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Introduction  
Launched in 1939 and based in Newcastle upon Tyne, Greggs plc is a reputable British bakery in addition to a food-on-the-go shop. According to GlobalData Consumer (2020), Greggs, which has more than 2,000 locations around the UK, is well known for providing reasonably priced and easily accessible baked goods, such as sandwiches, pastries, sausage rolls and drinks. In addition to this, through introducing vegan-friendly goods and branching out into the hot food and coffee industries, the company has effectively rebranded itself as a contemporary, health-conscious corporation in recent years (Goodling, 2024). Other than that, although Greggs began as a traditional bakery, it today serves a varied and changing clientele by competing in the larger fast-casual along convenience food industries. 
[image: ]
Figure 1: Logo of Greggs
(Source: GreggsOfficial, 2025)
To provide consumers with quick, wholesome meals that they can prepare at home, FreshFix will expand on Greggs' nationwide reach, consumer trust, and brand equity. As stated by GlobalData Consumer (2020), Greggs can adapt to changing consumer attitudes towards sustainability and wellbeing, broaden its product line, and compete with up-and-coming companies like HelloFresh and Gousto by getting into the quickly expanding meal kit market. Hence, it can be said that the research will examine important components of launching this company extension, such as a consumer persona, a thorough marketing mix strategy, and an examination of segmentation, targeting, and positioning (STP). However, the research will also thoroughly assess FreshFix's alignment with Greggs' current image of excellence and its future development goal, illustrating how marketing theories may be applied in a real-world corporate setting.
[bookmark: _yjutampo5a88][bookmark: _Toc195910653]Brand Extension 
[bookmark: _dinlk8stl29s][bookmark: _Toc195910654]Description of the proposed new brand extension
Regarding the prospective Greggs brand expansion, FreshFix would provide consumers with chef-curated, nutritious meal kits that they can pick up in-store or have delivered to their homes. It has been analysed that every kit comes with fresh, already-portioned components and simple-to-follow recipes that are suited to hectic schedules, dietary requirements, as well as changing customer tastes for health-conscious foods (‌GlobalData Consumer, 2020). Further, in keeping with Greggs' dedication to outstanding taste, reasonable prices, and connectivity, dinner choices will include vegan as well as family-friendly options, as well as high-protein along low-carb offerings. 
[image: ]
Figure 2: Process of brand extension
(Source: Self-Created)
According to Goodling (2024), as Greggs attempts to expand its product line across baked products and fast food, this brand expansion is a logical next step. To break into a rapidly expanding business, particularly in the post-pandemic era wherein home cooking and healthcare have developed into essential components of consumer behaviour, FreshFix strategically capitalises on its current brand identity, distribution structure, along loyalty to consumers (Makumbe and Tsikira, 2022). Hence, the three main brand pillars of Greggs—convenience, affordability, and inclusivity—are all in line with FreshFix. Nonetheless, with the introduction of its vegan sausage rolls, plant-based alternatives, and healthier menu efforts, the firm has already started to redesign itself as a progressive, health-conscious brand. Hence, this story is continued by FreshFix, which further establishes Greggs as a company that supports harmonious, environmentally friendly lives in addition to meeting consumer demands. 
[bookmark: _2nfuryn5xsk1][bookmark: _Toc195910655]Alignment with the existing brand values and market position  
FreshFix also fills a significant market void. According to GreggsOfficial (2025), the UK meal kit market is dominated by rivals like HelloFresh, along with Gousto; however, they frequently target urban clients with mid- to high incomes. In addition to this, Greggs has the rare chance to make accessible nutritious cuisine by providing low-cost, hassle-free meal packages that are available to a wider range of people, particularly working-class families and time-constrained professionals living outside of big cities, thanks to its strong brand trust and widespread footprint.
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Figure 3: Factors of brand extension
(Source: Self-Created)
[bookmark: _1tfy3qm7etsu][bookmark: _Toc195910656]Value added to the brand, fills a market gap, or meets an emerging need
There is substantial strategic value added by this brand extension. It raises basket value, introduces dinner at night as a new purchasing occasion, and establishes Greggs as a leader in expediency and wellness. Further, FreshFix can improve consumer engagement and retention by generating cross-promotional possibilities through Greggs' app, rewards systems, and in-store interactions. Other than that, when everything is taken into account, FreshFix is more than simply a product; it is an organisational transformation that satisfies growing consumer desire for better lifestyles, advances Greggs' long-term goals, and increases its significance in a food business that is becoming more fiercely competitive as well as wellness-conscious.
[bookmark: _i9gc0uw2r8ud][bookmark: _Toc195910657]STP for the New Brand Extension
	Segmentation
	Demographic Segmentation: This comprises people between the ages of 25 and 45 who are usually young families or professionals who work with moderately to high levels of money available for spending. Moreover, as opined by Purwianti et al. (2025), when choosing foods, these consumers probably prioritise convenience, time savings, and health. In addition, academic achievement is particularly important because higher education levels are frequently associated with greater environmental consciousness and health-conscious choices.
Geographic Segmentation: In the UK, FreshFix will mainly target urban and suburban areas because of their robust delivery networks and greater level of meal kit knowledge (Investing, 2025). Hence, the initial concentrate will be on areas like London, Manchester, Birmingham, and Glasgow, where Greggs currently maintains substantial roots, making it easier to carry out orders using the current logistics mechanisms.
Psychographic Segmentation: According to Bellotto (2025), this group comprises people who value convenience despite sacrificing nutrition, are sustainability-minded, and are health-conscious. Hence, these consumers are inclined to follow wellness developments like plant-based diets in addition to calorie-tracked meals since they value adventures and seek balanced lifestyles.
Behavioural Segmentation: As stated by Purwianti et al. (2025), consumers who nevertheless favour freshly made meals over quick food but have little time for daily preparation. Hence, such tech-savvy consumers might already be using applications consisting as HelloFresh or Deliveroo, and they react favourably to time-saving goods and services, rewards systems, and ethically minded companies.

