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1. [bookmark: _Toc74758571]Introduction

This marketing report will plan the marketing of House Party at Swansea Arena. A strategic marketing plan will be developed to target the appropriate audience and support the objectives of the event. The report will use theories and frameworks such as Ansoff's Matrix, which is used to find opportunities to grow the event through various methods such as reaching new audiences. SOSTAC will also be used (Situation, Objectives, Strategy, Tactics, Action, Control) to structure the marketing plan by identifying what the current situation is through a situation analysis and developing objectives to make the relevant changes.




















2. [bookmark: _Toc866594787]Situation Analysis 
A SWOT analysis evaluates strengths, weaknesses, opportunities, and threats for House Party (Kenton, 2025; Appendix A). Strengths include the venue’s large capacity and active social media presence. Weaknesses are reliance on local audiences and friends/family of artists. Opportunities include supporting small artists and collaborating with local venues such as Bunkhouse, while threats include limited late-night transport, competition from other events, and impacts on smaller venues.
PESTLE, a framework used to examine the external environment by analysing political, economic, social, technological, legal, and environmental factors, helps identify influences on House Party (Lim, 2020). Important points include:
· Economic: People have less disposable income 
· Technological: Increased reliance on digital promotion 
· Political: Lack of transportation after 10pm in and around Swansea
Market segmentation exists because different customer types have different needs (Arnett, 2024). House Party focuses on audiences interested in live music. Using Sparktoro, three customer profiles could be developed: younger female students (main target, appendix D), males aged 25–50 (appendix E), and older males aged 50–70 with high disposable income (appendix F).
Competitor analysis shows The Bunkhouse offers similar affordable live music, while Swansea Grand Theatre and Tunes on the Bay provide high value, more expensive events (Kotler, Armstrong & Balasubramanian, 2022; Niculaita & Rapcea, 2019). Collaborators, including The Bunkhouse and local artists, support promotion through social media and attract their followers.
[bookmark: _Int_clbbbV8l]Bowman’s Strategy Clock analyses competitors based on value, cost, and differentiation (Niculaita & Rapcea, 2019). A perceptual positioning map (appendix G) and strategy clock (appendix H) shows House Party is mid-value and affordable, similar to Bunkhouse. Swansea Grand Theatre and Tunes on the Bay are higher value due to larger scale and well-known artists.
Collaborators, including The Bunkhouse, a multi-award-winning venue, and local artists, support promotion through social media and attract their followers (The Bunkhouse, 2025; Swansea Arena, 2025)
3. [bookmark: _Toc1621634292]Objectives
· To increase ticket sales by 20% in the next 6 months, by targeting customer profile 3 through personalised marketing campaigns and partnerships with local venues, specifically Bunkhouse which this demographic engages with. 
· To increase reach on Instagram and Tik Tok by 10% within 4 months by improving social media targeting and paid ads. 























4. [bookmark: _Toc1575760648]Strategy

Ansoff’s Matrix is a tool used to identify opportunities for growth (BusinessJargons, n.d.). (Appendix I) This is done by choosing whether to develop a new or existing product and whether to target new or existing markets. For House Party, the chosen strategy is market development, as the event will use its existing product to target a new market (customer profile 3). This strategy has a higher risk compared to market penetration as it targets a market that is yet to be targeted, meaning response is uncertain.
According to Xia (2023), the Marketing Mix refers to 5p’s - product, price, place, physical evidence and promotion and provides a structured plan for marketing strategies that meet customer needs. According to  ToolsHero (2025) there are an additional two P’s - people and physical evidence. For House Party, people are the staff, and artists who interact with customers and contribute to their experience, while physical evidence refers to the venue itself, the decorations, lighting and setup.
Kotler, Armstrong and Balasubramanian (2022, p.248) describes the product as “anything that can be offered to a market for attention (...) [to] satisfy a want or need”. For House Party, the product is the experience and the lineup of artists, which changes every year. Other products on offer during the event includes alcohol and food, which adds to the experience. 
Tickets are sold by ATG tickets, the official platform owned by ATG entertainment which operates the venue. This means that tickets can be bought directly from the arena, allowing records to be accurately kept on sales. However, this does make tickets difficult to purchase as ATG tickets is not as recognised as platforms like Ticketmaster. Swansea Arena as a venue is perfect for an older audience with full disabled access including lifts, toilets and seats. There is also support for hearing impaired visitors (Swansea Arena, n.d.). 
Currently promotion is done mainly through Swansea Arenas social media pages and website, this is good for attracting followers of the arena, however, it is not effective at reaching new customers that may not be following the arena on social media. To improve reach, specifically targeting customer profile 3, promotion needs to reach people that don’t already follow the arena on social media. House Party can increase its reach by collaborating with local venues like Bunkhouse and encouraging them to share the event on their accounts and put up posters around their venue. Using paid ads on popular social media platforms will also increase reach. 

