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[bookmark: _Toc41119591]Executive Summary

This report has used Greggs bakery to design an international marketing mix. This report starts by introducing the company and previous ventures, a brief introduction to the marketing mix and a discussion around Hofstede’s Cultural Dimensions followed by a compassion between the UK and Germany.

The author has created an international marketing mix by following the framework created by Booms & Bitner (1981). Discussing the best options for each section of the marketing mix, the author has decided that localising their products will give Greggs’ the best opportunity to be a success overseas. The use of the cost-plus pricing strategy has been identified as their best option.

Berlin, Hamburg and München are the cities that have been chosen for Greggs to place their stores in due to the combined population of the cities reaching 7 million, gaining access to a large number of footfalls thorough their stores. The author has concentrated the promotion activities to using the internet, particularly social media. The stores will also be encouraged to giving the public samples to convince them to try other products. 

The stores in the Germany will follow similar processes as those in the UK, due to how well their processes have performed in the domestic market. Greggs will focus on their employees by providing training to them to improve their customer service skills and show the them they are valued by the company. The company will also ensure they are paying their employees a competitive wage/salary. Greggs will provide physical evidence through their social media accounts, documenting their best practise and making sure that all marketing, digital and traditional, are completed to a professional level.



Executive Summary

1

1. [bookmark: _Toc41119592]Introduction

1.1. [bookmark: _Toc41119593]Report Remit

This report will be continuing to discuss the potential of expanding Greggs overseas, in Germany. After having identified which market suits Greggs, the author will put together an international marketing mix for Greggs to use in Germany. 

1.2. [bookmark: _Toc41119594]Introduction to organisation

The organisation that the author will create an international marketing mix for is Greggs, which is the largest bakery chain in the United Kingdom. Founded in 1939 and opening the first store in 1951 in Newcastle. They have a variety of products available, including their best-selling sausage rolls (Armstrong, 2016). 

Greggs have tried previously to expand their business overseas and found themselves unsuccessful. Testing their stores in the cites of Belgium, they were forced to abandon their project due to the losses of £3.5 million (Kavanagh, 2008).

1.3. [bookmark: _Toc41119595]Introduction to Marketing Mix

The Marketing mix  is “a framework for the tactical management of the customer relationship, including product, price, place, promotion; in the case of services, three other elements are taken into account, process, people and physical evidence.” (Jobber, 2010, p. 26)

The Marketing Mix was in the form that will be used for this report was built by Booms and Bitner (1981). They extended the original 4p’s to what we know as the 7p’s and it was created to apply the framework to the business that provide services.

1.4. [bookmark: _Toc41119596]Hofstede’s Cultural Dimensions

Hofstede’s Cultural Dimensions is a framework created by Hofstede in 1984 (Wu, 2006) for the purpose of showing the effects of a society's culture on the values of its members, and how these values relate to behaviour, using a structure derived from factor analysis. (Adeoye & Tomei, 2014, p. 6) 

The framework consists of 6 dimensions (Hofstede, 2016). 

· Power Distance
· Individualism vs Collectivism
· Masculinity vs Femininity
· Uncertainty Avoidance
· Long term vs Short term Orientation
· Indulgence vs Restraint

Making use of the Hofstede Insights website (Hofstede Insights, 2020), the author has made a comparison between the UK and Germany. There are a few dimensions that are different in comparison to the UK, such as a lower individualism and indulgence score and higher uncertainty avoidance and long-term orientation score. The lower indulgence score may be a concern, as this may result in not having as many customers.  
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2. [bookmark: _Toc41119597]Marketing Mix

As stated in the previous report, Greggs will need to adapt their marketing mix to become successful in their new market rather than standardise it (Sloman, 2016). The market entry strategy will also follow suit with the previous reports with using franchising to penetrate the market.

2.1. [bookmark: _Toc41119598]Product

The products that Greggs sell in the UK are very popular with the public, but overseas they would not be as popular, with Greggs failing in Belgium being an example. They will need to localise the products to be able to attract the German customer base.  UK products will still be available, but they will be in small quantities. The products that will be available will be more traditional to the country, with Pretzels, ‘Streuselkuchen’, which is a type of crumb cake and a hybrid between the UK’s most popular products, the sausage roll and the well-known German Bratwurst sausage. With Germanys beer consumption being very high (Koptyug, 2019), it grants Greggs the opportunity to expand their portfolio further. Soft drinks and a cold food counter will be available but will use the most popular drinks and sandwich fillings which will be identified in the market research. Research from Statista (2019) has provided the author with the most purchased drinks in Germany between 2017 to 2019. Greggs will also need to ensure that as much of their ingredients as possible is sourced for the local areas.
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2.2. [bookmark: _Toc41119599]Price

Greggs follow a low-cost strategy in the UK and the results have been very successful with their business, but to be successful in a different market, Greggs will implement a cost-plus pricing strategy, and this is due to the advantages that it offers. Guo (2020) explains that this pricing strategy is helpful when a company has no knowledge of how willing a customer is to make a purchase and its ability provide a full coverage of costs and a consistent rate of return make it the best option to choose when venturing abroad. As discussed in the previous report, Greggs rely on high-volume sales and bulk baking their products. The same foundation will be applied to Germany. 
Greggs have an on-the-go vision in the UK, and this will not be able to continue in their venture to Germany. As discussed, Germany have a low indulgence score in the Hofstede’s Cultural Dimensions framework. This can give the impression that the population of Germany have a higher moral discipline towards indulgence and saving money is important to them (Enkh-Amgalan, 2016). 