	Targeting
	Employing a unique targeting approach, FreshFix will concentrate on two main market segments:
· Urban professionals are individuals between the ages of 25 and 40 who are health-conscious and juggling work with their well-being in significant UK cities.
· Young families are looking for quick, straightforward, and wholesome dinner options for hectic weeknights.
According to Makumbe and Tsikira (2022), these markets are appealing because of their substantial lifetime value potential, willingness to try novel food remedies, along with digital involvement. Furthermore, Greggs is well-positioned to attract budget-conscious consumers who might find its present meal kit alternatives too costly due to its reputation for pricing.

	Positioning
	FreshFix needs to have a clear and powerful positioning to stand out in the crowded meal kit industry. Hence, with straightforwardness, sensation of taste, as well as trustworthiness in every box, FreshFix will market itself for being an "affordable, common healthy meal kit for busy households and consumers."
Positioning Statement: For health-conscious, time-poor individuals and families seeking fresh, nutritious meals without the hassle, FreshFix by Greggs offers convenient, affordable meal kits—made with real ingredients and backed by a brand you already trust.



Table 1:  STP for the New Brand Extension
(Source: Self-created)
Positioning vs. Competitors
	Brand
	Health Focus
	Price Point
	Delivery Reach
	Brand Trust

	FreshFix
	High
	Affordable
	UK-wide (via Greggs)
	Strong (Greggs' reputation)

	HelloFresh
	High
	Premium
	National
	Moderate (less local identity)

	Gousto
	High
	Mid to High
	National
	Growing

	Mindful Chef
	Very High
	Premium
	National
	Niche


Table 2:  Positioning vs. Competitors
(Source: Self-created)
[bookmark: _du1hudtfz82i][bookmark: _Toc195910658]Customer Personal Profile  
Demographic Profile:
Name: Emily Thompson
Age: 32
Gender: Female
Location: Manchester, UK
Occupation: Marketing Executive
Income: £38,000 per annum
Education: Bachelor’s degree in Communications
Marital Status: In a relationship, no children
Living Situation: Rents a flat with her partner in the city centre 
Psychographic Profile:
Values: Emily chooses to promote businesses that exhibit social responsibility and favours firms that share her values of honesty, environmental responsibility, and transparency. 
Attitudes: Emily is the perfect example of a FreshFix customer. She maintains a demanding schedule and has an ongoing source of income as a young urban entrepreneur. In addition, even though she likes to try different foods and dine out, she is growing more health aware and wants to cut back on takeaway. In addition, Emily looks for convenience without compromising on quality as well as nutrition since she values her time.
Lifestyle: Emily is among the increasing number of consumers who place a high value on wellbeing, balance, along ethical consumption.
Buying Behaviour: The relationship between price and perceived value influences her purchasing decisions, so if FreshFix provides a more cost-effective and healthier option than the meal kits she now uses, she is more inclined to switch.  Notwithstanding her hectic schedule, Emily wants to have a healthier, more structured life. She wants the energy she puts into her work and personal development reflected in her meals. Hence, with its affordable prices and dedication to healthy eating, FreshFix provides her with a solution that blends in perfectly with her daily schedule, enabling her to prepare healthful meals with the least amount of work and the greatest amount of satisfaction.
Aspirations: Emily uses fitness apps to track her meals, keeps an eye on her environmental footprint, and monitors health influencers on Instagram. She views eating as both practical and emotional; it requires meeting her body's needs while being pleasurable and guilt-free.

