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[bookmark: _Toc237563279]EXECUTIVE SUMMARY
By August 2026, Greggs Loop is proposed as a sustainable brand extension to shift Greggs plc away from single-use packaging. Greggs runs more than 2,700 shops across the United Kingdom and accounts for 8.6% of national food-to-go visits, which means it also creates a large volume of packaging waste (Greggs plc, 2026a, p.1). The core idea of Greggs Loop is simple: replace disposable boxes and cups with durable, BPA-free containers that customers can return through a digital deposit system.
This report applies the STDP framework to show who Loop should target and how it can stand out. Rather than aiming at a small group of premium eco-consumers, Loop is designed for urban Generation Z and Millennial customers who already use the Greggs Rewards app (Kotler et al., 2024, p.245). The main barrier to reuse is not attitude, but convenience. Therefore the plan places automated return terminals in busy stations, city centres and universities to fit into daily routines (Greenwood et al., 2021, p.1689).
There are clear operational risks. Queues could build up and hygiene must be managed carefully. To address this, the model relies on self-service kiosks and centralised cleaning rather than asking staff to wash containers in store (Slack et al., 2019, p.324). With Greggs reporting £2.151 billion in revenue in early 2026 (Greggs plc, 2026a, p.1), the company has the scale to pilot this at low cost. Overall, Greggs Loop seeks to make circular economy behaviour normal, affordable and easy for mass-market customers, not just for a niche (Ellen MacArthur Foundation, 2019, p.12).
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	Signification

	7Ps
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	Gen Z
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	LO2
	Learning Outcome 2

	QR
	Quick Response

	STDP
	Segmentation, Targeting, Differentiation and Positioning

	SHIFT
	Social influence, Habit formation, Individual self, Feelings and cognition, Tangibility

	UK
	United Kingdom








2

[bookmark: _Toc237563281]ELEMENT 1: Sustainable Brand Extension Poster
[image: ]
[bookmark: _Toc237563282]ELEMENT 2: Segmentation, Targeting, Differentiation, and Positioning (STDP) Analysis for GREGGS LOOP
The STDP framework covers Segmentation, Targeting, Differentiation and Positioning. It helps to identify which customers to focus on and how to position a new offer. For Greggs Loop, this matters because reusable packaging will only work if it is convenient, affordable and fits existing habits (Kotler et al., 2024, p.245).
[bookmark: _Toc237563283]2.1 Market Segmentation
Segmentation means splitting a large market into smaller groups with similar needs so marketing can be more precise (Kotler et al., 2024, p.267).

Geographic Segmentation
Greggs has over 2,700 shops across the UK (Greggs plc, 2026a, p.1). The priority areas should be city centres, transport hubs and campuses where footfall is high (See Appendix 1). Research suggests that people are far more likely to reuse packaging if dropping it off takes no extra time (Greenwood et al., 2021, p.1689).

Demographic Segmentation
The main demographic target is 18-35 years old, including students and early-career workers (See Appendix 1). This group buys food-to-go often, uses mobile apps daily, and is generally more open to sustainability messages. Greggs’ latest figures show sales of £2.151 billion in the year to December 2025, with strong penetration in this age group (Greggs plc, 2026a, p.1).

Psychographic Segmentation
Three psychographic groups stand out for Loop: eco-conscious pragmatists, value-focused buyers, and digitally engaged users (See Appendix 1). The key insight from behavioural research is that people adopt sustainable actions when the personal cost is low and the benefit is clear (White et al., 2019, p.22-42). 

