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Social Media Campaign- 5 min content pitch
· Introduction of campaign
My campaign focuses on a high-energy promotional video that captures the excitement and anticipation of the Swansea Arena House Party on 21 February 2026. Using dynamic visuals and fast-paced editing, the video reflects the electric atmosphere of the event while gradually revealing the lineup, culminating in the announcement of special guests, the Manic Street Preachers, to build hype and drive audience interest.
· Aims and objectives 
The campaign aims to re-engage existing customers, attract 300 new visitors within the same customer profile, and promote the House Party experience. The video uses energetic party footage and Manic Street Preachers clips to capture attention, convey the vibe, and build excitement, and will be shared across multiple social media platforms to maximise reach and engagement.
· Customer profile – where found this 
The main customer of the House Party is females aged between 18 and 25 who enjoy indie-rock bands. The main platforms they use are Youtube, Facebook and Instagram. I have tethered this information from SparkToro with statsitics based on previous events. The videos in the content shows young adults dancing and having fun at a House Party, this captures the experience the audience would have if they attended. 
Targeting this demographic and these platforms is strategic because they are the most engaged and likely to attend the event. By showing the fun, energetic atmosphere in the videos, the campaign directly appeals to their interests and social habits, increasing the likelihood of attendance and engagement.
· Act- exisigng customer with different product
I have focused on the Act part of the RACE Framework. My campaign is aimed at existing customers, but with a slightly different product. In the past, the House Party only had smaller bands performing over a few hours. This time, I have added a headliner along with the smaller bands. This makes the event more exciting and something new, which should encourage more people to buy tickets.
· Aakers brand personalities- exciting
The House Party event reflects Aaker’s Excitement brand personality. This personality is energetic, adventurous, and appeals to people who enjoy exciting experiences. The party is high-energy and lively, with fast-paced music and vibrant lighting. The video content highlights this atmosphere to clearly show the event’s theme and personality. This approach is effective because it attracts the target audience who are looking for fun and exciting experiences (Moura, 2021). 
· Aristotles mod of persuation
Aristotle’s mode of persuasion, Pathos, is used in the House Party content by appealing to emotion. Feelings of excitement and anticipation are created through energetic visuals, upbeat music, and clips of people enjoying previous events, helping the audience imagine themselves there. The “with special guests” build-up adds suspense and exclusivity, making the message more memorable and encouraging attendance (Panovski, 2023).
· Posted on yt tiktok and insta- times and day from other assignment- how can be edited on diff platforms – explained and justified
The content will be posted on YouTube, Facebook, and Instagram, as these are the platforms most frequently used by the target audience. The video is scheduled to go live on Monday, 11th January 2026 at 9:30 am. This timing was chosen because research shows the optimal posting time is 10:00 am for Facebook and 9:00 am for Instagram, making 9:30 am a suitable compromise. Since YouTube, Facebook, and Instagram all support the same dimensions for Reels and Shorts, the video will be in portrait format, ensuring consistency and optimal viewing across all platforms.
The caption of the content will be what are you doing on Saturday night? Your coming to Swansea Arena House Party with special guests.......
Hashtags like #SwanseaArenaHouseParty2026 #MSPlive2026 will be used on the post.
· Show video
Here is the content pitch.
· Financial viability and impact of campaign
The creation of the campaign does not require any additional budget, making it affordable and having no negative impact on overall costs. However, the campaign is expected to increase ticket sales, which will bring more customers into the arena. This makes the pitch realistic and cost-effective, with the potential to generate a positive financial return (Slyvkin, 2025).
· Conclusion 
House parties are back and we are elevating them! Thank you for listening to my pitch.
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