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This essay will explore the operation and the function of one of the UKs most beloved chain restaurants – a survey carried out by Statista (2024) recorded that 79% of the British public regarded Greggs highly when taking part in their survey, and it was also determined from this study that it was the most popular of the restaurants that were included. According to the Greggs LinkedIn page, they are a ‘leading food-on-the-go retailer’ in the UK. Greggs is known famously for its pastries, extensive breakfast and lunch menu and its ability to still be affordable and easily accessible as a quick on-the-go lunch which will not break the bank. Greggs begun in Newcastle the 1930s as a small, standalone family-owned business providing baking ingredients to workers of the mines around the city at the time – this operation was run by a man named John Gregg, whose son, Ian Gregg, expanded the business into several different bakery restaurants after his death, and from then, it has grown into one of the most popular and nationally successful chain restaurants with over 2,450 branches across the UK according to the official Greggs corporate website. 
It is clear from statistics that Greggs is immensely popular among the British public– there are several factors which causes people to consider them within such high regard, for example, Greggs Foundation is a greatly successful charity which continues to thrive. In terms of awards and accolades, a standout win for Gregg's is their success in winning the British charity awards for the Greggs foundations work aiding those struggling with poverty and inequality and providing breakfast clubs to children across the UK. According to The Grocer (Buccheri, 2024), they provide hot meals to 75,000 children across England, Wales and Scotland daily, as well as offering food, clothing, and help with utility costs for families who are in need of assistance – with them granting one million pounds in ‘hardship grants’ using their wide success for good and supporting their local communities who continue to support them.
Greggs, as a restaurant meets all the customer needs specified by Cousins and Weekes (2020, p.8) it is a convenient option for many people nationwide due to its affordability and ‘grab-and-go' service style and satisfies customers physiological and psychological needs – this is done by serving comforting, homely baked goods and comfort foods such as pizza, sandwiches, etc. - as well as being easily accessible, affordable and due to the nature and style of service – the customer is able to take it on-the-go – which is a growing trend among everyone who dines out due to consumers seeking out more affordable, quick and convenient options due to factors such as inflation and ‘evolving work hours’ (Nestle Professional, 2024) this is beneficial for the customer, as well as the business.
As well as their remarkable success as customer-facing restaurants, Greggs has also followed along with the growing trend within many popular restaurant brands of selling products in popular supermarkets such as Tesco and Sainsburys to increase revenue (Chomka 2024). For example, Greggs offers frozen variations within these of some of their most popular products such as sausage rolls and various other pastries in these major retailers, as well as opening kiosks, or smaller shops within their stores which are successful due to the location being inside of a busy, popular supermarket where people may grow hungry. Another example of Gregg's brand partnerships includes their collaboration with Primark, which was largely influenced by public demand for Gregg's to release extended merchandise. This collaboration was amazingly successful with Brownson (2022) reporting that many were queuing for the products when they were initially released, while many others believed that the collaboration was a joke – either way, it was a success, and they continue to release new products due to its amazing profit and marketing opportunities.
Greggs uses an efficient over the counter style of service, and much like plenty of other restaurants in the modern world - they have also introduced the option to order online and to click and collect through their website or app, as well as delivery being available through a range of various delivery services such as Just Eat, Deliveroo and UberEATS, which is still a growing market - delivery provider Deliveroo claims that they to aim to continue accelerating the growth of restaurants by cultivating continued success and popularity in order to increase revenue for restaurants, as well as benefit consumers who are unable to access restaurants. Overall this digital development helps to make Gregg's more accessible to those unable to commute and therefore benefits the business by widening the  target demographic (Jefferson, 2021) – this, alongside the standard in person style of service means that they are able to cater towards everybody – their menu inclusivity which is well thought out to suit the majority of people despite dietary restrictions such as allergies, religious diets, vegetarians, vegans, etc. Meaning Greggs is often ahead competition among other similar fast-food operators (Brown, 2024) - as well as the range of service techniques and affordability meaning that very few can compete in terms of customer satisfaction.
Greggs launched their vegan sausage roll in 2019 after 20,000 people signed a petition created by PETA the year before – the aim was to appeal to those who don't consume animal products – in order to gain traction – they carried out a successful marketing campaign on social media by teasing the product for months before its official launch and sending samples to influencers to spark the interest of the internet (Barker, 2020). The campaign was a success, largely due to the growing demand and modernization of how veganism is perceived in the media – with many choosing the diet due to factors such as sustainability and health concerns (Mourdoukoutas, 2019).
The interior design of most Gregg's outlets remains very simple, with neutral tones and often dull colours in contrast to the colourful display of products – this brings the consumers attention to the food on display, allowing them to make a conscious decision on their purchases not only based on the labelling but also the visual aspect of the product, Howell (2016) highlights the connection between the psychology of being drawn to foods of a highlighted hue – in this case – the colour brown is used which we associate with coffee shops, as well as natural and earthy environments. While Greggs operates mainly to provide for customers who are taking away their food, some seating areas are provided inside and outside Gregg's stores – the level of comfort is low however, due to the high turnover Gregg's is expecting, the seating is often not the most welcoming, comfortable option in the restaurant due to the need for customers to move swiftly on after consuming their food (Gander, 2017).

While majority of people don't usually consider leaving feedback on experiences at chain restaurants like Gregg's, there is still several reviews which can be found online on sites such as TripAdvisor which highlight both negative and positive experiences at the restaurants nationwide. While there are so many restaurants across the country, often the reviews are similar in content, with many users reflecting on the positive customer service experienced when visiting – one user wrote that the staff at the location in London were ‘very friendly’ and ‘always had a smile on their faces’ which seems to be a focal point of interest  within many users. The negative reviews however are often the result of their products being received cold, as one source stated that their pasties were given to them ‘stone cold’ and recommended to other users to not ‘bother going there’ - however the reason for their products often being served without being warmed is to avoid charging customers VAT which would be added if the products were to be heated up after being baked fresh, or hot held to retain the warmth (Gregg’s 2024) – an example of Gregg's avoiding this in order to remain affordable, which is to many, their main selling point.
[bookmark: _Int_y0AmBMki]Greggs has maintained a continuous success rate as it has become such a well-established brand that consumers know what to expect. Due to the businesses growing partnerships with supermarkets and brands like Primark, as well as their continuing digital expansion, their success rate also continues to grow due to their extended accessibility. They continue to follow the trends of the market while maintaining their brand as an affordable, accessible national sweetheart with an actual unofficial cult following (Hayward, 2017). Its marketing strategies, brand partnership sand media presence continue to drive its popularity, and it seems that Greggs continues to grow and thrive as a business and will continue to in the future.
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