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We pride ourselves in our team’s collaborative, inter-disciplinary approach. We have
M E ET T H E T EA M worked consistently, in a fully-integrated capacity since opening the venue to ensure we
strive towards the highest standard of experience for partners, customers and clients.

Joe Bayliss Graham Morse Olivia Brayley

Head of Marketing & Communications Marketing & Communications Manager Marketing & Communications Executive

The ATG Group
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N.B., currently all CRM activity is data-set wide, with no segmentation.

PPS Drops

Assess nheed for wider
inter-venue strategy

Asset request goes in

to promoter
(if not lead-venue driven
for ‘Tours’)

SHOW
CONFIRMATION

THE LIFECYCLE OF A SHOW

Affiliate tease campaign
(where appropriate)

Press release goes out to

regionals, nationals and/or

newswire
(where appropriate unless
embargo restricts)

Promoter assets
disseminated to central
teams
+
CRM briefed in English;
when proofed, signed off

EL is sent for translation
(time permitting)

Venue Ticketing
dispensation and sign-off
of allocations/holds, etc.

WISHLIST ACTIVITY
On-sale Strategy meeting
carried out
1

Interim Period
until Announce

Organic socials
+

Affiliate support

Announcement CRM
(upon embargo lifting)

Site landing page/s
(with countdown/sign-
up form)

WISHLIST ACTIVITY
Interior poster

sites populated
(Asset delivery dependent)

“ICYMI” moment/ sign-
up drive
(reels and stories focused)

CRM Activity

(20/30mins before presale
opens w/queue)

Organic social ‘Skin’

Hero Image / “HPTQO"
moment

and/or
Socials takeover
(can be recharged)

Organic social moment
(schedule permitting with
24/48hr warning until

Pick up and circulate PR General)
(as available)

Contact promoter for
any additional on-sale
support/requests

Interim period
until Presale

ANNOUNCE DAY OF
PRESALE

SWANSEA

ARENA

ABERTAWE




GETTING SHOWS
ON SALE

ENSURING
CONSISTENCY OF
COMMS

MAKING MOOLAH

TEAM SUPPORT
AND ASSISTANCE



Organic socials
(venue-branded
infographic or tour video -
latter preferred)

GMB post with CTA
(directs to ATGTickets)

CRM activity
(at promoter request,
scheduling dependent)

Skin rotation
(for 1-week following
on-sale)

WISHLIST ACTIVITY
Paid on-sale socials
campaign

Hero Image/*HPTO”
and/or
Socials takeover
(can be recharged)

Core marketing & PR
campaigns begins*
(to deal, with promoter sign-off)

Interior screen

rotation starts
(1in 12, around crossover/
targeted shows and events)

Promoter sign-off on;
photography/videography
reviewer comps
(as appropriate)

Groups and VIP Lounge push
on socials/CRM alongside
direct package invites
(where appropriate, outside of
monthly pushes)

NOTE

Ensure “Sold Out” messaging is
carried through onto both swansea-
arena.com and ATGTickets when
reached.

Second ‘skin’ moment
(with professional photo
where able)

Skin rotation starts
(time-dependent, until show
date)

Confirm any additional
activities to clear
final/single seats

(with promoter sign-off if
required)

Exterior A-boards
populated
(as appropriate)
i
|

Pre-show comms
VIP Lounge (Day-7)
Day-5
Day-1

CONFIRM

any required press reception
activities

photography/videography

load-in, access and required

turnaround in deliverables
(if necessary)

ensure barrier hoarding is
appropriate and fixed

SETTLEMENT
whether on show date or
afterwards from
‘Showspend'’ recharges.

REVIEW
ATG Movement
Report pulled to

compare FC & Actual,
%age Occ,,
Sold/Purchased and
Scanned, NBO, ATP, SPH

STEAM MODEL
Update summary
document with;
Event number amend,
total monthly attendance
with resident/visitor split

. !

