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[bookmark: _heading=h.4g7u1urxyryn]Element 1 – STDP Analysis for the New Brand Concept
[bookmark: _heading=h.xznvk985f4p0]Company Overview
Greggs plc is a major food-on-the-go retailer in the United Kingdom, which is rated as a top company on the basis of its affordability in selling bakery and snack products. The company that started in 1939 has expanded to its current figure of more than 2 thousand stores around the country, serving mostly consumers who are sensitive to value, but prefer convenience and fast-food dishes (Greggs, 2025). Greggs, a trader in pastries and sandwiches as a traditional offer, has moved out more of its offerings in response to changing consumer tastes, which have moved towards sustainability and healthy living. Nevertheless, there is still a huge void in the market that allows those who want to consume healthy, plant-based, and eco-friendly foods at affordable price tags. To this end, Greggs is offering an additional sub-brand, Greggs Green, a vegetarian and environmentally friendly product range that would be consistent with the Greggs mission of making good food available to all. The new brand wants to combine the accessibility and affordability of Greggs with a brand image based on sustainability.
[bookmark: _heading=h.p1jiat159s9y]New Brand Concept
Greggs Green is an example of Greggs entering the sustainable food market, which specialises in 100% plant-based foods and ethically sourced purchases. The idea capitalises on the current operational capabilities and digital nature of Greggs as well as targets environmentally conscious consumers who value low-carbon diets. The brand will also include environmentally friendly packaging, a carbon-neutral business, and open sourcing. It coincides with the increasing ethical consumption and the booming market of plant-based food in the UK (Lewis, 2025). Greggs Green will be available as an in-store menu in the current Greggs stores and a few separate stores in urban regions with the help of mobile ordering and delivery services.
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Figure: Greggs Green logo (Author).
[bookmark: _heading=h.qgtma2ff947d]Market Segmentation
The market segmentation for Greggs Green is based on four main variables:
· Demographic: Targeting customers aged 18–29, primarily millennials and Generation Z, who are health- and climate-conscious.
· Psychographic: Focusing on individuals with sustainable lifestyles, ethical values, and openness to innovation.
· Behavioural: Serving plant-based or flexitarian customers who are used to frequent use of quick-service.
· Geographic: To start with the metropolitan regions, including London, Manchester, and Birmingham, where the eco-conscious societies have become more entrenched.
There is market data indicating that half of the consumers in the UK are increasingly eating less and less meat, with 36% purchasing alternative products of plant origin more often (Hutchings et al., 2024). This gives Greggs Green a high probability of establishing itself as a low priced, eco-friendly, and friendly alternative to the high-end vegan brands.
[bookmark: _heading=h.c60iiqt4g1an]Targeting Strategy
Greggs Green will have a differentiated targeting strategy, which will focus on the different but overlapping consumer segments in the sustainable and convenience food market. The target customer segment is mainly composed of busy college students and working professionals who need premium, healthy, fast and environmentally friendly foods. Flexitarians and families who shift their new cuisines to be more based on plants are the secondary audience. The affordability of the brand will appeal to consumers put off by the expensive prices of other vegan-centred brands, like the Veggie Pret of Pret A Manger or Leon (Luick et al., 2024). Greggs Green will make sustainable eating more accessible to the mass market by providing competitive prices and ubiquitous presence, which will strengthen the inclusive brand image of Greggs.
[bookmark: _heading=h.1lbim5psaesc]Differentiation Strategy
Differentiation of Greggs Green has been anchored on its pricing strategy, which focuses on its affordability, sustainability, and convenience strategy. Greggs Green will have competitive prices and production systems of the parent company, in addition to supporting their value pricing, unlike many competitors who charge a premium price on their plant-based offerings. Sustainable packaging using biodegradable materials and open information on its carbon footprint will also be another way the brand will be distinguished (Olabode, Kumar and De, 2025). In addition, the incorporation of the use of technology - i.e., ordering using apps and tracking carbon - will enhance its innovative marketing stance. This combination of ethical principles, efficiency of operations, and online interaction makes Greggs Green stand out among other participants in the UK market, related to the rapid service segment of vegans.
[bookmark: _heading=h.i4a4v5y89lp2]Brand Positioning
Greggs Green is positioning around, the claim that it as the most available and affordable sustainable brand of food in the UK. It has a brand promise related to making delicious plant-based foods that are sustainable both to the environment and the wallets of the customers. The positioning statement may be stated in the form of:
Greggs Green is the place where everyone can enjoy conveniently made plant-based meals, which are sustainable, environmentally conscious, and delicious because of the affordable and sustainable prices of the products.
The comparison of perceptions shows that Greggs Green fits between a high price range of sustainable restaurants (i.e., Veggie Pret in Pret) and old-fashioned fast-food restaurants with fewer vegan options (i.e., McDonald’s or Subway). Greggs Green can attract a wider market segment by focusing on this middle-ground positioning, as people who want convenience without compromising their ethics have a wider market segment.
