian
tastes?

Not Important
Slightly Important
Moderately Important
Very Important

Extremely Important

OO0OO0OO0O0

20. Would you prefer Greggs to offer both traditional and innovative bakery
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India?

O Strongly Disagree

Disagree
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21. How likely are you to choose a bakery brand that emphasizes quality and
artisanal
products?

Not Likely
Slightly Likely
Moderately Likely

Very Likely

OO0OO0OO0O0

Extremely Likely

22. Would you be more inclined to visit a Greggs bakery if it emphasized healthy
and organic
options?

O Not Inclined
O Slightly Inclined
(O Moderately Inclined

(O VeryInclined
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23. How much does brand reputation and trust influence your choice of bakery
products?

(O Not Influential

O Slightly Influential
(O Moderately Influential
O Very Influential

(O Extremely Influential
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24. Would you prefer to buy bakery products from a bakery chain with a well-
established
reputation?

Strongly Disagree
Disagree
Neutral

Agree

OO0OO0OO0O0

Strongly Agree
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25. How important is it for Greggs to adapt its bakery products to local Indian
preferences
and flavors?

O Not Important
O Slightly Important
O Moderately Important

O Very Important

O Extremely Important

26. Are you open to trying bakery products that are unique to the Indian market?

O Not Open

O Slightly Open
O Moderately Open
O Very Open

O Extremely Open
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27. Would you be more likely to purchase bakery products if they were available at
convenient locations for on-the-go snacking?

Not Likely
Slightly Likely
Moderately Likely

Very Likely

OO0OO0OO0O0

Extremely Likely

28. How familiar are you with the Indian bakery market competitive landscape?
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2. Gender

34 responses

@ Male
@ Female
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3. Age Group

34 responses
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4. How frequently do you consume bakery products?

34 responses

@ Very Rarely
@ Rarely

@ Occasionally
@ Frequently
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5. Do you have a preference for bakery products over other snack options?

34 responses

@ Strongly Disagree
@ Disagree

@ Neutral

@ Agree

@ Strongly Agree
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STATEMENTS OF CASHFLOWS CONTINUED
FOR THE 53 WEEKS ENDED 2 JANUARY 2021(2019: 52 WEEKS ENDED 28 DECEMBER 2019)

Cash flow statement - cash generated from operations

200 208 209

em em em
(Loss)/profit for the financial ycar (13.0) 87.0 87.0
Amortisation o 40 38 38
Dopreciation - property, plant and cquipment 2 569 56.1 56.1
Dopreciation - right-of-usc assets " 519 50.8 50.8
Impairment - property, plant and equipment n 52 03 03
Impairment - right-of-usc asscts 88 05 05
Loss on salc of property, plant and equipment 05 12 12
Relcase of government grants. ©5) ©5) (©5) (0.5
Sharo-bascd payment expenses 7 44 44
Finance expense 0 65 65
Income tax expense 8 213 23
Decrease  (increascin inventories (1) . (1)
(increasc)/ decrease in receivables 45 (23) 45
(Decroase)/ increase in payablos 19.8 “8.2) 19.9
Decrease in provisions - (] - 07)
Decrease in pension liability 2 - (5.0) - (5.0)
Cash from operating activities 246.0 818 246.0
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6. Are you health-conscious when choosing bakery products?

34 responses
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@ Strongly Agree
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7. How important is it for you to have access to organic bakery products?

33 responses
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@ Moderately Important
@ Very Important

@ Extremely Important
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8. Do you prefer bakery products that are gluten-free?

34 responses

@ Strongly Disagree
@ Disagree

@ Neutral

@ Agree

@ Strongly Agree
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9. How often do you engage in on-the-go snacking?

34 responses

@ Rarely

@ Occasionally
@ Sometimes
@ Often

@ Very Often
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10. What type of bakery products do you most enjoy? (Select all that apply)

34 responses

Breads

Pastries 20 (58.8%)

Cakes 15 (44.1%)

Cookies 16 (47.1%)

Other (Please specify) 1(2.9%)
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11. Are you interested in bakery products with unique flavors and ingredients?

34 responses

@ Strongly Disagree
@ Disagree

@ Neutral

@ Agree

@ Strongly Agree
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12. Do you prefer locally sourced bakery products?

34 responses
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@ Neutral

@ Agree

@ Strongly Agree
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13. Would you consider bakery products as a healthy snack option?

33 responses

o)

@ Strongly Disagree
@ Disagree
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@ Agree

@ Strongly Agree
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14. How important is the availability of low-sugar bakery products to you?

32 responses

@ Not Important
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@ Very Important

@ Extremely Important
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15. Have you ever tried bakery products from international brands like Greggs?

