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[bookmark: _Toc238764376]Introduction
Problem solving and decision making are important skills in the workplace because they help organisations identify problems, consider different options and make informed decisions. Complex problems can involve several stakeholders, different possible solutions and no single guaranteed answer, meaning that careful analysis is required before a decision can be made (Dörner & Funke, 2017).
This report focuses on Verda Clinic and examines a complex workplace problem relating to inconsistent client bookings and low client retention. The report will identify the scope and impact of the problem before investigating its possible causes using recognised problem-solving tools. Alternative solutions will then be considered and evaluated using Grid Analysis, Cost–Benefit Analysis and financial ratios. The report will conclude with an implementation plan, stakeholder communication strategy and monitoring process for the selected solution.


[bookmark: _Toc238764377]Section 1: Define a Complex Problem
[bookmark: _Toc238764378]1.1 Clearly Describe the Complex Problem
The complex workplace problem identified at Verda Clinic is inconsistent client bookings and low client retention. As a new home-based clinic, the number of appointments can fluctuate, making it difficult to maintain a consistent level of income and plan future business activity, several factors can influence whether a potential client becomes a paying customer and whether an existing client returns.
The problem has several connected causes, including limited brand awareness, restricted marketing resources, competition from established local clinics, limited customer reviews and the challenge of encouraging clients to return for further treatments. This makes the issue complex because there is no single solution that can immediately resolve it. Complex problems generally require information to be gathered and analysed before an appropriate course of action can be selected (Dörner & Funke, 2017).
[bookmark: _Toc238764379]1.2 Problem Ownership and Why It Needs Solving
I own Verda Clinic and, as a sole operator, am responsible for marketing, communication, treatments, administration and financial management.
The problem needs to be addressed because inconsistent bookings can affect the clinic's ability to generate sufficient revenue, if client retention remains low, the clinic may also need to continually find new customers to replace clients who do not return. Customer retention is important to business performance because developing longer-term customer relationships can contribute to repeat purchases and customer value (Kotler et al., 2022).
Addressing the problem could therefore improve financial stability and provide a stronger foundation in future.
[bookmark: _Toc238764380]1.3 Scope of the Problem
The problem mainly affects Verda Clinic and its customers. The immediate geographical scope is the clinic's local market in Llansamlet and the wider Swansea and surrounding areas from which clients may travel for treatments.
I am directly affected because fluctuating bookings influence workload, income and the ability to plan ahead. Existing clients may be affected by changes to promotional activities or loyalty initiatives introduced to encourage repeat bookings. Potential clients are also relevant because limited awareness of the clinic may prevent them from considering its services.
Other stakeholders, may be affected indirectly. Lower demand can reduce the need for stock and delay plans for future recruitment or expansion. The problem therefore spreads across several areas of the business, marketing, finance, customer relationships and future growth.
[bookmark: _Toc238764381]Figure 1: Stakeholders Affected by the Workplace Problem is shown in Appendix A.1

[bookmark: _Toc238764382]1.4 Impact of the Problem
The main impact on Verda Clinic is financial uncertainty. When appointment numbers fluctuate, income becomes less predictable, which can make it harder to manage regular business costs and decide when to invest in equipment, training, marketing or additional services.
There is also an operational impact. Time spent trying to generate new bookings can reduce the time available for other business activities. In addition, low client retention means that opportunities to develop longer-term relationships with customers may be lost.
From a wider organisational perspective, continued inconsistency could slow the growth of Verda Clinic and make it more difficult to establish a strong position within the local market. If the problem is successfully addressed, increased repeat bookings and new customer enquiries could provide more predictable revenue and support future expansion.
[bookmark: _Toc238764383]1.5 Constraints
The proposed solution must take account of several constraints. The first is budget, as Verda Clinic is a new business with a limited amount available. Any investment therefore needs to provide reasonable value for money.
The second is time. I am responsible for delivering treatments as well as completing administration, marketing, customer communication and other business tasks. that requires a large amount of additional time may therefore be difficult to maintain.
A further constraint is human resources, as there are currently no employees to share these responsibilities. The clinic has a limited appointment capacity because it operates from a home. Finally, the local market is competitive, meaning that any solution must help Verda Clinic differentiate itself and build customer trust rather than simply increasing advertising expenditure.