Greggs Green, with its STDP strategy, can match the sustainability demand by consumers with the affordability and accessibility of Greggs' strengths. The segmentation and targeting strategies make sure that a large consumer base that is growing at a fast pace is targeted, and differentiation and positioning, which gives the brand a clear identification in the market (Mazzoni, 2025). Greggs Green is thus a strategic decision of Greggs plc, the move that factors not only the market of Greggs plc but also their powers in ensuring responsible growth in the evolving food retail climate.
[bookmark: _heading=h.be43qg7hhvf8]Element 2 – Marketing Mix (7Ps)
[bookmark: _heading=h.sec1geujnp02]Product
The emerging sub-brand Greggs Green will be dedicated to providing a full plant-based menu in the form of a combination of flavour, health, and quality. Sandwiches, wraps, salads, soups, and baked products prepared using sustainable food sources like legumes, soy, and locally sourced vegetables will be included in the product line. Greggs Green will also provide healthy snack substitutes, as well as plant drinks, in order to attract younger consumers (Ruetgers et al., 2025). The packaging will be entirely biodegradable and properly labelled with the nutritional and carbon footprint details.
The central value statement of the brand, which is an affordable way of living green, will have a manifestation in the form of the constant focus on eco-friendliness and convenience. The products will be put through the test of taste parity with the traditional products of Greggs to ascertain acceptance by the mainstream customer. Limited-edition products will be launched seasonally to ensure that they create novelty and interest. Quality, in combination with ethical sourcing as well as innovation, will make the product image different as opposed to the competitors.
[bookmark: _heading=h.unlpe2draf]Price
Greggs Green will implement a pricing strategy that is based on values so that organic food can be affordable to the general market. Its prices will be more acceptable to Greggs' traditional menu but significantly less than vegan gourmet rivals like Veggie Pret or Leon (Olarewaju et al., 2024). The meal will range between £1.50 and £7.50, and hot drinks will be between £1.50 and £3.00. The discounted packages, which include a sandwich, beverage, and snack, will be priced at approximately £5.00, making the brand a more affordable yet fair offer in the UK food retail industry.
This pricing model shows the average high rise in the price of production due to the use of sustainable ingredients and keeping the prices mini-friendly to students, office workers, and families. Greggs Green will also offer app-based deals, loyalty offers, and student rates to retain loyal customers. At the launch stage, promotional prices will be adopted in order to stimulate early trial and awareness.
Through open communication of its prices and the origins of its products, Greggs Green will endeavour to demonstrate to its customers that sustainability is not costly. The strategy supports the mission of the brand, which is to make ethical food-to-eat decisions a part of life and close the divide between affordability and responsibility.
[bookmark: _heading=h.8ln04p1xwe20]Place
Greggs Green is going to be sold both in the existing Greggs stores as well as in selected standalone shops in the busy urban locations. In the beginning, the flagship stores shall be opened in London, Manchester, and Birmingham to appeal to the environmentally conscious buyers. The Greggs App and third-party delivery services like Just Eat and Uber Eats will be used to enhance the online accessibility.
To be a sustainable company across its supply chain, Greggs will focus on quality relationships with local and ethical suppliers. The distribution centres will comply with low-carbon logistics, and they will be equipped with energy-efficient equipment in stores (Stone et al., 2025). The store design of Greggs Green will incorporate modern and minimalistic store layouts made with recycled materials and green decals as the visual messages to communicate with the customer the brand's environmental commitment. The in-store, online, and delivery business strategy (omnichannel) will enable Greggs Green to be accessible to a large customer base, as well as strengthen the Greggs image of convenience.
[bookmark: _heading=h.qe4t7twsti0i]Promotion
The marketing plan of Greggs Green will be aimed at creating awareness and developing credibility as a low-priced, sustainable brand. It will make use of a digital-first strategy, and use social media like Instagram, TikTok and YouTube to reach younger audiences. Communication will focus on environmental programs, behind-the-scenes procurement initiatives, and product advantages.
Authenticity and trial will be created through influencer relationships with vegan and lifestyle bloggers. The promotion campaigns, such as Green Every Day, will make the regular consumption associated with a positive environmental impact. The repeat purchase will be stimulated through the use of loyalty rewards and offers that are app-based (Trewern, 2024). Its PR activities will aim at sustainability certifications, community relations, and Greggs' carbon reduction initiative.
Its integrated communication model will not focus on old-fashioned advertisement but on transparency and education, as Greggs Green will be a brand that is credible, purpose-driven, and stimulates behaviour change without moralising.
[bookmark: _heading=h.v2iucbxjwypa]People
Employees come in handy to create the Greggs Green experience. Specialised training around practices of sustainability, knowledge of ingredients, and customer interaction will be provided to all staff who work under the sub-brand. Brand identity will be strengthened by putting Greggs Green logo and message that underline the messages which are friendly to the environment on staff uniforms and communication material.
The selection process will be targeted at people who share the sustainability values and have the ability to convey the brand story. Preferably 18-29 years, the youth are the main focus. Further, Greggs will implement staff motivation schemes based on the level of customer satisfaction and sustainability performance. This social approach will create a sense of brand delivery within the touchpoints, as well as boost internal motivation.
