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Task 1: Overview of Case-study

Basil’s Bakery, an independent artisan business in Coventry founded in 2015, faces a critical threat to its long-term viability. The root problem impacting the business is a severe, sustained decline in sales figures and profitability, which have stagnated at 25% below 2019 levels. The direct causes of this problem stem from permanent structural changes in consumer behaviour, specifically a massive drop in local shoppers and the widespread shift toward remote working, which dried up the daily lunch trade from nearby offices. Furthermore, Basil’s outdated operational setup causes him to miss phone-in pre-orders while baking, and his lack of a delivery channel prevents him from reaching customers outside the immediate area. Compounding these sales challenges are rapidly escalating overhead costs, including rising rent, utility bills, and unpredictable, expensive organic ingredients, which drastically squeeze the bakery's profit margins.

[bookmark: _Hlk205982497]Task 2: Two Proposed Solutions
Solution A Proposal (E-Commerce and Home Delivery Integration)

Solution A: E-Commerce and Home Delivery Integration
This solution involves building an online store paired with a weekly localized delivery service. Basil can partner with a third-party courier or schedule specific days for drop-offs. This directly targets the root problem of lost sales by expanding the bakery’s reach beyond the quiet retail park. It allows Basil to recapture redundant retail workers and remote employees who want his organic products but no longer commute to the area. By securing advanced orders online, Basil can precisely budget for expensive organic ingredients, minimize waste, and generate a predictable stream of revenue unaffected by low local footfall.


Solution B Proposal (Click-and-Collect Mobile App Implementation) 

Solution B: Click-and-Collect Mobile App Implementation
This solution implements a mobile ordering platform allowing customers to browse, pre-order, and pay for items in advance. It solves Basil's operational bottleneck of missing telephone calls while baking. By introducing an automated, contactless collection point inside the bakery, Basil can drastically reduce peak-hour waiting times. This addresses the root problem of declining profitability by maximizing the value of remaining local customers and busy industrial workers. It streamlines the checkout process, boosts customer satisfaction, and incentivizes higher order frequencies from local shoppers who value convenience and guaranteed product availability.

Task 3b) Evaluation Results and Justifications

Solution A (E-Commerce and Home Delivery Integration) is the most appropriate path forward because it directly beats the root problem of low footfall at the quiet retail park. While Solution B only helps the few people still visiting the area, Solution A actively brings in new sales by taking the bread straight to people's houses. To pick this winner, three critical criteria were used and weighted by importance. First, growth potential was given the highest weighting at 50% because Basil desperately needs to replace his lost pre-pandemic revenue to stay open. Second, fixing the footfall problem was weighted at 30% because escaping the empty shopping area is the only way to secure long-term survival. Finally, ease of setup was given the lowest weighting at 20% because finding a permanent fix is much more important than choosing an easy option. Solution A is fully justified because it gives Basil a reliable way to find new shoppers, make a steady profit, and stop wasting expensive organic ingredients.
Task 4b) Justifications for the Implementation Plan

The implementation details follow a step-by-step sequence to successfully launch the online store and delivery service. To start the plan, Basil will build a simple website using an easy online store platform where he can upload photos of his fresh bread, list clear prices, and set up safe card payments. Next, he will organize the delivery setup by purchasing sturdy cardboard boxes to keep the food safe and partnering with a reliable local courier service in Coventry. After that, the bakery staff will promote the online shop by handing out paper flyers to local office workers and posting regular updates on Facebook to reach remote workers at home. Finally, Basil will officially open the website for advanced orders, baking only the exact items that people have already pre-paid for online to eliminate any leftover ingredient waste while the courier handles the doorstep deliveries. (Slack, N., Brandon-Jones, A., & Johnston, R., 2019.).


[bookmark: _Hlk205981688]Task 5b) Justifications for the KPI and SMART Objectives

Solution A and I'm sure that this is the right choice because transitioning to an e-commerce and delivery model is the only strategy that actively expands Basil's customer base beyond the low-footfall physical retail park. To monitor this digital expansion, the proposed Key Performance Indicators—customer questionnaires and online reviews—are essential tools to measure service quality, product freshness, and market growth.

The first SMART objective, securing 50 completed customer questionnaires within two weeks, is defended because early operational feedback is critical to resolving delivery bottlenecks. Finding out quickly if bread arrives late or packaging gets crushed helps Basil protect his brand reputation. Offering a free pastry reward makes this data collection highly attainable, while the two-week deadline ensures the bakery adapts rapidly to its new routine.

The second SMART objective, gaining 10 positive online reviews within one month, is justified because strong digital social proof directly compensates for lost physical storefront traffic. Automating review links within customer checkout emails makes this benchmark highly practical. By building an excellent online presence during the first month, Basil establishes trust with local remote workers, driving long-term digital sales to reverse his revenue decline.


