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Executive Summary
The purpose of the report is to create a marketing plan for Greggs PLC so that the organisational objectives of the company can be fulfilled. The report carries forward a SOSTAC framework through which the marketing plan is carried out. Along with this, a SMART framework is also used to bring about identification of the goals of the company in meeting the marketing plan. The competitive position of Greggs PLC in the UK Fast Food Chain market is to be established via the commencement of the report. From the report, it can be highlighted that for the company the objective is to ensure that it manages to expand the choices of products. This can allow customers to bring about identification and consumption of products that appeal to their health consciousness. Apart from these, some of the recommendations that can be regarded for Greggs PLC include conducting a proper survey of the market as well as including latest technology to develop the product base.
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[bookmark: _Toc198383874]Introduction
The report focuses on the marketing plan that can be introduced for Greggs PLC to ensure that it can enhance its competitive advantage in the UK Fast Food Chain market. The purpose of a marketing plan is to guide a business to achieve its objective through a structured approach to marketing activities (Agag et al. 2024). The marketing plan tends to highlight the target audience and promote its products. In this report, a SOSTAC analysis and SMART analysis will be utilised to help identify the marketing plan to be implemented by Greggs PLC. The application of the SOSTAC is to help breakdown a planning process in six core areas. The application of the SMART approach is to set clear goals that can be measurable as well as attainable so that desired outcomes can be attained. The report also highlights some of the recommendations for Greggs PLC.
[bookmark: _Toc198383875]Main Findings
The main findings from the external and internal assessment of Greggs PLC have brought about certain aspects that are crucial for the overall setting of the organisation. Greggs PLC has become a market leader in the UK however; concerns remain on the growth and the ability to adjust with the new demands that are made by the customers. Keeping this aspect in mind it can be highlighted that for Greggs PLC expansion of the product choices seem to be the way forward for Greggs PLC. Therefore, the objective of the company would be to ensure that the enhancement of the product choices be made so that Greggs PLC can guarantee its growth in the existing completive market.
[bookmark: _Toc198383876]SOSTAC Application
The application of the SOSTAC framework can allow an organisation to develop and execute strategies in a structured manner. According to Dixit (2024), the framework can also be used for tackling as well as evaluating the performance that exits for an organisation. The use of SOSTAC framework for Greggs PLC can well be represented to help the company implement marketing strategies so that its expansion of product choices can be maintained. The marketing plan needs to be executed within a year so that Greggs PLC does not miss a competitive advantage in a vastly competitive UK Fast Food Chain market.
[image: https://miro.medium.com/v2/resize:fit:1200/0*qjGXGleapkyZqQ_L.png]Figure 1: SOSTAC Framework
(Source: Bhat, Agrawal and Barmpas 2024)
[bookmark: _Toc198383877]Situation Analysis
Currently Greggs PLC is at a stage through which it can meet the demand of the customers. With over 2437 outlets, the company can be associated with setting up new product line that can allow it to maintain its competitive advantage (Greggs.com 2023). A TOWS framework can be applied to identify the exact positioning of the company and its competence in the current UK Fast Food Chain market.
	External Opportunities
1. Expansion of new products
2. Government incentives for healthier food choices
3. Focus on ethical brands
	External Threats
1. Emergence of health conscious customers
2. Climate change and unstable weather
3. Competition in the market

	Internal Strengths
1. Cost effective and commercial organisation
2. Centralised supply chain
3. Financially strong company
	Strength/ Opportunity
Greggs PLC can secure expansion of new products through its centralised supply chain and the fact that the company is strongly supported by its financial resources (Greggs.com 2023). 
	Strength/ Threat
Emergence of health conscious customers can be problematic, although with its cost effective and commercialisation, Greggs PLC can ensure significant support be maintained. The unstable weather however can hinder the supply chain of the company (Gazi et al. 2024)

	Internal Weaknesses
1. Lack of ability to adapt to technologies
2. Too much reliance on the economy of UK
3. Food safety laws can cause problem for the company
	Weakness / Opportunity
The lack of ability to adjust to technological changes can hinder the prospect of the company focus on the promotion of the new product choices. In this way, Government incentive can be lost
	Weakness / Threat
The food safety laws have to be abided by so that even though health conscious customers exist, Greggs PLC can be able to secure a prominent outcome of its success.


Table 1: TOWS Analysis
(Source: Created by author)
[bookmark: _Toc198383878]Objectives
To objective associated with the marketing plan of Greggs PLC is to enhance the product choices so that health conscious customers can be able to bring about purchase without remaining alert of any negative implication. As such, marketing objectives associated with the development of the plan can be highlighted to help Greggs PLC meet the existing demand. The table below describes the objectives and justifies its importance for Greggs PLC.
	Objective 1: Understand the demand of the customers
Justification: The objective is important as based on the reactions and demands of the customers, Greggs PLC can be able to secure a position in the competitive market and ensure that the new products formed are aligned with the competitive marketing strategies.

	Specific
	Analysis of the customers can allow Greggs PLC to be able to conjure a specific marketing setting one that can help the company to be able to secure its features in the market.

