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1. [bookmark: _Toc216466124]Introduction

The purpose of this report is to develop a marketing plan for the Swansea Arena House Party, targeting unexplored customer markets while continuing to engage existing attendees. The plan will be constructed using a variety of frameworks, including SOSTAC, the 4 P’s, and Ansoff’s Matrix, which provide structured analysis and guidance for potential marketing activities. An in depth understanding of customer perception and characteristics will support the strategic marketing to ensure it is effective. The plan will also explore market segmentations and niche marketing to deliver tailored communication to specific audiences, highlighting the event’s value proposition, which combines music, community engagement, and the preservation of grassroots venues. 















2. [bookmark: _Toc216466125]Situational analysis

[bookmark: _Toc216466126]2.1 Company

An important aspect of managing a marketing strategy is the ability to analyse the company or the event’s situation and understanding its market and environment, in order to identify areas of existing success and future potential (Kotler et al., 2023, p. 76). Conducting a SWOT analysis helps identify the event’s strengths that create value, weaknesses that need to be minimised, opportunities that can be leveraged for marketing advantages, and threats that may impact results (Middleton et al., 2009). Figure 1 shows  that the House Party’s strengths is driven by the venues publicity  and capacity, its established reputation, and the event’s strong level of community engagement. However, it also highlights the weaknesses and the threats, which should be considered in marketing decisions to determine how opportunities can be effectively pursued. 

[bookmark: _Toc216466127]2.2 Customer

Figure 1.1
· Desired customer 
· Has interest and hobbies aligning with the event: Music/Indie rock bands 
· Would purchase alcohol and merchandise: Supporting the fundraising goal
· Not much marketing needed to be convinced 
· Lives close 

Figure 1.2
· Overlooked customer, existing but not used for the specific event
· Ability to increase the events attendance if marketed towards (family numbers + promote family friendly)
· Constantly posting on social media, content of the House Party will be shared afterwards 
· Food and drinks revenue would increase at the arena
· Lives close 

Figure 1.3
· Need to be explored customer
· Attracting this customer would mean the events social marketing is performing well
· Contributes to the positive community reputation of the event 
· Be able to influence ages alike 
· Lives a bit further 

[bookmark: _Toc216466128]2.3 Competitors

Competitors can be analysed through perceptual mapping, identifying consumers perceptions of similar venues to understand their value on various attributes (Jober and Chadwick, 2023, p.282). Key findings of figure 1.4 and 1.5 present Swansea Arena performs strongly in food and beverages services, has a larger capacity than most local competitors, and an above average level of engagement in Instagram. The findings also reveal a weakness in Swansea Arena’s low ratings in trip advisor, alongside the opportunity to maintain and grow their social media presence. 

[bookmark: _Toc216466129]2.4 Collaborators

An emerging framework is the idea of the network organisation, which focuses on the network as a whole as the source of value, rather than the individual firm. Emphasising the importance of alliances and supplies with different capabilities that create competitive differences and advantages (Chrsitopher, Payne and Ballantyne, 2002, Ch. 4). Swansea Arena works with a wide range of partners across sectors, including bars, restaurants, hotels, Music Venue Trust, charities, and corporate organisations. 

[bookmark: _Toc216466130]2.5 Climate 

Figure 1.6 presents a PESTLE analysis outlining the political, economic, social, technological, legal, and environmental factors that may affect the event. These insights help identify potential limitations as well as opportunities that can inform the events marketing strategy. 
















3. [bookmark: _Toc216466131]Objectives

The objective of this marketing plan is to enhance the event’s digital marketing and communication by emphasising its community purpose of supporting grassroot venues. This aims increase ticket sales and attract a wider audience beyond music focused attendees. The strategy will be implemented by February 21 and evaluated through comparison with previous years ticket data.

The chosen target market is unexplored customers aged 18–25 who may not be primarily interest in the music but connect with the event’s community purpose. The group is likely to participate to support grassroot venues and can also act as influencers within their peer networks, helping to increase overall attendance. 















4. [bookmark: _Toc216466132]Strategy

Ansoff’s Matrix is a framework that consist of four options of potential business growth strategies including market penetration, market development, product development, and diversification. For this event, the most relevant strategies are market penetration, which focuses on keeping the same product to the existing audience, and market development, which emphases reaching new customer groups (Robson, Simpson and Tucker, 2013, p. 80). The product remains the same, with the House Party unchanged, but the marketing strategy is adapted to target unexplored customers alongside the existing audience.

