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Introduction
The purpose of this marketing plan is to fully understand the arena’s operations in depth. UWTSD students are working together to build the foundations of the ‘HOUSEPARTY’ event, which is taking place in Swansea Arena in February 2024. Leading up to this event, they have been meeting with James Morgan, the Creative Learning Producer in Swansea Arena. This report will be structured using the SOSTAC model, (Smith and ZE Zook, 2020). These frameworks and methods explain the marketing plan for this event. Having students from university involved increases the job rate for the younger generation, in which they have a lot of potential for the future. 

Situation Analysis
The company aspect of the arena has its main strengths, and weaknesses. (refer to appendices for SWOT and PESTLE). They offer soft drinks and food downstairs to the main foyer. They also open the bar within the arena, in the auditorium. ‘There are many considerations for beverage service at events, such as the legislative requirement for responsible service of alcohol’ (Van der Wagen, 2011). This is a strength as they have options for those who do not drink alcohol and those who do. During some music concerts, the box office opens the merchandise to the customers. The arena also has many competitors, such as the Swansea.com stadium. This is due to them hosting the Arctic Monkeys concert in June 2023. ‘An understanding of changing customer behaviours and expectations, knowledge of competitors’ intentions’ (Dibb, 2016). Swansea Arena has many collaborators such as MVT (Music Venue Trust), who help music businesses renovate their music venues, to reach the correct target audience. This is the charity we will be partnering with for our ‘HOUSEPARTY’ event in February 2024. Other partnerships include Gower Brewery and Proud Mary’s. Their customers are separated into various segmentation variables based on the target audience they are trying to achieve. ‘They may differ in their wants, resources, locations, buying attitudes and buying practices’ (Armstrong and Kotler, 2022). The customer participation within this event would be medium. This is due to some aspects that the arena needs to arrange and participate in, as well as the customers. This is because customers must scan their e-tickets or buy tickets on the door. ‘Ticket pricing decisions also need to reflect the anticipated size of the audience’ (Ven der Wagen, 2011) They should persuade their customers to leave a review of their venue during their shows and acts. This will help the arena’s revenue statistics. By doing this, it will catch the attention from someone who is just scrolling on their phone, and they stumble across an advertisement about the houseparty event that is taking place in Swansea Arena. 

Objectives
Within this event at the arena, we have specific, and tailored goals for this event because we must work efficiently as a course, to build the foundations of the event. ‘Co-ordinate the roles of other functions necessary to delivering the promises made to consumers’ (Mcdonald, Mouncey, and Maklan, 2014). For these goals to be successful, we also need to make sure the operational aspect of the arena is being taken care of by the arena staff. To measure targets, a table of SMART targets (refer to appendices for SMART). This is important for the growth of the arena’s customers and target audience.


Strategy
For the ‘HOUSEPARTY’ event, a lot of market penetration will be happening, because the arena has dominance within their partnerships. ‘Aims to increase its market share in its existing markets’ (Brennan, 2008). Due to the demand for music venues, more customers are due to attend the arena for various music events which will lead to the arena having a variety of customers, as there is not enough local music happening in Swansea. The product of this event is targeted towards younger individuals such as students at university, college, or comprehensive school. The genre of this event is alternative rock music, in which the arena offers food and drinks, and the bar is open at most events. To locate the arena, customers can easily use a satnav, or google maps if they are using any other form of transport. The overall price of the arena is quite pricey, as it is a professional venue. Alternatively, there is a local café which is priced. The arena will use many forms of promotion, such as leaflet drops and the LED display on the exterior of the building. ‘Mass audiences are harder to buy, and audiences now prefer more personalised messages’ (Smith and Ze Zook, 2019) This is a great form of promotion and advertisement as it is an eye catcher, as people will see it from a distance and try to buy tickets. With various family events, it is important to use the LED display, as it attracts the youth of the city.

