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Executive Summary 
FDI (Foreign Direct Investment) will be the market entry mode, and direct to customers will be the suggested business model for Greggs Plc's expansion to Germany. Moreover, an external analysis of the company and the country where it plans to enter is being conducted. There is no need for interference from the local partners during the decision-making process, product quality management, and other things. Greggs needs to adhere to the environmental rules and regulations of SDG policies, which can help to progress its brand reputation, and the KPI involved will be viable for attracting customers who support sustainability and the environment. 
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[bookmark: _Toc211441344][bookmark: _Toc212551286]Introduction
Greggs Plc is a famous bakery chain headquartered in Tyne, England. The company is planning to expand its services to Germany (Annualreports, 2024).  The purpose of this report is to evaluate the current opportunities and threats and prepare strategies based on that. The STP model stands for segmentation, targeting and positioning. The key target market will be evaluated in this context using the STP model. After that, the external market will be analysed using the PESTLE and Porter's five forces model. Market entry strategy, along with the marketing tactics, will be explained briefly in this report. 


[bookmark: _Toc212551287][bookmark: _Toc211441345]Selection of Organisation and Target Market
[bookmark: _Toc212551288]Selection of Organisation
As highlighted on the official page of Gregg (2025), a bakery brand has focused on offering great quality and freshly prepared food at an affordable price for 85 years. Apart from that, it offers friendly services along with improving its customer engagement. Moreover, it has about 3,000 shops operating all over the UK. 
[bookmark: _Toc212551289]Segmentation, Targeting, and Positioning (Target Market)
As discussed by Luthfiandana et al. (2024), Segmentation, Targeting, and Positioning (STP) is a business framework that is used by an organisation to develop effective marketing strategies to enhance the business in Germany. 
Segmentation
Demographics segmentation
· Gen Z
· Millennials
· Teenagers
· Young individuals
Psychographics segmentation
· High-value people
· Gastronome
· Health-conscious families
Geographic segmentation
· German Market
Behavioural Segmentation
· Frequent purchaser
· Loyal customers
Targeting
Gregg can attract the German market to expand its business and increase its annual revenue. As highlighted on the page of the International Trade Administration (2025), Germany has the third-largest economy in the world.  Additionally, it was the seventh largest market for US exports in 2024. Moreover, it has a population of 83.6 million in 2024, along with being the largest consumer market in the European Union. Due to a large number of consumers, the volume of trade and the geographic location of Germany, many foreign businesses can expand their business in the country. According to the trade insights of Germany, it is expected that the market may grow by 1.1% in 2026, which can result in a stronger domestic demand. Thus, this can be an advantage to Gregg to expand its business in Germany, as the number of customers and domestic demand for products is much higher. According to the information provided by Deutschland.de (2025), about 8.3 million people in Germany are aged between 15 and 24. Hence, Gregg can target this segment of people to increase its sales. As teenagers and young generations are more attracted to bakery products. However, GlobalData (2025) provides an insight into the performance chart shows an increase in the performance of the company in 2024.
[image: ]
Figure 1: Performance Chart
