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Introduction
This report contains a proposed plan for marketing the House Party event at Swansea Arena. (Swansea Arena, 2023) With this the Arena can meticulously plan out, publicise and effectively market the event whilst tailoring it to the desired audience and being aware of differing opportunities and threats surrounding the event. The report features several differing academic and industry research forms and frameworks like SOSTAC. (Smith PR, 2020) As well as systems like PESTLE, 4 P’s, Ansoff's Matrix and a Gaant chart. 
Situation Analysis
Company
A situational analysis helps identify opportunities and challenges to an organization, service, product internally and externally. This plan will be using the 5 C’s framework of Company, Customers, Competitors, Collaborators and Climate. (Ohmae K, 1991) The company will discuss the event itself through a SWOT analysis. (Humphrey A.S, 1974) A SWOT is used to identify the internal strengths and weakness and the external opportunities and threats and is used to organize and assist with strategic planning. (See Appendix I)
Customers
Customers are a key asset we need to segment and properly target. Segmentation is the method of breaking down the market into groups of customers with similar needs. Segmentation can differ depending on the variables of geographic, demographic, psychographic and behavioral. As seen in the appendix, clear data on the Swansea arena itself was unable to be found on SimilarWeb. However, when you look at a similar arena, the Utilita Arena in Cardiff, we can estimate that they have a similar audience for web visits and thus consumers. The largest audience of the arena would then likely be males between 25-34 years of age, who given the younger age of our bands and the punk/alternative rock that the music will be, this is likely a solid segment to target the marketing towards however the segment of 18-24 and females should not be completely ignored as they could still be interested in the event. The SimilarWeb data about the age ranges can be found in the appendix as well as further data. (See Appendix IVa)
Competitors
[bookmark: _Int_RPXu8IjF]Unlike products, due to the individuality of the event the number of competitors is limited to a degree. The event will have to compete with other arenas and stadium events being held on the same day directly whereas indirectly the event will have to compete with bars, clubs and other attractions that may draw the eye of a potential customer over to us. The perception of our event can always be analyzed by placing it onto a perceptual positioning map. (McGuiggan R, 2007) Positioning is “the way a product is defined by consumers on important attributes – the place it occupies in consumers’ minds relative to competing products.” (Kotler et al, 2018 p.228) As shown in the appendix the perceptual positioning map of the price to quality shows the event in comparison to other nearby attractions and regional events. The House Party event is aiming to be of low price but maintaining a medium to high quality whereas other low-cost options typically are lacking in the quality the Arena can provide.
Collaborators
[bookmark: _Int_vLZ5taZl]This event will have a series of collaborators who will have a vested interest in the event. Stakeholders can range from the major scale like the owners of Swansea Arena, to UWTSD, to Music Venue Trust or from the smaller scale like that of the UWTSD students involved, venue staff or local community. Each stakeholder is considering a collaborator, and it is important that every one of them is properly identified and accounted for. Ignoring stakeholders can lead to anger and distrust towards the event and complications when organizing, marketing, and running the event. Using the differing market channels will make some contributors more in volved than others, for if we use radio advertisement, we will need to integrate a media source for distribution or if we were to use bilingual advertisement then we would need to account for those of the differing languages consistently.
Climate
The climate surrounding the event must be considered. To do so adequately the plan involves a PESTLE analysis. (Aguilar F, 1967) A PESTLE examines external factors that may affect the business, product, or in this case event. (See Appendix II)
Value Proposition
With the 5 C’s laid out above we also need to think about value proposition. This is “the full mix of benefits on which a product is differentiated and positioned. It is the answer to the customer’s question ‘why should I buy you product?’” (Kotler et al, 2018, p 232) The event’s value proposition must be identified and when examining the 5 C’s information from before and the perceptual positioning maps, we can establish what would be the value of this event. The value of this event is its cultural link, through its marketing we can emphasize its value through the continual mention of its work in continuing and assisting in the upholding of the tradition of small venues being used to build up bands and the backing of the Music Venue Trust who support these smaller venues.
Objectives
This marketing plan's aim has been structured through the SMART framework. (Doran G.T. 1981) The marketing plan's aim is to use the information compiled in the plan and the Gannt chart to raise a minimum of £10,000 for the Music Venue Trust (Music Venue Trust, 2023) through ticket sales, over the 12-week period leading up to the events official opening. 
Strategy 
