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[bookmark: _Toc215667704][bookmark: _Toc215667921]1. Introduction
Gregg’s plc is a major competitor in the food-to-go retailing industry in the United Kingdom that is characterised by low prices, convenience, and a strong bakery tradition. However, the domestic market has started to be saturated, and this limits the potential for further growth. As a reaction to changing lifestyles of the consumers and a growing shift towards demanding fast, value-based food, global business development becomes one of the available options in the context of sustainable long-term development (Mio, Costantini and Panfilo, 2022). This report aims to develop an evidence-based market-entry strategy for Greggs. The discussion will be focused on the Netherlands, which is a market that is well aligned with the operational strengths and product orientation of Greggs. Strategic frameworks are used to review the external environment, the competitive environment, and the internal capabilities. Then, the proper entry strategy is developed, along with performance metrics that are meant to support the successful implementation.



[bookmark: _Toc215667705][bookmark: _Toc215667922]2. Selection of Organisation and Target Market
[bookmark: _Toc215667706][bookmark: _Toc215667923]2.1 Overview of Greggs plc
Gregg’s PLC is a critical player in the food-to-go retailer based on a bakery in the United Kingdom. Its business model is essentially based on delivering fresh, cheap, and convenient bakery products to customers who prefer rapidity and simplicity (Chatterjee et al., 2022). The company has an integrated supply chain with the centralised bakeries providing a network of thousands of stores in the country, which ensures high quality control, waste reduction and standard prices. Moreover, Greggs can be credited with its strong value proposition that includes low-priced dishes of low price, breakfast offers, and a gradually growing vegan catalogue.
On the economic front, Greggs has shown great strength. It has recorded a steadily increasing revenue growth over the last ten years, enhanced by the extended working hours, frequent store refurbishments, and the increasing pace of digital sales (Rahayu et al., 2023). The company has expanded its retail presence, passing through, in many cases, high-traffic transport ports and cities. This financial strength is providing Greggs with a sense of assurance and the ability to consider going international.
Greggs has developed strong logistics, menu standardisation and retail efficiency capabilities operationally. The advantages of centralised production are the high economies of scale and its supply chain ensures the availability of the products (Betto et al., 2022). The organisation also makes investments in digital solutions - such as mobile ordering systems and loyalty reward programmes in order to improve the customer experience. These skills place Greggs in a favourable position to have an international expansion that is well-managed and controlled.

