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[bookmark: _Toc242633287]Executive Summary
This report evaluates the strategic position of Greggs plc and recommends an appropriate growth strategy capable of supporting long-term competitiveness within the UK food-to-go market. Strategic management is concerned with creating sustainable competitive advantage through effective analysis, formulation, implementation and evaluation of strategy (Lynch, 2018). Greggs has successfully evolved from a traditional bakery chain into one of the UK's largest convenience food retailers, operating more than 2,700 stores and employing over 33,000 people (Greggs plc, 2026a; Greggs plc, 2026c).
Analysis of the external environment using PESTEL and Porter's Five Forces reveals significant challenges arising from inflation, rising labour costs, changing consumer preferences and intense competition from organisations such as Pret A Manger, Costa Coffee, Starbucks and McDonald's. However, opportunities also exist through digital transformation, health-conscious product development, sustainability initiatives and expansion into new locations. A SWOT analysis further highlights Greggs' strong brand recognition, extensive store network and value-for-money positioning as important strengths that can support future growth.
The report evaluates various strategic options using Ansoff's Matrix and recommends a combined strategy of market development and product development. This involves expanding into underserved locations such as transport hubs, retail parks and university campuses while simultaneously introducing healthier, higher-protein and sustainably sourced food products. The strategy is supported by enhanced digital ordering systems and strengthened customer loyalty programmes.
Application of the Suitability, Feasibility and Acceptability (SFA) framework demonstrates that the proposed strategy aligns with Greggs' resources, stakeholder expectations and long-term objectives. The report concludes that successful implementation will require clear strategic alignment, effective stakeholder engagement, robust performance monitoring and continuous environmental scanning to ensure sustainable growth and competitive advantage.
[bookmark: _Toc242633288]1. Introduction to Greggs plc
The purpose of this report is to evaluate the strategic position of Greggs plc and recommend suitable growth opportunities capable of supporting long-term organisational success. 
Strategic management involves analysing internal and external environments, formulating appropriate strategies and implementing plans that enable organisations to achieve long-term objectives and maintain competitive advantage (Lynch, 2018). Greggs is an ideal organisation for strategic analysis because it operates within a highly competitive and rapidly changing market environment.
Founded in Newcastle upon Tyne in 1939, Greggs has transformed from a traditional bakery business into one of the UK's leading food-to-go retailers. The organisation's business model focuses on providing convenient, affordable and high-quality food products through a nationwide network of stores located in high streets, retail parks, transport hubs and community locations (Greggs plc, 2026c). The company's core customer groups include students, commuters, office workers and cost-conscious consumers seeking convenient meal solutions.
The organisation's strategic vision centres on becoming customers' favourite food-to-go retailer by delivering value, quality and accessibility (Greggs plc, 2026b). This aligns closely with its current market positioning and has contributed significantly to the company's success during periods of economic uncertainty.
The report is structured around the strategic management process. First, the current market situation is assessed through PESTEL, SWOT and Porter's Five Forces analyses. Strategic growth options are then evaluated using Ansoff's Matrix and Porter's Generic Strategies. Following this, the recommended strategy is assessed through the SFA framework, stakeholder implications are considered and implementation recommendations are provided.
[bookmark: _Toc242633289]2. Evaluation of the Current Market Situation
[bookmark: _Toc242633290]Strategic Analysis
Strategic analysis is an essential stage within the strategic management process because it enables organisations to understand the factors influencing current and future performance (Johnson et al., 2023). Greggs operates within a dynamic external environment characterised by economic uncertainty, technological advancement and changing customer expectations. Understanding these influences is necessary before selecting future growth strategies.
[bookmark: _Toc242633291]PESTEL Analysis
[bookmark: _Toc242633292]Political Factors
Government policies significantly influence retail and food service organisations. In recent years, increases in National Living Wage rates and employer National Insurance contributions have increased labour costs throughout the hospitality and retail sectors (British Baker, 2026). Furthermore, food safety regulations, nutritional labelling requirements and employment legislation continue to place compliance obligations upon food retailers such as Greggs.
Brexit-related changes have also influenced supply chains and import costs. Although Greggs sources a significant proportion of products domestically, broader economic impacts can still affect ingredient costs and supplier pricing.
[bookmark: _Toc242633293]Economic Factors
Economic conditions currently represent one of the most significant influences on Greggs' strategic position. Inflation has increased operational expenses across raw materials, energy and labour. Rising costs reduce profit margins while simultaneously affecting consumer purchasing power.
