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[bookmark: _Toc237946984]1. Overview of the Case Study and Nature of the Problem
Basil Bakery is an independent artisan Bakery business in a retail park in the city of Coventry, UK. The bakery has already developed a decent reputation for producing quality organic products and has already served a group of customers who are the residents, shoppers and office workers in the area. However, with the pandemic, the company has lost sales, with sales far below 25 per cent of its 2019 revenues (Knapp and Fingerhut, 2024). The biggest problem is that it has a reduced number of customers who visit because of the change in consumer behaviour. 
[bookmark: _Toc237946985]2. Two Proposed Solutions and Explanation
Solution 1: Introduce an Online Ordering and Delivery Service
The initial intervention is an online ordering platform whereby customers will be able to make orders online or using a mobile phone to order bakery products. There is a choice of product selection, payment, and delivery or collection.
This would help the Basil Bakery to reach consumers who are no longer regular customers at the retail park. Not only would it be more convenient for customers, but it would also offer them a new avenue of selling other than the brick-and-mortar store (Bess and Dee, 2023). The bakery may also implement pre-orders that could have the effect of reducing waiting time and further enhancing the planning of production.  
Solution 2: Develop Corporate Partnerships and Subscription Services
The second way is to establish collaborations with local enterprises and bring with it subscription-based items. Basil Bakery may provide breakfast baskets, meeting catering, and regular organic bread or pastry subscriptions that are organic.
This would be used to replace the lost customers due to remote working by establishing a direct relationship with businesses (Weygandt et al., 2025). Subscription services would also be able to provide predictable income and enhanced cash flow management. The point is that it can take time and marketing efforts to build corporate relations. 
[bookmark: _Toc237946986]3. Evaluation and Selection of the Proposed Solution
[bookmark: _Toc237946987]a) PMI Evaluation of the Two Proposed Solutions
Solution 1: Online Ordering and Delivery Service
Plus:
· Targets customers outside the premises of the retail park.
· Makes things easier and improves the customer experience better.
· Provides chances of gathering customer information and examining purchasing trends.
· Enables future business growth digitally (Sowell, 2022).
Minus:
· Needs to invest in technology and delivery processes.
· More workload can be created in bakeries.
· Profit margins can be decreased as a result of delivery costs.
Interesting:
· The bakery would have the capability of making personalised deals in line with the customer selection.
· Online sales information can be utilised to help reduce the amount of waste and improve inventory control (Newell, Lagnado and Shanks, 2022).
Solution 2: Corporate Partnerships and Subscription Services
Plus:
· Generates consistent revenues by making orders of business.
· Minimises reliance on single retailers.
· Improves cooperation with local organisations.
Minus:
· Takes time and effort to develop corporate relationships.
· High orders could require the capacity to generate more (Yoder-Wise and Sportsman, 2022).
· At the outset, customers' demand may be difficult to predict.
Interesting:
· The subscription services can build customer loyalty and create a premium brand image.
· Corporate partnerships will inform more people in the region about Basil Bakery (Klein, 2021).
[bookmark: _Toc237946988]b) Results of PMI Evaluation and Preferred Solution Selection
Based on the analysis conducted by the PMI, the two solutions can boost the performance of Basil Bakery. Corporate partnerships can provide stability in revenues, and online ordering is more adaptable and allows the chance to change customer behaviour.
It is better to implement online ordering and delivery service as it will directly address the issue behind the problem of losing customer visits (Thakkar, 2021). Considering that customers have now become more willing to shop by browsing the Internet, this solution can allow Basil not only to reach the existing customer segment but also to discover new ones without having to visit the physical outlets.
Although they would have to invest initially, in the long run they would gain by having increased sales potential, convenience to customers, and knowledge about the type of customers that are potentially in need of their products through the digital information.
[bookmark: _Toc237946989]4. Implementation Plan and Project Management Approach
[bookmark: _Toc237946990]a) Implementation Plan for the Selected Solution
This implementation plan will be implemented in four stages.
Stage 1: Pre-Research and Preparation (Month 1)
Basil needs to examine customer demand, find appropriate online platforms, estimate the costs and determine where to deliver. Competitor service review should also be taken into consideration to ensure that the bakery is offering competitive services.
