[image: ]	  


	Student Name:
	James Oyibo

	Student Number:
	2438986

	Programme: 
	BA (Hons) Leadership and Management Skills for the Workplace    

	Module: 
	Understanding and Engaging Stakeholders    

	Module code: 
	LCLM5001  

	Module Leader: 
	Eric Osei 
Nadeem Mirza 


















Table of Contents
Executive Summary	3
1.	Introduction to Greggs and project context	3
2.	SWOT analysis of Greggs	4
3.	PESTEL analysis of Greggs	4
4.	SMART objectives for stakeholder engagement at Greggs	5
4.1 Customer and employee engagement objectives	5
4.2 Community and environmental objectives	6
5. Stakeholder identification and mapping	6
5.1 Definition and approach	6
5.2 Key internal stakeholders	7
5.3 Key external stakeholders	7
5.4 Power–interest mapping	8
5.5 Link to project objectives	9
6. Roles, responsibilities and value creation	9
6.1 Governance and strategic roles	9
6.2 Management, functional teams and project roles	9
6.3 Frontline staff and local managers	10
6.4 Greggs Foundation and community partners	10
6.5 Suppliers, partners and shared responsibilities	10
6.6 How these roles create stakeholder value	11
7. Engagement strategies, conflicts, ethics and challenges	11
7.1 Customer and digital engagement	11
7.2 Employee and community engagement	12
7.3 Environmental and ethical engagement	12
7.4 Environmental and ethical engagement	12
7.5 Managing stakeholder tensions and conflicts	13
7.6 Digital and ethical challenges	13
7.7 Ethical and digital challenges	14
7.8 Overall assessment of engagement effectiveness	14
8. Conclusion	15
Reference List	15

