
[image: ]

Programme: Cert HE Sustainable Enterprise 
Module: Digital Marketing
Module code: BMSE4008D

Digital Marketing Plan on Greggs PLC UK

[image: Greggs Logo – History, Meaning & Brand Colors | logotyp.us]






Executive Summary
This presentation is a strategic digital marketing plan for Greggs plc, with a new B2B corporate catering concept ‘Greggs at Work' for hybrid organisations in the main city centres of the UK. The campaign takes advantage of the new dynamics of the workplace and the increasing costs of business and presents Greggs as a viable and cost-effective alternative to conventional office caterers. The approach is built around the RACE framework and the integration of the POEM channel and leverages professional advertising with a targeted approach, as well as automated features on the app and lifecycle email marketing, to promote corporate subscriptions. Through the integration of Service-Dominant Logic and execution via digital-first with strong KPI assessment, Greggs can create a sustainable new digital revenue stream.
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Figure 1: Greggs plc
(Source: LinkedIn, 2026)
Greggs plc is the UK's market leader for food-to-go, providing an extensive retail estate of more than 2600 shops in high streets, travel hubs and on the road. The total sales for the financial year of 2025 for the business was reported at £2,151 million, which is an increase of 6.8% from the figure recorded the previous year in 2024, amounting to £2,014 million (GREGGS PLC, 2026). This journey has led to an 8.6% share of visits in the UK food-to-go market, a 0.5 percentage point increase from the previous year year-on-year (Y-o-Y) thanks to a vertically integrated value chain and digital channel development (GREGGS PLC, 2026). The business to business channel of Greggs is traditionally the one around retail (B2C) but contributes £254 million to Greggs in 2025 (GREGGS PLC, 2026).
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Figure 2: Projected Income: Greggs PLC UK
(Source: Greggs PLC, 2024)
The UK Quick Service Restaurant (QSR) & food-to-go market is a rapidly evolving macro UK where spending is measured at more than £22 billion a year (Lumina Intelligence, 2025). Even in the overall economy backdrop, seeing general market visit volumes drop 3.1% amid continued pressure on consumer incomes, convenience- and value-based transactions are holding up well. In addition, the changing dynamics of worklife, with hybrid working arrangements in key cities, have increased the need for flexible, digital solutions related to food. The UK takeaway food service sector and corporate catering overall is enjoying consistent demand growth year on year (IBISWorld, 2024), but food service providers are increasingly looking to affordable options to replace meeting caterers with their large price-tags.
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Table 1: PESTLE Analysis
	Macro Dimension
	Key External Driver / Strategic Factor
	Strategic Impact on "Greggs at Work" Campaign

	Political
	Political initiatives in the UK government to encourage the implementation of flexible working practices in the workplace (Employment Rights Bill) and the government guidelines regarding health and wellbeing at work (Parry, 2025).
	Promotes corporate spending on the culture within the workplace, employee benefits and flexible team feeding options

	Economic
	High and continuing food inflation, with the need for companies to cut down on discretionary spending and travel (Harari, 2026).
	Opens up the market for providing high quality low cost catering options as companies look to run down whether or not caterers command high prices

	Social
	Structural transition to hybrid working models; 27% of workers in the UK work in hybrid roles with highest amount of workers working in the office Tuesday – Thursday
	Offers flexible on-demand digital subscription contracts, rather than catering on a day-by-day basis (Harari, 2026)

	Technological
	Enhanced technological speed of B2B procurement portals, mobile ordering application & automatic integration of invoice in B2B.
	Recognises that there is a demand for a specific digital portal for B2B sales to the existing Greggs app architecture (Morgan, 2025).

	Legal
	Strict UK legislation (Natasha's Law) on allergen labelling and mandatory nutrient tracking (digital) in the food & drink sector (The Food & Drink Federation, 2025).
	Needs real-time digital allergen and dietary filter controls in the B2B digital platform for order managers in offices

	Environmental
	A lack of carbon footprint and plant-based food, an absence of waste packaging in office events, triggered by environmental & corporate ESG commitments (The Report Cube, 2026).
	Sees Greggs growth as a vegan brand, and recyclable packaging, as an edge over corporate clients
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Table 2: SWOT Analysis
	SWOT Factor
	Internal / External Analysis
	Strategic Implication for B2B Digital Campaign

	Strengths (Internal)
	2,600+ Stores, with efficient vertically integrated supply chain leading to recognizing strong value perception (GREGGS PLC 2026).	
	Delivers the support and density needed for consistent, high volume areal office deliveries.


	Weaknesses (Internal)
	The perception of a low end, impulsive purchase brand or at least not a premium or professional corporate catering brand (Lumina Intelligence, 2025).
	Requires re-thinking and repositioning the brand with focused digital campaign messaging around Quality, Convenience and Team Morale.


