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[bookmark: _Toc198507358]Executive Summary
This strategic marketing plan focuses on enhancing Greggs' digital expansion and personalization capabilities to strengthen its competitive position in the UK's food-to-go market. Building on the marketing audit findings, digital engagement emerges as a key opportunity area with significant growth potential, evidenced by the increase in app-based transactions from 12.5% to over 20% of total sales between 2023 and 2024. Employing the SOSTAC framework, this plan structures a comprehensive 12-month strategy from September 2025 to August 2026, with clearly defined SMART objectives, tactical implementations across the marketing mix, and robust control mechanisms. The primary objective aims to increase digital sales contribution from 20% to 35% within the 12-month period, supported by secondary objectives including growing the active app user base, increasing customer retention rates, and expanding the digital customer base within the 18-35 demographic. Implementation will follow a phased approach with clear milestones and responsibilities, while success will be measured through comprehensive KPIs focused on engagement, revenue, and customer satisfaction metrics. This plan aligns with Greggs' broader corporate objectives of doubling sales by 2026 and positions the company to effectively capitalize on the growing digital food-to-go market.
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[bookmark: _Toc198507360]1. Introduction
The purpose of this marketing plan is to develop a comprehensive strategy for enhancing Greggs' digital expansion and personalization capabilities to strengthen its competitive position in the UK's food-to-go market. Following a thorough marketing audit that evaluated macro, micro, and internal environments, digital engagement has been identified as a critical opportunity area with significant growth potential.
The plan follows the SOSTAC framework (Situation, Objectives, Strategy, Tactics, Action, Control) developed by PR Smith, providing a structured approach to creating an effective marketing strategy. This framework ensures all elements are cohesively aligned to achieve specific marketing objectives within a defined timeframe (Smith, 2020). Additionally, SMART objectives (Specific, Measurable, Achievable, Relevant, Time-bound) establish clear targets that will drive the strategy's implementation and evaluation (Digital Marketing Institute, 2025).
This plan covers a 12-month period from September 2025 to August 2026, focusing on leveraging Greggs' existing digital assets while introducing new capabilities to enhance customer engagement and drive sales growth. By implementing a robust digital expansion and personalization strategy, Greggs can strengthen its connection with customers, increase loyalty, and create sustainable competitive advantages in an increasingly digital marketplace.
[bookmark: _Toc198507361]2. Situation Analysis
The marketing audit revealed several key insights regarding Greggs' current market position and digital capabilities. Greggs has made significant strides in its digital transformation, with app usage growing dramatically in recent years. According to Newman (2025), app-based transactions now represent "over 20% of total sales," up from 12.5% in 2023. This growth demonstrates the increasing importance of digital channels for Greggs' customer base and revenue generation.
The Greggs app currently offers basic functionalities including ordering, rewards collection, and nutritional information. However, as Carat (2022) notes, "customers who used their app demonstrated higher frequency of visits and greater average spend," highlighting the potential for enhanced digital engagement to drive business growth. Despite these positive developments, the personalization capabilities remain relatively basic, lacking the sophisticated AI-driven recommendations that competitors are beginning to implement. Additionally, the technological infrastructure is still evolving, as evidenced by a payment system glitch in 2024 that "temporarily hampered the ability of some stores to accept customer payments" (Krishnan, 2024).
The food-to-go sector has seen accelerated digital adoption since 2020, with Fletcher (2025) noting that "the pandemic has accelerated digital adoption, shifted focus to suburban areas, increased demand for contactless ordering and delivery, and heightened consumer interest in health and sustainability." This industry-wide shift means that digital capabilities are increasingly becoming a competitive necessity rather than a differentiator.
UK consumers are increasingly embracing digital food ordering and engagement. According to Zego (2024), "On average, UK households spend approximately £6.40 per week on takeaways, translating to around £820 annually per person." Demographic analysis reveals important insights for Greggs' digital strategy. As Zego (2024) states, "69% of Gen Z consumers use food delivery apps regularly" and "Gen Z orders food via delivery 4.5 times per month, outpacing other age groups." With 57% of Greggs' customer base aged 40+ (Shakespeare, 2020), there is a significant opportunity to attract younger, digitally-native consumers through enhanced digital offerings.
A TOWS analysis synthesizing the key strengths, weaknesses, opportunities, and threats identified in the marketing audit reveals that Greggs has several powerful strengths it can leverage for digital expansion, particularly its strong brand and growing digital engagement. However, the company needs to address weaknesses in its technological infrastructure and limited personalization capabilities to fully capitalize on the opportunities available in the digital space. For detailed TOWS analysis, see Appendix A.


