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This report presents a marketing strategy to effectively promote the House Party Event at Swansea Arena. The SOSTAC framework is used to structure the approach, supported by key models such as the 4ps of the marketing mix and Ansoff’s Matrix (Reed, 2014; TV Choice, 2025).
Concepts from strategic marketing, including market segmentation, targeting, positioning in niche markets, and the value proposition, are applied throughout. Market research and competitor analysis are undertaken, with consideration given to both macro and micro- environmental factors. Finally, this report explores how digital marketing, social media, influencers, and emerging technologies can be leveraged to drive engagement and increase attendance. 
Situation Analysis 
Company- See Appendix 1 for Swot Analysis on House Party.
Customers- Between September and November 2025, Swansea Arena experienced growing interest and traffic, with over 114,000 visits worldwide and a significance increase month-on-month. Most users accessed the website via mobile phones, highlighting the importance of a strong mobile experience (Appendix 2). Traffic was driven primarily by organic search, indicating strong search visibility, while high levels of direct traffic suggest good brand awareness and returning visitors. In contrast, social media, referrals, paid advertising and email contributed relatively little traffic (Appendix 4). User engagement was steady, with visitors typically viewing around three pages per visit and spending approximately one and a half minutes on the site. However, a bounce rate of nearly 54% suggests there is a scope to improve content structure and encourage deeper engagement (Appendix 3). Appendix 5 compares social media usage between visitors to the Swansea Arena website and the UK average. While YouTube is slightly below average, the audience shows higher engagement with Facebook, Reddit, Instagram and LinkedIn. Overall, the mix of platforms points to an audience that is made up of young adults, most likely within the 18-34 age range (Appendix 6).
Competitors- The House Party Event competed within the live music and nightlife market alongside both large venues and smaller grassroot spaces. Key competitors include Cardiff Utilita Arena and local venues such as sin city, which attract a similar audience of 18-34 years old. House Party differentiates itself by combining arena level production with grassroots, community led ethos, supported by its partnership with the Music Venue Trust and collaboration with local venues. As shown in the perceptual map and Bowman’s strategy clock (Appendix 7 and 8), House Party follows a differentiation strategy, delivering high experiential value at an accessible price point. This positioning allows the event to stand out while avoiding direct competition on price alone. 
Collaborators- The event relies on key partners. The Music Venue Trust is central with the event raising funds to protect grassroots venues (Trust, 2023). The University of Wales Trinity Saint David also plays a major role with students contributing to the creative process and gaining industry experience (University of Wales Trinity Saint David, 2024).
The House Party also extends the wider nightlife scene, working with venues such as Elysium, Hippos and Bunkhouse, creating city wide celebration that connects audiences beyond the arena itself (www.swansea-arena.co.uk, n.d.).
Stakeholders include the staff within Swansea Arena across management, marketing, technical and operations, as well as suppliers like security firms, catering and ticket partners such as Ticketmaster and ATG Tickets. Wider community stakeholders are Swansea Council, emergency services, local shops and public transport providers which are also impacted highlighting the events reach across the city. 
Climate- See appendix 9 for pestle.
The objective of this marketing plan is to increase attendance at the House Part Event by 15% before the event date. This will be achieved by targeting 18–34-year-olds in Swansea and surrounding areas through social media and digital marketing, as this group shows the highest engagement with the arena and live music events.
See (appendix 10) for diagram of Ansoff’s Matrix. The overall market strategy for the House Party can be explained using Ansoff’s Matrix, where a market penetration strategy is most appropriate. The event already operates within an established live music market and targets a clear audience of 18–34-year-olds. Therefore, the main strategy aim is to increase attendance by encouraging higher engagement and repeat behaviour withing this existing market rather than developing new products or entering new markets (Bullock, Jennings and Timbrell, 2019).
The product is strongly differentiated through its blend of arena-scale production and grassroots music culture. House Party offers more than live performances by creating a shared community experience that supports local venues and emerging artists. This differentiation should be strengthened through consistent branding and clearer communication of its partnership with the Music Venue Trust, reinforcing its social value and emotional appeal.
In terms of pricing, the event follows a value-based pricing strategy, making tickets accessible to students and young adults while still offering a high-quality experience. This aligns with Bowman’s differentiation strategy by providing strong perceived value. Introducing early-bird tickets or limited group discounts could help drive urgency and increase sales, supporting the attendance growth objective.
Placement focuses primarily on digital distribution through platforms such as Ticketmaster and ATG tickets. As most users access the Swansea Arena via mobile devices. Improving mobile optimisation and simplifying the ticket purchase journey is essential. Reducing friction at the point of sale may help lower the bounce rates and increase conversions. 
The promotion and sales strategy should place greater emphasis on social media marketing, influencer partnerships and user-generated content, particularly on platforms such as Instagram and Facebook where the target audience is most active. This addresses the current underperformance of social channels identified in the situational analysis and supports increased awareness and engagement. 
The communication mix for the House Party should be primarily digital led, reflecting the behaviour of the target market of 18–34-year-olds, who are mobile first, socially active and influenced by peer recommendations and online content. Based on the situational analysis and similar web insights the most critical stages of the RACE framework are Reach and Convert, as social media currently underperforms in driven traffic, while bounce rates suggest missed conversion opportunities. 
Social media advertising will be central to the communications mix with a strong focus on Instagram and Facebook platforms where the target audience shows the highest engagement. A dedicated social media post will highlight the House Party experience through a strong visual image of the crowd and performers, supported by engaging copy that emphasises the event’s grassroots ethos and community focus, see (Appendix 11) for a piece of content created. Influencer partnerships with local musicians, student creators and nightlife content creators will enhance authenticity and trust, addressing the audience’s preference for peer-led recommendations over traditional advertising.
The event website plays a key role in the communications mix but requires improvement to better meet user expectations. As most users access the site via mobile, event pages should be simplified with clearer calls-to-action, faster loading times, and direct ticket purchase options. Visual content, such as short artist previews and countdown timers, can help sustain interest and encourage action.
Online reviews and third-party platforms also present an opportunity to improve credibility. Although event-specific reviews are limited, encouraging attendees to leave feedback on Google Reviews and travel platforms such as TripAdvisor can strengthen the arena’s overall brand image and support future events. User-generated content shared across social platforms further reinforces trust and community engagement.
In the final stages of the campaign, retargeting ads will be used on social media to remind people who have already engaged with House Party content or visited the ticketing page, helping to encourage them to complete their purchase and reduce drop-off.
Overall, these tactics respond directly to the gaps identified in the situational analysis, particularly the lack of social traffic. By prioritising Reach and Convert through a targeted communications mix aligned with customer behaviour, the strategy supports increased awareness, engagement, and ticket sales.
The Gantt chart (Appendix 12) shows that social media advertising runs for most of the year, reflecting that Instagram and Facebook are the most effective and consistent channels for reaching the 18–34 target audience. This supports ongoing awareness building and engagement rather than relying on short-term promotion. In contrast, PPC advertising is used more selectively, as it is more expensive and less effective for this audience compared to social media platforms. Sales promotions and influencer activity are concentrated mid-year to stimulate interest, while email marketing and ambassador activity are focused closer to the event to support conversion and drive final ticket sales.
The success of the House Party marketing plan will be measured using a range of key performance indicators that link directly to the campaign objectives. Ticket sales and overall attendance will be the main indicators of success, with results tracked against the target of a 15% increase in attendance. Website analytics will be used to monitor visitor numbers, bounce rates and mobile conversions, helping to show whether improvements to the website are encouraging users to complete their purchase. Social media performance will be measured through reach, likes, shares, comments and follower growth, particularly on Instagram and Facebook where the target audience is most active. Levels of user-generated content will also help indicate audience engagement. In addition, changes in organic search traffic and branded searches will be monitored to assess awareness of the event. Email marketing performance will be reviewed using open and click-through rates. Together, these measures allow progress to be tracked and adjustments to be made if needed.
In conclusion, this marketing plan highlights several key challenges, including low social media traffic, high website bounce rates and strong competition from both large arenas and smaller grassroots venues. Addressing these challenges requires a greater focus on digital engagement, particularly through consistent social media activity and clearer communication of the House Party’s unique value and community-led ethos. Improving mobile website performance and simplifying the ticket purchasing process are also essential to reduce drop-off. For future campaigns, earlier planning, stronger use of influencer partnerships and greater use of data-driven insights are recommended to improve targeting, engagement and conversion, helping to drive sustained attendance growth.
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Appendix
Appendix 1- SWOT analysis
	Strengths
	Weakness
	Opportunities
	Threats