(Source: GlobalData, 2025)
Globaldata (2025) highlights the key financial charts of the company, which show a significant increase in sales in 2021 and moderate sales till 2024. The number of employees in Gregg is 32,258, with annual revenue of $2.6 billion. Thus, this strong employee strength and financial stability can help the company expand its business globally. 
[image: ]
Figure 2: Sales Growth Rate
(Source: GlobalData, 2025)
Positioning 
As referred to by MahboobiRenani et al. (2021), the positioning refers to developing the appropriate value to the product using any marketing strategy, along with analysing the competitors’ intensity. Moreover, the company can use the strategy of marketing mix (4Ps) to enhance its pricing and marketing strategies. As stated by Darmawan and Grenier(2021), the product factor of the marketing mix refers to the standards and quality it must maintain to meet customers' demands. Furthermore, the price refers to adopting strategic pricing methods to attract new customers and retain the old ones. Places refer to the distribution channels or platforms through which the product can reach the customers. Thus, to enhance the sales of an organisation, it can target both the online market and the offline stores. However, the promotional factors refer to the marketing strategies that an organisation can implement to enhance its visibility. 
As stated by Bondarenko and Vyshnivska(2023), an effective marketing strategy can help an organisation to increase its sales and revenue as it helps to reach a maximum number of audiences, along with enhancing the customer base. Thus, Gregg can aim to deliver a good quality product at a reasonable price. Apart from that, it can adopt a value-based pricing strategy to increase sales. As mentioned by Hinterhuber and Snelgrove(2021), a value-based pricing strategy can increase its profitability along with improving customer engagement. Moreover, it also focuses on boosting innovation along with improving the quality of the product. 
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[bookmark: _Toc212551290]Comprehensive Strategic Analysis
[bookmark: _Toc212551291]Macro-environmental factors
As stated by Gini and Agala(2023), the macro-environmental factors refer to the external components that influence an organisation and over which a company has no control. Some common macro environmental factors include the economy, demographics, social, technological, and many more. 
[bookmark: _Toc212551292]PESTLE Analysis
As discussed by Eierle et al. (2022), PESTLE analysis evaluates the external environment of an organisation based on six components: political, economic, social, technological, legal and environmental factors.
Political Factor
According to the information provided on the Global Economy (2025), the political stability index of Germany was 0.59 points in 2023, which reduced from 0.63 in 2022. Based on this factor, Greggs may struggle to attract potential and prospective investors to invest in its business. Additionally, it may also face a problem in balancing its financial stability with the low stability factor of the country. 
[image: Germany - Political stability - Recent values chart]
Figure 4: Political Stability
(Source: The Global Economy, 2025)
According to the information provided on the Global Economy (2025), the corruption perception index of Germany was 75 points in 2024, which decreased from 78 points in 2023. Thus, Gregg can be beneficial based on this factor. The company can attract more foreign investors, along with low operational costs. It can also provide an improved brand value along with enhanced customer loyalty. 
[image: Germany - Corruption perceptions - Transparency International - Recent values chart]
Figure 5: Corruption Perception Index
(Source: The Global Economy, 2025)