[bookmark: _Toc198507362]3. Objectives
Based on the situation analysis, this section establishes clear SMART objectives for Greggs' digital expansion and personalization strategy over the 12-month period from September 2025 to August 2026.
The primary SMART objective is to increase digital sales contribution from 20% to 35% of total sales within the 12-month period from September 2025 to August 2026. This objective is specific in defining the goal of increasing digital sales contribution, measurable through the quantifiable baseline (20%) and target (35%), achievable based on previous growth from 12.5% to 20% in the previous year, relevant to Greggs' broader goal of doubling sales by 2026, and time-bound with the 12-month timeframe providing a clear deadline.
This primary objective aligns with Greggs' successful digital growth trajectory. As Newman (2025) notes, customers scanned the Greggs rewards app in "just over 20% of transactions last year, up from 12.5% in 2023," demonstrating the potential for continued digital growth.
Supporting secondary objectives with SMART criteria are:
1. Increase active app user base by 40% by August 2026
2. Increase average transaction value for app users by 25% by August 2026
3. Improve customer retention rate for app users to 75% by August 2026
4. Expand digital customer base in 18-35 demographic by 30% by August 2026
These objectives align with Greggs' broader corporate goals, particularly its ambition to double sales by 2026 (Pointon, 2024). By focusing on digital expansion and personalization, Greggs can tap into new growth opportunities while strengthening customer relationships and operational efficiency. For detailed justification of these objectives based on industry research, see Appendix B.
[bookmark: _Toc198507363]4. Strategy
The strategic approach for Greggs' digital expansion and personalization initiative is informed by established theoretical frameworks and tailored to the company's specific situation and objectives.
Strategic Frameworks
Applying Ansoff's Growth Matrix, the primary strategic focus will be on market penetration, increasing Greggs' share of the existing food-to-go market through enhanced digital engagement with current customers. This aligns with Currie's statement that "the business remains confident in the growth opportunity in front of us" (Newman, 2025). The strategy will also involve elements of market development, targeting new customer segments, particularly younger demographics and digital-first consumers who may not currently view Greggs as their preferred food-to-go option.
Regarding Porter's Generic Strategies, Greggs' digital expansion strategy will primarily follow a Cost Leadership approach with elements of Differentiation. Greggs will maintain its value positioning in the digital space, ensuring that digital offerings reinforce rather than undermine its price advantage. As Carroll (2025) notes, Greggs has maintained its "value leadership" even amid inflationary pressures. Simultaneously, Greggs will differentiate through personalized digital experiences that competitors cannot easily replicate.
Target Market Segmentation
The target market segmentation for digital expansion and personalization will focus on five key customer segments: Digital Pragmatists, Digital Enthusiasts, Value Seekers, Age 40+ (current core customer base), and Age 18-35 (growth target demographic). This segmentation approach represents both behavioral and demographic dimensions to ensure comprehensive targeting. See Appendix C for detailed segment profiles.
The age-based segmentation is directly supported by Shakespeare (2020), who notes that 57% of Greggs' customer base is aged 40 and over. The broader market research from Zego (2024) indicates that "69% of Gen Z consumers use food delivery apps regularly" and "Gen Z orders food via delivery 4.5 times per month, outpacing other age groups," highlighting the importance of targeting younger demographics through digital channels.
Digital Value Proposition and Positioning
Greggs' digital value proposition will center on "Personalized Convenience and Value," combining the company's established strengths in affordability and accessibility with enhanced digital capabilities. This proposition addresses the significant pricing advantage that Brown (2024) highlights, with data showing Greggs' regular flat white costing £1.95 compared to Costa Coffee (£3.85) and Pret (£4.05). This value leadership will be a central element of the digital proposition, complemented by personalization to enhance relevance and convenience.
The positioning leverages four key elements:
1. Personalized relevance ("Your Greggs, Your Way")
2. Seamless convenience ("Quick, Easy, Anywhere")
3. Exceptional value ("More Rewards, More Savings")
4. Quality experience ("Always Fresh, Always Personal")
This positioning allows Greggs to differentiate itself in the competitive food-to-go market while maintaining alignment with its core brand values. As Wassel (2024) notes, "The best mobile apps help customers skip the line while enabling speedy and accurate service," combining convenience with quality experience.
[bookmark: _Toc198507364]5. Tactics
The tactical implementation of Greggs' digital expansion and personalization strategy will be structured through the 7Ps marketing mix.
Product
