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[bookmark: _Hlk205982484]
Task 1: Overview of Case-study
[bookmark: _Hlk205979492]Basil’s Bakery is a small artisan bakery in Coventry, UK, established in 2015. It thrived until 2019, but since the 2020 lockdown, sales have stagnated, it still 25% lower than before pandemic. The root problem is declining footfall in the retail park, compounded by remote working, shop closures, and rising operational costs. Contributing issues include limited-service options (no delivery or reliable pre‑ordering), unpredictable organic ingredient costs, and higher overheads. Together, these factors threaten the long‑term viability of the business.
[bookmark: _Hlk205982497]Task 2: Two Proposed Solutions
(Provide a name) Solution A Proposal
Basil could introduce an online ordering and pre-ordering system, supported by delivery app partnerships.
This would give customers a simple and convenient way to purchase products, even if they work from home or no longer visit the retail park
It would also reduce waiting times, improve customer satisfaction, and help the bakery attract more customers by adapting to the way people shop today.
(Provide a name) Solution B Proposal
[bookmark: _Hlk205980222]Basil could also expand his product range by introducing options such as meal deals, subscription boxes, or supplying local cafe.
This would create new sources of income and reduce the bakery’s dependence on customers visiting the retail park. By attracting different types of customers and selling through more than one channel
The business would be in a stronger position to cope with lower footfall and rising ingredient costs.
Task 3b) Evaluation Results and Justifications
Based on the PMI evaluation, Solution A: Digital Expansion is the strongest option for Basil’s Bakery. It performed better because it responds directly to what customers are looking for today—greater convenience and easier access to products. The evaluation considered factors such as feasibility, cost, customer convenience, and long-term sustainability. Greater importance was given to customer accessibility and profitability, as these are essential for increasing sales and supporting the future of the business. Compared with introducing new product lines, digital expansion requires a lower initial investment while offering quicker benefits. For these reasons, Solution A is the most suitable choice to help Basil overcome the current sales stagnation
Task 4b) Justifications for the Implementation Plan
The implementation plan starts by putting the digital ordering system in place before moving on to marketing and staff training. This order makes sure that everything is working properly before customers are encouraged to use the new service. Rolling out the changes step by step also helps avoid disrupting the bakery’s daily operations. Basil will continue focusing on baking and maintaining product quality, while an IT specialist will set up the system and staff will manage customer orders. By giving each person clear responsibilities, the plan is realistic, well-organised, and easier to implement successfully.
Task 5b) Justifications for the KPI and SMART Objectives
The main KPI for this proposal is to increase sales through online orders, as this directly measures whether the digital expansion is successful. To achieve this, Basil should first introduce an online ordering system that makes it easier for customers to buy his products. A realistic target would be for online orders to account for 15% of total sales within 1 month. This goal is achievable because many customers have already shown interest in delivery and pre-ordering services. It is also highly relevant, as it addresses the main problem of reduced footfall by giving customers another way to purchase from the bakery. Setting a six-month deadline provides a clear timeframe to monitor progress, evaluate results, and make any necessary improvements. Together, these objectives give Basil a clear plan for measuring success and supporting the long-term growth of the business.
Task 7) Key Findings
· [bookmark: _Hlk208302504]Customer numbers at the retail park have fallen significantly since 2020, leading to fewer visitors at Basil’s Bakery. 
· Remote working and the closure of nearby shops have reduced the number of regular customers visiting the bakery each day. 
· Rising operating costs and the unpredictable price of organic ingredients are putting increasing pressure on the bakery’s profits. 
· The lack of delivery and a reliable pre-ordering system makes it harder for customers to buy Basil’s products conveniently. 
· Introducing digital services, such as online ordering and delivery, offers the best opportunity to increase sales and support the long-term success of the business.
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Appendix 1 – Task 3a

PMI Evaluation Table
	Provide the Name (for Solution A)

	Plus
	Minus
	Interesting

	Expands customer reach beyond retail park
	Initial setup costs for digital tools
	Potential partnerships with delivery apps

	Meets demand for convenience (remote workers, pre‑orders)

	Requires staff training and adaptation
	Could open new revenue streams

	Reduces waiting times with pre‑ordering

	Basil may need external IT support
	Aligns with modern consumer habits

	
Relatively low investment compared to diversification
	Risk of technical issues
	Opportunity to build customer loyalty


[bookmark: _Hlk210816971]Therefore: Overall Total for Name (for Solution A) = Positive


	Provide the Name for Solution B

	Plus
	Minus
	Interesting

	Creates new revenue streams (subscriptions, wholesale)
	Higher complexity in operations
	Could attract new customer segments

	
Reduces reliance on retail park footfall
	Requires more resources and time
	Potential for collaborations with cafés

	
Stabilizes income against ingredient cost fluctuations
	May distract Basil from core baking
	Could reposition bakery’s brand

	Builds resilience through multiple channels

	Higher upfront investment
	Long‑term sustainability potential


Therefore: Overall Total for Name (for Solution B) = Mixed
PMI Evaluation adapted from De Bono (1999) Thinking Tools for Creativity.



Appendix 2 – Task 4a
Implementation Plan

Name the problem you are solving:
Name the solution you are implementing: 
	
	WHAT

	HOW
	WHEN

	WHO


	1
	Set up online ordering system

	Hire IT support to build/order platform, install it, learn how it to use it and familiarise with it

	From 10th of August 2026 to 17th August 2026.

	
Basil + IT consultant


	2
	
Train staff on digital tools (Possible expansion)

	Provide training sessions for order management, to be able to keep up with technology. Also encourage them to differentiate life in a digital world and real world.


	From 24th of August  2026 to 31th August 2026.

	
Basil + Staff


	3
	Launch marketing campaign


	
Social media, flyers, retail park promotions. This is something that must people do to reach clients as it makes you growth progressively.

	From 1st of September 2026 to 10th September 2026.



	

Basil + Marketing Support

	4
	
Partner with delivery apps

	
Negotiate contracts with local delivery services to execute orders that will come.

	From 11th of September 2026 to 18th September 2026.


	
Basil



















Reference: Implementation planning adapted from Kotler & Keller (2016) Marketing Management. 
· 

Appendix 3 – Task 5a

The Key Performance Indicator is: Percentage of total sales generated via online orders.

	Specific
	Measurable
	Attainable
	Relevant
	Time-Bound

	
Launch online ordering system




	
Track % of sales from online orders
	
Target 15% within 1 months



	
Directly addresses reduced footfall




	
Achieve by 1 Month 

	Launch marketing campaign


	Scale, rate and interact with customers by reaching at least 500 engagements
	Base on the current situation and integration, it is pretty much realistic at this point.
	Promotes awareness of the new digital service, directly addressing reduced footfall.
	Complete the campaign rollout and achieve results within 2 months of launch.

	
Partner with delivery apps

	Secure contracts and begin operations with these apps, aiming for 20% of online orders to come through delivery partners.
	Delivery services are already active in the area, making partnerships feasible.
	Provides customers with convenient access to bakery products, supporting sales growth.
	Finalize partnerships and integrate services within 3 months.



Reference: SMART framework adapted from Doran (1981) Management Review.
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