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The report examines the Greggs Balance development, which is a healthier sub-brand meant to serve the UK food-to-go market. Through market trends, consumer-behaviour analysis, and the STP theory, it looks at how the concept fits in with the increasing health issues and sketches a consistent marketing mix to make Greggs Balance an affordable and nutritious daily option.
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Figure 1: Greggs balance
Source: By Author




Greggs is a popular high-street food-to-go bakery chain in the UK with a huge store chain in the country. It has a reputation for cheap and convenient bakery goods, including pasties, sausage rolls, and sandwiches, and has established good brand recognition for daily, fast food (Andaregie et al., 2024). Greggs has also ventured into a healthier choice range in recent years to address the changing customer requirements and the health pressure on the population. More than 30% of Greggs' menu is already less than 400 kcal with no red traffic-light nutrients, and that gives the brand credibility when discussing healthier eating (Greggs, 2025).
Greggs Balance is suggested as a sub-brand that is a continuation of the same. It targets high-protein, high-fibre wraps and bakes, all of less than 400 kcal, with reformulated recipes to enhance the nutritional value without compromising flavour (Greggs, 2025). The idea applies more explicit branding and recognisable nutrition indicators, including Greggs Balance brand and on-pack labelling, to ensure that customers can easily find something better-for-you in-store and on the app (Molnar et al., 2023). 
[bookmark: _Toc215577378]Why Greggs Balance appeals to the current market
The notion of Greggs Balance is suitable for a high health and obesity situation in England (UK Government, 2025). Two-thirds of adults are not only overweight or obese, but brands and retailers are under pressure to provide healthier daily options that do not seem expensive or difficult to shop for (NHS England, 2024). Meanwhile, the healthy-snacking industry in the UK is already expected to hit approximately £3 billion by 2024, increasing at an average rate of around 7% annually, which demonstrates that consumers are already redirecting their expenditures on snacks and on-the-go food to the better-for-you category (Greggs, 2025). The studies on healthy indulgence also indicate that the products of the bakery can be reformulated as healthier without losing their position as treats, which directly justifies the promise of the same taste, smarter nutrition of Greggs Balance (Andaregie et al., 2024). 
This appeal can be explained with the help of the consumer-behaviour theory (Lim et al., 2023). Cultural and social factors encompass the increasing general awareness of obesity, the concerns of governments regarding calorie intake, and robust media coverage on the topic of diet-related diseases, which is creating higher awareness about the daily food decisions that people make (UK Government, 2025). Personal considerations are also important: busy commuters and students tend to use food-to-go, thus, they need convenience and, at the same time, feel the need to eat better with a tight budget. Attitudes towards bakery food are formed by psychological motivation needs to control weight, lessen guilt, and maintain pleasure (Andaregie et al., 2024).
[bookmark: _Toc215577379]Key market segments for Greggs Balance
STP (segmentation, targeting, and positioning) is a customer-driven marketing process in which firms divide the market into distinct groups, choose priority segments, and design a differentiated positioning to deliver superior value.
In STP, Greggs Balance will be aimed at 18 - 45-year-old students, office employees, and key-workers in UK towns and cities, particularly high streets, transport, and campuses. They are psychographically health-conscious but economically sensitive and want convenient, delicious, healthier, not-perfect food and feel guilty about the traditional decadent baked goods (Kapoor et al., 2025). 
Urban convenience consumers: younger commuters and students who purchase quick food-to-go regularly and wish to have choices that will not harm their health objectives.
Health-driven switchers: consumers who used to visit Greggs less frequently or not at all because they perceived it as being too unhealthy, but who would go back to Greggs if they could find valid, healthier options readily available.
[bookmark: _Toc215577380]Chosen target audience and targeting strategy
The main customers the Greggs Balance should focus on are the 18-45 age group of commuters, students, and workers who purchase fast foods and snacks, are concerned with calories and protein intake, yet are also highly price-sensitive (Frederiksen et al., 2024). They frequent high-street chains, combine indulgent and healthier options, and are sensitive to app promotions and meal-deal pricing. 
This segment is an effective segmentation: the segment is quantifiable and significant because 18-45 urban workers and students are the source of a lot of UK food-to-go expenditure. It can be reached via the strong presence of Greggs in cities and campuses, and is obviously unlike older or price-driven consumers. Greggs Balance can thus be included in a differentiated marketing plan, whereby it aims at the health-conscious and time-constrained customers, with the parent brand serving the mainstream market.