[bookmark: _Toc238764384]Section 2: Analyse the Problem
[bookmark: _Toc238764385]2.1 Problem Analysis
[bookmark: _Toc238764386]I used a Fishbone (cause-and-effect) diagram and Five Whys to identify contributing factors and investigate the underlying cause. IHI (n.d.-a; n.d.-b) identifies these as useful tools for organising causes and exploring root causes.
[bookmark: _Toc238764387]2.2 Fishbone Analysis
A Fishbone analysis was used to identify the factors contributing to inconsistent client bookings and low client retention (see Appendix A.2). The analysis identified marketing, customer, operational, financial and competitive factors as key contributors. Limited brand awareness, restricted marketing capacity and the lack of an established customer-retention process appeared to be significant factors. 
The Fishbone analysis shows that the problem has several connected causes. Marketing is significant because Verda is a new business and has limited recognition. The clinic also has a limited marketing budget, which can restrict its ability to reach potential customers.
People and methods are also relevant because the Clinic operates with just me responsible for everything. This can make consistent marketing and customer follow-up difficult. if customers are not encouraged to rebook or use treatment plans, opportunities to increase repeat business may be missed.
Competition and financial pressures may also affect bookings. Customers have access to established local businesses, while cost-of-living pressures may cause some people to reduce spending, Therefore, the problem is not caused by one factor but by several factors working together.

[bookmark: _Toc238764388]2.3 Five Whys Analysis
The Five Whys technique was then used to investigate the main cause identified through the Fishbone analysis. IHI (n.d.-b) states that repeatedly asking “why” can help move from the visible problem towards its underlying cause. Please see APPENDIX A.3


[bookmark: _Toc238764389]2.4 Findings
The analysis indicates that the main underlying issue is limited marketing capacity combined with low brand awareness and an underdeveloped customer-retention process. Verda Clinic needs to consistently attract potential customers, build trust, convert enquiries into bookings and encourage existing customers to return.
[bookmark: _Toc238764390]Section 3: Propose Alternative Solutions
[bookmark: _Toc238764391]Following Section 2, I considered three solutions that address the identified causes while taking account of Verda Clinic's limited resources (IHI, n.d.-b).
[bookmark: _Toc238764392]Solution 1: Strengthen Social Media and Digital Marketing
The first option is to develop a consistent social-media marketing strategy using platforms such as Instagram, Facebook and TikTok. Content could include treatment information, before-and-after results, educational skincare and scalp advice, customer testimonials and introductory offers. Social media can provide small businesses with an accessible way of communicating with potential customers and developing brand awareness (Office for National Statistics [ONS], 2024).
This option would require relatively few financial resources because much of the content could be created by myself using existing equipment. A small budget could be allocated for local advertising.
A potential barrier is that social-media marketing can be time-consuming and results may not be immediate. There is also strong competition for attention. However, this option is relatively low cost and therefore suitable for a new business with limited financial resources.
[bookmark: _Toc238764393]Solution 2: Introduce a Customer Retention and Rebooking Strategy
The second option is to introduce a structured customer-retention system. Customers could be encouraged to rebook before leaving their appointment, receive appropriate follow-up messages and be offered treatment plans or loyalty incentives. Referral rewards could also encourage existing customers to recommend Verda Clinic to others.
Customer retention is important because developing relationships with existing customers can support repeat purchasing and longer-term customer value (Kotler et al., 2022). 
A potential risk is that loyalty discounts or referral incentives could reduce profit margins if they are not carefully controlled. incentives should be affordable and linked to the clinic's overall pricing strategy.

[bookmark: _Toc238764394]Solution 3: Develop Local Partnerships and Referral Opportunities
The third option is to build relationships with complementary local businesses, such as hairdressers, fitness or wellness businesses. Joint promotions could introduce Verda Clinic to new customers without relying entirely on paid advertising. This requires little financial investment but does require networking time. Partnerships may take time to develop and referrals may be inconsistent, so this is more suitable as a longer-term strategy (Department for Business and Trade, 2024).
A possible barrier is that partnerships may take time to develop and some businesses may already have existing arrangements with competitors. There is also a risk that referrals may be inconsistent. Therefore, partnerships should be viewed as a longer-term marketing strategy rather than an immediate source of bookings.
	[bookmark: _Toc238764395]Comparison of the Alternatives grid in APPENDIX B.1