Economic Factor
As data provided on the page of the Global Economy (2025), the economic growth of Germany increased by 0.2% in 2025, which remained unchanged in the previous quarter of the year and increased by -0.6% in the quarter of the previous year. Thus, an increase in the economic rate can lead to an increase in sales and profit margins for Gregg. It also provides opportunities for growth and access to the new markets of Germany. 
[image: ]
Figure 6: Economic Growth Rate
(Source: The Global Economy, 2025)
According to the information provided on the Global Economy (2025), the unemployment rate of Germany was 3.41% in the year 2024, which increased from 3.07% in 2023. Thus, based on this factor, Gregg can avail a large human capital at a minimum cost. Hence, a large human capital can result in an increase in production for the company. 
[image: Germany - Unemployment rate - Recent values chart]
Figure 7: Unemployment rate
(Source: The Global Economy, 2025)

Social factor
As highlighted by the Global Economy (2025), the population growth rate of Germany was 0.81% in 2023, which increased from 0.72% in 2022. An increase in population can be beneficial for Gregg as it increases customers and product demands. This can result in an increase in sales for the company. 
[image: Germany - Population growth - Recent values chart]
Figure 8: Population Growth Rate
(Source: The Global Economy, 2025)
Technological Factor
According to the information available on the official site of the Global Economy (2025), the innovation index of Germany is 55.5 points in 2025, which decreased from 58.1 points in 2024. However, based on this factor, Gregg may struggle to implement innovation and creativity in its products. Thus, it may imply an inverse impact on the sales and revenue of the company.
[image: Germany - Innovation index - Recent values chart]
Figure 9: Innovation Rate
(Source: The Global Economy, 2025)
Legal Factor
According to the BMAS (2025), the German labour and employment law protects the rights and integrity of employees. It maintains fair labour practices along with protection against discrimination within the workplace of an organisation. Thus, Gregg, following the rules and regulations of these laws, can help the company to avoid any unnecessary penalties and fines. Hence, this can save money as well as enhance the brand value of the company. 
Environmental factor
As information provided by Bundesregierung.de (2025), the Federal Government of Germany passed a law to protect the Environment and the climate. It aimed to reduce the emission of greenhouse gases along with proper waste management policies. Thus, Gregg, adhering to the rules and regulations of these policies, can help to improve its brand reputation and can attract customers who support sustainability and the environment. 
[bookmark: _Toc212551293]Porter’s five forces framework
As stated by Sumba-Bustamante et al. (2025), Porter’s five forces refer to a strategic framework that is used by an organisation to analyse its external environment and competition in the market. The five forces include competitive rivalry among existing firms, the threat of new entrants, the threat of substitute products or services, the bargaining power of buyers, and the bargaining power of suppliers.
Competitive rivalry among existing firms
[bookmark: _Hlk211508518][bookmark: _Hlk211508536]As stated by Butarbutar, Purnamasari and Safitri(2023), the competitive rivalry among the existing firms refers to the intensity of competition that is present among different companies in the same industry. According to the information provided by GlobalData (2025), the bakery companies that are significantly operating in the markets of Germany can be Artisanal Producers, Agrofert, Conditorei Coppenrath & Wiese, Gmbh& Co. Kg and Groupe Le Duff. Thus, these businesses can be a potential competitor to Gregg. 
Threat of new entrants
The threat of new entrants refers to the entry of new organisations in the industry. Thus, the entry of new companies within a market can be a potential threat to the existing organisation. As mentioned by Farida and Setiawan(2022), the threat of new entrants can influence the price and cost, along with the need to drive innovation and creativity within the product. 
Threat of substitute 
The threat of substitutes refers to the products of other organisations in the market. However, customers prefer the standard quality product at a reasonable price. Thus, Gregg can adopt effective pricing strategies to maintain competitiveness in the market. 
Buyer Power
The buyer's power refers to the ability of customers to influence the price of products according to their demands. According to data provided by GlobalData, the value of the German bakery and cereals market was approximately $27.9 billion in 2021. Moreover, it is expected to increase by 3% during the forecast period. Thus, the buyer's power over Gregg can be influential as the customer demand is significantly high. 
Supplier Power
The supplier's power refers to the capability of suppliers to control the cost of production costs. It includes their demand to increase the price of the raw materials that are required for manufacturing. As mentioned by Gregg (2025), the company has its own supply chain that ensures to provide high-standard products from its manufacturing sites, logistics to its customers. 
[bookmark: _Hlk211508361][bookmark: _Toc212551294]Critical analysis of the business framework
PESTLE analysis can have a significant impact on the business evaluation of Gregg. As stated by Capobianco et al. (2021), PESTLE analysis provides a detailed insight into the economic and political factors of the country in which it is operating. Thus, the company can use the data to make decisions that are best for the company. Moreover, it offers market awareness along with the necessary steps to avoid penalties and remain ethical and sustainable in the market. However, as stated by Iskandriani, Syah, and Indradewa(2023), PESTLE analysis does not evaluate the internal risks that may arise within the company, making it less reliable for the respective organisation. 
The PORTER’s analysis can provide structural insight about the market that an organisation targets to enter, along with operational benefits that it can access in the market. As demonstrated by Baird, Nuhu and Jiao(2024), Porter's five forces model can provide a comprehensive view of the competitive forces that are present in the market along with their intensities. Apart from that, it identifies the areas where the company can benefit financially. It also proposes insight into the position of the company with respect to its competitors. However, as discussed by Ali and Anwar (2021), in their research paper the PORTER’s framework only focuses on the competitive analysis. It does not provide any information about the collaborators and partnerships that a company can associate with to enhance its revenue and growth. It also ignores the macro-environmental factors that can affect the financial stability of an organisation. 

