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Title: GreenNest: Simplifying the Zero-Waste Journey 

Project Development 

 

Project Concept 

GreenNest is a Manchester-based store selling sustainable products in a lifestyle category, which 

provides convenience to those who are new to zero-waste living. GreenNest sends kits for the 

kitchen, bathroom, cleaning, and gifting requirements. This idea was developed based on 

noticing the lack of clear guidance and decision tiredness of consumers interested in sustainable 

lifestyles. The deliverables of the project are the business model canvas, Fiorino diagram, 

sketches of the necessary alterations, and the selected brand look and feel generated based on 

ethical consumption and the education of consumers. 
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Evaluation 

The assessment for the GreenNest project involved structured feedback mechanisms that 

included the weekly group tutor's feedback session, Padlet feedback and feedback from the 

customer insight. Powell and Stringer established that 68% of participants had no idea where to 

start as they adopted a decrease in waste production (Mintel, 2023). Most responded better to 

advertisements that referred to ‘recommended’ products than to specific ones. The evaluation 

also looked at the cost that the product puts on them and its accessibility, as sustainability was 

seen to be effective and to scale it required products that were affordable and easy to use. 

Introduction 

 

In Manchester, GreenNest brings convenient and eco-friendly lifestyle kits to the public. We 

work to ensure that being environmentally friendly is simple, interesting and easy for anyone, 

using a mix of valuable items and enlightening learning materials. Because I am the founder, I 

contribute with research skills, talk with customers, and use Canva and Adobe for branding, 



 

5 

 

marketing, and creating products. In the coming months, we want to bring an online store and 

have pop-ups nearby by September 2025, sell 500 eco-kits in our second year and have a 

minimum of 100 subscribers to our eco-guides. Kit revenue will range between £10 and £35, and 

the primary income will be from subscriptions to online features. GreenNest answers consumer 

requests for transparent and straightforward information about sustainable products, meeting the 

problems pointed out by WRAP (2022), such as confusion and a lack of guidance. Customers 

receive QR-based tutorials in every kit, supporting them in their effort to live zero waste from 

their first day.  

Customer Research 

 

The initial stage of data collection was an online survey adapted from a similar study by the 

authors; 40 people aged between 18 and 35 and mostly residing in Greater Manchester 

completed the survey. About 70% of the people surveyed showed interest in cutting down on 
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plastics, but had little information on how to begin. These findings support the studies conducted 

by Rudolph (2024), according to which the chances of making sustainable decisions are higher 

when the process is made simpler. The feedback was implemented to direct the formulation of 

products and also the prices that are required to be charged. 

Market Research 

 

Researchers say that more people are looking for easy ways to protect the environment. The size 

of the UK eco-lifestyle market has expanded by an average of 12% every year since 2020, 
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primarily due to the regrets consumers feel and their need for advice on eco-friendly living. 

According to WRAP, 65% of consumers want to cut down on waste, though they don’t know 

how. All practised quote startup focuses on beginner products and guides, making us one of a 

kind. Because of this gap, GreenNest can provide bundle kits that steer users in the right 

direction. In addition, Fioramonti (2024) points out that consumers play a key role in 

sustainability transitions, which shows how useful and valuable GreenNest’s blend of products 

and education is. We are well-suited at the connection point between retail and learning because 

our solution fulfils real market requirements.  

Sustainability Research 

 

GreenNest aligns with the 3 sustainable goals, namely: SDG 12 – Responsible Consumption, 

SDG 4 – Quality Education, and SDG 9 – Industry, Innovation & Infrastructure. All packaging is 
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biodegradable, compostable or reusable, and the suppliers used are checked to ensure that they 

meet the FSC and Fair Trade standards. This is evident, as GreenNest links educational material 

with the product and delivers sustainability education with the delivery of the product. Regular 

sessions on composting, using substitutes for plastics, and eco-friendly gift ideas build the spirit 

of belongingness and mission. Sustainability is not an additional attribute of the brand—it is part 

of its DNA and business strategy.  
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Brand Development 

 

Team and SWOT Analysis 

GreenNest has a registered Sustainability Consultant who addresses the issue of sourcing, while 

the Creative Officer is in charge of the company's image. This is according to a SWOT analysis, 

which presents the strengths of Portal 2, such as it has educational content and is relatively 

focused on a particular market, while the weaknesses or time and awareness. These include 

school-industry linkages as one of the notable points on the macro-environment aspects to 

consider. The threat comes in the form of greenwashing, and this is a result of market 

unfamiliarity. 
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Logo and Global Presence 

The logo has a green ring around a leaf, which highlights the values of the company and its 

adherence to ecological and nature preservation principles. The name of the brand is written in 

bare green fonts, which form the word 'GreenNest’. The words “ZERO WASTE” are written in 

green capital letters below that repeat the company’s main idea in an unchanging format. Global 

expansion will target progressive environmental cities: Dublin, Amsterdam, and Melbourne. Due 

to this, various locations cannot down with consideration being given to their circular economy 

structure and their policies on ethical small businesses (Ellen MacArthur Foundation, 2023). The 

local artists and makers will be engaged in developing region-sensitive sets of content according 

to the culture and climate of the regions involved.  
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Final Outcome 

 

Business Model Canvas 

GreenNest’s business plan is to work closely with suppliers who are eco-certified, along with 

local designers and packagers. The main types are the creation of content, order delivery, and 

customer awareness. The company's value proposition – rather than selecting from a plethora of 

options, the customer gets clean, easy-to-implement schemes. Manchester shop, online store, and 

monthly temporary outlets are the identified channels here. It established a model that can thus 

be described as being sustainable in the longer term in both an environmental and a financial 

sense (Deloitte, 2023). 

Reflection 

Indeed, this project assisted the creator in transforming from a seller mentality to a changer 

attitude. Thus, new, valuable skills in branding, sustainability, and human-centred design were 

developed. The main difficulty was how to make concepts innovative and consumer-oriented at 

the same time while disclosing complicated concepts. The feedback led to streamlining of design 
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layouts and enhancing messages about the products that were on offer. The work on GreenNest 

also enhanced e-communication skills in Canva and packaging design skills. Researching the 

behaviour change framework made it easier to link the project to the consumers' authentic needs. 

This proved that small and effective solutions – such as opening a crate – open up new 

perspectives in life.   
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