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Marketing Report 

Introduction 
The Purpose of this Marketing Report is to analyse the Houseparty event taking place in Swansea Arena. The main frame used for this report is SOSTAC, it helps deliver the key factors of a marketing plan. (P.R Smith,2011) Within this there’s different theories including the 7 P’s of marketing, Ansoff’s Matrix, Race and Communication Mix.
Situation Analysis  
A weakness that’s been discovered in the event is that different organisers are reaching for different audiences; the venue is reaching for the older generations. while the students working on the event are reaching for people in similar age range to themselves and other young adults. A threat they face with the event are the transportation links within the city, this has been brought to light by transport for Wales, it’ll be a “long-term ambition”, they said. This seems like things won’t be resolved in the near future. Further research is in section (A.1) of the appendices (A. Thomas, 2023)

The average customer will be different from other events within the area as they are aiming to have a range of demographics attending the event. However, the main audience that already attend the artists shows at the grassroots venues are indie and metal young adults. They are very loyal customers who return to gig after gig as there aren’t many concerts happening in the Swansea area for that genre to enjoy. (Learn created) The research on similar web unfortunately did not give the information needed (Similarweb, 2023) so primary research was the better option and allowed a better insight to the bands demographics. (A.2)

There are only indirect competitors when it comes to this event, this is because it is aimed to stay local and support the community so if there was competition, it would defeat the purpose of growing Swansea as a community. However, Music venue trust have teamed up with Ticketmaster who are a competitor of ATG tickets, who are the partner of Swansea Arena and working on this event. Ticketmaster are holding a conference to help raise money for grassroot venues across the UK. While our event is a music event raising money for grassroot venues in the Swansea Postcode. (Music Venue Trust, 2023) 
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Description automatically generated]Positioning maps allow you to put into perspective the differences of competitors. Ticketmaster have a variety of venues while AGT are very limited with only 59 venues worldwide. (ATG, 2023) On the other hand, ATG prices are reasonable while Ticketmaster base their prices on demand. this has led to many fans being disappointed at the high prices. (A. Rackham, 2022) 

There are a range of partnerships and collaborators on this event. The main three are Swansea Arena themselves, University of Wales Trinity St. David Events and Tourism Students and Also Music Venue Trust. 

Social issues that may have an effect on the event are the rail strikes throughout Wales. A lot of Swansea’s access links are through the train station. Another factor is the environmental effects. There is currently a climate crisis, the younger generations are tuned in to the issues. so, if the arena keeps a sustainable image this could increase consumers. You can find further research in the appendices in section (A.3) (Dr Jan Maskell CPsychol MCIPD,2021)  

Objective 
The Smart Goal is to raise £10,000 for Music Venue Trust through ticket sales and extra donations, by the end of the event on February 24th 2024. It is believed that this is achievable as 10% of the final ticket price will be going to the charity. The capacity of the venue is 3,500. So, £3,500 alone will be from ticket sales and there are many organisations taking part in the students rock the house event during the day. Since the Swansea community is full of people who support each other and want to see the location succeed and develop. It is suspected that a lot of the community will donate to help and reach the final goal.

Strategy 
The original marketing mix was created by McCarthy in 1960 to help better marketing. This is an event to raise money for grassroot venues throughout Swansea but also help upcoming new age bands get a name for themselves. The price of tickets are £10 as this is an event about giving, this means they need people to come and support. The location of the event plays a large role as the charity is supporting smaller venues in the SA area. Promotion is being done from multiple angles, the venues, the charity, the university and also from the bands. (D. Jobber, 2020) It was decided to turn the marketing mix from 4 P’s to 7 p’s, this was done by Booms and Bitner. This was done as social media has become larger and marketing needs to meet different needs. (Jobber and Ellis-Chadwick, 2020)

This event has different types of marketing involved, these are interactive, external, and internal. This is because the company, customers and also employees are working together and advertising the event. (Kotler et al, 2007)

The process of buying tickets is very simple, this is because the arena has made it very obvious on their social medias and website where you can buy tickets. Swansea Arena, 2023) Also, the relationship between ticket holders and the organiser’s is being kept up as they can receive mailing lists regarding the event and other shows. (B.1)
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Description automatically generated]Swansea arena already have physical presence throughout the city. This is also the case for the University of Wales Trinity St. Davids. Additionally, when the event is here all students involved will be wearing a uniform of purple university jumpers. The social media posts also have a lot of the logos for all collaborators on, this makes it easier for people to recognise who is involved. 