For the Product element, Greggs will significantly enhance its mobile app with personalized product recommendations, pre-order/click-and-collect functionality, an enhanced loyalty scheme, integrated delivery options, and user-friendly nutritional information. Jefferson (2021) observes that "Pre-ordering is a market trend that we believe will support, in particular, our ambition to grow sales in the evening daypart, a segment of the market where we are currently underrepresented." Additionally, Greggs will develop a sophisticated AI-driven personalization engine to analyze customer purchase patterns, deliver tailored recommendations, create personalized offers, enable dynamic menu presentations, and facilitate predictive ordering.
Price
For the Price element, Greggs will implement a dynamic pricing approach that offers targeted discounts based on customer preferences, creates daypart-specific pricing, develops bundle pricing optimized for digital channels, and implements flash sales during slow periods. This approach aligns with Farmonaut's (2024) observation that "Digital menu boards allow for real-time price adjustments based on demand, time of day, or inventory levels." According to Fletcher (2025), "83% of UK restaurant leaders said their loyalty program boosted order sizes, repeat visits, and delivered ROI," supporting the business case for personalized pricing and loyalty initiatives.
Place
The Place element will focus on creating a seamless omnichannel experience through integration of app ordering with in-store pickup, expanded delivery coverage, click-and-collect functionality, digital ordering kiosks, and enhanced geolocation services. Select Greggs locations will be redesigned to prioritize digital engagement with dedicated collection areas for digital orders, optimized layouts for delivery driver access, digital menu boards, and self-service zones. Jefferson (2021) notes that Greggs is "seeking larger premises offering more channels and coffee shop seating" and creating "a dedicated space in-store for digital channels."
The importance of delivery integration is supported by market data from Zego (2024), which indicates that "The UK food delivery market is set to reach £3.8 billion by 2024, with a compound annual growth rate (CAGR) of 15.2% forecasted over the next five years." For detailed channel integration tactics, see Appendix D.
Promotion
Promotion tactics will focus on driving awareness, downloads, and engagement with Greggs' digital offerings through a multi-channel campaign, personalized marketing communications, comprehensive promotion of the enhanced loyalty program, and community-building initiatives. The effectiveness of previous campaigns is evidenced by Carat (2022), which notes that Greggs "achieved the #1 position in both Apple and Google App Stores during the campaign period" and "hit its annual app download targets" through a well-executed promotion that offered "a free steak bake and coffee" as an app download incentive.
People, Process, and Physical Evidence
The People element will ensure Greggs' team is equipped to deliver excellent personalized digital experiences through comprehensive digital skills development, a digital-focused organizational structure, enhanced customer service capabilities, and effective change management. Sentance (2023) notes that Taylor, Greggs' IT Director, attributes the company's digital success to having "doubled the size of its tech teams" during the pandemic, reflecting "belief that technology would be an enabler for workers on the shop floor."
Process tactics will focus on creating seamless, efficient workflows for digital engagement, while Physical Evidence elements will create intuitive, user-friendly app interfaces and seamless in-store digital integration. Wassel (2024) reports high customer satisfaction ratings for mobile app experiences in the restaurant industry, with scores of 86/100 for overall quality and 85/100 for reliability. For detailed tactical implementation across all 7Ps, see Appendix E.
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The implementation plan for Greggs' digital expansion and personalization strategy will follow a phased approach over the 12-month period from September 2025 to August 2026, with clear responsibilities and timelines as visualized in the Gantt chart below.
Implementation Timeline and Responsibilities
The implementation will be structured across four phases, each with specific objectives and deliverables:
Phase 1: Foundation Building (September-November 2025)
· Technical infrastructure assessment and enhancement (IT Team)
· Data collection and analysis framework development (Data Analytics Team)
· Initial personalization engine development (Digital Development Team)
· Staff training on digital systems and customer service (Training Team)
· Baseline measurement establishment (Analytics Team)
Phase 2: Core Capabilities Deployment (December 2025-February 2026)
· Enhanced app functionality launch (Digital Development Team)
· Basic personalization features implementation (Digital Development Team)
· Loyalty program enhancement (Marketing Team)
· Digital marketing campaign commencement (Marketing Team)
· Initial omnichannel integration (Operations Team)
Phase 3: Advanced Personalization (March-May 2026)
· AI-driven recommendation engine full deployment (Digital Development Team)
· Advanced personalization features implementation (Digital Development Team)
· Expanded delivery partnerships (Business Development Team)
· Personalized marketing automation (Marketing Team)
· In-store digital integration enhancement (Operations Team)
Phase 4: Optimization and Expansion (June-August 2026)
· Performance analysis and optimization (Analytics Team)
· Expansion of successful initiatives (Cross-functional Team)
· Advanced omnichannel integration (Operations Team)
· New digital-exclusive products and experiences (Product Team)
· Full reporting on objective achievement (Project Leadership)
Figure 1: Gantt Chart for Digital Expansion and Personalization Implementation




