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[bookmark: _Toc214102875]1. Introduction & Mission 
Greggs Plc is a leading UK-based food-on-the-go retailer, which deals mostly in the fast-food and bakery industry. It was formed in the year 1939 and it has since developed into a national institution, with its convenient locations and reasonably priced services. The main set of its products consists of savoury items, such as sausage rolls and pastries, sandwiches, desserts, and hot drinks. Greggs can afford a wide range of target customers, including commuters, office workers, students, and families alike, which is a significant achievement that can be attributed to the competitive pricing and convenient nature of the products and services. The firm has been able to remain competitive by being the largest bakery chain in the UK. The marketing plan will aim at maximising sales growth of Greggs by refining its strategic positioning through the Segmentation, Targeting and Positioning (STP) paradigm and enhancing its Marketing Mix using the 7Ps paradigm. The vision is to establish the market leadership of Greggs and grow the customer base through creative and customer-rewarding strategies. 
[bookmark: _Toc214102876]2. Situational Analysis 
Greggs is a competitive and dynamic UK-based food-to-go market and therefore needs a comprehensive situational analysis to identify strategic opportunities and threats.
[bookmark: _Toc214102877]PESTEL Analysis
	Factor
	Description
	Impact

	Political
	1. The government policies of the UK like compulsory calorie labelling (April 2022) influence menu development and marketing communication. 
2. The new trade policies after Brexit also affect the supply and prices of imported ingredients, making the supply chain more volatile (Department of Health and Social Care, 2022). 
3. Planning regulations at the local authority influence the growth of stores, especially the location of drive-through and transport-hubs.
	Medium–High

	Economic
	1. In 2022, the UK inflation was highest at over 11 percent, and it is still high in food sectors, and there is a rise in the cost of ingredients and labour. 
2. Actual household disposable income pressures affect consumer spending behaviour which in most cases drives consumers to value-based food such as Greggs (Khan et al., 2023). 
3. The changes in GDP and sentinel risks can affect the tendency of footfalls in retail and commuter hubs.
	High

	Social
	1. The increasing demand for healthy, plant-based, and ethically sourced foods influences the development of products (UK vegans’ population is about 3% and is rising). 
2. Working patterns in hybrid forms decrease the number of people walking the streets of the cities but raise the demand in the suburban shopping centres. 
3. The preferences and dietary expectations are affected by demographic changes such as the ageing population and communities with multicultural backgrounds (European Food Information Council, 2023).
	Medium–High

	Technological
	1. Greater use of mobile ordering, online payment, and loyalty apps are related to customer interactions; over 90 percent of UK payments are contactless. 
2. Just Eat and Uber Eats are delivery partners that increase the customer base (European Environment Agency, 2024). 
3. Personalisation based on the data analytics and AI provides the possibility of targeted promotion and efficiency of operations.
	Medium

	Environmental
	1. The waste and sustainability policies in the UK (e.g., Plastic Packaging Tax 2022) demand that single-use plastic needs to be decreased and recycled better. 
2. There are climate pressures that promote carbon-cutting policies among supply chains. 
3. Consumers are becoming more concerned about the idea of ethical sourcing and visible sustainability.
	Medium–High

	Legal
	1. Quality and labelling are affected by strict compliance requirements under the Food safety Act of 1990 and consumer rights Act of 2015. 
2. Employment regulations (e.g. increase in minimum wage) increase costs of operation. 
3. The safety and health laws require strict operational standards in all forms of stores.
	Medium



[bookmark: _Toc214102878]SWOT Analysis
	Factor
	Description (with Impact Level)

	Strengths
	1. Good brand equity and recognition throughout the UK in terms of a broad range of stores exceeding 2,400 stores, Greggs is one of the more accessible food-to-go brands (High impact).
2. Vertical supply chain also facilitates effective production, quality assurance, and ability to withstand inflationary forces on the ingredients (High impact) (Gregg’s plc, 2024).
3. Price positioning, which is affordable, fits the consumer behaviour better in economic recessions and stagnant growth of GDP (Medium high impact) (Benzaghta et al., 2021).
4. Agility in adapting to changing dieting trends Agility is reflected in proven product innovation, evident in the success of the vegan range (Medium impact).

	Weaknesses
	1. Reformulation may negatively affect the appeal of the health-conscious segments in the face of increased public health regulations (Medium impact); perceived lack of healthfulness may inhibit this appeal (High impact).
2. The small number of customisation available to premium sandwich or coffee chains minimises differences with younger consumers that seek experience (Medium impact).
3. The reliance on footfall, especially in urban locations that are influenced by the hybrid working trend, predisposes vulnerability to the alteration of the demographic movement (Medium-High impact) (Gregg the plc, 2024).
4. The classic brand image can lower competition with current and modern, lifestyle-based fast-food brands (Medium impact) (Statista, 2023).

