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Introduction
New York Bakery (Grupo Bimbo) is the largest bakery firm in the world, not just in the United Kingdom. They were active in 33 countries in America, Europe, Asia, and Africa. In the UK it’s known as Bimbo UK. Grupo Bimbo has 208 manufacturing sites and some of the world's most well-known baking brands. It has an annual sale of more than $16.6 billion (£12.46 billion). Grupo Bimbo began producing baking products in 1943, but they did not arrive on the English market until 20 years later. With the purchase of Rotherham-based Canada Bread from Maple Leaf Foods, the company entered the UK market. Rotherham is Grupo Bimbo's largest of three UK plants, producing bagels under the New York Bakery Co brand. The third plant, in Maidstone, manufactures private-label foods such pains au chocolat, croissants, and bagel thins. It also has a New Mexico-based production plant that makes Sanissimo crackers for the UK market. Tesco, Sainsbury's, Aldi, Morrison, and other major British retailers commission the company to create items.


Process and stages of marketing and role of marketing mix.
The marketing mix definition is about this how to put the right product in the right place, at the right time, and at the right price. The marketing mix consisting 4ps (Price, Place, Promotion and Product) and can be extended to 7ps (Price , Place , Promotion ,Product , People, Process and Physical evidence).
[image: A picture containing text, businesscard, vector graphics

Description automatically generated][image: Diagram

Description automatically generated]


These business techniques, which are based on the marketing mix of New York Bakery, aid the brand's success.
The marketing strategy assists the organisation in developing a competitive market position as well as attaining its goals and objectives. These seven elements of the marketing mix should be considered as a single entity that supports and complements one another. So, let's get deeper into the nuances of the 4ps of the marketing mix.



Product in the marketing mix
The company works in the field of food an industry with an activity of making pastry products. The company's products are divided into four big groups: bagels, croissants , pains au chocolat and crackers. They have a large variety of products as per the needs and requirements of their customers.  


	Bagels
	The Original, Wholemean&Rye, Susame, Seeds Thins, Red onion and chives, Cinnamon and Rainsin

	Croissants
	Straight croissants, Turn croissants, Croissants with orange filling and chocolate

	Pains au chocolat
	Mini chocolat, Chocolat with 38% chocolate filling and with 43% chocolate filling

	Crackers
	Corn crackers and chia and flax crackers



According to New York Bakery, their product is an outstanding made “piece of cake”, that is well produced, nice packed and with top level serviced from manufacturing to the sale base, from sale base to the customer. From “A to Z” that can be offered on the market for attention, acquisition or consumption that can satisfy the desire or needs can be depicted as a product.


Price in the marketing mix
The amount of money charged for a product or service, or the sum of the values that consumers trade for the benefits of having or utilising the product or service, is the price in the marketing mix. Pricing is another crucial component of the marketing mix's four Ps. This is the only component that creates revenue and supports other operations including product development, distribution, promotion, and advertising. The pricing is negotiable and subject to change at any time. The other aspects of the marketing mix, such as distribution networks and promotional efforts, on the other hand, might raise the cost.
The items are available in a variety of pricing ranges to appeal to a wide range of customers. Some of the items are labelled "premium" and are only available in certain stores such as M&S and Waitrose. They use higher-quality ingredients for them, and as a result, the price is greater as well.


Place in the marketing mix
Place relates to how your products or services are distributed, as well as the methods and locations you utilize to make them conveniently accessible to your target customers. Places that are involved in distribution strategy are direct distribution channels. The products can be found in the large supermarkets and hypermarkets and small neighborhood shops too. The coverage of the internal market is carried out through a network of about 40 reseller companies. Each partner covers a region of country. The company's distribution scheme is flexible and cover deliveries to all distribution warehouses and warehouses of chains on schedule based on prior requests. 


