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The Dylan Thomas Centre in Swansea will launch wedding packages in 2025, offering unique experiences in its historic Vivian Hall (Swansea Council, 2021; University of Wales Trinity Saint David, 2024). The marketing plan’s objectives are to raise awareness of the Centre as a cultural wedding venue, secure bookings, strengthen community ties, and position it as a premium yet accessible location (Dylan Thomas Centre, 2022; Kotler & Armstrong, 2018). Additionally, the plan aims to provide hands-on event experience for students in the Hospitality and Tourism program (University of Wales Trinity Saint David, 2024).
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A SMART plan in marketing outlines Specific, Measurable, Achievable, Relevant, and Time-bound strategies for reaching marketing objectives. It focuses on specific, actionable goals supported by clear metrics to track performance, ensuring alignment with the organization’s broader vision. By adhering to these principles, SMART plans help prioritise resources, streamline efforts, and deliver realistic outcomes within defined timelines, fostering accountability and adaptability in achieving marketing success. (Kotler & Armstrong, 2018)
Increase Wedding Bookings by achieving 30 wedding bookings within the first 12 months of launching the packages, using digital marketing and local partnerships to attract a wide range of customers. (Kotler & Armstrong, 2018)
Boost Brand Awareness by increasing awareness of the Centre’s wedding packages by 25% within the local market through targeted social media campaigns and community 7events within 6 months. (Chaffey & Chadwick, 2019)
Engage with 500 Local Customers: Host 5 local events or promotions that engage at least 500 potential customers, aiming to strengthen community relationships and generate word-of-mouth referrals. (Baker, 2014)
Promote Online Presence: Increase the Centre’s online engagement by 40% across social media platforms and drive at least 10,000 visits to the wedding package webpage within 6 months of the marketing plan launch. (Ryan, 2017)
The wedding market in Swansea and the surrounding areas has seen steady growth, driven by a rising interest in unique and personalised venues. Couples are increasingly seeking venues that offer distinctive experiences, like the Dylan Thomas Centre, with its literary and historic charm, to create memorable celebrations. The competitive landscape includes established venues like the Swansea Marriott Hotel and the Brangwyn Hall, which are well-known for hosting large events but may lack the intimate, thematic ambiance that the Centre provides. (Your South Wales Wedding, 2023) The ideal target market for the Centre includes couples aged 25-45, typically professionals with middle to high income, who value cultural heritage and exclusivity for their weddings. (Potgieter, 2024)
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The Dylan Thomas Centre's wedding packages offer several strengths, including its unique cultural heritage, prime location, and versatile event spaces. (Swansea Council, 2021) Weaknesses include the potential for limited brand recognition outside the local area, which could hinder initial bookings. (Kotler & Armstrong, 2018) Opportunities involve capitalizing on the growing demand for unique, heritage-based venues (Dylan Thomas Centre, 2022), while threats include competition from established local venues and economic factors affecting discretionary spending. (Kotler & Armstrong, 2018) The Centre can leverage its distinctive offering to mitigate competition and attract customers seeking a memorable wedding experience.
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The Dylan Thomas Centre offers a unique wedding experience by blending literary heritage with a scenic venue. Couples can celebrate their special day in the historic Vivian Hall, enriched by Dylan Thomas's legacy, providing an unparalleled cultural atmosphere. (Swansea Council, 2021) This sets the Centre apart from competitors, offering both a distinctive setting and a rich connection to Welsh literary history. (Dylan Thomas Centre, 2022)
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The Dylan Thomas Centre offers four distinct wedding packages, each designed to cater to different guest sizes and preferences, featuring exclusive venue hire, gourmet catering, and entertainment. The pricing strategy is tiered, ranging from £3,000 to £15,000, ensuring accessibility while reflecting the venue’s premium status. (University of Wales Trinity Saint David, 2024) Located in Swansea’s maritime quarter, the Centre provides a unique blend of historical charm and modern facilities. (Dylan Thomas Centre, 2022) Promotional strategies include social media campaigns, SEO, and targeted local outreach to attract bookings. (Kotler & Armstrong, 2018) Collaboration with local vendors and event planners will further enhance the wedding offerings, ensuring a seamless experience for couples. (University of Wales Trinity Saint David, 2024)
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Promotion strategies for the Dylan Thomas Centre’s wedding packages will combine both online and offline methods. For online marketing, the Dylan Thomas Centre will leverage social media campaigns, utilising platforms like Instagram, Facebook, and TikTok to showcase wedding packages, customer testimonials, and venue highlights through photos and videos, including reels. SEO will optimise the website for organic traffic, targeting local couples seeking unique wedding venues. Offline strategies will include partnerships with local wedding planners and vendors to create a network of recommendations. (Kotler & Armstrong, 2018) Additionally, participating in bridal fairs and local community events will enhance visibility and attract bookings. (Dylan Thomas Centre, 2022)
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The Gantt chart visually organises the marketing plan's activities, ensuring clarity and time-bound implementation. It includes critical data such as timelines for social media campaigns, partnerships, event participation, and monitoring phases, aligning with the plan's SMART objectives. (Optimizely, 2024) These choices reflect priorities essential for promoting the Dylan Thomas Centre’s wedding packages, emphasising efficient resource allocation and tracking progress to ensure strategic goals are met effectively.
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	Jan
	Feb
	Mar
	Apr
	May
	Jun
	Jul
	Aug
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	Nov
	Dec

	Social Media Campaign
	X
	X
	X
	X
	X
	X
	X
	X
	X
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	SEO Optimisation
	X
	X
	
	
	
	
	
	
	
	
	
	

	Google Ads Campaign
	
	
	X
	X
	X
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	Wedding Fairs & Event Partnerships
	
	
	X
	X
	
	
	
	X
	X
	
	
	

	Partnership with Local Vendors
	X
	X
	X
	X
	X
	X
	X
	X
	X
	X
	X
	X
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By consistently tracking the specific metrics, the Dylan Thomas Centre can adapt its marketing strategy and improve its wedding offerings. To monitor the success of the marketing plan for the Dylan Thomas Centre’s wedding packages, the following metrics and KPIs will be tracked:
Website Traffic and Engagement by measuring the number of visitors to the wedding packages page, bounce rate, and average session duration. Increased traffic will indicate growing awareness. (Kotler & Armstrong, 2018)
Booking Conversion Rate by tracking the percentage of website visitors who make a booking inquiry or secure a wedding package. This KPI will help evaluate the effectiveness of the online presence and promotions. (Kotler & Armstrong, 2018)
Social Media Engagement by monitoring likes, shares, comments, and follower growth across platforms like Instagram and Facebook. High engagement will show the success of targeted content and campaigns. (Mishnick & Wise, 2024)
Customer Feedback and Satisfaction by gathering post-event surveys and online reviews to assess customer satisfaction, identifying areas of strengths and improvement. (Jaimangal-Jones et al., 2018)
Revenue Growth by analysing total revenue generated from wedding bookings against set financial goals. This KPI will reflect the overall financial success of the new wedding packages. (Kotler & Armstrong, 2018)
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In conclusion, the Dylan Thomas Centre’s wedding packages present a unique opportunity to enhance its cultural appeal while diversifying revenue streams. This marketing plan outlines key strategies, including leveraging digital promotions, partnerships, and targeted campaigns, to position the Centre as a premier wedding venue. By focusing on SMART objectives and monitoring key metrics such as customer engagement and booking rates (Kotler & Armstrong, 2018), the Centre can ensure long-term success and community impact. These efforts not only elevate the Centre’s profile but also contribute to student development through practical event management opportunities.
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