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Introduction
The Swansea Arena's marketing strategy hinges on a comprehensive analysis of its internal and external factors, encapsulated in the 5 C's framework. Leveraging the local gothic/emo culture and thriving rock/indie music scene, the arena capitalizes on its strengths to attract a sizable market for its event. However, limitations in seating capacity pose challenges, potentially impacting revenue generation. Yet, opportunities abound, with potential follow-up events and social media promotion promising increased footfall and popularity. Recognizing threats such as poor public reception or competing events, the campaign targets music enthusiasts aged 15-21, aligning with Swansea's demographic profile. Collaborations with local bands and venues reinforce community ties, while a charitable aspect supports the Music Venues Trust. To achieve SMART objectives, tailored tactics like influencer partnerships and CRM segmentation are employed, ensuring effective communication strategies. Ultimately, the focus on advertising and public relations aims to reach a diverse audience and foster lasting engagement, ensuring the event's success and leaving a memorable impact on attendees.

The 5 C’s
Company 

Strengths
the strengths that Swansea arena is playing on for this event is the culture of the local area as well as the tastes of the local community as Swansea is generically a gothic/ emo place and is heavily into the rock/ indie music scene and with the event being purely focused on local bands that play these genres they will have a huge market to go into.

Weaknesses
[bookmark: _Int_aSmFXPwC]The weakness that Swansea arena has is the fact that they have a limited number of spaces available. This will limit the revenue of the arena as there are only 2000 tickets available and priced at £10 only allows room for £20000 from ticket sales. Which is brilliant for a charity donation, however, could be more with a larger capacity of space. Another weakness is the fact that this is the second time this event has run it might not have as good a reception for the public as the first one.

Opportunities 
The opportunities Swansea arena will gain footfall and popularity for other activities such as other concerts or tribute concerts that follow or even similar things that link with it such as bingo lingo. This would be due to social media as it has a strong presence for the generation we are aiming at and will act as free promotional material for the business allowing them to put on repeating events depending on the public enjoy 

Threats
The treats to the company are ether a bad reception to the public with ether how the event is run or bigger events on at other places, the bad reception of the public could prove a threat as if this event is done poorly 

Customers
[bookmark: _Int_YeqC3M6V]the customers that this marketing campaign will be aiming to grab the attention of is music enjoyers specifically in the indie or rock genre as this will line up with the bands playing, they will also be within the age range of 15 to 21 as this is the age range that is common with the correlation of genre. As it outlines the profiles of most people in Swansea and correlates with how they grew up.

Competitors
The main competition is other venues both locally and further afield Examples may include the Grand Theatre and Taliesin Arts Centre in Swansea. The main art
Multi-Purpose Arenas: Larger venues that host sporting events, concerts, exhibitions, and conferences. While they may not specialize in entertainment events, they compete for similar audiences. Examples may include Principality Stadium in Cardiff and Motorpoint Arena in Cardiff.
Nightclubs and Bars: These establishments cater to a different segment of the entertainment market, focusing on nightlife and live music performances. However, they can still compete for audience attention and discretionary spending on leisure activities.
Concert Halls and Music Venues:
St. David's Hall (Cardiff): A prominent concert hall in Cardiff
Tramshed (Cardiff): A versatile live music and entertainment venue in Cardiff
The Globe (Cardiff): A smaller music venue in Cardiff
Collaborators 
The collaborators that will be supporting this event will include the bands such as; Kikker, The Fiends, Pseudo Cool, Mojo Jnr., Monet, Grey FLX, and Rainyday Rainbow Aswell as their main performance places which include; Elysium sin city, the bunkhouse and hangar 18. There is also an involvement with uwtsd students in the running and promotion of this event.
Climate 
The main effect of climate that is going to play into this plan and that is special this is due to the profits of the event going into the music venues trust who are a charity in the area that support smaller music venues in the city and allow the preservation of the current music venues which will support the community by putting money back into it to allow more things like this to happen in the future.

Objective

Our SMART objective is to boost website traffic by 2500 visitors and achieve sales of 100 tickets within the first week of release through strategic promotional campaigns. This target will serve as a key performance indicator for evaluating the effectiveness of our marketing efforts. By assessing whether we meet or exceed these benchmarks, we'll determine the efficacy of our promotional strategies. The results will inform subsequent decisions on whether to maintain or revise our current methods until February.