[bookmark: _Toc235439861]Executive Summary
This paper investigates stakeholder involvement at Greggs, a major UK-based food-on-the-go business that has evolved from a traditional bakery to a nationally renowned fast-food chain. It focuses on how Greggs maintains connections with consumers, workers, suppliers, investors, regulators, communities, and charitable partners via its retail network and digital platform, the Greggs Rewards App. The study outlines four SMART targets for stakeholder involvement, including customer loyalty, staff communication and inclusion, community programs like Breakfast Clubs, and environmental performance and responsible sourcing (Greggs, 2024).
A power-interest grid is used to map stakeholders, roles and duties are assessed from the Board level down to frontline personnel, and engagement techniques are reviewed with a focus on conflicts, ethical concerns, and digital obstacles. According to the report, Greggs has a wide and somewhat mature strategy, but it struggles to balance affordable costs, improved health outcomes, fair employment, and ambitious sustainability targets. The report concludes that future success will be dependent on increasing digital and community engagement, strengthening employee voice, communicating trade-offs more transparently, and ensuring that loyalty and engagement benefits are inclusive and accessible to all stakeholder groups (Freeman et al., 2010).
1. [bookmark: _Toc235439862]Introduction to Greggs and project context
Greggs, a UK-based food-on-the-go store, has evolved from a traditional bakery to one of the country's most recognised fast-food brands. It has a wide network of stores around the UK and serves millions of people every week, concentrating on freshly cooked cuisine at reasonable costs (Greggs, 2023). The menu focuses on bakery-style items including sausage rolls, pasties, sandwiches, cakes and hot beverages, catering to clients seeking quick, simple meals and snacks.
The company's market positioning revolves around convenience and value. Many Greggs locations are on main streets, in retail parks, at transportation hubs and in fuel stations, making it convenient for commuters, workers and shoppers to get meals on the go. Greggs stands apart from other fast-food restaurants and coffee shops by offering affordable prices, a British baking background, and simple, recognisable goods. It has also adapted to changing customer tastes by developing products like the vegan banger, which have helped extend its appeal and update its brand image.
Greggs has prioritised digital involvement, particularly through the Greggs Rewards mobile app (Retail Technology, 2019). Customers may use this app to accumulate digital stamps in categories including hot drinks, breakfast items, and baked goods, receiving free products after a certain amount of transactions. Customers may order and pay using their phones, with options including click-and-collect and delivery partner links. Greggs is a good example of a stakeholder engagement project since it engages with a diverse variety of stakeholders and manages relationships using both physical stores and digital platforms. This backdrop enables the study to apply stakeholder connection and relationship marketing principles to a genuine fast-food company.
2. [bookmark: _Toc235439863]SWOT analysis of Greggs
A SWOT analysis combines Greggs' internal strengths and weaknesses with external opportunities and threats in terms of stakeholder involvement. Key assets include a well-known brand, a wide network of shops spanning UK high streets and transit hubs, a solid reputation for value for money, and proven engagement mechanisms such as the Greggs Rewards app and community programs such as Breakfast Clubs and Outlet stores (Greggs, 2023). These qualities enable Greggs to establish consistent customer flows, retain visibility in everyday settings, and exhibit social responsibility, all of which promote connections with customers, workers, and communities.
Weaknesses include ongoing concerns about the healthfulness of much of the product line, potential digital exclusion of customers who do not or cannot use the app, reliance on the UK market, and the challenge of balancing low prices with investments in fair employment and sustainable sourcing (Food Foundation, 2023). Opportunities exist from increased interest in digital loyalty, healthier and plant-based products, closer relationships with schools and charities, and the opportunity to build Greggs' reputation as an ethical business through the Greggs Pledge. Threats include rivalry from other fast-food and coffee companies, economic volatility, stricter regulations on health and the environment, and reputational damage if sustainability and community standards are not met. This SWOT analysis bridges the gap between Greggs' context and the SMART objectives, indicating where engagement goals should focus on strengths and opportunities while addressing weaknesses and threats.
3. [bookmark: _Toc235439864]PESTEL analysis of Greggs
A PESTEL study helps to contextualise Greggs' stakeholder interaction by taking into account political, economic, social, technological, environmental, and legal concerns. Greggs is impacted politically by government policies on food safety, public health, minimum wages, and business rates, all of which have an impact on its duties to consumers and workers, expenses, and regulatory risk. Economically, the UK cost-of-living issue and inflation put further strain on families, making Greggs' value positioning critical but restricting how far it can boost prices while still meeting expectations for fair employment and sustainability.
Social aspects include shifting attitudes about health, nutrition, and ethical consumption, as seen by increased demand for healthier alternatives and plant-based goods, as well as continued worries about obesity and food poverty. Technologically, the rise of smartphones, delivery platforms, and data analytics underlies the Greggs Rewards app and digital ordering, opening up new avenues for customer connection but also posing privacy and digital inclusion problems (Retail Technology, 2019). Climate change and demands for enterprises to decrease emissions, waste, and resource consumption create environmental challenges, which Greggs addresses through its sustainability pledges and the Greggs Pledge to 2025 (Greggs, 2024). Employment legislation, food hygiene laws, and data protection rules such as GDPR all influence how Greggs manages employees, operates its stores, and handles consumer data. These PESTEL elements define the expectations, risks, and opportunities that guide Greggs' stakeholder engagement decisions.
4. [bookmark: _Toc235439865] SMART objectives for stakeholder engagement at Greggs

