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[bookmark: _Hlk205982484]
Task 1: Overview of Case-study
[bookmark: _Hlk205979492] Basil’s Bakery is a small independent shop in Coventry, and its sales have stayed low since 2020. The main issue is that far fewer people visit the retail park now, which means Basil has lost many of his regular customers. Several things caused this drop: nearby shops have closed, some workers were made redundant, and many office staff now work from home instead of coming in every day. Basil also cannot offer delivery, and he often misses phone calls for pre‑orders, which frustrates customers. At the same time, his bills, rent and ingredient costs keep rising. All these challenges make it difficult for the bakery to remain successful in its current form.
[bookmark: _Hlk205982497]Task 2: Two Proposed Solutions

Solution A: Loyalty Card & Rewards Scheme
 This solution introduces a simple loyalty card where customers earn points or small rewards each time they buy something. For example, after ten purchases, they could get a free pastry or a small discount. This encourages customers to return more often and helps Basil keep the customers he still has. It also makes people feel valued, especially those who now visit less because of home‑working. A loyalty scheme is easy to run, low‑cost, and can increase repeat sales. It supports the root problem by motivating customers to come back even when footfall is low.

Solution B: Seasonal Menu & Special Promotions
 This solution focuses on creating seasonal products and small promotions to attract more customers. Basil could offer limited‑time items, holiday‑themed treats, or “lunchtime deals” during quieter periods. Seasonal products often create excitement and encourage customers to visit more regularly. Promotions can also help Basil compete with other food options in the area. This solution helps the root problem by giving people a reason to visit the bakery even when the retail park is quiet. It is simple for Basil to manage and does not require extra staff or major changes.

Task 3b) Evaluation Results and Justifications
 Based on the PMI results, Solution B: Seasonal Menu & Special Promotions is the most suitable option to continue with. It scored +18, which shows it brings many useful benefits for Basil’s Bakery. Seasonal products make the bakery feel fresh and interesting for customers, which can increase visits (Khan et al., 2023). Promotions also help attract people during slower periods of the day and can boost customer engagement (Blattberg & Neslin, 1990).
 When choosing the best solution, I used criteria such as customer attraction, ease of work for Basil, cost impact, and long‑term usefulness. These criteria were selected because they directly relate to Basil’s main problem: low customer footfall. Customer attraction received the highest weighting because it has the strongest influence on increasing visits. Practicality was also weighted highly, as Basil works alone and prefers not to hire extra staff (Stokes, 2000).
 I also considered other possible solutions, such as creating a bakery website with pre‑order options. Although this sounds modern and useful, Basil does not have the technical skills to build a website and would need to hire a professional, which increases cost and complexity (Laudon & Traver, 2021). Since he enjoys working independently and values organic ingredients and creative baking, developing seasonal products is more motivating and realistic for him. This makes Solution B the most justified choice.

Task 4b) Justifications for the Implementation Plan
 The order of the tasks in the Implementation Plan is chosen to make the process clear and easy for Basil. The first step is creating and testing the seasonal menu items. This must come first because Basil needs finished products before he can promote them. Seasonal items also help attract customers by offering something new and interesting (Khan et al., 2023). Planning tasks in a logical order helps small businesses work more efficiently (Barringer & Ireland, 2016).
After the products are ready, the next step is creating promotional offers. Promotions work best when they support existing items and help increase customer engagement (Blattberg & Neslin, 1990). The third task is promoting and launching the menu. Advertising is placed here because customers need to see the new items and deals before deciding to visit the bakery (Ottenbacher & Harrington, 2009). A clear implementation plan also helps avoid confusion and keeps the work organised (Locke & Latham, 2019).
The final step is reviewing results. Basil needs real sales data and customer feedback to understand what worked well and what should be improved. Basil completes all tasks because he works alone and prefers independent work (Stokes, 2000).

Task 5b) Justifications for the KPI and SMART Objectives
 The KPI I chose, “Increase customer footfall during quiet hours by 15% within 4 weeks”, is suitable because it directly measures Basil’s main problem: low customer visits. Footfall is a clear and simple number that Basil can track every week, and it shows if the seasonal menu and promotions are working. Customer footfall is often used in small food businesses to understand customer behaviour and sales changes (Grewal et al., 2018).
 Each SMART objective supports this KPI in a practical way. The Specific part focuses on seasonal items and promotions, which are known to attract more customers by offering something new and exciting (Khan et al., 2023). The Measurable part is easy because Basil can count visitors and compare them with last month. The Attainable part is realistic since Basil works alone and can prepare seasonal items without extra staff (Stokes, 2000). The Relevant part connects directly to the bakery’s problem, and the Time‑Bound part gives Basil a clear 4‑week period to test the results. Overall, the KPI and SMART objectives are simple, realistic, and fit Basil’s working style and business needs.






