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[bookmark: _Hlk205982484]
Task 1: Overview of Case-study
[bookmark: _Int_ObDiqE3b][bookmark: _Hlk205979492]Basil’s Bakery is a small and independent business, Basil an accomplished artisan baker that sources high-quality organic ingredients for his contemporary styled cakes, pastries and breads, he is experiencing decline in sales and profits due to the restrictions imposed in 2020 by the lockdown since then the bakery has not gained any profits because the shopping centre is not as busier as it was before and the usual costumers that are workers of the shopping centre and warehouses are working more remotely from home, nowadays people mostly do delivery services to get their goods and food but Basil doesn’t have one and costs of the bakery such as bills and the ingredients are getting more expensive.
[bookmark: _Hlk205982497]Task 2: Two Proposed Solutions
Solution A: Delivery Service/Online ordering.
Basil should implement a delivery service which would help him gain more profits, as mostly people order through delivery apps that way he could connect to more customers and gain more profits to help him stabilize and continue growing the business, by having a delivery service or online ordering he could reach events such as offices lunch, birthday parties and corporate events that would help him have a significant increase on average transaction value.
Solution B: Marketing Tactics.
[bookmark: _Int_d4W6qRCP]Marketing tactics would help businesses grow by building local brand awareness to drive consistent daily foot traffic and maximising the average spend per customer through strategic product placement and promotions, here are targeted marketing tactics that could help.
Scent and sight: Pumping baking aromas into the street and setting up attractive window displays captures buyers walking past the the bakery.
Social Ads: Posting your bakery products and promotions throughout social media such as Facebook, Instagram and TikTok, could increase the audience and boost sales as it will make people either visit physically or order online.
Task 3b) Evaluation Results and Justifications
[bookmark: _Int_QRH9vKXf][bookmark: _Int_wJLJGkiW]Solution A was selected as the primary implementation strategy because it removes geographic barriers to purchasing. While sensory storefront marketing captures passing pedestrians, online ordering allows the bakery to capture remote customers directly from their homes and offices.
[bookmark: _Int_zh7rIL0i][bookmark: _Int_vzOFj7pV][bookmark: _Int_ttkDaqSJ]By building the digital ordering infrastructure first (Weeks 1–2), the business establishes a scalable foundation. This infrastructure ensures that when subsequent social media and storefront marketing campaigns launch (Weeks 2–4), every bit of consumer interest can be instantly converted into a digital sale, maximising the overall return on investment.
Task 4b) Justifications for the Implementation Plan
[bookmark: _Int_BIsMfnWO]The chronological structure of this plan strategically builds operational capacity before launching public promotions. Weeks 1–2 prioritise core technical setup: onboard delivery applications (Deliveroo, Uber Eats) and build a native website online ordering option. This order is essential because the functional purchasing infrastructure must be fully live and seamless before marketing begins.
[bookmark: _Int_hW1bCASy][bookmark: _Int_8UYslAzk]Scheduling promotional rollouts for Weeks 2–3 ensures targeted marketing directly leverages the newly completed digital sales channels, maximising consumer conversion. Transitioning to storefront aesthetics and sensory marketing (aroma diffusion and window displays) in Weeks 3–4 capitalises on initial digital momentum to capture local pedestrian foot traffic.
[bookmark: _Int_D4vGrz6q][bookmark: _Int_wMQ2b7M8][bookmark: _Int_0VZbUMf7]Responsibilities are divided strictly by expertise to guarantee efficiency. Hiring an external tech specialist ensures seamless website integration. Meanwhile, assigning operational management, local promotions, and sensory setups directly to Basil leverages the owner's deep business commitment, ensuring cost efficiency and strong quality control throughout the rollout.