Promotion in the marketing mix
A promotion mix is a set of different marketing approaches that marketer develop to optimize promotional efforts and reach a broader audience. To use the promotional marketing mix is important for New York bakery because:
1. It improves the effectiveness of marketing campaign. Being a crucial element of every business, companies, creating a promotion mix, putting all of their capabilities and efforts into making a promotion samples for the right public, at the appropriate season and at the precise place and time. Such of right strategy allows firms to get maximum of their marketing budget while saving time and money.
2. It facilitates in the segmentation of the target audience. To design a winning promotion mix, a company must first of all to define their target audience. As we know the different groups of people have a different preferences – and food is no exception: such as gender, age, taste, they are all could be a potential subscribers. And each one of them would be needed a different approach. Through the promotion mix a company’s delivering  to each group the relevant promotion message via the most productive and effective medium.
3. It sets itself out from the competition. Potential consumers in everyday life being attacked with various sorts of advertising at every turn and every way on all day long. Through a promotion mix, you may stand out from the crowd and especially from your competitors without putting in confusion your potential clients. For successful company's quality is a priority and stand on the first place over the quantity, promoting their product and service on the right season, at the right place and time.

PESTLE analysis of New York bakery
     The PEST examination looks at the overall environment that surrounds the company. This is the setting in which it functions and fulfils its primary function, which is to make money. This environment can be global, regional, or national in scope. Driving forces are the forces that have the most influence and decide the nature of changes in the industry (of change). The following are examples of driving forces: 
● change the consumer needs 
● the appearance of new products and new technologies  
● changes in government legislation and policy 
● change in values, lifestyle and others

      When deciding on a plan, the PEST variables are crucial. They are outside the company's control and should be viewed as either dangers or opportunities. It's vital to keep in mind that macroeconomic influences vary by continent, country, and even location. As a result, PEST analyses are frequently done at the country level. The acronym PEST stands for the following factors: 
· Political considerations include government activities and how they affect a certain sector. Political stability in the retailing market in the United Kingdom is steady, which has a beneficial impact on New York bakery's economic activities. The Covid-19 pandemic has prompted the UK government to enact new restrictions that businesses must follow in order to control the disease's spread. Reduced tax policies and VAT rates from 20% to 12.6 percent as a step to cushion businesses in the UK as a result of the consequences of Covid-19 positively promotes New York bakery activities by 13.1 percent. The company's profitability has been favorably influenced by the Mayoral election in early 2021, which has resulted in beneficial changes in business rules and local policies, assisting firms in their recovery operations. Foreign trade regulations have been unfavorable to New York bakeries, as present limits on cross-border commerce will increase raw material costs by 4.5 percent in 2020 compared to 2019. Furthermore, trade tensions between the United States and China, as well as views on Covid-19, have a direct impact on the global bakery retailing business, affecting profitability (Lee and Carter, 2020). 

· Economic variables are a variety of developments in the economy that affect firms either directly or indirectly. As a result of Covid-19 and Brexit, basic rates taxation will be decreased to 12.6 percent in 2021 from 20 percent in 2019, and interest and inflation rates will be reduced by 0.9 percent and 2.3 percent, respectively, to help businesses in the UK survive and thrive. Unemployment rates have risen as a result of reduced operations or closure of some businesses, resulting in a large labour force available to the New York bakery, which provides necessary goods (Quinn, 2020). 

· Social factors are those that have an impact on people who share characteristics such as income and education levels, population, tastes, beliefs, cultures, and lifestyles, among others. The Covid-19 has had a bad impact on social aspects of New York bakeries. Because of the high death rate connected with Covid-19, population growth slowed, lowering the number of customers and possibly influencing preferences for specific commodities that are particularly desirable to an ageing population (Quinn, 2020). In the United Kingdom, the demographic population of younger people has remained nearly constant, but the population of the elderly has fallen, necessitating the need for bakeries to expand their product and service offerings to reflect modern lifestyles and social trends. As a result of Covid-19, changing consumer patterns as a result of changing cultures and income levels have had a detrimental influence on bakery profitability, which has been thoroughly examined to guarantee specific products and services needed by consumers are offered (Lee and Carter, 2020). 