[bookmark: _Toc238764396]Section 4: Evaluate Options Using Decision-Making Techniques
[bookmark: _Toc238764397]I evaluated the three solutions using Grid Analysis and Cost-Benefit Analysis, comparing effectiveness, cost, feasibility and risks against consistent criteria (HM Treasury, 2026).
[bookmark: _Toc238764398]4.1 Grid Analysis
A weighted Grid Analysis was used to compare the three proposed solutions. The criteria were based on the causes identified in Section 2 and the circumstances of Verda Clinic as a new, owner-operated business. Effectiveness was given the highest weighting because the main aim is to improve bookings and customer retention. Cost and feasibility were also given significant weight because the business has limited resources.
Each option was scored from 1 (poor) to 5 (excellent). The full Grid Analysis and calculations are provided in Appendix B.
The results show that the customer retention and rebooking strategy achieved the highest weighted score of 4.80, compared with 4.15 for social-media marketing and 3.95 for local partnerships. The retention strategy scored highly because it is relatively inexpensive, practical for the owner to implement and directly addresses the low repeat-booking issue identified in Section 2.
Social-media marketing also scored well because it could improve brand awareness and generate new enquiries. However, it requires regular time, and its results may not be immediate. Local partnerships were considered low cost but may take longer to establish and produce measurable results.
[bookmark: _Toc238764399]4.2 Cost-Benefit Analysis
A Cost-Benefit Analysis was also used to compare the likely resources required against the potential benefits of each option. The full analysis is presented in Appendix C.
The retention and rebooking strategy has relatively low financial costs because it uses existing resources and my time, while offering potential benefits through increased repeat bookings and stronger customer relationships. Social-media marketing requires time and advertising expenditure but could increase awareness and enquiries. Local partnerships mainly require networking time and could generate referrals.
The financial forecast supports the use of relatively low-cost solutions. Verda Clinic forecasts £44,105 in sales and £17,804.18 in listed expenses. This leaves £26,300.82 after the listed expenses, before treating the £15,000 owner contribution separately from business income. The £300 advertising budget represents approximately 0.68% of forecast sales, suggesting that a controlled, low-cost marketing approach is appropriate during the early stages of the business.
The forecast operating margin can be calculated as:
£26,300.82 ÷ £44,105 × 100 = 59.63%
This is based on forecast figures rather than actual business performance and should therefore be reviewed once the business begins trading.
The Cost-Benefit Analysis also considered the equipment investment required for Verda Clinic. The Hydra machine, Japanese Head Spa equipment, microneedling pen and LED light therapy canopy have a combined Year 1 cost of £4,400 (see Appendix C). This supports the need for a controlled, low-cost approach to marketing and customer retention.
The five-year analysis shows total benefits of £25,000 against total costs of £4,400, giving a benefit-to-cost ratio of 5.68:1, meaning that for every £1 invested, an estimated £5.68 in benefits could be achieved (see Appendix C).
[bookmark: _Toc238764400]4.3 Justification of the Decision
Based on both decision-making techniques, the customer retention and rebooking strategy is the strongest individual option. It achieved the highest Grid Analysis score while requiring relatively little additional financial investment. It also directly addresses a key cause identified in Section 2.
However, a combination of solutions is considered most appropriate. Social-media marketing can help attract new customers, while the retention and rebooking strategy can encourage these customers to return. Local partnerships can then be developed gradually as an additional referral method.
Therefore, the recommended decision is to prioritise customer retention and rebooking, supported by consistent social-media marketing and gradually developing local partnerships. This combination addresses both sides of the problem by attracting new customers while encouraging existing customers to return. It also provides a realistic approach for Verda Clinic because it can be implemented without significant additional staffing or capital investment.
[bookmark: _Toc238764401]Section 5: Develop a Detailed Implementation Plan
[bookmark: _Toc238764402]I will prioritise customer retention and rebooking, supported by social-media marketing and local partnerships. This combination addresses both attracting new customers and encouraging existing customers to return.
[bookmark: _Toc238764403]5.1 Implementation Activities
My first priority will be to introduce a consistent customer follow-up and rebooking process. Where appropriate, I will encourage customers to book their next appointment before leaving the clinic. I will also follow up with customers after their treatment and keep accurate records of repeat bookings. This should help me build stronger customer relationships and reduce the risk of losing customers after their first appointment.
I will also introduce a simple loyalty and referral approach. This could encourage existing customers to return and recommend Verda Clinic to friends or family. I will make sure that any incentives are affordable and do not have a negative effect on my profit margins.
My second priority will be social-media marketing. I will create a weekly content plan for Instagram, Facebook and TikTok, including treatment information, skincare and scalp advice, customer feedback, suitable before-and-after results and promotional content. I will use my existing £300 advertising budget carefully and monitor whether paid advertising generates enquiries and bookings.
Finally, I will gradually develop local partnerships with complementary businesses. I will identify suitable local businesses and contact them about possible referral opportunities. I recognise that this may take time, so I will treat this as a longer-term activity rather than expecting immediate results.
[bookmark: _Toc238764404]5.2 Responsibilities and Monitoring
As sole operator, I will be responsible for implementing and monitoring the plan
I will monitor the number of new enquiries, bookings, repeat appointments, referrals, customer reviews and social-media engagement. I will also monitor my marketing expenditure so that I can assess whether the money I spend is producing worthwhile results.
