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Introduction  

This marketing plan is to show the development of the House Party event, taking place in Swansea Building Society Arena. This plan will show how to effectively promote and publicise the House Party, through the means of SOSTAC, the 4 P’s and Ansoff’s Matrix. 
SOSTAC is an acronym for the cycle of planning used for marketing, standing for: situation (S), objectives (O), strategy (S), tactics (T), action (A) and control (C).The 4 P’s is a frame work for businesses to successfully market goods, they are Product, Place, Price and Promotion. Ansoff’s matrix is a tool that helps businesses to identify growth opportunities (Shown in Appendix). A SWOT analysis is a micro analysis of a businesses: Strength’s, Weaknesses, Opportunities and Threats. ‘it is a strategic planning tool that links an organisation's marketing strategy with its general strategic direction" Is how Loredana (2017) describes Ansoff’s Matrix. Niche market planning ‘Niche marketing strategy can be defined as a marketing approach designed for a particular service or good’ (Choudhary, 2014 p85) will also be used, as House Party attracts a unique market.  
 
Situational Analysis
Company 
 
Through the SWOT analysis that has been conducted it can show: 
· Strengths: Accessible ticket pricing makes it appealing for students.  
· Weaknesses: Once a year event can lead to low marketing momentum and difficulty with awareness.  
· Opportunities: regional reputation to be developed through continuation of House Party
· Threats: Cost of living crisis can cause less tickets sold (unnecessary purchase). 
Further analysis shown in Appendix 1. 
 
 
Customers 
Using market segmentation, information can be found about how to analyse consumers, and how to target them. The research from Similar Web shows that the arena attracts a even split of customers, with ‘51%’ being women, ‘23%’ of which being between 45-54 (shown in Appendix 2-5), which means that the marketing should mainly apply to female customers within this age range. However, considering the event itself, a younger style of marketing may also be used to attract younger clientele. It is worth noting that this marketing information is from the Swansea Arena’s main website, not a separate House Party website, so data on age and gender may not be fully accurate. These customers often search ‘Rock’ so the information is somewhat relevant. 

 
Competitors 
There are a few competitors in the area at a similar time to House Party. The perceptual positioning map shows some of these, and compared the location in proximity to Swansea and the price (low to high). Events such as Ponty Fest, are free but further away from Swansea, so do not apply to the critique, or In It Together, whilst showing similar music, are further from Swansea and much more expensive. These events pose as competitors, though do not provide the same experience as House Party.
Collaborators 
House Party has some unique relationships and partnerships within the event, One such is the Music Foundation Trust, which the event donates ticket sales to. This unique partnership brings a social gain to house party, as it creates a positive social value for the event, as its for charity. Another stakeholder is Swansea Business Society Arena, the venue that allows the event to happen, and provides in-house ticket sales and promotion. The bands can also uses their audience. 
 
Climate 
Using PESTLE, the impacts House Party bring are many. It is a Welsh musician focused event, which brings benefit for the local council, the cost of living crisis may cause more young people to be price sensitive, there is a strong demand for live music events in Swansea, Instagram and TikTok can promote artists and bring the House Party popularity, age restrictions allow the event to be safe and family friendly, Swansea Arena is entirely inside, letting no environmental conditions have cause for concern.  

 
Objectives 
This marketing plan aims to help to sell 90% of tickets for House Party, by the 21st of February, through digital marketing and in person marketing. This goal is set due to the event’s presence mainly being on social media through Swansea Arena’s following and the band’s following and is measurable through actual ticket sales. In person marketing in Swansea within this goal is useful the target market of Swansea students. 
 
