PLANED Wellbeing Centre
Overview
The PLANED Wellbeing Centre, located in St Davids Park, Carmarthen, provides free and low-cost services that support physical, emotional, and mental wellbeing. The centre aims to create a safe, welcoming, and inclusive space where individuals feel empowered and connected (PLANED, 2024). This marketing plan outlines key goals, strategic approaches, and methods to enhance visibility, engagement, and long-term sustainability.

Marketing Goals
Four objectives guide PLANED’s marketing efforts over the next 12 months:
· Increase footfall by 20% through improved awareness and outreach.
· Grow online engagement by 30%, using social media and website activity.
· Establish at least five new partnerships with GPs, charities, youth groups, and local organisations.
· Strengthen community perception and visibility, positioning the centre as a trusted, accessible wellbeing resource.
Clear, measurable goals align with effective marketing planning (Kotler & Armstrong, 2022).

SWOT Analysis
A SWOT analysis provides clarity on current conditions and future potential (Chernev, 2020).
Strengths
· Free or low-cost services increase accessibility.
· Strong community-driven ethos builds trust.
Weaknesses
· Limited brand awareness.
· Small marketing budget.
· Rural, under-populated location.
Opportunities
· Growing public interest in mental health.
· Collaboration potential with GPs, schools, charities, and youth groups.
Threats
· Competition from commercial wellbeing services.
· Economic pressures reducing attendance.

Importance of a Marketing Plan
A structured plan ensures message consistency, prioritises target audiences, and maximises limited resources. It strengthens credibility, community partnerships, and funding prospects. The strategy follows the 4Ps framework which are Product, Price, Place, Promotion, and remains a core tool for marketing planning (Kotler et al., 2021).

Segmentation, Targeting & Positioning (STP)
The STP model helps PLANED understand who they serve and how best to communicate with them (Kotler & Keller, 2016).
Segmentation
· Demographic: age, income, family status.
· Psychographic: wellbeing attitudes, lifestyle, motivations.
· Behavioural: service usage patterns, preferences, attendance barriers.
Targeting
· Primary: individuals seeking accessible support (GP referrals, isolated adults, young people). 
· Secondary: wider community interested in lifestyle improvement, social connection, or low-cost activities.
Positioning
The centre is positioned as a trusted, community-driven, accessible and supportive wellbeing hub offering affordable services for people of all ages.

Key Marketing Messages
Wellbeing support is accessible to everyone, regardless of background or income.
PLANED is a friendly, local, community-focused space.
Services are high-quality and free or low-cost.
Connection, support, and wellbeing thrive within the centre.

Marketing Channels
Online Channels
Facebook, Instagram, TikTok, LinkedIn, website updates, and an online booking system. Digital outreach enables rapid communication and connection with wider demographics.
Offline Channels
Posters in GP surgeries, libraries, supermarkets; community newspapers; outreach to schools, charities, youth groups, carers, and health providers. Offline methods ensure reach among individuals not active online.

Content Strategy
To build trust and engagement, PLANED should share varied and community-centred content:
· Participant stories and testimonials
· Weekly wellbeing tips
· Event promotions
· Behind-the-scenes posts
· Partnership announcements
· Volunteer highlights
Consistent, diverse content encourages ongoing interaction and boosts visibility.

Community Engagement Strategy
Key activities include:
· Open days introducing services
· Taster sessions reducing barriers to participation
· Partnerships with GPs and healthcare providers
· Volunteer network development
· Monthly themed wellbeing campaigns
These strengthen community ties and increase participation within Carmarthen.

Budget Considerations
With a modest budget, PLANED should prioritise:
· Low-cost social media activity
· Partnerships and organic community outreach
· Limited printing for posters and flyers
· Small, targeted social media advertising across Facebook, Instagram, and LinkedIn
This ensures significant impact while maintaining financial efficiency.

Six-Month Timeline
· Month 1: Branding refresh and message launch
· Month 2: Begin weekly social media content
· Month 3: Outreach to partners and organisations
· Month 4: Host an open day
· Month 5: Review engagement metrics and footfall
· Month 6: Adjust strategies and relaunch improved campaigns
A phased timeline ensures momentum, organisation, and adaptability.

Measuring Success
Engagement Metrics
· Website visits
· Click-throughs
· Social media reach and engagement
· Event attendance
· Number of partnerships formed
Impact Metrics
· Service utilisation
· Referral sources
· Participant satisfaction and feedback
· Overall attendance trends
Both sets of metrics measure effectiveness, reach, and community impact.

Recommendations
· Strengthen digital presence through consistent content.
· Maintain a clear, up-to-date website.
· Build deeper relationships with GPs, carers’ groups, and charities.
· Continue regular community events.
· Ensure brand consistency in colours, tone, and messaging.
· Review KPIs quarterly to refine strategy.

Conclusion
A structured marketing plan will enhance PLANED’s identity, visibility, and effectiveness in supporting community wellbeing. It enables sustainable engagement, improved access to services, and stronger long-term partnerships. Ultimately, the plan provides a clear roadmap for increasing the centre’s impact and reinforcing its role within the Carmarthen community.
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