However, Greggs' value-for-money proposition has positioned the company favourably during periods of economic uncertainty. Many consumers have reduced discretionary spending and increasingly seek affordable meal options rather than premium food offerings. Consequently, Greggs has benefited from consumers trading down from more expensive food retailers (Retail Gazette, 2025).
Despite these advantages, ongoing economic uncertainty remains a significant risk. Prolonged inflationary pressures could eventually impact both operational costs and consumer demand.
[bookmark: _Toc242633294]Social Factors
Consumer preferences continue to evolve. Increasing health awareness has encouraged demand for lower-calorie meals, plant-based alternatives and nutritionally balanced products. Consumers are also demonstrating growing interest in ethical sourcing and environmental sustainability.
In response, Greggs has diversified its product portfolio beyond traditional bakery products. The launch of the Vegan Sausage Roll demonstrated the company's ability to respond effectively to changing consumer expectations and generated significant positive publicity.
Demographic factors also influence demand. Younger consumers increasingly prioritise convenience, speed and digital accessibility. This trend supports Greggs' continued investment in digital ordering and delivery partnerships.
[bookmark: _Toc242633295]Technological Factors
Technology is transforming food retailing. Customers increasingly expect seamless digital experiences, including mobile ordering, click-and-collect services and contactless payment options. Delivery platforms such as Just Eat and Uber Eats have created new growth opportunities within the food-to-go sector.
Greggs has embraced digital transformation through mobile applications, customer loyalty schemes and delivery partnerships. These investments improve customer convenience while generating valuable consumer data that can support future decision-making.
Emerging technologies such as artificial intelligence and data analytics may provide additional opportunities for demand forecasting, inventory management and personalised marketing.
[bookmark: _Toc242633296]Environmental Factors
Environmental sustainability has become a major consideration for consumers, governments and investors. Businesses are increasingly expected to minimise waste, reduce carbon emissions and improve supply chain sustainability.
Food waste remains a significant issue within the retail industry. Organisations that demonstrate proactive environmental responsibility often benefit from enhanced reputation and stronger customer loyalty. Greggs therefore faces growing pressure to improve sustainable sourcing practices and reduce packaging waste.
[bookmark: _Toc242633297]Legal Factors
Greggs must comply with a wide range of legal requirements, including food hygiene regulations, consumer protection legislation, health and safety standards and employment law. Failure to comply could result in financial penalties, operational disruptions and reputational damage.
[bookmark: _Toc242633298]Strategic Foresight and Future Drivers
Strategic foresight involves continuous environmental scanning to identify future opportunities and threats before they become mainstream business challenges (Johnson et al., 2023). This concept has become increasingly important because organisations now operate within environments that change rapidly.
Several future drivers are likely to affect Greggs. Technological acceleration, including artificial intelligence and automation, may transform customer interactions and operational efficiency. Climate change and sustainability concerns are expected to influence consumer purchasing decisions and regulatory expectations. Changing demographics, particularly the rising influence of Generation Z consumers, will likely increase demand for ethical, sustainable and health-conscious products.
Furthermore, changing workforce expectations may create additional recruitment and retention challenges. Employees increasingly seek flexibility, development opportunities and purpose-driven work environments.
These future trends suggest that Greggs must continue adapting its strategy to remain competitive and relevant.
[bookmark: _Toc242633299]SWOT Analysis
[bookmark: _Toc242633300]Strengths
Greggs possesses several substantial strengths. The organisation benefits from strong national brand recognition developed over decades of operation. Its extensive store network creates convenience for consumers while supporting economies of scale. Greggs' value-for-money pricing strategy represents a significant competitive advantage, particularly during economic downturns.
The organisation has also demonstrated an ability to innovate. New product launches, plant-based alternatives and digital services highlight a willingness to adapt to changing customer needs.
[bookmark: _Toc242633301]Weaknesses
Despite these strengths, several weaknesses remain. Greggs remains heavily dependent upon the UK market, exposing the organisation to domestic economic conditions. The company has relatively limited international diversification compared with global food service competitors.
The organisation is also highly dependent on food-to-go purchasing patterns. Changes in consumer behaviour, such as increased home working, may reduce demand within some locations.
[bookmark: _Toc242633302]Opportunities
Opportunities include expansion into underserved geographical locations, further digital innovation and development of health-oriented product ranges. Sustainability initiatives can also enhance brand reputation and strengthen stakeholder relationships.