Greggs' stakeholder involvement is guided by SMART goals, which stand for Specific, Measurable, Achievable, Relevant, and Time-bound. These objectives translate broad stakeholder expectations into tangible targets that can be tracked and altered. Four key objectives are established, addressing customers, workers, communities, and the environment, and they are consistent with Greggs' Doing Good commitments and the Greggs Pledge (Greggs, 2024).
[bookmark: _Toc235439866]4.1 Customer and employee engagement objectives
The first goal focuses on consumers and the Greggs Rewards app. Greggs plans to grow active app users by 15% and app-linked sales by 10% in the next 12 months. This is particular and quantifiable since current digital systems can measure both the number of users and the proportion of transactions. It is feasible and relevant since the app currently integrates loyalty stamps, rewards, and payments, and digital engagement is an important component of Greggs' growth plan. Setting a one-year timeframe allows for regular progress reviews. From a relationship marketing standpoint, this goal is to strengthen client relationships by providing convenience and rewards, as well as creating data that allows for more targeted contact.
The second aim focuses on employee and internal engagement. Greggs intends to enhance communication and inclusion ratings by 10% over the next 18 months, based on frequent employee surveys. Actions include improving two-way communication, training on stakeholder value, and encouraging frontline personnel to recommend improvements to customer service and Doing Good. This goal is explicit and quantifiable since it focuses on established survey indicators, and it is attainable because it builds on previous Better Business promises. It is relevant to stakeholder engagement since workers are crucial to providing the customer experience and applying the Greggs Pledge in stores, and greater engagement should create trust and inspire employees to act as ambassadors for Greggs' principles (Boxall and Purcell, 2016).

[bookmark: _Toc235439867]4.2 Community and environmental objectives

The third and fourth objectives address communities and environmental performance together. For communities, Greggs seeks to grow the number of schools supported by Breakfast Clubs and related initiatives by 20% over two years and to increase awareness of these programmes through in‑store and digital communication. This is specific and measurable, builds on existing Stronger, Healthier Communities activities, and aims to strengthen relationships with schools, charities and local stakeholders.
For the environment, Greggs intends to ensure that 100% of selected priority ingredients meet agreed sustainability criteria by 2025, and to cut food waste through redistribution schemes and partnerships. These targets are specific, time‑bound and measurable via supplier certification and internal waste data, and they align with the Making Our Planet Safer commitments. Together, the community and environmental objectives support long‑term relationships with communities, suppliers, regulators and environmentally conscious customers, and they create a framework for assessing progress across social and environmental dimensions of stakeholder engagement.
[bookmark: _Toc235439868]5. Stakeholder identification and mapping
[bookmark: _Toc235439869]5.1 Definition and approach
Stakeholders are persons or groups who can influence or be influenced by an organization's operations (Freeman et al., 2010). Greggs describes establishing positive relationships with stakeholders as fundamental to its business model and strategy. This section defines Greggs' key stakeholder groups and utilises a power-interest grid to estimate their relative relevance.

[bookmark: _Toc235439870]5.2 Key internal stakeholders
Colleagues (employees): Greggs employs tens of thousands of employees in stores, bakeries, and support departments who are responsible for providing efficient and cheerful service every day. They are very interested in the company since it affects their compensation, working conditions, and career growth, as well as their ability to influence service quality and customer experience (Boxall and Purcell, 2016).
Management and Board of Directors: The Board and senior management develop strategy, monitor risk, and assure compliance with governance norms. They have significant authority and interest in making crucial decisions concerning investment, stakeholder objectives, and the Greggs Pledge's execution (Freeman et al., 2010).

[bookmark: _Toc235439871]5.3 Key external stakeholders
Customers: consumers are key stakeholders, including walk-in consumers, Greggs Rewards app users, and delivery customers. They are very interested in product quality, pricing, convenience, and digital services, and they wield significant indirect power since their purchase decisions, feedback, and loyalty affect income and reputation (Kumar and Reinartz, 2016).
Suppliers and partners: Greggs sources ingredients, packaging, and services through a network of vendors, as well as franchise partners and delivery systems like Just Eat. These stakeholders have medium to high power because they influence product availability, quality, and sustainability, and medium to high interest since they rely on Greggs contracts for revenue (Christopher, Payne, & Ballantyne, 2013).
Investors and shareholders: As a publicly traded corporation, Greggs is answerable to shareholders who supply capital and demand financial returns. According to (Freeman et al., 2010), investors wield significant influence over strategic decisions and prioritise financial performance, risk management, and long-term value.
Communities and charity partners: Another major stakeholder group includes local communities, schools, and charities connected through the Greggs Foundation and programs such as Breakfast Clubs. They have a strong interest in topics such as food poverty, local employment, and community assistance, as well as medium power due to their capacity to impact Greggs' social reputation and local operating license (Ashcroft, 2017).
Regulators and government bodies: Regulators, local governments, and other public entities have an impact on Greggs through food safety requirements, employment legislation, planning approval, and environmental restrictions. They often have considerable power, as they may authorise or regulate activities, and a medium interest in compliance and larger public policy objectives.

