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Introduction
The purpose of this report is to present a marketing plan, to promote House Party event which takes place annually Swansea Abertawe Arena. Marketing strategies play a significant role in ensuring that an event or product reaches the correct target market improving accuracy and saving time. This marketing plan will be using the SOSTAC model whilst also combining theories such as Ansoff’s Matrix (Ansoff, 1957) and McCarthy’s 4 P’s (McCarthy 1960), extended to the latest version of the Marketing Mix (Booms & Bitner 1981), to guide throughout this strategy. Swansea Arena House Party is an event that happened every year at Swansea Abertawe Arena, which provides a space for upcoming artist within the south Wales area, to raise money for The Music Venue Trust.
Situation Analysis
5’C’s Analysis Model
Company- The event’s mission is to generate funding for the local music venues by selling as many tickets as they can, given the building’s 3,500 capacity. After two successful previous years of running Houseparty, the event is showing that it is generating awareness and exposure to become increasingly popular in the local music industry. 
Customers-Within Appendix 2, there are three main customer profiles that Houseparty should target. 
Competitors- Event venues such as SinCity and The Bunkhouse are categorised as competitors to Houseparty because of the audience that they have already obtained. To run a successful marketing strategy, positioning Houseparty’s brand correctly can increase the probability of success. “The way a product is defined by consumers on important attributes— the place it occupies in consumers’ minds relative to competing products” (Kolter et al, p.228) This means that showing comparisons to others in the market (SinCity and Bunkhouse) can provide a desired place and view on Houseparty, which can give organisers a list of needs and wants from  the ideal customer profiles (Appendix 3).
Collaborators- Houseparty hosts its annual event at the Swansea Abertawe Arena, in partnership with The Music Venue Trust and Grassroots Music Venues to raise funds to put back into the local community (Music Venue Trust, 2023). Ticketing platform ATG Entertainment is the website used by Swansea Arena to promote and boost sales of the event. 
Climate- Economic factors that play into the outcome of Houseparty’s success include the current inflation crisis, which is causing a decrease of disposable income (Appendix 8) and resulting in people being more mindful with their value for money. There is also a high demand for unique and authentic experiences (Clarke, 2024) resulting in customers wanting to spend their money on other venues such as SinCity and Bunkhouse. 
These insights highlight the need for a strong digital engagement which forms the basis of the objectives which follow .
Objectives
Specific: Increase the social media marketing campaign to boost recognition and awareness of Houseparty. Examples of this would be by posting online interviews with artists on the lineup or interviewing students on campus to see if they know what Houseparty is? Have they been before? 
Measurable: Achieve a minimum of 2,000 views per platform (YouTube, Facebook and Instagram—higher usage shown in Appendix 5 & 6)
Achievable: post 2-3 times a week depending on the platform, during peak hours to gain the most exposure and interactions on the posts.
Realistic: Content awareness will encourage consumers to buy tickets and give them a reason to donate to The Music Venue Trust. 
Time: Houseparty promotion is to end by the 21st of February 2026. This is to maximise the efficiency and effectiveness of the campaign. 
These SMART targets guide the strategic pathway to what strategy works best create a successful marketing plan.
Strategy
A successful marketing strategy for Houseparty, will include using the ‘Marketing Mix’ which is a set of different tools that can work together to achieve specific marketing goals. Originally made by four key components: Product, Price, Promotion and Place (McCarthy, 1960) it was later combined with an extended version of People, Process and Physical Evidence (Booms & Bitner, 1981) 
Furthermore, Houseparty’s strategy of building on top of the brand it already holds will strengthen the potential of long-term success for the local music and party scene in Swansea. By successfully achieving this goal, using models like Ansoff’s Matrix (Ansoff, 1957) will help presenting which path would help towards this. Ansoff’s Matrix is made up of four key areas: Market Penetration, Market Development, Product Development, and Diversification. Out of these four strategies, market penetration is the most affective because the customer base for Houseparty has already shown and currently has had no change due to being targeted towards students. Marketing penetration that would be beneficial for the event would be raising customer engagement through digital marketing advertisements on platform such as Facebook and Instagram as these are used the most by the target audience. This would improve conversion rate and online channels to promote Houseparty to the types of customer profile is Appendix 2. 
Tactics
Houseparty’s success in reaching its target audience shows that marketing advertisements on platforms such as Facebook and Instagram are the most used by the student population and young adult demographic (Haigen, 2025) (Appendix 5). This strategy supports brand awareness and increases the level of exposure Houseparty has on social media platforms. Using tools such as SEO (Search Engine Optimisation) can keep track of trending searches to do with Houseparty e.g ‘Houseparty Swansea’ or ‘Music Venue Trust Events in Swansea.’ 
The second tactical stage is ‘Act,’ which draws customer target markets to interact with the ads to boost engagement, this can either be a video post or an image of the event. For example, encouraging likes, shares and comments or running a competition for exclusive free tickets creates a buzz and increases interest online. 
The third stage focuses on providing a simple and efficient route to accessing ticketing for the event. This process is to optimise the customer journey from considering attending to a confirmed attendee. By using the credibility and reach of Houseparty attendees, the organisers can direct audiences to the secure and trusted ticketing platform (ATG Tickets, 2025) by including a ‘Link in Bio’ within marketing advertisements. This will help to increase the conversion rate and decrease the chances of audiences abandoning the page. Using the data collected from ATG ticketing platforms, potential future attendees and events can be promoted through direct communications which results in building long term relationships as-well. 
Within successfully promoting the Houseparty event, advertising is the main tool that is used to promote the event and gain awareness and recognition from the target audience. As the demographic is students and young adults, using social media will help contribute towards reaching this goal. As the event is donating towards the Music Venue Trust, posting online interviews with artists and students to boost relatable and mesmerising content can increase the 2,000 minimum views that come from releasing content on Instagram and Facebook. 

