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[bookmark: _Toc216989099]1. Element 1 – STDP Analysis for a New Brand Concept
[bookmark: _Toc216989100]1.1 Company Overview and New Brand Concept
Greggs plc is the UK biggest food-to-go retailer with a network of over 2,400 locations across the country, serving more than 6 million customers weekly and with a turnover of 1.8 billion pounds in 2023 (Greggs, 2021). The brand is being strategized in terms of speed, convenience and affordability where there is the provision of pastries, sandwiches, and hot bakery meals. Nonetheless, the trends in consumer behaviour have changed and today 63 percent of adults in the UK are trying to change their eating habits with more people demanding healthier, less-sugary and more protein-rich meals. Though Greggs has diversified its vegetarian and calorie-conscious menu, it is still widely viewed as a brand that promotes hedonistic convenience and not performance-based on lifestyle and nutrition (Mordor, 2025).
The new Greggs Fresh+ brand will be able to capture the market of health convenience and nutrition subscriptions as this niche has grown by approximately 12 percent each year since 2021 and the level of digital health is on the rise with 38 percent of adults in the UK using fitness or nutrition tracking applications (Statista, 2024). Fresh+ will provide nutritionally balanced meals, plant-based options, and protein-oriented formats with exclusive in-store counters and mobile-app services to provide subscriptions of a personalised meal box to be delivered or collected weekly in the chosen urban areas.
[bookmark: _Toc216989101]1.2 Segmentation
[bookmark: _Toc216989102]1.2.1 Demographic Segmentation
Fresh+ will be targeting customers between 18 and 40, the biggest group of those who have gym membership and use digital health-tools. In the United Kingdom, 47 percent of gym subscribers and 52 percent of people who subscribe to fitness app fit within this age range, which proves the high level of interest in nutrition-based consumption (Martin et al., 2023). This type of customer is one that does use subscription-based food services but is also market price-sensitive 71% consider cost when choosing wellness dining services.
[bookmark: _Toc216989103]1.2.2 Geographic Segmentation
Geographic targeting focuses on major urban centres of the UK with high levels of fitness attendance and people movements. The cities of London, Manchester, Leeds, Birmingham, Newcastle, and Bristol are the ones where the concentration of gym registrations is the greatest, in terms of the number of registrations per square mile. Greggs has configured more than 60 percent of its stores within the commuter transport areas, and therefore, the conversion potential is high whenever Fresh+ hubs are opened in relation to rail stations, university campuses, and business parks where lunchtime meal purchases are most prevalent between 12:00 pm and 2:00 pm (The Caterer, 2025).
[bookmark: _Toc216989104]1.2.3 Psychographic Segmentation
Psychographically, Fresh+ is aimed at those people who want practical health improvement and not aspirational lifestyles signalling. They are driven by wellbeing sustainability, productivity, and accomplishment of fitness aspirations as opposed to status-based food experiences. It has been found that 45% of customers, who are trying to improve their diets, give up because of cost and complexity, which supports the need to find realistic health-related strategies as part of daily activities and not as a high-end meal (FMCG, 2025).
[bookmark: _Toc216989105]1.2.4 Behavioural Segmentation
Behaviourally, the brand responds to repetitive buying behaviour among gym users who purchase post-training meals (38% buy food as soon as they have trained), office workers who pay attention to nutritionally believable lunchtime choices, meal-plan subscribers who are used to automated food deals, and users of calorie-tracking apps (26% monitor nutritional intake on a regular basis) (Philipsborn et al., 2019). These loyalty drivers are nutritional transparency, consistency in convenience and perceived value, and not novelty or luxuries.
[bookmark: _Toc216989106]1.3 Targeting
The main target market of Fresh + is the Everyday Active Consumer. This segment is subdivided into people who are already in fitness or wellbeing programs but are busy with their working or academic schedules. Their food solutions require is fast, nutritional, location convenient to commuting pathways, and affordable compared to upscale wellness cafes, whose average lunch cost is over £10 13 a meal. Fresh+ will position the pricing of its meals within the range of £6 to £8, which will comply with the consumer perception of pricing as per the criteria of affordability and health convenience not being over the common takeaway pricing levels (Samarakoon et al., 2025).
This is a segment with limited service, as conventional fast-food chains do not have the nutritional authority, whereas niche health cafes serve only smaller and higher-end niches, which cannot or will not buy every day.
[bookmark: _Toc216989107]1.4 Differentiation
The three strategic pillars enable Fresh+ to have differentiation. Firstly, value-led nutrition will allow a wide consumer base access to their meals since they can provide balanced meals at less than premium prices without compromising quality. Second, nutritional transparency creates trust in the form of visible calorie and macronutrient labelling to support quantified fitness and diet management. Third, distinguishing itself via the integration of the omnichannel services allows delivering dine-in, takeaway, and subscription orders using a seamless digital-app coordination flexibility, which competitors with a single-format business model lack (Guo, He and He, 2021).