The detailed implementation plan, including the tasks, timescales, resources, responsibilities and success indicators, is provided in Appendix D.1
[bookmark: _Toc238764405]5.3 Success Indicators
I will use the following indicators to measure whether my implementation has been successful:
· increase the number of repeat bookings; 
· establish a consistent customer follow-up and rebooking process; 
· generate regular enquiries through social media; 
· increase positive customer reviews and testimonials; 
· develop local referral relationships; 
· monitor the financial return from my marketing expenditure. 
These indicators will allow me to measure whether the changes are actually improving bookings and customer retention rather than simply increasing the amount of marketing activity I undertake.
[bookmark: _Toc238764406]Section 6: Communicate the Plan to Stakeholders
My main stakeholders are customers, potential customers, local business partners and suppliers. As the sole operator, I am responsible for communicating and implementing the plan. Customers need clear information about rebooking, follow-up and loyalty or referral opportunities, while potential customers need information about treatments, prices and promotions. I will use face-to-face communication, email, text, booking-system messages and social media.
I will contact local business partners to discuss referral opportunities, while suppliers will be contacted regarding stock and orders.
I will review communication regularly throughout the 12-week implementation period. This will allow me to respond to customer feedback, identify any problems and make changes where necessary. Effective communication is important because it can help build trust, maintain positive relationships and reduce misunderstandings.
[bookmark: _Toc238764407]6.1 Stakeholder Communication Plan ( PLEASE SEE APPENDIX D.2)
[bookmark: _Toc238764408]6.2 Aligning Communication with Stakeholder Expectations
I will adapt my communication depending on the stakeholder. Customers need communication that is clear, helpful and personal, while potential customers need information that builds awareness and trust. Local businesses will need a more professional approach that clearly explains the benefits of collaboration.
I will also make sure that any promotional information is accurate and that customers are not given unrealistic expectations about treatments or results. By using different communication methods for different stakeholders, I can make the implementation plan easier to understand and increase the likelihood of gaining support.
[bookmark: _Toc238764409]Section 7: Monitor and Review Implementation
I will monitor the implementation of my chosen solution throughout the 12-week period to make sure that the actions in my implementation plan are being completed and are achieving the intended results. Monitoring is important because it allows progress to be tracked against planned activities and provides evidence of whether changes are working as expected (HM Treasury, 2026). 
[bookmark: _Toc238764410]7.1 Monitoring Progress
I will use the Gantt chart in Appendix D to monitor whether each activity is being completed within the planned timescale. I will carry out a weekly review of my progress and record the number of new enquiries, bookings, repeat bookings, referrals and customer reviews.
I will also monitor social-media activity, including engagement and enquiries generated from my posts and advertising. In addition, I will monitor my marketing expenditure against the £300 advertising budget. Where possible, I will compare the money spent with the number of enquiries and bookings generated. 
Collecting data during implementation can help identify threats or delays and provide evidence for future decision making (Environment Agency, 2024). 
[bookmark: _Toc238764411]7.2 Milestones and Check-In Points
I will use several check-in points during the 12-week implementation period:
· Weeks 1–2: Check that my customer follow-up and rebooking process and social-media plan have been established. 
· Weeks 4–6: Review enquiries, bookings, repeat appointments and social-media engagement. 
· Weeks 7–8: Review progress with local partnership and referral opportunities. 
· Week 12: Complete a full review against my original objectives and success indicators. 
These check-in points will allow me to identify problems early and make changes rather than waiting until the end of the implementation period. Monitoring should be considered throughout implementation so that progress can be assessed and action adapted where necessary (HM Treasury, 2026). 
[bookmark: _Toc238764412]7.3 Managing Problems and Delays
If an activity is delayed, I will identify the reason and adjust the plan where necessary. For example, if creating social-media content takes too much time, I could reduce the number of posts while maintaining a consistent schedule. If a local partnership does not develop, I will approach other suitable businesses rather than allowing this to delay the rest of my plan.
If repeat bookings do not improve, I will review my follow-up process and customer feedback to identify what needs to change. This approach allows me to adapt the implementation based on evidence rather than continuing with an activity that is not producing the expected outcome. Evaluation can help identify what worked, what did not work and what could be improved (HM Treasury, 2026). 
[bookmark: _Toc238764413]7.4 Final Review
At the end of the 12 weeks, I will compare my results against the success indicators established in Section 5. I will consider whether I have increased repeat bookings, generated regular enquiries, gained more customer reviews and developed referral opportunities.
I will also review stakeholder feedback to identify any communication issues.
Based on the results, I will decide whether to continue, change or expand the strategies. This creates a continuous improvement approach because the results of the review can be used to inform my future business decisions.
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[bookmark: _Toc238764417]A.1-Figure 1: Stakeholders Affected by the Workplace Problem
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Figure 1. Stakeholders affected by inconsistent client bookings and low client retention at Verda Clinic.
[bookmark: _Toc238764418]A.2 
Figure 1. Fishbone analysis of inconsistent client bookings and low client retention
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[bookmark: _Toc238764419]                 • Competitors have larger audiences
[bookmark: _Toc238764420]A.3-Five whys
		Why?
	Finding

