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Introduction 
This Marketing and Events report aims to promote the housewarming event that is being organised at Swansea Arena. The event is being held to reach a small group of people with a passion for Welsh bands and to support the Music Venue Trust’s mission of keeping grassroots music venues alive. It aims to show how a small venue can reach its targeted audience creating the best possible experiences they desire whilst helping to raise the profile of the city of Swansea as the up-and-coming entertainment hub of Wales. 
Situation Analysis 
Company
Swansea Arena, the venue hosting The House Party event is operated by the Ambassador Theatre Group. This British company was founded in 1992 and is currently the number one company for live theatre in the world. The ATG group pride themselves on working within communities to uphold important values for society today.  Their Corporate Social Responsibility strategy is based on ‘three pillars’- nurturing the next generation of talent, having sustainability and the environment at the forefront of their work and striving to improve diversity, inclusion and well-being in the live entertainment industry. (ATG, Corporate Social Responsibility Report, 2023) 
Customers
In staging the House Party event at Swansea Arena, ATG have thought about their segmentation variables.  They have targeted the event at their core audience of 18–30-year-olds.  This is due to the presence of students in the city who attend the three main university campuses. In booking up and coming Welsh bands to perform they have also tapped into the trend of students enjoying music in small, affordable venues.
Competitors
Identifying a niche in the market, exploiting it and delivering a one-of-a-kind event unmatched by competitors is essential for a product to be successful. The success of the House Event will depend on the what the customers’ expectations are and not always what the company believes it to be. To decide who the company’s competitors are, a perceptual positioning map will be used to represent how the company’s product compares to others. Kotler (2018) sees positioning as, “the way a product is defined by consumers on important attributes – the place it occupies in consumers’ minds relative to competing products”. 
Collaborators
Swansea Arena has many local collaborators in order for them to improve their products and services.  Swansea Council, Copr Bay, The LC, the Music Venue Trust and several restaurants, bars and hotels are amongst these collaborators. They aim to support the venue in raising revenue for the city and local charities, providing work opportunities and promoting it as a vibrant centre for entertainment. 


Climate
By researching and understanding the factors that can affect businesses, this report will aim to ensure the best outcomes for the House Party event. The PESTLE analysis created will show how the local councils and Welsh government, economics, social environment, technology, legal and environmental factors can have a positive or negative impact on the event.

Objectives
To use the Ansoff Matrix strategy to produce a marketing plan for Swansea arena to promote the House event in order to raise funds for the Music Venue Trust charity.
To promote Welsh rock bands
To help project Swansea Arena as a major venue for a more personalised experience.

Strategy
By using the Ansoff Matrix marketing strategy this plan will help the Swansea arena to grow as a business, The key points to this strategy market penetration, market development, product development and diversification will be further supported by the marketing mix created by McCarthy (1960) and developed by Booms and Bitner (1981)
The product on offer is a Music event featuring Welsh bands to help raise their profiles in the performance industry. It will take place at Swansea Arena, the newest venue in the city run by ATG with the aim to introduce young audiences to the joys live entertainment can bring whilst helping to nurture the next generation of industry talent. As Forst (2022) noted
“The right venue allows for seamless delivery of high-quality experiences and content to an engaged, enthusiastic audience.”
The arena is ideally positioned to be accessible to a wide audience with excellent road, rail and pedestrian links. There are a number of bars and restaurants available for access before, during and after the event.
Cost will appeal to the target student audience as ticket prices are £10. This is a value for money deal as there are a number of bands performing.   If the maximum number, 3500, of audience attend then the venue will have assisted the Music Trust in raising valuable funds towards their charity goal of £20,000.
The event is being promoted by all social media platforms including Facebook Instagram and Twitter allowing a wide recipient of viewers and keeping on trend with current marketing techniques.  It is also on large billboards outside the venue for passing trade, with the features bands being used as a self-promotion tool.
 



Tactics (400) to do.
Reach
Reach is the stage of RACE that focuses on increasing companies’ visibility to attract potential customers. The point of reach is to get people attention to the company’s products. They can do this by online advertisements, content marketing, and social media marketing.
A way ATG has used the reach stage is by using advertisements on the Swansea arena. This way, more people will see about the House Party 
Act
Act is the stage when the companies’ goal is to allow people to interact and get involved by visiting their website or engaging with content they have provided. This could include an online poster that the users can interact with, that take them to the company’s website.
Convert
Convert is the stage where the company wants to turn people who are interested. 

Engage

Action (100) to do.


Control (150) to do.
  
Conclusion
This Market and events report has shown that the House Party event due to be held at Swansea area is a valuable asset to the city of Swansea and the Welsh bands being promoted.
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Appendices 
Appendix 1
SWOT analysis of Company ATG
	Strengths 
· Number one live event company
· Relevant goals and strategies
· Working with next generation of industry talent
· Considerate of environment and sustainability
· Strive to improve and promote diversity, inclusion and wellbeing.
· Awareness of own staff well-being
· National initiatives
· Ambitious environmental goals
	Weaknesses
· Loss of revenue as often give away free tickets.
· Gender pay gap

	Opportunities
· Improved well-being of communities
· Attracting younger audiences
· Education programmes







	Threats
· Unachievable goals




Appendix 2

Positioning map








Appendix 3
PESTLE Analysis
	Political


	Promoting Welsh culture and Language

	Economic


	Supporting charities
Supporting new artists
Creating jobs at events and money into economy with hospitality side.

	Social


	Welsh bands
Diversity
All funds raised going to charity.
Supportive of well-being
Aimed at student market to provide entertainment.


	Technological


	Latest technologies used.
Paperless tickets, social media promotion,
Cashless pay systems (Apple Pay)
Sharing platforms  help promote bands

	Legal 


	Age awareness for alcohol consumption.

	Environmental


	Swansea Arena uses solar panels which produced Over 90,000kwh of power since February 2022
ATG pledges ‘Less waste, less to landfill: a more sustainable theatre industry’.
Local produce used at venue