	Opportunities
	1. The expansion of delivery and digital services, taking advantage of Greggs app and collaboration with Just Eat/Uber Eats, conforms to the increase in the use of e-commerce (High impact) (Boitrelle et al., 2021).
2. Increase in the vegan, vegetarian, and health-conscious markets with the aid of a demographic (High impact).
3. Expansion of drive-through and transport hubs, which is associated with consumer desire to be convenient and not to move to the cities (Medium High impact).
4. Entry into underserved markets, such as commuter belts, motorway service areas, and others assist in diversifying revenues in the long term (Medium impact) (Gregg’s plc, 2024).

	Threats
	1. Very high competition with supermarkets (meal deals), coffee chains, and fast-food operators, which is caused by aggressive prices (High impact).
2. Rising input prices, especially in energy and labour, hamper the value-based pricing model of Greggs (High impact).
3. The evolving consumer demands that are influenced by the policy of high-calorie food as scrutinized by the UK health policies necessitate a continuously changing action (Medium-High impact) (Gregg’s plc, 2024).
4. Geopolitical tensions or global crises that interrupt the supply chains are also operational risks (Medium impact) (PwC, 2023).



[bookmark: _Toc214102879]3. Marketing Strategy (STP + other models) 
The marketing strategy used by Greggs is based on the polished Segmentation, Targeting and positioning (STP) strategy that is underpinned with strategic models to provide integrated communication in the market and long-term growth.
[bookmark: _Toc214102880]Segmentation
Greggs has a multi-dimensional segmentation strategy that uses demographic, psychographic, geographic and behavioural factors in comprehending and fulfilling the needs of diverse customers in its large customer base. The brand is demographically oriented towards young adults (aged 18 to 35) who are willing to buy quick and affordable lunches, families who must buy snacks, and older adults who want to have old-fashioned dishes, with high consideration of lower to middle-income consumers who buy Greggs in accordance with its value-based offer. Psychographic segmentation targets busy people, who appreciate fast, convenient, and comfort food, as well as cost-conscious consumers and those who become more driven by the idea of ethical sourcing and plant-based products. 
[image: ]
[bookmark: _Hlk212715999]Figure 1: Greggs Customer Segmentation
(Source: Tutorsindia, 2025)
Greggs has strategically placed itself in urban and suburban high streets, transport stations, and shopping malls geographically, serving areas with high foot flows and adjusting only a few elements of its service to local tastes and preferences (Mintel, 2023). On the behavioural front the brand serves various consumption instances, in the morning with breakfast or lunchtime snacks and afternoon snacks, where customers need convenience, low prices, familiar flavour, or veganism, and loyalty is maintained via the Greggs Rewards app.
[bookmark: _Toc214102881]Targeting 
Greggs employs the differentiated targeting strategy directed at three main segments. The primary one is the low-end commuter/worker aged 25-55, who is normally time-starved and price-conscious, who uses Greggs with its large chain of stores and quick service as a source of affordable food options. The second category is the modern foodie, who wants vegan, healthier, or more environmentally friendly food options; Greggs is targeting this group with its extended plant-based menu and more focus on nutritional transparency (Hirth, Boons, and Doherty, 2021). The last segment is the family/ casual shopper who visits the retail parks and high streets and is favorable to the brand due to its convenience and the ability to enjoy a snack or light meal while shopping. Greggs has a single brand identity, which is value and convenience, across these segments.
[bookmark: _Toc214102882]Positioning 
Greggs places itself as the Go-To of the Nation of Great Tasting, Affordable Food-on-the-Go focusing on value to money, convenience, trust and contemporary flexibility. Its stable presence in busy spots, its use of delivery services, and its focus on quality of the product strengthen this position. Greggs is also in an advantaged position on a perceptual map with high scores on affordability and convenience versus premium coffee chains and supermarkets with its expanding popularity on vegan and modern foods and its evolving brand image becoming more modern and progressive. 
[bookmark: _Toc214102883]Strategic Models
The Integrated Marketing Communication (IMC) approach is what makes Greggs have a consistent and unified brand message throughout the touchpoints of all customers, which supports the fundamental positioning of the organization in the UK food-to-go market. The advertising strategy used by the company involves use of humorous and relatable campaigns on TVs, internet and social media, but most of the time the focus is on daily situations or new product releases especially their standout vegan products. Sales promotions can also be considered as a cornerstone of the IMC strategy, and the Greggs Rewards application, meal deals, and seasonal offers are aimed at promoting frequent purchases and growing the size of the basket. The PR activities are aimed at active media activity, the use of viral marketing opportunities, like the extremely successful introduction of Vegan Sausage Roll, and community-based practices (Berman, 2021). Digital marketing also improves the level of customer engagement by providing an active presence in Twitter, Instagram, and Tik Tok, which are backed with the help of specific email messages and online advertising. 
[bookmark: _Toc214102884]Ansoff Matrix: 
