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[bookmark: _Toc237542512]Task 1: Overview of Case Study
[bookmark: _Hlk205979492]The bakery in Basil's is seeing low sales levels, suggesting that it is not attracting enough customers on its path to them. Therefore, the case demands for a solution that will enhance the reach, but not at an unsustainable cost. Digitalisation of SMEs can promote increased market access and sensitivity (Eller et al., 2020). Salah and 	Ayyash (2024) also demonstrate that the performance of e-commerce marketing can be enhanced under sufficient capability of implementation.
[bookmark: _Toc237540754][bookmark: _Toc237542513][bookmark: _Hlk205982497]Task 2: Two Proposed Solutions
[bookmark: _Toc237540755][bookmark: _Toc237542514]Solution A: Discounts and Promotional Offers 
Solution A is applying targeted discounts, bundle offers or limited-time promotions to entice product sales and make more customers look at the price. usage of sales promotion as a means to achieve an immediate demand lever is backed by Mishra et al. (2024). But too much discounting can take the profit away. Performance should therefore be carefully monitored based on relevant business metrics and not sales volume as described by van de Ven et al. (2023).
[bookmark: _Toc237540756][bookmark: _Toc237542515]Solution B: Online Ordering Website 
The second solution, solution B, is to create an online ordering Web page that allows customers to browse the website, order from anywhere, and select collection or delivery option. According to Eller et al. (2020), market responsiveness of SMEs can be achieved through the path of digitalisation. Adopting e-commerce can also lead to more effective marketing performance (Salah and Ayyash, 2024). While, development cost and technical requirements do exist, this way would also be a scalable sales channel as opposed to a price incentive that merely lasts for a short time.
[bookmark: _Toc237540757][bookmark: _Toc237542516]Task 3b) Evaluation Results and Justifications
The PMI assessment weighs in favour of Solution B (+20) compared with Solution A (+8). The scale used was based on each factor's importance to Basil's low-sales problem: ±1–5. Wider reach (+5) and an additional sales channel (+5) were given +5 due to their direct sales impact and convenience (+4) was given +4 for the support it gives to future sales growth. Fulfilment risk, training and maintenance were assigned weight of - 2 and the development cost was assigned a weight of - 3, as these risks can be managed. This reinforces solution B as the more viable solution in the long term (Eller et al., 2020; Salah and Ayyash, 2024).
[bookmark: _Toc237540758][bookmark: _Toc237542517]Task 4b) Justifications for the Implementation Plan
The order in which the different tasks are implemented is based on the dependence of each task, such as, the website design should be done before the promotion, testing should be done before the website launch, and evaluation should be done once the customers begun using the website. Irfan et al. (2021) demonstrate that project planning and managerial competencies are important factors in the success of projects as it facilitates clear sequencing and accountability. The feedback is collected by the customer-service team and Basil holds technical responsibility, which is delegated to the developer. However, as suggested by Salah and Ayyash (2024), e-commerce achievements rely partially on readiness of the companies, and the phasing minimizes risk involved in operation. The schedule also establishes red lights for checking results and identifying when items are ready to be released, either due to defects or concerns from customers, or when they have proven to be effective in achieving promotional objectives.
[bookmark: _Toc237540759][bookmark: _Toc237542518]Task 5b) Justifications for the KPI and SMART Objectives
Having launched the websites, looking at the percentage increase at each month's sales is the primary KPI because it is most directly testing whether or not Basil's problem at root is being solved via the websites. Van de Ven et al. (2023) highlight that KPIs must be related to the activity of the business model as well as measurable performance. The first SMART goal is thus a definite set time frame sales-growth target within three months. The second goal is to track online-order volume and differentiate if a customer has adopted it or is merely traffic on the site. A third looks at customer satisfaction, as growth can lead to bad experiences if not executed well, which could not be viable. However, Swann et al. (2023) find SMART goals to be effective when specificity and measurability can facilitate purposeful action, and not become a mechanical target. Salah and Ayyash (2024) also demonstrate e-commerce performance is influenced by other factors related to e-commerce adoption. Merging both financial and behavioural/CXE measures then offers a more balanced snapshot of how the website is adding ongoing value to Basil.
[bookmark: _Toc237540760][bookmark: _Toc237542519]Task 7) Key Findings
· [bookmark: _Hlk208302504]Basil's primary challenge is low sales, which means greater accessibility and reach of the customer is needed (Eller et al., 2020).
· While promotions can help in stimulating demand, they can lead to reduced margins and unsustainability (Mishra et al., 2024).
· The PMI analysis trend shows that for online its favours because of the online ordering gives sales channel (Sharma et al., 2023).
· Implementation should be assessed via Growth in sales, Web Orders and Satisfaction from Customers (Irfan et al., 2021) and (van de Ven et al., 2023).
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Appendices


