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[bookmark: _Toc183559645]Introduction
A famous cultural venue named, The Dylan Thomas Centre, is situated in the maritime area of Swansea. This cultural venue celebrates Dylan Thomas's works and life. A large number of studies recommend that the young generation prefers cultural venues for their wedding as it gives a unique experience on their special day (Lamia, 2023). It is planned that in the year 2025, this venue would start launching attractive packages for weddings which would be influenced by the work of the poet (Dylan Thomas). At this venue, the couples would get an outstanding mix of culture and history where personalised services will be provided on their unique day. This marketing plan is prepared to encourage the packages of the wedding, make aware of people the place by 40%, and allure at least 50 bookings in the very first year of launching. The major strategies comprise making connections with local vendors, online as well as offline advertisements, and various kinds of unique offers. 
[bookmark: _Toc183559646]Marketing Objectives
Marketing objectives can be defined as the goals that an organisation makes when a product or service is launched in the market (Shehabi and Lleshi, 2023). The marketing objectives for this marketing plan are:
· To satisfy the customers up to 90% by offering them outstanding services and special experiences.
· To increase visibility by 40% among engaged couples via various marketing strategies.
· To allure at least fifty bookings in the very first year of launching. 
[bookmark: _Toc183559647]Market Research
In Swansea, the market for weddings is extremely competitive where several venues with special packages are offered (McLean, 2020). The customers of Swansea choose locations that have a cultural and historic touch. Moreover, they want personalised services and all-inclusive packages. Today's couples either choose grand celebrations or smaller and private marriages. Country clubs, historical places, and local hotels are some of the competitors that provide almost similar services. Nevertheless, the venue (the Dylan Thomas Centre) catches the eye because of its cultural and scholarly attraction. In the market of Swansea, flexible packages like different dining experiences and weddings with themes are more popular. The current study focuses on targeted promotions as well as assures that the centre provides services as per the needs of the customers.  
[bookmark: _Toc183559648]Target Market and Customer Profile
The committed couples between the ages of 25 to 40 and residing in Swansea or nearby places are the target market for this study. The study shows that this age group of couples usually prefer cultural and historical places for their wedding to make it memorable (Kaushik and Kumar, 2023). The major segment comprises:
· Committed couples who want a luxurious marriage with outstanding services, promote the "Rhapsody of Love" option.
· The engaged couples who belong to middle-class families and want medium celebrations, promoting the "Dream of a Night" option.
· The young age professionals who want a simple wedding with cheap packages, promote the "Fern Hill" option. 
The statistics of the population show that today's committed couple choose cultural or historical places for their wedding (Farok, 2023). The rich heritage of the venue the "Dylan Thomas Centre" provides services for these different segments of customers. 
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Strengths: The customers who want cultural and historical venues, The Dylan Thomas Centre is perfect for them (Ooi, 2023). This venue fulfils the needs of various ranges of consumers from " Fern Hill" (for low-range customers) to "Rhapsody of Love" (for high-class customers). The venue is situated in the centre of Swansea and has an onsite parking facility which is a plus point for this venue. 
Weaknesses: In spite of having cultural fame, this venue has very little recognition in the wedding industry. This may prevent its primary bookings. Moreover, it becomes difficult for this venue to provide flexibility because of one primary event space. 
Opportunities: Nowadays, the wedding industry is more inclined towards providing adaptive and special marriage experiences because of its increasing demand among customers (Sangchan and Amornissariyachai, 2022). The centre can make partnerships with domestic businesses for photography, decoration as well as catering services. This will increase its wedding packages' value. Moreover, it can promote its cultural heritage in other countries as well and attract people to destination weddings. 
Threats: There is tough competition for the Dylan Thomas Centre because many other venues are providing the same packages. The economic uncertainties of Swansea may prevent customers from spending on luxury packages (Farok, 2023). Moreover, the bookings may be disrupted because of external factors such as unanticipated conditions or transforming trends in weddings.
[bookmark: _Toc183559650]Unique Value Proposition
The centre facilitates its customers with a unique mixture of the latest amenities, culture, and history. This venue has a scholarly heritage with multiple places like the grade 2 listed Vivian Hall. As an example, the premium package named "Rhapsody of Love" offers a gourmet three-course meal and a luxurious dessert bar unlike its opponents. The Dylan Thomas Centre provides adaptable wedding facilities to its customers to make their day extra special. The studies show that weddings at cultural and historical places give extra special feelings to the guests as well as couples (Ooi, 2023). The centre has a connection with the poet Dylan Thomas which makes the place very special. Moreover, it promises to make the wedding memorable and add value to the centre.
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Price: The packages of the centre begin at 3000 dollars. This shows that it provides good facilities on a low budget too. This strategy is quite practical in retaining the customers. 
Product: The centre provides its services to a wide range of customers from small celebrations to large gatherings. It also provides customisation options which increase satisfaction among customers (Pour and Langroudi, 2020). 
People: The centre has an excellent team for providing the best services to its customers.
Promotion: Offline campaigns such as connections with wedding planners and brochures are incorporated with online campaigns such as email marketing, Google Ads, and social media platforms.
Place: The centre is situated at the primary location of Swansea where parking facilities are easily available. 
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The centre would use a blend of several activities to efficiently launch the wedding packages in the market. Instagram and Facebook would be used as social media platforms displaying wedding stories and features of packages. The use of Google Ads will be made for people looking for venues for weddings (Farok, 2023). Moreover, Email marketing will be used to promote wedding packages. The centre will also make connections with wedding bloggers and domestic influencers. 
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The centre will make both offline as well as online strategies for the promotion. Offline strategies like connection with domestic wedding planners will increase reliability. Online strategies like venue displaying video content, appealing posts, and social media advertisements would allure engaged couples. Some promotional offers like early booking discounts will also be used for promotion (Lamia, 2023). Moreover, open house programs will be organised in order to attract significant customers. These promotional methods will make a strong presence of the centre in the market. 
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A Gantt chart can be explained as a graphic tool that assists the teams and project manager in planning, monitor as well and organising the project (Farok, 2023). In this study, it will be used for organising activities such as operating Google Ads, hosting public visits, introducing social media programs, and visiting bridal fairs. The centre will make a specific timeline for executing every task that would assure consistency all over the year. The schedule for marketing activities throughout the year will be:
	Tasks
	M1
	M2
	M3
	M4
	M5
	M6
	M7
	M8
	M9
	M10
	M11
	M12

