Official Script
Hi, my name is Iestyn Thomas and today I’ll be creating a marketing plan for the Planed Wellbeing Centre in Carmarthen.
Brief Overview of the Planed Living Well Centre
[bookmark: _Hlk215817351]The Living Well Centre located at Parc Dewi Sant in Carmarthen is a community hub and collaborative space which has a range of services on offer designed to support individual needs and improve wellbeing (“Carmarthenshire Living Well Centre”, 2025). The centre opened in December 2024 and currently has over 700 people attending the centre per month. It plays a key role in the community by providing over 30 projects, organisations and services on site ranging from employment, mental health and dementia support to exercise, education and arts classes (“Carmarthenshire Living Well Centre”, n.d.). The centre is open 5 days a week, from 9am–5pm and is available for free, for anybody to attend (Mosey, 2025).
Organisational Goal 
[bookmark: _Hlk215817450]The organisational goal that I have decided to set for the Living Well Centre, is to increase brand awareness (Somanthan, 2024). I have decided this as although the Living Well Centre has done well so far with over 700 people attending per month, the centre is still fairly new, with limited awareness amongst Carmarthenshire residents (“Carmarthenshire Living Well Centre”, n.d.). 
[bookmark: _Hlk215334357]Rationale as to why the Marketing Plan is Important 
[bookmark: _Hlk215817518]Marketing plans are important for organisations as it helps to provide strategic direction, define the target audience, enhance consistency, improve resource management and it also helps with risk mitigation (McCelland, 2023).
[bookmark: _Hlk215817688]For the Living Well Centre specifically, a marketing plan to increase awareness of the Centre is particularly important because public awareness of the centre is still limited. A marketing plan can help to increase visibility of the Centre across multiple platforms and within the local community, ensuring that more people are aware of the centre and are encouraged to access the free wellbeing services and support they need (“Benefits of marketing plan”, n.d.). 
Target Market and Market Segmentation 
[bookmark: _Hlk215817829][bookmark: _Hlk215817870][bookmark: _Hlk215817945]To help define the target market, organisations must first conduct a market segmentation of their customers. The Living Well Centre’s audience can be segmented into four main areas which is geographic, demographic, psychographic and behavioural (The Investopedia Team, 2025). Geographically, the Living Well Centre’s target audience is Carmarthenshire residents, including those who live in Carmarthen itself and the surrounding rural areas where access to wellbeing services may be limited (“Carmarthenshire Living Well Centre”, 2025). Demographically the Centre supports all ages as services provided range from Sandy Bear support for kids to dementia and carer support for older individuals. However, the majority of the Centre’s services are designed for adults, suggesting that adults might be the centre’s primary target audience (Barnes, 2025; “Carmarthenshire Living Well Centre”, n.d.). As well as this demographically in terms of income, the centre’s audience is primarily individuals who are on low to middle incomes, as these groups are more likely to rely on the free wellbeing services that the centre provides (“Benefits cuts”, 2025). Psychographically, the centres target market includes people who are motivated to improve their wellbeing (Mosey, 2025). Behaviourally the target market includes individuals who are actively searching for wellbeing, health or support services (Hoenig, 2025; Mosey, 2025). Based on these segmentation findings the Living Well Centre is target market can be defined as individuals of all ages but particularly adults on low to middle incomes from the Carmarthenshire area who need or are interested in accessing wellbeing and support services (“Carmarthenshire Living Well Centre”, n.d.; Mosey, 2025).
Marketing Mix 7P’s (Peralta, 2025)
[bookmark: _Hlk215818277]The 7Ps marketing mix is a framework organisations use to plan and structure their marketing strategies (Peralta, 2025).
Product - The first of the 7P’s is product. The Living Well Centre offers over 30 free wellbeing and support services on site ranging from arts and exercise classes to mental health and dementia support (“Carmarthenshire Living Well Centre”, n.d.).
[bookmark: _Hlk215818331]Price - In terms of price all services are available for free, ensuring support is available to those who need it the most, especially those in the lower to middle income classes who are the centres target income audience (“Carmarthenshire Living Well Centre”, n.d.; “Benefits cuts”, 2025; Peralta, 2025).