This phased approach with clear ownership and timeline aligns with Jefferson's (2021) observation that Greggs' previous success with digital transformation came from a "two-pronged focus on digital innovations, coupled with releasing in-demand products," suggesting that a measured, strategic approach yields the best results.
Resource Requirements
The implementation will require significant resources across multiple categories, with an estimated total investment of £4-5.5 million. Key requirements include:
1. Technology Infrastructure (£1.5-2 million): App development, personalization engine, data analytics, system integration, security enhancement
2. Human Resources (£0.75-1 million): Digital team expansion, staff training, customer service enhancement, change management
3. Marketing and Promotion (£1-1.5 million): Digital acquisition campaigns, loyalty program promotion, in-store promotion
4. Ongoing Operations (£0.75-1 million): Maintenance, optimization, data analytics, customer support
These investments are justified by industry benchmarks, with Fletcher (2025) noting that UK restaurants were allocating "about 9% of their total sales to technology" by 2022, with 85% of restaurant leaders planning new tech investments for 2025. For detailed resource allocation and organizational structure, see Appendix F.

Risk Assessment and Mitigation
Key implementation risks include technical issues (system integration challenges, security vulnerabilities), operational challenges (staff resistance, customer adoption), and market factors (economic pressures, changing consumer preferences). Mitigation strategies include thorough testing, comprehensive training, user testing, clear ROI tracking, and continuous market monitoring. For a detailed risk assessment matrix, see Appendix G.
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To measure, monitor, and evaluate the success of its digital expansion and personalization strategy, Greggs will track a comprehensive set of Key Performance Indicators (KPIs) across multiple dimensions.
The KPI framework will track five key areas:
1. Digital Engagement: App downloads and active users, usage frequency, session duration, feature utilization, and customer satisfaction
2. Revenue Performance: Digital sales percentage, average transaction value, digital sales by daypart, conversion rates, and ROI on digital initiatives
3. Customer Relationships: Retention rates, loyalty program engagement, customer lifecycle value, Net Promoter Score, and acquisition costs
4. Personalization Effectiveness: Offer redemption rates, recommendation click-through rates, basket size influence, customer feedback, and segment-specific engagement
5. Operational Performance: Order accuracy, processing time, technical performance, staff adoption, and cross-channel integration
These metrics will be monitored at varying frequencies (real-time, weekly, monthly, and quarterly) to provide a comprehensive view of performance. Ben-Joseph (2022) reports that restaurant apps achieved 90-day retention rates of 86% for engaged users, providing a useful benchmark for Greggs' retention objectives. For a detailed monitoring framework and evaluation criteria, see Appendix H.
Success will be evaluated through short-term indicators (3-6 months), medium-term indicators (6-9 months), and long-term indicators (9-12 months), with the ultimate goal of achieving the primary objective of increasing digital sales contribution from 20% to 35% by August 2026.


[bookmark: _Toc198507367]8. Recommendations
Based on the detailed strategy and implementation plan, the following key recommendations are proposed to ensure the successful execution of Greggs' digital expansion and personalization initiative:
First, prioritize data infrastructure and governance as the foundation for effective personalization. This includes establishing clear data policies, implementing secure systems, developing quality assurance protocols, and creating governance structures. As Fletcher (2025) notes, "With more tech comes more data. Restaurants that succeed will invest in analytics to turn all that data into actionable insights." Without this foundation, personalization efforts will be limited in effectiveness.
Second, adopt an agile implementation approach to accommodate the rapidly evolving nature of digital technology and consumer preferences. This involves breaking the project into manageable sprints, regular testing and iteration, cross-functional teams with decision-making authority, and continuous learning throughout implementation.
Third, balance technology innovation with operational simplicity to ensure successful adoption. This means creating intuitive interfaces, clear processes for handling digital orders, seamless integration with existing workflows, and comprehensive but accessible training. Sentance (2023) quotes Greggs' IT Director: "We had to develop solutions that worked for our shop teams — that were simple and effective." This principle should guide all technical implementations.
Fourth, maintain focus on Greggs' core value proposition throughout the digital transformation. This involves ensuring digital offerings reinforce rather than undermine price advantage, creating digital-exclusive value offers, using personalization to enhance value perception, and communicating value clearly across all channels.
Fifth, invest significantly in change management and training to address the human element of digital transformation. This includes comprehensive training programs, clear communication of benefits and expectations, recognition and rewards for digital adoption, and ongoing support.