Finally, the last stage is about building upon customer purchase. As the target audience has become attendees, forming a long-term relationship with customers leads to customer loyalty and future attendance. If customers are leaving feedback with high satisfaction, this increases satisfaction scores, resulting in meeting KPI targets and reviewing what went well.

Actions
Within Appendix 10, the decision to carry out personal selling to university students, arts, and bands are due to the period between September and February are student term times which means that the target audience (Appendix 2) are made aware of the event from an early stage in the communications plan. Sales promotions such as discount codes for university students encourage audiences to bring their friends along with them to promote word of mouth selling. Alongside promoting discount codes, building buzz for student by releasing a giveaway and loyalty schemes can increase the level of engagement for Houseparty in the student life and promote repeat customers. Direct marketing is the main driver towards the customer types, so using SMS can also reach audiences who do not use social media as much as customers 1 and 2 shown in appendix 2. These actions synchronise well with the tactical plan by displaying the importance of providing current customers with regular updates whilst equally allowing new customers to potentially form. 
 
Control
[bookmark: _Int_niKP6VsO][bookmark: _Int_hV21futG]To ensure that the overall marketing plan has been successful in hitting the key areas to promote Houseparty to the people of Swansea KPI’s (Key Performance Indicators) need to be measured. This will include the level of tickets sold from promotional videos released on Facebook and Instagram, to the conversion rates of paid advertisements. Keeping a track on how email open rates increase to the lead up to the event and those who are repeat attendants over the last two years reflect of the effectiveness of communication with existing customers and it any new customers are shown from this. Using insights from Instagram and ATG Tickets will help with booking patterns such as customers who are booking in groups or individual sales and finding key demographics to find what is working well and what can be improved. 
Conclusion
The marketing plan for Houseparty, Swansea presents that using the SOSTAC approach can increase awareness and promotion among the student and young adult target market. By applying a Market Penetration strategy (Ansoff, 1957), it provides a structured plan focusing on the element of how digital marketing leads to successful promotions and targeted social media content. The tactics provided by this plan have been towards reaching a goal of raising and donating money towards the Music Venue Trust (MusicVenueTrust, 2023) for the you artist of South Wales. Although the current economic issues such as inflation and competition from venues such as the Principality Stadium may bring challenges to the running of this event, consistently over keeping on track of KPIs, and looking at diverse ways to market to the local community, will support the future success of Houseparty and what its capable of.
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STRENGTHS

Strengths that House party
undertakes is working with the
local community and music
venues such as Sin City and The
Bunk house which are local
music venues that provide
spaces for young artists to
perform in front of larger
crowds.

OPPORTUNITIES

Opportunities of
collaborating with local
brands and buisnesses and
reach a different target
market can produce more
sales and income towards the
event.

SWOTANALYSIS OF HOUSEPARTY

WEAKNESSES

Houseparty has challenges with
brand recognition. Although the
event has only been running
annually for the last two years
since Swansea Arena opened, the
event still has room for
improvement with how far there
customer target market can
reach.

THREATS

Threats that come with running
Houseparty are the availability of
artists and attendance rates. If
customers purchase tickets for
reasoning to see a specific artists/s
then customer satisfaction can
decrease if an artist falls ill or doesn’t
turn up.
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Customer 1- THE FOMO STUDENT

Name: Jack Rowley- Male
Age range: 18-21

Lifestyle: Full time student, regularly attends local concerts and music gigs. Attends nightlife events at places such as
SinCity The Bunkhouse.

Behaviours: Spends a lot of time on YouTube and Instagram platforms. He also uses TicketMaster and entertainment
websites. Google or the use of Bing to find events to attend.

Motivations: wants productive plans for weekend activities and loves to socialise.

Customer 2- THE SOCIAL INFLUENCER

Name: Bob Johnson-Male

Age range:20-25

Lifestyle:Often usage of social media platforms such as Reddit, follows influencers and keeps on top of
Tiktok trends.

Behaviours: Interested in viral moments and themed events.

Motivations: Can boost recognition to events and share content on social platforms to increase
engagement.

Customer 3- THE FULL-TIME MUM

Name:Rachel Smith-Female

Age range: 40-60

Lifestyle: Works full-time/retired and enjoys Shops at Tesco and Argos.

Behaviours: Low social media usage and mainly uses platforms such as Facebook.
Motivations: Commitments for family time and activites. Produces a higher bounce rate.
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Figure 1: London had the highest gross disposable household income per
head in the UK in 2023

Gross disposable household income (GDHI) per head, UK and constituent countries and regions, 2023
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