Behavioural Segmentation
From a behavioural view, frequent Greggs customers are the best starting point. Rewards members are also important because the app can send reminders and track returns. Customer Relationship Management (CRM) literature confirms that digital loyalty tools can encourage repeat participation when designed well (Kumar and Reinartz, 2018, p.156) (See Appendix 1).
[bookmark: _Toc237563284]2.2 Targeting
A focused targeting strategy is recommended. The primary target is urban Gen Z and Millennials, especially current Greggs Rewards users (Kotler et al., 2024, p.245). This choice is based on three practical arguments. 
First, habit formation. These customers already visit Greggs during commutes or between classes. Adding a return step fits into an existing routine, which increases the chance of adoption.
Second, digital readiness. Because this group uses the Rewards app daily, the deposit and return process can be fully automated. There is no need for paper receipts or staff intervention. This reduces cost for Greggs and friction for the customer. 
Third, influence and feedback. Younger customers are more likely to give feedback on the app and on social media. This gives Greggs early data to improve return kiosks and container design. Starting with a narrower group also allows Greggs to test and learn before a national rollout. 
[bookmark: _Toc237563285]2.3 Differentiation
Loop could differentiate on three points: 
First is network access. Greggs already has shops in the places people go every day: train stations, high streets, and campuses. This means returning a container can become part of a normal trip. That convenience is a core part of the value proposition and is difficult for smaller brands to match.
Second is brand fit and affordability. Greggs is known for value and speed. Loop must keep prices the same and focus the message on practical benefits such as keep your money, earn points, skip the guilt, etc. 
Third is digital integration with loyalty. Linking Loop to the Rewards app creates a clear incentive loop. Return a container, get points, get a free item. This turns an environmental action into a personal reward. From a CRM perspective, this also gives Greggs better data on usage patterns, which can help with stock and cleaning schedules (Kumar and Reinartz, 2018, p.156). The differentiation here is not just the container, but the system around it that makes reuse easy.
A final point is trust. Because Greggs is a familiar brand, customers are more likely to trust that containers are cleaned properly and that deposits will be returned. Trust is critical for reuse models to work.
[bookmark: _Toc237563286]2.4 Positioning
Positioning is about the place a brand occupies in the customer’s mind (Ries and Trout, 2001, p.3). The proposed positioning statement is: "For UK consumers who want affordable food-to-go, Greggs Loop is a convenient reuse service that cuts waste without costing more or adding hassle." This positioning is built on three arguments. 
Argument 1: Convenience first. Research shows that most consumers will only adopt sustainable behaviour if it fits their current lifestyle (White et al., 2019, p.22-42). 
Argument 2: Value protection. Greggs reassures customers that choosing Loop will not make their lunch more expensive. This keeps the brand consistent with its value positioning.
Argument 3: Shared responsibility. Greggs provides the system; the customer provides the return. This avoids moralistic language and instead focuses on partnership. 
In the long term, this positioning supports circular economy goals because it aims to make reuse the normal option, not the niche option (Ellen MacArthur Foundation, 2019, p.12). If reuse becomes as easy as taking a disposable box, then behaviour change can happen at scale.
[bookmark: _Toc237563287]ELEMENT 3: Marketing mix - the 7ps for GREGGS LOOP
The 7Ps (7Ps of the Marketing Mix: Product, Price, Place, Promotion, People, Process, Physical Evidence) extend the traditional 4Ps by adding People, Process and Physical Evidence. This expanded model is essential for service businesses like Greggs because the customer experience depends on how staff behave, how the return system works, and how the brand looks in store. Unlike physical products, a reuse service cannot be separated from its delivery, so every touchpoint must be designed to reduce friction. This is useful for services because the customer experience depends on more than just the product itself (Booms and Bitner, 1981, p.47). A summary table is provided in Appendix 4.
[bookmark: _Toc237563288]3.1 Product
The product is a reuse service: customers get food in a durable container instead of a disposable one. Using Levitt’s total product model, the core benefit is food, the actual product is the container, and the augmented benefit is the app tracking and environmental impact (Levitt, 1980, p.83). This fits circular economy thinking (Ellen MacArthur Foundation, 2019, p.12). However, the design must deal with two real concerns: hygiene and convenience. Studies on reuse show that doubts about cleaning are a major reason people don’t participate (Greenwood et al., 2021, p.1695).
A practical example helps here. Imagine a customer buying a breakfast roll. Instead of a paper bag, they receive the Loop container. The QR code is scanned automatically at the till. Later, if they forget to return it within 7 days, the app sends one reminder. This shows how the product is not just the box, but the whole experience around it.