Stage 2: System Development and Testing (Months 2–3)
The bakery should work on an online order system with details of the products, mode of payment and the schedule of deliveries (Kochenderfer, Wheeler and Wray, 2022). There should also be a test period for existing customers to detect technical or operational issues.
Stage 3: Introducing and Promoting (Month 4)
The introduction of the service must be carried out with the help of social media, email marketing, local advertising and promo offers. The employees ought to be trained on how to handle online orders effectively.
Stage 4: Monitoring and Improvement (Month 5 and afterwards)
Operational performance, customer ratings, and performance in sales should be regularly checked. Based on the reactions of the customers, improvements should be implemented (Trunk, Birkel and Hartmann, 2020). Basil Bakery requires an approach that would spearhead sales, increase accessibility to customers and create sustainable financial viability.
[bookmark: _Toc237946991]b) Reasons for Activities, Timings, Order, and Responsibilities
The sequence in which the activities are organised is in a way that is least dangerous and more effective. The reason for this is that research is conducted first because, prior to Basil using resources, he needs to be furnished with the appropriate information. It is then followed by development and testing, whereby the system is tested to be in working condition before it can be utilised by the customers.
The next stage after preparation is the marketing stage, since without an effective system of order, promotion will create a blemish on customer satisfaction. Constant control is needed to detect issues and enhance performance.
Basil ought to administer strategic decisions and quality benchmarks. Making use of technology providers should support the online platform, and bakery workers should take care of the packaging, production and customer orders (Köchling and Wehner, 2020). Moreover, rising product ingredient costs and supply insecurities have also exerted pressure on profitability. 
[bookmark: _Toc237946992]5. Performance Measurement and Evaluation Framework
[bookmark: _Toc237946993]a) KPI and SMART Objectives
The success of the online ordering solution will be measured using the following SMART objectives:
· Increase bakery sales by 15 per cent in a year.
· Project 200 orders online in 6 months after launch.
· Grow the number of repeat customers by a fifth in a year.
· Have a customer satisfaction rate of more than 90 per cent through a feedback survey (Warburton, 2023).
· Proper monitoring will be continued for six months.
Key Performance Indicators (KPIs):
· Every month online sales revenue.
· Number of online orders.
· Visitation and conversion rate of a website.
· Customer retention percentage.
· Customer satisfaction scores.
· Accuracy of delivery and complaints.
Basil Bakery should adopt SMARTs and KPIs in order to gauge the effectiveness of the internet-based ordering system. They will monitor financial growth, customer engagement, and operational performance (Sowell, 2022). The main indicators are online sales revenue, number of orders, customer retention, web traffic, ratings of customer satisfaction, and efficiency of delivery to ensure the solution meets its goals.
[bookmark: _Toc237946994]b) Monitoring and Evaluation of Solution Effectiveness
Regular performance reviews should be used to measure the performance of the solution. The comparison of online revenue should be done semi-annually against the last business year to indicate whether the service is improving the business. The sales analysis on a monthly basis should be compared to the previous month's sales (revenue).
Surveys and online reviews should be used to gather customer feedback so as to determine the level of satisfaction as well as areas that need to be improved. Website analysis should also be considered in order to understand the behaviour of the customers, such as the popularity of the products and how customers order their products (Kochenderfer, Wheeler and Wray, 2022).
The additional income must be considered as opposed to expenses such as the cost of maintaining the websites, packaging and delivery expenses. When the solution works out, Basil will be able to increase the delivery territories or provide subscription options. Marketing plans and product proposals ought to be changed in case the results are not satisfactory.
Growth of revenues versus expenditures should be measured during financial reviews, and customer feedback would assist in enhancing the quality of services and long-term success (Klein, 2021). The bakery will be able to modify the marketing or increase delivery options on the basis of the evaluation results.
[bookmark: _Toc237946995]6. Key Findings Summary
· Low sales have impacted the Bakery negatively at Basil due to the declining number of customers in the retail park.
· Remote working has decreased the demand that past office clients had.
· The heightened financial pressure has subsequently led to increased costs.
· It has identified two alternatives, which are online ordering and corporate alliances.
· The analysis of PMI indicated that online ordering has the greatest opportunity in the long term.
· Access and customer involvement can be enhanced with the help of electronic sales channels.
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