Growing demand for convenience and delivery services provides further opportunities to increase market reach.
[bookmark: _Toc242633303]Threats
Threats include intense competition, inflation, labour shortages and changing consumer preferences. New market entrants, technological disruption and economic uncertainty may further intensify competitive pressures.
[bookmark: _Toc242633304]Porter's Five Forces Analysis
[bookmark: _Toc242633305]Competitive Rivalry: High
Competitive rivalry within the food-to-go sector is extremely strong. Greggs competes directly with Costa Coffee, Starbucks, Pret A Manger, McDonald's and supermarket meal deals. The high number of competitors combined with relatively low switching costs increases rivalry significantly.
[bookmark: _Toc242633306]Threat of New Entrants: Moderate
Although independent food retailers can enter local markets relatively easily, replicating Greggs' extensive supply chain, operational capabilities and national brand recognition would require substantial investment.
[bookmark: _Toc242633307]Bargaining Power of Buyers: High
Customers possess significant bargaining power because numerous alternatives exist. Consumers can switch between competing food retailers with little inconvenience or financial cost.
[bookmark: _Toc242633308]Bargaining Power of Suppliers: Moderate
Greggs benefits from purchasing scale that provides leverage during supplier negotiations. However, inflation and supply chain disruptions have increased supplier influence in recent years.
[bookmark: _Toc242633309]Threat of Substitutes: High
Consumers have many alternatives including supermarket meal deals, takeaway services, restaurants and homemade food. Consequently, Greggs must continually provide compelling value and convenience.
[bookmark: _Toc242633310]Discussion of Greggs' Competitive Advantage
Competitive advantage refers to the characteristics that enable an organisation to outperform competitors over the long term (Lynch, 2018). Greggs has developed a distinctive competitive advantage through a combination of cost leadership and convenience. Unlike many competitors in the food-to-go sector, Greggs offers products at significantly lower price points whilst maintaining consistent quality standards. This strategy has been particularly effective during periods of economic uncertainty, when consumers have become increasingly price sensitive.
Greggs' extensive store network also provides a significant advantage. The organisation has strategically expanded beyond traditional high streets into retail parks, transport hubs, airports and motorway service stations. This has increased accessibility and reduced dependence on a single customer segment. The wide geographical spread also strengthens brand visibility and supports economies of scale in distribution and operations.
In addition, Greggs has demonstrated a strong ability to adapt to changing consumer trends. The introduction of vegan products, healthier menu options and digital ordering services highlights the company's responsiveness to market developments. Such flexibility enables the business to maintain relevance in a highly competitive environment.
[bookmark: _Toc242633311]Industry Trends Affecting Greggs
Several broader industry trends are currently shaping the UK food-to-go market. Firstly, consumers increasingly expect convenience and speed, leading to greater demand for mobile ordering, contactless payment systems and delivery services. Food retailers that fail to embrace digital transformation may struggle to remain competitive.
Secondly, sustainability has become a key purchasing consideration. Consumers are increasingly concerned about packaging waste, carbon emissions and ethical sourcing practices. Organisations demonstrating a strong commitment to environmental responsibility often benefit from improved brand reputation and customer loyalty.
Thirdly, health consciousness continues to influence purchasing behaviour. While Greggs remains strongly associated with traditional bakery products, the company must respond to demand for healthier alternatives. Failure to innovate could increase the risk of losing customers to competitors perceived as offering more nutritious products.
Finally, labour market pressures continue to affect the sector. Rising wage expectations, skills shortages and recruitment challenges have increased operating costs throughout the hospitality and retail industries. Strategic workforce planning therefore remains essential for future success.
[bookmark: _Toc242633312]Strategic Position Summary
The analysis indicates that Greggs possesses considerable strengths but operates within a highly competitive environment. Future growth therefore depends upon strengthening existing competitive advantages while responding effectively to changing market conditions.
[bookmark: _Toc242633313]3. Strategic Growth Options and Proposed Strategy
[bookmark: _Toc242633314]Strategic Growth Options
Ansoff's Matrix identifies four primary growth strategies: market penetration, market development, product development and diversification (Ansoff, 1957).
[bookmark: _Toc242633315]Market Penetration
Market penetration focuses on increasing sales of existing products within existing markets. Potential initiatives include enhanced marketing campaigns, expanded loyalty programmes and increased digital engagement.
Whilst relatively low risk, Greggs already enjoys strong market penetration across many UK locations. Consequently, opportunities for substantial future growth through market penetration may be limited.
