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Introduction
In this report I will be creating a marketing plan about the House Party at the Swansea arena. The House Party’s target audience is aimed at people who are interested in supporting local music bands and getting together to meet new people, the aim is to help small bands get recognised more throughout Swansea, helping their careers and bring people together to enjoy a vibey atmosphere. During the report I will mention key areas including SOSTAC, the 4 P’s, Ansoff's matrix etc. I will be referring to in class topics that include strategic marketing, market segmentation and niche market planning.
Situation Analysis
Company- I have created a SWOT analysis and put it into my appendices 1. 
Customers- Segmentation categories include psychographics, demographics, generational marketing and consumer behaviour. This analyses audiences and helps give the arena an idea of what type of people will be going to the house party. SparkToro has created a collum chart that includes data showing what social media platforms are most to least likely used in the UK. Giving the Swansea arena an idea of where to advertise the House Party the most. From the chart you can see that YouTube and Facebook are the best platforms for the arena indicating that they target older age ranges (25+). The collum chart can be found in the appendices 2. 
Competitors- Analysing competitors is important, as it helps the Swansea Arena have an idea of what they are going against to know what they should do differently. The positioning map will be found in the appendices 3.
Collaborators- The Swansea Arena collaborates with multiple different ecosystems, stakeholders and partnerships. (Jones 2021) The Swansea arena provides essentials like venue infrastructure, staffing and ticketing systems, this connects with different participants. (Hesmondhalgh, 2019) websites like ticket master help reach a wider audience to advertise the event and arena. Ticket master is also known to ensure an easy and straight forward booking process which benefits the arena as more people will want to book through Ticket Master. (Visit Wales, 2022) Visit Wales plays a big role in raising awareness for events like the House Party as well as other influences like social media. This can reach new audiences from across the country. The arena also collaborates with students at UWTSD, as part of their work placement helping the arena when they need more staff or just general support during busy shows. 
Climate- Considering PESTLE helps the Swansea Arena consider impacts within each factor including current events and trends. A PESTLE infographic can be found in the appendices 4.
Objectives
To make the event successful, the goal is to sell at least 85% of tickets, In SWOT terms, the specific objective includes ticket sales and how measurable the objective is. Measurable objective aims to target social media and engage through platforms. TikTok campaigns attracts larger audiences. Tracking data methods will ensure reliability. It is important to set realistic time goals when setting objectives. 
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Strategy
Ansoff matrix is a marketing plan used to analyse business growth and helps the business identify whether they should focus on existing products or new products, this identifies risks to avoid for the business. Market penetration is the act of customers consuming products and services. This gives the business an estimate of how many customers they have or are gaining. (Johnson G, 2020) Exploring Strategy. Referring to the Swansea arena and the house party, their product is live music, DJ performances and immersive visuals. This creates the Swansea arena’s brand and image for the public. To create this atmosphere the arena makes posters and adverts which are shared across different social media platforms to give audiences a great first impression and an idea of what to expect when they enter the house party. This can be seen as packaging in the marketing mix. Other examples include teaser videos which keeps the audience intrigued and wanting to see what else will be offered. Differentiation refers to what the Swansea arena are doing differently compared to others to stand out. For example, the scenic waterfront views, modern pristine conditions of the building and nightlife. The arena charges tickets based on the level of experience the guests will receive, the ticketing process is usually done online but guests are able to pay at the door depending on the act for that day. Students can enjoy discounts, and early bird tickets which persuades more people to purchase tickets due to the advantage. The area of the arena is convenient for guests as they can enjoy the rest of Swansea after the show, this can be a visit to the beach or for later shows guests can enjoy the rest of the night in Wind Street and experience the nightlife of Swansea. Smooth customer journeys are guaranteed with multiple modes of public transport, parking and in walking distance. The arenas promotion strategies include social media influencers, website banners, collaborations and paid advertisement. This benefits the arena and is used to gain more attention from the public.
Tactics
The RACE framework refers to reach, act, convert and engage. This links to addressing the customer's specific needs and behaviours. To reach customers, social media is a big factor to help advertise the house party. Influencers can talk about their experiences in the arena and sell the event. Due to the wide range of social media platforms for example, Facebook, Instagram, Twitter and TikTok, this gives the arena more of a chance to be seen. Online adverts and websites are also a key part of reaching an audience. The act factor means to interact with customers. For example, on websites customers can have the option to engage with members of staff via the website or take quizzes etc. Videos are a popular form of interaction as it gives the customer a chance to see what they are paying for and to make sure that the product is for them. This is a great strategy to engage customers and gain more of them. Convert refers to the act of leading customers to buy the products; this is where messages start to become more persuasive. Businesses often offer discounts to build trust with customers. Examples can also include free trials and other offers. Engaging customers is all about keeping loyal customers, this is important as it encourages repeated purchases. Also having loyal customers will increase satisfaction allowing the business to have a great reputation attracting new customers. (Chaffey, 2024) “The aim of the RACE framework is to highlight which digital marketing activities you need to focus on to improve results from digital marketing.”
These days businesses are relying more on social media to gain more attention; many people often use social media to choose what they purchase and attend. For example, the house party, if an influencer on TikTok has experienced the house party from previous years and went viral from it, depending on what they have said about the event and the arena cam have a huge impact on locals in Swansea having the urge to also visit the arena. Similar web is a website businesses can take advantage of to track and enhance engagement and marketing strategies, which is great for the Swansea Arena as they are attracting thousands of different visitors for each show or event. 
The arena’s current engagement strategies are mostly through social media and their website. Future developments I would recommend is for the arena to advertise more throughout Swansea, for example, billboards, posters and more visible awareness throughout hotels, the waterfront etc. 
Action
My chosen marketing channels consist of, TikTok, LinkedIn and Spotify ads. The reason i have chosen these is because TikTok is becoming one of the most used social media platforms in the world, increasing my chances of engaging as many people as possible. LinkedIn is a very useful platform used to share experiences and job opportunities. The reason I have also chosen Spotify ads is because Spotify is a very popular music platform used by people who love music, this relates a lot to the Swansea Arena as they host live music events frequently, allowing listeners to find out about the arena and encouraging them to go. See Gantt chart at appendices 5.
Control
KPI’s measure the success of the marketing plan, this includes awareness for the Arena and how people know about the house party, for example social media. In this stage it is important to check the engagement of customers and how many tickets are being purchased from the arena. This is an important stage because it tracks the ticketing system, first time customers and tracking the growth of the business. Measuring social media interactions including likes, comments, and shares ensures high engagement and reassures the business is interesting.
Conclusion
This marketing plan covers effective strategies to achieve an increase of customers and sales. However, there are challenges the arena faces like competition with local social entertainment for example, bars and restaurants. Another challenge they face is rapid changes in consumer behaviour. With the help of partnerships, billboards and social media, the Swansea Arena can benefit from gaining new faces and an increase of ticket sales. Tourism groups also help create a diverse group of people across social media platforms. 


