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[bookmark: _Toc234985804]Introduction
An examination of the problem faced by Basil Bakery will be outlined in this report. it will include an overview, the problem and why this is ongoing. Therefore, a suggestion of two solutions will be offered by the use of Plus, Minus and Interesting tool will assist in deciding the best solution. Additionally, the KPI and SMART objectives will show if this solution is good to implement to enhance to business performance.  Result of these solutions will be in the appendices.
[bookmark: _Toc234985805]Task 1: Overview of Case Study
Basil's Bakery is owned by Basil, an independent baker who takes pride in his work and has a small business in a retail park in Coventry. Basil has seen an ongoing drop in sales since the COVID-19 pandemic. Sales are still significantly lower than they were before the pandemic limitations were lifted, even if the number of customers increased. The reduced retail park activity and shifting customer habits are the root causes of the decreasing customer demand. Accessibility has become more significant due to rising competition and changing expectations, while remote employment has influenced customer behaviour. Profitability has also decreased due to growing operating and product expenses. At present, the bakery does not participate in any marketing initiatives that might improve client connections and promote recurring business Overall, both external and internal factors are affecting performance.
[bookmark: _Toc234985806]Task 2: Two Solutions
[bookmark: _Toc234985807]Solution A Proposal – Customer Loyalty Programme
Solution A proposes to launching a loyalty program for customers will make recurrent purchases and allow them to earn rewards, discounts, or freebies. Loyalty programs enhance the frequency of purchases and promote customer retention (Khodakarami et al., 2024). Keeping current customers for the business is more economical and efficient than finding new ones (Guerola-Navarro et al., 2024). The initiative would improve connections with current customers and offer rewards for ongoing purchases. The bakery may enhance sales performance and strengthen its reputation in the neighbourhood by increasing customer engagement and repeat business.


[bookmark: _Toc234985808]Solution B Proposal – Social Media Marketing Campaign
Solution B involves creating a strategic social media marketing plan. Daily content would engage local customers, showcase high-quality ingredients and promote products (Liu et al., 2025). Social media sites like Facebook and Instagram have the potential to increase brand recognition and draw in new customers (Nkegbe and Abor, 2023). It will allow for direct customer connection and fairly affordable advertising (Utomo et al., 2023). However, customer engagement and regular content production are essential for success (Celestin et al., 2024). It can also take some time for results to show up. Therefore, even while the solution is advantageous, it could not increase sales at once.
[bookmark: _Toc234985809]Task 3b: Evaluation Results and Justifications
The Customer Loyalty Programme was chosen as the best option after the two were compared because it offers Basil's Bakery greater long-term advantages (see Appendix 1). A social media marketing strategy may increase brand recognition and draw in new customers, but its outcomes are frequently unpredictable and need ongoing content production (Kumar, 2025). A loyalty program, on the other hand, encourages current customers to come back more often, which increases repeat business and improves customer relations (Singh et al., 2023). Given Basil's Bakery's existing customer base, rewarding loyal customers is a sensible and cost-effective strategy to increase sales and foster the company's future expansion.
[bookmark: _Toc234985810]Task 4b: Justifications for the Implementation Plan
An implementation strategy has been set up to guarantee that the customer loyalty program is launched in an orderly and transparent way (see Appendix 2). In order for Basil to select a reward system that satisfies customer needs and is economical for the company, basic research must be completed first. Before the program launches, staff members receive training to make sure they know how it operates and can effectively describe it to clients. Once the program is live, marketing efforts start to maximise customer awareness and promote sign-ups to the programme (Sundar, 2025). As Basil has the most knowledge of the bakery's operations, he is in charge of overseeing each step and ongoing observation will assist find any changes required to boost the program's effectiveness.



[bookmark: _Toc234985811]Task 5b: Justifications for KPI and SMART Objectives
The chosen KPI allows Basil to determine how many customers are signing up for the loyalty program and whether the new program is promoting repeat business (see Appendix 3). An increasing number of members would suggest that customers appreciate the benefits provided and are more likely to visit the bakery again (Amini and Jahanbakhsh, 2023). The SMART objectives offer attainable goals for raising membership, repeat business and monthly sales within specified timelines (Yuwei, 2024.). Basil will be able evaluate whether the loyalty program is enhancing customer retention and business performance by keeping an eye on these outcomes. The awards or promotional activities can be evaluated and modified to increase customer engagement if the goals are not met.
[bookmark: _Toc234985812]Task 6: Key Findings
· Sales at bakeries remain influenced by changes in customer behaviour. 
· Sustainable expansion depends on customer retention (Yang et al., 2022). 
· An affordable and useful solution is provided by a loyalty program. 
· Customer involvement and employee training are necessary for effective implementation (Lutfi et al., 2022).
· SMART goals and KPIs offer precise performance indicators (Kiron et al., 2023).
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[bookmark: _Toc234985815]Appendix 1 – Task 3a: PMI Evaluation
Solution A – Customer Loyalty Programme
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Overall Total = +18

Solution B – Social Media Marketing Campaign

[image: ]


Overall Total = +14
A customer loyalty program and a social media marketing campaign were compared using the Plus, Minus and Interesting (PMI) approach to see which would be best for Basil's Bakery. Edward de Bono developed the PMI decision-making technique, which encourages companies to consider both the benefits and drawbacks of each option before selecting one (Bosânceanu, 2022). It also considers any unexpected outcomes that can influence future company choices. The customer loyalty program was proven to offer a variety of advantages since it promotes recurring purchases, enhances customer retention and fosters long-term connections with current customers. 
When compared to other marketing strategies, the expenses associated with implementing incentive programs and monitoring consumer purchases are minimal. Increasing brand recognition and drawing in new customers via online channels are two further advantages of the social media marketing plan. Its success, however, relies on producing content on a regular basis and sustaining customer engagement, which may not necessarily lead to quick sales. Comparing the two choices and determining which gave Basil's Bakery the most long-term value was made simpler by using the PMI approach.






































