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1. INTRODUCTION
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Greggs is a leading UK food-to-go
retailer generating £2.151 billion
in sales in 2025. It accounted for
8.6% of UK food-to-go visits,
increasing its share by 0.5
percentage points, despite a
3.1% decline in total market
visits (Greggs plc, 2026, p.1).

However, the convenience of
food-to-go is associated with
packaging consumption and
waste, creating an opportunity
for Greggs to develop a more
circular solution.

Less waste.

Lower impact.

Better future.

That's the Greggs Loop.

Greggs Loop targets Gen Z, Milennials, students and
young professionals seeking affordable, convenient
and sustainable choices.

STRONG NETWORK, EASY RETURNS
Greggs opened its 2,700th shop in
November 2025, providing a wide and
convenient return network

DIGITAL STRENGTH
Greggs is ranked fourth in the UK delivery
market, with delivery representing 6.8%
of sales (Greggs plc, 2026, p.7).

MEETS EMERGING TRENDS

Consumers, especially younger generations,
increasingly expect brands to offer sustainable
choices without compromising on convenience
or value.

APPEALING TO INVESTORS

Uses existing infrastructure for scalable
implementation, reduces packaging costs
over time and strengthens Greggs’ ESG
credentials and long-term value.

Convenience can encourage
sustainable behaviour.
(White, Habib and Hardisty, 2019)
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CCONCLUSION

Greggs Loop transforms takeaway packaging
from single-use to reusable, combining affordabilty,
convenience and sustainability. It meets consumer
expectations, supports sustainability goals and
creates long-term value for both customers

and investors.

Better for people. Better for the planet. QD
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Eat. Return. Reuse.
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Q 2. DESCRIBING THE BRAND EXTENSION

Greggs Loop is a proposed reusable takeaway-container
system. Customers pay a refundable deposit, return
containers to participating Greggs shops and receive their
deposit back o loyalty rewards.
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A simple loop. A measurable impact.
From single-use to reuse.

3. BRAND EXTENSION APPE
ALIGNING WITH SUSTAINABILITY GOALS

Greggs Loop supports key United Nations Sustainable
Development Goals (SDGs).

1 3 CLIMATE ACTION

Helps reduce waste sent
to landfill and lowers carbon

Promotes reusable packaging,
reduces reliance on single-use
materials and encourages
responsible consumption
and circularity.

emissions through a circular
consumption model and
more efficient resource use.
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