Greggs is a multi-pronged growing company using the Ansoff Matrix and focuses on market penetration, product development, market development and limited diversification. Market penetration is also a fundamental priority, and Greggs continues to sell more of the current products in the established markets by creating new stores in high-traffic locations, improving online booking and delivery options, and promoting the purchase frequency through loyalty programs. Product development is also observed in the form of the introduction of the new products like vegan-friendly products, coffee subscriptions, and seasonal menu items in accordance with the changing consumer preferences (Liu, 2024). Market development entails finding new outlets for the current products, such as drive-through, motorway service areas, and workplace outlets, but international expansion is still rather limited. Despite the reduction in diversification, Greggs has ventured into other related areas like branded merchandise to spread its brand beyond food. 
[bookmark: _Toc214102885]4. Marketing Mix Strategy: 7Ps 
[bookmark: _Toc214102886]Product
In the product strategy, Greggs aims at providing a good core set of high-volume favourites and constantly updating the menu with seasonal, new, and diet-specific products to meet the changing tastes of the consumers. Its core products, the sausage roll, steak bake, pastries, sandwiches and sweet treats continue to form the basis of its brand but through diversification it has been able to expand its market tremendously. New segments have been introduced with the release of the incredibly successful Vegan Sausage Roll, Vegan Steak Bake, and other vegan products, and it has also worked with the growing popularity of vegan foods (eGuana, 2022). 
[image: Greggs | How to order]
Figure 2: Greggs Product Range
(Source: Greggs, 2025)
Greggs has also increased the range of drinks by improving coffee as well as iced drinks and coffee subscription service, which has boosted the average transaction value and competitiveness in the beverage market. Salads, fruit pots, and low-calorie sandwiches can expand the range of Greggs clientele, as well as overcome the negative views that still linger over unhealthy products. Limited and seasonal products like Festive Bakes create a buzz, encourage repeat business and trigger precipitate purchases. 
[bookmark: _Toc214102887]Price
The pricing policy of Greggs is well-based on value offer, keeping it affordable and accessible to the basic customer segment. Greggs enjoys high levels of success with low-end consumers because of the competitive prices that they offer compared to the fast-food chains and supermarket meal deals. Bundles, such as discounted drinks, meals, and snacks bundling together sandwiches, snacks, and beverages, will boost spending and increase the feeling of value. 
Psychological pricing, like price points just less than whole numbers, strengthens the prices and affects the buyer in a subtle way (Jain, Jain and Jain, 2022). Moreover, repeat customers can receive loyalty-based discounts via Greggs Rewards application which gives them a free product or specific deals. Striking the right balance between value and the necessity to adapt the prices due to inflation is necessary to ensure the customers are loyal, and profitability is preserved.
[bookmark: _Toc214102888]Place (Distribution)
The extensive distribution network of Greggs is a key to its success in the market as the company can be convenient and accessible to a variety of customer groups. The stores situated in the high street and the city centre will take advantage of commuter traffic, whereas the retail park and shopping centre stores will be targeted at families and leisure shoppers. Location in the transport stations like in the train stations and the airports helps the brand to capture the attention of the travellers and promote brand exposure. 
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Figure 3: Greggs Store Locations and Distribution Channels
(Source: Xmap, 2025)
Drive-thru restaurants are a fast-growing channel, with the opportunity to cash in on the post-pandemic trends toward convenience and lower interaction. Greggs has delivery partnerships with Just Eat and Uber Eats that expand Greggs reach into homes and workplaces which is in line with the rising delivery economy and diversification of revenue (Išoraitė, 2021). Forecourt liaisons with petrol stations only enhance the presence on the road. 
[bookmark: _Toc214102889]Promotion
The promotional strategy adopted by Greggs is a multi-channel and highly integrated strategy that is aimed at creating brand affinity, creating awareness and making sales. Digital marketing and social media are the main strong points, and viral engagement occurs with humor, timely and highly shareable content distributed across the platforms, including Twitter and Tik Tok. Greggs app allows personalised promotions and loyalty rewards and enhances customer retention. 
Conventional media such as television commercials in strategic seasons are used to strengthen the national brand. Promotions in-store are achieved via attractive point-of-sale display which shows new products, deals on meals and special offers. PR activities, particularly with bigger vegan launches, have created a tremendous amount of earned media and greater brand recognition. All these promotional efforts lead to the increased demand, the attraction of new customers, and the increased involvement of old customers.
[bookmark: _Toc214102890]People
The Greggs marketing mix focuses on the people aspect of the marketing mix that highlights the role played by the employees in providing quality and consistent customer experience. Extensive training schemes enable employees to learn about products and services and enhance their services and operations, strengthening the Greggs image of fast and friendly service (Asiah, Soe'oed and Sjamsir, 2022). The customer service culture is one that focuses on warmth, speediness, and attentiveness, which has led to a good brand perception, and adds the urge to visit highly. Greggs also invests in staff engagement and wellbeing, which lowers the turnover rates and encourages employees to provide better service and sell products well. This dedication to individuals enhances the uniformity in operations and directly has an impact on customer satisfaction and loyalty.
