Carmarthenshire Living Well Centre Marketing Strategy Presentation Notes
[TITLE PAGE] Good afternoon, my name is Alyssia, and this is my presentation on the marketing strategy for the Living Well Centre Carmarthen. [SLIDE 2] [CLICK] During this presentation, we will discuss how the Carmarthen Living Well Centre currently markets to the surrounding community, [CLICK] how the Living Well Centre can enhance its marketing strategy, [CLICK] what opportunities are available to grow public awareness for services available within the centre, and [CLICK] recommend practical, achievable and measurable improvements that will increase the community engagement for the centre. 
[SLIDE 3] What is the living well centre? [CLICK] It’s a community-based wellbeing hub [CLICK] that offers over 30 support and guidance services [CLICK] that tailors its support per visitor to [CLICK] promote social wellbeing and independence. 
[SLIDE 4] What are the living well centres goals? These are quotations directly from the Well Centres website. [CLICK] “Partner with organisations who are committed to using the facility”, [CLICK] “Host a range of support services”, [CLICK] “Serve the whole of Carmarthenshire”, [CLICK] create an “Open and warm space that is available to all” and [CLICK] “Empower Individuals”. 
[SLIDE 5] Why is marketing so important? [CLICK] Yohn, 2021 describes marketing to be important because it creates a connection between consumer and product. Website CIM said in 2015 and 2023 that marketing helps understand and predict consumer needs and also gives and insight into competitors and the market itself. And finally, an article from The Power MBS in 2022 said marketing builds customers loyalty and business awareness. 
[SLIDE 6] What does this look like in the context of the Living Well Centre? [CLICK] It means connecting the correct support services to those who need them, understanding consumer needs to anticipate the necessary services within the centre, using competitors as an example of what is successful and not successful and to build trust with the local community and therefore service users to create a safe and welcoming space for them. 
[SLIDE 7] The existing marketing approaches of the centre are [CLICK] individual organisations within are marketing where they are based and what they offer [CLICK], the centre has had an open day event [CLICK] the centre is on social media platforms such as Facebook and Instagram [CLICK] the centre can be accessed through referral systems and [CLICK] word-of-mouth marketing from good experiences are a vital pillar of their marketing strategy. 
[SLIDE 8] Kenton, 2025, suggests a SWOT analysis can be an effective tool in terms of measuring the strengths, weaknesses, opportunities, and threats of the centres current marketing approach. It can allow a business to evaluate what a business is good at, what needs work and future endeavours available to improve business growth. [CLICK] Here are the existing marketing approaches listed as strengths. [CLICK] and here are areas of improvement based on my own recommendations [CLICK] the areas I have identified as weaknesses are the website and the awareness of the centre to the local community and surrounding areas. 
[bookmark: _Int_5gvD6i2j][bookmark: _Int_kLzzT70O][SLIDE 9) Hoeing, 2025, suggests that segmenting the market is key to being able to understand your target audience effectively. The segmentation process ensures that a business remains trustworthy and conveys the best message to consumers in order to build loyalty. [SLIDE 10] [CLICK] [CLICK] Nørgaard, 2025, states that demographic segmentation is used to group an audience into factors such as age, gender, income level, education, occupation, material status and family size. [CLICK] For example, the Living Well Centre could use [CLICK] age demographics to target the Age Cymru Crafty Crusaders activity group [CLICK] or gender to market the Men in Conversation Wellbeing Group to men [CLICK] or even income to promote Carmarthenshire Working and Foothold Cymru to access services for financial help. These services were accessed from the PLANED Activity Plan for November 2025. 
[SLIDE 11] [CLICK] [CLICK] Barker, 2023, says geographic segmentation is where an audience is split into location variables such as weather, population and location. This helps a business to save money by targeting on necessary consumers and therefore reach a deeper understanding of their customer base. [CLICK] An example of geographical segmentation that the Living Well Centre could use is [CLICK] the location factor to tailor to Carmarthen and the surrounding area of Carmarthenshire. [CLICK] or even urban and rural factors that tailor outreach programmes to those who would have less access to those in more urban areas. 
[SLIDE 12] [CLICK] [CLICK] Hugel, 2024, writes that psychographic segmentation divides an audience by their psychographic traits such as beliefs, values, interests and lifestyle. This type of segmentation helps a business improve its customer experience by appealing in a more emotive way. [CLICK] Using this method, the Living Well Centre could use [CLICK] values to appeal to consumers who are interested in community, social wellbeing and proactive health management. [CLICK] Or lifestyle factors such as individuals seeking mental health or physical support via referral systems. 
[SLIDE 13] Finally, [CLICK] behavioural segmentation [CLICK] is used to analyse how consumers interact with a business, what specifically makes them purchase from a business or use their services and therefore using that information to tailor marketing content accordingly. Factors for this segmentation could include previous customer purchases, the number of visitors on websites and social media pages or the number of consumers visiting a store during a running ad campaign, says Baldwin 2024. [CLICK] For example, the Living Well Centre could use [CLICK] service usage and target individuals who have previously engaged with social services, charities, and other health programmes. [CLICK] Or referral pathways [CLICK] or engagement patterns. 
[SLIDE 14] [CLICK] The living well centre would most likely benefit from demographic and geographic segmentation as more factors resonate with their wide target market. [CLICK] Both psychographic and behavioural segmentation could also be used, however, keeping the target market wide allows for more users to access the services available. 