To properly market and grow the event, Ansoff’s Matrix will be used to identify the key strategy for use. (Ansoff H, 1988) Given that this is a new event entering an existing market the best strategy to adopt is product development. Product development is the best strategy as this is an event that has not previously been held with not just the music of the local bands but additional daytime activities occurring, however arena events and specifically punk/alt rock events are types that have already been held elsewhere and thus is an existing market. If the marketing and thus the event itself is successful, then this could lead to future opportunities for the Arena to hold similar events.
Tactics
[bookmark: _Int_w1EL01eX][bookmark: _Int_zP3DYVQZ][bookmark: _Int_a9TGJaOt]With the strategy identified in the Matrix, an analysis using the 4 P’s marketing mix must be done too. (McCarthy E, 1960) The 4 P’s are product, place, price, and promotion. However, in addition to these there are another 3 P’s being people, process and physical evidence. (Booms & Bitner, 1981) The full 7 P’s are in the appendix. (See Appendix III) The RACE framework is for digital planning.  It stands for Reach, Act, Convert, Engage, and aims to cover the full digital touch points of the customer lifecycle. (Chaffey D, 2019) Reach involves building awareness of a brand, its products and services on other websites and offline media to garner traffic to the company's main site or social media pages. It is most effective when using multiple interactions through the differing forms of media, paid/owned/earned. The event will need to engage heavily in the reach stage to ensure that the narrative of the event is properly portrayed, and interest is garnered correctly. Key ways the event will do Reach is through creating sharable content and working with the social algorithms. Once enough Reach has been garnered then the event needs to encourage customers to Act. By interacting with the Arena site or the event social media, we can start getting customers to learn more about it. By using interactive experiences and the ability to provide feedback we can build interaction. Now with Action built we need to Convert them into buying tickets for the event, this can be done with as simple a thing as the right calls to actions, links of ‘buy now’ and ‘join us’ are these. Given the singular nature of the event, Engage is the least important of the RACE framework although we could commit to this to try encouraging them to attend other differing events from the Arena. Engage can be done by something as small as sending a thank you for attending message via text or email or offering feedback requests. With RACE identified it can be linked to the customer profiles to better aim the differing parts of RACE to them at the most effective of times, for example those of 18-24 are usually known for purchasing tickets for events close to the event so trying to Convert them would be done later in the period than compared to an older demographic.
Action
To effectively manage the marketing plan of the event a Gantt Chart has been used. This is a project management tool assisting in the planning and scheduling of projects. (Gantt H, 1919) As the Gantt chart shows, there are a multitude of ways to home in on marketing to our target segments. The large section of the Gantt Chart is for focusing on the Act phase of RACE as the previous announcements and marketing of the Arena, UWTSD and MVT has already built a solid base of Reach. The Gannt image and more information is in the appendix (See Appendix V)
Control
To analyze the success of the marketing plan and the event itself we can track and make notes of several different forms of data. Those being social media interactions, web searches and ticket sales as well as compiling and analyzing reviews given of the event after its conclusion. This data combined provides quantitative and qualitative data which can be used to estimate the event's success and determine the viability of a similar event in future. It is key to measure performance to ensure control and tailor the marketing where needed and to ensure you are meeting/have met the SMART target. Measuring the success by social media interaction is one of the simplest forms to track but also most effective as interaction can be done in the form of likes, views or comments and gives a wide range of data, high social engagement will let you know that the posts gained proper traction and did right in the algorithms. Web searches will allow you to measure who has been hearing about the event from offline/non linked media and has searched from hearing about it elsewhere. Ticket sales allow us to measure profits and exact capacity figures. Reviews let you analyze the opinions of attendees of the event and use the information for future planning of events.
Conclusion
In summary the marketing plan has identified a variety of stratagem to achieve the SMART target laid above however it still encounters the challenge that the threats of the SWOT or the factors of PESTLE have noted, and the risk that the target segment we are looking for contradicts the arenas core target segment. Better co-ordination between the arena and the users of the marketing plan would allow for more precise and cohesive marketing/advertisement and targeting of the correct target segments.
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Appendices
I. SWOT Analysis
	Strengths:
Not only is the Arena already an established brand that the event can use the momentum and name of to attract people, the Music Venue Trust and UWTSD have access to audiences that can be engaged and put through the RACE funnel to get them to attend the event.
	Weaknesses:
The heavy integration of UWTSD students could lead to a degree of organizational issues as they have not done something like this before. A large portion of the students are 1st years who have little to no experience in planning, marketing and participating in events of this scale so may be unprepared to counter any issues within the marketing or on the event day potentially leading to customer dissatisfaction.

