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[bookmark: _Toc34924203]Executive Summary

· The business that has been chosen for the use of this report is Greggs, the largest bakery chain in the UK, which holds dominance over other competitors. They have a strong capability to be able to succeed in expanding their brand to a different market. 
· The topic of Global Markets has been discussed in-depth, with definitions of what internationalisation and global markets are.
· The current Global Markets have been talked through, including what the largest markets around the world are and how they compare against each other.
· After it has been identified which market Greggs should expand to, there has been a ‘Marketing Mix’ analysis of the current market that Greggs currently compete in and of the market they have been chosen to go to.
· Out of the high number of different market entry strategies available for Greggs to use, one has chosen for them to incorporate. The advantages of the strategy have been included, alongside the downfalls that may occur. The report then finishes with what type of store that will be in place in the new market and a conclusion of the report.
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1. [bookmark: _Toc34924204]Introduction

The purpose of this report is to discuss the potential global markets that are available to Greggs.  As the world is becoming more globalised, organisations are able to access a lot more markets around the globe and this may be considered as an opportunity to attract more customers. Internationalisation is when a company does business in many parts of the world but limited to a certain region (Hollensen, 2014). Although the challenge of competing in a new market is not an easy task, as various elements that need to be considered with new markets. 

1.1. [bookmark: _Toc34924205]Introduction to Organisation

The organisation that will be used for the purpose of this report is Greggs, the largest bakery chain in the United Kingdom. Founded in 1939 by John Gregg and opening the first store in 1951 in Newcastle. The bakery is well known throughout the United Kingdom, and their best-selling product is their sausage rolls. (Armstrong, 2016) Alongside the bakery, which has a high number of different products, they also offer cold and hot drinks, crisps, desserts and breakfast options. One of the most recent additions to their portfolio is the introduction of their vegan sausage rolls. The bakery chain was surprised by the high demand from their new products which were selling out in the January they launched, proving that there was a high demand for meat alternatives. (Monaghan, 2019) 

Greggs have previously ventured into international markets, but it was not a success. They decided in 2003 that they would trial 10 stores in the cities of Antwerp and Leuven. They decided to abandon their project in Belgium to focus on domestic expansion as they were taking losses of £3.5 million (Kavanagh, 2008). This was the only time that Greggs has attempted internationalisation.

1.2. [bookmark: _Toc34924206]Introduction to Global Markets

When a company would like to introduce their product or services to another country or market, this is known as internationalisation. Internationalisation has been said to not have an agreed definition (Susman, 2007), for the purpose of this report, the working definition of internationalisation has been defined as 'the process of increasing involvement in international operations.' (Luostarinen, 1988, p. 36). Global markets are different countries or regions outside of the country that a business operates in. Many companies shy away from the prospect of competing internationally as they know their domestic market well and would need to accept the terms of customs, language and other factors (Jobber, 2007).
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2. [bookmark: _Toc34924207]Global Markets

2.1. [bookmark: _Toc34924208]Current Global Markets

There are many markets around the globe and the largest being the United States with a GDP of $21.439 trillion (IMF, 2019) and China with a GDP of $14.140 trillion (IMF, 2019), with China expected to overtake the United States as the largest (Sun, 2019). The European Union as a whole is also a very large market, with a population of 513 million (Eurostat, 2019). Although a range of cultures, there will be a greater similarity of food between the UK and other European countries than the UK and countries from regions around the world.

2.2. [bookmark: _Toc34924209]Global Market Opportunities

There are many markets to choose from for Greggs to venture to, which may include the middle east for the rise of veganism (Debusmann Jr, 2020), although the similarity of the middle east and the UK is close to non-existent which will make a venture to that region costly and time consuming.  

European countries such as France, Italy, Belgium and Germany in particular are well known for pastries (Booth, 2018), so these countries may be a high priority to focus on when choosing on which countries to expand to. Germanys market is the largest consumer market in the European Union with a population of 82.4 million people (International Trade Administration, 2019) which gives Greggs good reason to expand to that country.