Making the strategy effective requires a marketing mix built around the characteristics of the target market,  helping ensure the approach feels personalised and meets their needs (Şekerkaya, 2020, p. 120). The marketing mix consist of the 4 P’s, which are product, price, place, and promotion. The product involves both the tangible features and intangible benefits that makeup the overall offering. Pricing takes into account both the firm’s costs and the expected demand for the product. Place refers to the distribution channels used to make the product available and easily accessible to customers. Promotion uses tools such as advertising, sales promotion, personal selling, and publicity to reach the target audiences and general public (Czinkota, Ronkainen and Zvobgo, 2011). 

In regards to House Party, the product encompasses the event experience, incorporating the music, the preservation of grassroot venues, and the arena’s reputation and marketing presentation. Pricing is set with the fundraiser nature of the event in mind, ensuring it remains accessible to all. The place consists of the events distribution through the Swansea Arena website and ATG tickets, their in house ticketing service. Promotion uses social media campaigns, storytelling, influencer engagement, and partnerships with local businesses and UWTSD university. 


5. [bookmark: _Toc216466133]Tactics

The RACE framework helps identify the different approaches within the marketing strategies by outlining how the event will reach audiences, encourage interaction, convert interest into ticket sales, and maintain ongoing engagement (Ram et al., 2025). For the House Party, the most relevant stages of the framework are reach, act, and convert. These will help increase awareness of the event, ensure communication encourages the target audience to interact with the content, and ultimately convert interest into ticket sales. Integrating the communication mix with the selected frameworks ensures that each marketing activity is purposeful and aligned, increasing the likelihood of affective outcomes. 

The communication mix refers to the combination of different marketing communication tools used to engage audiences and differentiate the event from competitors. Its key components include advertising, sales promotion, personal sales, public relations, and direct marketing (Todorova and Zhelyazkov, 2021). With the rapid acceleration of technology, communication methods must continually evolve to meet customer needs while remaining innovative (Dawal, 2019). 

By applying these frameworks, the marketing tactics will be tailored to match the behaviours and preferences of the 18-25 unexplored customer segment. These tactics include advertisements and social content featuring behind the scenes footages, short video montages, and other engaging material the platforms most popular with the target audience. Interactive elements such as polls, repostable content, and clear storytelling that highlights the event’s purpose of preserving grassroot venues,  encouraging the audience to actively engage rather than simply being aware of the event. Pricing strategies also help drive conversion, with tickets kept affordable, while having a straightforward booking system. Additional incentives such as a raffle for early bookers, create a sense of urgency and drive ticket sales. Together, these address the issues identified in the situational analysis by reaching beyond the core music audience, increasing social media engagement, raising overall event awareness, and communicating the House Party’s purpose to a wider audience. 

Figure 2 and 2.1 showcase significant of Swansea Arena’s website viewers access the site via mobile devices, with most traffic coming from social medias, particularly Facebook (Similarweb). While the Arena maintains accounts on Facebook, Instagram, and TikTok, its following on Instagram and TikTok is relatively small, which is problematic since these platforms are the most popular among the target demographic. Recommendations include conducting deeper market research and enhancing social media efforts, particularly on TikTok, where current content lacks relevant hashtags or trending videos. 






6. [bookmark: _Toc216466134]Action 
The Gannt chart outlines marketing activities schedules from October to February, aligning with peak awareness needs leading up to the event date. Channels were chosen based on website data, audience engagement patterns,  and periods of  lower traffic, ensuring each tactic supports the goals of reaching, acting, engaging, and converting the target audience.  


7. [bookmark: _Toc216466135]Control 

The success of the marketing plan can be measured by analysing digital marketing metrics such as website traffic, social media engagement, and ticket sales (Information Resources Management Association, 2018), particularly looking for peaks in activity that correspond with the launch of specific post marketing tactics. Other methods include analysing sales statistics, such as comparing ticket sales over different time periods and against overall market trends (Housden, 2003), to determine whether the event has seen growth and a larger proportion of the target 18-25 customer segment is participating. 

















8. [bookmark: _Toc216466136]Conclusion 

In conclusion, this marketing plan informed marketing strategies by conducing thorough and analysing data on the event and its targeted customer segment. A variety of frameworks were used in order to combine theories and practices, helping to identify areas for improvement, recognising successful strategies, and understand how to increase perceived value in comparison to competitors. Assessing customer profiles helped understand behavioural, demographic, psychographic, and geographic characteristics, which supported clearer decisions about how communication tools should be designed and delivered. Overall, the marketing plan aligns with the objectives set by expanding the event’s limited target market, enhancing the storytelling of its grassroot venue purpose, and outlining suitable digital marketing and communication strategies for 18-25 demographic. 
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