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Slide 1 - Welcome to the Strategic Marketing Plan for the Living Wellbeing Centre at Parc Dewi Sant, which outlines a comprehensive strategy to effectively promote the centre’s wellbeing services. The plan aims to enhance community awareness, engagement, and support for holistic health initiatives, ensuring the centre remains a vital resource for the people of Carmarthenshire (Planed, 2025).
Slide 2 - We’ll begin with an introduction to the Planed Living Wellbeing Centre and an overview of the project, followed by a discussion of the organisation’s goals and the rationale behind the marketing plan. The agenda also includes an exploration of the target market, a review of marketing networks and communication strategies, and concludes with recommendations and methods for measuring success.
Slide 3 - Introduction to the Living Wellbeing Centre and the Project Overview
Slide 4 - The Living Wellbeing Centre is dedicated to supporting the physical and mental health of the Carmarthenshire community by providing a safe and welcoming space for holistic services. Its mission is to offer accessible support that enhances overall wellbeing for all community members, ensuring that everyone can benefit from a range of integrated services designed to meet local needs (Carmarthenshire Living Well Centre - Connecting Carmarthenshire, n.d.).
Slide 5 - The vision of the Living Well Centre is to serve as a true example of collaborative working, where both communities and individuals are placed at the heart of wellbeing. By building partnerships and prioritising the needs of local people, the centre aims to create an inclusive environment that supports holistic health and empowers everyone to take an active role in their own wellbeing journey (Parc Dewi Sant | Medical, Health & Wellbeing Business Park in Carmarthen | Parc Dewi Sant, Carmarthen, UK, n.d.).
Slide 6 -They set up the Living Well Centre’s marketing project to get more people in the community talking about and using its wellbeing services. The whole idea is to make sure what they’re doing fits what the neighbourhood needs and what the centre wants to achieve. They’re focusing on practical, community-driven strategies, just stuff that works. The goal? More people using the centre’s services, more lives improved, and making sure the right people know what’s out there for them (Planed, 2025)
Slide 7 - Organisational Goal and Rationale for the Marketing Plan


Slide 8 - The main goal here is to get people talking about the Living Well Centre and make it a real part of the community. The plan isn’t just about spreading the word, it’s about getting people to come back, use the centre’s services, and feel connected. When people keep coming back, they start to trust the place and, in the end, these marketing efforts are designed to support the centre’s long-term sustainability, ensuring ongoing growth and continued delivery of valuable wellbeing services (Top 10 Marketing Strategies for Wellness Centers | Active Wellness, n.d.)
Slide 9 - Target Market Identification
Slide 10 - The Living Well Centre wants to do three things: get its name out there so people recognize and trust it, keep people coming back and involved with what it offers, and make sure it supports the centre’s long-term sustainability. Achieve these goals, and the centre keeps growing, reaching more people in Carmarthenshire with services that help. They’re all about being open to everyone, no matter your age or background. The centre welcomes people looking for health, social, or wellbeing support, carers, older adults, vulnerable people, basically, anyone who needs community or preventative services. They’ve set things up so you don’t have to bounce from place to place; you can get what you need in one spot. By offering integrated, coordinated access to multiple services, the centre aims to meet the varied needs of the local community and ensure that everyone can benefit from its holistic approach (Home - West Wales Action for Mental Health, 2024 & PLANED, 2025).
Slide 11 - People in the community already know and trust the Living Well Centre, thanks in part to strong support from partners and a steady stream of media attention. The centre’s dedicated web page has contributed to a noticeable level of footfall. The centre is valued by the people who are in the area and that gives their team a solid base to build on as they look to reach even more people and make an even bigger difference (Leaderonomics, 2025).
Slide 12- While the Living Well Centre has created a positive reputation and does benefit from strong partner promotion, there are several areas where its current marketing approach could be improved. Information about the centre is scattered across many different websites and there are no dedicated social media accounts to engage directly with the community. Promotion relies mainly on partner organisations and referrals, resulting in low visibility on Google searches. Additionally, the centre has yet to try modern marketing strategies such as video content on tik tok, newsletters, or community campaigns, and outreach to younger residents and working-age adults remains limited where apps like snap chat could be used to promote the centre.
Slide 13 - Recommendations to boost Marketing
Slide 14 - To boost the centre’s marketing efforts, there are several recommendations they could do. These include creating and making engaging social media content across platforms like Facebook, Instagram, TikTok, LinkedIn, and Snapchat, as well as making a Google Business Profile to improve online visibility for the centre. Improving the website experience with impact stories from people who currently use the centre, launching a newsletter and a booking system are also suggested. Also, the plan encourages community engagement, partnership marketing, and the use of videos and storytelling to expand the centre’s reach and strengthen their brand within the community (Smith, 2025).
Slide 15 - A social media planner takes a lot of the hassle out of managing your online presence. Instead of finding the time to post every day, you can set up your content in advance. Everything goes out on schedule, so your feeds stay active even when you’re busy with other things. Planning is easier, too. You can map out posts for days, weeks, or even months, which helps you spread out your ideas and keep your content fresh. Plus, you get real numbers, like engagement stats and audience details to see what’s working and what isn’t. That way, you can fine-tune your strategy. If you’ve got a team, collaboration gets a boost. Everyone can work together, approve posts, and stay on the same page without endless email chains. All these features make your workflow smoother, and your brand look sharp. In the end, you get more control over your social media, ultimately leading to a more effective and professional brand presence (Auckenthaler & Auckenthaler, 2025).
Slide 16 - The Living Well Centre gets a real sense of its marketing impact by watching things like social media reach, new followers, Google searches, and website visits. It’s not just about the numbers, though. When people like, comment, share, watch videos, or ask questions, that’s a sign the content means something to them. You can see the results - more people showing up, booking in, or just dropping by. Feedback, satisfaction, and testimonials paint a picture of the difference the Centre makes in people’s wellbeing. Then there’s the bigger ripple: when partners share posts or refer others, it’s clear the word is spreading. Positive reviews and low-cost engagement also indicate strong overall effectiveness (How to Measure Marketing Effectiveness, 2025).
That’s when you know the marketing’s working. 
Slide 17 – Thank you for listening
Slide 18 – Referencing
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