	Opportunities (External)
	Tapping incremental demand from clientele corporate business demand for cost effective meeting food solutions in the context of skyrocketing overheads for business in key cities in the UK.
	Enables Greggs to win market share in the formal, office-led sector at higher prices, by offering an easy-to-access digital platform (IBISWorld, 2026).

	Threats (External)
	Competition from established QSR's such as Pret A Manger and M&S Food, whilst also having specific B2B Catering platforms (CityPantry etc.).
	Requires a Digital Value Proposition (DVP) that is highly competitive, offering clarity of pricing, rapid service and simple platform (GREGGS PLC, 2026).
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Figure 3: Vargo and Lusch’s Service-Dominant Logic
(Source: (Vargo and Lusch, 2026)
There is a social context in which Greggs are creating value, and with ‘Greggs at Work’, the context in which they engage with their corporate stakeholders is evolving. In this work, inspired by Vargo and Lusch’s Service-Dominant Logic, value cannot only be regarded as an exchange of baked goods but as a way of co-creating value continuously, with the digital platform being perceived as an enabler for the improvement of the workplace culture and employee well-being (Nariswari and Vargo, 2024). 
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Figure 4: Kotler's Marketing 5.0 paradigm
(Source: LinkedIn, 2026)
The flexible B2B subscription services, real-time dietary customisation and sustainable delivery systems, all woven into the app interface, means Greggs is wedded to the concepts of Kotler's Marketing 5.0 paradigm, using tech to address humans' needs. In today's world of hybrid working, shared meals have become a social glue that cements a sense of togetherness, teamwork, and community, while corporate client groups are able to build a sense of positive working environments at affordable prices (Nugraha, 2024). 
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For the new campaign, Digital market segmentation of the corporate consumers is established based on various behavioural, organizational and technological characteristics within a hybrid work environment. The digital strategy divides groups of organizations by how mobile they are, their readiness to use electronic purchasing, and how engaged they are at work (Uddin et al., 2024). Key segments include rapidly expanding technology startups that need flexible benefits; medium-sized professional services firms that need to keep costs down when booking catered meeting facilities; and HR teams that are responsible for arranging team days out in the office. 
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The key target market is represented by small to medium sized corporate business, technology start-ups as well as professional services all within major urban commercial centres in the United Kingdom. These organisations have hybrid employees, with most physical presence on the 'collapse' workdays when there is the highest need for interaction. They're selecting because they want to ensure their employees are highly engaged, people are maintaining the culture at the workplace and to have quality team catering in a small operation budget (Uddin et al., 2024). When some of these decision-makers buy Greggs' products as part of a corporate initiative, the brand can create a stable base of business clients to sit alongside its strong high street consumer orders, and predict and pursue orders of large volumes at the key times companies look for croissants: during the morning and lunch breaks of business hours.
Buyer Persona: "Office Manager Ollie"
Ollie is a Workplace Operations Manager for a rapidly expanding digital agency, overseeing the administration and wellbeing of a team of over 30 people, who is in their 30s. Including coordinating the team breakfasts, client board meetings and weekly staff lunches where teams will meet to collaborate and get updates on projects. Ollie is no stranger to tech, lives and runs on mobile applications and appreciates administration simplicity the most. His pain points are the high corporate pricing for catering, inflexibly long delivery leads for orders and manually handling complex dietary needs. Ollie is looking for something that's solid, stable and good on the digital side, with quick menus and reliable automated corporate invoicing, the possibility to change orders flexibly and bring hot inclusive menu options.
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Table 3: Positioning Strategy & Digital Value Proposition (DVP)
	Strategic Element
	Description & Implementation

	Market Positioning
	They position themselves as a cheaper, more convenient and more reliable, and therefore best value option, to the costlier corporate catering services

	Perceptual Mapping Focus
	in the high convenience / high value quadrant, premium and traditional B2B food services.

	Digital Value Proposition (DVP)
	"Freshly baked team morale delivered directly to your boardroom with effortless digital scheduling."

	Core DVP Benefits
	Transparent automated invoicing, real-time dietary customization, and flexible subscription management (Piepponen et al., 2022).

	Competitive Differentiation
	Unmatched high erformance on the aspects of hot & fast delivery along with cost effective menu selection with a high proximity to high streets.
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Table 4: RACE Model
	RACE Stage
	Strategic Focus
	B2B Campaign Implementation
	Primary Objective

	Reach
	Building Brand Awareness
	Targeted B2B Digital advertising to office managers and HR staff in major city centres, highlighting how Corporate catering is thought to be affordable (Hicham, Nassera and Karim, 2023).	
	Develop higher brand exposure and targeted role to a devoted corporate catering touchdown page.

	Act
	Driving Digital Engagement
	Make prospects meet digital tools, like interactive order builders, budget calculators and corporate menu guides, on the B2B portal
	Take in details and encourage enterprise portal sign up with interactive digital experiences.