Germany are a country well known for their sausages, such as the bratwurst, which may be a product that could be used by Greggs to redesign some of their products for example, the sausage roll which could use a bratwurst to appeal more to the local market. Due to this, Greggs will need to adopt a localisation strategy and focus on giving the German population foods they are used to but also having options of the UK best sellers such as sausage rolls and pasties. 

The German cities with the highest populations are Berlin, Hamburg and Munich. Although these cities are geographically not close to each other as it is such a big country. In spite of the fact that they are not close, the city centres will attract the highest footfall which will give higher chance of sales and this will enforce their on-the-go vision as people may be on their way to work or visiting the city.

2.3. [bookmark: _Toc34924210]Marketing Mix Analysis

When a company decides to introduce themselves in a different country, there is a fundamental decision that the managers must make when handling the international marketing, which is whether to standardise their marketing mix or adapt it (Sloman, 2016). Greggs will need to adapt their marketing mix to be a success in another country.

A marketing mix analysis on Greggs in the UK will follow, which will include the adaptations that will need to be implemented to be successful in Germany. The marketing mix (Booms & Bitner, 1981) is comprised of the 7p’s: - 

2.3.1. [bookmark: _Toc34924211]Product

The products that Greggs sell come in a range of varieties. They have their high-quality baked goods such as their sausage rolls and corned beef pasties. They also have an offering of desserts, sandwiches and baguettes and breakfast rolls. Drinks are also a product that they sell, ranging from soft drinks to coffees. 

The products will need to be adapted to be more suitable Germany, trying to introduce more traditional German products to the company. These products can include ‘Brezels’, ‘Streuselkuchen’ (Müser, 2015) and perhaps a new counter for a Bratwurst selection. Beer consumption is high in Germany (Koptyug, 2019), so adding beer to the drink’s menu may be a viable option. 

2.3.2. [bookmark: _Toc34924212]Place

Greggs now have 1,850 stores around the UK, and can be found in retail parks, shopping centres, industrial estates, office parks and city centres (Greggs, 2020). Greggs have stated that their vision is to become the nation’s favourite ‘on-the-go’ food (Greggs, 2020).

For the brand to be widely available for the German public, it is a possibility that the best area for the brand would be in a city centre where there would be a high footfall of people, and this will give Greggs a higher chance of attracting customers to continue their ‘on-the-go’ vision.

2.3.3. [bookmark: _Toc34924213]Price

The prices of Greggs’ products are competitive, following a low cos, low price strategy in order to contend with the competition. This is done by bulk cooking/baking their products and they rely on their high-volume sales. Greggs often make products available in bulk such as the sausage rolls for example, they will be placed in packs of four and they would be available at a cheaper price. 

Greggs will want to maintain their low cost, low price strategy when they expand. This means that they would need to do the same as what they do in the UK, cooking and baking in bulk in order to sell more products at a low cost.

2.3.4. [bookmark: _Toc34924214]Promotion

The way that Greggs promote their product and brand are through traditional and digital medias. They have their TV adverts and radio, but they also keep on top of their social media accounts and website. Greggs also have a mobile app which will have product promotions and deals for the customer.

Promotion tactics may be similar in their expansion, using traditional media such as tv adverts and billboards to raise brand awareness, and the use of social media marketing to promote the products and the possibility of a competition to win a Greggs gifts card.

2.3.5. [bookmark: _Toc34924215]People

Greggs have workers in-store, which is a low-skill, minimum wage job. These workers are responsible for the baking and the sales of products. They also have a management team to make sure that all of the requirements of the company are met.

They will want to use a similar system when going to Germany. They will need a management team to aid the entry to the country and they will want to continue to employ the low skill, minimum wage workers in the stores. The minimum wages in Germany is currently at €9.35 per hour (WageIndicator, 2020), which Greggs will need to abide by.

