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[image: ]
Student Name: Zedong Zhang
Student ID: 2500386
Course: Strategic Marketing
Course Code: BMBM6016
Lecturer Name: Gwyneth Jones
Date of Submission: 11/05/2026


Content
1.0 Situation Analysis	2
2.0 Objectives	3
3.0 Strategy (STP)	4
3.1 Segmentation	4
3.2 Targeting	4
3.3 Positioning	5
4.0 Tactics (7Ps)	5
4.1 Product	5
4.2 Price	6
4.3 Place	6
4.4 Promotion	6
4.5 People	7
4.6 Process	7
4.7 Physical Evidence	7
5.0 Action	8
6.0 Control (KPI)	9
7.0 References	11

[bookmark: _Toc229382400]

1.0 Situation Analysis
The UK fast-food industry is facing an increasing pressure from health policies, changing consumer expectations and strong market competition. While Greggs has a strong brand awareness and available all over the UK, the long run growth could be affected by the changing attitude towards a healthier eating and the increasing competition from brands with more healthy menus available.
Health concerns are also becoming more important within the UK food sector. The Soft Drinks Industry Levy (SDIL) of the UK government has increased the pressure on the food business to reduce the sugar consumption and increase the nutritional transparency (UK Government, 2024). The sugar tax has pushed the public to be aware of the problem of obesity and the unhealthy diets, and thus the fast food companies have to think about the products development strategies, the healthier menus (Tsakos, 2025).
At the same time, consumer behaviour is changing a lot. Modern consumer is increasingly looking for food that is convenient, cheap and at the same time has a healthier nutritional value. It is showed that the busy lifestyles keep on increasing the demand of food-away-from-home consumption and the cost of living crisis in UK has increased the demand for cheap meal (Binkley, 2006; Dorling, 2024). Greggs has gain from this at value pricing strategy and also with its extensive takeaway network. Sales growth was supported by strong demand for food-on-the-go products and digital ordering channels (Greggs plc, 2024).
Nevertheless, Greggs still has a number of strategic issues. At the moment its core menu is still too reliant on the baked goods of the type of sausage roll, pastries and sweet things that are taken as high in carbohydrate and high in fat. At the same time, competitors like McDonald’s, Pret A Manger and also the meal deals in supermarkets are also widening the offer of healthier and lower calorie things. McDonald’s UK for instance has spent a lot of money on the labelling of calories, the offer of vegans products and also the initiative to reformulation of the menu (McDonald’s UK, 2025).
There are also significant opportunities for Greggs. For example, demand for plant-based and healthier food is still growing very fast (Aschemann-Witzel et al., 2020), and digital ordering and delivery is a new opportunity for product promotion and customers (Liu, 2025).
[bookmark: _Toc229382401]2.0 Objectives
With the UK fast-food market facing changing consumer preferences and increasing health awareness, this marketing plan seeks to respond to this by strengthening Greggs’ healthy product positioning with the help of SMART objectives which are measurable and achievable (Doran, 1981; Bjerke and Renger, 2017).
The main marketing objective is the sales revenue from the Greggs’ healthier and plant based product range to be 15% higher in 12 months by means of menu innovation, digital promotion and more healthy meal options (Kilani, Y. M., 2021). This objective is seen as achievable as Greggs already has a good brand recognition in a nationwide base, a lot of stores and has experience of successful products such as the Vegan Sausage Roll (Greggs plc, 2024).
A second objective is to improve consumer perception of Greggs as a “healthier fast-food brand” by 20% within one year, measured through customer surveys, mobile app feedback, and social media engagement analytics. This objective is in line with the market issue we currently have that Greggs is still a brand of the traditional high calory bakery products.
Furthermore, Greggs also hopes that in 12 months, by using promotions on delivery platforms and on its mobile application, can increase the digital sales of the healthier menu items by 25%. Liu (2025) points out that digitization transformation and online communication are becoming more and more important in the post pandemic fast food industry.
These objectives are strategically relevant because they promote long term competitiveness, also address a pressure from the health of the government and correspond to the increasing demand of a healthier and a plant based fast-food consumption (Aschemann-Witzel et al., 2020).
[bookmark: _Toc229382402]3.0 Strategy (STP)
[bookmark: _Toc229382403]3.1 Segmentation
The UK fast-food market can also be segmented, according to the demographic, behavioural and lifestyle factors. First, the segment of younger consumers, more specifically, students and early career employee, is an important segment because they are the ones who buy lots of food-on-the-go products that are cheap. The position of the company is very good in this type of market, because of the strong presence of Greggs in transport hubs, high streets, and city centres (Greggs plc, 2024).