	Opportunities:
Swansea and its surrounding areas are home to a large population of students, typically ranging from 18-24, which is one of the key segments the event is marketing towards. Through proper use of the Gannt chart and marketing strategy this segment can be effectively marketed towards.
	Threats:
Competitors of the Arena, whether direct or indirect, may choose to host events or other promotions at the same time as the event which the event has no way of countering other than relying on the marketing strategy being better than the competitors.



II. PESTLE Analysis
	Political:
England currently has a ‘tourist tax’ which is a levy placed upon short term overnight stays that has affected the rate of short term or overnight trips done in England, Wales is currently going through the process of implementing a similar form of visit levy that when enacted will also impose a cost on short term and overnight stays. If implemented before the event this could be a serious issue as it will dissuade anyone from coming to Swansea for the event and staying overnight, whether by choice or having to due to travel limitations. (Sandford, 2023)
	Technological:
The rise in technological awareness of younger generations, the segments we are aiming to market towards, has led to further focus on digital marketing and the implementation of etickets. Digital marketing and etickets are both assets that will be used by the arena for marketing the event. There are numerous examples of existing social media and website posts already having been done by the Arena (See Appendix VIa and VIb)

	Economical:
The people of not just Swansea but Wales as a whole are having access to less disposable income than they had before the pandemic, and it is still taking time to recover. Less disposable income means less chance people will purchase tickets to any event, including the House Party.
	Legal:
Swansea has implemented a speed limit of 20mph across the area in the name of curbing emissions. However, this new law has led to increased traffic congestion across the city and near the Arena. Increased congestion dissuades people who must drive to come to the event as they don’t want to get caught in traffic, this could lead to lessened sales of tickets and customers. (Swansea Council, 2023)

	Social:
Due to the style of music being punk/alternative rock we need to account for our target segments music attitudes potentially differing from the stand population who are in our events area. A lack of interest in the style of music we are presenting may lead to a lack of ticket sales as people would prefer to go to a pop or rap event.
	Environmental:
Swansea and Wales as a whole have been having increased erratic behavior especially when it comes to storms. In recent times Wales was hit by Storm Debi that managed to cause flooding across Wales to disrupt major motorways and rail lines. If stormy weather were to occur up to or during the event it could disrupt customer travel and lessen the number of attendees for the event. (Owen, 2023)



III. The 7 P’s Marketing/Communications Mix
	Product
The product is an event, which is an event that promotes smaller bands, all of which are punk/alt rock genre, by letting them play on the large scale of the Arena and donating the funds to the Music Venue Trust charity. The event will offer the chance to see the upcoming bands and spend time enjoying the various additional things set up on the day.
	Place
Swansea Arena is set up near the marina area of Swansea, a short walk from the bus station and the train station and connected to the main road system of the area. All these differing channels will allow the customers to easily locate the arena and find their way to the event.

	Price
The price of the event is affordable, being listed at £10 a ticket with the proceeds going to charity. When compared to the events target segments of 24-30 and 18-24, we can note that the price range is likely within their budgets and will not be an issue in attracting them.
	Promotion
The event will be advertised through many methods including social media of differing types, website posts, and potentially radio adverts. Many of these advertisements are also bilingual consequently being accessible to both English and Welsh speakers.

	People
There are many differing groups of people who are connected to the event whether it is the major scale of the owners of Swansea Arena, heads of UWTSD or owners of Music Venue Trust right the way down to ticket master's to the students themselves. Anyone working to ensure the event goes well is a person that needs to be taken into account and ensured they are satisfied.
	Process
The process of the event differs in process to that of a traditional product. The event has a pre-event phase where the focus is on marketing and ensuring ticket sales, a during-event phase where the focus is on running the event itself and dealing with attendees and then a post-event phase where the focus is on Engage and ensuring that the attendees were satisfied and an attempt to garner data on if the event was popular, desirable for a repeat and if done again what could be improved. The process is key to ensure the success of the event

	Physical Evidence
This is what is actually left over after the event. This varies from tickets, merchandise, trash, photos, and social media posts both from the event holders but also the attendees. This is almost a historic record of the event occurring and ca be used to look back on as inspiration for future events.
	-