Using the Ansoff’s Matrix, the Houseparty event would be Product Development. This is because it is an existing product but a new audience. It is a 2-year anniversary of the original housewarming event. However, it is a new audience because it is being aimed towards a range of demographics. (Igor Ansoff, 1954)

Tactics 
Public relations would be the best overall marketing strategy, this is because it’ll create a larger audience but also create a better relationship between consumer and company. (P. Kolter, 2020) An example of this is, if the grassroot venues around the city promote the event it’ll reach the younger generations plus the indie and metal fans that already attend. However, the older generations can be hit through things like the 4theregion and council pages as their demographic is broader and hits the older people. (Similarweb,2023)
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Description automatically generated]Swansea arena currently use direct marketing through their social media pages. Their Instagram account which is their main platform has 6,719 followers while the main post for the event only has 91 likes. This can be improved by interacting more with followers and creating a personal bond with followers rather than being just a business page. This can be done by replying to comments or creating competitions. Such as sharing things to stories to win promotions, this will create advertisement for the page as well.



Digital marketing uses different strategies’, a commonly used one is RACE. It means Reach, Act, Convert and Engage. It goes into detail of the lifecycle of a customer. (D. Chaffey, 2010) Throughout this process, there will be a repeatable factor where customers will go through the “funnel” and go back to different stages of the cycle. 

Reach is best described as building awareness. Music Venue Trust is helping people know about the event, while at the same time the event is raising money for the charity. They are both working hand in hand together. Act is all about getting the consumer to interact. The event has done this by keeping the content short and relevant. Consumers don’t want to spend time reading unnecessary information as this could drive away potential customers. Convert helps turn users into a consumer, it creates a sale. This can be done through call to action, the arena have placed these all over their social media’s but have also had the bands and external companies also advertise these. At the end of the event thank you emails can be sent out to engage with customers and create a loyalty. This can also mention a charity update. (D. chaffey, 2023)

Action 
When creating the Gannt chart for the event they took a range of things into consideration. You can view the chart in the appendices section (C.1). The two main channels of marketing are social media and also PPC this is because majority of people will go there when they come across the event and will search for more information or tickets. Towards the date of the event, they decided to focus on the Public Relation channels, including Media coverage and press. This will help create a last-minute push in sales and also create a reminder for those who already have tickets.

Control 
The Smart goal created for the event is measurable by raising £10,000 for Music Venue Trust. This can be checked at the end of the event to see how many donations have been given but also ticket sales. Another indicator if the marketing was a success is using the ticket sales and website traffic. This can be looked at alongside the Gannt chart and see which one raised sale the most. Using Share of voice also allows us to measure how much of the market the product is dominating and allows you to change your brand if wanted.  

Conclusion 
The challenges that have been discovered in this marketing plan are, the demographic being reached from different collaborators. This can be concluded with either separate marketing campaigns or deciding on one demographic that can work for everyone. Another issue are the Swansea City transportation links, since it is already in talks to improve all that can be done is raising awareness and alternative options to consumers.
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Appendices 
A.1
	Swot

	Strengths 
	All companies working in collaboration have a lot of faith and belief in the event to make it successful. There is a lot of willingness to help promote and advertise the event to a range of audiences. Through Music Venue Trust, Swansea Arena and also University of Wales Trinity St. Davids. Also, the bands are also known within the music community of Swansea. They already have loyalties to different grassroot venues but also to the fans throughout the city. 

	Weaknesses
	The range of demographics trying to be reached are a weakness as it means not all collaborators will be promoting the same, this is because different audiences need to be catered too. The student age range will be aimed towards drinking and having a goodtime at the event. While the older audiences will also be aimed to have a good time but also the charity aspect behind the event. 

	Opportunities 
	With the event being advertised to different audiences, this allows the opportunities for different people to experience the nightlife created throughout Swansea. The younger audiences will have a new awareness for the venues throughout the city and create new customers.

	Threats 
	Transportation links in and out of the city aren’t the best. There’s issues already being talked about, including the last train running into the capital, and this means that a lot of people traveling on trains won’t be able to stay for the headline of the Houseparty event as the train leaves before they are scheduled on stage.
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A.3
	Pestle

	Political
	Alcohol licences are needed for all places selling alcohol, since the venue is already an established venue with alcohol on the premises, they have a licence. To be able to stick to the law and make sure no one under the age of 18 is consuming alcohol we can bring in wristbands. This will help bar staff and other staff to make sure everyone is following the rules. 