Second, healthy consumers are becoming more important as there is more and more awareness on the issue of obesity, calorie intake and healthy lives. A third segment includes digital and delivery-platform users. Post-pandemic consumer behaviour has also led to more reliance on mobile ordering, takeaway applications and delivery platforms such as Uber Eats and Just Eat (Liu, 2025). Greggs’ digital expansion therefore offers the possibility to advertise healthier menu items also directly through the digital (Chaffey and Ellis-Chadwick, 2019).
[bookmark: _Toc229382404]3.2 Targeting
The main target market of this marketing plan is the urban young professionals of about 20-35. These people have busy working life style, do not have much time to prepare their meals and have increasing health aware. Binkley (2006) points out that consumers who has a busy schedule are more likely to buy food-away-from-home convenient products. Nevertheless, in contrast to regular fast-food consumer, this segment has an increasing taste of calorie transparency and health conscious ingredients and balanced meal.
This target group is also attractive to target because it is a group with high purchase frequency, with an increasing interest for healthier convenience food. Additionally, urban professionals are well involved with digital ordering platform and social media marketing, which favour Greggs planned digital promotion strategy (Chaffey and Ellis-Chadwick, 2019)
.
[bookmark: _Toc229382405]3.3 Positioning
Greggs will position itself as “A convenient, affordable and healthier alternative to traditional fast food.” The aim of this positioning strategy is to put Greggs at a different place from the premium healthy brands like Pret A Manger and also from the fast food that is principally focussed on the indulgence. Good positioning has to provide for customer value and competitive differentiating (Fahy and Jobber, 2015) and help to build long term in consumer perception and association (Aaker, 2015). The combination of affordability, convenience and healthier innovation of Greggs makes a distinctive positioning in the UK fast food.
[bookmark: _Toc229382406]4.0 Tactics (7Ps)
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Product strategy is central to the marketing plan because Greggs’ current menu is still strongly associated with high-calorie bakery products. In order to cater for changing consumer preferences, Greggs should expand a dedicated product line of healthier products, which is focused on lower fat, higher protein and plant-based products. Some examples of products that could be proposed are a low fat sausage roll, high protein breakfast wraps, reduced sugar snack options and some healthier lunch combinations.
Competitors such as McDonald’s UK have already expanded healthier and vegan menu ranges through products such as the McPlant burger and calorie controlled meal options (McDonald’s UK, 2025). Plant-based development should remain a major priority because demand for vegan and clean label food continues to increase in the UK market (Aschemann-Witzel et al., 2020). Greggs therefore needs continuous product innovation to remain competitive.
Across packaging, menu boards, kiosks and digital ordering systems, clear nutritional labelling should also be introduced. For instance, in the UK, consumers would value more transparent food packaging and more information about the sustainability of the food they were eating (Norton et al., 2022). Calorie counts, protein counts, and lower fat labels could be displayed so that the consumer knows what they are getting with the food and so help them make choices and help Greggs to be a healthier brand.
[bookmark: _Toc229382408]4.2 Price
Greggs should keep its value-for-money positioning and also help to encourage trial of the healthier products. For example, the use of psychological pricing of healthy meal deals such as being priced at either £2.99 or £3.49 will improve the affordability perception and thus purchase intention. It is also recommended that the initial use of the promotional pricing and bundle discounts for the launch period should be used in order to reduce the resistance of the customers and to encourage the switching behaviour (Liu, 2025). Compared with premium competitors such as Pret A Manger, Greggs’ lower pricing is also a major competitive advantage during the UK cost-of-living crisis (Dorling, 2024). Thus, affordable healthier products would therefore strengthen Greggs’ positioning as accessible healthy convenience food.
[bookmark: _Toc229382409]4.3 Place
Greggs should keep on combining physical store accessability with digital distribution channels. In fact, the huge number of stores in the UK is already a good competitive coverage in the transport hubs, city centres and high streets (Greggs plc, 2024). Healthier products have to be placed in the front of the entrances, close to the refrigerated displays and at the breakfast counters.
Digital channels are equally important. Healthier menu items should receive priority placement on the Greggs app and delivery platforms such as Uber Eats and Just Eat. Algorithm based recommendations could encourage customers purchasing traditional items to add healthier drinks or snacks to orders.
[bookmark: _Toc229382410]4.4 Promotion
Because Greggs must change consumer perception from a traditional bakery chain to a healthier convenience food brand, promotion represents a critical element of the strategy. Social media marketing through TikTok and Instagram should therefore become a major promotional focus targeting younger urban consumers.
The short form content could show the calorie controlled meals, protein breakfast, and better lunch combination. Use of influencers for fitness creator and lifestyle blog could also add more credibility to health conscious consumers. For example, McDonald’s UK use the behavioural “nudging” trick, by showing healthier options in a more prominent place on the ordering screens, which increased their purchases of the lower calorie product (McDonald’s UK, 2025). Greggs could do the same, for example show healthier meals first on the kiosk and app.