	Tickets start at just £10-£12.50, making it one of the most accessible arena-scaled gigs. All proceeds go to charity, which can enhance public goodwill and increase attendance.
	The absence of big-name artists may limit appeal.
	Marketing the event as ‘Welsh music showcase’ could attract visitors from all over giving it a tourism boost. 
	Local transport issues such as late-night links could reduce accessibility for attendees, especially after evening shows.

	Supported by local grassroot venues such as: Bunkhouse, Elysium and Hippos and education partners like the University of Wales Trinity Saint David, which boosts planning, delivery, and community involvement. 
	Mid- February means cold weather and post-Christmas budgets, not the easiest time to draw casual attendees.
	Can further deepen relationships with venues, councils, transport providers, and sponsors to improve infrastructure like late night transport and visibility of the wider music scene. (Gallop, 2024)

	Rising costs of live events such as inflation, staffing, production costs or reduced discretionary spending could impact attendance or sponsorship.

	Featuring artists across multiple genres broadens appeal and reflects diversity of the local music seen helping attract different audience demographics in one event.
	The event only started in February 2024, so it hasn’t yet built the tradition or guaranteed audience loyalty. (www.swansea-arena.co.uk, n.d.)

	
	Public health changes or regulations such as covid-19, could constrain event operations unpredictably. 