[bookmark: _Toc198507368]9. Conclusion
Greggs' digital expansion and personalization strategy represents a significant opportunity to strengthen the company's competitive position, enhance customer relationships, and drive revenue growth. By increasing digital sales contribution from 20% to 35% within 12 months, Greggs can create a foundation for long-term sustainable growth in an increasingly digital marketplace.
The strategy leverages Greggs' existing strengths, particularly its strong brand reputation, extensive store network, and value proposition, while addressing key weaknesses in its technological infrastructure and personalization capabilities. By following a phased implementation approach with clear objectives, tactics, and control mechanisms, Greggs can effectively manage the complexity of digital transformation while minimizing risks.
The food-to-go market continues to evolve rapidly, with changing consumer preferences, technological innovation, and intense competition creating both challenges and opportunities. As Fletcher (2025) observes, "The past five years have proven that tech investment is no longer optional for restaurants — it's critical to staying competitive and delighting guests." By embracing digital expansion and personalization, Greggs can position itself at the forefront of these industry trends.
By implementing this comprehensive digital expansion and personalization strategy, Greggs can transform challenges into opportunities, strengthen customer relationships, and create sustainable competitive advantages that support its ambitious growth objectives for 2026 and beyond.
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[bookmark: _Toc198507370]Appendix A: TOWS Analysis
The TOWS analysis framework systematically examines how Greggs can leverage its strengths to capitalize on opportunities (SO strategies), use strengths to mitigate threats (ST strategies), overcome weaknesses through opportunities (WO strategies), and address both weaknesses and threats (WT strategies) in its digital expansion initiative.
Table A1: TOWS Analysis for Greggs' Digital Expansion Strategy
	
	OPPORTUNITIES<br>O1: Growing digital food ordering market<br>O2: Increasing demand for personalization<br>O3: Under-penetration in 18-35 demographic<br>O4: Evening daypart growth potential<br>O5: Delivery partnerships expansion
	THREATS<br>T1: Intensifying digital competition<br>T2: Rising customer acquisition costs<br>T3: Technology implementation failures<br>T4: Changing consumer preferences<br>T5: Economic pressures on consumer spending

	STRENGTHS<br>S1: Strong brand recognition<br>S2: Extensive store network<br>S3: Value pricing proposition<br>S4: Growing digital engagement<br>S5: Vertically integrated supply chain
	SO Strategies<br>S1+O3: Leverage brand for digital youth engagement<br>S2+O4: Utilize store network for evening trade expansion via app<br>S3+O1: Extend value proposition to digital channels<br>S4+O2: Build on current digital success with personalization<br>S5+O5: Use supply chain efficiency to enable competitive delivery pricing
	ST Strategies<br>S1+T1: Differentiate digital offerings with distinctive Greggs brand elements<br>S2+T2: Leverage physical stores for app promotion, reducing acquisition costs<br>S3+T5: Emphasize value positioning in digital communications during economic pressure<br>S4+T4: Use growing digital data to predict and adapt to preference changes<br>S5+T3: Phase implementation leveraging operational experience

	WEAKNESSES<br>W1: Limited personalization capabilities<br>W2: Evolving technological infrastructure<br>W3: Digital talent gaps<br>W4: Lower digital penetration in 40+ demographic<br>W5: Evening daypart underdevelopment
	WO Strategies<br>W1+O2: Invest in AI-driven personalization to meet customer expectations<br>W2+O1: Upgrade infrastructure to support digital market growth<br>W3+O3: Recruit digital talent with expertise in younger demographics<br>W4+O5: Create simplified digital experiences for older customers<br>W5+O4: Develop evening-specific digital promotions and experiences
	WT Strategies<br>W1+T1: Prioritize high-impact personalization features to compete effectively<br>W2+T3: Implement robust testing protocols to minimize implementation failures<br>W3+T4: Build agile digital teams responsive to changing preferences<br>W4+T2: Optimize digital ROI by focusing on retention of existing customers<br>W5+T5: Create value-focused evening offers for cost-conscious consumers


This TOWS analysis reveals several key strategic insights for Greggs' digital expansion:
1. Brand Leverage: Greggs can meaningfully differentiate its digital experience through its strong brand identity, particularly as it targets younger consumers who may be less familiar with its traditional offerings.
2. Physical-Digital Integration: The extensive store network provides Greggs with a significant advantage for digital expansion, enabling click-and-collect functionality, serving as promotional vehicles for the app, and facilitating efficient delivery operations.
3. Value Proposition Extension: The core value proposition that has driven Greggs' success can be powerfully extended into digital channels, particularly important during economic uncertainty.
4. Infrastructure Investment Priority: Technological infrastructure and personalization capabilities represent critical areas for investment to overcome weaknesses and capitalize on market opportunities.
5. Evening Trade Opportunity: The underdevelopment of evening trade can be addressed through targeted digital initiatives, leveraging personalization to create compelling evening offers.
The TOWS analysis provides a strategic foundation for the digital expansion initiative, guiding tactical decisions and resource allocation to maximize positive impact and mitigate risks.

