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Introduction 

This report presents a strategic marketing plan for Swansea Arena, developed for the destination marketing and events team. The aim is to increase brand awareness, audience engagement, and ticket sales through a data-driven and customer-focused approach. The report applies the SOSTAC framework alongside key marketing theories, including the Ansoff Matrix and Bowman’s Strategy Clock. Drawing on digital insights such as SimilarWeb-style analysis and consumer behaviour theory, the plan identifies opportunities to enhance the arena’s competitive positioning within the UK live events market and improve its overall marketing effectiveness.
Situation Analysis 

Company (SWOT – critical insight)

Swansea Arena benefits from modern infrastructure and a strong local presence within Swansea. However, its digital presence lacks consistency, limiting its ability to compete nationally. Compared to larger venues such as Utilita Arena Cardiff, Swansea Arena underutilises digital storytelling and branding, reducing engagement with wider audiences.

Customers (Segmentation – SimilarWeb insight)

Digital insights suggest that event-based platforms receive traffic primarily from direct and organic search, with relatively low social media referrals. This highlights a gap in social media engagement strategy.

Target segments include:
· Gen Z and Millennials (18–35): experience-driven and highly active on social media
· Local families: value-focused consumers
· Event tourists: seeking combined destination and entertainment experiences

Current marketing does not fully engage younger audiences, limiting growth opportunities.
Competitors (Critical comparison)

Utilita Arena Cardiff is a key competitor, with stronger brand recognition, larger-scale events, and a more developed digital presence. Swansea Arena must therefore compete through differentiation, focusing on experience quality and accessibility rather than scale.
Collaborators

Key collaborators include ticketing platforms, tourism organisations, and digital influencers. However, influencer partnerships are currently underdeveloped, limiting reach among younger audiences.
Climate (PESTLE – focused)
· Economic: Reduced disposable income affects spending on entertainment
· Social: Increased demand for live experiences post-pandemic
· Technological: Growth in mobile booking and digital discovery
Value Proposition
Swansea Arena offers accessible, high-quality live entertainment in a modern waterfront location.

KPIs:
· Increase ticket sales by 20% within 6 months
· Grow social media following by 8,000
· Increase website traffic by 5,000 monthly visits
· Achieve engagement rates above 5%
· This marketing plan aims to increase attendance, engagement, and brand awareness for Swansea Arena. Specifically, it seeks to achieve a 20% increase in ticket sales within six months, improve social media engagement rates to above 5%, and grow digital audiences by 30%. These objectives are SMART, as they are measurable, achievable through targeted digital strategies, relevant to business growth, and time-bound. Achieving these goals will strengthen Swansea Arena’s competitive position within the UK events market.
Strategy 

The strategy focuses on repositioning Swansea Arena as a digitally engaging, experience-led entertainment hub. Using the Ansoff Matrix, the approach combines market penetration (increasing engagement with existing audiences) and market development (targeting younger, digitally active consumers).

Due to lower brand awareness compared to competitors, the arena must adopt a differentiation strategy based on customer experience. Using Bowman’s Strategy Clock, Swansea Arena should position itself within the hybrid strategy zone, offering high value at a competitive price.

Marketing Mix
· Product:
A diverse range of live events enhanced by improved customer experience, including digital engagement and streamlined entry systems.
· Price:
Tiered pricing strategy with student discounts and early-bird offers to increase accessibility.
· Place:
Distribution through online ticketing platforms and mobile-friendly channels to reflect modern consumer behaviour.
· Promotion:
A digital-first approach focusing on social media, content marketing, and influencer collaborations.
Using the RACE framework:

Reach
To maximise visibility among target audiences, Swansea Arena will implement paid social media campaigns across Instagram, TikTok, and Facebook. These campaigns will be tailored using demographic and behavioural data from SimilarWeb-style insights, focusing on younger audiences aged 18–35, who are highly active on social media and most likely to attend live entertainment events. Paid campaigns will include carousel ads showcasing upcoming events, short teaser videos of past performances, and geotargeted promotions for local residents. Additionally, influencer partnerships with regional and national content creators will leverage existing followings to increase brand awareness, driving traffic to the Arena’s website and ticketing platforms.


Act
The Arena’s website will be optimised to encourage user interaction and enhance conversion potential. This includes mobile-first design improvements, interactive event listings with dynamic filtering options, and embedded short-form content such as highlight reels of previous shows. Clear calls-to-action will guide users to ticket purchase pages, while integrated chatbots will answer queries in real-time, reducing friction for potential customers. Analytics will track visitor behaviour, including time on page, bounce rates, and click-through to booking pages, enabling continuous refinement of user experience. Engaging blog content, interviews with performers, and behind-the-scenes insights will also be used to increase dwell time and encourage repeat visits.