Interactive digital campaigns should also be implemented. For instance, customers could be able to gain loyalty points when buying healthier menu items from the Greggs app. The interaction of the customer and the digital use is also very important for the post pandemic food sector to maintain the brand relationship in the long term (Liu, 2025).
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Employees are important in delivering the healthier brand strategy. The staff training programmes should train the employees on new healthy products, nutritional features, and how to recommend to customers. Frontline employees should suggest healthier add-on like low-sugar drink or high protein breakfast in their interaction with customers. The service employees are very important in the customer experience and in the image of the brand in the retail and food-service industries (Fahy and Jobber, 2015). In the case of Greggs, a consistent communication of the employee would also increase the conviction of the healthier positioning.
[bookmark: _Toc229382412]4.6 Process
Because convenience is also a competitive advantage for Greggs, the efficient service processes still are needed. Self-service kiosk, mobile ordering, and also contactless payment should be continued to be expanded to decrease the waiting time.
Fast and convenient digital processes support changing consumer lifestyles and strengthen customer retention (Liu, 2025). Digital ordering interfaces should also simplify healthy product discovery: it should contain dedicated “Healthy Choices” sections and be able to give personalised recommendations on the basis of the customer previous purchase.
[bookmark: _Toc229382413]4.7 Physical Evidence
Physical evidence should support Greggs’ healthier and more sustainable brand image. In terms of packaging design, there should be green visual elements, nutritional icons and sustainability messaging in the packaging to communicate to their more clearly healthier product values (Norton et al., 2022. The in-store visual displays should also show the healthier menu ranges with clean and modern design. This is expected to show the healthier products apart from the traditional bakery in Greggs and will reflect the overall brand repositioning.
[bookmark: _Toc229382414]5.0 Action
We will implement the implementation of the healthier product strategy in three stages in 12 months, in order to coordinate the work well, to be operational and to be able to see the performance.
Phase 1: Product Development (0–3 Months)
In the first stage, the product development team will be working to design and test the healthier menu items, such as the low fat sausage roll, the high protein breakfast products and the plant based alternative. Also, during the first stage the nutritional reformulation and the calorie analysis of the products will be done, in order to comply with the UK health expectations and with the need of the consumer to see transparently the products (Tsakos, 2025). Also, during the first stage it will be completed the redesign of the packaging and the development of the nutritional labelling.
The marketing team will also do the customer research and digital testing to find out what the right promotional messages and pricing is. This pilot testing will happen in selected urban stores so that Greggs can see what the customers are thinking before going nationwide.
Phase 2: Launch and Promotion (3–6 Months)
The second stage will be the market launch and promotional activities. Healthier products will be launched in the stores, in the Greggs app and in the Uber Eats and Just Eat. The marketing team will be creating the social media campaigns through TikTok and Instagram, with influencer and digital advertisement to reach the younger urban consumers.
Phase 3: Expansion and Optimisation (6–12 Months)
In the last stage, Greggs will increase the availability of the healthier products in the whole nation according to the sales and the customer feedback. The product team will keep improving the menu items and the marketing team will keep checking the consumer engagement, the use of the loyalty app and the performance of sales in the web to support the improvement (Liu, 2025).
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It is also crucial to have effective monitoring and performance measurement so that we can be sure that our marketing plan has achieved the strategic aims which it was put together for. Greggs must have clear quantitative Key Performance Indicators (KPIs) in place relating to sales growth, brand perception and digital engagement.
The first KPI will measure sales performance of healthier products. Monthly sales of the products from the stores, the delivery platforms and the Greggs app should be analysed in order to see what is being purchased and what the customers’ preferences are. Greggs should try to have healthier menu items that at least contribute 15% of the total selected product sales in 12 months.
The second KPI is about improvement of brand perception. Customer surveys and app based feedback system should measure if the consumers are increasing to see Greggs as healthier fast food choice. The target is to increase the positive of the KPI healthy brand perception by 20% in one year. It is important because at the moment Greggs is still strongly associated with bakery products.
Digital performance indicators should also be kept under watch. Greggs should aim to grow the proportion of app orders containing healthier menu items by 25% and increase social media engagement rates in the various TikTok and Instagram campaigns. Click-through rates, the proportion of app loyalty that participates in the campaign and the level of the customer interaction will be good indicators of the campaigns (Liu, 2025).
Operational KPIs should also monitor customer satisfaction, average transaction value, and repeat purchase behaviour for healthier products. The continuous monitoring will help Greggs to alter its strategy for the basis of the consumer feedback and the market. Liu (2025) states that data driven decision and the continuous improvement are becoming more important in the nowadays food-service marketing strategies.
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