[bookmark: _Toc198507371]Appendix B: SMART Objectives - Detailed Justification
The following table provides a comprehensive justification for the secondary SMART objectives established for Greggs' digital expansion strategy, with detailed supporting evidence and alignment with the primary objective.
Table B1: Secondary SMART Objectives for Greggs' Digital Expansion Strategy
	Objective
	Target
	Timeframe
	Strategic Justification

	Increase active app user base
	40% growth
	By August 2026
	Carat (2022) notes previous successes in achieving "annual app download targets" through focused marketing

	Increase average transaction value for app users
	25% increase
	By August 2026
	According to Borison (2024), "customers who used their app demonstrated higher frequency of visits and greater average spend"

	Improve customer retention rate for app users
	75% retention
	By August 2026
	Ben-Joseph (2022) reports that retention rates "improved dramatically when they showed consumers the Love Dialog in the first 90 days, averaging 84% for Restaurant and 83% for Food Services"

	Expand digital customer base in 18-35 demographic
	30% growth
	By August 2026
	With 57% of Greggs' customers aged 40+ (Shakespeare, 2020), attracting younger consumers is essential for future growth



These secondary objectives are mutually reinforcing and collectively support the primary objective of increasing digital sales contribution from 20% to 35% by August 2026. The growth in active app users and expansion in the 18-35 demographic provide the necessary user base, while increased transaction values and improved retention rates drive higher per-customer revenue. All objectives have been established with consideration of both industry benchmarks and Greggs' own historical performance to ensure they are challenging but also achievable.

[bookmark: _Toc198507372]Appendix C: Target Market Segment Profiles
This appendix provides detailed profiles of each target market segment for Greggs' digital expansion strategy, including comprehensive characteristics, behavioral insights, and tailored digital engagement approaches.
Table C1: Target Market Segments Based on Consumer Research
	Segment
	Description
	Key Characteristics
	Digital Engagement Approach

	Digital Pragmatists
	Use digital primarily for convenience and value
	Value simplicity and efficiency
	Straightforward digital experiences focusing on relevant value offers

	Digital Enthusiasts
	Embrace digital technology with high expectations
	Tech-savvy, frequent digital users
	Sophisticated digital experiences with personalization features

	Value Seekers
	Primarily motivated by deals and offers
	Price-sensitive, promotion-focused
	Tailored promotions during economic uncertainty

	Age 40+
	Current core customer base (57% of customers)
	Traditional preferences with growing digital adoption
	Familiar digital interfaces with clear value communication

	Age 18-35
	Growth target demographic
	Digitally native, convenience-focused
	Digital-first engagement with relevant offerings



These detailed segment profiles will guide Greggs' approach to digital expansion, ensuring that the user experience, communications, and offers are appropriately tailored to each group's preferences and needs. The segmentation strategy leverages both demographic and behavioral dimensions to create a comprehensive targeting approach that maximizes engagement across diverse customer groups while maintaining the core Greggs brand identity and value proposition.

[bookmark: _Toc198507373]Appendix D: Channel Integration Strategy
This appendix details the comprehensive omnichannel strategy that will support Greggs' digital expansion, including delivery partnerships, click-and-collect implementation, and cross-channel integration.
Table D1: UK Food Delivery Market Data
	Metric
	Value
	Source

	Market size (2024)
	£3.8 billion
	Zego (2024)

	Projected CAGR
	15.2%
	Zego (2024)

	Gen Z usage of food delivery apps
	69%
	Zego (2024)

	Gen Z average orders per month
	4.5
	Zego (2024)

	Average weekly household spend on takeaways
	£6.40 (£820 annually per person)
	Zego (2024)



Digital Channel Integration Approach
Greggs' channel integration strategy will focus on creating seamless connections between digital and physical touchpoints, optimizing customer experience while maximizing operational efficiency. The strategy encompasses:
1. App and In-Store Integration 
· Dedicated collection areas for digital orders in stores
· Digital queue management system to optimize pickup flow
· Staff tablet integration with ordering system for real-time updates
· Mobile scan-and-go functionality for faster in-store transactions
· Cross-channel loyalty point accumulation and redemption
2. Delivery Platform Expansion 
· Enhanced integration with Just Eat (existing partner)
· New partnership with Uber Eats to expand reach
· Potential development of proprietary delivery capability for strategic locations
· Optimized packaging for delivery to maintain product quality
· Virtual brand concepts exclusive to delivery platforms
3. Click-and-Collect Enhancement 
· Advanced time-slot booking system
· Order preparation optimization based on collection time
· Express collection zones in high-volume locations
· Integration with calendar apps for reminder functionality
· Walk-in order conversion through in-store promotion
4. Physical Store Adaptation 
· Redesign of select stores to accommodate digital order fulfillment
· Digital ordering kiosks in high-volume locations
· Dynamic digital menu boards with personalized elements
· Self-service collection lockers in transport hubs
· WiFi infrastructure enhancement supporting app engagement
Table D2: Channel Integration Performance Metrics and Targets
	Channel
	Current Performance
	12-Month Target
	Implementation Priority