The scale advantage that Greggs has is another lever of differentiation. The national procurement networks provide cheaper unit costs compared to the smaller health-oriented chain competitors, creating high barriers to entry. Greggs Fresh+ enables reliable countrywide service consistency, combined with the available logistics.
[bookmark: _Toc216989108]1.5 Positioning
Greggs Fresh+ adopts the following positioning:
Greggs Fresh+ provides nutritionally balanced meals and tailored subscriptions combining fitness-friendly performance and low-cost in the UK with consumers who lead active lifestyles, and require health-conscious food, without the need or financial constraints.


[bookmark: _Toc216989109]2. Element 2 – Marketing Mix Using the 7Ps
[bookmark: _Toc216989110]2.1 Product (Service Offering)
Greggs Fresh+ is being developed as a fast-casual food and meal-subscribe service that is health-oriented and offers convenient meal dining along with individualised diet planning. Its main product is healthy meal bowls, protein-oriented breakfast meals, hot dishes based on vegetables, reduce-sugar bakery selections and functional drinks, including cold-pressed juices and high-electrolyte hydrating drinks (Aggarwal, Kathuria and Singh, 2025). Calories and labelling of all menu items with macronutrients are displayed to assist customers who are either on dietary observation or on fitness programmes. Food is cooked each day ensuring a fresh taste and the same number of portions are there without losing the operations efficiency of Greggs.
The Fresh+ mobile application, which serves as the digital hub of the service, complements the physical food offer. Customers build lifestyle portraits that describe their dietary objectives including losing weight, building muscle, or eating healthy. The app suggests a customised weekly menu and allows ordering subscription boxes of meals, which are usually five lunches based on calorie ranges. The integrated tracking tools enable consumers to analyze the nutrition intake trend over time with the ability to automatically reorder using saved meal plans (Abeltino et al., 2024). This will be a hybrid design of the product to make Fresh+ not just a foodstore but a brand of a nutrition-support service with the ability to establish a habitual relationship with the customer beyond single transactions.
[bookmark: _Toc216989111]2.2 Price
Fresh+ uses an approach of value-based prices in the mid-market that suggests its positioning as mass-access and lowering the prices of specialist wellness cafes. Special in-store meals cost between £6 and £8, which are low in comparison with other competitive healthy restaurants that spend between 10 and 13 pounds on an average meal. The weekly subscription meal boxes are priced at around £27 per week, which is cost-equivalent to the supermarket prepared meal buying, but it provides extra value to the customers in the form of nutritional personalization and convenience (Choi, Lee and Jeon, 2023).
The loyalty incentives are included in the pricing structures to ensure the retention of the behaviour. Those of higher frequency are rewarded with discounts based on students, NHS employees and gym members, and automated subscription billing moves them past the psychological barrier associated with making purchases. Habitual consumption is not kept costly to make it economically viable and fit the current Greggs brand of value-based pricing.
[bookmark: _Toc216989112]2.3 Place (Distribution Strategy)
Greggs Fresh + has distribution channeled in the three channel omnichannel format. To begin with, Fresh+ counters are in high-density urban Greggs stores specifically at those outlets that are close to high-density transport stations, universities, business districts and fitness centres. These locations will guarantee high lunchtime pedestrian and impulse availability.
Secondly, a click-and-collect service is based with the use of apps, allowing subscribers to order meals in advance and pick them up during commute or work breaks. Thirdly, Fresh+ is connected to third-party delivery service that will allow distributing products to homes and workplaces in major metropolitan catchment areas (Seyed et al., 2024). This is a diversity of channels that guarantees the customers can use the brand either in a spontaneous dining or a regular schedule based on subscriptions.
The logistics and distribution centres that Greggs has established over the years throughout the country allow the company to deliver products to Fresh+s in the morning, and with minimal extra infrastructural intervention, the company is able to achieve the scale efficiencies and maintain consistent availability across the markets.
[bookmark: _Toc216989113]2.4 Promotion
Promotional strategy emphasizes on awareness creation based on education instead of the dependency on price discounts. The component of digital marketing undertakings prevails over campaign implementation and involves the use of fitness influencers incorporating gym communities on Instagram and TikTok whereby wellness-related content is actively engaged (Zwayyed, 2025). Short video tutorials describing nutritional value, meal planning advantages and simple habits-building techniques are used to strengthen brand knowledge.
Besides this, collaborating with national chain of gym facilities will allow co-branding of offers such as a free trial meal or discount voucher upon sign-up of the gym in a gym onboarding promotion. Placements of outdoor advertising in the areas surrounding transport centers and business locations will increase brand recall during lunchtime, whereas push notifications in the app will encourage meal plan changes and wellness information instead of direct sales promotion.
The Fresh+ tagline, fuel your day, the healthy way, underlines practical brand promise and assists the emotional positioning of the brand in respect of productivity and daily wellbeing as opposed to dreamy lifestyle aesthetics (Salma, Matute and Palau, 2023).