Appendix 1 – Task 3a
[bookmark: _Toc237540761][bookmark: _Toc237542521]Appendix 1 – Task 3a: PMI Evaluation
For positive and negative and interesting consequences PMI is compared and for such promotion, Solution A is informed by PMI (Sharma et al., 2023; Mishra et al., 2024). A ± 1–5 scale of scores was used.
	Plus
	Minus
	Interesting

	for some extra money and to acquire new skills.
	Takes time, start costs
	Could be become full time later, might meet new

	Attract Customers +4, Stimulate Demand +4, Clean Out Stock +2, Launch +3. Plus = 13
	Margins -4; discount dependence -3; copied -2; effects fade -3. Minus = -12
	Increases Loyalty +2; Increases Lulls +2; Reveals Response +2 and Adds bundle testing +1. Interesting = 7

	TOTAL: 13
	TOTAL: -12
	TOTAL: 7



	Plus
	Minus
	Interesting

	Gain new customers, liquidation of stock
	The disadvantages / negative effect / risk
	What if, question or the unexpected results

	Wider reach (+5); convenience (+4); additional channel (+5); growth (+4). Plus = 18
	Cost -3, training -2, maintenance -2, fulfilment risk -3. Minus = -10
	Fast delivery +3; customer information +3; online marketing +3; future growth +3. Interesting = 12

	TOTAL: 18
	TOTAL: -10
	TOTAL: 12


Solution B thus gets top marks, as the benefits of the strategy (or strategic benefit) will outweigh the costs of implementing it.


Appendix 2 – Task 4a
[bookmark: _Toc237540762][bookmark: _Toc237542522]Appendix 2 – Task 4a: Implementation Plan
Problem: Low sales
Selected Solution: Launch an online ordering website.
Organisational capability is needed for e-commerce success (Salah and Ayyash, 2024), and clear sequencing and responsibility result in better implementation discipline (Irfan et al., 2021).
	
	WHAT
	HOW
	WHEN
	WHO

	1
	Designing a website
	Developers, products upload, order and payment settings.
	29 July–5 August
	Web developer

	2
	Attract customer
	Prominently market the web page via appropriate online and in-market avenues.
	8–14 August
	Basil

	3
	The website and launch online order
	Test orders, payment and confirmations as well as delivery before going live.
	15–21 August
	Web developer and Basil

	4
	Get customer feedback
	Take brief polls or ask for a review following initial orders.
	22–31 August
	Basil and customer-service staff

















	

The sequence provides checkpoints prior to additional resources being committed and the risk of implementation is minimised whilst responsibilities are kept clear throughout the process. Feedback appears last because it is crucial for customers to try the entire ordering experience before giving it a shot in the works.
· 

Appendix 3 – Task 5a
[bookmark: _Toc237540763][bookmark: _Toc237542523]Appendix 3 – Task 5a: KPI and SMART Objectives
KPI: Percentage growth in monthly sales after website launch.
Business activity should be turned into something measurable in the form of what are called Key Performance Indicators (KPIs) (van de Ven et al., 2023). SMART objectives are kept as the specificity and timeframe can concentrate action while goals stay meaningful and not mechanical (Swann et al., 2023).
	Objective
	Specific
	Measurable
	Achievable
	Relevant
	Time-Bound

	Increase total monthly sales by 15%
	Sales growth
	Monthly revenue records
	Moderate uplift
	Addresses low sales
	Upon acceptance and delivery within three months of launching

	Achieve 100 online orders
	Website orders
	Order records
	Support for uptake by using a phase-in promotion strategy
	Tests channel adoption
	Within three months

	Generate ratings from customers on positive feedback through a score of 8 out of 10
	Customer satisfaction
	Survey ratings
	Council staff enhancement is a performance aide.
	Suggests sustainable customer experience.
	To complete by end of Month 3


Collectively those KPI and objectives would measure financial impact along with what actually happens when the site launches with the customer/final user instead of just using one measure once the website is in production.
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