	Economic
	A percentage of all ticket sales will be going towards the charity, this is to help the cause and put money back into the Swansea economy. The merchandise sales will 100% be going to the bands, this is because the purpose of the event is to help the bands become known and support them on their growth rather than taking from them.

	Social
	Rail strikes and train times are a big issue within the Swansea community. The last train leaves the city before the headliner is meant to be on stage in the Houseparty event. Also, if a strike is to fall on the day of the event, a lot of the links from different towns and cities will be narrowed as this is a large transportation link for the city.

	Technological
	The tickets themselves will be online E-tickets, these will be the only way to allow entrance into the venue on the day. This is a lot more convenient than physical tickets as they are easier to remember to bring with you and it also keeps everything flowing quickly throughout check in.

	Legal 
	The venue uses a lot of 3rd companies for large, scaled events. The majority of the staff in the venue will be first aid trained. However, it will be necessary for majority of the staff to have a basic understanding on first aid to make sure the audience and community are safe. 

	Environmental 
	The students rock the house event during the day is more of an environmental issue. This is because there was talk about food stalls being placed outside. However, there isn’t any cover if the weather circumstances aren’t up to par. 



B.1
[image: A screenshot of a website

Description automatically generated]








C.1

[image: A screenshot of a computer

Description automatically generated]
image3.png
i s IS VENUE
r c u -
Feb 24,2024 SHOW INFO

The Swansea Arena House Party





image4.png
1 Delete & Archive “Reply « Replyall > Forward v () Read/Unread ) Categorise v [ Flag/Unflag v @ Print

Re: Bunkhouse Demographic Q.

From: Jordan McGuire <jordan@thebunkhouseswansea.com>
Sent: Wednesday, November 8, 2023 5:41:33 PM

To: Nia Moores (2200282) <2200282@student.uwtsd.ac.uk>
Subject: Re: Bunkhouse Demographic

RHYBUDD: Deilliodd yr e-bost hwn o du allan i system E-bost Prifysgol Cymru Y Drindod Dewi Sant. Peidiwch ag ateb, na chlicio ar ddolenni nac agor atodiadau oni bai eich bod yn adnabod cyfeiriad e-bost yr anfonwr ac yn
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WARNING: This email originated from outside University of Wales Trinity Saint David’s Email System. Do not reply, click links or open attachments unless you recognise the sender's email address and know the content is safe.

Hi Nia,

thanks for getting in touch and reaching out to me, would love to help out here! I'll try to answer to the best i can for you!

It's difficult to judge if im honest. We have large, dedicated crowds form all ages, and it's definitely something we pride ourselves on at Bunkhouse. Some venues focus on certain demographics, and we
have tried to go against that as music has no restrictions. | mean there is nothing better for me than seeing an older person engaging with younger people about music, and vice versa! We would like to
say our crowd is very alternative, but alternative to us is anybody against the norm! Totally depending on the gig range as well, we find punk gigs will bring out older crowds, and DIY gigs will bring out the
younger crowds and so on. But again, we may have an indie band on who will attract people from 25-45, and then the next night have a metal band who will attract mainly 40+ but still have dozens of
under 25 metal fans, and this could be the same across any genre where we may target under 30s and have those 50+ in as well as a majority younger crowd. Totally depending on the band that plays! |
can probably go into this a bit better if you wanted with data collection and so on so you can get a better view, just let me know.

We definitely do have loyal customers who come to support whatever, but mainly from the genre of music they are most interested in. Such as (using the same genres as above as they are total opposite)
we may have indie fans who will come to see whatever indie band is on no matter who they are, or metal fans who are just happy there is metal gigs happening. And these people will come to Bunkhouse
a good few times per month, sometimes even a few times a week.

Audiences definitely do differ depending on the bands and the genre, but sometimes we do see them cross paths which is great to see a long-haired rock fan engaging with a bucket hat clad gig goer
about gigs! What i've found in all my years doing this, it really doesn't matter on your music taste, it's the love and passion for real, original music that brings people together, building a community for
grassroots music in the city!

Hope this helps you, again happy to redo anything you like!
Best wishes,

Jordan McGuire Venue Director

The Bunkhouse Music Venue | Bunk Music Promotion & Tour
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