	Preparing marketing Programs like content for promotion, online advertisements, etc.
	
	
	
	
	
	
	
	
	
	
	
	

	Initiate digital advertising campaigns using platforms such as Facebook and Instagram.
	
	
	
	
	
	
	
	
	
	
	
	

	Participate in exhibitions as well as bridal fairs in order to engage directly with significant customers.
	
	
	
	
	
	
	
	
	
	
	
	

	Provide promotional discounts to the customers for early booking.
	
	
	
	
	
	
	
	
	
	
	
	


Table 1: Gantt Chart
(Created by Author)
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The centre will use clear metrics to measure its success. The feedback from customers will be collected via surveys in order to find out the areas for improvement. The credibility would be increased through favourable customer feedback on platforms such as wedding blogs as well as Google. The use of KPI will be made for monitoring email open rates, website traffic, presence in social media through comments, shares and likes, and the no. of bookings. The financial success will be assured by monitoring the generated revenue and matching it with the desired goals. The centre would monitor the data by using tools such as customer relationship management software and Google Analytics software. This will help in finding out the right strategies while assuring that efforts are in the direction of attaining objectives (Lamia, 2023). The flexibility and strength of the plan would be assured by regular feedback. 
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The marketing plan of the Dylan Thomas Centre emphasises introducing wedding packages effectively in the year 2025. This plan integrates strategic marketing practices, creative promotion, and targeted study in order to assure bookings as well as visibility. This marketing plan finds out the choices of customers and the latest trends in the market by utilising the special cultural legacy of the centre and multiple offerings. In the study, the marketing mix has been used to strongly cover all the aspects. To attain growth in the wedding industry, the Dylan Thomas Centre gets a roadmap through this study.
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