[bookmark: _Toc215577381]Differentiation versus competitors
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Figure 2: Positioning Map
Source: By Author

In the map, Greggs Balance has been indicated as the most healthy with a lower price compared to Pret and Leon. It places it above the meal deals of the supermarkets in terms of nutrition, but cheaper than the high-end healthy-bakery chains, making it the savvy, convenient, everyday healthy-bakery. Greggs Balance will compete with grab-and-go brands and supermarket meal promotions by providing under-400 kcal, higher-protein, clearly labelled products at low prices (Greggs, 2025). 
[bookmark: _Toc215577382]Desired positioning
Greggs Balance will seek to establish a clear niche as the cheaper, healthier bakery option to time-conscious 18-45s (Andaregie et al., 2024). It falls between the luxuriant but unhealthy and the expensive healthy chains by providing the Greggs flavour with smarter food at everyday prices (Uliano et al., 2024).
risks/limitations:
· May cannibalise the sales of the available pastries and bakes.
· Increased ingredient prices of healthier meals to strain on margins.
· It might be perceived as health-washing by some customers, and they do not think Greggs can be healthy.
· The competitors (Pret, supermarket meal deals, Leon) may imitate or react swiftly.
[bookmark: _Toc215577383]Element 2:
[bookmark: _Toc215577384]Product – What is Greggs Balance?
How does the low-calorie and high-protein formula attain such positioning? With the help of the concept of the levels of product, the core product is the advantage of the healthier everyday bakery or lunch that still tastes like Greggs (Andaregie et al., 2024). Customers desire fast, inexpensive food-to-go, but are under pressure to eat better and less. Greggs already has a less-guilty menu, the Balance sub-brand, more than 30% of which are less than 400 kcal without any red-traffic-light nutrients and do not involve any compromise in convenience or flavour, so the Balance sub-brand codifies and expands that sub-brand to consumers who are seeking less-guilty options (Greggs, 2025).
The product is augmented with more services and benefits surrounding the food itself (Kapoor et al., 2025). In Greggs' app, customers will be able to filter Balance items and view the full nutritional information, and make them their favourites to re-order quickly (Molnar et al., 2023). Bundles such as Meal-deal bakery and low-sugar drinks, and fruit are used to position the range as a balanced lunch (Andaregie et al., 2024). An easy assurance that everything in the Balance will be less than 400 kcal minimises the perceived risk and confusion, much like warranties and guarantees create the required trust in other product lines (Greggs, 2025).
 
[bookmark: _Toc215577385]Price – how will it be priced and why?
How slightly above-average Greggs and slightly below-average Pret/Leon work in favour of value to your segment. The primary pricing goals are to maintain the range to be affordable to price-sensitive consumers, stimulate trial and habitual purchase at lunch, and indicate that Balance products have added nutritional value (Molnar et al., 2023).
The right price is value-based: the prices should be based on the additional health value and convenience that the consumers expect to receive, but not merely a margin to the production cost. Balance items can be priced marginally more than some of the existing Greggs bakes, but obviously less expensive than the gourmet, healthier competitors like Pret or Leon.
Since healthy snacking is a competitive market, with the UK market of healthy snacking estimated at approximately £3 billion by 2024 and projected to increase by approximately 7% annually, Greggs must also have market-penetration factors, particularly during the initial launch period (Greggs, 2025). Promotional offers on introductory prices, like Balance meal offers, will aid the rapid volume and share gain by the range over supermarket meal deals and competing chains.
Promotional and segmented pricing enhances the target segment. The pricing of customer segmentation can be a lower price of apps or loyalty points to Balance items among students and regular commuters, who are both health-conscious and cost-conscious. Location-based pricing is a little more expensive in transport centres where readiness to pay is better, and the value continues to be high on local high streets. The company has registered reduced profits during the first half of the year, with the six-month period ending on 28 June 2025. The operating profit reduced 7% within the six months compared to the previous year, with the brand recording a figure of £70.4m  (Carroll, 2025).
[bookmark: _Toc215577386]Place – where and how Greggs Balance is delivered
How high-street and transport-central locations suit time-starved commuters. Greggs already enjoys a vast footprint in the UK, and this provides Balance with an instant distribution. The main channels are the already established Greggs stores in the high street, and retail parks and outlets in transport hubs like stations and petrol stations. These are the most convenient places with the target market of commuters, students, and urban workers who want fast, on-the-go meals (Nazzaro et al., 2025). The secondary channels consist of click-and-collect and delivery through the Greggs app and third-party services, which further expand the convenience of users with limited time.
In-store, Balance must have been placed in dedicated spots in hot cabinets and chilled displays with designated shelves or bays and directional signs during the time of breakfast and lunch. This saves time on searching through the decision making process and assists the Balance logo to emerge as a visual shortcut to the term healthier Greggs.