	Mobile App
	20% of transactions
	35% of transactions
	High - Core channel for digital expansion

	Just Eat Delivery
	Available in 1,000+ shops
	Available in 1,300+ shops
	Medium - Expand existing partnership

	Uber Eats Delivery
	Not currently available
	Available in 800+ shops
	High - New partnership to extend reach

	Click-and-Collect
	Basic functionality
	Advanced booking with time slots
	High - Significant growth opportunity

	In-Store Digital Kiosks
	Limited trial
	250+ high-volume locations
	Medium - Requires physical installation

	Digital Menu Boards
	Not currently implemented
	500+ locations
	Low - Supporting technology


Implementation Approach
The channel integration strategy will follow a phased implementation approach, with the following key milestones:
1. Phase 1 (Months 1-3): 
· App enhancement and optimization
· Initial Just Eat expansion
· Click-and-collect functionality improvement
2. Phase 2 (Months 4-6): 
· Uber Eats partnership launch
· Initial in-store digital kiosks deployment
· Staff training on enhanced integration
3. Phase 3 (Months 7-9): 
· Advanced personalization across channels
· Digital menu board implementation
· Collection area redesign in key locations
4. Phase 4 (Months 10-12): 
· Full channel integration completion
· Cross-channel performance optimization
· New digital-exclusive products launch
This integration strategy is supported by industry research, with Jefferson (2021) noting that "Our investment over recent years has left the business well-placed to move quickly as the economy recovers and we drive our ambitious plans to become a larger, multi-channel business." Additionally, Fletcher (2025) observes that "Food-to-go businesses have seen their digital business increase at compound rates of 15-20% for several years, with multi-channel customers typically spending 1.6x more than single-channel customers."

[bookmark: _Toc198507374]Appendix E: Tactical Implementation Across 7Ps
This appendix provides detailed tactical implementation plans across all elements of the 7Ps marketing mix, supporting the overarching digital expansion and personalization strategy.
E1. Product Tactics
Greggs' Product tactics will focus on enhancing the digital product offering and developing a sophisticated personalization engine:
1. Enhanced Mobile App Functionality: 
· Personalized product recommendations based on purchase history and preferences
· Pre-order/click-and-collect functionality with time slot selection
· Enhanced loyalty scheme with tiered rewards and gamification elements
· Integrated delivery options with real-time tracking
· User-friendly nutritional information and dietary preference filtering
· Digital wallet integration for seamless payment
· Order history and favorites for quick reordering
2. AI-Driven Personalization Engine: 
· Machine learning algorithms to analyze customer purchase patterns
· Predictive analytics for anticipating customer preferences
· Dynamic personalized offers based on individual behavior
· Weather-responsive recommendations (e.g., hot drinks during cold weather)
· Location-based personalization leveraging geofencing
· Daypart-specific recommendations aligned with consumer habits
· Cross-selling and upselling recommendations based on basket analysis
3. Digital-Exclusive Products and Experiences: 
· App-only menu items to drive digital adoption
· Digital-first product launches with early access for app users
· Virtual product bundles optimized for digital channels
· Collaborative products with delivery partners
· Customization options exclusively available through digital ordering
· Limited-time digital offerings to create urgency and engagement
· Personalized product combinations based on individual preferences
Table E1: Digital Pricing Strategies and Industry Performance Benchmarks
	Pricing Strategy
	Industry Benchmark Results
	Source

	Dynamic Personalized Pricing
	"Using customer data to tailor promotions, recommend dishes, or even dynamically price menus"
	Fletcher (2025)

	Loyalty Programs
	"83% of UK restaurant leaders said their loyalty program boosted order sizes, repeat visits, and delivered ROI"
	Fletcher (2025)

	Digital Ordering
	"Restaurants using integrated online ordering see notable sales lifts"
	Fletcher (2025)

	Self-Order Kiosks
	"Increase average transaction size" as "patrons tend to order more via screen"
	Fletcher (2025)


[bookmark: _Toc198507375]Appendix F: Resource Allocation and Organizational Structure
Table F1: Resource Requirements and Investment
	Resource Category
	Description
	Estimated Investment
	Supporting Evidence

	Technology Infrastructure
	App development, personalization engine, data analytics, system integration, security enhancement
	£1.5-2 million
	O'Halloran (2022) reports that Greggs has implemented "a future-proof, security-centred software-defined wide area network (SD-WAN) solution," which will need further enhancement

	Human Resources
	Digital team expansion, staff training, customer service enhancement, change management, cross-functional teams
	£0.75-1 million
	Sentance (2023) highlights that Greggs "doubled the size of its tech teams" during the pandemic to enable digital transformation

	Marketing and Promotion
	Digital acquisition campaigns, loyalty program promotion, in-store promotion, partner marketing
	£1-1.5 million
	Carat (2022) documents successful previous campaigns combining "traditional media power with digital engagement techniques"

