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Marketing Report: Swansea Arena House Party
1. Introduction
Events such as the Swansea Arena House Party rely on effective marketing to reach the right audiences and create a strong visitor experience. This report focuses on developing a marketing plan for the Swansea Arena House Party, with a focus on niche marketing and the use of social media. The use of social media and digital marketing will help to engage local music fans. The report is structured around the SOSTAC planning framework which focuses on situation analysis, clear objectives, strategy, tactics and control (Chaffey and Smith, 2017). The report will apply key concepts such as market segmentation, the marketing mix, Ansoff’s Matrix and the RACE model to outline how the event can be promoted more effectively.
2. Situation Analysis
2.1 Company
The Swansea Arena House Party is a local creative and music event hosted at the Swansea Arena, a modern venue known for hosting artists and community-focused projects. The event aims to showcase local talent and create a social, inclusive atmosphere that appeals to people who enjoy live music and entertainment.
A SWOT analysis helps to highlight some of the main internal and external factors that influence the event’s performance overall. Key strengths include the reputation of the venue and its central location in Swansea. Weaknesses relate to limited national awareness and the niche target audience. Opportunities include the rising demand for grassroots music events and the potential for stronger partnerships with organisations such as the charity, Music Venue Trust. Finally, threats come from other South Wales venues such as Sin City and from wider economic pressures that could affect customer spending. 
A full SWOT table is included in the appendix to support this summary (Kotler and Keller, 2016).
2.2 Customers
The Swansea Arena House Party mainly appeals to younger audiences aged around 18 to 34 who are active online and regularly follow new and trending music (Kotler and Armstrong, 2018). SparkToro data for users searching “Live Music Swansea” shows high use of platforms such as YouTube, Facebook, Instagram and TikTok, which suggests a preference towards social and video-led content. These users also visit gig sites like Bandsintown and Lemonrock, and search terms such as “music near me tonight” which shows their interest in spontaneous local live events. Additional affinity for accounts like Eventbrite UK and Sofar Sounds reflects their engagement with grassroots and community music experiences (SparkToro, 2025).
2.3 Competitors
Several venue and events in South Wales compete with the Swansea Arena House Party by appealing to similar audiences. The main key competitors include Tramshed and Clwb Ifor Bach in Cardiff, and local venues such as The Bunkhouse in Swansea. These events promote live music and emerging artists, attracting similar age groups and audiences. A perceptual positioning map is included in the appendix to show how the House Party compares with the local competition.
2.4 Collaborators 
The Swansea Arena House Party relies on several collaborators who support the delivery and promotion of the event. Key partners include UWTSD university who help around the event alongside others such as local musicians and production teams. Additional collaborators may include local businesses and social media outlets that help with marketing and community engagement.
2.5 Climate
External factors also influence the Swansea Arena House Party. Due to the economy, rising living costs may reduce spending on entertainment whereas socially there is a growing interest in supporting local artists and community events. Technology trends like the use of social media shape how audiences discover and engage with live music (Solomon, 2017). These factors highlight both challenges and opportunities for promoting the event effectively (Blythe and Megicks, 2018).
3. Objectives 
The main SMART objective is to increase online awareness of the Swansea Arena House Party by raising social media reach among 18–34-year-olds by 20% within four months. This supports the wider marketing aim of attracting more interest and improving interest. This will encourage stronger local involvement with the event overall. 
4. Strategy
The overall strategy for promoting the Swansea Arena House Party focuses on reaching a niche audience of younger people who actively engage with local music and events. Based on the findings from the situation analysis, the event will use a market penetration approach from Ansoff’s Matrix which aims to increase awareness and interest within the already existing target audience (Ansoff,1957). This supports the SMART objective by raising social media reach among 18- to 34-year-olds by 20% within four months.
The event will be a grassroots and community focused music experience that highlights local talent and offers an inclusive space for all. This positioning helps the event stand out against larger competitors by focusing on the local culture and a relaxed social environment (Read and Reader, 2012). Segmentation will continue to focus on younger music fans who actively use platforms such as TikTok, Instagram and YouTube. This aligns with the audience behaviours identified earlier. 
The RACE model will guide how the promotional activity is structured across different channels (Chaffey and Smith, 2017). In the Reach stage, the aim is to grow visibility through regular posting and short-form videos with local artists. In the Act stage, the content will encourage interactions such as likes and shares to build engagement. The Convert stage will involve directing users towards tickets by using hyperlinks and event teaser pages. Finally, the Engage stage will focus on maintaining interest with artist introductions and community-based messaging to build long lasting loyalty.
Overall, the strategy aims to build awareness, support engagement and strengthen the event’s reputation within the Welsh music scene.
5. Tactics
The tactics for promoting the Swansea Arena House Party focus on using digital channels and social media content to reach the already identified target audience. These tactics are guided by the RACE model to ensure each stage of the customer journey is supported. In the Reach stage, the aim is to build visibility by posting regular content across TikTok, Instagram, Facebook and YouTube. Short-form video content including artist previews and artist highlights will be used as these formats match the behaviours identified by SparkToro. Paid promotions may be used during key weeks to expend potential reach further.  
During the Act stage, the focus is on encouraging potential visitors to interact with posts. This includes using polls on Instagram stories, questions and engagement-based captions to increase likes, comments and shares across platforms. This type of content often results In higher engagement on social media (Tuten and Solomon, 2018). Collaborations with local artists will also help build interest while keeping the grassroots identity.
In the Convert stage, tactics aim to direct users towards ticket information and sales. Calls to action such as “Book now” will be added to posts. Teaser clips showing highlights, guest artists and previous event moments will help build excitement and encourage people to take the next step. 
For the Engage stage, content will continue after the event to maintain a good connection with the audience throughout the year. This could include posting photos from the event, thanking visitors and sharing visitors’ stories and experiences from the House Party.
The marketing mix also supports these tactics by guiding how the event is priced, promoted and delivered (Baines, Fill and Page, 2013). The Product focuses on offering a unique local music experience while keeping the price low and accessible to encourage better attendance. Promotion relies mainly on social media activity, partners and local sponsorships. Place is focused on Swansea Arena as a recognisable venue that appeals to the current target audience. These combined tactics support the SMART objective by aiming to grow reach, engagement and overall event awareness.