[bookmark: _Toc215667707][bookmark: _Toc215667924]2.2 Rationale for International Expansion
Greggs is now facing a mature and highly competitive domestic environment. The density of stores is high, and the chances of extending growth to the domestic area seem limited. In addition, the changing customer expectations are putting pressure to be innovative and diversified. Organisational expansion internationally has offered Greggs the prospect of new sources of revenue, decreased long-term risk, and expanded brand image (Gattino et al., 2023). This plan is in line with the overall goal of the company in assessing expansion prospects outside the traditional markets. Expansion to a new country will enable Greggs to implement its already tested model in a new environment where the need for fast and inexpensive food keeps growing, thus sustaining long-term sustainability and competitiveness.
[bookmark: _Toc215667708][bookmark: _Toc215667925]2.3 Justification for Selecting the Netherlands
The Netherlands is a very lucrative market for Greggs. It also has a powerful bakery and coffee culture, where customers love to have fast foods, pastry, and hot drinks on their way to work, or on work breaks, which are behaviours that Greggs can capitalise on (Banovic et al., 2022). Dutch cities have their high-footfall zones and transport networks, which Greggs will prefer as the location of their stores. Also, the economic stability and high purchasing power of the country only enhance the possibility of success.
Dutch consumers appreciate low prices, convenience and simple food selection as part of their culture, which aligns well with the Greggs model of low pricing and fast service. The fact that the Netherlands is close to the United Kingdom enables logistics and diminishes the risks of expansion in the early stages (Henn et al., 2022). The English proficiency level is high, which can help Greggs to communicate its brand. The consumer behaviour in the Dutch quick-service food sector has witnessed the rising interest in on-the-go consumption and affordable food. All these will make the Netherlands a reasonable and strategically viable first global entry point by Greggs.
[bookmark: _Toc215667709][bookmark: _Toc215667926]3. Comprehensive Strategic Analysis 
[bookmark: _Toc215667710][bookmark: _Toc215667927]3.1 Macro-Environmental Analysis: PESTLE
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Figure 1: PESTLE Analysis
(Stancu et al., 2022)
Political Factors: The political climate in the Netherlands is predictable and stable. The government has well-established institutions, is characterised by low corruption levels and follows defined policies. Such circumstances reduce the uncertainty of new entrants like Greggs. The Netherlands is also open to foreign investment due to transparent policies, reliable infrastructure, and pro-business policies (Stancu et al., 2022). However, the Dutch government attaches much importance to the safety and sustainability of food, and this can lead to a need to modify the existing sourcing and packaging procedure at Greggs.
Economic Factors: Economic conditions are also favourable in terms of market entry. The Netherlands has a strong GDP per capita and constant economic growth. There is consumer purchasing power and the population density in the urban centres and commuter population are high (Hay et al., 2021). These will create an inclination towards the need for speedy and inexpensive food products. The labour is also higher than in the United Kingdom and may lead to a rise in the cost of operation. However, the market of quick-service restaurants in the Netherlands keeps growing as people are interested in solutions with quick meals.
Social & Cultural Factors: Social and cultural factors are the ones that are not incompatible with Gregg's offering. The Dutch people have a long tradition of bakery culture, and they consume a lot of bread, pastries, and coffee. A good number of people eat out, especially in towns that have effective transport networks (Polynskaya, 2021). The level of health awareness is also increasing, making the vegan and the lower-calorie products of Greggs potentially popular among the younger generation. The Dutch society is also price-conscious, and this goes hand in hand with the low-price strategy by Greggs.
Technological Factors: The Netherlands has an advanced technological development. Online payment systems, mobile ordering, and delivery systems are well embraced, and Greggs can capitalise on this to advertise its application and loyalty program (Sokolova and Rojas-Vallejos, 2025). There are also good cold-chain logistics networks in the country that facilitate food distribution. Adoption of technology can also lead to a further increase in the efficiency of the operations by means of forecasting and automatic procedures.
Legal Factors: Legal requirements are high, especially in food safety, labour requirements and environmental compliance (Boimah and Weible, 2023). EU standards on food allergens, labelling and hygiene are to be fulfilled. Greggs might be required to change its packaging to be recycling-friendly and single-use plastic.
Environmental Factors: First of all, environmental concerns. Dutch customers and regulators require companies to solve the problem of carbon emissions, waste, and sustainable sourcing. The current sustainability commitments of Greggs will facilitate compliance (Boimah and Weible, 2023). Nevertheless, shipment of products to the United Kingdom can be a cause of environmental concern and hence the significance of local sourcing.

PESTLE Critical Reflection on Limitations: PESTLE has some limitations. It can simplify complicated interactions between factors and gives generalised information without considering competitors or internal strengths (Mendocilla, Miravitlles, Matamoros and Matute, 2021). Despite this, it provides an effective point of departure in the realisation of external conditions.

