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HOUSE PARTY Swansea Arena

Introduction

The father of marketing is Philip Kotler. He is an American consultant
and professor emeritus. Marketing is determining the customer’s
needs and desires in a more effective way than the competition. The
marketing plan set out company’s goals and an action plan to achieve
these goals. This plan is sufficiently detailed to guide company’s
activities and clear as it contains information about strategy, tactics
and execution. It helps inform relevant stakeholders about roadmap
and ensure that their actions are aligned with the goal company
wants to achieve. It was created with intention of organizing event-
House Party. The following were used to prepare this report:

* SOSTAC- is an essential element of marketing communication
plan as it shows and recall all key components to build a plan.
SOSTAC include Situational Analysis, Objectives, Strategy,
Tactics, Action and Control. The creator of this analysis is PR
Smith.

* Marketing Mix- McCarthy first created 4P’s (Product, Price,
Promotion and Place. In 1981 Booms & Bitner added another 3
P’s to this (People, Process and Physical evidence).Marketing
mix is the design and integration of marketing elements in a
program. Program that will best achieve company’s goal.

e 5’C- marketing framework describes company’s market, defined
by customers, collaborators, competitors and climate. The
creator is Dave Chaffey.

th
The event is held on 24 of February 2024 at 5pm in venue Swansea
Arena. The budget allocated for this event is £500.



There will be eight bands performing. The headliner is Buzzard
Buzzard Buzzard. The rest of the line-ups: Pseudo cool, The fiends,
Mojo JNR, Rainy Day Rainbow, Monet, Grey FLX and Kikker. All bands
are local.

All proceeds from tickets sales and additional voluntary donation will
be donated to one of the charity Music Venue Trust.

Company- SWOT ANALYSIS

The biggest strength of the event is that there are eight bands
performing, and if one of the bands pull out, which is constitute a
threat, the event will not be cancelled. On the other hand, the weak
side of this party are unpopular bands performing. In turn, the
biggest opportunity is small number of other events in this area.

Customer Analysis

Geography
Based on Similar Web at the event will appear UK residents,

specifically local community as the bands are local. Market research
shows that people are willing to travel from one to three hours.
Demographics

The event is open to male and female. Students are involved in
organizing it, so other students will also attend. The age range is
approximately 18 to +40.

Psychographic

This event will most likely attract fans of punk and rock music and
people who like to have fun.

Customer Profile nol.

e Gender: Female

o Age: 23

e Localisation: Swansea
e Social Media: Instagram

e |nterests: Music, dance



Customer Profile no?2.

Gender: Male

Age: 30

Localisation: Cardiff
Social Media: Twitter

Interests: Theatre, books

COMPETITORS

Perceptual Positioning Map available in Appendix.

Compare Swansea Arena with other venues in terms of tickets prices
and localisation. The perceptual positioning map shows that Arena
has lower tickets price compared to venues in Cardiff, but the lowest
prices have Venue in Newport. While Tramshed and Utilita Arena
Cardiff are in a better localisation. Cardiff has better access to public
transport and a larger population. Public transport is an issue for
people wanting to attend an event in Swansea Arena. The last train
to nearby towns leaves around 11 p.m.

Partnership/Collaborators

Bands

Social media- event announcement and promotion
University- students are involved in all aspects of the
preparation process

Local community/UK residents - customers
Charity- Music Venue Trust

Security group

Photographer

Bunkhouse Swansea-to promote the event

Elysium Swansea- to promote the event

Cleaning company



CLIMATE- PESTLE Analysis
Analysis available in Appendix.

One of the important economic impacts is that the UK economy
suffer since first wave of Covid-19 and cost of leaving has increased,
so people don’t want to spend money. In turn, impact of technology
helps in marketing and promoting the event. The LED display on
Swansea Arena can attract more people and it is easier to announce
an upcoming event through social media. The event may have a
negative impact on environment. This will increase pollution: litter,
noise, light.

Value Proposition

The best thing about this event is that the money will be donated to
the charity Music Venue Trust. This is the charity that protects,
secure and improve Grassroots UK Music Venues for the benefits of
the community and future artists. Another thing is that the event
provides opportunity for local bands to perform. People can see
several bands live during one event.

STRATEGY

Ansoff’s matrix

Market penetration- existing product to existing customers.

Swansea Arena event took place a year ago and in February has a 1%
Anniversary it means this is the existing product. It is introducing to
existing customers because the event takes place in the same venue
and last year all tickets were sold out, so people know the product.
Bands are local so most likely local community will come to see it.

TACTICS
Marketing MIX
Product

= House party in Swansea Arena



= Between 12pm and 5pm there will be various activities to
attract as many customers as possible.
Activities before the event: Venue Tour, Magician, Face painting
and fake tattoos, photo booth, open market (food), pop ups
shop, band merch stalls, music zone.

Price
= £10 for a single ticket

Market research shows that people are willing to pay between £20
and £50. The ticket price for this event is lower because bands aren’t
popular so it might be difficult to attract people.

Place

= Visibility of event information on the Swansea Arena website

= |nterview with BBC

= Visibility of event information on bands’ social media

= The floor plans for this event is ‘standing theatre style’. Market
research shows that for people is important to have space to
dance.

Promotion
= Social media (Facebook, Instagram, TikTok, Twitter)
= Press release

= Marketing on bands’ social media/websites
= Marketing on Swansea Arena website

Physical evidence

= wrist bands for customers

= hi-vest for people working at event.