Appendices

1. [image: ]
2. [image: ]
3. [image: ]
4. [image: ]
5. [image: ]
References
SparkToro- https://sparktoro.com/product/search/networks?keyword=segmentation%20using%20psychographics%20demographics%20generational%20marketing%20and%20consumer%20behaviour.&location=uk&type=keyword
Perceptual Map Template- https://online.visual-paradigm.com/app/diagrams/#diagram:proj=0&type=PerceptualMap&gallery=/repository/cbfda02c-da64-445a-ab8e-9e5176c8e2f0.xml&name=Perceptual%20Map%20Template
Swansea Council (2023) City Regeneration Programme. https://www.swansea.gov.uk/article/27769/Regeneration-projects
Welsh Government (2022) Culture Strategy for Wales
https://www.smartinsights.com/digital-marketing-strategy/race-a-practical-framework-to-improve-your-digital-marketing/
ATG Entertainment 
https://www.atgentertainment.com/
Visit Wales
https://www.visitwales.com/
Music Venue Trust
https://www.musicvenuetrust.com/
Canva
https://www.canva.com/templates
"Bowman's Strategy Clock."  www.marketingteacher.com/bowmans-strategy-clock.
J.Mance. (2024) "Bowman's Clock." The Business Professor thebusinessprofessor.com/bowmans-clock. 
https://www.dawgen.global/dissecting-bowmans-strategy-clock-a-roadmap-to-superior-competitive-positioning/
Chernev, A. (2021). Strategic Marketing Management. Cerebellum Press.
Smith, P. R., & Zook, Z. (2016). Marketing Communications: Integrating Offline and Online with Social Media.
Porter, M. E. (2008). Competitive Strategy: Techniques for Analysing Industries and Competitors.
Jones, A. (2021). Event Management and Marketing for Small Venues. Routledge.
Chaffey, D. (2019) & Ellis-Chadwick, F. Digital Marketing