	Problem: Why are bookings inconsistent?
	There are not enough new and repeat bookings.

	Why 1?
	Verda Clinic has limited awareness among potential customers.

	Why 2?
	It is a new business competing with established local clinics.

	Why 3?
	Marketing reach, reviews and customer awareness are still developing.

	Why 4?
	Marketing time and budget are limited because the business is owner-operated.

	Why 5?
	There is not yet a consistent system for generating enquiries, converting them into bookings and encouraging repeat visits.







[bookmark: _Toc238764421]Appendix B 

[bookmark: _Toc238764422]B.1 
	[bookmark: _Toc238764423]Comparison of the Alternatives

		Solution
	Main resources
	Main risk/barrier
	Feasibility

	1. Social-media marketing
	Owner's time and small advertising budget
	Time-consuming and results may be slow
	High

	2. Retention and rebooking strategy
	Follow-up time and small loyalty/referral costs
	Discounts could reduce profit
	High

	3. Local partnerships
	Time for networking and relationship building
	Partnerships may take time to develop
	Medium–High





All three solutions are feasible for Verda Clinic because they can be introduced without significant investment in additional staff or expensive equipment. They also directly address the causes identified in Section 2. The alternatives provide a basis for comparing the potential costs, benefits, risks and practicality of each option before selecting the most appropriate solution.

[bookmark: _Toc238764424]B.2– Grid Analysis
	[bookmark: _Toc238764425]Table B1: Weighted Decision making grid

		Criteria
	Weight
	Social Media Marketing
	Retention & Rebooking
	Local Partnerships

	Effectiveness
	30%
	5
	5
	4

	Low cost
	25%
	4
	5
	5

	Feasibility
	20%
	4
	5
	4

	Customer retention
	15%
	3
	5
	4

	Speed of results
	10%
	4
	4
	2

	Weighted score
	100%
	4.15
	4.80
	3.95






Scoring: 1 = poor, 2 = below average, 3 = average, 4 = good, 5 = excellent.
Example calculation – Retention and Rebooking:
(5 × 0.30) + (5 × 0.25) + (5 × 0.20) + (5 × 0.15) + (4 × 0.10) = 4.80
The highest score of 4.80 indicates that the retention and rebooking strategy is the strongest individual option.






[bookmark: _Toc238764426]Appendix C 

	[bookmark: _Toc238764427]Appendix C – Cost-Benefit Analysis

		Alternative
	Main costs/resources
	Potential benefits
	Risks/barriers
	Overall assessment

	Social-media marketing
	Owner's time; £300 advertising budget
	Increased brand awareness, enquiries and new customers
	Time-consuming; results may not be immediate
	High potential

	Retention & rebooking
	Owner's time; possible loyalty/referral incentives
	More repeat bookings and stronger customer relationships
	Incentives could reduce profit margins
	Highest potential

	Local partnerships
	Networking time and relationship building
	Referrals and increased local awareness
	Partnerships may take time to establish
	Medium–high potential







[bookmark: _Toc238764428]Financial information supporting the evaluation
	Financial measure
	Amount

	Forecast sales
	£44,105

	Listed expenses
	£17,804.18

	Amount after listed expenses
	£26,300.82

	Advertising budget
	£300

	Advertising as % of forecast sales
	0.68%

	Forecast operating margin
	59.63%.


