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Introduction.
This report will consist of a marketing and events plan promoting the House Party event which takes place in Swansea Arena. The marketing plan in this report will effectively promote and publicise the Swansea Arena House Party event with the use of strategic market planning, the use of social media, and the understanding of niche marketing. The marketing plan created for the House Party event will be aimed at one customer profile that is the most uncommon. To frame this marketing plan, the key frameworks that have been used include SOSTAC, the 4 Ps of marketing, the 5 Cs of marketing and Ansoffs Matrix. Similarly, this report will discuss the use of strategic marketing, market segmentation, and niche market planning for the event.
Situational Analysis.
· 5 C’s Analysis Model.
Company - Swansea Arena’s House Party event is a music event dedicated to local upcoming artists in support of the Music Venue Trust charity. As presented in Appendix (1), the House Party event helps protect and preserve Grassroot Music Venues within Swansea.
Customers – Three customer profiles have been created that are potential customers of the House Party event (Appendix, 2). Segmentation variables have been used to differentiate potential customers. The customer that this marketing report will target is customer number 3, the events least common customer. 
Customers that have attended the arena website to view the House Party event are predominantly male (Appendix, 3). Therefore, the target market of this marketing plan are females. The aim of this market plan is to attract new customers to the House Party event rather than focussing on its current customers.
The aim of marketing is to engage customers and understand their needs to manage profitable relationships (Kotler et al, 2017, 7th e.d, pg., 2). Understanding target markets and customer needs are two crucial roles within this marketing plan and will ensure that the event is marketed correctly.
Competitors – Information suggests that is important to identify competitors of the House Party event to improve performance within the business (Whittmann, C. M., 2024). This source suggests that businesses can successfully identify competitors by following market segmentation strategies. By identifying the key audience of the House Party event, target markets can be understood and catered towards.
As presented in Appendix (4), two common factors that customers consider when booking an event is the parking access available, and the proximity to transport links. The Bunkhouse in Swansea and the Hangar 18 music venue are close competitors with Swansea Arena due to being in a similar area with similar proximity to transport links. These two venues are the arenas biggest competitors and present small, local artists, which is also what the arena does during the House Party event.
Cardiff’s Motorpoint/Utilita Arena is another venue in competition with Swansea Arena due to its large capacity, accessibility to public transport and parking facilities.
Collaborators – Swansea Arena has collaborated with Music Venue Trust to promote and raise money for local artists. This collaboration was put in place to ensure the preservation of grassroot music venues and protecting local artists (Parry, 2023). 
The Music Venue Trust charity is a stakeholder of the House Party event and promotes the event using emotion. Donations towards charitable causes and events give customers a sense of belonging and achievement. Aristotle’s modes of persuasion have been used to target the emotions of customers and motivates them to use pathos to make a purchase decision (Ting, 2018).
Climate – As presented in Appendix (5), the technological advancements and positive economic outcome of the event are two key impacts. These are two key factors linking to attraction marketing. 
Objectives.
SMART Target:
Aim to have 25% of audience as new customers for the event in 2026 by marketing to new customers instead of existing customers. This will be measured by having a poll after every purchase where customers can select if they are new or have attended before. Marketing to new customers ensures the preservation of an event (Hoyle, 2002, pg., 180).