	Ongoing Operations
	Maintenance, optimization, data analytics, customer support
	£0.75-1 million
	Fletcher (2025): "By 2022, UK restaurants were allocating about 9% of their total sales to technology — a huge jump from pre-pandemic levels"
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Table G1: Key Implementation Risks and Mitigation Strategies
	Risk Category
	Specific Risk
	Industry Evidence
	Mitigation Strategy

	Technical
	System integration challenges
	"Restaurant technology is everywhere — but it's disjointed and makes life harder" (Fletcher, 2025)
	Thorough testing, phased rollout

	Technical
	Security vulnerabilities
	"When a critical system component malfunctions... the effects can ripple across an entire organization" (Krishnan, 2024)
	Robust security protocols, regular audits

	Operational
	Staff resistance
	"29% of operators cite staff training on new tech as a top concern" (Fletcher, 2025)
	Comprehensive training, change management

	Operational
	Customer adoption challenges
	"Consumers aged 18-38 are 16 percentage points more likely to return to restaurants using automation" (Fletcher, 2025)
	User testing, targeted adoption campaigns

	Market
	Economic pressures
	"83% of operators agree tech provides a competitive advantage, yet only 28% say their tech investments improved profitability" (Fletcher, 2025)
	Clear ROI tracking, value-focused approach

	Market
	Changing consumer preferences
	"The frustration with fragmented tech is driving a push toward unified platforms" (Fletcher, 2025)
	Continuous market monitoring, agile approach
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Table H1: Key Performance Indicators with Industry Benchmarks
	KPI Category
	Industry Benchmark
	Source

	Digital Engagement
	"Interaction rates fell slightly for Restaurant apps, averaging 18% in 2021 (22% 2020 average)"
	Ben-Joseph (2022)

	Digital Engagement
	"Food Services apps kept a consistent 24% interaction rate"
	Ben-Joseph (2022)

	App Retention
	"Combined 90-day retention for Fans was 86% and 82% for Risks"
	Ben-Joseph (2022)

	App Retention
	"Annual retention was 71% for Fans and 60% for Risks"
	Ben-Joseph (2022)

	Customer Satisfaction
	"Customers gave overall order accuracy a 86 [out of 100]"
	Wassel (2024)

	Customer Satisfaction
	"Speed of checkout or delivery scored 83 [out of 100]"
	Wassel (2024)

	ROI Perception
	"83% of operators agree tech provides a competitive advantage, yet only 28% say their tech investments improved profitability"
	Fletcher (2025)

	Loyalty Program Impact
	"83% of UK restaurant leaders said their loyalty program boosted order sizes, repeat visits, and delivered ROI"
	Fletcher (2025)
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Phase 4: Optimization and Expansion

Start	Performance Analysis	Initiative Expansion	Advanced Integration	Digital-exclusive Products	Final Reporting	46153	46174	46153	46174	46237	Duration (Weeks)	Performance Analysis	Initiative Expansion	Advanced Integration	Digital-exclusive Products	Final Reporting	8	9	10	9	4	End	Performance Analysis	Initiative Expansion	Advanced Integration	Digital-exclusive Products	Final Reporting	46208	46236	46222	46236	46264	



Phase 1: Foundation Building

Start	Infrastructure Assessment	Data Framework Setup	Initial Engine Development	Staff Training	Baseline Measurement	45901	45915	45943	45915	45971	Duration (Weeks)	Infrastructure Assessment	Data Framework Setup	Initial Engine Development	Staff Training	Baseline Measurement	6	8	7	12	3	End	Infrastructure Assessment	Data Framework Setup	Initial Engine Development	Staff Training	Baseline Measurement	45942	45970	45991	45998	45991	



Phase 2: Core Capabilities Deployment

Start	App Functionality	Basic Personalization	Loyalty Program	Marketing Campaign	Omnichannel Integration	45978	45999	45992	46034	45999	Duration (Weeks)	App Functionality	Basic Personalization	Loyalty Program	Marketing Campaign	Omnichannel Integration	8	8	8	9	10	End	App Functionality	Basic Personalization	Loyalty Program	Marketing Campaign	Omnichannel Integration	46033	46054	46047	46096	46068	



Phase 3: Advanced Personalization

Start	AI Recommendation Engine	Advanced Features	Delivery Partnerships	Marketing Automation	In-store Integration	46069	46082	46069	46089	46089	Duration (Weeks)	AI Recommendation Engine	Advanced Features	Delivery Partnerships	Marketing Automation	In-store Integration	10	9	12	10	11	End	AI Recommendation Engine	Advanced Features	Delivery Partnerships	Marketing Automation	In-store Integration	46138	46145	46152	46159	46166	
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