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[bookmark: _Toc235982464]Executive Summary
GreenLoop Market is a proposed zero-waste, package-free grocery store to be opened in a mid-sized UK town centre, selling pantry staples, household cleaning products and personal care items by weight, removing single-use plastic packaging from everyday grocery shopping.
Beyond its retail offer, the business embeds sustainability and community support directly into its model: a weekly food bank donation of short-dated stock addresses local food insecurity, and a Community Skills Programme, run with the local jobcentre and a youth charity, provides paid six-month retail placements for long-term unemployed 16 to 24 year olds.
The business will trade as a Private Limited Company (Ltd) with a lean management structure led by a Managing Director, supported by a Store Manager, a part-time Community Partnerships Coordinator, and retail assistants drawn partly from the Skills Programme. Market research indicates a supportive policy environment, rising consumer demand for low-waste and ethically positioned retail, and a local competitive gap that neither the two nearby supermarkets nor the town's health food shop currently fill.
Marketing will focus on social media storytelling, an in-store loyalty scheme and community workshops, targeting environmentally conscious households, students and shared households within the local area at low advertising cost. The business is seeking £45,000 in start-up funding, made up of founder savings, a Government-backed Start Up Loan, and a small business bank loan, to cover shop fit-out, initial stock and the first month of trading costs, leaving a prudent working capital buffer as the business establishes its customer base.
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GreenLoop Market is a zero-waste, package-free grocery store that will open in a mid-sized UK town centre. The business sells everyday pantry staples, such as grains, pulses, pasta, cereals, dried fruit and nuts, alongside household cleaning products and personal care items, including shampoo, soap and washing-up liquid. All products are dispensed by weight into containers that customers bring from home or purchase in-store, removing the single-use plastic packaging associated with conventional supermarket shopping. GreenLoop will also stock reusable alternatives, such as beeswax food wraps, bamboo toothbrushes and cotton produce bags, so that customers can build a lower-waste household with a single visit rather than sourcing these items from several different retailers.
The mission of the business is twofold: to make plastic-free, low-waste shopping genuinely convenient and affordable for ordinary households, and to use the shop as a platform for tangible local social impact. Alongside the retail offer, GreenLoop will run a Community Skills Programme in partnership with the local jobcentre and a youth charity. The programme offers paid, six-month retail work placements to young people aged 16 to 24 who are long-term unemployed, combining on-the-job experience with a recognised retail qualification. Short-dated dry goods that cannot be sold will be donated weekly to the town's food bank, reducing food waste while supporting families facing food insecurity. These two initiatives give the business a clear sustainability and community dimension that sits alongside, and reinforces, its core commercial purpose.
The primary target customer is environmentally conscious households within walking or short driving distance of the town centre, including young professionals, families with children, and older residents who remember shopping without excessive packaging and are drawn back to it for cost and environmental reasons alike. A secondary audience is local students and shared households, for whom small, flexible refill quantities are more affordable than large pre-packaged units. By serving several overlapping customer groups rather than a single narrow segment, GreenLoop reduces its dependence on any one type of shopper and builds a broader base of steady, repeat custom.
The business will operate as a Private Limited Company (Ltd), which limits the personal financial liability of the founder and makes it easier to raise external investment or apply for business loans, while keeping administrative and reporting requirements manageable for a small enterprise. The management structure is deliberately lean to keep overheads low in the first year. The founder will act as Managing Director, responsible for overall strategy, supplier relationships and finances. A Store Manager will oversee day-to-day retail operations, stock control and staff rotas. A part-time Community Partnerships Coordinator will manage the food bank donations and the Skills Programme placements, liaising directly with the jobcentre and charity partners. Two to three retail assistants, including participants from the Skills Programme, will support the shop floor, with responsibilities rotated so that trainees gain broad experience across stock replenishment, customer service and till operations.
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A PESTEL analysis helps to identify the external factors likely to affect GreenLoop Market.
	Political
	Government policy is increasingly supportive of waste reduction, including the UK's plastic packaging tax and local council initiatives that reward businesses reducing landfill waste, both of which favour a packaging-free retail model and may open up grant funding in future.

	Economic
	Household budgets remain under pressure from inflation, which could discourage some shoppers from paying a premium for ethical products; however, buying in bulk by weight is often cheaper per unit than pre-packaged equivalents, which helps offset this concern and broadens the potential customer base.