[bookmark: _Toc215667711][bookmark: _Toc215667928]3.2 Industry & Competitive Analysis (Porter’s Five Forces)
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Figure 2: Porter’s Five Forces
(Czarnecka and Schivinski, 2022)
Rivalry Among Competitors: The competition in the Dutch bakery and quick-service restaurant industry is very stiff. The market is dominated by the brands of Albert Heijn to Go, HEMA, Delifrance and Starbucks, as well as local independent bakeries with substantial market shares (Mendocilla, Miravitlles, Matamoros and Matute, 2021). Price, convenience and quality of products are factors that drive competition. Greggs will have to differentiate itself with the offering of special savoury bakery products and a strong value proposition.
Threat of New Entrants: The threat of new entrants is moderate. Starting with one bakery or cafe is not very hard, but going to the next level of becoming a nationally recognised chain requires a lot of capital, logistical development, and brand awareness. The fact that Greggs has been involved in large-scale operations may also be an advantage (Czarnecka and Schivinski, 2022). However, there is a lot of competition over prime spots within transport hubs, which may increase barriers to entry.
Bargaining Power of Supplier: There is a moderate supplier bargaining power. This is because the Netherlands is enjoying a mature food supply chain with various sourcing opportunities, hence limiting its reliance on a certain supplier (Chehimi and Naro, 2024). However, in case Greggs imports the products of the United Kingdom, the exchange rate fluctuations, transportation rates, and post-Brexit trade regulations may create vulnerability. Supplier risk would be addressed by local sourcing.
Bargaining Power of Customers: There is high bargaining power with customers. The Dutch consumers have a lot of options in regards to bakery and cafe, which allows them to change the alternatives easily in case of price rise or quality deterioration. These consumers judge brands in terms of taste, freshness, and value (Chehimi and Naro, 2024). The appealing prices and quality of the products that Greggs offers will play a significant role in attracting consumers, who are cost-conscious, whereas the high demands towards the service and sustainability also give greater power to the customers.
Threat of Substitutes: The threat of substitutes is high. Consumers can choose between meal deals in the supermarket, home-prepared snacks, or healthier options from the new brands. Greggs also competes with fresh bakery products from local shops (Brouthers et al., 2022). To be competitive, Greggs should focus on convenience, speed and product diversification.
Limitations of Porter’s Model: It assumes the industries to be in a fixed state, which is not actually the case in the real market. In addition, the framework focuses on competition but ignores collaboration opportunities, digital disruption, and internal competencies (Brouthers et al., 2022). Nevertheless, it is still a practical instrument in determining the competitive forces that Greggs has to deal with, despite these limitations.

[bookmark: _Toc215667712][bookmark: _Toc215667929]3.3 Internal Strategic Capability Analysis (VRIO) 
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Figure 3: VRIO Framework Analysis
(Cassia and Magno, 2022)
Valuable Resources: Greggs has a number of valuable resources. It has a vertically integrated chain of supply, which gives it control over quality and cost. It has a good brand image, which is based on low prices and convenience, and which brings in a wide range of customers. Greggs also has a strong digital presence, as it has a developed mobile application and loyalty programme (Cassia and Magno, 2022). All these helps retain customers and make the orders efficient. Innovation of the company’s products, especially in the vegan and plant-based products, further provides value to the company in the markets where healthy food consumption is growing.
Rarity & Imitability Assessment: It has rare resources. Savoury bakery items, including sausage rolls and pastries, are not commonly found in the Netherlands, which are typically made in a British style. This provides Greggs with a unique market entry. Its centralised production model is also not common in Dutch bakeries, which usually bake in-store. This gives it cost benefits and regularity (Cassia and Magno, 2022). Immutability varies. Other rivals might copy menu entrees, but it would not be easy to replicate the whole production network and economies of scale like Greggs. Efficiency, training, and standardised processes are also a part of the brand culture that forms operational barriers which are not easily replicated.
Organisational Capability: Organisational capability is one of the strengths. Greggs is a long-established company with decades of successful and high-volume operations. Its capacity to coordinate logistics, store layout and quality of its products in thousands of stores indicates good internal coordination (Lambert, Jones and Clinton, 2021). These capabilities give Greggs confidence in entering new markets. Internationalisation is also enhanced with effective leadership and technological transformation.
Strategic Recommendations of NL Expansion: The strategic recommendations for expanding to the Netherlands are evident. The abilities of Greggs can help it to lead in terms of costs, dependable product delivery, and service. The strengths are in favour of entering into a value-based market (Lambert, Jones and Clinton, 2021). However, Greggs would have to adjust its supply chain to the local situations and also make sure that it does not violate the Dutch regulations. It can benefit its operational preparedness by forming local partnerships.
Limitations of VRIO: VRIO has its weaknesses. It pays attention to internal factors and does not pay attention to consumer preferences or external risks (Rani et al., 2023). It, however, assists in emphasising resources that support Gregg's competitive advantage.