People

The following are involved in organisation this event: Swansea Arena
staff, eight bands, UWTSD students with Jacqui Jones, charity Music
Trust Venue, security and service workers. They all know their
responsibilities.



Process — medium involvement for customers as people need to give
input (personal details) and be present at event.

The process for company:

* before event: information delivery through social media,
Swansea Arena website and local venues, advertising and
promoting event,

* during sale: e-tickets available on official website of the venue
but also on Ticketmaster and Skiddle (market research
guestionnaire in Appendix shows where people look for
tickets)

« after sale: asking people to leave review on TripAdvisor, follow
on social media,.

RACE - creator of this framework is Chaffey (2010). This is technique

which helps to fully use digital marketing to reach, interact, convert
and engage online audience.

Reach- is about to build brand awareness and to tell people we exist.
SEO- Search Engine Optimization.

There is no need to reach out to people because the place isn’t new,
so people probably know the venue and the story of the venue.

Act- it is about to get people to interact which will increase traffic
channels.

There is an example in Appendix how we will be using social media
(Facebook and Instagram) to get people involved through likes,
shares, and comments. In this process persuasion modes will be
used- ethos (trust, credibility), pathos (emotions) and logos (logic).
The creator of this framework is Aristotle.

Convert- the aim is to achieve sales offline and online. Call to Action
(CTA) or ‘Contact us’ these are the forms of convert.



Engage- encourage customer loyalty, relationship with first time
buyer.

After event: thank you email after event, request to leave a review on
TripAdvisor, send by text message single-question survey and ask
how likely they are to recommend Swansea Arena as venue for party.

OBJECTIVES
The events have a several purposes:

e gather at least 2500 people at the event. The Swansea Arena
has a capacity of 3000 but for people to have space to dance
this number of tickets for sale seems rational. Market research
shows customer expectations in relation to the event, one of
the elements of which is providing space for dancing.

e 500 likes/comments and 50 shares on fb and Instagram
e 50 new followers on Instagram
e raise money for charity Music Venue Trust.

e Positive attitude towards brand

ACTION
Gannt Chart available in Appendix.

Referring to the Gannt Chart, there will be social media activity (post,
stories). The frequency depends on social media and day of the
week. Posting days and times on each social media have been
determined based on Hootsuite’s ‘When is the best time to post’
analysis. Most often will be posted on Facebook and Instagram
because market research survey shows that people use them the
most often.



CONTROL

The number of participants in the event will be measured by
checking the number of tickets sold. In turn, social media goals will
be measured by counting likes, shares, comments and new followers.
The assessment of attitude toward the company will be based on
reviews on TripAdvisor and customer rating from a survey conducted
after the event in a text message.

CONCLUSION

This marketing plan was developed based on market analysis and
research to bring the most benefits. Market research, in this case
guestionnaire helped to examine customer expectations.

Days, hours, and frequencies of posting on social media were
changed based on Hootsuite analysis. Arena posted some of the
events late in the day which resulted in a small number of
interactions from the recipients.
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Appendix:

Similar Web:

Traffic share by country
Aug 2023 - Oct 2023 All traffic

Search...

Country (5)
1 £ United Kingdom

2 £ United States

Social traffic
Aug 2023 - Oct 2023 Worldwide

100%
50%

0%

J» Traffic Share Change
80.35% m—— T 64.11%
10.05% § 4 55.41%

Desktop

100.00%

W Twitter

Country rank

#58,423

#1,475,417

N/A

Other

Visit Duration

00:02:56

00:01:23

Pages / Visit

2.64

3.00



S W O T ANALYSIS

HOUSE PARTY

*eight bands performing *unpopular bands
*arena is a modern venue *high prices in the bar of

*|ots of activities before the arena
performance *|imited car park spaces
*well-integrated team *poor public transport
*collaboration and from Swansea to

involvement of students from surrounding towns
UWTSD *budgetary limitation

OPPORTUNITIES THREATS

*small number of *some of the band
similar events in this pull out
area on that day *fire alarm
*assistance of *behaviour of the
external companies crowd




The example of social media story:

~HOUSE

Is your music
usually loud or soft?
& So loud that |
can't hear myself scream
@ Very loud
Quiet
& | prefer both

"

Saturday, 24 February 2024
Swansea Arena




Competitor

LOCALISATION-

Analysis

HIGHER PRICE

Utilita
Arena
Cardiff

Tramshed
Cardiff

LOCALISATION +

LOWER PRICE




ANALYSIS

POLITICS ECONOMIC

SOCIAL

TECHNOLOGY

ENVIRONMENTAL

Gannt Chart:



Communications Plan

Company Name: Swansea Arena

27.11.203
Project Start:

19.02.2024

05.02.2024 1202204

27.11.203 04.12.2023 25122023 01,01.2024 08.01.2024 15012024 2201204 29.01.204

Week start date

Task Metrics START enp

Promoting on Social Media

Instagram How many likes ans shares. 7123 202204 Thus0am Thus0am Thurs10am Men 3 103m Mon3-10am Thur510am Thur510am
Facebook New followers and comments. 281123 2002204 Mon 10am Toet0am T 103 on 108m Mon 108m e 10am, on 10am, we10am e 10am,

TIKTOK How many views and likes. 021223 24022024 suntpm Thuzom Thu7om sun 1o Satgam

Twitter New followers and comments. 301123 2302203 Thursday 1am Fidaysam Thursday 11am Fiday9am Thursday ttam FridaySam Fiday3am Friday9am




