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Task 1: Overview of Case-study
Basil’s Bakery is an independent artisan bakery in Coventry that experienced steady growth until the COVID-19 pandemic. Although sales improved after lockdown, they remain 25% below 2019 levels (Brien et al., 2022). Basil is concerned about the bakery’s future because sales have not fully recovered.

The root problem affecting Basil’s Bakery is the ongoing decline in sales and profitability. Following the COVID-19 pandemic, customer behaviour changed, resulting in reduced footfall and lower demand. The bakery has struggled to adapt by introducing services such as delivery and pre-ordering, while rising operating costs have further reduced profitability and threatened business sustainability. 
[bookmark: _Hlk210817679][bookmark: _Hlk205979492]The issues that are contributing to the root problem are that fewer customers visit the retail park because many people now work from home. The bakery also lacks delivery and efficient pre-order services, making it less convenient for customers. In addition, rising costs such as rent, utilities, and organic ingredients have reduced profit margins, affecting the bakery’s long-term sustainability.

[bookmark: _Hlk205982497]Task 2: Two Proposed Solutions
Solution A Proposal: Offer Online Ordering and Delivery
Basil’s Bakery should introduce an online ordering and delivery service to make its products more accessible and convenient for customers. Customers could place orders through the bakery’s website, mobile app, or social media platforms and choose either home delivery or click-and-collect. The bakery could also partner with local delivery companies to expand its reach without investing in its own delivery fleet. Online ordering would allow customers to browse products, customise orders, and pay securely online.
This solution would help Basil’s Bakery reach customers who no longer visit the retail park, increasing sales despite reduced footfall. It would improve customer convenience and satisfaction, attract younger and busy customers, and create an additional sales channel. The bakery could also use online promotions, personalized discounts,  and customer reviews to encourage repeat purchases. Overall, this strategy would strengthen the bakery’s competitiveness, increase revenue, and support sustainable long-term business growth. This is a strong solution because it directly addresses the main problem of declining customer visits while adapting the business to modern consumer shopping habits.

Solution B Proposal: Develop a Strong Marketing Strategy  
Basil’s Bakery should develop a stronger marketing strategy to attract new customers and increase sales. This can be achieved by using social media platforms to promote fresh products, seasonal offers, and positive customer reviews. The bakery could also work with local schools and businesses to organise events, offer discounts, and build stronger relationships within the community.
Introducing a loyalty programme would encourage repeat purchases and improve customer retention. Overall, this strategy would increase brand awareness, strengthen customer engagement, and help the bakery stand out from competitors. By reaching a wider audience and encouraging existing customers to return, Basil’s Bakery can overcome reduced footfall in the retail park and achieve long-term, sustainable business growth.
. 
Task 3b) Evaluation Results and Justifications
Based on my PMI evaluation ( de Bono, 1992), I would choose Solution A: Online Ordering and Delivery as the best option for Basil’s Bakery. I chose this solution because it directly addresses the main problem of reduced customer footfall and falling sales. Although there are some disadvantages, such as setup costs, delivery costs and staff training, the possible benefits are greater. 
For my evaluation, I considered four criteria: sales impact, customer reach, feasibility and long-term growth. I gave sales impact 35% because increasing sales is the main objective. Customer reach was 30% because the bakery needs to reach people who no longer visit the retail park. Feasibility was 20% because the solution needs to be realistic for a small independent bakery. Finally, long-term growth was 15% because the business needs a solution that can continue to be useful in the future.
Overall, I believe online ordering and delivery is the most practical choice because it improves convenience, creates another way to generate sales and reduces the bakery’s dependence on walk-in customers.

Task 4b) Justifications for the Implementation Plan
 The Basil’s bakery will create the online ordering system. I chose this as the first task because customers cannot place orders until the system is ready.
The Basil’s Bakery will arrange the delivery service and agree on delivery areas, costs, and times. This needs to be done before launching the service so customers receive their orders reliably.
 The staff will be trained, and the system will be tested. I included this stage to reduce mistakes and make sure staff are comfortable dealing with online orders. Finally, the service will be launched and promoted to customers.
I assigned responsibilities according to each person’s role. The bakery owner will manage the project, the website developer will set up the online system, the delivery partner will handle deliveries, and bakery staff will process orders. I believe this schedule is realistic because it gives enough time to prepare, test the service and solve problems before the launch. (Pinto and Prescott, 1990).