[bookmark: _Toc215667713][bookmark: _Toc215667930]3.4 Additional Strategic Tools
[bookmark: _Toc215667714][bookmark: _Toc215667931]3.4.1 Porter’s Generic Strategy Fit
Greggs is mainly a cost-leader company. It is characterised by its centralised production, efficient logistics, as well as low-cost menu. In the Netherlands, this approach fits well with the consumer demands of low-priced and convenient food. However, Greggs also enjoys the advantage of slight differentiation due to its savoury bakery products and the strong vegan product range. This mixed strategy can strengthen its competitive standing (Rani et al., 2023). Cost leadership appeals to value-sensitive customers, whereas product differentiation is the source of differentiation. This equilibrium will be necessary since Greggs will be competing with the supermarkets and the already established cafe chains.
[bookmark: _Toc215667715][bookmark: _Toc215667932]3.4.2 Ansoff Matrix – Market Development Strategy
The market-development quadrant of the Ansoff Matrix is suitable in the case of Greggs entering the Netherlands. The business will launch its current product lines in a new geographical market. The method uses competencies that have been developed and also reduces the risks involved in coming up with new products (Tsiotsou, 2022). The Netherlands will be appropriate since the bakery and snack products will be at an advanced stage of demand. Greggs will be able to utilise its robust operational systems to grow at a slow pace. Market development also enables Greggs to rebrand existing products and modify flavours and recipes to fit local tastes. This plan promotes moderate growth at a manageable risk.
[bookmark: _Toc215667716][bookmark: _Toc215667933]3.4.3 Critical Reflection on the Tools Used
These instruments bring order, all of which are limited. Porter's model is static. Ansoff makes strategy decisions easy (Tsiotsou, 2022). VRIO does not take into account external forces. PESTLE is broad. However, when used together, they provide a balanced insight into the strategic position of Greggs and reveal the market entry opportunities in the Netherlands.

[bookmark: _Toc215667717][bookmark: _Toc215667934]4. Strategy Development & Formulation
[bookmark: _Toc215667718][bookmark: _Toc215667935]4.1 Strategic Objectives for Netherlands Market Entry
Greggs’ strategic goals of entering the Netherlands are on sustainable growth, establishment of a brand and positioning. The first goal will be to create a good brand image in key cities and transport centres in the Netherlands. It will help Greggs to target commuters and working professionals who value convenience (Watson et al., 2018). The second is to establish a significant market share within the quick-service bakery market by providing low priced products. The third goal is to be responsible, with a clear focus on sustainability, minimising waste, and efficiency of resource use. These goals collectively lead Greggs to a long-term and well-organised entry that will consolidate its position internationally.

[bookmark: _Toc215667719][bookmark: _Toc215667936]4.2 Entry Mode Strategy
Greggs can enter the Dutch market in a number of ways. The direct investment has complete control but has a lot of risk in terms of finances and necessitates a great deal of understanding of local laws, the labour market, and consumer behaviour. It also requires much managerial ability and operational skills in a new environment (Watson et al., 2018). Though Greggs has a good internal capacity, direct investment can be a strain on resources in the early stages.
Joint venture gives the opportunity to share the risk and have the local market knowledge. A Dutch partner might offer insight into the knowledge about the supply chains, property markets, and consumer preferences (Watson et al., 2018). Nonetheless, joint ventures might not be easy to control, as partners within such ventures might have varying priorities or expectations. The process of decision-making may be slow, and the issues of brand direction or the standard of operation can be contested.
The franchise approach comes with a less risky avenue. The master-franchise model will enable Greggs to work with a local franchisee who can have an understanding of the Dutch market. This will make the financial requirements less and the growth quicker (Vărzaru, 2022). Real estate, labour and local compliance would be handled by the franchisee, and Greggs offers standards of the brand, training and product development. This will guarantee uniformity among the stores and maintain brand integrity.
An integrated approach can also be productive. Greggs can establish a few flagship stores in big cities to control its brand. At the same time, regional expansion might be handled by a master-franchise partner (Sokolova and Rojas-Vallejos, 2025). This balance strikes a balance between scalability and control. It will also enable Greggs to experiment in the market, refine products and even make adjustments to its offer prior to broader rollout.
At large, the master-franchise model that will be backed with one or two pilot stores owned directly will offer a balanced entry strategy (Sokolova and Rojas-Vallejos, 2025). It minimises initial risk, it allows quicker market penetration, and it provides the flexibility of operations. The risk factors are partner selection, quality control and supply-chain reliability, yet the issues can be addressed by clear contracts and close supervision.

