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[bookmark: _Toc151376037]Introduction:
The purpose of this marketing report is to prepare a marketing plan for The House Warming event at Swansea Arena which is due to take place on the 24th February 2024. Till now, it has remained confidential that a number of new upcoming Welsh bands will appear at this event, although by the 24th October 2023 this information was revealed to the public. The market segment that the organization is targeting are young university and college students from the ages of 16 and above. The SOSTAC planning system will be adopted to help form a clear and focused guide of the marketing plan for the event. It will adopt the use of a SWOT, PESTEL and RACE analysis to determine threats and opportunities as well as techniques to obtain the marketing of the product. Furthermore, theories related to PR Smith, Dave Chaffey and Igor Ansoff will be considered when framing the marketing plan. 
[bookmark: _Toc151376038]Situational Analysis:
The event is strengthened with the ability to reach the main target market as the location is in the heart of Swansea where the Arena can be seen by adolescents who explore Wind Street, as well as the low prices of the tickets for the event. With strengths comes weaknesses, those being the lack of appeal in the title and band choices as they’re not very known. Furthermore, the music the bands play is in the rock/indie genre which may not be to everyone’s liking. The house party will bring opportunities to both the Arena and the target market as the adolescents will want stay in contact with social media platform providing more publicity and involvement for the Arena. The event is faced with threats that may lead to poor exposure and negative feedback if expectations are not fulfilled. As the Arena, has partnered with University of Wales Saint Trinity David these threats and weaknesses can be overcome by giving individuals a questionnaire in order to build a customer profile before the event takes place (Appendices 1). As the bands, will require staging equipment the Arena must be sure there aren’t any technological issues causing dissatisfaction in both the audience and performers. The university students will display activities to create interactions and entertainment, taking place between twelve o’clock to five o’clock. Weather conditions must be considered requiring the organizations to be flexibility. Furthermore, the Arena will have security and first aid on sight keeping all individual’s safety in secure hands. The Arena should use Ticketmaster in order to control the number of buyers and create ease for customers entering the event as they’ll just have to scan their tickets. 
[bookmark: _Toc151376039]Objectives: 
The target is attracting the specific age group and accommodating their needs in order for them to want to be involved in more events hosted by the Arena. This will be measured through technology to understand age ranges of ticket buyers. This objective is achievable as the event is located in a student populated city surrounded by two universities. The target is relevant since the academic year has begun resulting in new students wanting to social as far as possible, before their courses begin to get more tense. This can be achieved through promoting the vibrancy of the event to attract this market.
[bookmark: _Toc151376040] Strategy: 
In order to build the customer profile, a questionnaire can be constructed for pedestrians in Swansea so the organization can market accurately to the new market. For instance, social media content with university students taking part or giving the audience insight to what happens within the organization of the event will create involvement and intimacy between the Arena and customers. This will create attraction from new customers as this generation enjoys keeping up with processes as they are eager to know the results. Looking at the marketing mix the Arena offers a vibrant and social night bringing many together after the new year. The Arena offers a car park making it simple for customers to attend with their cars. Furthermore, there are a number of buses and trains that come through Swansea being another benefit for customers who may commute from a neighboring city.  The event is ten pounds making it very affordable for the target market. Furthermore, customers are provided with eight bands all in one night making the event worth our customer’s money and time. The Arena has provided information about where the funds will after the event, which is the charities that are partnered with the organization making this another attraction. The Arena’s main platform for advertising is through social media and their website, making it very simple for the target market to discover the event. Additionally, putting up a number of posters will increase exposure as adults may not be as connected to social media compared to the university students.  
[bookmark: _Toc151376041]Tactics: 
The Arena is active on their website as well as Facebook and Instagram. These accounts are often updated in order to inform customers about events and changes if any are made, keeping customers involved. The Arena additionally uses their display of LED lights to present upcoming events which stands out in the evening (Appendices two). However, the Arena lacks in proving content on TikTok which is most often used by a number of adolescents. The Arena should create an account and stay up to date with a number of trends in order to reach the younger target market. UWTSD student can assist the Arena through the trends and develop their knowledge on the platform, widening the Arenas community. The Arena will benefit from using hashtags as content would be discovered through individuals search for a specific interest, additionally getting their content in front of a wider audience around the United Kingdom. In addition, the organization could use the two universities within Swansea to help campaign the event through the student union. The student union within the universities would present the event through websites, social media platforms and posters around their campuses bringing attention to the event. Looking at Chaffey’s acronym RACE (appendices 3) we will be able to track the new market from the followers and likes through social media, as numbers should increase. There can be interactions with customers and the organization (appendices 4). Furthermore, by creating sales promotion there would be more attraction to the event, for instance by a ticket within this time frame and get a free drink. The Arena could continue their engagement with customers through email, SMS and social media. Considering the title of the event, the lack of appeal can be overcome by giving the event a subtitle. For instance, “The House party: The night you’ll always remember in Swansea”. This will attract our market as students always want to experiment with new events that will exceed their previous experiences.  
[bookmark: _Toc151376042]Action: 
The best channel of marketing at this time is to bring attention to the event through third party partnerships, street marketing and social media. For these forms of marketing to be successful they must be updated often and tracked to understand the markets the event is reaching in order to understand the range of requirements that will need to be fulfilled. UWTSD students and the Arena have scheduled a plan of action within the next couple of weeks before the event (Appendices 5). Furthermore, a gannt chart is evident in appendices six showing the marketing activities that could be implemented. 
[bookmark: _Toc151376043]control: 
To measure success, we will use technology to depict customer profiles who invest in tickets. We will then be able to analyze how to change our marketing techniques if needed, for instance using guerrilla marketing. There will be a number of positive and negative attitudes towards the event, by put together a collage created by UWTSD art students of the positive attitudes to share the satisfaction customers received in the service. Creating a sense of exclusion to the individuals who didn’t attend, leading to them wanting to stay up to date with future events. If prices were to increase it would make it more difficult for the target market to be reached, for this reason keeping prices the same will be beneficial. However, the Arena should consider incentives such as, buy a ticket get a free being eye-catching to the target market. 
[bookmark: _Toc151376044]Conclusion:
Finally, social media interaction should be increased, most especially the trends and hashtags. The organizers of the event could make more appearances on social media accounts creating a feeling of participation for the customers and a knowledge of who is behind the scenes. Furthermore, showing what goes on in the arena on a day to day bases will make the customers feel like it’s an organization for all of the Swansea community rather than a remote organization, in effect creating comfort. All in all, for the Arena to meet goals there are a number of things to be improved on. However, as the bands are startups it could cause difficulty in bringing excitement within the customers. Hence, creating content that will educate customers about the bands will create a want to know more. Additionally, sparking an interest in the bands.  
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[bookmark: _Toc151376046]Appendices: 
Appendices One 
	Qualitative questions: 
	Quantitative questions: 