[bookmark: _Toc212551295]Strategy Development and Formulation
[bookmark: _Toc211441346][bookmark: _Toc212551296]Market entry strategy
The proposed market entry strategy for Greggs Plc is to use the Foreign Direct Investment (FDI) utilising the wholly-owned subsidiary model. This concentrated marketing approach is beneficial enough for the largest bakery chain in the UK (Amendolagine et al., 2024, p. 1476). The business will focus on a particular city and launch a pilot program before launching its brand. Using this market entry mode, the company can have full control over its actions and profitability. Greggs can have 100% ownership with this tactic, and there will be no interference from other parties over the operations of this business because of that. Following this strategy, the company will establish a legal entity following the legal rules in Germany. The 100% fund for setting up a new business will come from Greggs Plc. Because of that, the company will have the right to get all the profits generated by operating the company in Germany. 
A new team of the board of directors, along with the executives, will be hired by the company. Despite the appointed management having its own power of decision making, however, the managers will report to the actual headquarters of its parent company (Derado and Horvatin, 2025, p.316). Moreover, the actual company can transfer the resources, knowledge, competencies, and brand identity, along with the supply chain, to manage the German business efficiently using this market entry strategy. Own retail outlets will be built by the subsidiary by establishing a physical location for interacting with investors and other stakeholders. The local management team of this subsidiary will focus on the choices and preferences of the local consumers for achieving a better level of profitability. 
There are several advantages of entering the German market with this mode of entry. One of the significant benefits of this approach is that the company can have full control over its operations.  In case of joint ventures or partnerships, profits are shared, but in this case of market entry mode, the full profitability will go to the parent company(Derado and Horvatin, 2025,p.316). Foreign-owned businesses and greenfield investments create over 2.3 million jobs globally, and the challenge is that they require high capital investment (Petreski and Olczyk, 2025). Due to geopolitical shifts, greenfield investments fell to USD 16.1 billion in 2024 (Santander Trade, 2024). The German management of Greggs plc can ensure proper maintenance of operations and can make decisions with this approach, which is another benefit. Besides, there will be limited financial as well as legal risk for Greggs Plc while operating as a separate legal entity in Germany. There are limitations related to the high upfront cost of establishing a separate business and increased regulatory changes while operating in Germany as a legal entity; however, considering the high benefits related to the profitability, this strategic option has been chosen.  
[bookmark: _Toc211441347][bookmark: _Toc212551297]Strategy for establishing a competitive edge
[bookmark: _Toc211441348][bookmark: _Toc212551298]Business Model Theory
As Greggs Plc is entering the market as a separate legal entity through the FDI mode of entry, the most suitable business model for the company will be the direct retail model and the wholesale model. This is the core model that the company also uses in the UK for selling its products and it is logically the best fit approach for its expansion into Germany. Following this business model, Greggs Plc will operate its retail shops with full control over the operations. The direct-to-consumer (D2C) model, as part of the retail direct model, is suggested to be followed by Greggs Plc while entering into the new country. The business should initially start its business in Berlin, which is a high-traffic city. 
The population of Berlin has increased by 0.6% leading to 3.7 million inhabitants (businesslocationcenter, 2025). After establishing its strong presence in Berlin, the company should focus on expanding to other high-traffic areas such as Hamburg and Munich. Areas that include transport hubs and retail parks, along with the high streets, will be the key focus of this business group for establishing the new shop. Using this business model, Greggs Plc can rely on its local suppliers and get fresh materials for preparing food items and establish its brand image by ensuring the quality of the offerings. Applying this strategy, the company can get enough agility to tailor its menu and achieve better customisation as per the choices or preferences of the consumers (Mu and Yi, 2024, p.1347588). The other essential business models, such as the franchise model, the freemium model, and the advertising model, are incompatible for a subsidiary-based company that is trying to establish itself as a brand in a new market. 