[bookmark: _Toc215667720][bookmark: _Toc215667937]4.3 Competitive Strategy (Porter’s Generic Strategy) 
The competitive strategy adopted by Greggs in the Netherlands must be cost leadership with selective differentiation. It is possible to achieve cost leadership because of its centralised production model, which reduces the unit cost and provides a uniform quality (Boimah and Weible, 2023). This will be in line with the Dutch consumer expectations of good value. Another factor that favours a low-cost structure is the efficient store layout in Greggs and quick service.
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Figure 4: Porter’s Generic Strategy 
(Boimah and Weible, 2023)
Nevertheless, cost leadership might not be an adequate strategy in a market that appreciates quality and tradition. The differentiation of Greggs lies in its exclusive savoury bakery items, including sausage rolls, bakes, and its pending vegan collection (Cassia and Magno, 2022). These services are not common in the Netherlands market and may create interest and experimentation among customers. A hybrid approach will enable Greggs to be unique but affordable. This will be the key to appealing to the value consumers as well as the customers who want new flavours or convenient meals.

[bookmark: _Toc215667721][bookmark: _Toc215667938]4.4 Market Positioning & Value Proposition
Greggs needs to position itself as a low-price, fresh and fast-service British bakery brand targeting busy Dutch consumers. Its value chain focuses on providing delicious and convenient food at a price that is acceptable to commuters and office employees (Czarnecka and Schivinski, 2022). The positioning will assist in distinguishing Greggs among the current bakery chains that have a tendency to concentrate on traditional pastries or a high-end cafe experience.
The local companies like Delifrance, HEMA and Albert Heijn to Go have a combination of snacks, sandwiches and pastry but their prices are generally higher and their services slower. Greggs has an opportunity to satisfy a niche by providing hot savoury ready-to-eat fast foods (Mendocilla, Miravitlles, Matamoros and Matute, 2021). It’s a great brand, and a streamlined menu can attract speedy, reliable and low-end consumers. The strategy of making Greggs an affordable option to have on a daily basis will help the business to gain good traction on the market and foster revisions.

[bookmark: _Toc215667722][bookmark: _Toc215667939]4.5 Marketing & Product Localisation Strategy
The Netherlands marketing should be focused on the value, convenience and freshness. Gregg’s ought to emphasise its British roots yet customise its messages to suit Dutch preferences on direct and honest food (Chehimi and Naro, 2024). Advertisements can emphasise speed, fried meals, and veganism. Digital marketing will play a significant role as Dutch consumers use mobile apps and online services extensively to choose where to dine.
Localisation of products is inevitable. Greggs must keep its traditional products, including sausage rolls and baked products, but it needs to add the Dutch-themed products. Another pastry that Greggs uses to prepare a “kaasbroodje” would appeal to the local taste (Rani et al., 2023). The addition of stroopwafel flavoured sweets or flavours that are typical of the seasons can also draw attention. The priority should be given to the plant-based alternatives, as the Dutch have strong vegan and flexitarian societies.
The pricing should be competitive. Gregg’s ought to offer value meals for breakfast and lunch. Low-priced coffee-and-snack offers will be necessary in transport hubs. The choice of location must focus on the Amsterdam Central Station, Utrecht Centraal and Rotterdam Centraal, where there is heavy traffic on foot (Rani et al., 2023). Business district and university stores can do the same. A well-defined localised marketing will have the effect of helping Greggs to build familiarity and trust in a new environment.