[bookmark: _Hlk208302504]Task 7) Key Findings

The most important five key findings from my report are:
1 - Severe revenue drop: Changing consumer habits left Basil's Bakery sales stuck 25% below pre-pandemic levels.
2 - Low footfall: Shop closures and remote working structurally emptied the retail park, ruining physical lunch trade.
3 - Operational bottleneck: Missed telephone calls and limited delivery options block Basil from outside income.
4 - Solution A superiority: E-commerce and home delivery offer maximum growth by skipping the quiet retail area.
5 - SMART monitoring: Customer questionnaires and online reviews provide the data needed to secure service quality.


Reference List 

Chaffey, D., Hemphill, T. and Edmundson-Bird, D., (2019). Digital Business and E-Commerce Management. 7th edn. Harlow: Pearson Education.

Doran, G.T., (1981). 'There's a S.M.A.R.T. way to write management's goals and objectives', Management Review, 70(11), pp. 35-36.

Laudon, K.C. and Traver, C.G., (2021). E-commerce: Business, Technology, Society. 16th edn. Boston: Pearson.

Slack, N., Brandon-Jones, A. and Johnston, R., (2019). Operations Management. 9th edn. Harlow: Pearson Education.

Turban, E., Outland, J., King, D., Lee, J.K., Liang, T.P. and Turban, D.C., 2018. Electronic Commerce (2018): A Managerial and Social Networks Perspective. Cham: Springer.
























Appendices




Appendix 1 – Task 3a

PMI Evaluation Table

	E-Commerce and Home Delivery Integration
for Solution A


	Plus
	Minus
	Interesting

	Reaches lots of new customers who live far away from the quiet shopping park.
	Basil will need to figure out how to drop off the bread or hire a driver.
	Basil could team up with other local shops to share a delivery driver and save money.


	Brings back old customers who now work from home and miss his good bread.

	Basil will have to spend less time baking and more time answering customer emails and dealing with late deliveries or lost packages.
	

	Stops food waste because Basil only bakes what people have already ordered and paid for online.

	
	

	Basil can sell special baking kits which helps him make extra money from people who live too far away for regular bread deliveries.

	
	









	Click-and-Collect Mobile App Implementation
for Solution B


	Plus
	Minus
	Interesting

	Makes buying super-fast so busy workers can grab their food quickly during short breaks.

	It only helps people who can still physically walk into the shop.
	The app could text customers cheap deals on leftover cakes right before closing time.



	Saves every order from people who try to call the shop while Basil is busy baking.

	Some older or regular customers might get confused by the technology and feel left out if they do not know how to use an app.
	

	Keeps locals coming back often by giving them digital reward points on their phones.

	
	

	The app can track what food is selling fast, which tells Basil exactly what to bake more of so he never runs out of popular items.

	
	





Appendix 2 – Task 4a
Implementation Plan

Name the problem you are solving: decrease in sales
Name the solution you are implementing: E-Commerce and Home Delivery Integration SOLUTION A

	
	WHAT
	HOW

	WHEN

	WHO


	1
	Build online store
	Basil will set up a simple Shopify website using an easy, pre-built template. He will upload high-quality photos of his organic bread, add clear prices, insert a local calendar for advanced pre-orders, and connect secure online card checkout tools.
	1 Aug – 15 Aug 2026


	Basil


	2
	Arrange delivery logistics

	Basil will purchase eco-friendly cardboard delivery boxes and protective paper wrap in bulk to keep his loaves fresh. He will then sign a contract with a reliable, localized courier service in Coventry to handle the door-to-door drops.
	1 Aug – 29 Aug 2026

	Basil



	3
	Promote website launch

	The bakery team will print paper flyers with a 15% discount code and walk them over to nearby office buildings. Basil will simultaneously post geo-targeted image updates on Facebook to capture the attention of remote workers staying at home.
	1 Aug – 12 Sep 2026 


	Bakery staff




	
	
	
	
	

	4
	Open for orders
	Basil will print out the automated digital web order spreadsheet every morning. He will bake only the exact, pre-paid quantities requested online to eliminate food waste, pack the fresh loaves into the boxes, and pass them to the delivery driver.
	1 Aug – 19 Sep 2026 


		
	Basil and driver
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Appendix 3 – Task 5a

The Key Performance Indicator is: 

	Specific
	Measurable
	Attainable
	Relevant
	Time-Bound

	
Customer Questionnaire





Online Reviews
	
Collect 50 completed surveys sent to digital buyers.



Secure 10 new positive reviews on Google and Facebook.
	
Yes, by offering a free pastry reward incentive for completion.



Yes, by including a review link in the automated delivery confirmation email.

	
Yes, it helps understand if service quality and product freshness improved.

Yes, online visibility builds trust and attracts remote workers.

	
Gather all data within 2 weeks of the website launch.



Achieve this benchmark within 1 month of going live.
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