4p’s
Product: The service offered is a vibrant social gathering for friends and family in a concert ambiance featuring local bands, fostering community engagement and contributing both socially and economically. In addition to music, attendees will enjoy a variety of food and beverage options, enhancing the overall experience and satisfaction.
Price: Priced at £10, the event caters to Swansea's student-centric population, ensuring accessibility while aligning with budget constraints. This price point maximizes participation, fostering inclusivity and enabling widespread engagement within the target market.
Promotion: Utilizing online platforms like Twitter, Facebook, and Instagram, the promotion strategy leverages the digital presence of the target demographic. Through captivating videos and images, these platforms offer an interactive and visually appealing means to generate excitement and anticipation among potential attendees, effectively reaching the intended audience.
Place: Held at the Swansea Arena's main hall, the venue provides ample space to accommodate many attendees, facilitating a vibrant and energetic atmosphere. The strategic timing of the event, starting at 5 pm, allows attendees to explore Swansea's offerings before and after the concert, promoting local businesses and enhancing the overall community experience.

tactics


Research:
 
Surveys and Interviews: Create online surveys or conduct in-person interviews with attendees to understand their preferences for events, musical genres, and preferred communication channels. Gather insights into their expectations, interests, and past experiences at the Swansea Arena.
Data Analysis: Utilize ticket sales data, website traffic metrics, and social media analytics to identify popular events, peak engagement times, and demographic trends. Determine which types of events attract the most attention and which communication channels drive the highest traffic.
CRM Segmentation: Implement a CRM system to segment the audience based on demographics , psychographics and behavior through past purchases and interaction with marketing materials. This segmentation will help tailor communication strategies to different audience segments.
Action:
 
Tailored Content: Develop content and messaging that resonates with different audience segments identified through research. For example, create themed event promotions targeting specific demographics or musical tastes.
Influencer Partnerships: Collaborate with local influencers, musicians, or bands to promote events and engage with their followers. Leverage their influence to reach new audiences and enhance the credibility of the Swansea Arena brand.
Communication:
 
Social Media Engagement: Utilize platforms like Facebook, Instagram, and Twitter to share event updates, behind-the-scenes content, and user-generated content. Foster community engagement by encouraging fans to share their experiences and interact with the arena's social media posts.
Email Campaigns: Launch targeted email campaigns with personalized offers and incentives based on customer segments identified through the data they get through bookings. Send event announcements, exclusive discounts, and reminders to subscribers, tailored to their interests and past behaviors.
Chatbot Assistance: Implement chatbots on the website to provide instant assistance to visitors, answer frequently asked questions, and facilitate ticket purchases. Improve user experience and increase conversion rates by offering real-time support.
Evaluation:
 Analytics Tracking: Monitor website analytics, social media metrics, and email open rates to assess the effectiveness of communication tactics. Measure website traffic, engagement levels, and conversion rates to identify areas for improvement. The arena should Collect feedback from event attendees through post-event surveys to evaluate satisfaction levels, gather suggestions for improvement, and identify potential issues. Use this feedback to refine future event planning and communication strategies.





To transform our concept into a successful reality, we recognize the critical importance of employing effective market communication strategies. While acknowledging the usefulness of various approaches, our primary focus leading up to the concert will center on advertising and public relations. We believe that these methods not only have the potential to attract a diverse mix of attendees but also offer cost-effective solutions to reach our target market effectively.
 For our advertising, we're going to make cool videos and photos to show off our event. We'll share them on Facebook, Instagram, and Twitter for free so more people can see them. Hopefully, our followers will share them too, and we'll get even more people interested in coming.
We're also teaming up with local TV and radio stations like S4C to talk about our event. They'll help us spread the word to people who might not have heard about it yet. This way, we can reach more folks from all over the county and get them excited to come.
Following the event, our communication efforts will continue with targeted direct marketing campaigns aimed at attendees who purchased tickets. By staying in touch with our audience post-event, we aim to nurture ongoing engagement and loyalty. Additionally, we'll deploy promotional marketing materials to incentivize return visits to the Swansea Arena in the future, ensuring that our event leaves a lasting impression and fosters long-term relationships with our attendees.

Conclusion 
In conclusion, the 5 C's framework provides a comprehensive understanding of the Swansea Arena's marketing strategy for its upcoming event. By leveraging its strengths in local culture and music preferences, the arena aims to tap into a significant market segment. However, limitations in seating capacity pose challenges to revenue generation. Yet, opportunities abound with potential follow-up events and social media promotion. Recognizing threats such as poor public reception or competing events, the campaign targets music enthusiasts within a specific demographic. Collaborations with local bands and venues reinforce community ties, while a charitable aspect supports the Music Venues Trust. Through strategic tactics and effective communication, the Swansea Arena seeks to transform its concept into a successful reality, fostering lasting engagement and relationships with its attendees.
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