	Measureable
	The sales and response from the customers can allow Greggs PLC to be able to measure its effectiveness. 

	Attainable
	Can be attained by detailed analysis of the customers and the demands that tend to be in existence for a customer-centric approach (Acar 2024)

	Realistic
	Realistic as the objective tends to highlight the exact changes that the company need to implement in the market so that it can develop itself.

	Time
	The objective need to be completed within 4 months

	Objective 2: Identify the products manufactured and sold by the competitors
Justification: The justification is that the products and services of the competitors can act like a benchmark for Greggs PLC through which the company can be able to secure a prominent approach towards the existing market.

	Specific
	Creating a profile for competitor analysis can allow Greggs PLC to be able to improve on its products and services in the market.

	Measureable
	Can be measured by the rate of profit and sales that the competitors gain in the competitive UK market (Mahmoud et al. 2024)

	Attainable
	The objective is attainable if Greggs PLC manages to utilise proper technology to commence with analysis of the competence of the competitors.

	Realistic
	Realistically, the objective can be achieved if the company tends to bring about subjective growth of its capabilities to match that of the competitors. 

	Time
	The objective need to be everlasting, however, for a short-term 2 months will be allocated for such a competitive analysis


Table 2: SMART Objectives
(Source: Created by author)
[bookmark: _Toc198383879]Strategy
The strategic decision over the expansion of the product choices can well be related through the competitiveness that Greggs PLC have in the market along with that of the target market. Currently, Greggs PLC aims to target those customers with a health consciousness so that major investment from the Government towards a health environment can be gained (Greggs.com 2025). For Greggs PLC, the objective would be to ensure that the company be able to gain the guidelines associated with setting up the factors commencing with the focus to maintain a cost effective approach. Hence, the product expansion is to allow customers understand the range of services that Greggs PLC are capable of providing.
The adaptation of the marketing prominence can well be managed and maintained in the course of setting forward a competitive advantage in the existing chain. For Greggs PLC, the growth can be to engage in expanding those products that are comprehensive towards setting up competitive advantage. Therefore, it can be stated that the company can be regarded to have a comprehensive connection towards the importance of benchmarking of its products. According to Panggabean et al. (2024), developing new products by targeting the segments can allow a company to be able to secure a prominent understanding of the factors that comprehend its growth.
For Greggs PLC, this understanding can well be regarded to have an indication of the areas in which the company can focus on in bringing about market expansion. The cost effective approach in the form of cost leadership is a prominent way for Greggs PLC to generate profit and at the same time ensure that the target market is met. Sulaj and Pfoertsch (2024) is of the opinion in this way, a company like Greggs PLC can manage to objectify its growth in the market.
(Refer to Appendix for Ansoff’s Growth Matrix and Porter’s Generic Strategies as well as the Segmentation, targeting and positioning strategy)
[bookmark: _Toc198383880]Tactics
An analysis of the Marketing Mix can be conducted to help in the identification of the decisions that Greggs PLC need to implement so that its objectives can be maintained. The table below details the marketing principles and the justifies the decisions of the company
	Marketing Mix Principles
	Decisions

	Product
	Expansion of the products that can be regarded to play a comprehensive role for the company. Offering high-protein, low-calorie, and gluten-free items can help in bringing about increased brand image for Greggs PLC.

	Price
	The prices have to be pocket-friendly so that the company can be associated with bringing about price-centric approach and maintain the economy stability of the country. 

	Place
	Online and offline product distribution and sales can allow Greggs PLC to focus on traditional as well as modern means of marketing. In this way, the company can be able to strengthen its technical competency in the existing competitive market.

	Promotions
	Promotion through social media will be the best way for Greggs PLC to be able to secure positive customer response as well as customer loyalty (Akinsulire et al. 2024).
Greggs Plc can launch a sponsorship programme for local teams and it will help to reach location-based areas.
Television advertisements and newspaper advertisements can also help.
SEO and PPC based promotions also help the brand to reach newer customers. 

	Physical Evidence
	The products have to be promoted with transparency so that Greggs PLC can be able to bring about trust among the customers. In this way, Greggs PLC can afford to manage and maintain significant growth for its product range (Hossain et al. 2024)

	People
	Sampling of the target market can allow Greggs PLC to be able to understand the type of products that are to be made available. The dietary as well as restrictions of each individual customer have to be the way forward for ensuring a customer-centric approach is maintained.

	Process
	The process associated with highlighting the product segmentation as well as manufacturing can allow Greggs PLC to bring about a cost effective approach. This can involve identifying satisfying range of changes through which product development can take place.