[bookmark: _Toc216989114]2.5 People
Staff members act as an essential service point because of customer anticipations of nutrition guidance and wellbeing encouragement. The Fresh+ customer-facing staff receive basic awareness of nutrition, allergy awareness, and dietary communication accuracy training to respond to consumer questions confidently. The digital service teams handle subscriptions, updates on dietary preferences and refunds to enable frictionless service management (Manjunath, Li and Manjunath, 2024).
The employees are placed as assistance facilitators rather than health advisors extending themselves to the medical knowledge too far. This would be a professional way of staying professional and at the same time, not losing brand credibility and approachability at the service touchpoints.
[bookmark: _Toc216989115]2.6 Process
The processes are operational but are developed to be simple and reliable. Customers start with filling in brief online profiling questionnaires that assign caloric goals and eating fancies. Weekly meal plans are then filled by specific algorithms using menu inventories, thus allowing the fulfilment of subscriptions automatically. The central food preparation will guarantee the use of standardised portions and uniform nutritional values (Chaturvedi, 2025).
Meals are delivered to Fresh+ hubs via daily logistics routes with peak meal demand periods. Another key feature of delivery is that to the subscribers, they can be delivered overnight to be made available before normal lunch times. The app will facilitate immediate subscription changes or cancelation, which will encourage customer control and enhance perceptions of fairness.
The loop of feedback built into the application enables the constant improvement of menu items according to the tastes and repurchase rates, which helps to address flexible requirements to meet the needs of demand and reduction of waste.
[bookmark: _Toc216989116]2.7 Physical Evidence
Physical evidence is crucial as a service-dominant brand extension to imply trust and quality. The Fresh+ store counters are designed with simple interior designs with wellness palettes of colours that are different to the usual Greggs branding in order to signify category differentiation. Kitchen windows when open encourage the impression of freshness and honesty (Marovelli, 2018).
Sustainability promises and credibility of data are strengthened by utilizing eco-friendly packaging that is printed with nutritional labels. Digital interfaces also serve as the additional proofs with the display of professional app interfaces with the calorie tracking boards, delivery notices, and customer profiles. The visual identity of the store is cohesive with modernity and brand familiarity using staff uniforms and store signages.
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[bookmark: _Toc216989118]4. Element 4 – Reflection
[bookmark: _Toc216989119]4.1 Strategic Learning from Brand Development
The concept that I developed, Greggs Fresh+, enhanced my comprehension of the application of theoretical marketing models within practice in which a brand development choice is made. The use of the STDP model has shown the need to shift out of the simple demographic profiling into a more profound segmentation based on psychographic motivation and behavioural purchasing drivers. The definition of the Everyday Active Consumer as the central target market supported the intersection of consumer lifestyle choices, health concerns, and price-sensitivity to create viable brand opportunities (Galvano, 2021). This was used to reveal that proper segmentation is crucial as it helps to identify possible market gaps as opposed to developing a product according to creativity or organisational aspiration.
[bookmark: _Toc216989120]4.2 Insights from the Marketing Mix Design
The building of the 7ps marketing mix made me better understand the fact that marketing consistency of all the elements of the marketing mix can result in brand credibility. The choice of pricing was especially educational, the level of positioning Greggs Fresh+ under the category of the high-end health cafes played a key role in ensuring accessibility and, at the same time, keeping pace with the brand value tradition. The people and process integration showed the operational aspect of the marketing strategy, making it clear that the quality of service delivery depends greatly on the training of the employees and the management of logistics (Srinivasan, 2024). This incorporation of physical evidence enhanced the importance of design aspects and packaging as being crucial in the confirmation of trust in service offerings. Overall, this step helped me build my skills in connecting the conceptual strategy and practical implementation factors.
[bookmark: _Toc216989121]4.3 Reflection on Pitch Development
To create the poster pitch, a lot of strategic information had to be condensed into one and two sentences that would persuade. This improved my capability of strategic storytelling because it made me focus more on major problems of the audience and how to clearly explain the Fresh+ solution. I gained more confidence to condense the intricate market analysis on to visually appropriate means of communication without compromising the level of analysis. The exercise also enhanced my knowledge of the need to balance emotional appeal with functional credibility in the messages of the brand so that it can affect the acceptance of stakeholder (Zairul, 2025).
[bookmark: _Toc216989122]4.4 Personal Skill Development and Future Enhancement
This assignment emphasized my analytical planning, interpretation of consumer insight as well as integrated marketing design abilities to a great degree. The most significant change was that it became possible to better align various frameworks to create a coherent brand narrative. In my future projects, I would consider using more robust financial forecasting tools and customer testing approaches to quantitatively test strategic assumptions before finalising the brand concept. Developing the expertise in the field of digital analytics would also increase the quality of decisions, especially in the context of a subscription-based business (Mostaghel et al., 2022).
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