[bookmark: _heading=h.3kc0kjblbupw]Process
The service process of Greggs Green will revolve around efficiency and digital convenience. The Greggs App will allow customers to browse, order, and pay for products without spending much time and paper, as well as simplifying the waiting process (Ruetgers et al., 2025). In-store, an efficient layout plan and menu board will help in quick service provision to the on-the-go consumers.
Strategically, the brand will use waste minimisation methods, which entail daily redistribution of leftover products in charitable alliances. The feedback from the customers will be incorporated in the form of the app and online surveys to constantly enhance the menu items and service quality. The technological efficiency and the ethical responsibility will be included in the process model, as the brand will be enforceable as a forward-looking, sustainable brand.
[bookmark: _heading=h.sqij9yqq6zq]Physical Evidence
Sustainability will be communicated by the physical environment that includes Greggs Green layout and touch sense. The shops will include green colour pallets, natural light, and recycled materials. Customers will be reminded of their contribution to the environment by visual means like the eco-labels, educational posters and interactive screens. The packaging will be at the bare minimum and recyclable, with messages such as Eat Green, Live Clean.
The Greggs Green identity will also be represented in digital evidence, like the design of apps, the layout of the site, and the delivery interface, which will have unified elements of branding (Lewis, 2025). The physical and the digital touchpoints are to be reinforcing in such a manner that gives the consumer confidence and loyalty with the creation of an amazing, trustworthy as well as attractive experience.
[bookmark: _heading=h.u5rn7g5wewrj]Element 3 – Marketing Strategy Pitch
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Brand Concept: Greggs Green is a sustainable sub-brand of Greggs which provides affordable, 100% plant-based, and environmentally friendly food choice to the environmentally conscious customers.
Problem
· Market Gap:
· Problem: Premium vegan = costly; quick-serve = not sustainable (Stone et al., 2025).
· Greggs Green: Low-price plant-based + green packaging.
· Consumer Trend:
· Problem: Half of UK consumers eat less meat (Ruetgers et al., 2025).
· Greggs Green: Everyday plant-based choices for a lower-carbon diet.
SDTP
· Segmentation: Eco-friendly customer, especially the young adults.
· Targeting: Urban areas (London, Manchester, Birmingham), focusing on the youth demographic.
· Differentiation: Affordable, 100% plant-based, eco-friendly meals with biodegradable packaging.
· Positioning: Greggs Green is positioned as an accessible, sustainable food option for consumers looking to reduce their environmental impact without breaking the bank.
Value (4P)
· Products localise sourcing and highlight transparency in carbon footprint
· Promote app-based campaigns showing CO₂ saved per meal
· Emphasise “Affordable Sustainability” through pricing (1.50£ to 7.50£) and packaging
· The flagship stores shall be opened in London, Manchester, and Birmingham. Too attract customers, preferably the youth.
Green Marketing Opportunity
· Use biodegradable packaging and low-carbon logistics.
· Leverage ethical messaging in social media and PR (Trewern, 2024).
· Partner with eco-influencers to drive authentic awareness.
[bookmark: _heading=h.lbi6h8xf3pv8]Element 4 – Reflection
The Greggs Green brand concept was a prudent step and it helped to support my thinking that strategic marketing models translate into sound marketing choices, to develop the brand. Application of STDP model helped me use my power of thought in segmentation and positioning of the brand in a dynamic consumer world. It is also evident that sustainable consumption has ceased to be a niche and it has become mainstream requirement and affordability plays a crucial role in making sure that sustainability is an inclusive factor. This project also allowed me to observe how a brand can retain its corporate identity and attract a new audience through innovation.
There was a need to be creative and logical in designing the 7Ps marketing mix. I understood the way one marketing component reinforces another strategy, such that product design must appeal to the strengths of Greggs' operation, whereas the prices and promotions should make the product affordable. The ethical sourcing, digital engagement and environmental communication process increased my understanding of the integrated brand management. I also gained a more profound idea of how the operational realities, i.e. supply chain capacity and staff training, affect the marketing performance.
The project to prepare and present the pitch on the marketing strategy was a very useful one for this portfolio. Overall, the process of summarising the concept into a message that is concise and persuasive to the audience challenged my skills in tactical communication. I learned that a successful pitch is not only dependent on the idea but on narration- the extent to which the problem, solution and value are interconnected. This is the experience that made me more confident as a public speaker and as a person who can provide data-driven arguments in an interesting manner.
On the whole, this project improved my reasoning and creativity as well as digital communications. It underpinned the need to match the marketing decisions to the wider social values and consumer behaviour patterns. My next projects will see me enhance my data analysis and stress-free presentation skills to create evidence-based and more engaging presentations.
The creation of Greggs Green helped me to realise that a successful brand strategy is not only about being innovative but also about being empathetic, farsighted and consistent. It has allowed me to learn the stages of sustainable marketing better and the role of meaningful brand purpose in encouraging customer loyalty and organisational development.
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