Task 7) Key Findings

· Basil’s Bakery is losing customers mainly because fewer people visit the retail park, and many office workers now stay home.
· Out of the two solutions, the PMI results showed that Seasonal Menu & Special Promotions is the strongest option, with a high positive score.
· Seasonal items and small deals can attract more customers, create excitement, and help Basil stand out from other food places.
· The Implementation Plan is simple and realistic because Basil can complete all tasks alone, step by step.
· The KPI and SMART objectives clearly measure customer footfall and give Basil a practical 4‑week period to test if the solution works (Rubin, 2002; Marr, 2015).
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Appendix 1 – Task 3a

PMI Evaluation Table

	Loyalty Card & Rewards Scheme

	Plus
	Minus
	Interesting

	Encourages repeat visits   (4)
(Belli et al., 2021)
	Might not attract new    customers  (-2)   (Demoulin & Zidda, 2009)
	Customers may enjoy collecting rewards (2)
(Demoulin & Zidda, 2009)

	
Low cost to set up    (3)
(Dorotic et al., 2012)
	
Takes time to track points (-3)
	Could increase word‑of‑mouth (4)
(Belli et al., 2021)

	
Easy for Basil to manage   (2)
	
Some customers may forget to use it (-5)
	
Could help Basil understand buying habits (-1)

	
Makes customers  (5)
feel valued 
	
Rewards reduce profit slightly (-1)
	Could be linked to seasonal offers (5)

	
TOTAL: 14
	
TOTAL: -11
	
TOTAL: 10



[bookmark: _Hlk210816971]Therefore: Overall Total for Name (for Solution A) = 13










	Seasonal Menu & Special Promotions

	Plus
	Minus
	Interesting

	Easy for Basil to run without extra staff (2)
	Seasonal items may take extra planning (-2)
	Holiday‑themed treats can create buzz (5)

	
Special deals can bring more customers during quiet hours (3)
	Some customers might not notice the new offers (-3)
	Could help Basil test which flavours people like most (2)

	
Seasonal items make the bakery feel fresh and exciting   (4)
	Limited time products can create small waste if they don’t sell (-4)
	Promotions can be linked to weather or events (4)

	Helps Basil stand out from nearby food places (5)

	Discounts reduce profit a little (-1)
	People may visit just to try the “new thing” (3)

	
TOTAL: 14
	
TOTAL: -10
	
TOTAL: 14



Therefore: Overall Total for Name (for Solution B) = 18



Appendix 2 – Task 4a

Implementation Plan 

Name the problem you are solving: Low customer footfall in the bakery
Name the solution you are implementing: Seasonal Menu & Special Promotions
	
	Task
	WHAT

	WHEN

	WHO

	Done

	1
	Create 3,4 seasonal menu items (spring pastries, themed treats like Halloween and Christmas themes) (Williams et al., 2026)
	Design and test new seasonal recipes and choose the final products


	12/03/2027 to 17/03/2027
One week
	Basil


	Seasonal items are prepared and ready to sell



	2
	Create promotional offers

	Create a lunchtime deal and limited time offers for the seasonal products
(Piernas et al., 2022)
	18/03/2027 – 20/03/2027 
(3 days)
	Basil



	Offers prices are set for a limited time


	3
	Promote and launch the seasonal menu


	Advertise the new products using posters, in-store displays, and social media, then launch the menu
	21/03/2027 – 25/03/2027 
(5 days)

	Basil



	Signs are displayed clearly inside and outside the bakery



	4
	Review the results


	Monitor sales and customer feedback and decide what to improve for the next season
(Dorotic et al., 2012)
	26/03/2027 – 09/04/2027 
(2 weeks)


	Basil



	Basil records sales and customer comments for each seasonal item




Appendix 3 – Task 5a

The Key Performance Indicator is: 
Increase customer footfall during quiet hours (12:00–14:00) by 15% within 4 weeks

	Specific
	Measurable
	Attainable
	Relevant
	Time-Bound

	
Basil will introduce 3–4 seasonal items and run lunchtime promotions to attract more customers.


	
Customer footfall during quiet hours will be tracked weekly and compared to the previous month.


	
Basil can prepare seasonal items and run promotions without hiring extra staff.


	
Increasing footfall helps solve the problem of low customer visits in the retail park.




	
The KPI will be achieved and reviewed within 4 weeks.
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