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Introduction
Greggs PLC is a UK high-street dominant bakery and food-on-the-go retailer with hubs in Newcastle upon Tyne. It is a private business that grew from a single bakery base in the 1930s to a retail chain across the UK with over 2,300 stores. Its mission "is to make great-tasting, freshly prepared food available to everyone," with priorities on value, convenience, and customer service (Greggs, 2023). Operating in the competitive fast food restaurant industry, Greggs is founded on high product quality, sustainability, and customer orientation. Its infrastructure and environment have been a key driver of the business's growth and sustainability, specifically how it has been able to adapt to changes in the market and customers' needs.


Major Organisational Activities
Greggs has sound financial management in the form of sound accounting and finance procedures. Budgeting, strategic financial planning, forecasting, and cost control are all within the purview of the finance function. By using advanced accounting packages such as SAP Business One, Greggs pays for finance in real time and has strict adherence to UK GAAP. Atrill and McLaney (2021) posit that good financial management allows businesses to remain in operation by making good decisions and minimizing business risk. Financial prudence by Greggs during the Covid-19 era allowed it to ride out revenue decline as persistent employee retention under the government's furlough scheme dominated.
The most critical brand and customer loyalty work would likely be the marketing work. Marketing work in Greggs has been brought up to date with a mix of old promotion and more recent forms of digital engagement. According to GlobalData Consumer (2020), its introduction of the Greggs Rewards App and collaborations, such as its 2019 vegan sausage roll campaign, attest to its capacity to respond to new consumer trends. Kotler et al. (2019) believe that the alignment of social trends with marketing strategy develops the trust of customers and the business's reputation. Gregg's marketing is also aligned with its moral values, i.e., healthy food and fair marking of food. 
The HRM of Greggs is grounded on the pillars of inclusivity, employee health, and learning. It facilitates full development in the Greggs Academy and promotes internal promotion. Armstrong and Taylor (2020) narrate how strategic HRM not only attains workforce optimisation but also organisational agility. Greggs' focus on employee voice and recognition has led to high job satisfaction for workers, and that can be measured by its being repeatedly one of the best-rated UK employers. Additionally, schemes such as the Employee Hardship Fund and paid volunteer days reflect Greggs' social responsibility.
Greggs also possesses a culture of fairness, simplicity, and doing the right thing, which are stakeholder-oriented. Organisational culture is explained by Schein (2009) as the dominant pattern of norms and values according to which employees behave and company practice is directed. It is an open and humanitarian culture at Greggs, where equal importance is provided to staff and customer satisfaction. It possesses environment care, community work in the shape of the Greggs Foundation, and an ethical purchasing policy.
Cameron and Quinn's (2022) Competing Values Framework would place Gregg's culture in the "Clan-oriented" category, where cooperation, participation, and family spirit are the themes. This type of culture has developed resilience and innovation, as Greggs has responded to app and delivery orders extremely quickly. Secondly, it enables staff to participate to high levels, which Denison et al. (2014), in fact, credited with improved organisational performance.
Organisational culture is also significant to customer experience. The warmth of community and friendly service are most akin to Greggs' values, something aligned with Herzberg's theory of motivation-hygiene (Herzberg, 1966) that job satisfaction is achieved through commendations and participative participation—neither of which can be universalised in Greggs' employees' practice.
The other critical function of Greggs' operations management contributes to the basis of its business model and its market success. This is a centralized manufacturing system that has regional bakeries producing fresh products and delivering them to retail outlets for the consistent supply and control of quality within the extensive network of the company. According to Slack et al. (2010), the food-on-the-go sector, described by this model, optimises the use of resources whilst maintaining product freshness successfully as critical success factors in this area. Like many businesses, Gregg's supply chain had to very quickly adapt to the changing consumer behaviors during the COVID-19 pandemic, which required the reconfiguration of store supply operations in response to the expansion of click and collect services and delivery partnerships with just eat, for example (Greggs, 2023). 
Improving operational effectiveness means setting the stage for automation in ordering systems that now reduces stockouts and food waste while satisfying the economic and sustainability objectives at the same time. In line with Porter’s (2008) Value Chain Analysis, these operational innovations lead to cost leadership or differentiation, through operational activities. Secondly, Greggs also have a robust quality management system, which Christopher (2022) says is an imperative trust signal in food retail and the company has also been awarded ISO 9001 certifications. The vertical integration strategy in which the company controls large extent of its chain of supply from manufacturing to retail makes possible an efficient adaptation to market trends and the speedy introduction of new product developments, as in case of the way in which it rolled out the vegan option throughout its network to adapt to the change in consumer’s trends and market conditions.


Conclusion
Greggs PLC demonstrates how far a UK mid-cap company can leverage its core business and organisational culture to influence long-term performance. Its role as a financier provides conservatism and adaptability, and as an active marketer ensures that the company's brand remains popular and in step with demand. Its role as an HRM generates highly competent, highly committed employees through an open policy. Most of all, maybe, is the strength of Greggs's value-based culture to facilitate strategic alignment and adaptation to a shifting marketplace. As businesses across the globe increasingly grapple with increasing social, environmental, and economic challenges, Greggs stands as an example of how profitability and purpose are reconciled by aligned inner systems and people-first philosophy-driven.
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