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Successfully servicing the UK convenience consumer

Raymond Reynolds, Retail Director
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A little bit about Greggs...

Greggs .

established lan Gregg takes Stock Market Savouries on sale
(selling eggs & over family Floatation in Iceland + first
yeast) business (260 shops) franchise shop

&ﬁ

4

1%t Bakery Shop Expansion Rapid shop Strategy: to be a
through growth and winning brand
Newcastle g thar .
acquisition and evolution into in FOTG
organic growth FOTG
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Greggs at a glance

« 1650 Shops across the UK
(88 franchise units)

. Vertically integrated e
> 9 Regional Bakeries .;ggv;‘;-.,.:;g;f e
» 2 Distribution Centres & %c»
» 2 Centres of Excellence ;ﬁg

» 20k Employees R
« 720k Facebook likes ‘%:!ﬁw
« 100k Twitter followers -
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Sales mix....progressively towards FOTG
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Sales performance under pressure and profits falling

M Like for Like %

£60.0

M EBIT £m's (Excl. Exceptionals)

£50.0
(0.5%)
0,
(1.0%) £40.0
(1.5%)
(2.0%) £30.0
(2.5%)
(3.0%) £20.0
2009 2010 2011 2012
£10.0
£0.0

2010 2011 2012

=s GREGGS

Always Fresh. Always Tasty:




Strategic Review — Market Context

Conclusions:

* Biggest bakery operator but market steadily
migrating to supermarkets

« Most customer visits were ‘Food on the Go’

* ‘Food on the Go’ market in growth but Greggs
losing share
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A change In strategy

To be a winning brand
in the food-on-the-go market

Keeping our people, communities and values at the heart of our business

=s GREGGS

Always Fresh. Always Tasty:



Customer Segmentation clarified .....

_ MALE & FEMALE

_ MALE & FEMALE - FEMALE

Young, Free Work/Life Weight &

Balancers
Nl Soctel 8 | M | Ve gt

MALE, 25-54, A, MALE, 35-54, BC1, MALE,

16 - 24 MALES & FEMALE ABC1C2 / 25 - 34 MALE BC1C2 35-44, C2 FEMALE, 35-54, BC1 FEMALE, 25 .44, A & 25 - 34 BC1

_~MALE & FEMALE -~ MALE & FEMALE _ MALE & FEMALE

Family Mature Quality W ELCRN

J s Valuers > 4 '. ﬂ X ,,s Spend‘

FEMALE 16 - 54 C2, 45 - 54A, MALE 45 -54 C2 MALE & FEMALE 55+ ABC1C2 MALE & FEMALE 16+ DE




1. Great tasting fresh food

* Quality of range
o Best selling products upgraded
o New improved coffee blend
o Sandwich range overhauled

« OQutstanding value:
o meal deals ......
- £2 Breakfast Deal
- £3 Sandwich Deal

« Good for you:
o Balanced Choice’ ranges launched

* New reasons to visit:
o Pizzas L -
o Hot sandwiches L s
o Soup o
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For every Christmas lunch sandwich gou buy,
we'll donate 5p to charities in your area.
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Balanced Choice Ranges NEW

range.

Balanced

Choice:
sandwiches
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» Accelerated refit programme

o 10 yearto 7 year cycle
o 200 refits per year
o Seating

» Reshaping estate profile:

o New openings away from the High St

o Closures and consolidation on the High St
» Greggs Rewards launched
Plus

« Extended trading hours

* Improved product availability
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Ladbrokes
NOW OPEN




Euro Garégés
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Greggs Rewards

Your Balance : £3.00 i ¢ Your Balance ; £3.00
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3. Simple and Efficient
Operations

« Withdrawal from ‘In-store’
bakeries completed

* Regional and central support
teams restructured

e Combined annual financial
benefits of £6m from 2015
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4. Improvement Through

5 year change programme

« Workforce management application
rolled out in 2014

« SAP selected as our core ERP
software supplier

» Expect net benefits from 2016
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Keeping people, communities and values at
the heart of our busmess

-------------------------------------------------------

Making a difference to local
communities

« A great place for our people to
work

* Food our customers can trust

« Reducing our impact on the
environment
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The results so far.... strongest LFL growth
since 2007

5.0%
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Record profits....

M EBIT £m's (Excl. Exceptionals)
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Significant share price growth....
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In Summary

Much loved and trusted brand with strong bakery heritage

* ‘Food on the Go’ customer transactions predominated

« Strategic re-focus to ensure we delivered for FOTG customer

* Investment in shops, products, value and systems

« Customers have positively reacted to the changes
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Applying to be a Greggs Supplier:
Ariba Registration

« |If Ariba is new to you, there is a two stage process:

v’ The first stage is the completion of a general registration
through:

seller.ariba.com

v This means that you will be able to participate in any public
requests for information that are published on the Ariba
Discovery portal.

v' The second stage is the completion of a short supplementary
guestionnaire answering some specific questions that Greggs
require.
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