[bookmark: _Hlk215818451][bookmark: _Hlk215818410]Place - In relation to place the centres services are delivered from a physical location at Parc Dewi Sant (“Carmarthenshire Living Well Centre”, n.d.). The centre’s social media platforms and website also serve as key places where the public can access information about the services distributed (Peralta. 2025).
Promotion – For the marketing plan promotional methods used by the Centre could include a range of digital and traditional marketing methods including social media, partnerships, flyers, word-of-mouth, and influencer marketing (MacNeil, 2025; Peralta, 2025)
[bookmark: _Hlk215818552]People - The people involved in the marketing process at the Living Well Centre, include the staff and volunteers who deliver the wellbeing and support services, front desk personnel, the marketing and social media team, influencers and senior management at Planed (Mosey, 2025; Peralta, 2025).
Process - At the Living Well Centre, the process of engaging with wellbeing services involves either contacting the centre through the organisation’s website or social media, a phone call or by visiting in person (“Contact Us”, n.d.; “@Carmarthenshire Living Well Centre”, 2025; Mosey, 2025). 
Physical Evidence - The physical evidence for centre includes its social media posts and videos, website and the physical building located at Parc Dewi Sant (Peralta, 2025). 
Marketing Channels 
Social Media 
[bookmark: _Hlk215818840][bookmark: _Hlk215818895][bookmark: _Hlk215818965][bookmark: _Hlk215819094][bookmark: _Hlk215819256][bookmark: _Hlk215819298]One marketing channel the Living Well Centre should use to achieve its goal is social media (“What Are Marketing Channels?”, n.d.). Currently the centre has a limited presence on social media outside of Facebook, where they have 1.1K followers and a semi regular posting schedule as they only appear on one other platform which is Instagram, where they have under 100 followers (“@Carmarthenshire Living Well Centre”, 2025; “@Living well centre carmarthenshire”, 2025). To increase brand awareness, the Centre should expand its presence and activity on its current platforms, Facebook and Instagram, and also create a TikTok account (“What Are Marketing Channels?”, n.d.). While Facebook is most popular amongst the 25-34 and 35-44 age demographics, it has the largest share of users for people aged 45 and older, therefore using Facebook successfully allows the Centre to hit a variety of audiences but especially the older audience which is one of its key demographics. However, Facebook is not as popular amongst the 18–25-year-old and younger aged demographics (Haigen, 2025). This is where developing the Centre’s Instagram account and creating a TikTok account could be beneficial, as these platforms are the most popular in the 18-24 and 25–34-year-old age demographic (Haigen, 2025). Using these platforms as a marketing tool could help increase awareness of the centre amongst the younger adult demographic and help to attract a new audience to the centre (Dejnak & Targosz, 2025). These platforms could be used to post informational content such as weekly session timetables, images of the centre, short-form videos on TikTok especially, and general wellbeing advice (Sheikh, 2025). 
Leaflets
[bookmark: _Hlk215662149][bookmark: _Hlk215819451][bookmark: _Hlk215819414][bookmark: _Hlk215819519][bookmark: _Hlk215819537][bookmark: _Hlk215819638][bookmark: _Hlk215819580][bookmark: _Hlk215819736]Another marketing strategy the Living Well Centre could adopt to increase brand awareness and reach its target audience is leaflets (“What Are Marketing Channels?”, n.d.). Leaflets are a traditional advertising method that remains effective today because they are cost‑efficient, easy to distribute, and tangible which can be particularly effective to reach certain audiences. Leaflets are also effective for companies as they can be used for targeted reach (Gahagan, n.d.). The Centre could utilise this strategy by distributing leaflets in local locations where its target audience is likely to be found, such as local hospitals, GP surgeries, and care homes. Older individuals are common in these areas which is a demographic that many of the Centre’s services are designed to support. Furthermore, people who are located in these locations may also be individuals who are searching for wellbeing or support services, a key target market of the Centre (Gahagan, n.d.; “Are Leaflets Effective?”, n.d.). To be effective, the leaflets should include information about the centre, the services offered and contact details (Birch, 2025).