2.3.6. [bookmark: _Toc34924216]Process

Greggs sell a high volume of products and they sell them fast. They have a system in place in order to notify the workers when inventory is low, so they are able to reorder their products before they run out. The store layout is very simple and easy to understand, and they don’t usually have seating areas, but they do have some stores with them. If a customer wants to sit in the store, they have to pay a higher amount in order to use the facilities. 

The company will want to process of buying the products to be identical to the ones in the UK to ensure fast sales at a high volume. As previously mentioned, they may want to add an alcoholic drink to the menu, so this may mean them having more seated areas in the stores so that the customers can relax and enjoy their food and drink.

2.3.7. [bookmark: _Toc34924217]Physical Evidence

Greggs in the UK is a large company and is the largest bakery chain in the country. They have recognizable branding and products that the majority of the nation will know. Their stores all have similar interiors and furnishings.

When Expanding to Germany, Greggs will not need to make any change to the brand, even though they will not be recognizable in the country. Greggs would have to make sure to start a nationwide marketing campaign to raise the awareness of the brand as the awareness at the present time is likely to be zero.  
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3. [bookmark: _Toc34924218]Market Entry Strategy

There are a number is options for a company to consider for their market level strategy. These strategies may include direct exporting, licensing, franchising, partnering and joint ventures.

The market entry strategy that has been selected is Franchising, which is “where a firm is granted the license to operate a given part of an industry for a specified length of time.” (Sloman, 2016, p. 613) 

Greggs should use this strategy because it allows them the expansion of market and it would be run by somebody who has good understanding of the location and customers in the local area (Kolesova, 2015). The franchisee should be committed to running the business to the best of their ability due to the investment that they’ve made (PremierLine, 2015). 

There are, however, downsides to this strategy, such as failure can tarnish the brands reputation, it may have false expectations if the expansion does not go to plan and possibly the refusal of royalties (Kolesova, 2015).

Opening one flagship store in the largest city would be the best option due to the higher chance of success with the size of the population and having a flagship store is useful for doing brand experiments (Brian, 2014). This will give Greggs a chance to understand if the consumers of Germany like the adapted products available. If the store is successful in the largest city, they will be able to expand to the other cities around the region. Choosing the largest cities in the country will be the best decision as more of the population will see the brand of Greggs and have more of a chance of selling their goods.


Market Entry

4. [bookmark: _Toc34924219]Conclusion

[bookmark: _GoBack]As Greggs are the largest bakery chain in the UK, enjoying national dominance, there is an option for them to attempt to expand into a new, foreign market. Even though they have attempted to internationalise before, they failed and concentrated on their domestic market. On looking at many markets around the world, the decision to expand to Germany was made due to them being the largest consumer market in the European Union, the large cities that are there and the similarity of foods. Analysing Greggs’ marketing mix, the decision was reached that it would need to be adapted to be successful in Germany, becoming more localised for the consumers. Franchising was chosen instead of the other market entry strategies, with the advantages being the store would be managed and run by persons with more knowledge of the locations and consumers in the area. 