	






	

	
Equipment / Cost Items
	  
Year 1 
	
        Cost total

	Hydra machine
	£1,200
	£1,200

	Japanese Head Spa equipment
	£1,800    
	              £1,800

	Microneedling pen
	£200
	£200

	LED light therapy canopy
	£1,200
	£1,200

	Total costs
	
	£4,400

	
	
	





	[bookmark: _Toc238764429]Monetary Benefits

		Monetary benefit
	Year 1
	Year 2
	Year 3
	Year 4
	Year 5
	5-     Year Total

	Staff savings
	£4,000
	£4,000
	£4,000
	£4,000
	£4,000
	           £20,000

	Reduced consumables
	£1,000
	£1,000
	£1,000
	£1,000
	£1,000
	            £5,000

	Total monetary benefits
	£5,000
	£5,000
	£5,000
	£5,000
	£5,000
	            £25,000




	
Financial Ratios

		

Financial measure
	

Calculation
	

Total

	Total benefits (5 years)
	      £5,000 × 5 years
	£25,000

	Total costs (5 years)
	 £4,400 equipment investment
	£4,400

	Benefit-to-cost ratio
	£25,000 ÷ £4,400
	5.68 : 1







[bookmark: _Toc238764430]Appendix D.1

		Task
	Responsibility
	Timeframe
	Resources
	Success indicator

	Create customer follow-up and rebooking process
	Me
	Weeks 1–2
	Booking system and customer records
	Process used for suitable customers

	Introduce rebooking at end of appointments
	Me
	Weeks 2–12
	My time
	Increase in repeat bookings

	Introduce loyalty/referral approach
	Me
	Weeks 2–3
	Low-cost incentives
	Repeat/referral bookings recorded

	Create 12-week social-media plan
	Me
	Weeks 1–2
	Social-media platforms and phone
	Weekly content plan established

	Post regular content
	Me
	Weeks 2–12
	Social-media accounts
	Consistent weekly posts

	Use targeted advertising
	Me
	Weeks 4–12
	£300 advertising budget
	Increase in relevant enquiries

	Monitor enquiries and bookings
	Me
	Weekly
	Booking records
	Weekly figures recorded

	Request customer reviews/testimonials
	Me
	Weeks 3–12
	Customer communication
	Increase in reviews

	Identify potential local partners
	Me
	Weeks 4–5
	Local research
	Suitable businesses identified

	Contact potential partners
	Me
	Weeks 5–8
	Email/social media
	Partnership discussions started

	Develop referral arrangements
	Me
	Weeks 7–12
	Networking time
	Referral relationships established

	Review results
	Me
	Week 12
	Booking and financial data
	Results compared with targets
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	Stakeholder
	Interest in the plan
	What I need to communicate
	Method
	When

	Existing customers
	Good service, convenient appointments, value for money
	Rebooking, follow-up, loyalty/referral opportunities
	Face-to-face, text, email/booking system
	During and after appointments

	Potential customers
	Treatment information, prices, trust and results
	Services, benefits, prices, offers and reviews
	Instagram, Facebook, TikTok
	Weekly

	Local business partners
	Mutual business opportunities
	Referral opportunities and partnership arrangements
	Email, social media, face-to-face
	Weeks 4–12

	Suppliers
	Orders, payments and ongoing business
	Stock requirements and purchasing needs
	Email/telephone
	As required

	Myself
	Successful implementation and business performance
	Bookings, enquiries, retention and financial results
	Weekly records/review
	Weekly
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	Activity
	W1–2
	W3–4
	W5–6
	W7–8
	W9–10
	W11–12

	Follow-up/rebooking system
	●
	●
	●
	●
	●
	●

	Loyalty/referral strategy
	●
	●
	●
	●
	●
	●

	Social-media planning
	●
	
	
	
	
	

	Social-media content
	
	●
	●
	●
	●
	●

	Targeted advertising
	
	●
	●
	●
	●
	●

	Monitor bookings/enquiries
	
	●
	●
	●
	●
	●

	Customer reviews
	
	●
	●
	●
	●
	●

	Identify local partners
	
	
	●
	
	
	

	Contact partners
	
	
	●
	●
	
	

	Develop referral relationships
	
	
	
	●
	●
	●

	Final review
	
	
	
	
	
	●


Key: ● = activity taking place
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