[bookmark: _Toc215667723][bookmark: _Toc215667940]4.6 Supply Chain & Operations Strategy
The supply-chain strategy used by Greggs has to be efficient, effective, and sustainable. The hybrid approach that integrates partial imports of the UK and domestic sourcing would be viable in the initial expansion. Some of the main components, including pastry bases, might be prepared in the central bakeries of the United Kingdom and exported to the Netherlands (Lambert, Jones and Clinton, 2021). This provides uniformity in taste and quality. Nevertheless, the fresh ingredients, dairy, and vegetables should be obtained locally to save the transportation costs that will reduce sustainability expectations. It will be necessary to collaborate with well-established Dutch logistics companies. The Netherlands possesses well well-developed cold-chain, which facilitates the distribution of food in safe and efficient ways (Lambert, Jones and Clinton, 2021). The collaboration with local partners may also assist Greggs in going through the regulatory requirements and keeping the inventory levels steady.
Operatively, Greggs can use its established store concept that comprises effective layouts, open displays of products and quick service cycles. Sustainability should be involved in the routine activities. These are waste minimisation, energy-saving machines, and recyclable wrappings. The Dutch consumers highly value the behaviour of environmental responsibility. Thus visible sustainability will reinforce the brand (Tsiotsou, 2022). The integration of the operational capabilities of Greggs with the local collaborations and customised operations will help to create a consistent and adaptable supply chain that will enable the company to achieve success in the long term in the Dutch market.

[bookmark: _Toc215667724][bookmark: _Toc215667941]5. Performance Evaluation Framework
[bookmark: _Toc215667725][bookmark: _Toc215667942]5.1 Choice of Framework (Balanced Scorecard)
The most suitable model that can be used to evaluate Greggs’ expansion to the Netherlands is the Balanced Scorecard (BSC). It also provides a systematic outlook on performance on financial, customer, internal process, and learning dimensions. This model can help Greggs to balance short-term activities with overall long-term strategic goals. Moreover, the BSC makes it easy to conduct continuous monitoring, which cannot be avoided in the case of early market entry when there is high uncertainty (Watson et al., 2018). The Triple Bottom Line (TBL) is a great idea to base the sustainability assessment on, but it lacks operational and financial control visibility. The BSC can therefore be considered more balanced, providing a wider view of progress, thus making it best suited to monitor the progress in a new international market.
[image: ]
Figure 5: Greggs - Netherlands Expansion Balanced Scorecard
(Watson et al., 2018)
[bookmark: _Toc215667726][bookmark: _Toc215667943]5.2 BSC Perspective: Financial KPIs
The viability of the Dutch expansion is based on financial performance. The demand will be studied through revenue per store and will allow for comparison of the locations. This measure shows the speed at which the brand is taking off in the high-traffic cities and transit spots. Another necessary KPI is the break-even period, where the stores are in a position to pay back initial investment costs (Vărzaru, 2022). Reduced break-even means high acceptance and effective activities. Return on investment (ROI) is an indicator of the total value created by the expansion, and it concerns how useful Greggs utilises its resources and whether its strategic choices can bring any meaningful returns. All this financial information gives a clear image of commercial success and helps to decide the further development.
[bookmark: _Toc215667727][bookmark: _Toc215667944]5.3 BSC Perspective: Customer KPIs
Customer KPIs will also help Greggs know how the Dutch consumers will react to what the company offers. The level of satisfaction measured by the feedback instruments, online reviews, and app reviews will show how Greggs meets the expectations of locals in terms of taste, service, and value. Attraction and visibility will be measured by counting footfalls in the stores and especially in train stations and business districts. This KPI is used to measure the performance of the store-location strategy (Vărzaru, 2022). There is also the issue of the repeat purchase rate, which indicates loyalty and long-term involvement. The high level of repeat visits indicates that customers consider Greggs as a daily experience and not a trial. Such KPIs help Greggs to optimise its menu, service model and marketing messages in order to attain a comfortable and growing customer base.
[bookmark: _Toc215667728][bookmark: _Toc215667945]5.4 BSC Perspective: Internal Process KPIs
KPIs relating to internal processes will show the efficiency with which Greggs will be functioning in the Netherlands. Speed of order is very important as Dutch consumers are very fast in their demands in terms of the speed of service, particularly in transport terminals. Minimal waiting periods are a positive indicator of high performance and coordination of staff. Another important KPI is food waste reduction; waste management helps to achieve sustainability and control costs. High levels of waste can be a pointer to forecasting or a lack of fit of a product to local demand (Gattino et al., 2023). The efficiency of the supply chain is also critical, as it gauges the dependability of sourcing, accuracy of delivery, and stock availability. Any inconvenience can affect the quality of services and customer satisfaction. By tracking these KPIs, Greggs will be in a position to notice any loopholes in its operations and continue to achieve high standards that will enable it to survive in the competitive Dutch market.
[bookmark: _Toc215667729][bookmark: _Toc215667946]5.5 BSC Perspective: Learning & Growth KPIs
KPIs in learning and growth provide Greggs with a firm base of success over the long term. Investment in employee skills and quality of service is measured in hours of staff training. Highly trained employees cannot be replaced in the provision of the rapid, service-oriented service that is synonymous with Greggs. Another key KPI is employee retention; high turnover means increased expenses and derailment of operations, and a stable workforce ensures a steady customer experience (Gattino et al., 2023). Digital embrace, such as the number of apps downloaded and the rate of app usage, is are measure of the success of Greggs to embrace technology in a new market. The digital nature of the Dutch population is very high; hence, high levels of app usage indicate that the app fits the market. These KPIs assist Greggs to create a competent human resource, initiate innovation, and create a culture of learning which enhances its competitive advantage in the long term.