[bookmark: _Toc242633316]Market Development
Market development involves introducing existing products into new markets, locations or customer segments. Greggs has already demonstrated success through expansion into transport hubs and retail parks.
Future opportunities include:
· Additional motorway service stations.
· Airport locations.
· University campuses.
· Hospital facilities.
· Residential growth areas.
This strategy offers attractive growth potential because it leverages Greggs' existing operational capabilities while reaching new customer groups.
[bookmark: _Toc242633317]Justification of Market Development
Market development represents the most attractive growth opportunity because it allows Greggs to build upon existing strengths while avoiding the higher risks associated with diversification. The company has already demonstrated that its food-to-go offer can be successfully transferred into a variety of locations, including transport hubs and retail parks.
The UK population continues to experience changing commuting and travel patterns. Although remote working has reduced some traditional commuter traffic, opportunities remain in leisure destinations, airports, motorway services and mixed-use developments. These locations provide access to customer groups who value convenience, affordability and speed of service.
Expansion into these locations would enable Greggs to increase sales without fundamentally changing its business model. Consequently, the strategy benefits from lower implementation risks than more radical alternatives.
[bookmark: _Toc242633318]Product Development
Product development involves introducing new products into existing markets. Greggs has a strong history of successful product innovation.
Future opportunities include:
· High-protein meals.
· Health-focused breakfast products.
· Premium sandwiches.
· Sustainable product ranges.
· Expanded evening meal options.
Such innovations align with changing consumer preferences and support long-term relevance.
[bookmark: _Toc242633319]Justification of Product Development
Product development complements market development by enabling Greggs to remain relevant to changing consumer needs. Health and wellbeing concerns continue to influence food purchasing behaviour, particularly among younger consumers and professionals. The company has already achieved success through plant-based products, demonstrating its capacity for innovation.
Future product innovation should focus on three key areas:
[bookmark: _Toc242633320]Health-Oriented Products
Consumers increasingly seek lower-calorie, high-protein and nutritionally balanced meal options. Introducing a broader range of healthier breakfast and lunch offerings could attract health-conscious customers without alienating the organisation's existing customer base.
[bookmark: _Toc242633321]Premium Value Products
While affordability remains central to Greggs' value proposition, a growing number of consumers are willing to pay slightly more for products perceived as offering higher quality or improved nutritional value. Introducing carefully selected premium products could increase average transaction values and profitability.
[bookmark: _Toc242633322]Sustainability-Focused Products
Consumer interest in sustainability provides an opportunity to strengthen brand differentiation. Products using locally sourced ingredients or environmentally friendly packaging may appeal to increasingly environmentally conscious consumers.
[bookmark: _Toc242633323]Diversification
Diversification involves entering new markets with new products. While diversification can generate significant growth, it also involves substantial risk and uncertainty. Given Greggs' existing strengths, diversification appears less attractive than market development or product development.
[bookmark: _Toc242633324]Why Diversification Should Be Rejected
Although diversification can generate significant growth opportunities, it also represents the highest-risk option within Ansoff's Matrix. Greggs possesses extensive expertise in food-to-go retailing but limited experience outside this market. Diversification would require substantial investment and expose the business to unfamiliar operational challenges.
Given the organisation's success within its existing sector, it would be strategically preferable to deepen and strengthen its current market position before considering diversification opportunities.
[bookmark: _Toc242633325]Recommended Strategy
The recommended strategy combines market development and product development.
[bookmark: _Toc242633326]Market Development Strategy
Greggs should continue expanding into underserved locations where demand for affordable convenience food remains strong. Transport hubs, educational institutions and retail parks represent particularly attractive opportunities.
This approach supports revenue growth while utilising existing operational expertise and infrastructure.
[bookmark: _Toc242633327]Product Development Strategy
Greggs should continue developing healthier, higher-protein and sustainably sourced products. This strategy addresses changing consumer preferences while strengthening brand relevance.
The objective is not to abandon Greggs' traditional product offering but to complement it with options attractive to health-conscious consumers.
[bookmark: _Toc242633328]Strategic CSR Integration
Corporate Social Responsibility should be embedded within the proposed strategy. Stakeholder Theory argues that organisations must create value for multiple stakeholder groups rather than focusing only on shareholders (Freeman, 1984).
Greggs should therefore:
· Reduce food waste
· Improve packaging sustainability
· Support local suppliers where possible
· Strengthen community engagement initiatives
This approach contributes to long-term brand value and stakeholder trust.