[bookmark: _egnopg53uea3][bookmark: _Toc195910659]Marketing Mix Strategy  
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Figure 4: 7 P’s Marketing mix
(Source: Self-created)
1. Product: Greggs' creative contribution to the growing demand from consumers for practical, reasonably priced, and healthful home-cooked meals is called FreshFix (GreggsOfficial, 2025). Moreover, it provides carefully chosen meal kits with fresh ingredients that have been portioned out and simple-to-follow recipe cards (GreggsOfficial, 2025). In addition, FreshFix offers a range of dietary options, such as high-protein, low-carb, vegetarian, vegan, and family-friendly meals, and is designed for busy people and families. Thus, to guarantee a balance between deliciousness and nutrition, each recipe is created in conjunction with the chefs and nutritionists on staff. Other than that, all packages also come with a QR code that links to detailed video instructions, accurate data on nutrition, and allergen information (GreggsOfficial, 2025). Hence, the new enlargement upholds Greggs' key values of quality, value, as well as convenience, while broadening the company's footprint beyond on-the-go meals into the expanding meal kit market.
2. Price: According to Goodling (2024), Greggs ' value-driven identity is reflected in FreshFix's pricing strategy as it enters a cutthroat market. In addition to this, to draw in price-conscious customers who might find rivals like HelloFresh or Mindful Chef too costly, a penetration pricing strategy will be employed. Other than that, the starting price for individual meals is £4.99, while packages including family kits as well as couples' meals cost £15.99 and £8.99, respectively. Thus, implementing the Greggs mobile app to give engagement awards, subscription discounts, along with introductory offers, can increase perceived value and retain customers. Nonetheless, Greggs could broaden opportunities for healthy eating and strengthen its inclusive brand positioning by providing affordable options without sacrificing quality.
3. Promotion: As stated by Lawry and Bhappu (2021) multichannel approach comprising digital, in-store, and community-based marketing initiatives will be implemented to advertise FreshFix. In addition, with influencer collaborations and user-generated content highlighting recipe simplicity, flavour, and health advantages, an established online representation on social media sites like Facebook, Instagram, and TikTok will be essential. However, the Greggs app, which offers loyalty points, app-only discounts, as well as push notifications, will prove to be a crucial promotional tool. According to Erimife et al. (2025), posters, shelf displays, and sample stations where consumers can test miniature versions of meal kit recipes are all part of the in-store advertising at current Greggs locations. Hence, it can be said that targeted consumers will receive personalised discounts, seasonal recipes, along dietary advice via email marketing. "Healthy. Easy. Affordable." will be the main topic of the promotional campaign, which will make it obvious how FreshFix is different from high-end, time-consuming competitors.
4. Place: According to Goodling (2024), digital channels will be the main means of distribution for FreshFix, including a special website as well as a FreshFix component in the Greggs mobile app. In addition, at certain Greggs locations, consumers will be offered the choice of click-and-collect or home delivery. Hence, this hybrid concept embraces the ease of e-commerce while utilising Greggs' vast nationwide shop network. Therefore, with the potential to expand into rural areas in the future, delivery services are going to concentrate on urban along suburban areas, wherein meal kits are more often used. Nonetheless, to increase reach in the long run, Greggs can look into joint ventures with well-known logistics companies or delivery services like Deliveroo. Thus, while making the most of Greggs' current infrastructure, this harmonious, omnichannel distribution guarantees convenience.
5. Process: The goal of FreshFix is to provide a simplified and effective client experience. According to Erimife et al. (2025), user convenience as well as transparency will be given top priority throughout the process, from simple online ordering to prompt delivery or convenient in-store pickup. Hence, using the app, customers can expect to be able to oversee subscriptions, arrange delivery schedules, as well as personalise meal packages according to dietary requirements. As stated by GreggsOfficial (2025), the backend of supply chain management will be supported by Greggs' internal logistics network, which will guarantee the effective sourcing and distribution of freshly prepared ingredients. On the other hand, Yuan and Lai (2023) mention that customer relationship management and ongoing improvement will be supported by regular feedback mechanisms like app-based star ratings, along with customer satisfaction surveys. 
6. People: To provide a uniform shopping experience, FreshFix's employees, from chefs and nutritionists to store employees and customer support agents, are essential. As stated by Okpala and Korzeniowska (2023), to guarantee accurate and assured conversations, all FreshFix employees will undergo training on product specifications, client communication, and especially dietary restrictions. On the other hand, Arli et al. (2024) mention that Live chat, email, and in-app help will all be available for customer service, which will respond to questions quickly and sympathetically. Thus, a crucial role will be Greggs' current in-store staff, particularly for marketing FreshFix during early rollouts. 
7. Physical Evidence: According to Yuan and Lai (2023), substantial, tangible, and digital proof of FreshFix's worth and superior craftsmanship will be provided to improve the company's image and reassure consumers. Other than that, real kits will come in manufactured or not environmentally friendly containers with recyclable materials, along with a simple design (GreggsOfficial, 2025). Bright recipe cards with illustrations, cooking directions, and nutritional analyses will be included in every box. Additionally, branded delivery boxes will include inspirational quotes and QR links for video tutorials or comments. Hence, feedback from consumers, meal previews, subscription management features, and easy-to-use navigation will all be available on the FreshFix website and app. 
[bookmark: _jirv0glcdhzp][bookmark: _Toc195910660]Conclusion 
In keeping with changing customer tastes for price, convenience, and health, FreshFix is a strategic and well-timed brand extension for Greggs. With a distinctive, centred on value offering, Greggs is capable of entering the cutthroat meal kit industry by utilising its established reputation and extensive national reach. To maintain long-term significance and development in the health-conscious food industry, Greggs should launch FreshFix in urban areas, use its app for participation, and keep coming up with new ideas that incorporate consumer input.
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