5. [bookmark: _Toc761227971]Tactics
The RACE framework is used for planning digital marketing. RACE refers to Reach, Act, Convert and Engage, an organisation planning social media marketing must decide which one of these to focus on, as focusing on more than one can be overpowering for audiences (Penkova & Glazkova, n.d.). For House Party, the priority is Reach, because the aim is to attract a new customer (customer profile 3) and it was identified that the current social media marketing is only effective at targeting people that already follow the arena on social media. 
To achieve this, House Party can use the Communications Mix, using both online and offline channels to engage the target audience. Social media campaigns should use targeted ads on Instagram and TikTok aimed specifically at customer profile 3, ensuring they reach people who are not already following Swansea Arena. Collaborations with local venues like Bunkhouse can increase reach by sharing the event on their social accounts and putting up posters in their venues. 
It is also important to email previous attendees to maintain engagement and encourage word of mouth. Introducing a promotional offer for grandparents will also encourage younger customers to bring their grandparents, this could be 10% off for grandparents or a similar offer to promote the event for older audiences. 
Appendix B shows the demographics of visitors to Swansea Arenas website, taken from Sparktoro. The results show that ages range from 18-65, showing that a range of ages is interested in events held at the arena. Encouraging younger audiences to bring their grandparents can be effective as it encourages an older audience to attend the event, when they otherwise may not. 








6. [bookmark: _Toc1827471430]Action
To achieve the objectives, the event will follow marketing tasks outlined in the Gannt Chart in Appendix J. According to Albrecht, a Gannt chart is a bar chart that visually displays a project schedule, which can be useful for organisation and planning.
To market the event, a variety of paid advertisements, promotional offers and publicity stunts to increase reach. Ads on Instagram and TikTok will run Jan–Feb, targeting customer profile 3 to reach audiences not following Swansea Arena, in the lead up to the event taking place. These social media platforms are used by the target customers. Emails to previous attendees will engage loyal customers and encourage word-of-mouth promotion and will be sent out just before the event as a reminder, and after the 2024 house party ends, as a reminder the event will return next year. Local radio ads with promotional offers such as a 10% off discount code encourages sales. Summer community engagement, free pop-up music sessions, will maintain brand visibility and keep people talking about the event, while engaging them in a new way. During November and December, artists that are performing will busk in Swansea, as this is a busy period as people are out Christmas shopping, taking advantage of the busy period to increase visibility for the event.














7. [bookmark: _Toc1406320818]Control

According to Saura, Palos-Sanchez, and Cerda Suarez (2017), organisations should be tracking KPI’s (Key Performance Indicators) to measure performance. Important ones to track include, website traffic, conversion rate, types of customers and where the website traffic comes from. 
It is important that House Party tracks KPI’s to ensure marketing strategies are working effectively. Several different KPI’s will be tracked to measure performance including:
· Number of new social media followers across all platforms, to measure effectiveness of targeting customer profile 3. 
· Ticket sales during the grandparent promotion, to understand whether older audiences are engaging with the event and whether this demographic is worth targeting in future campaigns.
· Ticket purchases by previous attendees, to measure loyalty marketing efforts and the success of reminder emails.
· Usage of the radio discount code, to measure the impact of traditional media promotions on ticket sales.














8. [bookmark: _Toc1286098166]Conclusion
The marketing plan for House Party faces various challenges. Social media content needs improvement to reach new types of customers that don’t currently follow the arena, especially older audiences. The event also changes each year with different lineups, which makes it difficult to promote. To overcome these issues, future marketing should focus on consistent elements of the event, using targeted social media ads, collaborating with local venues, and maintaining a consistent brand image. Tracking KPI’s such ticket sales and social media engagement is essential to understanding what works well and what needs improvement to ensure the event is marketed effectively.
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Appendix A 
Figure 1: SWOT Analysis for House Party
	Strengths
	Opportunities 

	· Large venue with a decent capacity 
· Social media presence with active followers
· Popular lineup encouraging new artists and attracting target audience 

	· Expose smaller artists to larger venues and audiences 
· Collaborations with local artists and other venues 
· Attract a loyal audience 

	Threats
	Weaknesses 

	· Lack of late trains leaving Swansea
· Competition from other local live events 
· Taking business from smaller venues these artists would usually play at
	· Reliance on local audience for sales
· Reliance on small artists following – friends and family 
· Availability of artists 



Appendix B
Swansea arena website visitor demographics 
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Source: Sparktoro (Accessed 6 November 2025)















Appendix C
The Bunkhouse website visitor demographics
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Source: Sparktoro (Accessed 6 November 2025)

















Appendix D 
Customer profile 1 
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Created on Canva.







Appendix E
Customer profile 2 
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Created using Canva











Appendix F 
Customer profile 3 
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Created using Canva.




Appendix G
Perceptual Positioning map
[image: ]Created using Canva











Appendix H
Bowmans Strategy Clock – used for House Party 
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Created using Canva
Appendix I 
Ansoff’s Matrix 
[image: ]Source: Arif, Rahman & Setyani (2025)
Appendix J
Gannt Chart for marketing tasks for House Party
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Customer Profile 2

Jack 25-50
Age 25-50
Gender Male
Education Bachelors
Location UK
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Customer Profile 3

John 50-70
Age 50-70
Gender Male
Education Bachelors
Location UK
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Customer Profile 1 B

Olivia, 18-30

Age 18-30
Gender Female
Education High school

Location UK
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