	Convert
	Securing Business Orders
	Simply corporate payment invoicing, first order incentive and immediate workplace coordinator's app approval makes onboarding simpler (Nwulu et al., 2023)
	Telephone and secure first orders from companies and create formal B2B client accounts.

	Engage
	Building Long-Term Loyalty
	Nurture client relationships with automated email sequence that cycles throughout relationship, flexible subscription ordering and corporate loyalty incentives based on order volume.
	Take the most of the CLV and secure weekly catering subscriptions.
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Table 5: POEM Framework
	Media Type
	Digital Channel Selected
	Strategic Integrated Tactic
	Campaign Deliverable

	Paid Media
	Sponsored Professional Content
	Target workplace leads on LinkedIn using LinkedIn demographics and job-title filter, featuring messages that focus around cost efficiency, rather than traditional caterers (Sundar, 2025).
	Video ads with high conversion rates, with link to corporate portal, and team breakfast solutions.


	Paid Media
	Search Engine Marketing
	Achieve strong B2B search traffic with local search engine ads around the workplace catering and corporate breakfast delivery terms.
	Sponsored search ads that lead to branded business web pages.


	Owned Media
	Integrated App & Web Portal
	Create a B2B portal within the existing Greggs Mobile App, complete with corporate account dashboards, links to ordering a group and links to dietary filters/tags.
	Complete corporate portal for regularly scheduled deliveries with simplified invoicing.


	Owned Media
	Lifecycle Email Marketing
	Segment and send out automated email workflows to registered office managers that provide menu day reminders, team event suggestions, and subscription renewal reminders (Yeğin and Ikram, 2022).
	Weekly email notifications to individuals: Ordering encouraged on best days to see someone at the office.

	Earned Media
	Digital PR & Advocacy
	Continues the moment by releasing unboxing videos and offering work space managers to post team breakfast photos on social outlets in human resources publications
	User-generated content to capitalize on trending social media topics by online users, and trade media articles showcasing new programs and incentives offered by companies.
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Corporate food is the main thrust of the campaign for managers, aiming at empowering them to build a positive culture for hybrid work that is easy and inexpensive. Messages are all centered on three core points: Administrative simplicity, team morale lift, and cost-conscious business value (Goldberg and Gustafson, 2023). Content types are customized for each funnel stage, featuring fun, short form video cards on LinkedIn featuring colorful breakfast spreads in the office, downloadable PDF Catering Guides to use for event planning and interactive Corporate Menu Builders on the web portal. With personalised lifecycle emails that target content prompts on days when office attendance is at a peak, you can help drive effective, on-point communication to decision makers in a timely fashion.
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The Greggs at Work campaign sets out clear direction via specific SMART goals around challenges within the customer journey funnel:
· Awareness Objective: 2 million impressions with UK corporate decision makers in social channels within first quarter after campaign launch.
· Acquisition Objective: Achieve 5,000 new corp. account registrations via B2B portal within 6 months using some incentive for trial delivery.
· Conversion Objective: 15% average order value growth of corporate accounts in the 9-months from activation.
· Retention Objective: A seventy percent (70%) maximum monthly recurring subscription rate for Registered Business Accounts at the end of year one.
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Table 6: KPI Framework
	Funnel Stage
	Key Focus Area
	Primary Digital KPIs

	Reach (Awareness)
	Audience Exposure
	Campaign Impressions, Share of Voice, Organic vs. Paid Web Traffic

	Act (Engagement)
	Digital Interaction
	Landing Page Click-Through Rate (CTR), Menu Builder Engagement

	Convert (Acquisition)
	Account Activation
	Corporate Account Registrations, Cost Per Acquisition (CPA), Initial Order Conversion Rate

	Engage (Retention)
	Long-Term Loyalty
	Subscription Retention Rate, Average Order Value (AOV), Customer Lifetime Value (CLV)
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Real-time tracking is crucial for continuous optimization through both Google Analytics 4 and app performance dashboards. A/B testing is used to make improvements to ad critical messaging and the look and feel of landing pages to ensure they convert. With monthly performance checks to targets, budgets can be reallocated quickly and effectively within paid channels; automated alerts ensure customer churn risks are addressed proactively.
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The Greggs at Work campaign offers a sound and strategic digital marketing piece to maximise the new POTENTIAL B2B OPPORTUNITY in the food-to-go market in the UK. Greggs is able to tap into hybrid working and cater for corporate cost challenges by operating cost-effectively as an attractive, high-value corporate catering partner, rather than as a brand just for consumers. The digital strategy is defined by Service-Dominant Logic, and executed via channel in target-driven fashion, flanks by a strong framework for performance tracking: the RACE framework. Finally, this strategy will allow Greggs to make most of its large physical presence, do more online and provide value both socially and organizationally.
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