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An introduction to Greggs 

• Established for over 75 years.  

• On a journey to transform the business from a traditional bakery into a contemporary food on-

the-go retailer. 

• Our vision is to become the customers’ favourite for food on-the-go. 

• 21,000 employees and 1,850+ shops nationwide. 

• Millions of customers every week. 

• Continued growth as a business:  

        - Turnover of £960m,  

 - £81.7m pre-tax profit,  

 - and 7.4% total sales (based on last financial year). 

• Share our success with our local communities and help those in need e.g. Breakfast Clubs, 

Unsold food donations, Children in Need and Poppy Appeal. 
 



A responsible Greggs 
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Background: Rising Obesity Epidemic 

4. 



Q: I would like you to rate Gregg’s on a few key characteristics in your opinion (on a scale 1 to 10) 1 being Rubbish and 10 being Great; n=191 

(shoppers who shop at least once per month) 
 

Exit interviews conducted in Manchester, Leeds, Bristol and Glasgow, October 2012, Evolution Insights 

‘Range of healthy products’: lowest scoring attribute with 

Greggs customers 
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What is Balanced Choice - Key Criteria 

• No compromise on taste  

• Green or Amber on the traffic light system for: 

 - Fat 

 - Saturated Fat 

 - Sugar 

 - Salt  

• Nutrient profile suitable for advertising to children (HFSS) 

• Sandwiches and Salads under 400 Calories 
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• Launched in 2014  

• Range developed to 41 products today 

• Balanced Choice products span: 

– Sandwiches 

– Salads, Fruit & Yoghurts 

– Drinks 

– Porridge 

– Soup 

– Savoury 

• Sales of the range now top £101m per year 

• 11% of turnover 

Balanced Choice 



A healthier start to the day  
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10. 

 For lunch 
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Healthier snacking, including fruit and nuts at till points  
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All Greggs brand cold drinks have no added sugar 



We provide nutritional information and give our 

customers a clear choice 
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Media coverage is changing perception 
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Dedicated marketing campaigns e.g. Minimise Me  
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We know we’re widely known for sausage rolls and sweet treats, 

so we wanted to challenge perceptions with an engaging piece of 

activity designed to capture the attention of the media. 

 

So we introduced ‘Minimise Me’ – the Greggs diet, and found four 

participants all with differing motivations to lose weight and eat 

more healthily whilst on the go.  

 

Our Minimise Me activity gave us the news angle to talk about our 

wider Balanced Choice range in an engaging and fun way. Our 

objective was to create a disruptive, media piece designed to shift 

longer term perception and drive trial resulting in favourable online 

conversation through the creation of strong visual assets.  

 

 



The results 
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• 179 pieces of high value media coverage with an 

opportunity to see of over 78 million and reaching 42% of 

all UK adults (44% being WLB).  

• In the top three of our most successful campaigns to date.  

• 82% of coverage featured an impact message, more than 

double that of the benchmark for ‘excellent’ message 

delivery (usually 40%)  

• Traffic increased to our website by 595% over the 

campaign period  

Our video content gained over 5 million views and as a 

result even trended in YouTube’s top ten!  

• Most importantly all of our participants lost weight. In total 

a collective 12kg and 14 inches from their waists.  

 



Coverage highlights 
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Public reaction  

 

 



New in Balanced Choice range for 2018 
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Healthier choices 
• In addition to our Balanced Choice brand we track and drive sales of healthier 

choices 

• These are all lines that have no red on traffic lights, and are sub 400 kcal 

• We have 97 lines meeting this criteria, £227m sales in 2017 planned to grow 

to over £250m in 2018 
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30% 

34% 

41% 

2011 2014 2017

Q. Agreement with: They (Greggs) offer healthy food 

Greggs have had real success in raising our health credentials 

From Greggs Brand Tracker 

Base: All Shoppers Aware of Greggs; 2011 n=5,000, 2014 n=4,605, 2017 n=5,499 
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Health and Wellness for our colleagues 

• 21,000+ colleagues engaged with the positive 

changes we are making.  

• Balanced You - dedicated employee health 

and wellness programme. 

• Focus on four key aspects: Healthy eating and 

drinking, keeping active and physically well, 

positive mental wellbeing and staying social. 

• Themes include: Obesity Awareness, Time to 

Talk Day, Random Acts of Kindness Day and 

Nutrition and Hydration Week. 

• Signed the Time to Change employers pledge 

on World Mental Health Day, 2017. 

• Awarded Better Health at Work Award. 

 

 

 



Our commitment to reduce sugar by 20% by 2020 
 

“As part of our plan to help customers manage their sugar intake, we 

have created our own range of no calorie and low calorie drinks and 

actively promoted no added sugar alternatives to  

sugar sweetened soft drinks.   

 

“In 2017 we reformulated our range of sweet products in line with 

Public Health England’s year one sugar reduction target of 5%, and we 

are on track to achieve a 20% reduction by 2020.” 
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Our healthier shop format 

• We have been busy developing a 
'healthier shop' format to meet CQUIN 
guidelines, which launched at New 
Cross Hospital in January 2017.  

• This is the first Greggs shop to offer a 
menu and deals centred around our 
Balanced Choice range (which 
eliminates products high in fat, sugar 
and salt from our promotions and 
advertisements).  

• It adopts a layout which reduces the 
number of HFSS products on display at 
our checkouts. 
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 Working together to achieve CQUIN targets 

• We came joint second in a league table 
compiled by health campaigners which 
ranks high-street brands in order of how 
well they meet NHS England targets on 
healthy checkouts, food advertising and 
price promotions in hospitals. 

• Already achieved year one and two 
CQUIN targets for confectionary and hot 
and cold drinks.  

• Making good progress towards target for 
sandwiches and salads and will meet the 
requirements by end of year one. 
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New Cross Hospital pre-refit layout 
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A fresh new look 
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Third party accreditation 

Testimonial: 

 

“It is important that patients, visitors and staff have a 
variety of choice when it comes to the food that they wish 
to eat, and in a hospital setting it is important that there 

are a number of healthy options on offer. I am pleased that 
the offer now available at Greggs is so wide and that there 

are so many healthy options  

open to their customers.” 

 

 

David Loughton, 

CEO of the Royal Wolverhampton NHS Trust 
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Thank you. 

Any questions? 
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