[bookmark: _Toc242633329]Porter's Generic Strategy Alignment
Greggs currently follows a cost leadership strategy through affordability and operational efficiency (Porter, 1985). The proposed strategy reinforces rather than challenges this positioning. Product innovation introduces limited differentiation while preserving Greggs' core value proposition.
The strategy therefore supports sustainable competitive advantage by building upon organisational strengths.
[bookmark: _Toc242633330]4. Strategy Evaluation Using SFA Framework
[bookmark: _Toc242633331]Suitability Assessment
The proposed strategy is suitable because it directly addresses environmental opportunities identified through the PESTEL, SWOT and Porter's Five Forces analyses. Market development enables Greggs to exploit opportunities arising from changing consumer lifestyles and increased demand for convenience. Product development addresses emerging health, sustainability and dietary trends.
The strategy also aligns closely with Greggs' vision of becoming customers' favourite food-to-go retailer. Rather than moving away from its established business model, the strategy builds upon existing strengths while responding to market changes.
Furthermore, the strategy helps address competitive threats. Rivals such as Pret A Manger and Starbucks increasingly compete through product innovation and convenience. By investing in healthier products and digital services, Greggs can maintain its competitive position while preserving its value-for-money proposition.
[bookmark: _Toc242633332]Feasibility Assessment
The feasibility of a strategy largely depends upon the resources and capabilities available to the organisation. Greggs is in a strong position to implement the proposed strategy because it possesses considerable financial resources, operational infrastructure and management expertise.
The company has a proven track record of opening new stores and expanding product ranges. This experience reduces implementation risk and increases the probability of successful execution. Existing supplier relationships and distribution systems can also support growth without requiring major structural change.
Nevertheless, challenges remain. Rising labour costs could affect profitability, while intense competition may increase pressure on prices. The organisation must therefore ensure that expansion decisions are carefully supported by market research and financial analysis.
[bookmark: _Toc242633333]Acceptability Assessment
The acceptability of the proposed strategy is generally high. Shareholders are likely to support growth initiatives capable of increasing revenue and profitability. Customers should benefit from improved convenience, greater product choice and enhanced digital services.
Employees may view the strategy positively because expansion is likely to create additional employment opportunities and career progression pathways. Supplier relationships may also strengthen as increased sales volumes create additional business opportunities.
From a broader societal perspective, the strategy aligns with stakeholder expectations concerning sustainability, healthy eating and local employment creation. Consequently, reputational risks remain relatively limited.
[bookmark: _Toc242633334]Overall SFA Assessment
Overall, the proposed strategy demonstrates strong levels of suitability, feasibility and acceptability. It addresses changing consumer behaviours, builds upon Greggs' existing strengths and provides realistic opportunities for sustainable growth while maintaining the organisation's value-for-money positioning.
[bookmark: _Toc242633335]5. Stakeholder Analysis
Stakeholder Theory proposes that organisations should create value for all stakeholder groups affected by organisational activities (Freeman, 1984).
[bookmark: _Toc242633336]Application of Stakeholder Theory
Stakeholder Theory argues that organisations should consider the interests of all stakeholder groups rather than focusing exclusively on maximising shareholder wealth. The long-term success of Greggs depends upon maintaining positive relationships with a variety of stakeholders, including customers, employees, suppliers, investors, regulators and local communities.
The proposed growth strategy reflects a stakeholder perspective because it seeks to create value across multiple groups. For example, customers benefit from increased accessibility and product variety, while employees benefit from expanded employment opportunities.
The focus on sustainability and healthier products also reflects broader stakeholder concerns relating to environmental and social responsibility. Such initiatives can strengthen trust and support long-term organisational legitimacy.
[bookmark: _Toc242633337]Mendelow's Matrix Analysis
High Power, High Interest
· Shareholders
· Senior Management
High Power, Low Interest
· Government
· Regulatory Authorities
Low Power, High Interest
· Employees
· Customers
· Suppliers
Low Power, Low Interest
· Local Communities
[bookmark: _Toc242633338]Mendelow's Matrix Application
According to Mendelow's Matrix, shareholders and senior management occupy the high-power, high-interest quadrant and should therefore be managed closely. Employees and customers possess high interest but comparatively lower direct power, making regular communication and engagement important.
Government bodies occupy a high-power, lower-interest position because they possess significant regulatory influence despite limited day-to-day involvement. Local communities generally have lower power but may become more influential when new store developments are proposed.