	Social
	Public awareness of plastic pollution and food waste has grown substantially, and consumers, particularly younger shoppers, increasingly expect brands to demonstrate genuine social and environmental commitments, making authentic community involvement a genuine commercial advantage.

	Technological
	Simple, low-cost point-of-sale systems now allow small retailers to weigh and price loose goods efficiently and track stock accurately, while social media provides an affordable channel to build a local following without a large advertising budget.

	Environmental
	Reducing single-use plastic and food waste directly addresses two of the most visible environmental concerns among consumers, and sourcing from local and organic suppliers where possible further reduces the business's carbon footprint and transport costs.

	Legal
	The business must comply with food hygiene and weights-and-measures regulations for loose goods, as well as standard employment law for the Skills Programme placements; both are manageable with proper staff training and standard compliance procedures.



In terms of competition, the town has two established supermarkets and one independent health food shop that stocks some loose goods as a minor part of a much wider general range. None currently offer a dedicated, fully package-free shopping experience or a comparable community programme. The supermarkets compete mainly on price and convenience, while the health food shop competes on range and premium positioning. GreenLoop's point of difference is depth of refill range, a genuinely package-free format across the whole store, and the combined food bank and employment partnership, which larger competitors are unlikely to replicate credibly at a local level, giving the business a defensible niche rather than a head-on price war.
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GreenLoop's marketing strategy focuses on building a loyal local customer base rather than competing directly on price with national supermarkets. The core message across all channels will centre on two ideas: shopping without packaging waste, and shopping in a way that visibly supports the local community, since both resonate strongly with the target audience identified in the market research above.
Social media, particularly Instagram and Facebook, will be the primary channel, used to share practical zero-waste tips, introduce suppliers, and highlight the Skills Programme trainees and food bank donations, giving customers a transparent and ongoing view of the business's impact rather than a one-off launch message. A launch event will invite local press, the food bank and jobcentre partners, giving the opening added credibility and generating local news coverage at very low cost compared with paid advertising.
In-store, clear signage will explain how refill shopping works for new customers who may be unfamiliar with the format, and a simple loyalty scheme will reward customers who consistently bring reusable containers, encouraging repeat visits. GreenLoop will also partner with local schools and community groups to run short workshops on reducing household waste, positioning the shop as a community resource rather than only a retail outlet. Word-of-mouth referral is expected to be a significant driver of growth, supported by a modest referral discount for customers who introduce a friend, and a printed local leaflet drop will complement the digital channels in the weeks around launch to reach older residents who are less active on social media.
Pricing communication will emphasise per-unit value rather than headline price, since refill goods are typically cheaper by weight than packaged alternatives once customers move past the unfamiliar format. A short, low-cost email newsletter will follow up with customers after their first visit, sharing recipes, restocking reminders and updates on the Skills Programme, helping to convert first-time visitors into regular shoppers without requiring an ongoing paid advertising budget.
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GreenLoop Market requires £45,000 in start-up funding. £10,000 will come from the founder's personal savings, demonstrating commitment and reducing early reliance on external debt. £15,000 will be sought through the Start Up Loans scheme, a UK Government-backed personal loan for new businesses that offers lower, fixed interest rates and free mentoring, making it well suited to a first-time founder without significant collateral to offer a bank. The remaining £20,000 will be requested as a small business loan from a high-street bank, chosen because the business has a clear, largely asset-backed use of funds, such as shop fit-out and initial stock, which supports a more straightforward secured lending application than an unsecured facility would.
The main start-up expenses expected during the first month of operation are set out below:
	Expense Item
	Cost (£)

	Shop fit-out (dispensers, shelving, scales)
	15,000

	First month's rent and deposit
	4,500

	Initial stock (dry goods, household, personal care)
	12,000

	Point-of-sale and weighing system
	2,500

	Public liability and stock insurance
	800

	Staff wages (pre-opening setup week)
	2,200

	Launch marketing and opening event
	1,500

	Registration, food hygiene certification, legal costs
	1,000

	Total start-up expenses
	39,500

	Working capital buffer
	5,500



Together these expenses total approximately £39,500, leaving a working capital buffer of £5,500 to cover early trading costs, such as top-up stock orders, before monthly revenue stabilises. This buffer is deliberately conservative, reflecting the fact that footfall and average basket size typically take several weeks to build for a new independent retailer, and the founder would rather approach investors and lenders with a realistic cushion than risk a cash shortfall in the earliest and most vulnerable weeks of trading.
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