[bookmark: _Toc211441349][bookmark: _Toc212551299]Porter’s Generic Strategies
To get the attention of the current demographics in Germany, Greggs Plc should focus on tailoring its interest to the local Germans. The company is suggested to combine differentiation with the cost leadership approach, and it should address the current bakery trends, maintain the standard of quality and ensure the incorporation of sustainable solutions. A differentiation approach should be focused on by Greggs Plc for creating a unique market position. It should target a specific group of people as market segmentation to target strategically. The company should adapt to the changing market trends, considering the preferences of the current target market segment. 
Fresh, savoury bakery products such as pretzels, rye bread, and local rolls will be developed as part of the product improvement to cater to the different needs of the current German demographic. The ingredients of the food products should be locally sourced and maintained in freshness and high quality to ensure better brand loyalty. The brand will position itself as a business that offers completely fresh, high-standard bakery items at a low price. The company is suggested to use both healthier and sustainable food items as part of their product development strategy for fulfilling the needs of the health-conscious and sustainable customers (Muddassir, 2025, p.46).  Brand storytelling will be another approach that the business suggests using to get consumer attention. In the digital market content, the business should include video clips of the transformational journey of the brand from a small Tyneside bakery to a modern business. 
Greggs Plc should establish a German supply chain to reduce the cost of operations and maintain efficient supply chain operations. Reduction of the cost of logistics, keeping the pricing structure affordable to make the offerings appealing to the targeted consumers. Moreover, the company is suggested to reduce per-unit costs to get a high number of customers, and the company has applied this strategy in the UK, which has also proved to be successful. Positioning the company as a sustainable brand and offering the food products at an affordable price will help the business become a high-value business in Germany. 
[bookmark: _Toc211441350][bookmark: _Toc212551300]Social media marketing and digital content for a specific segment
By using the three separate market segments, the company Greggs Plc can get a good competitive edge. Following this framework, understanding the key potential consumers becomes easier. The demographic and psychographic segmentation will be used by Greggs Plc to prepare digital content for advertising using the social media channels. Segmentation is deciding a part of the whole demographics to target and advertise content that can make them appealing (Ahmadi et al., 2024, p.24). It is an essential step for getting a good brand image and visibility. Besides the demographic andpsychographic segment, the company will also focus on the behavioural market segment for targeting customers using both social media marketing and content marketing approaches. Through its interactive content, the business will target young individuals. The business will focus on high-value people, health-conscious families that value convenience, high-quality food items, while creating digital content by highlighting its sustainable or healthier food items and its effectiveness. Almost 81% of German individuals are highly conscious about sustainability, according to Mintel (2024). Frequent on-the-go buyers, who primarily or most often use mobile applications for ordering food, will also be the target customers for the business. 
The Greggs Plc, after expanding to Germany, will position itself as a brand that is highly valued, sustainable and has a food-on-the-go option through social media postings. The key competitors of this business in Germany will be Kamps, Grupo Bimbo and others. To get a better competitive edge, the company should use digital marketing channels such as Facebook, Instagram and other options to interact with the current demographics and customers frequently and ensure better business visibility. Approx 65.5 million individuals in Germany are active on social media channels, as per the data offered by Kemp (2025). Targeted digital content, including photos, reviews, videos (storytelling), collaborating with social media stars, will be the other strategies to position itself as a trustworthy business brand. 