[bookmark: _Toc235439872]5.4 Power–interest mapping
Using a simple power–interest grid, stakeholders can be grouped to guide engagement priorities (Ashcroft, 2017):
· High power, high interest (Manage closely): Board and executive management, investors, significant regulators, and major suppliers. These stakeholders have a substantial impact on Greggs' strategy and must be consulted in critical decisions about growth, digital investment, and the Greggs Pledge.
· High interest, medium power (Keep satisfied and engaged): Employees, local communities, charitable partners, and select suppliers. They are deeply concerned about labour conditions, community impact, and sustainability, and their support is critical to fulfilling the company's Doing Good goals.
· High interest, lower formal power (Keep informed and involved): Everyday consumers and Greggs Rewards members who prioritise value, quality, and digital services but have minimal formal influence. Nonetheless, their aggregate conduct and feedback can exert reputational pressure and impact strategic decisions (Crane and Matten, 2016).
· Medium power, lower interest (Monitor): Some external stakeholders, such as specific industry groups or less key partners, may require monitoring rather than active involvement, unless their interest or impact grows over time (Ashcroft, 2017).
	Power / Interest
	High interest
	Lower interest

	High power
	Board and senior management; significant investors; major regulators; crucial suppliers and partners, who may greatly impact Greggs’ strategy and license to operate (Freeman et al., 2010).
	Some major industry groups and partners whose choices may have an impact on Greggs but are primarily concerned with the overall sector.

	Medium / lower power
	Employees; local communities; charity partners; everyday customers and Greggs Rewards users, whose collective behaviour and feedback shape service quality, revenue and reputation (Kumar and Reinartz, 2016).
	Minor partners and more localised stakeholders who mostly need supervision, unless their influence or interest rises over time.




[bookmark: _Toc235439873]5.5 Link to project objectives
This stakeholder mapping serves as the foundation for the previously established SMART goals. Customers and app users are central to the customer engagement goal; employees and management are important for internal engagement; communities and charity partners have a direct impact on Breakfast Clubs and Foundation activities; and suppliers, regulators, and investors are critical for environmental and responsible sourcing goals. According to (Freeman et al., 2010), Greggs will emphasise communication, engagement, and relationship-building based on the power-interest positions of these stakeholders in future stages of the project.

[bookmark: _Toc235439874]6. Roles, responsibilities and value creation
[bookmark: _Toc235439875]6.1 Governance and strategic roles
At the highest level, Greggs' Board of Directors and senior management team are responsible for creating strategy, managing risk, and ensuring that the company is operated in the best interests of its stakeholders. The Board follows the UK Corporate Governance Code and employs committees, such as the Audit, Remuneration, and Nominations Committees, to monitor performance and manage particular areas such as financial reporting, executive compensation, and board composition. These governance systems aim to guarantee that stakeholder issues, including as consumers, workers, investors, and communities, are included into significant decisions rather than being regarded as an afterthought (Ashcroft, 2017). The top-level position in stakeholder relationships involves providing direction, articulating expectations, and fostering long-term trust.