	
	
	



image.png
Swansea arena is known for being a
high tech modern building due to
being open for only a few years. This
gives them an advantage by having
great quailty music and lighting
systems and professional staff. This
gives other venues and memebrs of
the public an idea of how
proffessional the venue really is. This
is a strength because it gives the
public a great reputation and a reson
to visit the venue.

Due to the arena’s shows and
artists that they bring in, they have
achance to increase popularity to
intice more artists and
performances. This helps the arena
to boost its reputation across
Wales and even bring people from
around the world to perform and
watch. This gives the arena the
opportunity to grow.

Although the arena faces great
strengths, they also struggle with
weaknesses, including high costs due
to the amount of staff, technogoly and
insurance. The arena sometimes
struggles with fewer tickets sales, this
can impacts sales and budgets greatly.
Another struggle can include the
reputation from the shows they host,
usually shows cater more to older ages,
meaning the house party will struggle
to bring in younger people and more of
a wider range of audience.
Swansea arena and the house party can
expierence threats like the local night life.
They can compete with clubs and bars
especially on weekends due to the high
amount of students in the area going out.
This can make it harder to sell tickets on
those days as most people will be going
into town instead. Also music taste can be
diverse and change rapidly making it
harder to cater to all audiences.
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Customer retention rates.
This refers to the amount
of customers that stay
loyal towards the brand for
a period of time. This
keeps the business steady
and consistent.

Social media engagement.
Social media measures how
wella brand engages with its

audience using social media
platforms. Promoting
through instagram, Tik Tok
etc. helps encourage more
sales.

CAC (customer acquisition
cost) This is about how
much money it takes to gain
new customers. This is done
by advertising and
promotions.

Net promoter score. This
measures customer
satisfaction this isimportant
50 the business knows what to
keep doing or change for the
future to keep their customers
and gain new ones.

CTR (click through rate) This
is when the business focus
on the appeal of the ad,
making sure it is eye catching
and easy to understand. This
will help the business gain
clicks.
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Customer Profile

Customer Profile

®

Customer Personality Slider

Olivia, 25

Location  Swansea Student living in accommodation

occupation Full time undergrad

Income Student income

Education

Graphic Design

Characteristics:

Values social interaction
attends events with friends
active on social medias like TikTok
Instagram etc

Seeks entertainment
Group activities
Motivations:

Freedom

Socialising

Local shows and events
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Customer Profile ® Customer Personality Slider
Characteristics:
Loves music
7 ; ’
Z Cultural events
Sian, 39 Creative atmospheres

Location Port Talbot

occupation School Teacher

Income Middle/ Stable

Follows local bands
Likes themed nights
Motivations:

Unique cultural nights
Supporting local talents
High quality, safe events
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Customer Profile ®

Customer Personality Slider
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Liam, 27

Location Swansea Marina

occupation Digital Marketer

Income Moderate/ Stable

Characteristics:

Well organised events

Goes out monthly rather than
frequently

Good music

Safe environment

Motivations:

Memorable non chaotic nights out
Professional setups

Social activities with work friends.
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