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Task 1: Overview of Case study
The case study will consider Basil’s Bakery independent artisan bakery business which is facing a number of issues impacting negatively on its business performance.
These factors include declining sales and profitability, reduced footfall, customers working patterners, rising operating costs and no online services capability including delivery or ordering alternatives. Reduced competitiveness and potentially long term sustainability also impacts the business. 
Exploring some of the root causes and identifying viable solutions to resolve or improve individuals factors will be discussed in the report (Kotler and Keller, 2022).

[bookmark: _Hlk205982497]Task 2: Two Proposed Solutions
(Delivery Services ) Solution A Proposal
The first solution, offering customers the  opportunity to order online with click and collect or local delivery options would allow those at home working or who no longer frequent the retail park to access Basil’s products. This widens Basil’s
Market shares, allowing them to reach more customers and sell more,whilst reducing foot traffic dependency
(Chaffy,2022). Pre-ordering digitally via a website or app will decrease waiting times and allow customers to get in and out swiftly, improving their satisfaction levels.it also allows Basil’s  customers to order without having to call Basil while he’s busy working, improving efficiency.


(local deliver  ) Solution B Proposal
The second proposed solution is to introduce a local delivery services for customers within the Conventry area. Customers could place orders and have their products delivered directly to their homes or work. This could make Basil’s Bakery more convenient for customers who cannot easily visit the shop. It could also help  the bakery reach people outside its immediate local area and encourage large orders. However, delivery would create additional costs, including delivery staff, fuel or the transport costs, and the need to manage delivery times. The bakery would therefore need to make sure that delivery changes and order volumes make the service financially worthwhile. Although local delivery could increase convenience and customer reach, it may require more sources than a digital marketing and online ordering solution. 
Task 3b) Evaluation Results and Justification
1.ONLINE SERVICES WHIT DELIVERY:
Completing orders online with delivery has the PLUS of reaching more customers, selling more bread and catering for office workers who do not have easy access to the bakery. MINUS is extra costs associated whit delivery organization and technology set up. INTERESTING would be the possibility of setting up subscriptions or corporate catering services.
2. ATTRACT YOUNGER COSTUMERS:
PLUS attracting younger costumers can increase  sales and build and build a loyal customers for the future. Younger customer are more likely to use social media and share the products and location making the bakery to elevate sales. MINUS younger customers may have a different taste and expect modern products, social media and good prices. INTERESTING new trends and social media can help the bakery become more popular and reach a wider audience.



Task 4b) Justifications for the Implementation Plan
The implementation plan for this change could commence whit Basil creating a streamlined online ordering system which includes a click-and-collect and a local delivery option. Month one would then involve identifying an e-commerce provider, setting up secure payments online, and establishing delivery zones and pricing. Month two would focus securing local providers to fulfil delivers or finding par-time drivers. Basil would also train staff on how to manage online orders and enquiries. To complete the rollout, promotional material via social media, local adds, email marketing, and in-store signage could be used to raise awareness of this new service. KPIs such as online sales, number of orders, customers satisfaction, and purchase can be measured monthly to track  success. Customers feedback should also be obtained to highlight areas for improvement. Gradually implementing this change lessens risks and can help facilitate long-term growth of the business by increasing customers convenience (Kotler and Keller,2022; Chaffey,20220.



Task 5b) Justifications for the KPI and SMART Objectives
[bookmark: _Hlk205981688]The main key  performance indicator (KPI) selected for Basil’s bakery is online sales and online growth. This is appropriate because the preferred solution is based on digital marketing and online ordering. Measuring online orders will show whether customer are actually using the new system rather than only interacting whit the bakery social media content. Performance measures should   connect business activity with that organisation’s objectives (Kaplan and Norton,1992).  The first S.M.A.R.T. objectives is to increase online orders by 25% within 6 months. This is specific because it focuses on online orders, measurable  because the number of orders can be recorded, attainable because the bakery is developing a new sales channel,
Relevant because increasing sales is the main problem,  and time-bound because a 6 month period is provided. The second objective is to increase social media followers by 25% within 6 months. This is relevant because a large online audience can increase the number of potential customers who see Basil’s products. The third objective is to increase total monthly sales by 10% within sis months, which directly supports the main engagement by 15% within six months. Engagement can include repeat online customers by 10% Whitin six months. This is important because encouraging existing customers to order again can support longer-term sales. S.M.A.R.T. objectives provide a structured way of making management goals specific and measurable (Doran, 1981). 