Interim period 0 I
until Gepnera/ : 1 S;':I.VEV SH(E)h\:\II)COYIZZLE
GENERAL 1 DAY-31** :
o LEAD-UP TO SHOW - .
SWANSEA
* Note all show spend at full Net on yearly show spend spreadsheet with PO once raised against show. ABERTAWE

** Activities listed above start, generally, a month before show date.



IMPACT REVIEW

DEMOGRAPHIC

MONTHLY ENGAGEMENT

59% Women
MONTHLY IMPRESSIONS {rO% Male .
-l 8-| ,232 1% Nonbinary/Unspecified
Average monthly engagement 0
2 945 600 across social platforms 25-34yrs - 28.4%
! ! 35-44yrs — 26.3%
Monthly average over FY23 45-54yrs —19.6%

swanse/A R FE N £\sertawe



IMPACT REVIEW

ANNUAL FOOTFALL EVENTS PER YEAR
240,000 303
Estimated for FY23 up from 160 in our first year

this constitutes

241500 103

Shows & Performances
Approximate real-time footfall

atend of FY23 200

Corporate & Social Events

swanse/A R FE N £\sertawe












< Swansea Arena
Swansea Arena 4 Feb 2022 - &

4 Feb 2022 - &
IT'S TIME FOR A HOUSEWARMING

IT'S TIME FOR A HOUSEWARMING
Full announcement 07.02.22

Full announcem... See more

Trampolene

The Now

INSCAPE

The Vega Bodegas
Prosperina

Pearler

Fallen Temples
CITIES

Lost Tuesday Society
The Orange Circus
King Goon

"You Do Nothing for Me' - Trampolene

*®® 46 4 comments 52 shares 3.6k views

C) Comment @ Send é> Share

Write a comment... CIF @




Swansea Arena Swansea Arena
7 Feb 2022 - & 7 Feb 2022 - ©

# ON SALE Now # 8 OnsALENOW &

: Swansea Arena and Swansea Music Hub presents
Swansea Arena and Swansea Music Hub prese... See more Housewarming #1 & #2!

Our friends at Swansea Music Hub are putting on two very
special pre-launch test events, showcasing the best local
Welsh talent, at the UK's newest arena. We'll have eleven
amazing emerging acts on our stage, including a
homecoming headline show from Trampolene on Fri 25
Feb, and the monolithically heavy, riff-laden Prosperina on
Sat 26 Feb.

We couldn't be more excited - it's going to be MASSIVE!
And we want to share these days with you as we test the
space in this state-of-the-art, tailor-made, live
entertainment venue.

Tickets for each event are £5 and will entitle the holder to a
complimentary drinks voucher at the bar, redeemable on
the day.

B https://atgtix.co/3pgi4 J6

25 FEB 2022

SN HOUSEF
WARMING ~/
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3 comments 51 shares

O Comment @ Send d> Share
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SWANSEA SO SWANSEA

ABERTAWE
ABERTAWE

THE ORANGE
CIRCUS BAND WARMING #2| -
y VVVV V.

ATG TICKETS i , A RS S y l
MUSICHUB i AT N 9 A7 | MUSICHUB
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’ arenaabertawe
HOUSE

WARMING #/

TEST EVENT

CHWEF 25 FEB 2022

TO: 45 roime s aiami sy Ano tvacuanon Swansea Arena

25 Feb 2022 - &

TRAM PO LE N E Happy Housewarming, Swansea ™
THE NOW e ¢
INSCAPE \ P | ) -

-~ THE VEGA g il \C . .
BODEGAS | " “

eAREN.

vy

© QY
28 likes

arenaabertawe Amseroedd rhedeg ar gyfer digwyddiad
prawf heddiw, Housewarming #1 ¥4

17 comments 11 shares

C) Comment @ Send d} Share
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‘ Swansea Arena SUanaea Arens
28 Feb 2022 - & 28 Feb 2022 - &

Wow, wow, wow! & Wow, wow, wow! &

A HUGE thank you to each one of you for comi... See more A HUGE thank you to each one of you for coming out and

supporting us with our ‘Housewarming' test events on
Friday and Saturday — we were truly blown away! It was
extremely useful for us to be able to test the space ahead
of our opening in March, and we wouldn't have been able
to do it without you.

A massive thank you to all the bands involved. It's clear
that we really do have some top-class homegrown acts
who made the Housewarming test events extra special §4

This venue is really something else. Thank you to Swansea
Council for bringing this dream into a reality for ourselves,
the people of Swansea and beyond - Copr Bay Swansea is
set to be a beautiful addition to this amazing city.

A special thanks to Village Hotel Club, Swansea Marriott
Hotel, The Dragon Hotel and Ryan Hole at The Green Room
Bar & Kitchen who all selflessly helped us out over the
events. We feel so lucky to have such wonderful
neighbours and to be part of this lovely community.

N

Most importantly, we know that things weren't perfect and
there were some teething problems, but that's what these
test events were for, so thank you all for bearing with us!

We are so looking forward to opening the venue in March
and cannot wait to sink our teeth into our launch season
14 comments 14 shares L]

® o () comment (O send (> Share Thank you, diolch pawb 4
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THIS IS WHERE
'YOU COME IN
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