 
IV. Similar Web Graphs
a. Cardiff Arena demographic data – This is a screenshot of the demographic data of Cardiff Arena, our events most similar distribution comparison. 
[image: ]
b. Swansea Arena customer browsing data – This is the customer browsing data of Swansea Arena. This shows that people who use the Swansea Arena site are also interested in social networks, theatres, tickets and the internet as a whole.
[image: ]
c. Swansea Arena marketing channels – This shows the metric rate for Swansea Arenas differing marketing channels. As it shows, the Arena site gets the majority of its interactions through organic searches and somewhat from direct searches. This implies that the majority of people are finding the Arena site by chance, whilst the direct searchers have likely been to a previous event or follow the social media of the Arena.
[image: ]
V. [bookmark: _Int_wjBTaxv2]Gannt Chart – This is the Gannt Chart arranged in a 13 week system dating from Week 1 on 27th November 2023 right up to week 13 and opening day of 24th February 2024. The Gannt chart shows a heavy focus on public relations specifically differing social medias as they can be the most effective at Reach and then getting people to Act, the aim is to rely on the site itself to Convert to a full purchase. The older social media of Facebook and Twitter have a smaller run campaign as they don’t need to be reached for as long as those of the younger social media of Instagram and TikTok. This is due to Instagram and TikTok being the main social media for our target segments and those generations have been known to not buy tickets up until near the last minute, so we want to ensure we keep in their reach and eye. All social media can be easily tracked with the metrics of likes, shares and comments. Other forms of marketing have not been ignored though with sections marked for PPC, Paid influencer posts, Coupons, Signage (in terms of the large LED sign on the Arena itself), Email and even Stadium greeters. Greeters in terms of people outside the Arena and the nearby area approaching people discussing the event and trying to garner interest. These are differing tactics from social media to try and widen the net of possible attendees. As for metrics they can all be measured except for the signage. The PPC through click rate, Influencer post/s by likes or an attached hyperlink, Greeters by number of interactions, Coupons by the number returned/used and the Emails by using software to identify how many were opened.
[image: ]
VI. Perceptual Positioning Map – This map shows the differing positions of other competitors in comparison to the Arena Event, regarding the price to the quality of it. Plotting on the map are a West End show (Very high price, very high quality), Utilita Arena concert (Medium price, high quality), Swansea Arena House Party (Low price, high quality), Pub gig (Low price, low quality) and a Community Centre Gig (Very low price, very low quality). These were chosen to show a wide range of differing quality and price levels while trying to stick to events similar to that of the House Party music concert. If you continue plotting further there are likely to be few or no competitors that can achieve the same level of quality that the House Party brings for as cheap a price it is being offered.
[image: ]
VII. The Swansea Arena event page – This is the Swansea Arenas site page for the Event itself, featuring a plenty of detail and some degree of Convert.
[image: ]
[image: ]
VIII. Screenshots of existing social media posts about the event from Swansea Arena
a. A post from their own Facebook page
[image: ]
b. A post from their own Instagram page
[image: ]
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TICKETS FROM £10

This House Party, set to rock the heart of the city, is more than just a celebration;
the announcement marks the launch of a ground-breaking partnership with
Music Venue Trust aimed at preserving and elevating grassroots music venues

regionally.

A captivating lineup of local emerging artists, thoughtfully selected by
Swansea Arena's Creative Learning Producer, James Morgan, promises to
provide these musicians with a unique platform to perform for a sizable
audience. This event aims to "raise aspirations’ and grant these emerging
stars the recognition they truly deserve. Headlined by With headliners yet
to be announced, and support from the likes of Kikker, The Fiends,
Pseudo Cool, Mojo Inr., Monet, Grey FLX, and Rainyday Rainbow, the
lineup exemplifies the rich and diverse musical tapestry of Swansea and
South Wales, making the House Party a celebration of the region's
creative essence.

The annual Swansea Arena House Party aims to raise £20,000 this year
alone to support Music Venue Trust's mission of preserving grassroots
music venues.

All proceeds from ticket sales, as well as additional voluntary donatior
will contribute to reaching this fundraising target.

This event is incollaboration with University of Wales Trinity St. David
and their Tourism,Events & Hospitality students

Saturday, February 24, 2024
TICKETS FROM £10

This House Party, set to rock the heart of the city, is more than
just a celebration; the announcement marks the launch of a
ground-breaking partnership with Music Venue Trust aimed at
preserving and elevating grassroots music venues regionally.

TBC

Running times will be posted across venue socials on the day of the
event
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