[bookmark: _Toc235439876]6.2 Management, functional teams and project roles
The Board delegated responsibility for daily stakeholder interaction to many functional teams. The retail operations and shop management teams are in charge of providing consistent service, enforcing business standards, and fostering relationships with consumers and local communities. The marketing and digital teams engage customers through many platforms, including the Greggs Rewards app, in-store promotions, and social media. These efforts aim to increase app users and transactions. Human resources and "Better Business" teams prioritise internal stakeholders, including recruiting, training, inclusiveness, and communication, which is strongly related to the employee engagement goal. The Sustainability and "Doing Good" teams coordinate Greggs Pledge-related activities such as environmental initiatives, community programs, and progress reports. According to Christopher, Payne, and Ballantyne (2013), these teams collaborate to transform stakeholder goals into concrete projects and activities.

[bookmark: _Toc235439877]6.3 Frontline staff and local managers
Front-line employees and store managers have an important role in defining everyday stakeholder experiences. They serve customers, handle complaints, manage loyalty programs, and frequently discuss Greggs' community or environmental projects at the store level. Local managers can also establish partnerships with area schools, charities, and community groups, such as by sponsoring Breakfast Clubs or local fundraisers. Their responsibilities are directly related to the SMART objectives for customer engagement, community partnerships, and internal engagement, because their actions influence whether customers download and use the app, communities see Greggs as a supportive neighbour, and employees feel informed and involved. In stakeholder relationships, these positions are about providing the "moment of truth" when the organization's promises are either affirmed or undercut (Ashcroft, 2017).

[bookmark: _Toc235439878]6.4 Greggs Foundation and community partners
The Greggs Foundation and allied community teams are responsible for planning, sponsoring, and managing programs such as Breakfast Clubs, hardship grants, and environmental initiatives. They collaborate with schools, nonprofits, and local governments to identify needs, assign funding, and track effect, all with the goal of growing the number of Breakfast Clubs and community projects while also boosting awareness of these efforts. This adds value by tackling social concerns including food poverty and community well-being, while also building Greggs' relationships and reputation in the areas where it operates (Christopher, Payne, & Ballantyne, 2013). The Foundation's governance and reporting procedures promote openness, which is critical for sustaining confidence with contributors, partners, and regulators.

[bookmark: _Toc235439879]6.5 Suppliers, partners and shared responsibilities
Suppliers and external partners, including as ingredient suppliers, logistics providers, and delivery platforms, share responsibility for executing Greggs' stakeholder obligations. Suppliers, for example, must fulfil quality, safety, and sustainability criteria in order for Greggs to reach its environmental goals of responsible sourcing and lower emissions. Delivery partners assist Greggs in reaching customers via online channels and must maintain service standards that are consistent with Greggs' brand commitments. These stakeholders are not Greggs employees, but their activities are crucial for value creation since supply, quality, and delivery issues may harm relationships with consumers, communities, and regulators (Crane and Matten, 2016). Managing these partnerships requires explicit contracts, frequent communication, and collaborative problem-solving.

[bookmark: _Toc235439880]6.6 How these roles create stakeholder value
Roles and duties match stakeholders' interests and foster long-term partnerships, adding value at all levels. The Board and senior management provide strategic direction and governance, while functional teams design and implement engagement programs. Frontline staff and managers provide day-to-day experiences, while the Greggs Foundation and community teams support social initiatives. Suppliers and partners contribute to responsible product and service delivery. When these responsibilities are successfully integrated, Greggs can meet its SMART objectives for customers, workers, communities, and the environment, which improves financial performance and reputation (Christopher, Payne, & Ballantyne, 2013). According to stakeholder theory, such alignment may minimise friction, improve trust, and provide reciprocal benefits, transforming participation into a key component of Greggs' business model rather than a separate activity.
[bookmark: _Toc235439881]7. Engagement strategies, conflicts, ethics and challenges
[bookmark: _Toc235439882]7.1 Customer and digital engagement
Greggs engages customers and builds loyalty through both in-store and internet channels. Shop engagement prioritises rapid, pleasant service, obvious value offerings like meal packages, and consistent product quality to become the customer's preferred food-on-the-go brand. The Greggs Rewards app serves as the focal point of digital interaction, allowing users to collect stamps, receive free goods, and access tailored offers based on their purchase habits (Kumar and Reinartz, 2016). The app's click-and-collect capability and integration with food waste and discount schemes make it a valuable tool for achieving the SMART goal of boosting app-linked transactions. Relationship marketing methods aim to convert one-time purchases into continuing partnerships through ease, incentives, and regular contact (Christopher, Payne, and Ballantyne, 2013).