	Collaboration with Music Venue Trust aligns the event with a respected cultural cause preserving grassroots venues.
	There is heavy reliance on partner venues and student support so it could create organizational complexity and variability in delivery quality year to year.
	
	Competition with other festivals and nightlife events in South Wales around similar dates can split audience attention and reduce ticket sales.
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	Perceptual Positioning map
	Bowman’s strategy clock

	The perceptual positioning map compares key competitors based on ticket price and overall experience. Grassroots venues sit at the lower end of the price scale with more limited production, while Cardiff Utilita Arena offers a high-value experience at a much higher cost. House Party is positioned between these, offering a high-quality experience without premium pricing. This highlights its appeal to young adults who want a memorable event that still feels accessible.
	Bowman’s Strategy Clock shows how competitors balance price and value. Grassroots venues mainly compete on low price, while Cardiff Utilita Arena focuses on high-price differentiation. House Party follows a differentiation strategy, adding value through production quality, social purpose and local collaboration rather than competing on price. This helps the event stand out in a crowded market.



Appendix 9- Pestle
	Political
	The house party benefits from a supportive cultural environment in Wales, where live music and the creative industries are recognised as important contributors to local identity and the economy, The event’s partnership with the MVT (Music Venue Trust) aligns with wider political efforts to protect grassroots music venues, “many of which have struggled in recent years due to rising costs and reduced funding “(Protecting, securing and improving Grassroots Music Venues across the UK Leading the national and international movement to sustain the Grassroots Music Venue sector, 2023).By hosting a charity-linked event, Swansea Arena positions itself as a socially responsible, which strengthens its reputation and provides leverage for marketing communications. Additionally, local initiatives such as Swansea Music Venues working group highlight ongoing engagement between venues and government bodies showing that policy decisions such as transport provision and late-night economy support can directly influence attendance and visitor experience (Pollitt, 2024).
 


	Economic
	The ongoing cost of living crisis has reduced disposable income, impacting consumer spending on leisure activities (team, 2025). However, the House Party’s affordable ticket pricing ranging from £10-12.50 makes it accessible to a wide demographic (Swansea-arena.co.uk, 2025). Economically, the event contributes to Swansea’s local economy by stimulating hospitality and retail sectors, while fundraising for MVT supports the sustainability of grassroots venues (Price, 2024). According to the Office for National Statistic, average household disposable income in the UK has shown only modest growth in recent years, with households facing tighter financial constraints despite rising living costs (ONS, 2025). This means that event organisers are increasingly challenge to balance escalating operation expenses such as staffing, security, energy, production equipment and artist fees against the stricter budgets of their clients. Ultimately, while the event may generate short-term boosts for local businesses, the broader financial climate places considerable strain on its long-term sustainability.


	Social
	Social trends strongly influence the success of Swansea Arena House Party. The informal and fun nature of the event appeals to particularly younger audiences which suits Swansea large student population. “10,200 students” (Swansea, 2022). There is also growing interest in supporting local music and attending events that feel community-focused rather than commercial. The inclusion of Welsh artists helps create a sense of local pride and cultural identity. However, the event must also consider the local community especially around late-night noise and crowd behaviour, as negative public could damage the venues reputation. 


	Technological
	Technology supports both the organisation and marketing of the House Party. Tickets are sold online, making the process quick and convenient for customers, while also allowing organisers to promote the event through digital platforms (Puri, 2025). The arena operates a cashless system, which speeds up transactions and improves security when purchasing drinks or merchandise. In addition, the venue’s modern lighting, sound systems, and large LED on the building help create a high-quality experience and provide strong visual content for social media promotion. These technologies help the event stand out and meet audience expectations for professional live entertainment. This makes Swansea Arena stand out from other smaller venues. 


	Legal
	Swansea Arena House Party operates under Licensing Act 2003, which governs activities such as live music, alcohol sales and late- night refreshments. Swansea Arena holds a premises licence permitting these activities between 10:00 and 2:00, meaning the House Part can legally host live performances and serve alcohol into the early hours (Swansea council, 2021). Event organisers are also legally responsible for the health and safety of staff, performers and attendees, requiring detailed risk assessments to identify hazards and implement control measures (Swansea, 2025). This includes crowd management, emergency planning and ensuring accessibility for all guests. National guidance from the Health and Safety Executive further emphasises the importance of safe venue design, barrier use and transport planning to project public welfare (HSE, 2015).

	Environmental
	Audiences, particularly younger demographics, increasingly expect venues to demonstrate eco‑conscious practices such as reducing carbon footprints, minimising single‑use plastics, and encouraging public transport (Sangster, 2024). Swansea Arena presents itself as a forward-thinking sustainable venue, often hosting green economy conferences and promoting eco-friendly practices like recycling schemes, part powered by 208 solar panels, energy-efficient systems and encouraging audiences to travel by public transport (Gregory, 2024; Swansea, 2025a; Solarsense, 2025).  By embedding green initiatives into its operations and marketing, the House Party can connect with audiences on a deeper level, positioning itself not only as a celebration of grassroots music but also as a climate-conscious cultural experience.
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