Task 1: Overview of Case Study
[bookmark: _Int_4qpOM9Tn]Basil’s Bakery is a small independent bakery in Coventry that sells high-quality breads, cakes, and pastries. The business was successful until COVID-19, but sales have stayed around 25% below the 2019 figures. The main problem is that Basil is struggling to attract enough customers which is affecting sales. This is caused by fewer people visiting the retail park, shops closing and more office workers working from home. Basil also does not offer delivery and struggles with pre-orders, which can lead to long waiting times. At the same time, his rent, bills, and ingredient costs have increased, making it harder for the business to remain profitable.

Task 2 : Solutions
Solution A: Digital Marketing
[bookmark: _Int_rqln9YAy][bookmark: _Int_SiJs5nRk][bookmark: _Int_Y1juefAo]Digital marketing could help Basil reach more customers outside of the retail park. Basil could create social media pages such as Instagram and Facebook to advertise his products, special offers and new items. He could also use local online adverts to target people living and working around Coventry. This could be useful because fewer people are now visiting the retail park and many office workers work from home. By promoting the bakery online, Basil could reach customers who may not normally visit the shop. This could increase awareness of the bakery, attract new customers and encourage existing customers to return (Knight and Vorster Larsen, 2026).
Solution B: Online Ordering and Delivery
[bookmark: _Int_0XGjQitI]Another possible solution would be to introduce an online ordering and delivery service. Customers could order products before visiting the bakery or have them delivered to their home or workplace. This would help solve the problem of customers asking to pre-order and could reduce waiting times during busy periods. It could also help Basil reach customers who now work from home or no longer work in the retail park. Although setting up the service would have extra costs, it could create another way for Basil to make sales without relying only on people visiting the retail park (Kingsnorth, 2022).







Task 3a: PMI Evaluation
[bookmark: _Int_6g1MHihn]The PMI method helps consider the positive, negative and interesting aspects of each possible solution (De Bono, 1985)
Solution A- Digital Marketing
	Plus
	Minus
	Interesting

	Can reach more local customers
	Basil will need to spend time managing social media
	Customers can see new products before visiting

	[bookmark: _Int_4zklhTz5]Can advertise special offers
	Online advertising can cost money
	Social media could show which products customers like most

	Could increase awareness of the bakery
	Results may take time
	Basil could build a loyal online following

	Can reach people working from home
	Basil may need to learn how to use some platforms
	Customers could share posts with others



I gave digital marketing higher scores for cost and ease of implementation because Basil can start using social media without the larger costs and extra staff that delivery could require.
Digital marketing has more advantages because it can help Basil reach customers without relying only on people visiting the retail park.

Solution B- Online ordering and Delivery 
	Plus
	Minus
	Interesting

	Customers can order without visiting the shop
	Delivery would create extra costs
	Could reach customers working from home

	Could reduce waiting times
	Basil may need another person to help with deliveries
	Customers could order for workplaces

	Makes ordering more convenient
	Setting up an ordering system could cost money
	Could increase sales outside the retail park

	Could increase sales
	Basil is already busy baking
	Could work alongside social media marketing



Overall: Online ordering and delivery could increase sales, but it would be more difficult for Basil to manage because he already has limited time and resources.

	Criteria
	Digital Marketing
	Online Ordering & Delivery

	Cost
	4
	2

	Ease of implementation
	4
	2

	Ability to reach customers
	5
	4

	Potential to increase sales
	4
	5

	Total
	17/20
	13/20



Task 3b: Evaluation Results and Justifications
[bookmark: _Int_M4u898r0]Based on the PMI evaluation, I have chosen digital marketing as the best solution for Basil’s Bakery. I used cost, ease of implementation, ability to reach customers and potential to increase sales as my criteria. These were chosen because Basil is a small business with limited time and resources, so the solution needs to be affordable and realistic to manage. Digital marketing scored 17 out of 20, compared with 13 out of 20 for online ordering and delivery. Digital marketing scored higher because it would be easier and cheaper for Basil to start, while still allowing him to reach more customers. Online ordering and delivery could increase sales, but it would cost more and may be difficult for Basil to manage while he is also responsible for baking. Therefore, digital marketing is the most suitable solution because it directly addresses the problem of fewer customers visiting the retail park and gives Basil a realistic way to promote his bakery.
Task 4a: Implementation Plan
Problem being solved:
Basil's Bakery has experienced stagnating sales because fewer customers are visiting the retail park.
Solution being implemented:
Digital Marketing

	Stage
	What
	How
	When
	Who

	1
	Set up social media
	Create Instagram and Facebook business accounts and add information about the bakery.
	Week 1
	Basil

