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MARKETING STRATEGY PITCH

GREGGS BALANCE RECH

o NEW BRAND DEVELOPMENT
BA L A N C E * Greges Balance: a sub-brand of Greggs that will provide high-protein
HEALTHIER BAKERY - FULL OF FLAVOUUR bakes, low-calorie pasties and wraps rich in fibre under 400 keal,

where available.
« Expands the Healthier Choice menu Greggs already has, with more

) Z2is than 30% of the menu being less than 400 keal with no red traffic-
(> light nutrients (Greggs, 2021).

HOW IS THE NEW BRAND ALIGNING WITH CUSTOMER TRENDS?

* The prevalence of overweight or obese adults in England is 64 per

cent, which has brought additional demands for healthier everyday

* The UK healthy-snacking market is estimated to be around 3bn by
2025, increasing by 7 per cent every year.

* The latest research on the topic of healthy indulgence demonstrates
that reformulated bakery products can become more nutritious but
still be treats (Molnar et al., 2023).

HEALTHIER BAKERY
FULL OF FLAVOUR

SEGMENTATION

« Primary: 18-45-year-old commuters, students and workers who want
o eat fast, healthier lunches.

« Secondary: adults who are health-conscious but do not visit Greggs at
present due to the issues with calories or fats.

MARKETING MIX - PRODUCT & PROMOTION

« Product: bakes that have been reformulated with added protein and
fibre, clear calorie labelling and the Greggs Balance logo has been CONCLUSION
added to indicate healthier options.

* Marketing: application offers and in-store POS with the message of
same Greees taste, smarter nutrition, and lunchtime meal-deal offers.

Greggs Balance leverages Greges scale and
brand trust to provide credible healthy

indulgence bakery which is consistent with

customer, health and policy pressure.
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