Influencer Marketing 
[bookmark: _Hlk215819807][bookmark: _Hlk215819937][bookmark: _Hlk215820005][bookmark: _Hlk215820095][bookmark: _Hlk215820182]Another highly effective marketing channel that the Centre should implement is influencer marketing. An option the Centre could use for this is the young influencer couple from Carmarthenshire Fin Gough and Sioned Cray, who rose to fame earlier this year by appearing on the BBC is Race Across the World (Griffiths, 2025). The couple has a large following, with over 150K combined followers on Instagram and nearly 60K on TikTok. Both are fairly active on these platforms, which demonstrates a commitment to community interaction, making them effective partners for reaching the younger adults and teenagers on these platforms. The couple would also be suitable as they are known to the older aged demographic who might be aware of them through watching the BBC on television, which according to Ofcom is the main marketing channel consumed by people 55 years or older today. The local influencers are also suitable to the Living Well Centre as they post frequent outdoor and adventure content which are activities that can improve wellbeing, which coincides with the centre’s wellbeing focus and values (“@fingough – Instagram”, 2025; “@sionedcray – Instagram”, 2025; “@finandsioned”, 2025; “@fingough – TikTok”, 2025; “@sionedcray – TikTok”, 2025; Raw, 2024; Griffiths, 2025; “News consumption in the UK: 2024”, 2024). While influencer partnerships does cost money, collaborating with Fin and Sioned would likely be cost‑effective, as they are emerging influencers rather than internationally renowned celebrities (“20 Advantages and Disadvantages of Influencer Marketing”, 2024). 
Recommendations for Implementation
[bookmark: _Hlk215820395][bookmark: _Hlk215820436][bookmark: _Hlk215820533]One effective way the Living Well Centre can successfully implement their marketing plan and social media as a marketing strategy is by creating a content calendar. A content calendar is a structured written schedule that clearly shows when and where upcoming content will be published (Dean, 2025). This tool helps organisations to develop a consistent social media marketing strategy while also improving an organisation is planning, time management and digital presence (Carey, 2025). For the Living Well Centre I have created a weekly planner which can be seen on screen. This has been structured strategically to allow the centre to post around 1-2 times per day most days of the week, showing what type of content will be posted when and on which platform. One example of the calendar is posting next week’s weekly timetables well in advance on a Wednesday and Saturday evening of the previous week and then reposting it on the Monday morning of the week on Instagram and Facebook, providing its audience with enough opportunities and time to see the important informational content (Schneider, 2023). 
[bookmark: _Hlk215821107]Developing partnerships with local businesses and services is another way the Living Well Centre could implement its marketing strategy. For example, by building relationships with local GPs, the Centre could distribute informational leaflets and flyers within their practices. This allows the centre to be known to their partners audience, helping to increase awareness of the centre and potentially attract new customers (“Partnership marketing”, 2022).
Recommendations on How to Measure the Success of the Marketing Plan
[bookmark: _Hlk215821432]To measure the success of the marketing plan in increasing brand awareness, the Living Well Centre could use a variety of KPI (Twin, 2025). Methods could include tracking the increase in followers across all social media platforms and monitoring the increase in monthly visitors to the centre since the plan had been implemented (Leighton, 2025)
[bookmark: _Hlk215821583][bookmark: _Hlk215821636][bookmark: _Hlk215821651][bookmark: _Hlk215821726]To measure the success of each marketing channel and the overall marketing plan further the centre could use customer feedback surveys. They could be used to identify which marketing channels were most effective in raising awareness of the organisation and attracting people to the Centre (Leighton, 2025). An example of the potential survey used can be seen on screen, this survey could be handed out to new members of the centre asking the question, Which of the following promotional methods made you aware of the organisation or encouraged you to attend the centre? Options might include social media, leaflets, flyers, influencer marketing, word of mouth/other people, partner organisations or newspaper ads (“What Are Marketing Channels?”, n.d.; Leighton, 2025). This could be made even more specific by asking for their age, income class and geographical location to see which marketing channel was most effective for each group. Surveys could be distributed either in person at reception before sessions or digitally through their website or social media platforms. The information gathered from these surveys could allow the centre to understand which marketing channels had been a success and not, providing them with the opportunity to then adjust its marketing strategies or even to further prioritise certain channels (“How to Use Customer Feedback to Improve Your Marketing Strategy”; Leighton, 2025).
Conclusion
This concludes marketing plan to increase the brand awareness of the Planed Living Well Centre in Carmarthen. Thank You for listening, Are there any Questions?
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