[bookmark: _Toc234985816]Appendix 2 – Task 4a: Implementation Plan 
Name the problem you are solving: Sales remain approximately 25% below 2019 levels due to reduced customer footfall and changing customer behaviour 
Name the solution you are implementing: Customer Loyalty Programme
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An implementation plan is a helpful tool that helps companies outline the steps required to successfully launch a new idea (Morandini et al., 2023). It specifies the primary tasks, assigns accountability for each job and establishes reasonable deadlines (Trzeciak et al., 2022). This ensures that everyone is aware of their responsibilities and that the project moves forward in a planned manner (Motta et al., 2023). The implementation strategy for Basil's Bakery is intended to launch a customer loyalty program. The first step is investigating several loyalty programs and selecting the one that would work best for the bakery and its customers. Following the selection of an appropriate program, Basil will design loyalty cards and lay out precise terms and conditions. After that, employees will receive training so they can correctly record customer incentives and convincingly explain the plan. Posters, social media and in-store displays will all be used to promote the initiative and entice people to sign up. Lastly, Basil will routinely evaluate sales results and consumer involvement to see whether the loyalty program is promoting recurring purchases and fostering company expansion.

[bookmark: _Toc234985817]Appendix 3 – Task 5a: KPI and SMART Objectives

Key Performance Indicator is: Number of customers enrolled in the loyalty programme each month
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Key Performance Indicators (KPIs) are used by businesses to assess the effectiveness of new strategies and if they are contributing to the achievement of corporate goals (Francis et al., 2022). A KPI gives management quantifiable proof that can be routinely evaluated, enabling them to find areas for development or make any adjustments if needed (Sakyi et al., 2022). SMART objectives are frequently used in conjunction with KPIs because they provide goals that are Specific, Measurable, Achievable, Relevant and Time-bound (Sagala, 2022). When combined, they offer an easy method of monitoring development and assessing company success (Efkarpidis et al., 2022). 
The number of consumers engaged in the loyalty program each month is the selected KPI for Basil's Bakery because it provides a direct indicator of customer engagement and involvement in the new program. The SMART goals are to increase monthly sales within a reasonable timeframe, improve repeat customer visits and increase participation in loyalty programs. These indicators will assist Basil in tracking if the loyalty program is increasing sales and motivating consumers to come back more regularly. Basil will review sales and make any additional changes if the program is not producing the desired outcomes.


1

image3.png
Task (WHAT) WHEN WHO Done

Design a suitable

customer loyalty Week 1 Basil Completed
programme,

including rewards

and eligibility.

Create cards and

prepare Week 2 Basil Completed
promotional

materials for the

programme.

Train staff on how

the programme Week 3 Basil Completed
works and

registering.

Launch the
programme and
promote it in-store
and on social
media.

Week 4 Basil Completed

Monitor customer

sign-ups, repeat Continuous
P ECE Bl Weeks 5-12 Basil

sales performance,

making

improvements

where necessary.




image4.png
Specific

Measurable

Attainable

Relevant

Time-Bound

Introduce a loyalty programme for
customers to encourage repeat
purchases and strengthen customer

loyalty.

Register at least 200 loyalty programme
members, increase repeat customer
visits by 20%, and increase monthly
sales by 15%.

It is achievable because Basil's Bakery
already has a loyal customer base,
making it realistic to encourage more
repeat visits through rewards and
incentives.

The objectives support the bakery's goal
to increase sales by improving customer
retention and encouraging customers to
return more frequently.

Launch the loyalty programme within 4
weeks, gain 200 members within 6
months, increase repeat customer visits
by 20% within 6 months and increase
monthly sales by 15% within 9 months.




image1.png
Plus (+)

Encourages repeat
purchases and improves
customer loyalty (+5)

Implementing cost is low
and easier to launch (+4)

Improves customer
relationships (+5)

TOTAL = +14

Minus (-)

Rewards may reduce profit
margins (-3)

Staff need training to use
the scheme (-2)

Some customers may not
join the programme (-2)

TOTAL=-7

Interesting (+/-)

Spending habits can be
monitored to improve future
promotions (+4)

The programme can be
become a digital rewards
app in the future (+3)
Special rewards and offers
can be available during
quieter periods to increase
sales (+4)

TOTAL = +11




image2.png
Plus (+)

Increases brand awareness
and attracts new customers
(+5)

Low advertising costs
compared with traditional
marketing (+4)

Promotes new products and
special offers fast (+4)

TOTAL = +13

Minus (-)

Regular content creation
and time needed (-4)

Results can vary and take
time (-3)

Depends on customers
actively using social media
(-2)

TOTAL =-9

Interesting (+/-)

Track engagement of
customers through social
media data (+4)
Increased interaction
through promotions and
competitions (+3)

Could lead to collaborations
with local influencers (+3)

TOTAL = +10