Strategy 
Ansoff’s matrix (Appendix 6) can be used to help identify growth opportunities. Market penetration is the strategy that is most useful for House Party, due to the focus on increasing engagement from existing markets, using an existing event concept. The main target audience consists of young adults who are Swansea residents, as this area and generation are shown to have a consistent interest in live music, shown by the amount of music venues in Swansea, and frequency of events (concerts over the week). 
As House Party is positioned as a live music experience, featuring local musicians within the Swansea arena, the event is different from any other in the area. Thhe community focuses branding, through the support for grassroots musicians and the Music Venue Trust, which gives it a community association and adds social value for the target market. 
Utlising price penetration to attract students and other young adults, can increase appeal for the product, and a lower price point is more attractive for students. Yield management ‘is a revenue maximization technique which aims to increase net yield’ (Donaghy, McMahon and McDowell, 1995, pp140), and can also be used to attract the target market, by using early bird ticket prices, limited ticket sales.  
Tickets are distributed through Swansea Arena, through the ATG ticket website, which allows an ease of access for the young target market, along with the tickets being mobile. The arena is in a central location within Swansea, allowing for ease of transportation. This improves customer experience, and reduces barrier to entry. 
Using digital channels such as TikTok and Instagram to market the event will increase overall attendance. Usage of social media influencers to advertise House Party, along with getting the bands to make content regarding House Party can also boost attendance. 

  
Tactics 

The RACE framework (appendix 8) is very useful for this marketing plan, as it can help to develop strategies for marketing House Party. The communications mix (appendix 10) is also very useful, as it helps to understand what type of marketing will be most successful. 
As house party has a limited brand presence (shown in the SWOT analysis), House Party should focus on using paid and organic digital reach. Advertising via TikTok, Instagram and Facebook helps to target students, as shown in research done with Sparktoro (Appendix 7-8 ), shows that people who search ‘live music Swansea’ and ‘House Party Swansea’ use Facebook, Instagram and TikTok as one of their main social media. This also allows a further reach, beyond Swansea. House Party can use the existing customer base to promote the event, whilst adding on paid social media content to reach a wider audience. 
Using content such as engagement driven tactics to encourage interaction, involving behind the scenes clips polls and count down story’s, it can boost engagement statistics. Optimising the main event page to be clear on band lineups and how to purchase tickets can make it so impulse buying is easier, and lower bounce rates. House Party can even create an email signup within a competition page, so as to encourage people to find out more information, whilst also developing click rates. 
Targeted advertisements and early bird tickets can be used to convert customers from website views, to event attendees. Using email marketing through a mail list can also improve this, as using Swansea Arena’s existing client pool can boost House Party past just students as the target market. 
Post-purchase engagement is also useful, as it allows for House Party to build a loyal clientele. At the event, bands can encourage attendees to use certain hashtags on videos and stories to share the event further, promoting the next year. Using influencers to perform reviews after the event can also boost engagement. Encouraging tripadvisor reviews 

Action 
A Gantt chart has been created to show the eight week marketing schedule to lead up to House Party (A11). Weeks one and two focus on building an influencer network, artist announcements and organic social media content (TikTok and Instagram), to build awareness on House Party. Weeks three and four involve paid social media advertisement on Facebook and Instagram and the early bird ticket promotions to increase awareness on House Party, and increase conversation around it. Weeks five and six intensifies that activities, with marketing emails being sent, and countdown campaigns beginning, to induce excitement. In weeks seven and, promotion is peaked with urgency messaging and recap content. 
 
Control 
The marketing’s plan success will be measured using a range of KPI’s, as KPI’s are beneficial as they show the ‘possibility to measure the results and not just financial results.’ (Sychrová and Šimberová, 2012), so can show more than just financial information. Tickets sales and the capacity sold, not only are primary indicators of House Party’s success, but also directly align with this marketing plan’s goal. Any new customer acquisition will be measured though new email sign ups, via online ticketing and competition. Digital metrics such as social media reach and engagement, will track the brand awareness of House Party. Profitability and return on marketing investment (ROMI) will be reviewed after house party, to evaluate cost efficiency. 
 
Conclusion 
This marketing plan shows that House Party, has a strong foundation, with the connection the Swansea Arena and music foundation trust. The event already features affordable pricing and an alignment with local demand for live music. However, the analysis shows some limitations, which include a restricted brand awareness and focus on short-term digital content. A marketing penetration strategy supported by yield management is appropriate, with an influencer marketing plan to be added. Long term success will depend on improving CRM capabilities and a consistent year long engagement plan. Future campaigns should prioritise personalisation from data, and a further regional expansion to reduce restriction of market penetration.  
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