Convert
Conversion strategies will focus on turning website and social media engagement into ticket sales. This includes retargeting campaigns for users who visit event pages but do not complete purchases, personalised email marketing highlighting upcoming shows based on user preferences, and limited-time offers such as early-bird discounts or bundled tickets. Simplified booking systems will reduce drop-offs, with a one-page checkout, multiple payment options, and automatic mobile formatting. Integration with popular digital wallets will streamline the purchase process. Conversion rates will be tracked per campaign, allowing real-time adjustments to messaging, creative assets, and targeting parameters.


Engage
Post-event engagement will strengthen long-term customer relationships and foster brand loyalty. Strategies include user-generated content campaigns encouraging attendees to share photos or reviews on social media, with branded hashtags for visibility. A loyalty programme will reward repeat ticket purchasers with discounts, VIP access, or exclusive content. Feedback surveys will be distributed post-event to gather actionable insights for improving future experiences. Social media highlights of events, including short reels and photo galleries, will be shared to maintain engagement with audiences who could not attend. By fostering an ongoing dialogue with customers, Swansea Arena will increase repeat attendance and build a dedicated community around the venue.



Critical Evaluation
Currently, Swansea Arena underutilises short-form video content, such as TikTok and Instagram Reels, which are highly effective in increasing brand visibility among younger audiences. Competitors, including Utilita Arena Cardiff, exploit these platforms to promote events, showcase performances, and encourage engagement. By not producing enough short-form content, Swansea Arena risks lower engagement rates and diminished online visibility. Additionally, existing campaigns do not fully leverage influencer collaborations or dynamic retargeting. Addressing these gaps through focused short-video campaigns, influencer partnerships, and interactive social content will improve awareness, engagement, and conversions.



Metrics
The effectiveness of the RACE tactics will be measured using quantitative and qualitative KPIs, including:
· Conversion rates: Percentage of website and social media visitors who purchase tickets
· Social media engagement: Likes, shares, comments, follower growth, and video views
· Website traffic: Number of unique and returning visitors, session duration, and bounce rate
· Email performance: Open rates, click-through rates, and campaign-driven ticket purchases



Action 
The marketing campaign will span six months and follow a phased approach aligned with customer booking behaviour:
· Months 1–2: Research and Planning
Detailed competitor analysis, audience segmentation using digital analytics, and identification of key social media influencers. Content strategy, creative briefs, and website improvements will be developed.
· Months 2–4: Social Media Campaigns & Influencer Activity
Paid and organic social media campaigns launch, including TikTok and Instagram reels. Influencers post sponsored content, increasing brand awareness and driving traffic to the website. Engagement metrics are tracked daily to optimise targeting and creative performance.
· Months 3–6: Email Marketing & Retargeting
Personalised email campaigns launched, retargeting visitors who interacted with event pages but did not purchase tickets. Exclusive promotions encourage conversions, while the website checkout system is continuously monitored to minimise drop-offs.
· Ongoing: Performance Monitoring & Optimisation
KPIs for reach, act, convert, and engage stages are monitored weekly. Adjustments to content, targeting, and offers are made in real-time to maximise ticket sales, engagement, and customer retention. Continuous feedback loops from post-event surveys inform improvements for subsequent campaigns.

This structured timeline ensures awareness is built early, conversions are maximised, and long-term engagement is fostered, increasing Swansea Arena’s overall market impact.


A six-month campaign will be implemented:
· Months 1–2: Research and planning
· Months 2–4: Social media campaigns and influencer activity
· Months 3–6: Email marketing and retargeting
· Ongoing: Performance monitoring

This schedule aligns with consumer booking behaviour, building awareness early and focusing on conversions closer to event dates. Continuous monitoring allows for optimisation and ensures effectiveness.

Swot analysis 
	Strengths 
	Weaknesses 

	Modern high quality venue
	Limited national brand awareness 

	Strong location in Swansea 
	Weak social media engagement 

	Diverse event offerings 
	Inconsistent digital marketing 

	
	

	
	

	
	




	Opportunities 
	Threats 

	Grow in live experience demand 
	Strong competitors like Utilita arena Cardiff 

	Expansion into younger audiences 
	Economic downturn affecting spending 

	Influencer and digital marketing growth 
	Rising customer expectations 



	

Factor
	Impact on Swansea Arena

	Political
	Support for UK tourism and events sector

	Economic
	Cost-of-living crisis reduces discretionary spending

	Social
	Increased demand for experiences over material goods

	Technological
	Growth of mobile booking and social discovery

	Legal
	Health & safety and event regulations

	Environmental
	Pressure for sustainable event management
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The perceptual positioning map illustrates the relative positioning of Swansea Arena within the UK live events market. Swansea Arena occupies a mid-price, high-experience position, offering strong value for consumers. In contrast, Utilita Arena Cardiff is positioned at a higher price point due to its larger scale and ability to host internationally recognised events, resulting in a very high perceived experience. Local theatres occupy a low-price, lower-experience position, reflecting smaller-scale productions. This highlights an opportunity for Swansea Arena to strengthen its brand perception while maintaining affordability.
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