Regarding the growth-strategy perspective, Greggs Balance is the product development of the Ansoff matrix: new or better products that are being sold in the already existing market using the existing channels. The range can also facilitate penetration into the market by boosting the number of visits and amount spent per visit by the existing users who may transfer more of their occasions to Greggs when a viable, healthier alternative is available.
[bookmark: _Toc215577387]Promotion – how Greggs Balance is communicated
How app messages and POS strengthen smarter nutrition at the point of choice. A combination approach should be employed in promotion. The message is developed based on positioning, namely, the same Greggs taste, smarter nutrition, which highlights the idea that Balance products are not more than 400 kcal, contain more protein and fibre, convenient yet affordable (Greggs, 2025).
The in-store communication will be through posters, digital menu boards, shelf-talkers, and hot-counter stickers with simple calorie icons and the Balance logo. The employees can be informed to recommend Balance swaps or meal offers during peak periods.
The Greggs app and CRM platform will be able to provide push notifications, app banners, and individual offers, such as Try a Balance wrap today or a coupon to customers who frequently purchase traditional bakes. This applies the experience of previous behaviour to influence more healthy decisions without necessitating significant shifts in behaviours (Uliano et al., 2024).
Short videos on digital and social media can include reformulation of recipes, calorie-calorie comparisons, and actual customer taste tests, and partnerships with micro-influencers can foster a realistic and everyday healthy eating (Beacom et al., 2024).
The promotional effectiveness may be monitored in terms of trial and repeat purchase rates, the percentage of sales made in terms of Balance items, redemption of Balance-linked app offers, and surveying whether customers now perceive Greggs to have a credible offering of healthy options (Uliano et al., 2024).
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In appendix
[bookmark: _Toc215577389]Element 4: Reflection
Gibbs Reflection
[image: gibbs reflective cycle]
Figure 3: Gibbs Reflective Cycle (2025)
(Source: Saul McLeod, PhD, 2025)

Description:
The first thing that I had thought when creating the Greggs Balance concept was that Greggs was primarily a bakery food that people go to indulge in, but that perception was altered when I started analysing the market and discovered that over 30% of its menu has already been under 400 kcal (Greggs, 2025). In addition to this, facts like 64% of UK adults being overweight or obese and the market of healthy snacking reaching about £3bn by 2024 changed my perception of the attainability of a viable, healthier sub-brand (Greggs, 2025). The segmentation, trends, and consumer-behaviour theory inspired me to create a more logical and realistic direction of the brand (NHS England, 2024).
Feelings:
Initially, I was not so sure of selecting the appropriate primary segment and how Greggs Balance could actually suit Greggs without seeming too unrealistic. Nonetheless, when I implemented models such as STP and considered the research findings of healthy indulgence, I was more convinced that a definite value proposition could be made (Uliano et al., 2024).
Evaluation:
The best aspect of the process was the product design since Greggs already has a foundation of healthier products and visible nutrition indicators. The application of rational and emotional choice criteria assisted me in creating a balanced offering. Pricing was the more challenging aspect as I had to be affordable and at the same time be distinct among the competitors who were priced higher, such as Pret and Leon. The development of the marketing mix also helped me understand how every choice needed to be connected to the needs of the target segment: young time-starved commuters in need of convenience, value, and healthier options.
Analysis:
The cooperation with models such as the 4Ps, product-levels, pricing strategies, and behavioural factors enabled me to justify every decision (Lim et al., 2023). It also taught me that it is very important to make trends and insights, and a strategy aligned. Consumer motivation and decision process theories influenced my decision to design the communication (i.e., the use of easy cues, calorie icons, and app notifications to help make quick decisions) (Chatziharalambous and Koutelidakis, 2025). The message was more credible and powerful using the statistics of obesity and the growth of the market (UK Government, 2025).
Conclusion:
On the whole, this assignment allowed me to realise how a coherent strategy relies on the connection between segmentation, positioning, and the marketing mix. It also enhanced my self-assurance in the development of concepts and evidence-based thinking.
Action Plan:
To continue in the future, I would aim to enhance competitor benchmarking, collect secondary research sooner, pilot early ideas with colleagues to get feedback, and enhance my visual storytelling to make future pitch presentations.
[bookmark: _Toc215577390]Conclusion
Greggs Balance makes Greggs a viable purveyor of more healthful daily bakery options, in line with the tendencies of obesity and the development of healthy snacking. With a focus on health-conscious, time-starved 1845s and a combination of STP and coherent 4Ps approach, the sub-brand will be able to increase the share in the so-called healthy indulgence segment without losing the mainstream Greggs appeal.
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