2.3. [bookmark: _Toc41119600]Place

The location of the stores will need to be in the largest cities of the country, these are Berlin, Hamburg and München. Placing a store in each of these cities will allow Greggs to access around 7 million potential customers and this will grant Greggs a higher amount of footfall, which may lead to having more chances of attracting a customer. Germany is a massive country and food and drink are going to vary from region to region but having the same products will make is easier for the stores to provide high quantity and consistent quality throughout the country. Being in a larger city will increase the brands awareness to the public, which has the ability to influence customers buying decision (Moisescu, 2009). The stores will also need to provide seated areas to give customers a place to relax and enjoy their food and/or drink. This will create a more of an in-store experience for the customers, instead of continuing to on-the-go vision that has been discussed. With the addition of a seated area in the store and also providing free wi-fi will encourage the customers to stay in the store longer to make another purchase.

2.4. [bookmark: _Toc41119601]Promotion

Digital and traditional media platforms will be used to when planning the promotional tactics. Social media accounts will be created in German and will be made prior to the opening of the stores to build a following and raise recognition of the brand. The use of billboards will be needed, on busy motorways and close to where to store is located and the contents of the billboard could provide the those who see the advertisement with directions to the store. Using social media to promote the opening of the stores with offers such as buy two get one free, meal deals and loyalty cards. Having employees walk around the areas with samples of some of the products they are now selling could convince some potential customer to try them again at the store (Gannon, 2011). Asking what the public thinks of the samples will also provide Greggs with market research on what the German population think of their products (Eventeem, 2017).

2.5. [bookmark: _Toc41119602]Process

There are many processes that Greggs already include in their UK stores. Stores will have computer systems in place that will track inventory and supplies, and the computer will notify the employees when a certain products or ingredient in low, giving the option to reorder to the store. Greggs will need to locate suppliers for the products they have, ensuring that the they have high quality produce and their delivery services are reliable. The process of ordering food and/or drink needs to be simple, easy and quick to make sure that the customer gets the highest service possible. As Greggs will be adding a seating area to their store, they need to purchase high quality and relaxing furniture to give the customers a relaxing and enjoyable experience within the store, which will raise the brands high quality reputation.


2.6. [bookmark: _Toc41119603]People

The employees of Greggs in the UK are classed as low-skilled workers, and this will apply to the venture overseas as well. Greggs will also provide uniform for their employees to ensure their appearance is suitable for the brand. Training for the new employees will be vital to provide the best service possible to the new customer base. Knowledge and understanding of the products, answering whether or not certain products are vegan for example. Without thorough training beforehand may result in the lack of productivity, lower products quality and poor performance (Horowitz & Horowitz, 2010). Greggs will need to make sure that they offer a competitive wage to keep their employees happy. Keeping employees happy in their work environment, as Greggs pride themselves on friendly services to make sure that their customers feel comfortable. All the employees that are hired will need to be able to speak the German language to communicate to the customers.

2.7. [bookmark: _Toc41119604]Physical Evidence

At the present time, the awareness of the Greggs brand in Germany will be low to nothing. When moving into a new market, potential customers will be quick to judge the services and products. It will be vital to demonstrate high quality in all areas of the business, from the advertising to the interior of the store itself. Their website will need to provide a good user experience and easily accessible information on the brand and products. The employees will need to make sure that the store in kept clean and presentable at all times to continue the high-quality perception. All of the marketing will need to be professional and will need to represent the style and service of the brand accurately, e.g. billboards and flyers will need to be present the brands logo and who they are to give the reader the information as quick as possible. Social media will be used to post employee culture, and this can include behind the scenes phots and videos or the cleaning and cooking/baking process to give the users piece of mind that they are eating in a clean and comfortable place.
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3. [bookmark: _Toc41119605]Conclusion

To conclude this report, an introduction to the marketing mix and Hofstede’s cultural dimensions and been provided to give the reader clarity on the framework used in this report. Using the marketing mix, the author has given clear instructions of what type of products will need to be introduced to the store to be successful. Iterating the need for a localised portfolio, using foods known well in Germany. The prices will be calculated using a cost-plus pricing strategy and the all the stores will need to introduce seated areas. Taking advantage of the internet, social media accounts have been selected for the promotion of the stores, along with providing samples to the public to persuade them to make a purchase. Implementing processes that are in place in the UK will be the best option as there is proof that the process in successful. Providing training for the employees or the store will be essential for them to provide the best service to the customers, and this will also help them feel happier in their work environment. Making sure that the stores and all things that represent the brand are of professional quality is needed to ensure the brands reputation is as high a possible. Germany shows high potential for Greggs, even though there are some differences that have been shown in Figure 1-1. 
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