· Technological factors include a variety of enhancements connected with the use of modern equipment, processes, procedures, and highly skilled personnel. Due to the limits imposed by Covid-19, which limit physical activity, a New York bakery invested £40 million in antibacterial gels, masks, gloves, and all other gear required to work during the pandemic. Additionally, ingenuity and invention were required to allow the corporation to change its operations in multiple warehouses to fit new intricate government plans for handling the epidemic. It also compelled managers and leaders to devote more resources to research and development in order to understand client behavior and unique requirements, resulting in higher operational costs that could have been spent on expanding marketing opportunities. 

· Environmental considerations comprise a variety of ecological aspects such as pollution, weather, and corporate social responsibility, among others, that influence the business decision-making process. Grupo Bimbo, the world's largest baking company and a sustainability leader, said today that by 2050, it will have achieved Net Zero Carbon emissions. This commitment takes into account emissions across the whole value chain, including all Scope 1, 2, and 3 activities, as well as all operations, logistics, sales, procurement, and marketing activities. The goal was created using the framework of the Science Based Targets initiative and then validated by this organisation, which uses a well-recognized and standardised methodology focused on reducing emissions while staying within 1.5°C of pre-industrial levels to avoid irreversible damage to our planet. Grupo Bimbo has thus become the first Mexican food firm to commit to 1.5°C Business Ambition and join the UN's Race to Zero Campaign, with targets 
set and validated by Science Based Targets. The Race to Zero Campaign is the world's first organised effort to cut carbon emissions in a timely manner. 
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· Legal elements include a variety of legal frameworks that guide business operations and ensure that ethical principles are followed while providing products and services that fulfil defined standards. The Covid-19 pandemic altered existing standards while also establishing new ones to prevent illness spread in the retail sector. 







	Strength
	Weaknesses

	· High quality products
· Brand recognizability
· The products are aimed at different types of customers 
· Production efficiency
· New technologies
· Stable financial indicators.
	· Focus on marketing activities in one region
· High investment costs
· Strong dependence on suppliers’ 
· Slow repayment of receivables
· High raw material costs
· Few options for healthy products

	Opportunities
	Threats

	· Possibility to expand the product portfolio targeted at young people 
· Opportunity high quality of products to be tied to the trend of demand for healthier products
· Opportunity to take positions on market, through innovation in advertising
	· User orientation to substitute products for healthy eating
· High export costs
· Threat of incomplete recognition of the costs of implementing projects under EU programs
· Threat of rising prices of raw materials
· Threats from changes in legislation, related to financial burdens



SWOT Analysis on New York bakery

1. New York bakery (Grupo Bimbo) knows its strengths well and formulates strategies in view of the best possible outcome. The company is used with a reputation as a manufacturer of high-quality products and does not hesitant to bet on traditional taste. In the same spirit, New York bakery is tends to enter new markets and introduce more non-traditional ones products such as salty crackers, which allow it to expand her portfolio; 
2. The weaknesses of the company are subject to intensive elimination. It sees that management is making efforts to restructure the processes and achieving no higher efficiency of production costs. The introduction of new technologies is always associated with high costs and the company skillfully seeks opportunities for additional financing. 
3. Management is aware of market trends and positions compared to competitors and rely on regions where brands are good known, as the acquisition of new positions is based on new products and innovation activity. 


New York bakery Porter’s Five Forces Analysis
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Porter's Five Forces analysis involves looking at internal competition, barriers to entry, the profit-appropriating power of both buyers and sellers, as well as substitutes to the goods produced. Applied to the bakery industry it shows an average net profit that typically does not cover the cost of capital due to low barriers to entry, ease of production and ease of access to ingredients.

Potential of New Entrants into an Industry - There are a few substitutes for Providers' products. Customers with clout can put pressure on businesses to lower prices or improve critical quality for the same price, reducing earnings.

Bargaining Power of suppliers - Due to the well-developed markets for their products and the commoditized nature of what they sell, suppliers in the bread industry do not have much negotiation strength. Price variations in raw materials can influence bakeries, but the changes are due to global supply and demand factors rather than suppliers' negotiation leverage. Eastern European vendors provide the majority of the bakery's ingredients. With her suppliers, the company has a strong and long-term relationship.