[bookmark: _Toc235439883]7.2 Employee and community engagement
Employee engagement is crucial since they provide a consistent customer experience and represent Greggs in local communities. The company's "Doing Good" and "Better Business" pledges emphasise inclusion, diversity, and responsible employment, including training, communication, and engagement efforts targeted at enhancing colleague experience. Employees are encouraged to participate in community activities such as volunteering and fundraising, which connects their responsibilities to the overall stakeholder agenda. The Greggs Foundation promotes community participation through programs such as Breakfast Clubs, Outlet stores in underserved regions, and contributions to local organisations, all with the goal of building better, healthier communities. These efforts promote the SMART goal of developing community programs and illustrate a relational strategy that seeks mutual benefits between Greggs and local stakeholders (Ashcroft, 2017).

[bookmark: _Toc235439884]7.3 Environmental and ethical engagement	
The Greggs Pledge pillar of "Making Our Planet Safer" guides environmental participation, which includes pledges to reduce carbon emissions, eliminate food waste, and increase responsible sourcing. Greggs highlights efforts such as employing a high proportion of renewable power, striving for carbon neutrality, dispersing surplus food through partners such as Too Good To Go, and growing Outlet stores that offer reduced surplus items. It also strives to guarantee that important products like soy and wheat fulfil sustainability requirements and enhance animal welfare, demonstrating an ethical approach to supply chains. These efforts engage stakeholders like as regulators, non-governmental organisations (NGOs), suppliers, and environmentally concerned customers, and they promote the SMART goal of environmental performance and responsible sourcing (Crane and Matten, 2016).

[bookmark: _Toc235439885]7.4 Environmental and ethical engagement
When seen via a SWORN-style lens, Greggs' stakeholder environment reveals numerous significant risks and requirements. Customers may become dissatisfied or lose faith if value, health, and sustainability signals are unclear or inconsistent, yet they want inexpensive, convenient food that increasingly meets evolving dietary demands and nutritional concerns (Food Foundation, 2023). Employees may become disengaged if salary, workload, or advancement chances are perceived as unfair; nonetheless, they require clear communication, respect, participation, and opportunity to participate to choices affecting their job and the implementation of the Greggs Pledge (Boxall and Purcell, 2016).
Communities may feel overlooked if shop expansion contributes to issues such as litter, health concerns, or competition with local businesses without adequate support, whereas they require genuine investment through programs such as Breakfast Clubs, Outlet stores, and local projects that address food poverty and wellbeing (Greggs, 2025b). If objectives are missed, environmental and regulatory stakeholders may see Greggs' promises as insufficient or delayed; nonetheless, meaningful action on emissions, food waste, and responsible sourcing, supported by public reporting, is required. Recognising these stakeholder risks and needs helps to frame the conflicts and ethical issues discussed in the next subsections, and it emphasises the significance of proactive, honest interaction with all important stakeholder groups (Freeman et al., 2010).
[bookmark: _Toc235439886]7.5 Managing stakeholder tensions and conflicts
Despite these efforts, Greggs is experiencing difficulties between various stakeholder interests. One major contradiction exists between delivering low pricing to customers and investing in greater pay, better working conditions, or more sustainable ingredients for employees and suppliers. Greggs has pledged to increase the amount of healthier options on its menu, but there is still a contradiction between selling decadent, high-calorie items and supporting public health goals. There may also be tensions between growth plans and local community concerns about litter, competition, or health effects. Stakeholder theory proposes that such disagreements should be resolved via communication, openness, and compromise rather than being disregarded (Crane and Matten, 2016). Relationship marketing focuses on reciprocal value and long-term trust, urging Greggs to disclose trade-offs, include stakeholders, and alter practices as needed (Christopher, Payne, & Ballantyne, 2013).