Task 5b) Justifications for the KPI and SMART Objectives
The SMART framework was used to organise the objectives and ensure they were specific, measurable, achievable, relevant and time-bound (Doran, 1981). The first objective aims to boost digital sales by targeting a minimum of fifty monthly transactions through new delivery and ordering platforms. The second goal focuses on enhancing client satisfaction, with a benchmark of achieving at least an 85% positive rating from customers. To ensure these goals are realistic and achievable, the plan includes details on staff training, social media promotion, and system testing. Finally, it emphasises precise time-bound tracking, setting a formal review deadline of December 16, 2026, to measure the success of the initial launch.

Task 7) Key Findings
· Basil’s Bakery has experienced a decline in sales due to reduced customer footfall and changes in shopping habits.
· The lack of online ordering and delivery has limited its ability to reach customers who no longer regularly visit the retail park.
· Rising business costs, including ingredients and overheads, are also affecting the bakery’s profitability,
· Two possible solutions were considered: introducing online ordering and delivery was the stronger solution, scoring 25 compared to 20 for the marketing strategy.
· Introducing online services could increase customer convenience, reach a wider audience and support the bakery’s long-term growth.
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Appendix 1 – Task 3a

PMI Evaluation Table

	Solution A- Offer Online Ordering and Delivery

	Plus
	Minus
	Interesting

	Increases sales by reaching more customers (+4)
	High setup costs for a website and delivery system (-2)
	Could attract customers from outside the local area.

	
Provides greater convenience for customers.
	Ongoing delivery and maintenance costs.
	Customer data can be used for future marketing.

	Reduces the impact of lower retail park footfall.

	Staff may need training to manage online orders.
	Could partner with delivery platforms such as Uber Eats or Just Eat.

	
Improves the bakery’s competitiveness.
	Delivery delays may affect customer satisfaction.
	Online sales could continue growing in the future.

	
TOTAL: +
	
TOTAL: -
	
TOTAL: +










	Solution B - Develop a Strong Marketing Strategy

	Plus 
	Minus
	Interesting

	Increases brand awareness and attracts new customers.
	Marketing campaigns require time and money.
	Social media can quickly reach a large audience.

	
Encourages repeat purchases through loyalty offers.
	Results may take time to appear.
	Partnerships with local businesses could create new opportunities.

	
Improves customer relationships and engagement.
	Requires regular content and staff commitment.
	Customer feedback can help improve products and services.

	
Helps the bakery compete with other local businesses.
	Success depends on having an effective marketing plan.
	Promotions can be adjusted based on customer response.

	Organise a weekend baking competition.
	

	







Appendix 2 – Task 4a
Implementation Plan

Problem being solved: Declining sales and profitability caused by reduced customer footfall after the COVID-19 pandemic.
 Solution being implemented: Introduce an Online Ordering and Delivery Service.
	
	WHAT

	HOW

	WHEN

	WHO

	1
	Create an online ordering platform


	Develop a website where customers can browse products, place orders, choose delivery or click-and-collect, and pay online.
	1th August
15th August


	Bakery owner and website developer.



	2
	Arrange a delivery service


	Partner with a local delivery company or employ a part-time delivery driver. Decide on delivery areas, fees and delivery times.


	16th  August
30st August


	Bakery owner and delivery partner.



	3
	Train employees and test the system.


	Train staff to process online orders, manage deliveries and provide good customer service.
Test the system before the official launch to identify and fix any issues.


	1stSept
15st Sept


	Bakery manager and staff.



	4
	Launch and monitor the service.


	Promote the new service through social media, the bakery’s website, email, and in-store posters.  Offer a launch discount to encourage customers to try the service. Collect customer feedback and monitor sales to make improvements where needed.


	16th Sept
Onwards 


	Bakery owner and marketing staff.






· 

Appendix 3 – Task 5a

The Key Performance Indicator is: How do you know that the sales have increased?
The sales have increased due to more online orders.

	Specific
	Measurable
	Attainable
	Relevant
	Time-Bound

	
1.Basil’s Bakery will increase sales by encouraging customers to use the new online ordering and delivery service.

2.Improve Customer Satisfaction  Basil’s Bakery will provide a reliable and convenient online ordering and delivery experience.
	
The target is to achieve at least 50 online orders per month.






The target is to achieve at least 85% positive customer feedback from online orders.
	
This is a realistic starting target for a small bakery, especially with promotion through social media, the website and in-store advertising.


Staff will receive training, and the ordering system will be tested before launch, making this target realistic.

	
More online orders can increase revenue and reduce the bakery’s dependence on customers visiting the retail park.

Positive experiences can encourage customers to order again and help build customer loyalty.


	
The target will be reviewed after three months, by 16 December 2026.





Customer feedback will be measured during the first three months after launch, from 16 September 2026 to December 2026.
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