Task 5b) Justifications for the KPI and SMART Objectives
[bookmark: _Int_cOnDmbVH][bookmark: _Int_ZMvGyD87][bookmark: _Int_u9WkL5MC]The chosen Key Performance Indicator (KPI)—footfall growth rate—is the most accurate metric to gauge the success of the storefront display strategy. Because the main objective is to capture the attention of passing pedestrians, monitoring physical traffic into the shop provides a clear data baseline to evaluate whether the visual posters and scent-pumping marketing systems are working.
[bookmark: _Int_rDyY4CqG][bookmark: _Int_hbdzOaRo][bookmark: _Int_OJVDwQCB][bookmark: _Int_Ro6fMiW6][bookmark: _Int_lzFwjHyX]This KPI is structured as a SMART objective to ensure total accountability and practical execution. It is Specific and Relevant because it directly links Basil's creative actions—such as advertising offers and diffusing flavors—to an increase in customer curiosity and physical visits. It is Measurable through daily customer counts, which eliminates guesswork when evaluating performance. Assigning the task to Basil makes it Attainable because as the business owner, he has the ultimate authority and vested interest to manage the storefront layout effectively. Finally, confining the implementation strictly to Weeks 3–4 provides a firm, Time-bound deadline. This clear window prevents project delays, ensures efficient resource allocation, and allows the business to rapidly analyse initial data trends to optimise future promotional campaigns.

Task 7) Key Findings
Visual impact drives interest: Eye-catching posters and clear promotional advertisements are essential for capturing immediate pedestrian attention outside the shop.
Sensory marketing boosts engagement: Pumping distinct flavors or aromas into the street acts as a highly effective psychological trigger to draw passing foot traffic inside.
Localised promotions increase loyalty: Clear, visible storefront offers directly motivate nearby shoppers to follow and engage with ongoing brand campaigns.
Owner accountability ensures execution: Assigning implementation to the business owner guarantees high operational quality and strict adherence to project timelines.
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Appendix 1 – Task 3a

PMI Evaluation Table

	Solution A: Delivery Service/Online ordering

	Plus
	Minus
	Interesting

	Reaching different areas than the physical one
	Paying fees of delivery service app
	Not many bakery’s have delivery services.

	Growth in sales and revenue

	Delivery services may be expensive
	

	Easier and efficient for costumers to get product.
	Orders may be too much and need to hire staff
	

	Rating and satisfaction growth
	
	



[bookmark: _Hlk210816971]

	Solution B: Marketing Tactics

	Plus
	Minus
	Interesting

	A good marketing plan would make you reach different audience
	Need to hire marketing and social media experts
	With good marketing tactics you can compete with other bakery’s 

	Social media marketing can increase your sales 
	Takes time to grow platforms to have many followers 
	Specials offers can make costumers become loyal to the bakery

	Posting promotions can help boost sales

	
	

	Building costumer loyalty

	
	


 




Appendix 2 – Task 4a
Implementation Plan

Name the problem you are solving: Decrease in sales.
Name the solution you are implementing: Delivery service/Online ordering
	
	WHAT

	HOW

	WHEN

	WHO

	1
	Get Delivery services apps such as Deliveroo, Uber Eats etc…


	Paying for apps services.


	Week 1-2.


	Basil the owner.



	2
	Online Ordering option.
	On your system and website, you will have to add an option for online ordering.
	Week 1-2.


	[bookmark: _Int_NqJGVabR]Hire specialist to create the option on the website and adding it to the system. 

	3
	Making promotions on the services and discounts to inform the public about the possibility to order from remote.
	Posting online or using the website to put this information.

	Week 2-3.


	Basil and the specialist will be adding this promotion and discounts online.

	4
	Creating good display.
	Put posters and ads in the shop for the public walking by to gain their attention and have a good display and pumping flavours to attract attention to the shop and they are interested and follow the shop offers.
	Week 3-4.


	Basil the owner.






Appendix 3 – Task 5a

[bookmark: _Int_Axo49qXR]The Key Performance Indicator is: Footfall growth Rate
	Specific
	Measurable
	Attainable
	Relevant
	Time-Bound

	Increase in storefront footfall and costumer engagement by installing targeted promotional posters and active scent/flavour-diffusing marketing systems.
	Track progress by measuring the percentage increase in daily shop visitors compared to the prior months baseline data.
	This goal is highly realistic as Basil will directly manage the set up within a targeted, localised storefront environment.
	Attracting public attention directly solves the core business need to convert passing foot traffic into active interest and campaign followers.
	[bookmark: _Int_c87A4uWQ]The complete display setup and initial metric tracking period must be completed between week 3-4.
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