6. Action
The action stage shows how the marketing plan will be carried out in the months before the Swansea Arena House Party. The Gantt chart in the appendix sets out my schedule from October 2025 to February 2026. The chart uses these four months as the Swansea Arena House Party takes place in February 2026. Content creation and collaborations begin early and are followed by regular social media posts on TikTok and Instagram. Paid social ads run closer to the event alongside email updates and countdowns. This timeline supports the SMART objective by keeping promotion consistent over the four months before the event.
7. Control
The control stage explains how the marketing plan will be monitored through the four-month campaign. Progress will be measured against the SMART objective by tracking reach, engagement and follower gain. The primary focus will be on tracking this for 18- to 34-year-olds. Social media apps have built in analytics like Instagram Insights which will show data of how well the posts perform and what demographic the event brings in. Clicks to the events page alongside email marketing will also help indicate whether people are moving from interest to action. The results can be checked regularly so the plan can be adjusted if posts are not performing well. A final review will help identify what should be repeated and improved next time.
8. Conclusion
Overall, the Swansea Arena House Party can benefit from a clear and focused marketing plan that takes advantage of the popularity of social media in the current environment. Using social media and digital promotion is important as younger audiences rely on these platforms to find events like this. The strategy and tactics outlined in this report show how regular content and paid promotions can support this. However, external factors can affect attendance, the plan provides a simple structured approach that can be adapted for future use at the Swansea Arena House Party.
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Appendices
Appendix A – SWOT Analysis 
	Strengths
· Strong reputation from Swansea Arena
· Central city location
· Modern venue with good facilities
	Weaknesses
· Limited national awareness
· Niche audience size
· Heavy need for local marketing

	Opportunities
· Growth in grassroots music events
· Social media reach potential
· Potential partnerships

	Threats
· Competition from Sin City, Tramshed and Clwb Ifor Bach
· Rising living costs affect spending
· Clashing with other local events




Appendix B – Customer Insights (SparkToro)
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Figure 1: SparkToro audience interests and platforms for "Live Music Swansea".
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Figure 2: SparkToro audience behaviours and related websites
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Figure 3: Additional SparkToro audience insights and keywords





Appendix C – Perceptual Positioning Map
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Figure D1: Gantt chart showing the marketing activity schedule for Swansea Arena House Party from October 2025 to February 2026.
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