Task 7) Key Findings
· [bookmark: _Hlk208302504]Basil’s bakery has been hit by falling sales amid a downturn in retail footfall, working habits, and increased overheads (Kotler and Keller, 2022).
· Limited access to products online for ordering, collection, and lack of delivery options has resulted in decreased customers convenience (Chaffey,2022).
Overall recommendations is to implement online services including click-and-collect plus attract younger customers to reach new markets and boost sales 
· Propose a gradual implementation strategy which includes staff training and marketing.
· Reduction in business disruption and maximises take-up of new services.
· Monitor monthly revenues made through online services using SMART objectives protocol to measure success and support business growth (Parmenter,2020). 
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Appendix 1 – Task 3a

PMI Evaluation Table

	  ( Solution A) online services 

	Plus
	Minus
	Interesting

	Reach a Wider Audience and Expand Costumers base.(+5)
	Requires initial investment in an online ordering system (-2)
	Can provide information about customer preferences (+3)

	Build an Online Services whit menus and Discounts, to attract new Costumers. (+5)

	Staff needs to learn how to place online  orders (-2)
	Social media could create new customers relationship (+4)

	
Reduce overheads and increases efficiency.(+4)
	
Online system may have technical problems (-1)
	Customers can order outside normal shop visits (+4)

	Increase Costumers Loyalty and Engagement.
(+4)
	Requires regular social media content (-2)
	Digital marketing can support long-term growth (+4)

	 Total: +18 
	
Total: -7 
	Total: +15 




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


	  Solution B local delivery service  

	Plus
	Minus
	Interesting

	Makes the bakery more convenient for customers (+4)
	Additional delivery cost (-4)
	 Could  increase average order size (+3)

	
Reaches customers who cannot visit the bakery (+4)
	Requires delivery staff or drives (-4)
	Delivery could increase brand awareness (+2)

	Could increase customers satisfaction (+4)

	
Delivery can create time-management problems (-3)
	Demand may vary depending on location and time (+1)

	Can support lager orders (+3)

	Fuel and transports costs may reduce profit (-2)
	Could be expanded if demand becomes strong (+3)

	
TOTAL: +15 
	
TOTAL: -14
	
TOTAL: +9



Therefore: Overall Total for Name (for Solution B) = 
The PMI evaluation  has shown that both solutions would benefit Basil’ business.
However, the implementation of an online ordering system with click-and collect services and attract younger customers the online services is the preferred option. Despite requiring investment and management of delivery; its positives far outweigh the negatives.
This solution expands Basil’s customers reach beyond the retail park locals and adapt to changing customers behaviours with the increasing shift to home working conditions. Online ordering through a digital pre-order system also allows for better operational efficiency.
However, it does not target new customers like the other solution does. Online ordering and delivery has the potential to allow Basil’s Bakery to increase sales, be more competitive in the market and ultimately keep the Bakery around for longer (Kotler and Keller,2022;Chaffy,2022).



Appendix 2 – Task 4a
Implementation Plan

Name the problem you are solving:
Name the solution you are implementing: 
	
	WHAT

	HOW
	WHEN

	WHO


	1
	
Research and planning. 
	
Review customers, competitors, current social media presence and online ordering options.
	Week 1
	
Owner/Manager 


	2
	
Set up digital platforms.

	Create/improve social media accounts and introduce the online ordering system.


	

Weeks 2-4
	

Owner + Digital Support 

	3
	
Testing and staff training.

	
Test the ordering process, and costumer communication; train staff 

	

Weeks 5-6
	
Manager + Staff 


	4
	Launch and promoting.
  


	

Launch online ordering and promote products, offers and ordering through social media.
	
Weeks 7-12

	
Owner + Staff 





Measuring progress towards these 	SMART objectives  
using  the    chosen    KPI  of monthly online sales revenue ,will allow  Basil to assess the performance of the online ordering  and delivery services. Monthly sales can be reported to see if revenue is growing and if sales are on track to increase by 15% within  12 months .the number of online orders placed and repurchase as well as costumers satisfaction scores can act as further indicators that customers are buying and  are happy with the service .Assessing actual performance against the SMART objectives will allow  Basil to identify what is working well and what elements of the solution need improvement .changes can then be made to marketing initiatives ,delivery logistics or website functionality if  metrics are not being met .ongoing measurements will also aid decision making by quantifying the value of the investment i.e. is the online ordering system providing an adequate return through increased business .tracking performance using measurable indicators will help Basil solution focused on the bakery ‘ objectives of increasing sales, providing customers convenience and maintaining long-term viability  (Parmenter,2020;Doran,1981).
The 
Appendix 3 – Task 5a

The Key Performance Indicator is: 

	Specific
	Measurable
	Attainable
	Relevant
	Time-Bound

	


Increase online orders.

Increase social media followers.

Increase total monthly sales.

Increase social media engagement 

Increase repeat online customers 


	


Measure the number of online orders.

Track followers numbers.

Compare monthly sales figures 

Track likes, comments and shares.

Compare repeat customers/order data  
	

20% growth is a realistic target for a new channel.

25% growth can be achieved through regular content and promotion.

10% growth is a realistic business target.

15% growth can be achieved through more relevant content.

10% growth is achieved by encouraging repeat purchase. 



	


Directly support increase sales.

Helps increase online reach.

Directly address declining sales.


Shows whether customers are interacting whit the brand.


Supports customers retention. 


	


Whitin 6 months.



Whitin 6 months.


Whitin  6 months.


Whitin 6 months.


Whitin 6 months.




Whitin 6 months 
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