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Executive summary
Basil’s Bakery has been identified as an independent business that opened in 2015 in the retail park in Coventry, UK and faced decreasing sales. A website for ordering, a delivery service and B2B partnerships have been identified as solutions. Implementing a website for efficient orders and B2B partnerships, two proposed solutions have been evaluated by using the PMI technique. A website for improving order structures has been identified as a suitable solution for Basil’s Bakery as it addresses each challenge without compromising its profits. An effective execution plan has been developed including activities, timelines and responsibilities. The Key Performance Indicator (KPI) of the proposed solutions has been identified to analyse revenue and sales rate. The SMART objectives as per the KPI has suggest to increase conversion rate, order value and reduce cart abandonment.
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[bookmark: _2bqlk8osaqit][bookmark: _Toc235554219]1) Overview of the Case Study 
Basil's Bakery is identified as an independent business that opened in 2015 and is located in the retail park in Coventry, UK. The company is known for its high-quality pastries, cakes, and breads and targets office and warehouse workers. The company had stable earnings and growth up to 2019. However, the company faced a decline in its sales from 2020, along with the lockdown restrictions. Additionally, the loyal consumers of the company worked from home and no longer worked in the retail park. The company also tried to provide pre-order and online order services to their customers, which reduced organisational sales levels.      
[bookmark: _etj4khp5a1d9]

[bookmark: _itbke2yx8wun][bookmark: _Toc235554220]2) Two solutions in resolving specific organisational problem 
Website for ordering and delivery drivers 
A company's own website can enable the company to take orders from its loyal customers who work from home and can meet consumers' demands who need delivery service. The consumer can browse the digital menu on the website and can select an exact date and time for delivery and pickup of orders. This can enable the company to reduce unsatisfactory waiting times for customers. In the post-pandemic context, over 90% of mid- to large UK retailers invested in digital channels to drive their sales (Statista, 2026). According to this, it can be assumed that by implementing a website and delivery service, the company can also drive sales. 
B2B partnership 
B2B partnership is identified as strategic collaboration between two companies to combine their resources, audiences and technologies to drive mutual growth (Corsaro and Murtarelli, 2026). If Basil's Bakery creates a partnership with a non-competing business that shares its target office workers, it can instantly drive organisational sales. By sharing expenses, warehousing, supply chain, and digital advertising tools, the company can reduce overheads and address the budget issues related to rent and bills. As per the market situation, retailers are increasingly partnering with brands and using e-commerce platforms like Shopify to develop their products and drive business sales (Shopify, 2025).     
[bookmark: _9xlfnbiz7zy7]

[bookmark: _4pkylo6a1bsy][bookmark: _Toc235554221]3) Evaluation of proposed solutions
[bookmark: _xj91ouif3qza][bookmark: _Toc235554222]a. Evaluation of two proposed solutions using the PMI technique 
Brainstorming and decision-making tools that are used to evaluate ideas from multiple perspectives by categorising them into three sections, like plus, minus, and interest, are called PMI techniques (Franceschetti et al., 2023). The proposed two solutions for Basil’s Bakery are evaluated below through the PMI techniques:
Solution 1: Implement a website for efficient orders 
	Plus (+1)
	Minus (-1)
	Interesting 

	Omnichannel will allow the chosen company to take pre-orders by seeing exact demand visibility. 
	High initial cost for website set-up. 
	The proposed omnichannel system can reveal the exact demand for products, allowing the bakery to discontinue unprofitable ones and save operational costs. 

	Improve convenience by allowing customers to effortlessly browse, pay and schedule pickups without in-store wait time. 
	Fulfilling online pre-orders, along with managing offline traffic, will increase operational complexity. 
	Focusing on all pre-order pickups within a narrow timeframe can overwhelm the storefront and disrupt daily customer service (Hiller, 2023). 

	The proposed solution integrates purchase histories and preferences to personalise bakery items. 
	A missed pre-order due to system failure can instantly reduce customer trust. 
	A pre-order website allows building a mailing list for sales items and forecasting demand, boosting overall sales volume (Egereonu, 2024). 

	Ensure revenue by capturing upfront payments and securing revenue for larger orders. 
	
	


Solution 2: B2B partnership 
	Plus (+1)
	Minus (-1)
	Interesting 

	Consistent revenue volume by securing wholesale contracts. 
	Increased risk of waste as B2B partners operate on a sales-or-returns basis.  
	Improve cross-marketing. 

	Improving production capacity 
	B2B partners need wholesale pricing, reducing profit margins. 
	B2B partners provide valuable insights on customer trends. 

	Increase brand visibility 
	Perishable baked goods need to be delivered fresh and on time every single morning, increasing logistical stress. 
	Reduce marketing investment. 



[bookmark: _9c8065626sqr][bookmark: _Toc235554223]b. Results and select your preferred solution
PMI techniques show that implementing an effective ordering website as solution 1 is most suitable for Basil’s Bakery to increase sales. This solution directly connects the chosen organisation with buyers while ensuring fresh, on-time delivery. Additionally, Basil’s Bakery can retain the full value of the sale by cutting out middleman distributors while satisfying the modern customer demand. As Basil’s loyal customers are office workers and retail stores, they can easily order the item at their own pace, which is impossible for B2B partnerships.  