	2
	Create content
	Take photos of products and post new products, offers and bakery updates.
	Weeks 2–3
	Basil

	3
	Advertise locally
	Use social media adverts to target people living and working near Coventry.
	Weeks 4–6
	Basil

	4
	Review results
	[bookmark: _Int_rwLR4vkh]Check followers, engagement, customer responses and changes in sales. Make changes where needed.
	Monthly
	Basil


(Slack, Brandon-Jones and Burgess, 2024)
[bookmark: _Int_oR8VCgBZ][bookmark: _Int_dqRZEO6Q][bookmark: _Int_gXLyZ90F][bookmark: _Int_RKWFytwL][bookmark: _Int_OPPSPcnv]The first stage is to set up the social media accounts because Basil needs somewhere to promote the bakery. The second stage focuses on creating regular content so customers have a reason to follow and engage with the bakery. Once Basil has content available, he can begin local advertising to reach more potential customers. The final stage is reviewing the results to see whether the digital marketing is actually helping to increase customer interest and sales. Basil is responsible for the tasks because the case study explains that he is the main person working at the bakery. The stages are spread out rather than being done all at once because Basil is already busy baking and may not have much spare time.


Task 4b: Justification for the Implementation Plan
[bookmark: _Int_drBL4VNc][bookmark: _Int_X5m0pg6a]The order of the implementation plan is important because Basil needs to set up his social media accounts before he can start promoting the bakery. The first stage is therefore to create the accounts and add the bakery's information. The next stage is creating regular content, such as pictures of products and special offers, so there is something for customers to see. Local advertising is then introduced once the accounts have content on them. I have chosen these stages because Basil is already busy baking, so trying to complete everything at once could be difficult. The final stage is reviewing the results each month to see if the marketing is helping to increase customer interest and sales. Basil is responsible because he runs the bakery and already understands his customers and products. The plan also gives him time to manage the marketing alongside his normal work (Knight and Vorster Larsen, 2026).

Task 5a – KPI and SMART Objectives
The Key Performance Indicator (KPI) is:
Increase in monthly sales following the introduction of digital marketing.
Reach 500 local social media followers within three months.
Post on instagram and Facebook at least three times a week for six months  
	SMART
	Objective

	Specific
	Increase Basil's bakery sales by using Instagram and Facebook to promote products, offers and the bakery.

	Measurable
	Aim for a 10% increase in monthly sales compared with the current average.

	Attainable
	A 10% increase is a realistic starting target for a small bakery using a new marketing method. Post on instagram and Facebook at least three times a week for six months

	Relevant
	Increasing sales directly addresses Basil's main problem of sales remaining around 25% below 2019 levels.

	Time-bound
	Aim to achieve the 10% increase within 6 months of starting the digital marketing campaign. Reach 500 local social media followers within three months.


(Knight and Vorster Larsen, 2026).


Task 5b: Justification for the KPI and SMART Objectives
[bookmark: _Int_y54X9VHI][bookmark: _Int_Fnf4FOee]The KPI I have chosen is an increase in monthly sales because the main problem for Basil's Bakery is that sales have remained around 25% below the 2019 figures. This makes sales a useful way of checking whether the digital marketing is actually helping the business.
[bookmark: _Int_jAjpI7Z2][bookmark: _Int_HGvG6j55][bookmark: _Int_2lhvPCGx][bookmark: _Int_jYefcQ4Z][bookmark: _Int_4g04SCoi][bookmark: _Int_xkhOjYEh][bookmark: _Int_JB6YeWSV][bookmark: _Int_o8qSbig7][bookmark: _Int_SaErQoit]The first SMART objective is to increase sales by 10% within six months. I think this is a realistic target because digital marketing will be new for Basil, so it may take time to build an audience and attract new customers. The second objective is to reach 500 local social media followers within three months. This gives Basil a clear target for building awareness of the bakery in the local area. The final objective is to post on Instagram and Facebook at least three times a week for six months. This is important because regular posts can help keep the bakery in customers' minds and promote its products and offers. These objectives are all linked to the main aim of increasing sales and attracting more customers. SMART objectives are useful because they give the business clear targets that can be measured and reviewed over time (Doran,1981). Overall, these objectives are linked to Basil’s main aim of attracting more customers and increasing sales.


Task 6: Key Findings
· [bookmark: _Int_WWVYknM5]Basil's Bakery sales have remained around 25% below 2019 levels, showing that the business has not fully recovered.
· Reduced footfall and hybrid working have changed the number of customers visiting the bakery.
· Basil's lack of delivery and pre-ordering means he may be missing opportunities to meet changing customer needs.
· Rising costs, including rent, energy bills and organic ingredients, are making it harder for the business to remain profitable.
· [bookmark: _Int_7Kt0NO0A][bookmark: _Int_QzjDK7C6]Digital marketing was chosen as the best solution because it is relatively affordable, easy to introduce and could help Basil reach more local customers.
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