Bargaining Power of Customers - There are a lot of consumers with a lot of negotiating power. Buyers of bakery products, such as supermarkets, grocery stores, hotel chains, and convenience stores, can usurp a major portion of the sector profit thanks to the high number of small bakeries looking for outlets. As a result, purchasers will be able to negotiate low costs and bulk discounts. Because they wish to keep putting the goods together with competitors from the same industry, the earnings will be small.

Threat of New Entrants - In the bakery industry, there are various players. How firms compete is influenced by price, quality, differentiation, and relationships with key suppliers. A high risk of new entrants could make a sector more competitive while also lowering the profit potential of existing rivals. On the other side, a low threat of entry makes a sector less competitive and increases the profit potential of existing enterprises. Barriers to entry serve as a deterrent to newcomers (high production-profitability threshold requirement or economy of scale)

Threat of substitute products - High threat from substitute products and services. The potential customers encounter large number of substitute products and services from various organizations apart from New York bakery. Such companies are established and committed to meet customer needs during Covid-19 pandemic hence New York bakery should focus on strategies like target positioning, differentiation and segmentation to make its products and services unique from available substitutes and thrive in the competitive market due to decreased number of customers. 


The Global Coronavirus effects
The Corona virus started in the beginning of 2020 and brought to humanity with it huge changes. And England was no exception. When some of the businesses flourished - such of sectors as food manufacturing, online shopping’s and delivering’s, while others faced major financial difficulties - such of sectors as tourism, traveling companies, flight, railway, coach operators. For New York bakery, this year was a big of success and this despite still continues Covid19 – pandemic, what entailed GB's operational complexity was disrupted at every corporate level, with exhibitors in a particularly visible position. Even with the imposition of restrictive measures by the government, the company's orders for supermarkets were up to 20% increased. Such an increase made possible an outgoing initiative to assist those who affected by the pandemic, including roughly a US$11.3m pledge to support health sector and other initiatives. Such of, to hearing their clients and for offering solutions like more flexible payment deadlines, which they can keep merchandise on the shelves at the same time payments come due a few days later, to support the retail outlet’s sales and liquidity. They’re also leveraging “Quibo”, a platform that provides tech to small businesses through which they can receive credit and debit cards as well as food vouchers as payments, sell telephone airtime and receive utility payments. All of this initiatives brought to the company the name of the first Mexican company who was nominated one of the World’s Most Ethical Companies is donating more than 200 million pesos for various initiatives, as well as supplying one million slices of bread and other goods to food banks to make up aid boxes for the most vulnerable communities.
    But those companies who had low inventory turnover from unorganized category during the COVID 19 met a lack of bakery product sales during the peak of the coronavirus pandemic, as many bakeries have shut down operations, resulting in a labour shortage. Additionally, the interruption in logistical facilities as a result of the lockout has caused additional challenges in the market, as consumers were unable to obtain products that met their needs, causing the market to suffer. Another reason that has had an impact on the market is the scarcity of raw materials, which has resulted in substandard product creation.   


Conclusion
With no exception 2021 in general brought to a whole world some congestion and in particular for bakery sector including “Grupo bimbo” too. And this is despite increased profit in this sector and especially “Grupo bimbo” with their ~20% orders increased. So why it’s so impressive result, I cannot believe that it’s only because of pandemic restrictions prompted people to eat more?! On this question we have answered by examined company marketing strategy, through PESTLE and SWOT analyses we came to conclusion that “Grupo bimbo” marketing mix working on an excellent level, which in turn giving orders increased, which entails profit increased. Which in turn gives right to assume a long growing success. 
     Return back to the global bakery sector, global research shows us, that during the forecast period of 2021-2026, the global bakery goods market is expected to rise at a CAGR of 2.6 percent. And only smaller bakers in the unorganised category are the worst hit by these difficulties.      


Recommendation
 By examined company marketing strategy I have found a one missing opportunity, taking this into service would: First – high inventory turnover; Second – new workplaces; Third - closer and faster connection with buyer. Name of this is Online service.  
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