[bookmark: _Toc235439887]7.6 Digital and ethical challenges
Digital involvement presents unique ethical and inclusivity problems. As the Greggs Rewards app gains popularity, the firm must safeguard consumer data, adhere to privacy requirements, and guarantee that digital services are dependable and accessible. Customers without cellphones or frequent internet connection may be excluded from some loyalty incentives, thus Greggs should provide alternate means to acquire value and information. Managing social media criticism, internet complaints, and possible app concerns need clear rules and prompt replies in order to avoid harming relationships. Greggs' engagement techniques are comprehensive and integrated, but their efficacy relies on constant execution, open communication about trade-offs, and continual learning from stakeholder input (Ashcroft, 2017).

[bookmark: _Toc235439888]7.7 Ethical and digital challenges
Greggs has various ethical and digital problems related to stakeholder participation. On the ethical side, challenges include the health effect of its products, marketing to vulnerable populations, treatment of employees and suppliers, and the fairness of its community investment decisions. Despite introducing healthier alternatives and plant-based items, Greggs continues to compete in a market for rich, convenience meals, raising concerns about its impact on public health. Clear information, responsible marketing, and collaboration with health stakeholders, where necessary, are all required for ethical involvement.
The usage of data, the dependability of digital services, and inclusion are the three main digital issues. As the Greggs incentives app grows more important for engagement, the firm must preserve customer data, follow privacy standards, and ensure that digital incentives do not unjustly penalise consumers who cannot or do not want to use smartphones. Accessibility concerns may develop for elderly consumers or those without regular internet access. Greggs must thus offer different methods to join in loyalty systems or deliver value, so that participation is not confined to digitally connected stakeholders. To avoid hurting relationships, rigorous systems and honest communication are required when dealing with online complaints, social media criticism, and potential app disruptions.

[bookmark: _Toc235439889]7.8 Overall assessment of engagement effectiveness
Overall, Greggs has created a diverse set of engagement methods that target consumers, workers, communities, and environmental stakeholders in a somewhat integrated manner. The Greggs Pledge establishes defined goals and timetables for various operations, and digital tools like the app enable tailored involvement and data-driven decision-making. However, the efficacy of these methods is dependent on consistent execution across thousands of stores, constant interaction with stakeholders, and the capacity to respond to new difficulties such as economic constraints, regulatory changes, or adjustments in public expectations.
From a stakeholder interaction and relationship marketing standpoint, Greggs looks to be going in the direction of integrating engagement into its business model rather than treating it as a distinct corporate social responsibility effort. The SMART targets mentioned previously give a method for measuring and improving this involvement over time. Future enhancements might include stakeholders in decision-making, increase transparency on trade-offs, and prioritise co-creation of solutions with communities, employees, and suppliers.
[bookmark: _Toc235439890]8. Conclusion
This research looked into how Greggs interacts with key stakeholders through its stores, the Greggs Rewards app, and programs like Breakfast Clubs and environmental efforts. The SMART targets for customers, workers, communities, and the environment establish a clear, quantifiable framework for developing these connections and connecting them with the Greggs Pledge and Doing Good commitments (Greggs, 2024). Using stakeholder theory and relationship marketing principles, the research demonstrates that Greggs is integrating engagement into its core business model rather than considering it as a distinct CSR activity (Freeman et al., 2010).
However, significant conflicts still exist between cheap costs, healthier goods, decent working conditions, and ambitious environmental standards. Greggs' success is on clearly managing trade-offs, increasing digital and community participation, and providing inclusive benefits for all stakeholders, including staff, app and non-app consumers, and local communities.
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