Strategy.
The overall market strategy has been created using Ansoff’s Matrix. Ansoff’s Matrix is a tool used within businesses for market planning. As presented in Appendix (6), Ansoff’s Matrix helps to decipher new customers from existing customers in new products and existing products. 
This marketing plan is targeted towards new customers and an already existing product, the product being the House Party event. Ansoff’s Matrix shows that the best marketing strategy to use for the House Party event is market development. To gain new customers, new markets must be determined using market segmentation (Ansoff, 2009). Now that new markets have been discovered using market segmentation, the House Party event must be altered to meet the needs of these customers.
Marketing Mix:
To meet the needs of a specific customer profile, the four Ps of the marketing mix must be considered (Ferrel et al, 1998, p.g., 96-97). 
The product that is being discussed and provided by Swansea Arena is the House Party event. As established, House Party is a gig that displays indie/rock music. 
Tickets for the event are priced at £12.50 per ticket (ATG Tickets, 2022). Due to the lower cost of the tickets, the most common buyers are typically students or young adults.
The House Party event is held at Swansea Arena. Swansea Arena is accessible by many modes of transport and is a short distance from Swansea’s Train Station. There is also a car park located beneath the arena.	
Swansea Arena typically promotes the House Party event using their main website as well as the Music Venue Trust website. Tickets for the House Party event are sold through ATG Tickets.
To meet the goals of this market plan, the section of the marketing mix that must be changed is promotion. As presented in Appendix (7), performance metrics show that the most common social media tools used by customers that visit the Arena Website are YouTube and Facebook. To market towards customer profile 3, Facebook is likely to be the most successful platform due to the customer being in a higher age category. Facebook is primarily used by people in the 25-34 age group (Bianes, 2025).
The use of Facebook will help Swansea Arena’s marketing team reach a wider range of customers and ensure successful digital marketing.
It is crucial that customer needs are met to ensure satisfaction and to motivate purchase decisions (Middleton, 2009, pg. 80). 
Tactics.
To reach the decided target market, the RACE framework and Communications Mix has been used. To successfully address the target market, ethos, pathos, and logos must be considered. Internet marketing and advertising are the key sectors of the communications mix that must be used to market for the event. 
As presented in Appendix (7), Facebook is a good platform to use for advertising and social media marketing. This links into the RACE framework as it is reaching out to new audiences and getting them to act upon the action of purchasing a ticket for the event. 
To address the issues identified in the situational analysis, new communication tactics will be used. For example, sales promotions will encourage new customers to purchase tickets for the event. 
To enhance social media and digital presence Swansea Arena’s marketing team must begin enhancing the engagement with customers. By enhancing the Arena’s social media presence with the House Party event, the event will become more recognised and will attract new customers. 
Businesses can grow their brand presence on social media by creating posts and videos online (Dašić et al, 2023, pg. 1190). It is important that the Arena does this for the House Party event to gain brand recognition and build a social media presence.
Appendix (9) and (10) show the difference in demographics between those that use ATG Tickets and Skiddle for tickets. From the date presented on these images Skiddle has a higher female following than ATG Tickets. As Swansea Arena uses ATG to sell tickets for the House Party Event, the events most common customers are male. By changing the platform where tickets are sold, the event would reach more females and potentially attract customer profile 3. 
Action.
Appendix (8) displays a Gantt Chart with a marketing schedule for the House Party event. All marketing methods have been scheduled between November and February because the House Party event occurs in February. It is suitable to present these marketing techniques during this time frame because the event is small and does not need to be marketed throughout the year. It is best to market it closer to the event to ensure it stays relevant.
The marketing channels that have been chosen include Instagram and Facebook because these are the two most common sites used by customers that have visited the Arena House Party website.
Control. 
The success of this marketing plan will be measured by identifying key performance indicators. Social media interactions will be measured by how many people view, like, comment, and react to posts online. This will help to keep track of how many customers are aware of the event as well as increasing social media presence.
Similarly, keeping track of how many new customers attend the next House Party event will show the success of this marketing plan. The aim of this plan is to attract the Arena’s most uncommon customer. Therefore, the attraction of new customers will determine the success of this plan. 
Conclusion.
Marketing plan challenges that were faced during this plan include marketing towards a new audience. However, recommendations that can be made to overcome this include fully understanding the different demographics and geographics of customers to successfully motivate them to attend to event.
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Political Factors:

There are very few transport links to Swansea Arena and
this raises concerns. Lisa Mart (Venue Director) stated that
lots of people ‘couldn't justify travelling to Swansea for a
show, due to the lack of transport facilities available. In
2024, a petition was held towards the Welsh Government
toimprove the transport availability during later hours
(Poliitt, 2024). This is a political factor because government
organised a petition to be held to further improve the late
night transportation in future years. This will positively
impact the arena as well as the House Party event.

Social Factors:

Swansea Arena’s House Party event has partnered with MVT
(Music Venue Trust) to continue the ‘nurturing of the local music
community. The Arena’s cooperation with this charity has
improved its reputation surrounding the event. Jordan McGuire,
(Venue Owner of The Bunkhouse), has deemed this
collaboration as ‘ground-breaking, as it provides local artists
with recognition and appreciation (Trust, 2023).

E)

Economic Factors:

Swansea Arena's House Party celebration aimed to raise
£20,000 in 2024 to sUPpOrt MVT.

£10,000 was raised in 2024 for MVT and £10,000 was invested
into other facilities such as staffing, and other regions of the
creative sector’ (Novakova, 2024).

Due to the economic success of the House Party Event in
2024, figures could improve massively in 2025.

Technological Factors:

Swansea Arena has highly developed sound systems
and technology throughout the building. Due to this,
bands and other artists are able to fully remove the
equipment in the Arena and use their preffered
equipment. This system was designed so that touring
shows can ‘easily interface’ either with the equipment
provided, or their own equipment (Joe, 2022).
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