[bookmark: _6pmbnbpb5hit]

[bookmark: _9h8vkdhd1qi6][bookmark: _Toc235554224]4) Implementation Plan
[bookmark: _8et6daaaahlr][bookmark: _Toc235554225]a. Constructing an Implementation Plan
The key activities, responsibilities and timeline for implementing an ordering website for Basil’s Bakery are involved in the planning phase. In the first stage, Basil’s Bakery will plan and set up the scope and build delivery logistics within 6 days. In the next stage, the user interface and ordering modules will be designed and developed within 15 days. In the third stage, the website’s flawless function will be ensured by testing and staff training to prevent disruption during peak hours within 25 days. The website will be launched and promoted to the public within 30 days. The bakery owner, project manager, web developer, staff and quality assurance staff have been identified as the key stakeholders in the proposed project execution. The goals of the execution plan are to streamline the order process, expand sales reach and reduce manual errors by changing from a traditional system to a digital solution. 
[bookmark: _ycszfnuxcph1][bookmark: _Toc235554226]b. Reasons for the activities, timings, order, responsibilities, etc.
	Phase 
	Activities 
	Timing 
	Responsibilities 

	Planning and setup
	· Define the item variant, product menu and custom bakery option within 2 days. 
· Gather high-resolution product pictures and pricing within 1 day.
· Set up web hosting and name within 1 day.
· Evaluate customer checkout flow within 1 day.

	6 days
	Project manager for setup and bakery owner for menu approvals. 

	Design and development 
	· Add chosen high-quality bakery photos with clear product and price descriptions within 10 days.
· Develop secure payment gateways like PayPal and Razorpay within 5 days.

	15
	Web developer 

	Training and testing 
	· End-to-end testing from order to kitchen receipt will be conducted within 10 days. 
· Mobile responsiveness and loading speed will be checked within 5 days.
· Training for Bakery staff on order management, dashboard, and fulfilment will be provided and completed within 10 days.
	25
	Project manager, bakery staff and quality assurance tester.

	Launch and promotion 
	· The website will be launched, and the shared link will be shared on social media platforms on day 26.  
· Promote the website by offering 5% off on the first order on day 27.
· The performance will be monitored, and customer feedback will be gathered on days 28 to 30.
	30
	Bakery owner and marketer.






[bookmark: _kmb7ghv27f4d][bookmark: _Toc235554227]5) Key Performance Indicator (KPI) and a set of SMART objectives
[bookmark: _kzl9151j0tj1][bookmark: _Toc235554228]a. KPI and SMART objectives 
Key performance indicator 
Revenue and sales rate- Analysing a high percentage of visitors who completed the purchase and drove revenue over a specific period.   
Smart objectives 
	Specific 
	Measurable 
	Achievable 
	Relevant 
	Time bound 

	Increasing conversion rate 
	Increasing the website checkout completion rate by 15% and optimising user experience and website speed. 
	Continuously measuring customer reviews can help in identifying exact points where buyers drop off, and refining the website strategies to reduce the gap can help in boosting the sales rate.  
	Conversion rate is most important for running a business, and a high conversion rate (Croll and Yoskovitz, 2024). This means the company attracts the right audience, and messages resonate perfectly with the target market, which boosts sales.  
	3 months 

	Increase average order value. 
	Raising average order value by 20% through cross-selling and offering discounts. 
	Integrating an automated product recommendations engine and offering free shipping can help in attracting and encouraging customers to order (Nichifor et al., 2021). 
	Higher order values maximise the revenue from existing website traffic without increasing the overall marketing budget. 
	5 months 

	Reducing cart abandonment 
	Decreasing the shopping cart abandonment rate by 12% 
	Simplifying the checkout flow and ensuring pricing and shipping transparency helps in reducing the cart abandonment rate. 
	Lowering abandonment directly leaks revenue from high-intent users who already purchase. 
	6 months 


[bookmark: _cwh4v8yb3ukb][bookmark: _Toc235554229]b. The use of metrics in monitoring and evaluating the solution 
By analysing the high conversion rate, the company can prove that the website messaging and user experience are aligned with the customers' needs (Price and Jaffe, 2022). This allows for identifying the percentage of visitors who become buyers without spending extra money on marketing. Tracking the increasing average order values t can help the business in measuring customer purchasing habits. Understanding consumer behaviours helps in identifying factors that increase profit margin and can help in developing tactics like discounts and upselling. Apart from this, monitoring cart abandonment helps in uncovering friction in the checkout process. A high rate can indicate that buyers are getting frustrated with the abandoned cart and checkout process; it can help in boosting overall sales volume. 





[bookmark: _mitujqo0vqcw][bookmark: _Toc235554230]6) Summary and Findings
· Basil’s Bakery has been identified as an independent retail business that provides high-quality bakery items to customers. 
· During the past academic period, the company faced decreasing sales and failed to deliver online service.
· Websites for ordering and online delivery were identified as solutions that resolve the organisational problem, and the implementation steps involved planning, design, launching, and training. 
· Revenue and losses are identified as KPI SMART goals, involving increasing conversion rate and order value.   
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