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Task 1: Overview of Case-study

Basil’s Bakery is a small independent bakery in Coventry that has experienced a decline in sales since the Covid-19 pandemic. Despite a slight recovery in customer numbers of sales remaining around 25% below 2019 levels because of lower footfall, increased remote work, and shops closures in the retail park. The main issue is declining revenue caused by changing customers behavior and Basil’s limited business model. The lack of delivery and reliable pre-order service makes it difficult to meet customer needs, while rising costs for rent, utilities, insurance, and organic ingredients are also putting significant pressure on the business’s profitability and future sustainability.


[bookmark: _Hlk205982497]Task 2: Two Proposed Solutions

Solution A: Online ordering and delivery service
The suggested solution is to introduce an online ordering and delivery system through a website or mobile app. Customers would be able to browse products, place orders, pay securely online and choose either home delivery or click- and -collect. This will make ordering easier and more convenient, especially for customers who work from home or cannot visit the bakery. It will increase sales by reaching more customers in different areas and bring back all the customers that are working from home and cannot visit the bakery anymore.


Solution B: Marketing and customers loyalty program 
The suggested solution is to introduce a digital marketing campaign along with customer’s loyalty program. The bakery could advertise through social media, email promotions and local online groups while rewarding repeat customers with points, discounts or free products after several purchases. This would encourage existing customers to return more frequently while attracting new customers. Higher levels of customers engagement would increase brand awareness and build stronger relationships with the local community.

Task 3b) Evaluation Results and Justifications

Based on the evaluation, Solution A: Online ordering and delivery service is the most suitable option for Basil’s Bakery. The Bakery’s main challenge is declining customers footfall caused by changes in shopping habits and increased remote work. An online ordering system directly addresses this issue by allowing customers to place orders from home and choose delivery or click-and-collect. Although the initial setup costs are higher than those of a loyalty program, the long-term benefits outweigh the investment. The solution has the greatest potential to increase sales, improve customers base. In comparison, a marketing and loyalty program may encourage repeat purchases, but it does not solve the problem of customers being unable or unwilling to visits the shop. Therefore, Solutions A received the highest overall score because it is more effective, sustainable and better aligned with the bakery’s long-term business objectives.

Task 4b) Justifications for the Implementation Plan

The implementational plan is organised into four stages to ensure that Basil’s Bakery can introduce the online ordering and delivery service successfully. The first stage is to choose a suitable online ordering platform by comparing different providers, costs and features. This is important because bakery needs a reliable system that meets its business needs. The second stage involves developing and testing the system, including adding products, setting up online payments and delivery options. Testing will help identify and solve technical problems before customers use the service. The third stage is to train staff and prepare for the launch. Employees need to understand how to process online orders, organise deliveries and deal with customer inquiries. The fourth final stage is to launch and promote the service using social media, email marketing and posters in the bakery. This will increase awareness and encourage the customers to use the new service. Overall, the order of this task reduces risks and provides a clear structure for successfully implementing the solution.



Task 5b) Justifications for the KPI and SMART Objectives
The chosen Key Performance Indicator (KPI) is the number of online orders received each month. This KPI directly measures the new online ordering service is achieving its purpose of increasing sales and attracting customers. Monitoring online orders will allow Basil’s Bakery to identify trends and make improvements if demand is lower than expected. The second SMART objective is to gain at least 150 registered online customers within the first six months. This measures customer adoption of the new service and helps build a loyal customers base. The third SMART objective is to achieve at least 90% customers satisfaction from online feedback within six months. High customer satisfaction will encourage repeat purchases and positive word-of-mouth recommendations. Together, the KPI and SMART objectives provide clear measures of success and help management monitor the effectiveness of the new online ordering system.
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Task 7) Key Findings
· Basil’s Bakery has experienced a significant decline in sale, with sales remaining around 25% below 2019 levels.
· Changing customers behaviour and increased remote working have reduced footfall, making it important for the bakery to find alternative ways to reach customers.
· Online ordering and delivery are the most suitable solution because customers can purchase products without needing to visit customers.
· A clear implementation plan is important to ensure the online ordering system is developed, tested, and introduced successfully.
· KPI and SMART objectives will help measure success by monitoring online orders, sales growth, customers numbers and customers satisfaction.
[bookmark: _Hlk208302504]
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Appendix 1 – Task 3a

PMI Evaluation Table

	Online Ordering and Delivery Service 
(for Solution A)

	Plus
	Minus
	Interesting

	Reaches customers work from home and no longer visits the retail.
	Requires investment in a website or mobile ordering system, which may be expensive for small business.
	Could partner with third-party delivery companies such as Uber eats or Deliveroo instead of hiring drivers.

	Reduce lost sales by allowing customers to order in advance rather than leaving because of long queues.

	Staff will require training to manage online orders and maintain service quality
	

	Increases customers convenience by allowing orders at any time.

	
	

	Create an additional source of revenue by reaching customers outside the retail park.

	
	





	 Marketing and Customer Loyalty program 
(Solution B)

	Plus
	Minus
	Interesting

	Improve brand awareness through regular social media posts and online advertising,
	Require regular social media updates, which can be time-consuming for basil.
	Could collaborate with nearby businesses and local events to promote the bakery.

	Attract new customers by promoting seasonal products, discounts and special offers.

	Marketing Campaigns take time to show results.
	

	Loyalty rewards could encourage repeat purchases.
	Discounts and loyalty rewards may reduce short-term profits margins.
	

	It’s less expensive than opening another branch or relocating the business
	Marketing alone will not solve issues such as rising operating costs or reduced retails park footfall.
	






Appendix 2 – Task 4a
Implementation Plan

Name the problem you are solving: Declining in sales
Name the solution you are implementing: Online ordering and delivery services.
	
	WHAT
	HOW

	WHEN

	WHO

	Done

	1
	Choose an online ordering platform 

	Research different website providers, compare costs and features, than select the most suitable one.
	15th July-22nd July 2026

	Bakery Owner
	Done


	2
	Develop and test the online ordering system

	Create the website, upload the menu, set up online payments and delivery options, then test the system before launch.
	22nd July-5th July 2026


	Baker owner and Web Developer 
	Done 

	3
	Train staff and prepare for launch 
	Train employees to process online orders, manage deliveries and respond to customers enquiries.
	5th July-12th August 2026
	Bakery Owner and Staff
	Done

	4
	Launch and promote the service
	Launch the website and advertise through social media, email marketing and posters in the bakery. Monitor customers feedback and online orders.
	12th August-19th August 2026


	Bakery owner and Marketing Staff
	Done



1. 

Appendix 3 – Task 5a

The Key Performance Indicator is: Numbers of online orders received per month.

	Specific
	Measurable
	Attainable
	Relevant
	Time-Bound

	Increase the number of online orders by introducing an online ordering and delivery service.



	Achieve at least 150 online orders per month.
	This target is realistic because the bakery can promote the service through social media, email and in-store advertising.
	Increasing online orders will help the bakery increase sales and reduce its reliance on customers visiting the shop. 
	Achieve the target within 6 months of launching the online ordering service.

	Increase the number of returning customers by encouraging customers to use the online ordering service again.
	Achieve at least 50 repeat online orders per month 
	This target is realistic because the bakery can offer discounts and special promotions to encourage repeat orders.
	Increasing repeat orders will help the bakery build customers loyalty and increase sales.
	Achieve the target within 6 months of launching the online ordering service.
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