Effective stakeholder engagement is particularly important during periods of organisational change. Transparent communication can minimise resistance while enhancing acceptance of strategic initiatives.
[bookmark: _Toc242633339]Stakeholder Engagement Plan
Greggs should implement:
· Quarterly investor communications.
· Employee engagement programmes.
· Customer satisfaction monitoring.
· Supplier partnership reviews.
· Community involvement initiatives.
Effective stakeholder engagement will strengthen support for the proposed strategy and improve implementation success.
[bookmark: _Toc242633340]6. Implementation and Monitoring
Successful implementation requires alignment, accountability, transparency and continuous improvement (Johnson et al., 2023).
[bookmark: _Toc242633341]Strategic Objective
Increase market share and revenue growth through market development and product innovation between 2027 and 2030.
SMART Objective
Increase digital sales revenue by 15% within three years through improvements in mobile ordering, click-and-collect services and delivery partnerships.
[bookmark: _Toc242633342]Implementation Plan
[bookmark: _Toc242633343]Year One
· Conduct location analysis.
· Develop healthy product ranges.
· Improve digital infrastructure.
· Train employees.
[bookmark: _Toc242633344]Year Two
· Open new stores.
· Launch new products nationally.
· Expand sustainability initiatives.
· Strengthen loyalty programme capabilities.
[bookmark: _Toc242633345]Year Three
· Review strategic outcomes.
· Expand successful initiatives.
· Refine product portfolio.
· Optimise operational performance.
[bookmark: _Toc242633346]Key Performance Indicators
	KPI
	Target

	Revenue Growth
	>8% annually

	Like-for-Like Sales Growth
	>5%

	Store Openings
	100-120 annually

	Digital Sales
	+15%

	Customer Satisfaction
	>90%

	Loyalty Membership
	+20%

	Healthy Product Sales
	+10%

	Food Waste Reduction
	-15%


[bookmark: _Toc242633347]Strategic Control
Performance should be monitored through quarterly KPI reviews, financial reporting, customer satisfaction data, employee engagement surveys and sustainability assessments.
Continuous environmental scanning should also be undertaken to identify emerging threats, opportunities and future strategic drivers.
[bookmark: _Toc242633348]Change Management Considerations
Implementation success depends not only on strategic planning but also on effective change management. Employees must understand the purpose of the strategy and how it contributes to organisational objectives. Resistance may arise if staff perceive changes as threatening or poorly communicated.
Management should therefore adopt a transparent communication approach that explains the benefits of the strategy and encourages employee participation. Training programmes should support the introduction of new products, technologies and operational processes.
[bookmark: _Toc242633349]Strategic Alignment
The concept of strategic alignment emphasises the importance of ensuring that operational activities support broader organisational goals. For Greggs, corporate objectives relating to growth, innovation and customer satisfaction must be translated into functional objectives for marketing, operations, human resources and supply chain management.
For example, the marketing department should focus on promoting new product ranges and digital services, while operations teams should ensure efficient store performance and service quality. This alignment improves coordination and increases the likelihood of successful implementation.
[bookmark: _Toc242633350]Continuous Improvement
The food-to-go market continues to evolve rapidly. Consequently, implementation should not be viewed as a one-off activity but as an ongoing process. Data gathered through customer feedback systems, employee surveys and KPI monitoring should be used to identify improvement opportunities.
This continuous improvement philosophy supports organisational agility and ensures Greggs remains responsive to changing market conditions. By regularly reviewing performance and adjusting actions where necessary, the company can maximise the effectiveness of its growth strategy.
[bookmark: _Toc242633351]7. Conclusion
This report has evaluated Greggs plc's strategic position and identified significant opportunities for future growth. Analysis using PESTEL, SWOT and Porter's Five Forces demonstrated that although the organisation faces challenges arising from economic pressures, competition and changing consumer expectations, it possesses substantial strengths that support continued success.
Evaluation of strategic options identified a combined market development and product development strategy as the most appropriate course of action. Expansion into underserved locations, supported by healthier and more sustainable products, aligns closely with Greggs' value-for-money positioning and existing capabilities.
Application of the SFA framework confirmed the strategy's suitability, feasibility and acceptability. Stakeholder analysis further demonstrated broad support among key stakeholder groups. Through effective implementation, performance monitoring and strategic foresight, Greggs can strengthen its competitive advantage and achieve sustainable long-term growth within the evolving UK food-to-go market.
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