	What expectations do you have when you decide to attend an event? 
	How often do you attend events?

	What are your thoughts on musical events? 
	What is your price range for a local event? 

	How would you want to be accommodated by staff at a local event? 
	How far are you willing to travel to go to an event?

	If you’ve been to a musical event before what was good about it? And why? 
	What music genre do you most often listen to?
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Appendices 3 
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Appendices 4
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Appendices 5 

	1/11/23
	Marketing schedule planning & analysis of campaign to date – 
Students to decide on schedule of:
· Band bios
· Interviews (bands and venues)
· Interviews with students?
· Tour of venue video?
· Headliner push?
· MVT interview?



	8/11/23
	TBA

	15/11/23
	Preshow schedule planning – 
· Who? (Demographics)
· What? (Activities – Entertainment)
· How much? (Financial costs)
· When? (Schedule)
· Where? (Venue location)

	21/11/23 

22/11/23
	2pm – Event Setup

9am – 5pm - 4 The Region Event


	29/11/23
	Contact third party’s session and allocation of roles for preshow schedule.
· UWTSD Textiles Students – Link with bands for merch design
· UWTSD Photography Students – Show passes and scheduling
· UWTSD Film Students – Show passes and marketing involvement


	6/12/23
	Filming and photography for Jan marketing push– UWSTD Students

	13/12/23
	AM – Placements and Professional Development

PM – Christmas Social at Bunkhouse – Bands and students 
 

	10/1/24
	SIX - TBC

	17/1/24
	Students Assessment Week – No venue visit

	22/23/24/1/24
	Operational Session – Lisa and Lara
· Risk 
· Budgeting
· Health and Safety
· Staffing


	31/1/24
	Event Management Session – Sophie
· Review of planned schedule
· Masterclass and Q+A
Advice and guidance (Careers + Event)
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