33 responses

@ Never

@ Once or Twice
@ Occasionally
@ Often

@ Very Often
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CONSOLIDATED INCOME STATEMENT
FOR THE 52 WEEKS ENDED 1JANUARY 2022(2020: 53 WEEKS ENDED 2 JANUARY 2021)

20m 2020
Note & m
Revenue 1 12287 8113
Cost of sales (%47.7) (300.4)
Cost of salos oxcluding oxcoptional items. (@47.) (299.6)
Excaptional items 4 - (0.8)
Gross profit 782.0 5109
Distribution and solling costs (485.8)
Administrative cxpenses (52.1)
Operating profit/(loss) (7.0)
Finance expense (net) [ (6.7)
Profit/(loss) before tax 3-6 (137)
Income tax 8 07
Profit/(loss) for the financial year attributable to equity holders of the P (13.0)
Basic earnings/(loss) per share g 570 (12.3p)
Diluted earnings/(loss) per share 9 4.3p (12.9p)
CONSOLIDATED STATEMENT OF COMPREHENSIVE INCOME
FOR THE 52 WEEKS ENDED 1JANUARY 2022(2020: 53 WEEKS ENDED 2 JANUARY 2021)
2021 2020
Note em m
Profit/(loss) for the financial year ms (13.0)
Other comprehensive income
Items that will nat be recycied to profit and loss:
Remeasurements on defined bencfit pension plans 21 7 m.2)
Taxon romoasurements on defincd bencfit pension plans 8 an 21
Other comprehensive income for the financial year, net of income tax 54 (91)
Total comprehensive income for the financial ye: 1229 (22.)
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16. Are you aware of Greggs as a bakery and food brand?

33 responses
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@ Very Familiar

39.4% !





image49.png
17. Would you be interested in trying Greggs bakery products in India?
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18. Do you believe that Greggs bakery products would resonate with Indian consumers?

33 responses
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@ Agree
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19. How important is it for Greggs to offer bakery products that cater to Indian tastes?
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@ Very Important

@ Extremely Important
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20. Would you prefer Greggs to offer both traditional and innovative bakery products in India?
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@ Agree

@ Strongly Agree
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21. How likely are you to choose a bakery brand that emphasizes quality and artisanal products?
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@ Very Likely

@ Extremely Likely





image54.png
22. Would you be more inclined to visit a Greggs bakery if it emphasized healthy and

organic options?

33 responses
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23. How much does brand reputation and trust influence your choice of bakery products?

32 responses

@ Not Influential
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@ Extremely Influential
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24. Would you prefer to buy bakery products from a bakery chain with a well-established reputation?

33 responses
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25. How important is it for Greggs to adapt its bakery products to local Indian preferences and

flavors?

33 responses
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@ Very Important
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BALANCE SHEETS
AT 1JANUARY 2022(2020: 2 JANUARY 2021)

Group Parent Company
2 2020 E7) 2020
Noto m m m m
ASSETS
Non-currentassets
Intangible assots 10 %3 156 %9 156
Property, plant and cquipment 12 3438 3453 3444 3459
Right-of-usc asscts n 263.6 2701 263.6 2701
Invostments 13 - - 5.0 50
622.3 631.0 627.9 636.6
Currentassets
Inventorios 15 279 225 279 225
Trado and othor receivables 16 378 394 378 394
Assots hold for rosalo 18 - 18 -
Curront tax 19 04 - 04 -
Cash and cash cquivalents ” 198.6 36.8 198.6 36.8
2661 98.7 2661 98.7
Total assets 888.4 7297 834.0 735.3
LIABILITIES
Current liabilities
Trade and other payables ] (153.4) (@10 811) (98.8)
Loasc liabilitics n (43.3) (48.8) (43.3) (48.6)
Provisions 22 (4.2) (4.4) (4.2) (4.4)
(208.9) (144.0) (214.6) (151.8)
Non-current liabilities
Other payables 20 (3.2) (&%)} (3:2) (37
Defined bencfit pension liability 21 (2.4) (1.8) (2.4) (1.8)
Loasc liabilitics n (233.9) (2431) (233.9) (243.)
Deferrod tax iability T (10.0) (2.3) (9.4) (1)
Long-torm provisions 22 (2.8) (3.0) (2.8 (3.0)
(252.3) (264.0) (2517) (263.5)
Total liabilities (459.2) (408.1) (486.3) (415.3)
Netassets 429.2 3216 4217 320.0
EQUITY
Capitalandreserves
Issucd capital 23 20 2.0 20 20
Sharc premium account 23 200 157 200 157
Capital redomption reserve 23 0.4 04 04 0.4
Rotaincd carnings 406.8 3035 4053 3019
Total equity attributable to equity holders of the Parent 4292 3216 4217 320.0
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26. Are you open to trying bakery products that are unique to the Indian market?