[SLIDE 15] To differentiate the market further, the Living Well Centre could use STP model, defined by Hanson, 2024, discusses the attractiveness of each segment by using targeting and positioning methods. But we will come back to using this method later. 
[bookmark: _Int_Z9JrpHkg][SLIDE 16] As previously mentioned, identified areas of refinement include [CLICK] the website and [CLICK] awareness reach. [CLICK] [CLICK] Let's look at these in context. 
[bookmark: _Int_pHXZFVrE][SLIDE 17] Here are images of the current Living Well Centre page on the PLANED website. [CLICK] [CLICK] [CLICK] [CLICK] [CLICK]. [CLICK] Paun, 2019 says that a website is key to user experience because it’s the first contact between a consumer and services, therefore it is important that the website is engaging, informative and easy to use. [CLICK] Similarly, the GMI Research Team, 2025, says a well-designed website can turn a casual visitor into a paying customer. [CLICK] And finally, Corcione, 2024, argues that a poor website design can lead a customer to question the professionalism and quality of the business. [CLICK] [CLICK] This current website design does not show the impact and true values of the Living Well Centre. Let’s look at some examples of similar business. [CLICK] The Swansea Well-Being Centre [CLICK] the Wellbeing Centre London [CLICK], and Mind Solent, based in the New Forest. 
[bookmark: _Int_8ogIgGWZ][SLIDE 21] [CLICK] [CLICK] [CLICK] The Swansea Wellbeing Centre has a contact form and an interactive and organised home page. Curulli, 2025, suggests that contact forms are a great way of getting users to get in touch but also to help build a trusting relationship between users and service providers. Manning, 2023, also argues that an interactive website is crucial for SEO efforts and provides a high quality and professional experience for consumers. 
[SLIDE 22] [CLICK] [CLICK] [CLICK] The London and New Forest Wellbeing Centres use case studies and emotional marketing to gain interest via their websites. Shoyer, 2024, suggests that case studies aid the consumer to see credibility within the business and Johnson, 2021, argues that the use of emotional marketing is an effective tool that allows consumers to see the business in a relatable and understanding light. The Living Well Centre can use emotional marketing to encourage struggling individuals to seek help from the centre. 
[SLIDE 23] [CLICK] If I could ask you to scan this QR code. You should be seeing a direct link to the living well centre page. This was easy and free for me create using Adobe Express. 
[bookmark: _Int_CcEUKMQ6][bookmark: _Int_EQQ1w6hs][SLIDE 24] QR Codes have been around for a while now and prove to be a popular method of accessibility for a business. Clear Line, 2024, has an article suggesting that [CLICK] Gen Z use QR codes the most with a 68% use for various motives. [CLICK] Millennials have 78% use of QR codes for information finding or quick access to apps or websites, for example ordering from a menu. [CLICK] And the ‘boomer’ generation are slowly increasing with a 22% use being easy and enjoyable. [CLICK] Bitley, 2025, suggests that not only are QR codes great for quick access but also can be used for a multitude of business needs and can easily be monitored in terms of analytics data. In terms of the Living Well Centre, QR codes could be used as a gateway to the website to a list of all services available, it could directly take a customer to social media pages such as Facebook or it could be used to access a contact page for a request for information about specific services on offer. Having these QR codes on posters in pharmacies or doctors survives, leaflets within gyms or schools, signage across the surrounding areas or even around the centre’s building will help to spread awareness of the Living Well Centre and create an interactive and engaging way for users to connect to services they require. 
[SLIDE 25] Lets circle back to our SWOT analysis.
[SLIDE 26] [CLICK] Opportunities for the Living Well Centre can be listed as, [CLICK] using market segmentation to differentiate the market and appeal to specific target groups, using emotional marketing such as testimonials and case studies to build a connection with consumers, Redesigning the website  to promote, engage and spread awareness to users and finally, using QR codes for easy access to the services the Living Well Centre provides. 
[bookmark: _Int_vSvcdMZ4][SLIDE 27] However, there are threats that can arise from these opportunities that will need to be managed. Redesigning a website can be costly and take time to implement, using market segmentation techniques may require a whole new strategy for each method of current marketing and using QR codes may not be viable for all users which means posters and leaflets will need to be informative enough on their own. 
[SLIDE 28] [CLICK] Linking back to STP segmentation, geographic segmentation will easily target the necessary audience via website design and the use of intentionally placed QR codes. [CLICK] [CLICK] For example, to deliver regionally relevant information to Carmarthenshire, there will need to be geo-specific markets that are made clear. On the website, this could look like newsletter signups, contact forms and placing specific informational posters or leaflets in specific areas. This will help position the Living Well Centre as a trusted community source available to all locals. [CLICK] [CLICK] In QR codes, with a similar goal, this could look like appropriate placement to divide the needs of services available. This allows convenient and fast access to users which makes the centre more reliable and trustworthy. 
[SLIDE 29] [CLICK] To monitor progress of a successful website resign and the implementation of QR codes, measuring metrics and analysing data is key. Traffic such as total session time, organic search growth and geographical distribution can be measured. Similarly, scan metrics such as total scans and what time day/week can also be used to measure the success of these ideas. 
[SLIDE 30] In conclusion, implementing these changes will allow the Living Well Centre to [CLICK] gain more interest in services and support available, [CLICK] make easier access for users leading to a better first connection and [CLICK] using data taken from traffic to tailor future ‘in-person content’ towards targeted markets. 
[SLIDE 31] Thank you for your time, are there any questions? 
[SLIDE 32+] References are available on the next slides. 
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