Slide 2
Provides a wide range of community-focused wellbeing services. Its activities and support programmes are designed to enhance mental, emotional, and physical wellbeing for individuals across the local area. Centre aims to increase awareness, engagement, and service usage within the community. This marketing plan has been developed to support that goal, ensuring the Centre can deliver its mission more effectively and strengthen its community impact. The project has been developed collaboratively with Planed. Through discussions and consultations, we have gained insight into the Centre’s needs, target audiences, and communication goals, ensuring that the marketing recommendations are realistic, relevant, and aligned with the organisation’s broader objectives. (PLANED, 2025)
Slide 3 – Organisational Goal
Increase awareness and engagement across local community. Centre can expand service access, build strong community connections and improve overall wellbeing. We established a SMART target. This target is specific, measurable, achievable, relevant and time bound. Why are clear objectives important. (PLANED, 2025).
Slide 4 – Rationale for the Marketing Plan
A structured marketing plan is essential for several reasons: State the reasons on slide and explain.
Slide 5 – Situational Analysis
A situational analysis highlights internal and external factors that influence marketing success. State the PESTLE & SWOT points on screen.
Using SWOT and PESTLE frameworks helps identify where marketing efforts can be most effective and where challenges may arise. (Kenton, 2025), (SWOT: Strengths, Weaknesses, Opportunities, Threats, n.d.).
Slide 6 – Target Market
The Centre’s target market includes:  list target market.  Broad target market positioning the Centre as a friendly, accessible, and supportive community hub will help engage these groups effectively.
Slide 7 – Marketing Objectives
These are the marketing objectives that will be used to increase awarenes and engagement with the Wellbeing Centre:
Points on slides.
These objectives support the overall goal of raising awareness, driving engagement, and increasing participation in the Centre’s activities.
Slide 8 – Marketing Strategy
The marketing strategy is based on an Integrated Marketing Communications (IMC) approach, ensuring that messages are consistent across all channels and touchpoints. 
Community relationship-building is central to the strategy, reflecting the service’s community-focused ethos. Clear, accessible, and consistent messaging ensures that audiences understand the Centre’s value and feel encouraged to participate. (Barrington & Barrington, 2024).
Slide 9 – Marketing Channels
The Centre will use both digital and offline channels:
Digital channels: list them. (Lindley, 2022).
Offline channels: list them. (Changunda, 2020).
This multi-channel approach allows the Centre to reach diverse segments of its target audience.
Slide 10 – Proposed Marketing Activities
Key marketing activities include:
Slide
These activities combine digital engagement with community-based approaches, promoting participation and trust.
Slide 11 – Implementation Plan
The implementation plan is phased over 12 months:
This phased approach ensures that activities are manageable, measurable, and adaptable based on performance data.
Slide 12 – Measuring Success
Success will be evaluated using multiple KPIs: read off slide
These measures provide quantitative and qualitative insight into the effectiveness of marketing efforts, enabling ongoing improvement.
Slide 13 – Risks and Mitigation
[bookmark: _Int_8SNRNXBQ]Potential risks include: slide
[bookmark: _Int_jnkrlUNc]Mitigation strategies involve: slide
[bookmark: _Int_dASLEMk1]By proactively addressing risks, the Centre can maximise marketing effectiveness while remaining resource-efficient.
Slide 14 – Conclusion
In conclusion, (go through the points on slide). The plan offers clear guidance for implementation, monitoring, and evaluation, ensuring that marketing activities are both effective and sustainable over the next 12 months.
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