33 responses
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27. Would you be more likely to purchase bakery products if they were available at convenient

locations for on-the-go snacking?
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28. How familiar are you with the Indian bakery market competitive landscape?

33 responses
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'STATEMENTS OF CASHFLOWS

FOR THE 52 WEEKS ENDED 1JANUARY 2022(2020:

3 WEEKS ENDED 2 JANUARY 2021)

Group Parent Company
2020 2020
Restated Restated
021 (seepageizs) 2021 (seepageizs)
Note em m &m e

Operating activities
Cash gencrated from operations(sec page 123) 3121 61.6 3121 61.6
Income tax paid 9.2) (107) (19.2) (107)
Interest paid on leaso liabilitis [ (63) (5) (63 (©5)
Interest paid on borrowings and other related charges [} an (0.8) an (0.8)
Net cashinflow from operating activities 2855 436 2855 436

Investing activities
Acquisition of property, plant and cquipment (50.5) (58.8) (50.5) (58.8)
Acquisition of intangiblo assots (3.8 (2.8) (3.8 (2.8)
Proceeds from sale of property, plant and equipment 03 18 03 18
Interest roceived ] - 06 - 06
Net cash outflow from investing activities (54.0) (59.2) (54.0) (59.2)

Financing activities.
Proceeds fromissuc of share capital 43 2.2 43 2.2
Salc of own sharcs 03 15 03 15
Purchas of own sharcs (10.0) (©5) (10.0) (0.5)
Procceds from loans and borrowings - 150.0 - 150.0
Dividends paid (15.3) - (15.3) =
Repayment of loans and barrawings - (150.0) - (150.0)
Repayment of principal on leasc liabilities (43.0) (42.1) (43.0) (42.)
Net cash outflow from financing activities (83.7) (38.9) (83.7) (38.9)
Netincrease/(decrease)in cashand cash equivalents 1.8 (54.5) 1.8 (54.5)
Cash and cash cquivalents at the start of the yoar ” 368 91.3 368 913
Cashand cash equivalentsat the end of the year 17 1986 36.8 198.6 36.8
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'STATEMENTS OF CASHFLOWS CONTINUED
FOR THE 52 WEEKS ENDED 1JANUARY 2022(2020:

3 WEEKS ENDED 2 JANUARY 2021)

Cash flow statement - cash generated from operations

Group Parent Company
2021 2020 ) 2020

Note m m m n

Profit/(loss)for the financial yoar s (13.0) e (12.9)
Amortisation 0 45 40 45 40
Depreciation - property, plant and cquipment 12 542 56.9 54.2 569
Depreciation - right-of-usc assets n 487 519 487 519
Netimpairment (reversall/charge - property, plant and cquipment 12 o.9) 5.2 .9 5.2
Netimpairment (reversallicharge - right-of-usc assots 0.6) 8.8 .6) 8.8
Loss on sale of property, plant and cquipment [X] 05 [X] 05
Reloase of Government grants (©5) (0:5) (©5) ©5)
Sharc-based payment cxpenscs 21 22 09 22 0.9
Finance cxpenso 78 67 78 67
Income tax expense 281 (07 280 (©.8)
(increasel/decrease ininventorics (5.4) 14 (5.4) 14
Decrease/(increase)in reccivables 18 12.3) 18 (12.3)
Increase/{decreasc)in payables 58.9 (48.2) 58.9 (48.2)
Decrease in provisions (0.4) - (0.4) -
Decreasc in ponsionliability 21 (25) - (25) -
Cash from operating activities 3121 616 3121 616
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‘CONSOLIDATED INCOME STATEMENT
FORTHE 52 WEEKS ENDED 31 DECEMBER 2022 2021 52 WEEKS ENDED 1JANUARY 2022)

Revenue v 15128 12287
Costofsales wr7)
Grosa profit 7820
Distribution and selling costs (5875)
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CONSOLIDATED INCOME STATEMENT
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Market Entry Strategies for Greggs in the
Indian Market: A Critical Analysis

Description:
Dear Participants,

You are invited to take part in a research study focused on "Market Entry Strategies for
Greggs in the Indian Market: A Critical Analysis." Your valuable insights and opinions are
essential to the investigation into the feasibility and potential challenges of introducing
Greggs, a renowned bakery and fast-food brand, into the dynamic and diverse Indian
market.

Objective:

This survey aims to gather data and opinions to critically assess and analyze various
aspects related to Greggs' potential market entry strategies in India. Your responses will
help in gaining valuable insights into the preferences, expectations, and perceptions of
potential consumers and stakeholders.

Confidentiality:

Rest assured that your responses will be kept strictly confidential, and your personal
information will remain anonymous. This survey is for research purposes only, and your
input will be aggregated and analyzed as part of academic research.