Conclusion

References

Armstrong, A., 2016. Greggs: We might be going gluten-free but nothing will beat our sausage rolls. [Online] 
Available at: https://www.telegraph.co.uk/business/2016/08/02/greggs-we-might-be-going-gluten-free-but-nothing-will-beat-our-s/
[Accessed 24 February 2020].
Booms, B. H. & Bitner, M. J., 1981. Marketing Strategies and Organization Structures for Service Firms. 1st Edition ed. Chicago: American Marketing Association.
Booth, J., 2018. 14 Countries You Should Visit If You’re Dessert-Obsessed. [Online] 
Available at: https://soyummy.com/countries-you-should-visit-if-youre-dessert-obsessed/
[Accessed 27 February 2020].
Debusmann Jr, B., 2020. Despite its popularity in the Middle East, veganism faces growing pains. [Online] 
Available at: https://www.arabianbusiness.com/travel-hospitality/436777-despite-growing-popularity-plant-based-food-stifled-by-misconceptions-high-prices-in-the-middle-east
[Accessed 27 February 2020].
Eurostat, 2019. Population. [Online] 
Available at: https://www.google.com/publicdata/explore?ds=mo4pjipima872_&met_y=population&idim=country_group:eu&hl=en&dl=en
[Accessed 9th March 2020].
Greggs, 2020. Business Model. [Online] 
Available at: https://corporate.greggs.co.uk/strategy/business-model
[Accessed 3 March 2020].
Hollensen, S., 2014. Global Marketing. 6th Edition ed. London: Pearson.
IMF, 2019. Economy of China. [Online] 
Available at: https://www.imf.org/external/pubs/ft/weo/2019/02/weodata/weorept.aspx?pr.x=29&pr.y=5&sy=2017&ey=2021&scsm=1&ssd=1&sort=country&ds=.&br=1&c=924&s=NGDPD%2CPPPGDP%2CNGDPDPC%2CPPPPC%2CPCPIPCH&grp=0&a=
[Accessed 29 February 2020].
IMF, 2019. Economy of the United States. [Online] 
Available at: https://www.imf.org/external/pubs/ft/weo/2019/02/weodata/weorept.aspx?pr.x=79&pr.y=12&sy=2016&ey=2021&scsm=1&ssd=1&sort=country&ds=.&br=1&c=111&s=NGDP_RPCH%2CNGDPD%2CPPPGDP%2CNGDPDPC%2CPPPPC%2CPCPIPCH&grp=0&a=
[Accessed 29 February 2020].
International Trade Administration, 2019. Market Overview. [Online] 
Available at: https://www.trade.gov/knowledge-product/germany-market-overview
[Accessed 9 March 2020].
Jobber, D., 2007. Principles and Practise of Markeing. 5th Edition ed. New York: McGraw-Hill Education.
Kavanagh, M., 2008. Greggs abandons Belgium experiment. [Online] 
Available at: https://www.ft.com/content/8ca63d6c-c5d8-11dd-a741-000077b07658
[Accessed 24 February 2020].
Kolesova, A.A., 2015. Advantages and Disadvantages of Franchising as a Form of Business. In Экономика России в XXI веке: сборник научных трудов XII Международной научно-практической конференции" Экономические науки и прикладные исследования (Vol. 2, pp. 478-482).
Koptyug, E., 2019. Per capita consumption of beer in Germany from 1950 to 2018. [Online] 
Available at: https://www.statista.com/statistics/540025/beer-consumption-per-capita-in-germany/
[Accessed 9 March 2020].
Luostarinen, L. S. W. a. R., 1988. Internationalization: Evolution of a Concept. Journal of General Management, 14(2), pp. 34-55.
Müser, K., 2015. 11 things you're sure to find in a German bakery. [Online] 
Available at: https://www.dw.com/en/11-things-youre-sure-to-find-in-a-german-bakery/g-18649566
[Accessed 3 March 2020].
Monaghan, A., 2019. Greggs' vegan sausage rolls fuel profit boom. [Online] 
Available at: https://www.theguardian.com/business/2019/may/14/greggs-vegan-sausage-rolls-fuel-profit-boom
[Accessed 24 February 2020].
PremierLine, 2015. What are the advantages and disadvantages of franchising?. [Online] 
Available at: https://www.premierline.co.uk/knowledge-centre/what-are-the-advantages-and-disadvantages-of-franchising.html
[Accessed 9 March 2020].
Sloman, J., 2016. Economics for Business. 7th Edition ed. Harlow: Pearson.
Sun, N., 2019. China to surpass US as world's biggest consumer market this year. [Online] 
Available at: https://asia.nikkei.com/Economy/China-to-surpass-US-as-world-s-biggest-consumer-market-this-year
[Accessed 27 February 2020].
Susman, G. I., 2007. Small and Medium-sized Enterprises and the Global Economy. 1st Edition ed. Pennsylvania: Edward Elgar Publishing.
WageIndicator, 2020. Minimum Wage – Germany. [Online] 
Available at: https://wageindicator.org/salary/minimum-wage/germany
[Accessed 9 March 2020].


image1.png