[bookmark: _Toc214102891]Process
The operations at Greggs are well aligned to provide efficiency, speed, and uniformity of operations, which are necessary to be a successful food-to-go food provider. Good flow of orders and services reduces waiting time, which is a significant consideration to time-sensitive customers. Centralised production makes it possible to have uniform quality and cost-effectiveness, and the goods are baked or prepared in regional factories and finished in shops (Ho, Liu and Chen, 2022). The Greggs app is a form of digital integration which allows clicking-and-collecting as well as delivery services to cut on queues and enhance customer convenience. 
[bookmark: _Toc214102892]Physical Evidence
Physical evidence in Greggs comprises everything that is physical and affects customer perceptions towards the service environment. The modernised store designs, bright lighting and soothing seating (where there is) and display of products give a friendly atmosphere. Constant blue and white branding are a source of reputation and confidence. Appealing product display in the heat units makes it more enticing and conveys freshness as more of the packaging tends to use sustainable materials to match the consumer’s expectations. 
Cleanliness and hygiene at high standards in the stores will guarantee customers in an industry where safety is the order of the day. Professionalism and reliability are also promoted by staff uniforms. All those physical aspects cement the idea of Greggs as a modern, reliable, and convenient food-on-the-go vendor, and make customers feel safe and comfortable coming back to the company.
[bookmark: _Toc214102893]5. Implementation & Control 
The implementation and control of this marketing strategy plan are paramount in meeting the sales growth goals of Greggs and a long-term competitive advantage. Short (06 months) is the expansion of the digital presence by optimising the Greggs Rewards application with personalised deals based on the history of purchases in the context of advertising new vegan or seasonal products in social media. The product knowledge and customer service standards will be strengthened due to staff training. In the medium run (6-18 months), Greggs will prioritize the rapid expansion of its drive-thru operation, improve its loyalty programs by adding tires of rewards, be more transparent about its sustainability initiatives, and implement new technologies in store to facilitate better order taking and inventory management. The strategy, in the long term (18+ months) would involve experimenting with the small-format stores in unconventional locations, strategic alliances to co-branded products, using advanced analytics, predictive modelling, and continuing product innovation in line with changing consumer patterns.
[bookmark: _Toc214102894]KPIs
The plan will use financial, customer, and operational KPIs to make sure that it is under control. Financial indicators include Sales Revenue, Average Transaction Value, Gross Profit Margin and Return on investment that allows Greggs to measure growth trend of revenue, profitability and performance of the campaign. The KPIs about the customers (Customer Acquisition Rate, Retention Rate, Customer Satisfaction, scores and Brand Awareness) help to determine the degree of customer satisfaction, loyalty, as well as brand awareness. Continuous improvement of service quality and logistical performance is aided by operational KPIs such as Conversion Rates, Order Fulfilment Time and Supply Chain Efficiency.
[bookmark: _Toc214102895]Balance Scorecards
Balanced Scorecard framework empowers performance management in four perspectives. Financial Perspective focuses on profitability and growth with the goal of 5-7% sales growth per year and gross profit margin growth of 10 percent. The Customer Perspective is dedicated to retention and satisfaction, and the goals of the Customer Perspective include a 10% rise in Customer Satisfaction and a 15% growth in the perception of healthier options brands (Kaplan and Norton, 2021). The Internal Processes Perspective will be focused on optimal operation efficiency, which will entail shortened service time, and two significant product launches annually. The Learning and Growth Perspective focus more on the growth of employees, aiming at a 20% increase in the number of training hours and 80% of the staff knowledge of new digital tools. This combined methodology guarantees successful implementation, constant monitoring and long-term strategic alignment.
[bookmark: _Toc214102896]6. Conclusion & Recommendations 
In this strategic marketing plan of Greggs, the organisation is well placed in the UK food-to-go industry due to its well-established brand equity, large number of stores, and clear value proposition. The situational analysis has indicated significant growth opportunities in the developing vegan and health-conscious markets, the growing role of online interactions, and the growing consumer preference of convenience forms, like drive-thrus, and threats due to the competition and cost pressures. The suggested STP model narrows down the concentration of Greggs on value-conscious consumers, modern buyers of food and families and makes the company a primary source of affordable, convenient, and flexible food-on-the-go. The 7Ps strategy is a systematic way of improving product innovation, reducing prices, increasing distribution channels and reinforcing customer-focused operations. 
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