Tactics
The arena’s social media presence has its strengths and its weaknesses. The arena uses ATL advertising as they post on social media, and they print leaflets to advertise various events. This is successful as they get a lot of publicity as customers such as student will get excited for the event. ‘Excitement is very much a subjective experience’ (Van der Wagen, 2011). The arena needs to work on their personal selling as they do not have many businesses that are also customers. The arena has magnificent sales promotion techniques as they sell band merchandise after an event, or music concert in which this supports them as an arena and the acts that are selling merchandise. The café located in the main foyer in the arena offers hot and cold beverages, so customers will tend to stop and get coffee during show breaks for leisure and relaxation. If the arena publicised the ‘HOUSEPARTY’ event in various universities and schools or colleges, they will be able achieve a variety of different segmentation variables as students are more likely to follow latest trends that are viral on social media, which is what the arena is trying to achieve with the event. Internet marketing is particularly important with the arena because they could use gamification to draw in the right target audience. Social marketing can be seen as ‘Seeking to increase the acceptability of a social idea, cause, or practise among a target group’ (Armstrong and Kotler, 2022) By targeting young individuals about this event, the arena has the potential to partner with students for more student led events. By doing this, they are also able to partner with various charities to raise money for a compelling cause.





Action
[bookmark: _Int_AQ7Jbe2o]Within this event, the UWTSD students will have various roles within the operative aspect of the arena. ‘Recognition of the work of both paid and volunteer staff can have a huge impact on motivation’ (Van der Wagen, 2011) The bands have a lot of participation with this event because most of them are support acts, where they may have merchandise on sale. For the arena to gain revenue, they switch up their marketing research, depending on the target audience the event is aimed at. ‘Marketing research provides insights into the characteristics, needs and desires of consumers and business customers’ (Dibb, 2016). For this event, their target audience is students in university, college, and comprehensive school. To do this, UWTSD students could go on placement around the local university campuses, colleges, and comprehensive schools in order to do leaflet drops to raise awareness for the event. This is a successful promotion technique because the locations the student drop the leaflets to, will then spread awareness of the event using word of mouth. 
Control
To measure the arena’s success with this event, they could measure how much money was raised by the chosen charity, which is MVT. They can do this by checking the statistics of the ticket sales and the engagement on social media platforms. On social media, the arena would benefit from creating teaser campaigns. (Blythe and Martin, 2019). If they are successful by doing this, they could do more collaborations with MVT and various other charities and fundraisers because partnering with charities, helps gain more revenue as people want to donate to a worthy cause. ‘Data needs to be collected across a range of categories including market conditions, competitive activities, and marketing actions’ (Mcdonald, Mouncey and Maklan, 2014) By collecting data and statistics, the arena can review, and they can mould their marketing plans, based on the engagement from customers they receive.

Conclusion
To conclude, the arena has suitable measures in place, in which the event is prone to run successfully. Following from this event, the arena could partner with the UWTSD students again, to create various events which will help the students eventually. With this event, it is important that the arena tackles the digital marketing side appropriately as the younger generation engage with social media a lot more than the older generation of today, do. ‘An attitude is a mental and neural state of readiness to respond’ (Cannon, 1992). The students from UWTSD are grateful for this opportunity because it will help them seek out jobs in the future.
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Appendices
Situation Analysis - Page 3
	S
	· Aims to raise £20,000 this year to support MVT, and to maintain our local music venues. This would be a terrific way to help our local venues, as they are getting affected by the arrivals/departures of trains.
· VIP + Hospitality upgrades. This may appeal to the older generation, as they might want their own space. It could also be used for disability access.
· LED display, remarkably successful for wide promotion. It catches your eye straight away, so it entices you to investigate the event via the arena website.

	W
	· With the car park being located underneath the arena, it is often thought that it is like a traffic jam, at certain times at events because people are arriving/leaving at the same time to get to their cars.
· The bar and food are too overpriced. ‘Arena is great, it’s the bar that ruins it.’ (RobDavies82, 2023).
· Seating in the arena seems to be cramped/quite small, so your legs are very cramped up while you are watching a show in the auditorium seating.

	O
	· Event-related collaborations with the UWTSD students, such as conferences, virtual arena tours, thrift shops, and food market stalls in the main foyer.
· Support local music venues by doing more partnerships with MVT to keep them open. This could bring UWTSD students in again, to try and raise money for our venues.
· Becoming a major milestone in various bands’ music journeys. Most of the bands/act’s that play in the arena, are going to be reminded that the experience they had could potentially shape their music journeys.