[bookmark: _Toc237563289]3.2 Price
Price is sensitive for Greggs customers. A refundable deposit is proposed, for example £1 per container. The exact amount would need testing because cost is a key driver of sustainable behaviour (White, Habib and Hardisty, 2019, p.22-42). In addition, Greggs could use the Rewards app to give points for each return. CRM research suggests that small rewards can increase participation without hurting margins (Kumar and Reinartz, 2018, p.156).
The £1 deposit must feel fair. If it is too low, customers may not bother returning. If it is too high, they may refuse to try Loop. Testing in 5 pilot stores (see Appendix 2) would help find the right amount. The loyalty points act as a second incentive and cost Greggs very little, but they make customers feel rewarded.
[bookmark: _Toc237563290]3.3 Place
Place is arguably Loop’s strongest asset. With 2,700 shops, Greggs can turn each outlet into a collection node (Greggs plc, 2026a, p.1). The rollout should start in dense urban areas and scale out (See Appendix 2). Convenience cannot be overstated here. If returning a container feels like extra work, adoption will be low (White et al., 2019, p.22-42).
Using backhaul delivery trucks is important. Instead of trucks returning empty to the depot, they can carry used containers. This cuts extra transport costs and emissions. It shows how sustainability and cost efficiency can work together.
[bookmark: _Toc237563291]3.4 Promotion
Promotion should focus on behaviour, not just on "saving the planet". People respond better when sustainable actions are framed as simple and beneficial (White et al., 2019, p.22-42). An Integrated Marketing Communications (IMC) approach is needed so the message is consistent in-store, on the app, and in local campaigns (Fill and Turnbull, 2019, p.45). Messaging could centre on "Keep your £1" rather than "Save the Earth".
The campaign should use real customer stories. For example: "I saved £8 this month just by returning my containers". This is more persuasive than abstract claims. In-store, staff can also mention Loop during busy morning hours when customers are regulars.
[bookmark: _Toc237563292]3.5 People
Staff play a direct role. They hand out containers, answer questions, and must not be slowed down by the new process. If service time increases, customers will reject Loop. Internal marketing research shows that employee buy-in and clear procedures are vital when a company changes its operating model (Bowen and Schneider, 2014, p.12). Training should therefore focus on speed and on directing customers to kiosks.
To avoid stress for staff, the rule must be clear: staff never touch returned containers. The kiosk does everything. This protects hygiene standards and keeps service fast. Training should include role-play so staff feel confident explaining Loop in 10 seconds.
[bookmark: _Toc237563293]3.6 Process
The process (see Appendix 3) must be fast and invisible. It has three stages: issuing the container at sale, scanning it on return, and sending it for industrial cleaning (See Appendix 3). At purchase, the app or till links a QR code to the customer and places a temporary deposit. On return, the customer scans at a "Loop Terminal" and drops the container. The system then credits the deposit. Operations management theory stresses that standardising this reverse loop is essential to balance hygiene and speed (Slack et al., 2019, p.324).
Speed is the key metric. From scan to refund should take under 5 seconds. If it takes longer, queues will build and customers will complain. Piloting the process during non-peak hours will help refine it before full launch.
[bookmark: _Toc237563294]3.7 Physical Evidence
Physical evidence builds trust in a service (Zeithaml et al., 2018, p.289). For Loop this means the look of the container, the design of return kiosks, and the app screens. Containers should feel solid and clean, made from BPA-free material with clear Greggs branding. Kiosks need to be visible and tidy to reassure customers about hygiene. Digitally, the app should show personal stats like "plastic saved" to make the impact tangible (See Appendix 4).
The app dashboard is more than a tracker. It can show milestones: "You’ve reused 10 times". This creates a sense of achievement. Small design details like this make people more likely to continue the behaviour.
[bookmark: _Toc237563295]ELEMENT 4: REFLECTION
This section reflects on developing Greggs Loop and on preparing the poster. It considers what worked, what was difficult, and what I learned.
[bookmark: _Toc237563296]4.1 Application of Theory and Learning Outcomes
This project addressed:
 Learning Outcome 1 (LO1): Critically review current marketing practice, by analysing Greggs’ reliance on single-use packaging as both an environmental and a brand risk. 
Learning Outcome 2 (LO2): Explore future marketing tools and approaches, was addressed by proposing Greggs Loop with Rewards app integration and automated kiosks to support circular models. 
One key insight was seeing Loop as a brand extension rather than a new brand (Kotler et al., 2024, p.321). That distinction matters because it allows Greggs to use existing trust.
[bookmark: _Toc237563297]4.2 Key Challenges and Skills Developed
The hardest part was choosing a target market and justifying it. My first draft said "all Greggs customers". After reading the SHIFT framework, I realised that was too broad (White et al., 2019, p.22-42). Focusing on urban Gen Z and Millennials made more sense because they value convenience and use the app already.  
Another challenge was balancing sustainability with Greggs’ price position. Some literature warns that green initiatives can be seen as premium and therefore alienate core customers (Peattie, 2010, p.130). That pushed me to design Loop around saving money, not spending more.
Preparing the poster also forced me to cut a lot. Summarising STDP and 7Ps in few words was not easy, but it improved my ability to prioritise information.
[bookmark: _Toc237563298]4.3 Personal and Professional Development
This project helped me develop both academic and professional skills that are important for a marketing role.
· Analytical and Critical Thinking: I learned to compare academic models with real company data from the Greggs Annual Report. This helped me move from describing theory to applying it and justifying decisions with evidence.