[bookmark: _Toc212551301]Performance evaluation framework
[bookmark: _Toc212551302]Balanced scorecard model
Balanced scorecard model helps to build a company's needs by finding a fiscal balance between maintaining its product or service quality and offering competitive prices. As discussed by Heebkhoksung, Rattanawong and Vongmanee(2023), balanced scorecard balances economic metrics with non-monetary measures across financial, internal processes, customers and learning and growth to provide a complete performance view. In this section, the balanced scorecard model is applied as an alternative and suitable performance measurement system to recognise success metrics and key performance indicators (KPIs). The framework can effectively assess the influence of Greggs plc's expansion initiatives in Germany and its progress through the foreign direct investment (FDI) mode of entry strategy. 
	
	Strategic objectives
	Measures
	Targets
	Initiatives

	
	
	
	Year 1
	Year 2
	Year 3
	

	Financial
	To increase profitability and gain long-term monetary control over operations in Germany 
	-To increase gross and operating profit margin
-To elevate net profit margin
-To increase returns on investment (ROI) and equity (ROE)
	6%
	9%
	12%
	Gregg needs to take an actionable insight into Germany's monetary structures for investing to expand towards the existing sites and product diversification. 

	
	To increase global footprint 
	-To elevate global revenue growth
-To increase ROI
-To leverage customer acquisition cost and market share
	13%
	15%
	29%
	Gregg can leverage Greenfield projects to establish new facilities, expand new sites geographically, diversify products, and acquire businesses. 

	
	To optimise capital inflow and minimise tax liabilities 
	-To reduce the effective tax rate (ETR)
-To elevate the tax savings rate
	5%
	8%
	14%
	Gregg needs to acquire a tax incentive advantage via the Research Allowance Act for R&D for cash benefits (Eura, 2025).

	
	To mitigate trade and tariff barriers 
	-To embrace free trade agreements (FTAs)
	8%
	13%
	22%
	Greggs needs to leverage its free trade and tariff rules and regulations to moderate trade agreements and reduce tariff barriers. 

	Customers
	To gain firsthand insight into local customer purchasing behaviours, likes, and cultural nuances
	-To increase customer lifetime value (CLV)
-To elevate customer churn and customer retention rate
	85%
	86%
	89%
	Greggs is required to adapt to a diverse bakery culture and sharpen its consumer base, prioritising quality and health-conscious content, through a localisation strategy meeting sustainable and transparent practices. 

	
	To expand Gregg’s customer base 
	-To expand net promoter score (NPS), customer effort score (CES), and customer satisfaction (CSAT)
	80%
	89%
	98%
	Greggs is required to adapt to both business-to-business (B2B)and business-to-consumer (B2C)business models for accurate product offerings and attract a wide German customer base. 

	Internal process
	To protect Gregg’s proprietary knowledge
	-To lower the mean time to detect (MTTD) and mean time to respond (MTTR)
-To leverage the trademark and patent renewal rate
	6%
	9%
	14%
	Greggs can protect its proprietary rights and knowledge through intellectual property (IP), data security and supply chain management (SCM) that includes brand assets, recipes, customer data and operational systems. 

	
	To embrace vertically integrated supply chain operations 
	-To decrease supply chain lead time
-To elevate inventory turnover
-To increase supplier reliability and performance 
-To leverage the logistics performance index (LPI)
-To increase 3rdparty vendor compliance
	8%
	13%
	18%
	Greggs needs to make forward vertical FDI by investing in Germany to control its local distributors and retail outlets for handling sales and customer services. 

	
	To acquire foreign technology, develop new core competencies and learn from foreign markets
	-To embrace German technology for GPS-directed seeding, and food science research authentication 
	9%
	12%
	14%
	Greggs needs to gain access to GPS-directed seeding and food science research authentication, and so needs to direct investment in the technology to meet the organisational internationalisation strategy. 

	Learning and growth
	To gain tacit knowledge on enhancing human capital
	-To invest in mentorship programs for workforce skill development 
	78%
	89%
	97%
	Greggs needs to adequately invest in employee training and development programs for driving towards mentorship and skill enhancement. 

	
	To exaggerate training and development programs for employees 
	-To leverage employee total quality-controlled skills and expertise 
	70%
	89%
	95%
	Greggs is required to accurately invest in employee training programs and development sessions to help improve and modify total-quality-controlled operations. 