Table 3: Marketing Mix Principles
(Source: Created by author)
[bookmark: _Toc198383881]Actions
To ensure that the actions taken can allow Greggs PLC to remain competitive, a proper timeline need to be made so that completion of the marketing plan can be justified. The responsibility will be on the manager of the company to ensure that each of the department of the company can unite and work together to execute the changes. The table below provides a timeline of the actions to be taken for meeting the marketing objective.
	August 2026
	June 2026
	May 2026
	February 2026
	December 2025
	October 2025
	September 2025
	Main activities

	
	
	
	
	
	
	
	Formulating the plan 

	
	
	
	
	
	
	
	Sampling customer needs 

	
	
	
	
	
	
	
	Benchmarking competition

	
	
	
	
	
	
	
	Measuring success

	
	
	
	
	
	
	
	Implementing further changes

	
	
	
	
	
	
	
	Generating customer feedback 

	
	
	
	
	
	
	
	Enhancing the idea


Table 4: Timeline of actions
(Source: Created by author)
From the timeline, it can be stated that for Greggs PLC, simple marketing research can allow the plan to develop and allow the company to secure growth. One of the objectives that can be associated with the company involves identifying the areas that are important for executing its marketing principles. Therefore, seeking the feedback from the customers as well as benchmarking the competitor needs is ways to deal with the setting up of the prospect of the market and bring about important ways for growth.
[bookmark: _Toc198383882]Control
The control of the marketing plan has to be based on the type of strategic influence that are maintained. According to Nnaji et al. (2024), it is necessary that monitoring of the sales be maintained so that a company can identify its position in a market. As such, it is important that an organisation tend to seek control by keeping in mind data optimisation that can help in maintaining a positive marketing strategy. For Greggs PLC, metrics that is to be followed include the cost optimisation and the constituents of a product. For example, the company have to identify the requirement of the customers and ensure that transparent market factors are undertaken to help secure change.
Along with this, Greggs PLC also have to engage in setting up a comprehensive assessment of the factors that are important in setting up financial management. Although as identified by Rajindra (2024) Greggs PLC has a strong financial position, the company would have to manage and maintain secured foundations that are important for the comprehensive product expansion strategy. Thus, evaluating its finances through the perception of the shareholders and measuring its impact through the perception of the owners are ways to help Greggs PLC remain in control of the changes that are to be placed.
[bookmark: _Toc198383883]Recommendations
From the overall analysis of the SOSTAC framework in helping Greggs PLC to gain an assessment of the marketing conditions as well as that of meeting its objectives, certain recommendations can be made for the company.
Conduct a proper survey: While expanding the products to the health conscious people, it is necessary that Greggs PLC manage to engage in conducting a survey of the people. In this way, the exact requirement of the type of product choices to be provided can be highlighted which can allow Greggs PLC to be able to commence with growth. Furthermore, it can allow Greggs PLC to be able to secure a fundamental understanding of the social requirements of the market. This can allow Greggs PLC to be able to maintain its competitive advantage.
Adopting latest technology: The adoption of latest technologies like Artificial Intelligence as well as Data Analytics Tools can allow Greggs PLC to be able to deliver the perfect practice for its marketing arrangement. This can allow Greggs PLC to be able to understand the demand of the people in the market and at the same time comprehend a measurement of the sales of the new products. Thus, justified approach towards the existing market competition from this aspect of Greggs PLC.
[bookmark: _Toc198383884]Conclusion
In conclusion, it can be stated that Greggs PLC have a significant advantage in the existing UK Fast Food Chain market and the application of the SOSTAC model can allow the company to enhance its prospects further in bringing about significant development of its objective. The highlight had been the way through Greggs PLC have been able to introduce a significant analysis of the market requirement and in doing so bring about a sensitive approach towards meeting the demand of the customers. The marketing plan can well be indicative of the factors that contribute towards the wellbeing of Greggs PLC and the prospects that can be gained in managing the competitive advantage. However, Greggs PLC also need to ensure that meeting the objective warrant certain changes in the company culture for which the recommended actions can well be regarded to play a crucial role in guiding the company towards success.
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 Ansoff’s Growth Matrix
	Market Development
Develop products highlighting the needs of healthy customers
	Diversification
Diversify the products by introducing high-protein, low-calorie, and gluten-free items

	Market Penetration
Penetrate the market of healthy eating customers to engage in growth
	Product Development
Develop the product to secure profit as well as the Government investment on healthy customers 



Porter’s Generic Strategies
	Cost leadership
Manage the financial aspects of the company while developing the product
	Differentiation leadership
Bring about different and diverse taste within the market

	Cost focus
Cost customisation as well as engagement with customer-centric approach can allow the company to improve its products
	Differentiation focus
Focus on the health related aspects of the customers to secure foundation of the products



Segmentation, targeting and positioning strategy
	Types of segmentation
	Segmentation criteria
	Gregg PLC target segment

	Geographic
	Region
	London

	
	Density
	Urban and rural areas

	Demographic
	Age
	Individuals of all age

	
	Gender
	Male and Female

	
	Life-cycle stage
	Health conscious people

	
	Income
	Nominal income

	
	Occupation
	No discrimination

	Behavioural
	Degree of loyalty
	Loyal customers

	
	Benefits sought
	Cost advantage and healthy life style

	
	Personality
	Reserved and disciplined

	
	User status
	Regular dietary maintained people

	Psychographic
	Social class
	No such class division

	
	Lifestyle
	Any lifestyle
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