[bookmark: _Toc215667730][bookmark: _Toc215667947]6. Discussion: Strategic Integration & Implementation Considerations
The strategic plan suggested is based on the conclusion of the macro, industry, and internal analysis. The digital-led service model of Greggs is supported by the stable and technologically advanced market, as indicated in the PESTLE review. The analysis of the competitors revealed that the rivalry in the industry was rather intense, so cost leadership and product differentiation were crucial (Boimah and Weible, 2023). The VRIO analysis has verified that Greggs’ operational efficiency, brand identity and centralised production also give it an edge in venturing into a value-driven market like the Netherlands.
The implementation will have to be done efficiently by allocating resources. Greggs should spend in areas of local collaborations, supply chain establishment, and employee training. It should also be supported by more resources to develop flagship stores in major cities in order to reinforce the brand presence (Henn et al., 2022). Concurrently, the firm needs to be financially disciplined, and it should not overstretch in initial growth. It will be significant to change management. Greggs’ work teams should be flexible in adapting recipes, work processes, and communication styles to local expectations. The consistency will be maintained with the help of cross-cultural training and guidance to facilitate localisation.
A roadmap is necessary over a long period of time. Pilot stores, brand awareness and operational learning should be considered the first phase. The second stage must expand franchised stores in hotspots regions. (Henn et al., 2022) The last stage must strive to achieve national presence with sophisticated logistics and a powerful digital environment. Such a gradual strategy will provide a sustainable and moderate growth.


​​


[bookmark: _Toc215667731][bookmark: _Toc215667948]7. Conclusion
This report has looked at future expansion into the Netherlands and has shown that Greggs has a high potential to be successful in the market, considering that the market is highly aligned with Greggs' value-driven and convenience-oriented model. The macro-environment is also stable; the quick-service restaurant market is growing, and the Dutch population has a positive perception of the bakery products and low-cost alternatives (Czarnecka and Schivinski, 2022). Competitive analysis also highlighted the need to be cost-efficient and differentiated, and the internal analysis has validated the fact that Greggs has the operational strength it needs to compete well. The proposed model, which is focused on a hybrid entry mode, cautious localisation and a balanced supply chain, is an effective path to sustainable entry. The Balanced Scorecard provides a strong model of tracking progress in areas of key performance areas. Comprehensively, the suggested strategy is risk-adjusted and opportunity-adjusted, and it will also enhance the long-term goal of Greggs to diversify beyond the United Kingdom. When properly executed, the expansion would help to build the brand image, facilitate a new source of revenue, and create the premises of further development abroad.
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