Table 1: Balanced Scorecard to assess Greggs plc’s progress in the expansion
(Source: Created by the learner)
[bookmark: _Toc212551303]Analysis 
Applying the balanced scorecard model, Greggs needs to gain access to the envisioned foreign direct investment (FDI) to enter Germany. The scorecard forecasts a planned sales and production subsidiary as a comprehensive strategy to meet the company's goals of becoming the leading bakery in Europe. The strategy will include adaptation to the localisation strategy to match the cultural nuance and meet customer desires for particular products. Data displays that in 2025, the bakery market represented over 3.1 million tons of production with more than 1.6 million tons of processing by Germany(S&S Insider, 2025). The statistics demonstrate high viability of the market for Greggs to enter and being supported by heightened bakery culture, and urbanised consumption trends, potentially for sustainable growth in café and retail new business ventures like Greggs. Moreover, Germany's bakery product market reached a revenue of 13,429.4 million US dollars in 2025, a CAGR of3.8% (Grand View Research, 2025). The statistics display the indicator of high returns on investment for Greggs to initiate its business through foreign direct investment opportunities and potential viability in business. 
Contrarily, German culture is a lover of almost 90% of the population, displaying it as an intangible cultural heritage (Rushe, 2018). The increased love for bread and bakery products by German people is a positive outlook for Greggs to gain a high customer satisfaction base and maintain its customer acquisition cost by initiating its business in Germany. Greggs is mandatorily required to adapt to a varied bakery culture and heighten its consumer base, focusing towards its quality and health-conscious food content, via a localisation strategy, thereby meeting sustainable and transparent practices. Additionally, due to a 49% increase in bakery waste, an additional 2.46 million tons of greenhouse gas GHG emissions and 398,000 hectares of landfill waste generation are observed yearly in Germany (Rushe, 2018). In this context, Germany is taking initiatives for Sustainable Development Goals (SDGs) 12, and towards waste reduction and minimising food loss, making ethical bakery packaging initiatives. This is a viewpoint for Greggs to make SDG-based operations and make business operations meet planet and profit viability. 
Talking about the German market size, in 2025, the bakery goods production industry is €29.6 billion, making bakery products a staple food within the European cuisines (IBISWorld, 2025).Most bakery companies in Germany have had to contend with escalated costs and slowed sales due to plummeting disposable incomes. In spite of the price hikes, in 2024, bakery revenue decreased to €130.6 billion, a projected compound annual rate of 6.9%, and a 5.8% depression(IBISWorld, 2025). In this context, Greggs, while entering Germany, needs to embrace a cost-based pricing strategy to make its competitive position better and compete from the very beginning of its business. 
As Greggs is planning to expand in Germany, it needs to be evaluated that the company needs to demand an understanding of the monetary structures to invest and make a fruitful expansion towards the existing locations, and product diversification. The FDI is eligible for gaining insight into R&D for cash benefits with viability for adequate ROI and viability in business. In this aspect, Gregg needs to leverage its free trade and tariff rules and regulations to make a reasonable trade agreement with Germany and decrease tariff barriers. 


[bookmark: _Toc212551304]Conclusion
It can be concluded that this report evaluated the current opportunities and threats of Greggs and prepared foreign direct investment strategies based on its goal to expand in Germany. The report utilised the STP model, which stands for segmentation, targeting and positioning Gregg’s products and services as per German culture and customer preferences. Moreover, the key target market, Germany, is evaluated utilising the external market analysis, utilising the PESTLE and Porter’s five forces model. Besides, Greggs has driven towards reducing greenhouse gas GHG emissions along with proper waste management policies. Further, the market entry strategy of FDI, along with the marketing tactics of effective marketing and operations, is explained briefly in this report. Consequently, an upsurge in the financial rate can lead to a surge in sales along with the profit margins for Gregg, providing opportunities for growth and accessibility to the new German markets.
Furthermore, the cost-effective strategies by Greggs are eligible to save money along with the enhancement in the brand value within its new business expansion. Likewise, Greggs is likely to struggle to devise creativity and innovation in its products with a product diversification strategy that implies a converse influence on the sales and revenue within the zone. Additionally, the ability of customers to bring stimulus to the price of Gregg products according to the demands is a driving force for stability in the business operations, while operating in Germany. Thus, Greggs needs to adhere to the environmental rules and regulations of SDG policies, which can help to progress its brand reputation, and the KPI involved will be viable for attracting customers who support sustainability and the environment. 
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