	T
	· A lot of people are going to be put off by the parking situation with fees etc, so this might stop people from attending as they might have no alternative car parking plans.
· There could be times when the team struggle for marketing techniques, as they really want to grab the attention of those who live in surrounding areas, such as Neath and Cardiff. 
· There is also a possibility of a band, or an act, not showing up for their part in the stage schedule, which can be a massive threat to the arena’s reputation.



	P
	· Car parking situation is quite difficult as the location is partnered with Swansea council so their prices can be unpredictable most of the time.
· There is a potential for people to get angry about the car parking situation and raising complaints and concerns towards the arena staff and the arena itself.

	E
	· Targeting various demographics of customers gain various statistics of revenue as they put on various events and shows.
· By advertising band merch in the box office, the arena would get a specific percentage of the profit the band made from the merchandise as its paid commission.

	S
	· A bad social factor of this would be if the band could not turn up for their part of the stage schedule or the comedian not showing up to a comedy act.
· If the arena is not packed close to its capacity of people, bands/acts will feel let down and the arena’s reputation will fall, as people will not think it is a good venue.

	T

	· If any of the music or set equipment breaks, it could be bad for the arena’s reputation because the show could be cancelled or delayed.
· No events could take place if the security camera equipment is down or is broken because there needs to be footage if something bad happens, for police to view it.

	L

	· It would be illegal if there were not any security/stewards on sites with verified SIA licenses. Within this event, we will have licensed security on site.
· It would put the arena at elevated risk if anyone underaged got into an 18+ event, especially in the event of underage drinking.

	E
	· The arena could potentially get fined for noise pollution as there could be a lot of noise from the customers and the music.
· Weather takes a toll on the arena’s guests sometimes, as customers may be put off if it is forecasted to rain, as people do not want to be in wintry weather going to music venues.
· In the event of a power cut due to a storm, the event could be postponed/delayed by a few hours and customers could leave bad reviews.









Objectives – Page 3
	S
	· Overall goal is to target the younger individuals of Swansea and surrounding areas to get involved with many events that are happening at Swansea.
· The other goal is to gain money for our local music venues called Elysium, HANGAR 18, The Bunkhouse, and Sin City. The charity the arena is partnered with is called MVT (Music Venue Trust).
· Various constraints include the band(s) not turning up, technology breaking or the arena not gaining enough customers to fill the capacity of the auditorium. 

	M
	· Ensure to keep up with digital/social media marketing.
· Stay connected with the partnerships for more collaborations in the future.
· Switch up the target audiences, create youth events, family events, student led events, by doing this they could get varied revenue, which can be helpful, as they are able to measure various statistics, to tailor various events to different segmentation variables.
· To measure this event, the arena could monitor how many tickets are bought online and how many tickets are bought on the door. This ensures that the operative side of the arena has various statistics to base their content and events from. 

	A
	· With having MVT as a partnership, it is more likely that people will want to go as they will want to donate to our local music venues.
· These goals are reachable, because the arena needs to use the right digital marketing techniques to tailor the content to the target audience.
· The customers of the music venues that we are supporting will more than likely show up to this event as they want to put something into their local music venues.

	R
	· Create an atmospheric feel to the arena for the younger generation of Swansea and surrounding areas, this is due to the younger generation love visuals within a festival or music venue, and it creates an atmospheric feel to the overall experience.
· The arena would benefit from this as it creates a varied sense of segmentation variables, in which they will also get a varied revenue for their businesses.
· The band’s marketing plan schedules have been agreed and planned out, in which the arena is just counting on the band’s showing up for their stage schedules.

	T
	· For the arena, they would benefit from setting a goal of gaining 500 followers by January, to gain more customers for the ‘HOUSEPARTY’ event.
· By December 2023/January 2024, the arena should have a marketing plan in place, so everything runs smoothly within the event.
· It would also be ideal to have all the merch ordered and stocked by late January so everything that is available for purchase is in the box office ready for preparation.



	
	
	 