· Strategic Marketing Application: Applying STDP and the 7Ps to a real problem made the frameworks less abstract. I learned how to use segmentation to focus resources and how to design a marketing mix around customer friction points.

· Sustainable Marketing Understanding: I learned that good intentions are not enough. If the process creates friction, people will not change (Greenwood et al., 2021, p.1689). This taught me to link environmental goals to business value and customer convenience.

· Visual Communication and Poster Design: Creating the poster developed my ability to summarise 2500 words into key visuals and bullet points. I learned about layout, readability, and using evidence to support a pitch.

· Digital and Research Skills: Using academic databases for sources improved my research skills. Linking Loop to the Rewards app also improved my understanding of how digital tools support CRM and behaviour change.
[bookmark: _Toc237563299]4.4 Conclusion and Future Enhancement
If I repeated this project, I would do two things differently. First, run a small survey to test the £1 deposit idea and see what amount people find acceptable. Second, build a basic cost model to check if the cleaning and logistics are financially viable. Overall, the project showed me that a sustainable extension only works if it fits the brand, keeps costs down, and makes life easier for the customer.
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Appendix 1 - STDP Segmentation and Target Market

	Segmentation variable
	Target group
	Key characteristics
	Implication for Greggs Loop

	Geographic
	Urban areas
	City centres, transport hubs, campuses
	High footfall and convenient returns

	Demographic
	18-35
	Students and early-career workers
	Frequent food-to-go purchases

	Psychographic
	Eco-conscious pragmatists
	Sustainability + convenience
	Emphasise easy reuse

	Psychographic
	Value-focused buyers
	Price sensitive
	Refundable £1 deposit

	Behavioural
	Frequent Greggs customers
	Regular purchases
	Easier habit formation

	Behavioural
	Rewards users
	Digital engagement
	App-based rewards and reminders














Appendix 2 - Greggs Loop Pilot Rollout
	Stage
	Location
	Objective
	Key Performance Indicator

	Phase 1
	5 pilot stores
	Test £1 deposit and customer response
	Return rate

	Phase 2
	High-footfall urban stores
	Test scalability
	Adoption rate

	Phase 3
	Transport hubs/campuses
	Expand convenience network
	Containers returned/store

	Phase 4
	Wider UK rollout
	National implementation
	Cost per reuse





















Appendix 3 - Greggs Loop Customer Process
	Stage
	Customer action
	Greggs/system action
	Main objective

	1. Purchase
	Receives reusable container
	QR code linked to customer
	Fast issue

	2. Use
	Uses container normally
	Deposit remains linked to account
	Convenience

	3. Return
	Scans QR code at Loop Terminal
	System identifies container
	Fast return

	4. Refund
	Receives deposit credit
	Deposit automatically credited
	Incentivise return

	5. Collection
	Leaves container in kiosk
	Containers collected for cleaning
	Hygiene

	6. Reuse
	Container re-enters system
	Industrial cleaning and redistribution
	Circularity


















Appendix 4 - Greggs Loop 7Ps Marketing Mix
	7P
	Greggs Loop application
	Customer benefit
	Key consideration

	Product
	Reusable container + app
	Less waste
	Hygiene

	Price
	£1 refundable deposit
	No permanent extra cost
	Deposit level

	Place
	Greggs shops/kiosks
	Convenient returns
	Network coverage

	Promotion
	“Keep your £1”
	Clear personal benefit
	Avoid moralising

	People
	Trained staff
	Fast service
	Minimal staff workload

	Process
	Scan - return - refund -cleaning
	Simple experience
	Target <5 seconds

	Physical Evidence
	Container, kiosk and app
	Builds trust
	Clean, visible design
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1. INTRODUCTION

2

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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A SUSTAINABLE BRAND EXTENSION FOR A GREENER FUTURE
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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.

(”ﬂ .

BUY
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REUSE

EAT RETURN CLEAN
Enjoy your Delicious as Retunyour  Containersare  Ready tobe
Greggs food always, containerto  professionally used ag:
on the go. zeroguit.  anyparticipating cleanedtothe  Againand
Greggs shop.  highest standards.  again.
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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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